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WHO WE ARE

CIMA redefines how business is done (p2).
We start our journey with best practice
Integrated Reporting on the business issues
that are material to our success and a
market discussion (p4) showing how we
constantly monitor and respond to challenges
and opportunities posed by the global
environment. This is followed by a snapshot
of how we are leading the way in providing
the integrated thinking needed to produce
this year’s integrated report (p6).

The future is management accounting
We live in an increasingly complex and
uncertain era for global business. Pace of
recovery is variable and unpredictable, making
planning for long-term success difficult.
Better business in both the private and public
sectors and better skilled professionals have
never been more important to achieving
sustainable success.
And management accountants are key to
achieving this success. Today, with over
218,000 members and students operating
in 177 countries, we are the world’s
leading professional body of management
accountants. Combining financial expertise
and business insight, our members
demonstrate management accounting
expertise, determination and commitment
to achieving sustainable business success.

While many of our members work in the
finance department, others put their
broader business training to use across the
organisation, including the roles of board
director, chairman and CEO. And it is this
ability to act as a co-pilot to the business
and understand how the different parts of
the business need to come together that
makes CGMA professionals the obvious
choice for those seeking financially trained
business leaders. This is why the future is
management accounting.
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Our business model sits at the heart of
everything we do and a thorough
understanding of how it drives outcomes
that deliver our strategy is vital (p18).
Our mission is helping people and businesses
to succeed; our stakeholder relationships
(p20) explain who some of those people
and businesses are, and how we create
value together.

CIMA was created in 1919 to redefine how
business is done and we have been doing
so ever since.
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ACHIEVEMENTS IN 2013

Global media coverage value in 2013

60,000

Becomes The
Chartered Institute
of Management
Accountants

President Malcolm Furber provides a macro
view of how we have performed in 2013 in
line with our core strategic objectives (p8),
followed by an overview of governance and
risk management. This is followed by Chief
Executive Charles Tilley’s insight into CIMA’s
evolving business model, our performance
against key performance indicators (KPIs) and
an exclusive look at our dynamic Management
Accounting Framework suite of work (p14).

The remainder of the document provides
insight into how we have delivered against
the five core elements of our business model:
Acquire (p24), Deepen (p26), Retain (p28),
Fulfil (p30) and Reputation and research
(p32). This is followed by a spotlight on how
we ensure our employees are empowered
to deliver our objectives (p36) before
concluding with a review of our financial
performance (p38).
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Members receive
the right to use the
title Chartered
Management
Accountant
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In 2012, we launched the Chartered
Global Management Accountant (CGMA)
designation in partnership with the American
Institute of Certified Public Accountants
(AICPA). We are committed to our CGMA
designation holders having the skills

organisations need to drive strong business
performance. And it is these very skills that
make employers around the world trust
CGMA designation holders. This trust is
underpinned by the fact that Chartered Global
Management Accountants are committed to
professional ethics and a code of conduct.
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New students in 2013

33,581

Chartered Institute of
Management Accountants

MEMBERS
New members in 2013

5,527

FINANCIAL
Liquid reserves at the end of 2013

£11.7m
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OUR JOURNEY – MEMBERSHIP FROM 1919 TO 2013

2012
Launches the Chartered Global Management
Accountant designation with the AICPA

REDEFINING HOW
BUSINESS IS DONE
CIMA is rooted in business. This gives us
unique insight into what organisations most
need from their employees.

80,000

1995
‘Our focus is to show
the pathway to future
membership, and develop
management accounting
skills to help people and
business succeed.’
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THEN
The four years of the First World War were
over. And now one of Britain’s greatest
business ﬁgures, Lord Leverhulme, the
founder of Lever Bros (which later became
Unilever), was facing a new problem.
He could see that the business world had
changed, fundamentally and forever. The
traditional accounting methods used before
the War did not give him the information he
needed to manage his company. In the new
world he was surveying they were no longer
ﬁt for purpose.
In short, he recognised an urgent need to
redeﬁne how business was done. And he
had a vision of how to achieve it.
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He saw that a new breed of accountants
was required – accountants who did more
than report historical data and ensure
compliance. Rather, Leverhulme’s new
breed would combine ﬁnancial expertise
with business acumen to guide critical
business decisions and drive strong,
sustainable performance. Forward-looking,
entrepreneurial and strategic in their
perspective, they would be equally at
home in the boardroom, working across
the business, or in the ﬁnance department.
So Leverhulme founded CIMA’s predecessor,
the Institute of Cost and Works
Accountants (ICWA), to develop people
with the skills he was looking for. The
management accountant was born.

The value of the ICWA was rapidly
understood, and it soon became recognised
as the leading professional body in a wide
range of areas, from product costing and
budgeting to investment appraisal and
business decision making.
In those early days, the ICWA had a
particularly close and fruitful relationship
with Lever Bros. Today, CIMA’s relationship
with Unilever is still going strong.

The need for people who can add value in a
volatile, uncertain, complex and ambiguous
world has grown enormously since Lord
Leverhulme’s day. We live at a time when the
three key emerging trends of globalisation,
digitalisation and acceleration (see page 4)
are set to become the only permanent
ﬁxtures in business life. They, in turn,
disrupt the permanency of everything else.
So attributes like ﬂexibility, speed and
accuracy of understanding, problem
solving and effective communication,
dynamism and entrepreneurism are the
value enhancers of today and tomorrow.

They are all attributes of the management
accountant, going far beyond a purely
ﬁnancial focus to redeﬁne how business
is done.
However, much of the world is not yet
capable of preparing people for these
new realities. A recent McKinsey report –
Education to employment – highlighted
the serious gap between what businesses
seek and the skills provided by educational
professionals who believe they are
providing everything employers need.
To enable employers to ﬁnd people capable
of adding value, CIMA and the AICPA
created the Chartered Global Management
Accountant (CGMA) designation, forming
the world’s only truly global management
accountancy community. And it is why, in

2014, we are launching our dynamic
Management Accounting Framework (see
page 15), which will provide the structure
we need to ensure the ongoing relevance
of management accounting in terms of
driving better business across every sector
and ﬁnding the right people to do so.
This is also why we are committed to
pioneering Integrated Reporting. It
encourages organisations to reveal a holistic
view that highlights the importance of every
source of value – social, environmental and
economic. Management accountants have
always gone beyond the ﬁnancials.
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MATERIAL ISSUES AND MARKET DISCUSSION
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ADDRESSING
THE FORCES
OF GLOBAL
CHANGE

ACCELERATION
Changes touch us on many
levels, and jobs, friends,
interests, home, knowledge,
news and ideas change
faster than before.

UNDERSTANDING OUR MARKETS

DIGITALISATION

CIMA exists to help people and businesses
succeed in an increasingly fast-changing and
uncertain world. This means we must ensure
our offering and approach are always relevant
to all our stakeholders – not just to our
members and students, but to employers
and society as a whole.

Transcending communication alone, digital technology is
enabling new processes and instruments that drive the
global knowledge revolution.

So we constantly and proactively monitor the
global market place for changes in what the
business world wants and needs, ensuring
that we are fully abreast of the latest global
business trends and developments in the
private and public sectors. This helps us
detect emerging opportunities and risks at
the earliest moment. And that enables us
to evolve our syllabus, research programme
and overall approach, in parallel with the real
needs of the real world.

We use a wide range of techniques to
analyse our ﬁndings, including PEST and
SWOT analyses, Porter’s Five Forces, the
GE Multifactor Matrix, monthly competitor
reports and scenario planning. It is vital that
the analysis we end up with inspires dynamic
and innovative thinking, the only way to
ensure we remain competitive and ﬁt for
purpose in our complex, ever-shifting global
market environment. So we also embrace the
lessons of Kim and Mauborgne’s Blue Ocean
Strategy to break the shackles of received
wisdom and inspire original creative thought.

Plotting a
successful
course

Only then do we map our analysis against our
business model and strategy to ensure their
ongoing relevance and resilience.

In last year’s report, we highlighted the three
overarching global trends – globalisation,
digitalisation and acceleration – that most
affect our market. These are the forces with
the greatest impact on organisations’ ability
to achieve sustainable success through new
structures, business models, policies and
strategies. That makes them fundamental
to any discussion of CIMA’s market.

And technology is increasingly affecting how
our members and students learn. It provides
them with the ﬂexibility to choose where and
when they study. Today’s young professionals
have grown up with the internet, and it is
second nature for them to learn online and
work collaboratively in social networks. So

learning materials (including Continuing
Professional Development (CPD)) are widely
available in ways that meet their needs; and
examinations too are making the move online.
But there are emerging downsides too. The
transparency of the internet means there are
no barriers to entry for newcomers, resulting
in a tidal wave of new sources of free online
tuition. Not only does this make it harder for
traditional providers to charge sensibly for their
materials, it is also a serious challenge to the
maintenance of appropriate quality standards.

Constantly evolving generational
characteristics, too, mean that Generations X
and Y are perfectly attuned to fast-changing
technologies, with social media at the heart
of their interactions.
The emerging culture is one that values
bite-sized knowledge, where people only
learn what they have to when they need it.
This is moving people towards ‘just-in-time’
learning, and higher education is becoming
more modular as a result.

BUSINESS ISSUES THAT ARE MATERIAL TO OUR SUCCESS

GLOBALISATION
People everywhere are
becoming connected and
affected by events in far
corners of the world.

As traditional accounting skills are being
replaced by technological applications,
management accounting is set to become
more focused than ever on strategic decision
making. This will affect what members and
students need to learn.

The changeable nature of the skills and roles
that are of greatest value in the workplace is
leading more people towards a non-linear
career path, where moving laterally within an
organisation is increasingly seen as normal.
This means that people need to learn
numerous skillsets during a career, rather than
concentrate on developing just one or two.

Business inﬂuence and power are spreading
across the planet – today, two-thirds of global
GDP growth is driven by 600 cities, up from a
fraction of this number just 20 years ago.

of Chartered Accountants Worldwide (CAW)
brought together over 310,000 chartered
accountants from the UK, Australia, New
Zealand and South Africa.

As this happens, blurring boundaries are
driving increasing cross-border competition,
not just among organisations but also
between types of accountancy designations,
MBAs and other business qualiﬁcations.
CIMA and the AICPA responded with the
CGMA designation, but we are far from alone
in recognising the importance of co-operation
in becoming more global; the ACCA has
discussed a strategic partnership with
the US-based Institute of Management
Accountants (IMA), and the 2013 launch

We understand that in a globalised world
localism counts too. Some national
governments are attempting to instigate
protectionist policies. And across the world,
businesses are becoming increasingly
dependent on employees with languages
other than English; in fact, recent Bloomberg
research shows that Mandarin is rapidly
catching English as the world’s most useful
language for business.
So, to be relevant everywhere we operate, CIMA
must think and act both globally and locally.

We must ensure that our business model
has the built in sustainability that makes
organisations and individuals see us and
the CGMA designation as the ﬁrst choice
in management accounting. To them, the
relevance of our offer is what really matters.
So we use market scanning processes and
senior management discussions to identify
and respond positively to those issues
with the greatest potential impact on
our ongoing relevance.
As a consequence of this, the material issues
identiﬁed this year, and our responses, are
as follows:
• The CIMA qualiﬁcation must be
differentiated from the competition in
the eyes of employers and prospective
students: we use our syllabus, thought
leadership and relevant new research to
distinguish the CIMA and CGMA brands
and reputation

• We must cater for changing attitudes
towards education: as well as online
teaching and assessments, we provide
various alternative pathways to our
qualiﬁcation, from full membership to
modular options that satisfy demand for
just-in-time learning
• Relevance means CIMA members and
students must have the skills businesses
want: we use the syllabus, research
programme and employer relationships
to ensure that people are equipped with
the right skills
• People and businesses need a
qualiﬁcation that transcends boundaries
to be relevant everywhere: our joint
venture with the AICPA provides a globally
recognised and relevant management
accounting designation – the CGMA

• No organisation can achieve global
success on its own: effective collaborative
partnerships, such as those with Pearson
VUE* and tuition providers, are key to our
sustainable success
• Coping with rapid change on a global
scale is demanding: agility is key to
meeting all the challenges we face, and we
have developed a ﬂexible, nimble structure
that can respond quickly and decisively
• As the leading global authority we must
deﬁne the management accounting
space: our Global Management Accounting
Principles©, produced in conjunction with
the AICPA, will set out what global best
practice looks like and enable businesses
and organisations across the world to have
the very best management accounting
systems in place.

* Copyright © 2014 Pearson Education, Inc. or its afﬁliate(s). All rights reserved. pvuecopyrights@pearson.com
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INTEGRATED
REPORTING –
OUR JOURNEY
CONTINUES
‘Part of redefining how – and why – business is done is to
accept that organisations can and should measure value
in ways that transcend the purely economic. This makes
the sort of integrated thinking that embraces all tangible
and intangible assets a vital management discipline.
And Integrated Reporting focuses boardroom conversation
on a deep understanding of the business model, which is
any organisation’s primary value creating system.’

OUR APPROACH
This is CIMA’s second year of producing an
integrated annual report. We believe it gives
us the right platform to explain who we are,
what we do and how we operate. As an
organisation whose primary aim is to help
businesses and people worldwide to succeed,
it is important that we measure our value in
many ways.
Integrated Reporting is actively helping us
to become a better and more accountable
organisation. It causes us to think beyond
compliance and ﬁnancial reporting to deeply
examine all the ways in which we deliver
sustainable value and is a highly practical
way of redeﬁning how business is done.

Charles Tilley FCMA, CGMA
CIMA Chief Executive

We are proud of last year’s report, and the
feedback we have received suggests that it
was moving in the right direction. We were
also pleased when it was highly commended
in the Business Finance Awards. However,
we are our own sternest critics, and have
challenged ourselves to do even better
this time.

INTEGRATED REPORTING – DEFINITION
Integrated Reporting is an emerging
approach to corporate reporting, in which
organisations demonstrate the links
between their strategy, governance and
ﬁnancial performance and their social,
environmental and economic context.
An integrated report shows how an
organisation uses its resources and
relationships to create short, medium
and long-term value.

CIMA plays a key role in the International
Integrated Reporting Council (IIRC). Chief
Executive Charles Tilley sits on the IIRC
Council and also chaired the IIRC Technical
Task Force, the body responsible for
developing the ﬁrst version of the Integrated
Reporting Framework. CIMA is also a
participant in the IIRC’s Pilot Programme of
organisations helping to develop Integrated
Reporting. This all means that our own report,
which has been produced in line with the
IIRC’s Integrated Reporting Framework, aims
to be an exemplar for others to learn from.
HOW WE DRIVE VALUE
Integrated thinking is at the heart of
Integrated Reporting. Its focus on value
drivers other than the purely ﬁnancial is
perfectly aligned to the management
accounting skill set.
At CIMA, our commitment to Integrated
Reporting is giving us a more holistic view
of our organisation. We believe this will
enable us to drive better value for our global
stakeholders. Furthermore, our involvement
with the IIRC’s background paper on the
business model has been extremely useful
to us in articulating our own business model
(see page 18).

Integrated Reporting is helping us to become
a better organisation. This particularly
relates to our Council’s deeper understanding
of our business model, which is driving
more relevant and valuable discussions.
Better understanding our business model
strengthens our ability to identify and
respond to those external opportunities, key
relationships, supply chain issues and other
factors upon which our long-term success
depends. It is making it easier to deﬁne our
key priorities, value drivers and desired
outcomes. It is further enabling us to
better identify and respond to weaknesses
alongside driving improved articulation and
understanding of risks.

LOOKING AHEAD
We will continue working with the IIRC
to promote the use and beneﬁts of
Integrated Reporting to those who prepare
and use reports.
And we will continue to explore how
Integrated Reporting beneﬁts organisations
through the clear articulation of the business
model and the integrated thinking and
enhanced decision making it enables.
We want to improve our reporting every
year, so we very much welcome your
feedback. Please do not hesitate to share
your thoughts with us.

Thanks to our better understanding of
Integrated Reporting, we have made a
number of changes to this year’s report.
These include a speciﬁc section on the
material issues that are part of a volatile
and uncertain business environment for us
and our stakeholders. We have reorganised
the content of the ﬁnancial review to align
with our business model. We have also
integrated more fully the sections on
governance and risk. And we have provided
more insight into our global resources,
partnerships and other relationships.

Email us at 2013.report@cimaglobal.com

PILOT PROGRAMME
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PRESIDENT’S MESSAGE

SUSTAINABLE,
ACCOUNTABLE
AND PROACTIVE
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‘Economies across the world
are entering a somewhat
more stable period as the
immediate impact of the
global financial crisis
continues to recede. But a
mark has been left on
organisations everywhere.’

‘Management accounting
skills are more relevant and
in demand by progressive
companies.’

Malcolm Furber FCMA, CGMA
CIMA President
Recognising that the business environment
has changed forever, businesses are
continuing to seek the best shape to compete
effectively in an increasingly uncertain
and complex world. For most, this means
becoming sustainable, accountable and
proactive. In many cases, this need is pushing
leaders to reﬂect deeply on their businesses,
their business models and their strategies.
As a result, many organisations in both the
private and public sectors are recognising the
value of strategic decision makers who can
help them adapt to this new environment –
in short, to help them redeﬁne how business
is done. This in turn is making management
accounting skills more relevant and in
demand by progressive companies in every
industry, sector and market. This creates
opportunities for us to drive our brand
recognition and continue to promote CGMA
professionals as the business partners of
choice for employers around the world.
A YEAR OF SUCCESS
When we come to look back on 2013, we will
recognise it as an extremely important and
ambitious year that was highly successful on
many fronts. We embedded our joint venture
with the AICPA to bring the beneﬁts of the
CGMA designation to members, students and
employers worldwide. We prepared the way
for the series of new launches in 2014 which
will ensure this year is recognised as one of
the most signiﬁcant in CIMA’s long and
distinguished history. We also managed to
meet a series of testing targets that relate
to every aspect of our business model.
With 2013 marking the ﬁrst full year of the
joint venture with the AICPA, we have worked
hard to establish CGMA as the world’s largest
global management accounting designation.
We have established a collective community
of over 130,000 designation holders spanning
more than 177 countries. With 97%
recognition and 56% usage of CGMA letters
amongst members, it has already had a

signiﬁcant impact. And growing
understanding among students and prospects
of its mobility, credibility and scale
advantages is directly beneﬁting CIMA too,
as 18% of new students speciﬁcally cite it
as the reason for signing up with us.

are all linked to our four core strategic
objectives (see page 19). One of these
objectives is to develop and maintain a
growing professional CGMA community
committed to lifelong learning, underpinned
by market-based research.

We are far from complacent about this early
success, however, and are carefully studying
retention and satisfaction rates to ensure that
the CGMA designation is being delivered in
the way that members and students want
and need. We are also keen to gain other
signiﬁcant shared beneﬁts through the AICPA
joint venture, as we continue to develop
further synergies and learn from one another.

I am delighted to report that we hit the
targets relating to these objectives in terms
of growing the member population, which
grew ahead of target from 91,782 in 2012 to
95,925. Member retention improved from
2012 as well to hit 99%, also ahead of target.
The only slight disappointment was member
satisfaction, which at 78% fell marginally
short of our 80% target.

LOOKING AHEAD
Embedding the CGMA designation, however,
was far from our only achievement in 2013.
As the globally recognised leaders in
management accounting, we have a strategic
ambition to maintain this unique status by
continuing to be the most relevant body in
the profession. We therefore spent 2013
working intensively with the AICPA to prepare
the launch of the Management Accounting
Framework – a truly ground-breaking suite of
work aimed at helping people and businesses
to succeed, wherever they are in the world.
The framework comprises our updated
CIMA’s 2015 Syllabus and assessment, Global
Management Accounting Principles and
Professional Development Tool. All three are
based upon rigorous market-led research and
input from leading global organisations. I am
very proud of this work, which is set to help
drive better business for a very long time to
come. It truly shows our huge ambition in
building brand awareness of management
accounting and ensuring we remain the ﬁrst
choice for our many stakeholders.
DRIVING MEMBER VALUE
Even against a backdrop of such intensive
activity, we did not shy away from setting
ourselves challenging targets for 2013, which

We derive the greatest pleasure, however,
from the fact that we surpassed our new
member target in 2013. This was a very hard
target to meet, and I regard exceeding it as a
great achievement. This accomplishment is
largely due to our recent success in further
engaging with those students who, having
completed their exams, were eligible to
become members but had not yet done so.
Other key achievements for the year included
the very high standards of research materials
we maintained with several publications
under our CGMA Innovation Agenda,
including reports on risk and innovation,
big data and business models.
Our focus is underpinned by CIMA’s
commitment to maintaining our investment
in our members. This is achieved through
enhancing the value of our qualiﬁcation and
the designatory letters to ensure greater
employability and remuneration prospects.
A proposed 5% increase to our member
subscription fee for 2015 will allow us to
facilitate investment in important
future initiatives.
OUR COMMITMENT TO
INTEGRATED REPORTING
The CIMA Council has a responsibility to
ensure the integrity of this integrated report,

and we have applied our collective mind to
its preparation and presentation. We are now
satisﬁed that its information is presented in
accordance with the Integrated Reporting
Framework. We would very much appreciate
your feedback on this year’s review so that
we can further improve on it next time. Please
email us at 2013.report@cimaglobal.com.
GOING FORWARD
Looking ahead, the changes we face are
about more than just the uncertainties of
a post-crisis world. The key trends of
globalisation, digitalisation and acceleration
affect us all, placing a massive premium
on the importance of keeping our skills
current and relevant. In addition, we have a
responsibility to future generations, ensuring
that they can access the information they
need in the way they want, and then be
assessed in a way that is relevant to their
world. For such reasons, our continuing focus
on research and our project to digitise
assessment are vital for the long-term
sustainability of CIMA and for those who
employ our members and other CGMA
designation holders.
The theme of this report is ‘redeﬁning how
business is done’. It is through recognising
and acting on such responsibilities that CIMA
will best do this, ensuring that today’s and
tomorrow’s generations of management
accountants have the skills and integrity
that organisations across the world will
increasingly need.
Finally, I would like to thank everyone who
in 2013 contributed to our ability to help
individuals and organisations succeed, from
CIMA’s honorary ofﬁcers, Council members,
the chief executive, senior management
team (SMT), our joint venture partner
and our employees, to our members and
students who are the present and future
of management accounting.
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PRESIDENT’S MESSAGE continued

GOVERNANCE
Good governance means good business, and
as President I have oversight of the global
governance framework within CIMA. I also
have direct responsibility for leading the
Council of up to 58 members who work with
me, the other honorary ofﬁcers, and the SMT,
to ensure our strategy and policy remain in
line with the Royal Charter and our mission.
CIMA’s good reputation is vital to all those
who hold our qualiﬁcation or designations,
which is why we choose to adopt where
relevant the UK Corporate Governance Code

of the Financial Reporting Council (FRC).
This not only helps us to meet our social,
regulatory, professional and ethical
responsibilities; it also gives us the
transparency we need to earn public trust
through leading by example.
HOW DOES IT WORK?
To help us remain effective as a global
governance group and to realise our strategy,
the Council delegates responsibility for a wide
range of matters to its policy committees,
its regional boards and to senior staff. One
example is CIMA’s Appointments Committee,

which plays a crucial role in overseeing the
process of Council and Vice Presidential
elections. It has authority to appoint and
dismiss members of the SMT and approves
nominations to the joint venture Board of
Management. It further approves SMT
remuneration, which comprises two elements:
a salary-at-risk payment linked to individual
and group targets; and an annual salary uplift,
which is consistent with the performancerelated pay award for all employees. The
salary-at-risk payment in 2013 had a ceiling
of 25% of salary, 60% of which is awarded for
the achievement of targets shared by all SMT

2013 GROUP TARGETS TABLE

Surplus from normal operations +

Target

Achieved

Salary-at-risk
payable %

Salary-at-risk
paid %

A minimum of break even

£0.4m

–

–

New members

4,750 – 5,250

5,527

15%

15%

New students

29,300 – 33,000

33,581

25%

25%

Average papers passed per student

0.97 – 0.99

0.90

20%

0%

Student net lapsing

16% – 15%

15%

20%

20%

39,000 – 42,000

38,126++

20%

15%

100%

75%

Total
2012
£000

AICPA CGMA renewals
Total
+

Meeting this target is a pre-requisite to the achievement of other group targets, therefore salary-at-risk is not awarded on this target.

++

Further renewals anticipated up to the AICPA ﬁnancial year end in July 2014.

members and 40% for individual KPIs. This
clearly links executive remuneration to CIMA’s
performance in achieving the KPIs derived
from our business model; examples of these
include numbers of new students and
members (respectively in the Acquire and
Deepen elements of our value chain).
OUR GOVERNANCE COMMUNITY
As a governance group, we work hard to
understand the evolving needs of our
stakeholders and to ensure that we remain
ﬁt for purpose in helping to realise the
ambitions of our global community.
During 2013, the diversity of Council
membership was ﬂagged as an issue by
members who felt that the 75% male and
70% UK-based representation of the
membership did not sufﬁciently reﬂect the
demographics of the current or emerging
future proﬁle of CIMA’s membership
worldwide. We have therefore set ourselves
the challenge of addressing this, along with
the need for greater decision-making agility;
this will be taken forward in 2014 via a
governance review, to be led by the Executive
Committee and reported back to the Council
in October. We also need to engage our
younger members in the governance process,
so that we understand the issues that are
important to them now and translate this
knowledge into effective strategy for
the future.

Ethics is at
the heart of
what we do

EXECUTIVE DIRECTOR REMUNERATION IN 2013
Salary
£000

Salary-at-risk
£000

Pension
contribution
£000

Total
2013
£000

Chief executive

261

52

33

346

320

Managing director

159

27

23

209

206

Chief ﬁnancial and operating ofﬁcer

144

30

20

194

185

81

18

12

111

168

Executive director governance and
professional standards

retired Sep 13

Executive director governance and
professional standards

started Sep 13

38

4

7

49

–

Executive director marketing +

started Mar 12

128

17

9

154

131

Executive director education

started Aug 12

119

25

17

161

55

Executive director education

ﬁnished Apr 12

–

–

–

–

52

Executive director global corporate relations
Total
+

117

19

13

149

149

1,047

192

134

1,373

1,266

GENDER DIVERSITY
All employees (%)

Senior management team (%)
41% Men
59% Women

CIMA Council (%)
57% Men
43% Women

75% Men
25% Women

The role of executive director of marketing was vacant from October 2011 until March 2012.
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RISK

ACCOUNTABILITY FOR CHANGE

G o v er

OVERSIGHT
OF CHANGE

COUNCIL

nance

CIMA identiﬁes and manages risks that
could adversely impact the achievement of
our objectives. While this does not provide
absolute assurance against material
misstatements or loss, the CIMA Council
ensures systems of risk management and
internal control are in place. The monitoring
of risk is an integral part of CIMA’s strategy
and business model as we seek to mitigate
the inherent risks of business activities and
assess the potential risks against our future
business opportunities.

Management

RECOGNISING
SCALE AND PACE
OF CHANGE

TOGETHER

DRIVING
CHANGE

SENIOR
MANAGEMENT
TEAM

MANAGING RISK
The Audit and Risk Process Committee has
speciﬁc responsibility for ensuring that the
Council, its various committees, regional
boards, the chief executive and the SMT all
properly understand and exercise CIMA’s
ﬁnancial and other risk management controls.
It also monitors the integrity of our ﬁnancial
statements and our global corporate reporting,
and has oversight of the appointment and
work of CIMA’s internal and external auditors.
The SMT manages the design, implementation
and maintenance of our risk systems. In
producing our 2014 Business Plan and
updating our 2020 Strategic Plan, we have
undertaken a fundamental review of our risks
and opportunities. The table below shows
group principal risks which have been identiﬁed

ACKNOWLEDGING OUTSTANDING SERVICE
Many CIMA members around the world give a
lot of their time and energy to supporting our
governance work and to helping us realise our
aims. With that in mind, I was delighted by the
awards made by the Appointments Committee
in 2013. Francesca Windsor and Ranil Mendis
both received the Institute Silver Medal for
exceptional service to CIMA; the Institute
Bronze Medal was awarded to Shanthikumar
Sadanandan. Both Andrew Chioko and
Shamien Sookia received the Institute Plaque
for notable work by CIMA members.

LEARNING FROM THE PAST
We also devoted time and resource in the
latter part of the year to reviewing our conduct
regime. CIMA was subject to its ﬁrst judicial
review of a conduct case; the judgment found
in favour of the member concerned.
As a regulatory body CIMA needs to ensure
that our regime for maintaining the standards
our members value so highly remains cost
effective and proportionate, enabling us to
fulﬁl our important public interest role. The
group carrying out the conduct review on
behalf of the Professional Standards
Committee conﬁrmed that the three-tier
independent conduct process continues to
be ﬁt for purpose and also made a series of
recommendations including heightening
awareness and understanding of this vital
aspect of our work.

OUR ATTITUDE TO RISK
It is a key element of our strategy and short,
medium and long-term business planning
that we get the balance right between
innovation, opportunity and risk management.
This balance helps us to set our risk appetite.
And because our reputation is so important to
us, our attitude to any risks that may harm it is
essentially conservative. This is why we embed
careful risk evaluation in all our key processes,
to support ongoing stakeholder satisfaction
and continuity of activity.

GROUP PRINCIPAL RISKS

RISK

Alongside exploring how we can make better
use of technology in our governance work, we
are also ensuring that our Council induction
process remains ﬁt for purpose. We are
supplementing this with further governance
training so that we continue to move the
organisation forward in an informed and
conﬁdent manner.

as a result of that review. Generally the risks
are consistent with those reported last year;
we have ﬂagged those that are new to the
report, and have removed three operational
level risks.

BUILDING FOR THE FUTURE
We will continue to look for outstanding
examples of good governance and best
practice in other organisations that we can
adapt for our own use. Added to this, we will
do everything we can to ensure that CIMA
operates at a high ethical level, demonstrating
its values in all that it does.
We will continue to invest in our brands
through the use of global trademarks, and will
be extending our current internal audit plan
to include a range of new areas for review.
These include curriculum and assessment,
our IT strategy, future resilience and year end
follow up. We will also be closely involved in
aligning our standards of conduct and ethics
as well as CPD monitoring and compliance
with those of the AICPA.

MITIGATION

Failure to maximise the beneﬁts of our strategic partnerships

Implementing a key partnership management framework, and
ensuring training and accountability for partnership relationships

Evolution and challenges of the traditional educational
model and member institute business model

Developing new ways of assessing students through the syllabus
and assessment projects; developing new ways of supporting members
and students through a new online student community and tools for
delivering professional development support

Lack of strategic focus and direction

NEW

Ensuring via the governance structure and planning processes
that the direction of travel evolves at a manageable pace, and
that objectives are set throughout the organisation with a clear
line of sight to the strategic objectives (see page 18)

Insufﬁcient ﬁnancial resources impede investment

NEW

Maintaining reserves in line with or above the reserves policy limits,
ensuring wide understanding of the relationship between fees,
income and growth and the ﬁnancial dynamics of the business
model (see page 41)

The compromised quality or loss of our people,
particularly on key projects

Succession planning ensures we recruit and retain the best people
and avoid gaps in performance
Deploying our performance management process to help employees
achieve their personal objectives, aligned to CIMA’s strategic objectives

Compromised agility and decision-making speed

NEW

Regular reviews of CIMA’s governance and decision-making process
enable ongoing improvement in speed of decision making
Elevating rapid responsiveness as a core competency and incorporating
it into CIMA’s behaviours – make it happen (see page 36)

Increasing competition and protectionism throughout
global markets

Focus upon the management accounting space and developing
the CGMA joint venture relationship
Ensuring high-quality relationships with local bodies

Threats to relevance and differentiation of
management accounting

Fact-based, high-quality research and engagement with employers
to inform CIMA’s developments in management accounting
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‘With globalisation and
the breakneck pace of
technological change,
getting the right
information to make the
right decisions at the right
time has never been so vital.’

THE MANAGEMENT ACCOUNTING FRAMEWORK POSITIONS CIMA FOR THE FUTURE
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Charles Tilley FCMA, CGMA
CIMA Chief Executive
ROLE OF
MANAGEMENT
ACCOUNTING

AN AMBITIOUS YEAR
As Malcolm Furber says in his President’s
Message, 2013 was an extremely successful
and important year for CIMA and our range of
stakeholders. This was the year, perhaps more
than any other in our entire history, that we
did the most to ready ourselves, our members,
our students and the organisations that
depend on their expertise to meet the
challenges of the volatile, uncertain, complex
and ambiguous world that faces us all.
I am extremely proud of the way in which our
employees responded to the huge demands
placed on them throughout 2013 and into
this year. Their work has made an enormous
contribution to ensuring our continued
relevance in an environment of rapid and
sustained change. In short, they are helping
us to redeﬁne how business is done.
Another source of pride is CIMA’s ability to
help drive better business in both the private
and public sectors by enabling organisations
to have the very best management
accounting systems in place. It is the CGMA
professionals around the world who drive
these systems and help organisations thrive in
volatile and uncertain economic conditions.
It has also been hugely satisfying to see the
results of the CIMA Salary Survey for 2013,
which reminds us of the practical value to
our members and students of the CIMA
qualiﬁcation. 85% of members who
responded believe that it creates career
opportunities. 73% believe it makes them
more capable of moving across all areas of the
business, and 82% that it strengthens their
ability to move internationally. In addition,
while 35% are anticipating organisational
budget cuts in the next 12 months, 88%
expect their own salaries to increase in the
same period. These are powerful messages
that provide a strong endorsement of CIMA’s
role in the world.
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OUR MANAGEMENT ACCOUNTING
FRAMEWORK
At the heart of our collective effort in 2013
was our twin focus on building upon the
success of our joint venture with the AICPA
and gearing towards the launch of our
Management Accounting Framework – a set
of ground-breaking initiatives highlighted
above that will position CIMA for the future.
Our framework will underpin our mission of
helping people and businesses to succeed,
enabling us to maintain our relevance and
leadership position into the future – an
outstanding achievement of which we should
all be justly proud.
As the President has outlined, the
Management Accounting Framework consists
of our Global Management Accounting
Principles, which are currently out for
consultation; our updated CIMA 2015 Syllabus
and related assessment; and a forthcoming
Professional Development Tool. All three are
underpinned by rigorous research and as
global leaders in management accounting we
are best placed to drive these initiatives and
seize upon the opportunity to further own the
management accounting space.
Against the backdrop of the increasingly
difﬁcult conditions global organisations face,
getting the right information to make the
right decisions at the right time has never
been more urgent. The management
accounting system must be at the heart of

‘Our ground-breaking
Management Accounting
Framework initiatives will
deliver the people and tools
that global business needs.’

any organisation; it is the lifeblood that keeps
the organisation on track over the long term.
And by working with the AICPA to launch the
Global Management Accounting Principles
we are providing a pioneering set of principles
to help organisations ensure they have the
very best management accounting systems
in place.
Alongside this work, we have spent 2013
asking leading global organisations which
competencies they require from their
employees in order to drive these best
practice management accounting systems.
Our syllabus and method of assessment have
been updated to equip CGMA professionals
with these competencies, providing the skills
that business needs for the foreseeable future.
The assessment platform is particularly
cutting-edge in the way it simulates real life
work situations to ensure our students are in
line with what organisations really need – an
innovation that provides real competitive
advantage. And most exciting of all is the fact

that from 2015 all CGMA candidates, whether
CIMA or CPA, will complete the same ﬁnal
exam phase of our syllabus to become
designation holders. This will ensure even
greater synergy and recognition of our CGMA
designation among employers.
OUR BUSINESS MODEL EVOLVES
At the heart of the Management Accounting
Framework is the undeniable truth that
understanding your business model is critical
to driving long-term success. This is because,
in these challenging economic conditions,
having a true understanding of your business
model and how it creates value underpins the
ability to ensure the right systems and people
are in place to drive success.
I believe that management accountants are
best placed, with their unique oversight of
internal and external risks and opportunities,
to shape and articulate the business model,
ultimately creating value for the long term.
As such, having a strong grasp of our own
business model is of vital importance to CIMA.
And it is an area that we are constantly
reviewing. In 2013, we made particularly
strong progress in developing how we
articulate the CIMA business model, ensuring
it is more robust and relevant to our needs
and those of our stakeholders, and including
our strategic priorities for 2020.
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The right
tools for
business

POSITIVE PARTNERSHIPS
It is vital for the future career progression of
members and students that we have positive
relationships with employers across the world.
That is why we continue to strengthen our
relationships with CIMA’s global top 50
employers, aiming to learn more about
how excellent organisations operate and to
open new employment opportunities for
our members.
This approach is also putting management
accounting on the agenda of US-based
multinationals, helping to put the profession
on the global map in a way that has not been
seen to date.

Against each focus area in the value chain
around which our business model is built,
we have a set of strategic priorities and KPIs.
Tracking our performance against our KPIs
means we can accurately measure our
progress towards achieving our ultimate
goal of being the most relevant institute
in the ﬁeld of management accounting.
And we made excellent progress against the
majority of our KPIs in 2013. Our President
reports on the excellent results regarding our
members. I would particularly like to highlight
our success in attracting 33,581 students,
which was ahead of target (33,000) and
more than double the number we achieved
as recently as 2007. We deliberately stretch
ourselves by increasing this ﬁgure every year
(the 2014 target is 36,300), and surpassing it
was an outstanding achievement in 2013.
We also signiﬁcantly exceeded our new
KPI target for the number of exams taken
(184,868 versus a target of 164,000), and
we will revise future targets if this is felt to
be appropriate. In addition, we had already
surpassed our AICPA CGMA population target
for the whole of 2013 by the end of July.
RESOURCES AND RELATIONSHIPS
For our business model to work, we need the
support and input of an array of resources,
partnerships and other relationships. I fully
acknowledge the importance and value of all
these, the most important of which are CIMA’s
employees whose contribution supports us in
meeting all our strategic objectives.
These resources and relationships are the
inputs that are vital to our success in meeting
our KPIs. It is vital, too, that we focus resource
on maximising their value and ensuring their
accountability – failure to do so is a key risk
on which we are focusing considerable
mitigation effort.

‘90% of employers say their
employees studying CIMA
meet their management and
financial needs.’

We also recognise that there are several
stakeholder groups for whom we need to
provide consistent value. During the year,
for example, we concentrated closely on
embedding our relationship with the AICPA
in order to move forward fast and effectively
with the CGMA designation. In doing so, we
used twice yearly management meetings to
align our ambitions, ﬁnding improvements
to strengthen our uniﬁed team and improve
the relationship further. Turning to other
stakeholders, we are very aware of slight falls
in the satisfaction levels of members and
students during 2013, and we are determined
to address this with a range of activities.
We anticipate too that the forthcoming
launch of our virtual community for students
will improve our ability to support their
studies and career progression. Our Global
Management Accounting Principles will also
enable members and business leaders alike to
apply management accounting best practice
to every scenario.
It is important that our employees deeply
understand our business. The 2013 employee
survey revealed some areas we could
improve upon, as a result of which we
launched a series of workshops to deepen
understanding and customer focus in parallel.
We also created a summary version of our
2020 Strategic Plan in late 2013, ensuring a
common understanding of CIMA’s mission
and indicating how every individual
contributes to our future.
Although we saw employee satisfaction
increase by 3% over the previous year, we
did not meet our KPI target of 61% in 2013.
We are concentrating considerable efforts
on improving employee satisfaction in 2014
and the years ahead.

Continuing close relationships with a range
of employers across the world are already
helping us to identify more precisely what
they seek from their future ﬁnance and
business leaders. This in turn is helping us to
deﬁne research subjects, recently including
our initiatives on big data and business
models, and ultimately enables us to update
our syllabus effectively. An impressive 90% of
employers say their employees studying CIMA
meet the management and ﬁnancial needs
of their organisation – an increase from 81%
last year.
We also have key strategic partnerships
with organisations across the world, most
particularly the tuition providers who prepare
our students for their exams. In last year’s
review, we highlighted a new partnership
with Pearson VUE, one of the world’s leading
computer-based testing and assessment
businesses. The company has over 5,000
centres across the world, giving us invaluable
access to a scalable, global examinations
infrastructure. In 2013, our students used
908 centres in 95 countries, signiﬁcantly
reducing the hidden costs of their exams,
such as travel and time.
REPUTATION AND RESEARCH
The strategic objective that underpins all
others is the need to have a best in class
research-based business model, infrastructure,
people and resources for CIMA and the joint
venture. As part of this, we are committed
to furthering the science of management
accounting, enabling it to contribute to
society by supporting and inspiring greater
business success. This is an area that is
particularly close to my heart, as I believe
CIMA is excellently positioned to drive and
sponsor the development of new knowledge
that transcends the purely ﬁnancial to beneﬁt
business and society in many ways.
This is one of the reasons why we continue
to build our reputation as a leading research
centre, and it is already having a powerful
effect. As our global reach continues to grow,

so does our proﬁle across the world. As a
result, our views are being sought by
governments and regulators as we are
increasingly called upon to inform the future
of ﬁnance and the role of business in society.
FUNDING FOR THE FUTURE
2013 was a year in which our focus on
research and development, as a key
foundation stone of our mission to build
awareness and understanding among our
global audiences, was more intense than
ever before. As part of this focus, we provided
signiﬁcant funding for academics in a number
of areas.
One of the most important of these was our
support for a report called Risk culture in
ﬁnancial institutions, which highlighted how
banks need to take a more considered
approach to risk. Living as we all do in the
aftermath of the global ﬁnancial crisis, this
is a subject of immense social importance.
We also invested funding in the talent and
ideas of the future through our support for
Seedcorn, an initiative to support young
research talent.
RAISING GLOBAL AWARENESS
Our relationships with credible organisations
that recognise the value we can bring them
are important drivers of our reputation with
stakeholders across the world. Three factors
were particularly noteworthy in 2013. First,
highlighting our commitment to Integrated
Reporting, was my role as chair of the IIRC’s
Technical Taskforce which produced the
Integrated Reporting Framework.
I was also delighted to accept the role of
chair for 2014 of the Professional Accountants
in Business (PAIB) Committee for the
International Federation of Accountants
(IFAC) – an excellent opportunity to
emphasise the value of management
accounting in achieving successful and
sustainable business outcomes in both the
public and private sectors.

‘Our view is being sought by
governments and regulators
to inform the future of
finance and the role of
business in society.’

Thirdly, I chaired the judging panel for PwC’s
11th annual Building Public Trust awards,
which recognise organisations for their
excellence in corporate reporting. This is
one of PwC’s key events, and reﬂects the
measures that CFOs and the investment
community tell us they need to assess
reporting and performance.
Other key projects included our work with
the Institute for Government in a joint
initiative to improve ﬁnancial leadership in
government. This is particularly important
as the ongoing squeeze on public spending
continues the need for governments to
achieve more with less.
We also worked closely with partners,
including PwC, IIRC, IFAC and the AICPA,
on research into the business model, raising
its proﬁle as an essential tool that helps
organisations to identify where they are
creating social and ﬁnancial value. We are
keen, in fact, for CEOs and boards to grasp
the business model to drive three core
priorities: understanding how and where
they create value, identifying strategic risk,
and determining how to drive the long-term
success of the business. Getting this right
signiﬁcantly elevates boardroom discussions
to address issues that really matter.
During the year, we signed a memorandum
of understanding with the Chartered Institute
of Personnel Development (CIPD), to
develop support for a closer relationship
between HR and management accounting
professionals. We also worked with
Tomorrow’s Company on areas including
relationships, governance and the business
case for Integrated Reporting. Other major
projects included work with the Prince’s
Accounting for Sustainability (A4S) initiative
and the National Audit Ofﬁce.
OUR ONGOING AMBITION
Our work in 2013 has made a very strong
contribution towards our mission of helping
people and businesses to succeed. To this
end, our focus remains closely targeted on
enabling employers across the world to
beneﬁt from the skills and knowledge of
the current and future generations of
management accountants who help them
drive sustainable success.
As we continue to help organisations redeﬁne
how business is done throughout 2014 and
beyond, I look forward to working closely with
all the people – CIMA employees and Council
members, our partners, the employers we
work with, members and students – whose
hard work and commitment made 2013 such
a dynamic and successful year.
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THE FOCUS OF ALL
OUR ACTIVITIES

HOW OUR BUSINESS MODEL DELIVERS LONG-TERM VALUE

During 2013, CIMA undertook a great deal of work to refine
and better articulate our strategy and business model.

‘The business model is
both the foundation and
structure of the business,
inextricably interlinked
with the strategy.’

MISSION AND GOAL
Helping people and businesses to succeed
by being the most relevant in the management accounting space

To foster a growing professional CGMA community committed
to lifelong learning, underpinned by market-based research
To develop a best in class research-based business model,
infrastructure, and people and resources for CIMA and the
joint venture

RESOURCES AND
RELATIONSHIPS

VALUE
CREATION

BUSINESS MODEL

RI

K

S

A set of risks and opportunities is an inherent
part of the business model, and we have
identiﬁed and ascribed them to each part
of our value chain, to help us mitigate or
maximise them. It is the business model itself,
along with the continual scanning of our
environment, that enables us to identify and
plan for risks and opportunities in this way.

For Global Management Accounting Principles to be prevalent
in successful private and public sector organisations

E

In this context it is easy to recognise that
helping people and businesses succeed is
not an empty promise. It is at the heart of
what we do. It is our reason for being.

The way we have developed our business
model fully recognises how external
relationships provide us with some of the
inputs we need to deliver our outcomes.
From this we can see how the outcomes
provide our stakeholders with value that
extends beyond the ﬁnancial.

To ensure management accounting is seen as a critical driver
of sustainable success

UIR

Following the strategy, we develop a business
plan, which drills down to the activity to be
undertaken in a particular year. The business
plan is built around our business model, and
we monitor progress against the plan using
KPIs. Through delivering these KPIs, we deliver
our strategic objectives, and drive towards our
mission and goal.

Our value chain is the part of the business
model that describes what we do, but you will
see on pages 22 to 35 that we consider all
aspects of the business model in the context
of the value chain. This ensures that our
organisation, from top to bottom, is aligned
in delivering our mission, and creating value
with all our stakeholders.

OUR STAKEHOLDERS
Our mission is helping people and businesses
to succeed, and over the page you will read
about who some of these people and
businesses are, and about the value we create
in partnership with them. We underline in this
section how these people and partners are
resources that are absolutely integral to our
ability to implement our business plan and
deliver our strategy.

STRATEGIC OBJECTIVES

AC Q

OUR PLANNING PROCESS
The Council meets annually to consider
changes to our rolling strategic plan. The
last major revision was in 2012, when we
introduced our 2020 Strategic Plan, and this
has been reviewed and updated in 2013. This
evolutionary approach to planning ensures
that medium to long-term changes to our
environment are recognised early on, that their
materiality can be assessed against an existing
plan, and that therefore the response is
appropriate and can be properly implemented.

OUR BUSINESS MODEL
Our business model describes how we will
deliver our strategy. It identiﬁes the resources
and relationships that are the basis of our
organisation, how we create value from these,
where our opportunities and risks lie, and the
key initiatives that we will undertake to exploit
these opportunities and mitigate the risks.

We have aligned our report on performance
with the value chain. You will see that each
value chain page contains the KPIs which we
use to measure our progress, and may also
note that some of these KPIs have changed
since 2012. As explained above, the way we
do business has not changed, but through
the work we have done to develop our
business model we have learned that we
can better measure our performance using
these revised KPIs.

L FIL

This is vital work. Given that the business
model is both the foundation and structure
of the organisation, it is inextricably
interlinked with the strategy. Together they
both house and draw on those resources and
relationships that are developed to deliver
our mission and goal.

OUR STRATEGY
Our strategy deﬁnes our long-term
strategic objectives. It helps us to position
management accounting at the heart
of successful private and public sector
organisations worldwide, and achieve our
goal of being the most relevant in the
management accounting space. This is how
we will deliver our mission of helping people
and businesses to succeed.

FU

Management accounting links ﬁnancial
expertise with business understanding,
to provide a complete overview of all the
forces that drive value. This unique property
positions the profession better than any
other discipline to facilitate the kind of
integrated thinking and decision making
that has resulted in a new articulation of
our business model and strategy.
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CREATING VALUE
TOGETHER

At CIMA, relationships
are what matter most in
redefining how business
is done.

The people we work with and for are the
most important resources we use to create
value – they are also the ones who receive
the beneﬁts of that value. This section deﬁnes
how we relate to all our most important
stakeholders, and we draw out the main ways
in which they derive value from interacting
with us.

raw materials, buildings, technology,
infrastructure and equipment are not as
relevant to our ability to help people and
businesses succeed. That said, we do of
course acknowledge the need to protect the
environment and do everything we can to
use energy and other resources as responsibly
as possible.

Here, we focus only on our all important
human resources. Other resources, like

RESOURCES

CIMA EMPLOYEES

STUDENTS AND
PROSPECTS

MEMBERS

EMPLOYERS

PARTNERS, TUITION
PROVIDERS AND
INDUSTRY BODIES

SOCIETY

Our employees are at the heart of our
business model. So they are critically
important to CIMA’s success, and we
seek to reward them accordingly, by
creating an environment in which they
can learn valuable skills and ﬂourish in
a culture of innovation and customer
focus. Right across CIMA, we want the
experience of our employees to reﬂect
where we are heading together.

We recruited 33,581 new students
during 2013, which has contributed
to a 9% increase in student population
on 2012, bringing the total actively
studying with us to 122,134. Of these,
30,169 are either at strategic exam
level, or completing their practical
experience and ﬁnal case study exam.

These are the people whose ﬁnancial
expertise and business acumen
support not only the reputation of our
own brand but that of management
accounting as a profession. On its
own, that would make them incredibly
important to us. But having such
a highly skilled and talented
membership group also provides a
deep and rich pool of knowledge for
us to draw on.

We exist to ensure that management
accountants across the globe have the skills
that employers want. So we need to be
close to global organisations in both the
private and public sectors, keeping abreast
of all the issues and challenges that they
turn to management accountants to solve.
Our business model also requires us to
have close, productive relationships with a
range of business partners. And we must
not forget that the contributions of our
members to their organisations’ sustainable
success makes organisations our most
credible and important advocates.

We acknowledge in our business model
that CIMA could not deliver its vision and
mission without partners in many areas,
from our joint venture with the AICPA to
our partnership with Pearson VUE which
will deliver our world-leading exams and
assessment. There is also our cutting-edge
research work with institutions across the
world to the high quality of teaching
delivered by our tuition partners. In addition,
without close working relationships with our
peers in other professional organisations,
accounting bodies, governments and
regulators, we would not have the same
level of inﬂuence over rules, regulations
and policies that we have today.

First and foremost, we believe that
management accounting is good for
business – and therefore for all the
individuals, families and communities that it
helps to support. That is part of the reason
why business ethics are utterly central to
CIMA; we expect all our members and
students to comply with our code of ethics,
which supports the highest standards of
conduct and integrity.

Our ﬁnancial stability continues to
depend on our student numbers,
with subscriptions and exam fees
accounting for 53% of our
total income.

Member subscriptions accounted for
37% of our total income in 2013,
showing how important our members
are to our future success.

Such partnerships are key to the relevance,
reputation and rigour that combine to
make us the leading voice in management
accounting worldwide.

It is also why we are taking a central role in
Integrated Reporting. We believe it helps to
drive the sustainable business growth that
communities and society as a whole need.
And it is why we want to win the respect
and loyalty of our members and other
stakeholders who can help to drive better
business by promoting management
accounting and the CIMA brand.
We aim to maintain public conﬁdence in
management accounting by:
• Setting and monitoring professional
standards
• Requiring commitment to our code of
conduct and ethics
• Maintaining an independent conduct
review process
• Developing resources and tools including
our Management Accounting Framework.

VALUE
CREATED

• Salaries and beneﬁts
• Opportunities to learn valuable
new skills
• A productive and positive
environment that produces
productive and positive people.

See page 36

• High-quality professional tuition
and support
• Relevant skills certiﬁed
• Openness to all, no minimum
entry requirements.

See page 25

• Excellent employment
opportunities, anywhere in
the world
• Outstanding long-term prospects
• Supportive networks and
communities
• Ongoing professional support and
CPD (including CIMA
Mastercourses, CIMA Publishing and
CIMA on demand)
• Ethical and legal support, including
whistleblowing.
See page 28

• Skilled professionals with practical
ﬁnancial expertise and business acumen
• Employees who can guide business
decisions in every sector and drive
strong performance
• Professionals who are capable of hitting
the ground running when they join
• Knowing that your management
accountants are committed to the
highest ethical standards
• Professionals who can outperform less
qualiﬁed counterparts.
See page 34

• Our research-driven CGMA
Innovation Agenda
• Positive inﬂuence over professional
organisations, governments
and regulators
• Increased knowledge and understanding
through support for academics
• Shaping the business agenda through
thought leadership.

See page 27

• Ensuring ethical standards are maintained
and improved across all business sectors
• Maintaining public conﬁdence in
management accounting
• Supporting society through tax
contributions.

See page 30
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•
•
•
•
•
•

• Developing partnerships with tuition providers
• Providing direct study support
• Delivering exams and exemptions to suit student and
employer needs
• Promoting exam participation
• Increasing progression to membership
• Retaining students

• Delivering a full and evolving range of
CPD products
• Focusing on improved member beneﬁts
• Promoting enhanced member engagement and loyalty
• Retaining members

• Encouraging members and students to be positive
advocates and role models
• Investing in improvements to enhance stakeholder
satisfaction

RESOURCES AND RELATIONSHIPS

RESOURCES AND RELATIONSHIPS

RESOURCES AND RELATIONSHIPS

RESOURCES AND RELATIONSHIPS

•
•
•
•
•

• Our core strategic partnerships with assessment and
tuition providers
• A relevant, evolving and ﬁt for purpose syllabus
• Our lifelong learning framework
• Our employees.

•
•
•
•
•

RISKS

RISKS

RISKS

•
•
•
•
•
•
•

• Failure to maximise advantage through core partnerships
• The strong pound erodes competitiveness outside the UK.

• Failure to leverage full advantage from our partnerships
• Evolution of the traditional educational and institute
business models
• Failure to deliver the Management Accounting Framework beneﬁts
• Reducing student retention and falling exam progression rates
• Competitors leapfrog our assessment technology
• Failure to maintain student relationships.

• Failure to maximise the beneﬁts of our strategic partnerships
• Failure to deliver the Management Accounting Framework beneﬁts
• Increase in the number of disciplinary cases.

Direct recruitment
Building tuition partner relationships
Developing employer and university relationships
Wide range of education activities
Developing and distributing non-core products
Creating new gateways to study

Employers, to help us to establish what they want and need
Our business development network
Partners and advocates for CIMA and the CGMA designation
www.cimaglobal.com and cgma.org
Our employees.

PRIORITIES TO 2020
• Building the range of certiﬁcations and relationships (2015-18)
• Developing new relationships and strategic partnerships (2014-18).

PRIORITIES TO 2020
• Keeping the syllabus fully relevant and up to date (2015)
• Meeting expectations by introducing new forms of assessment,
including the 2015 platform (2013-15)
• Providing qualiﬁcations and certiﬁcates in key business
languages (ongoing)
• Developing new strategic partnerships (2014-18)
• Delivering the CPA pathway assessment (2015).
See page 24

Our code of ethics
A range of member beneﬁts
The lifelong learning framework
Our CPD portfolio and standards
Our employees.

PRIORITIES TO 2020
• Developing and delivering the forthcoming Professional
Development Tool (2015)
• Reinforcing CIMA’s reach, position on global standards and
commitment to responsible business by aligning our ethical code
and CPD monitoring with the AICPA for members in business and
industry who are CGMA designation holders (2014-15)
• Developing new relationships and strategic partnerships (2014-18).

RISKS
• Insufﬁcient resources and the loss of key employees
• Compromised agility and decision-making speed
• Failure to maximise the beneﬁts of the joint venture or our core
strategic partnerships
• Overload and lack of focus resulting from too many projects,
planned or underway
• The launch of a viable CGMA alternative
• Expenditure does not deliver beneﬁts.
PRIORITIES TO 2020
•
•
•
•

See page 26

Our students and members
Our full range of partnerships, including the AICPA joint venture
CIMA’s infrastructure and processes
Our liquid reserves
The lifelong learning framework
The behaviours of our employees
Our employees.

The development and delivery of our people portfolio (ongoing)
The development of CIMA and CGMA communities (2014-16)
Our technology and digital strategy (ongoing)
Developing new relationships and strategic partnerships (2014-18).

See page 28

See page 30

REPUTATION AND RESEARCH

UNDERPINNING
OUR VALUE CHAIN

• Leading in research
• Building the CIMA and CGMA brand proﬁles – internal,
external and corporate
• Media and PR
• Maintaining standards, discipline and compliance
• Membership of professional associations/bodies
• Governance and risk management
• Ethics

RESOURCES AND RELATIONSHIPS
• Our reputation, history, market position and
global coverage
• Our governance structure
• Our relationships with employers, research
bodies and other credible organisations in the
private and public sectors
• Our intellectual capital and unique focus on
management accounting
• Our employees.

RISKS

PRIORITIES TO 2020

• Failure to maximise the value of our core
strategic partnerships
• Increasing competition and protectionism
throughout global markets
• The relevance and differentiation of
management accounting
• Poor quality or irrelevant research
• Failure to deliver the Management
Accounting Framework beneﬁts.

• Developing, delivering and supporting the
Global Management Accounting Principles
(2014-15)
• Research centre and structure (2014-18)
• Developing new relationships and strategic
partnerships (2014-18).

See page 32
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ATTRACT NEW
STUDENTS
HIGHLIGHTS
• We successfully continued the recent trend towards accelerated
new student numbers
• We worked closely with universities across the world to develop
degrees that integrate our syllabus
• We developed streamlined registration procedures that have driven
down drop-out rates by 27%.
FUTURE STRATEGIC INITIATIVES

The primary aim of the Acquire element of our value chain
is to attract new students to CIMA. This is fundamental
to our mission and organisation as a whole. It lays the
all-important foundations for our members, ensuring the
continuing development of management accounting skills,
right across the world and far into the future.

KPI

Number of new students in 2013

33,581
2013 target

‘000
40

33,000

35
30

2014 target

25

36,300

20
15

• We aim to attract new students to CIMA by developing our CIMA
2015 Syllabus and cutting-edge assessment process
• We plan to address and develop new markets, based on an in-depth
understanding of global urbanisation trends
• We will develop strategic partnerships with education providers,
universities, employers and governments to provide gateways
into CIMA
• We plan to provide a full range of certiﬁcations and study routes
that cater for students wanting a traditional full membership and
those seeking a more modular approach.

10
5
0

Actual
2012

Target
2013

Actual
2013

Target
2014

OUR ACHIEVEMENTS IN 2013
Over the last four years, we have more than
doubled our intake of new students and our
student population as a whole – a trend
that has continued in 2013, with the addition
of 33,581 new students. This tremendous
growth is based on our success in four key
parallel focus areas: achieving greater
relevance; improving accessibility and
support; increasing awareness; and driving
the global appeal of the CGMA designation.

the entry route to business and ﬁnance. It
was designed in consultation with a range of
employers, and has seen considerable success.
By year end over 40 vacancies had already
been created and ﬁlled since its launch in
September 2013.

Students and employers alike, due at least
in part to the increasing costs of a university
education, are more and more seeking an
effective qualiﬁcation that enables ‘work
ready’ employees to deliver value from the
moment they are qualiﬁed. That means
people with skills that are relevant wherever
they want to work, and across all industries
and sectors. For this reason, we have been
working closely with leading universities
around the world to develop pathway degrees
that are aligned to the CIMA 2015 Syllabus.

The work we put into improving access and
support paid off in 2013, with the launch
of a new fast, simpler and more effective
registration process. This has seen the
drop-out rate decline by 27% and a fall in
the number of calls asking for help with
registration. In addition, 15% of students are
now self-selecting their exemptions online
– one even registered, received exemptions
and entered professional level exams on a
single day. The quality of service received by
students improved considerably too, with the
number of days taken to receive an exemption
online falling from an average 15 days to less
than ﬁve.

In the UK, we launched the Higher
Apprenticeship in Management Accounting,
which provides an alternative to university as

Our Global Corporate Relations (GCR) and
business development teams have also been
working with employers to assess the skills
gaps they are facing, and how our programme
can be used to help ﬁll them.

We also made some signiﬁcant changes to
our www.cimaglobal.com website, including
the launch of our revamped ‘Study with us’
section which highlights the global value
of CIMA’s qualiﬁcations in shaping
career success.
In terms of increasing awareness of CIMA, the
Global Business Challenge (GBC) played its
usual strong role. It reached over 2.3 million
people through social media, with more than
18,000 votes received globally in our video
competition to answer the question, ‘What is
management accounting?’ Other successes in
the year included the take-up by universities
of mini-business games designed around one
of our best case studies to help students
experience management accounting.
Finally, there is the growing global appeal of
the CGMA designation, based on its mobility,
credibility and scale. 18% of our students
identify this appeal as the main reason for
signing up with CIMA, and during 2013
we sought to leverage it through CGMA
campaigns on LinkedIn and CFO.com.
RISKS AND OPPORTUNITIES
As ever we remain alert to foreign exchange
ﬂuctuations and their potential to reduce
CIMA’s competitiveness overseas. We are also
highly attuned to the risk of failing to secure
appropriate strategic relationships, and are
applying considerable effort in this area. We
are poised to maximise the opportunities
students are offered with the launch of the
CIMA 2015 Syllabus.

INSPIRING OUR FUTURE TALENT
We ran the CIMA Global Business Challenge
campaign in partnership with Barclays Bank
for the ﬁfth year, setting new records for
participation (15% up on 2012 to over
16,000) and media advertising value
equivalent (up by 17% to £1.46m). The key
objective is to raise CIMA’s proﬁle, particularly
with participants who see how CIMA drives
career progression, but it also helps us attract
new students.

they would. One such new student is
Benson K. Mwileli of the University of
Zambia’s team Excelsior Consulting,
who has enrolled for our Certiﬁcate in
Business Accounting.

‘Being in the presence of senior
business leaders and such great
minds made me realise there is
so much more I can achieve.
I knew at that moment that
CIMA would play a vital role
in my future successes.’
Benson K. Mwileli
CIMA student, Zambia

Nearly half of participants learned of CIMA’s
existence through the campaign and 65%
of participants who had not previously
considered studying with CIMA now say
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KPI

Number of papers completed

184,868
2013 target

‘000

164,000

200

DEEPEN
STUDENT
RELATIONSHIPS

2014 target

180,983

150

100

HIGHLIGHTS
50

0

• We successfully achieved our target for new members during
the year
Actual
2012

Target
2013

Actual
2013

Target
2014

• We also substantially increased the retention rate among students.

KPI

FUTURE STRATEGIC INITIATIVES

Number of new members

• We will build further partnerships with tuition and assessment
providers during 2014 and beyond

5,527
2013 target

‘000

5,250

6
5

2014 target

4,373

4
3
2

• We are launching our innovative new assessment platform in 2015
• We are focused on delivering the new CPA pathway assessment
at the same time, so enabling AICPA members to gain the CGMA
designation via an exam that is aligned with the CIMA ﬁnal case
study exam
• We will develop our syllabus and assessment platform to
accommodate key business languages

1
0

• We are also launching the updated CIMA 2015 Syllabus

Actual
2012

Target
2013

Actual
2013

Target
2014

• Following the success of the Doing the right thing business
improvement tool for members in 2013, we will launch the
students’ equivalent
• We will develop strategic partnerships with a range of bodies
across the world.

Deepen lays down the foundations for the strong future
membership of CIMA. We support our students through
some testing exams while ensuring, through our syllabus
and assessment, that the right students qualify, and go on
to deliver the skills organisations need. We earn students’
loyalty by providing them with knowledge and support,
which also demonstrates the value of membership.

We have also undertaken a thorough review
of the quality of examinations, to ensure
consistency right across the world. In late
2013 we provided all students with a link to
CIMA study notes in the form of an e-book,
a step aimed at making content more
accessible. Finally, our partnership with
Pearson VUE progressed strongly in 2013,
with CIMA students using 908 centres in 95
countries across the world.

Much of the Deepen element is outsourced to
our partners – from tuition providers, research
institutions and other accounting bodies to
supportive organisations, government bodies
and regulators – who deliver services
alongside us and act as our advocates.

RISKS AND OPPORTUNITIES
The risks we face in the Deepen aspect of
our value chain include failure to deliver the
Management Accounting Framework in 2014
and a decrease in our student retention rate.
We constantly strive to better understand
student behaviour, and apply that learning to
recruitment. There is also a risk that we are
unable to take full advantage of our strategic
partnerships, so we are focused on delivering
training and ensuring accountability for our
partnership relationships. In addition, there’s
some potential for competitors to gain
advantage by leap-frogging our assessment
technology, a threat we are countering
through strong project planning and
prioritisation. We are well positioned to
strengthen relationships with our students
through a heightened recognition of how we
support and prepare them for the future,
enabling them to help redeﬁne how business
is done.

OUR ACHIEVEMENTS IN 2013
With 5,527 new members joining CIMA
during the year, we successfully achieved our
target. Recent years have seen a decline in
the number of people who delay becoming
members after passing their exams. This
is due in part to our more streamlined
membership application process, which is
driving more rapid and direct progress from
student to member.
A key aspect of Deepen is our focus on
reducing the numbers of students dropping
out before they take their exams – and the
continuing relevance of our syllabus and
qualiﬁcation is the single most important
factor in ensuring this. So, during 2013, we
used meetings, workshops, roundtables and
qualitative surveys to consult extensively with
students and employers, tuition providers
and university teachers from across the world.
In doing so, we ensured the relevance of the
updated CIMA 2015 Syllabus, launched in
early 2014, which will see the ﬁrst
assessments taking place in 2015.

Added to this, we successfully hit our net
retention target for 2013. This was due to a
number of factors, including the launch of a
programme which addresses the fact that
students who do not sign up for an exam
during the ﬁrst six months of study are likely
to lapse. This uses a new, formalised induction
process in which all students across the
world receive the same communication
advising on which exams to do ﬁrst, how to
enter them and the best study resources to
use. It is supported by a newly streamlined
student brochure.
Two important new online initiatives have
also contributed. We used students’ own
input to reshape the site’s student section,
to provide streamlined access to study
support. Case studies in the new ‘Study with
us’ section on www.cimaglobal.com, based
on ‘the goal, the challenge, the solution’,
show how the CIMA qualiﬁcation is the
solution that helps students achieve their
career aspirations.
The year also saw development of a
forthcoming mobile-friendly social media
platform designed to sit at the heart of the
CIMA student experience as the primary
future means of communication. It will
sustain an online student community
combining study support and peer
networking to aid progression through
the CIMA qualiﬁcation.

THE SKILLS FOR TODAY AND TOMORROW
CIMA’s computerised assessments support
the competency-based syllabus and
respond to the changing needs of students
and employers. The move away from
paper-based examinations reﬂects the
growing adoption and wider use of
assessment technology to better measure
knowledge and aptitude, and provides
a better candidate testing experience.

Supporting
our students

‘Students are well-versed in using
technology as an integral part of
their learning. Our partnership
with CIMA ensures that their
assessment methods are world
leading, whilst complementing a
technology-led learning culture
with greater convenience for
learners on where and when
they test. CIMA’s move reflects
CIMA 2013 ANNUAL REPORT

the growing adoption of
computer-based delivery for
professional testing to help
raise professional assessment
standards, which brings a wide
range of benefits to test owners,
candidates and employers alike.’
Bob Whelan
President and CEO, Pearson VUE
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For CIMA, the Retain element of the value chain is all
about engaging members and holders of the CGMA
designation over the long-term to ensure they stay with us.
Continuous professional development is at the heart of this
effort, embracing them within a programme of lifelong
learning to help support and future proof their careers.
OUR ACHIEVEMENTS IN 2013
We achieved our targets for member
population growth and retention, with 99%
retention and a total of 95,925 members in
2013. The year saw a global programme of
Member Value Focus Groups, which aimed
to establish precisely which aspects of being
part of the wider CIMA community are
most valued by our members. This clearly
highlighted two key considerations. Firstly,
being able to use the letters indicating the
qualiﬁcation is extremely important to them.
Secondly, they value the prominence and
proﬁle of CIMA among the audiences who
matter most.
Tellingly, this process also highlighted a
number of frustrations which we are in the
process of addressing. These include issues
with our website’s home page, our search

engine and site navigation, fee renewal and
keeping up with CPD. This feedback is also
helping us to reconsider how we tailor our
communications, including the number and
style of emails we issue.
During the year, our GCR and business
development teams worked closely with
employers and recruiters across the world to
help create demand by raising the proﬁle
of both CIMA and the CGMA designation.
Through their work we found that close to
10% of recruiters are highly speciﬁc about
the qualiﬁcations and skills they seek. We also
ran regional advertising campaigns targeting
employers and recruiters.
Turning to the CGMA designation, we
achieved a population of 40,511 AICPA
CGMAs by the end of the year. We ran
successful online campaigns on LinkedIn
and CFO.com and launched #CGMAchat –
a series of live Twitter question and answer
sessions allowing students and members to
engage directly with world-leading subject
experts. One example was our support for
the publication of our research report on risk
and innovation, when we reached 26,000
people with #CGMAchat through our work
with the Professor of Innovation from New
York’s Stern University.

Ethics have a key role to play in the Retain
stage of our value chain, and in late 2013
we issued a draft proposal to unify CIMA
and the AICPA’s ethical codes for CGMA
designation holders. This marks our shared
commitment to promoting and supporting
responsible business practices across the
world, not only taking the best of each code
but also drawing on the IFAC code and
International Ethics Standards Board for
Accountants (IESBA) updates to ensure
total currency and alignment.
We also launched Doing the right thing in
2013, a unique interactive tool based on
extensive consultation with stakeholders,
which is designed to help members enhance
their conﬁdence in the workplace when
faced with ethical dilemmas. In addition,
we refreshed and relaunched the online
members’ handbook.
RISKS AND OPPORTUNITIES
The risks we face at the Retain stage of our
value chain include an increase in disciplinary
cases, and failures to deliver the new
Management Accounting Framework or to
gain the greatest advantage from our strategic
relationships; mitigating these is a key area
of focus at all levels of the organisation. Our
approach to lifelong learning presents us with
the opportunity to deepen relationships with
members by supporting and equipping them
throughout their careers.

RETAIN
MEMBERS
OVER THE
LONG TERM

KPI

Member population

95,925
2013 target

‘000

95,219

100

2014 target

80

98,627
60
40

HIGHLIGHTS
• We successfully identiﬁed the
aspects of membership that are
most important to our members,
enabling us to focus on ensuring
we deliver what counts
• We ran regional advertising
campaigns aimed at raising our
proﬁle in key global markets.

20
0

Actual
2013

Target
2014

Member retention rate

99.0%
2013 target

%
100

• We plan to launch a new tool in 2015
that supports CGMA designation
holders’ career progression by
helping them track and evaluate
their professional development

80

• We will assure a common approach
to ethical matters as well as CPD and
education, by developing common
CGMA standards.

Target
2013

KPI

FUTURE STRATEGIC INITIATIVES

• We will continue to strengthen strategic
partnerships with employers to ensure
the skills of members who work for
them are continuously relevant,
keeping them at the forefront of
redeﬁning how business is done

Actual
2012

98.7%
2014 target

98.6%

60
40
20
0

Actual
2012

Target
2013

Actual
2013

Target
2014

KPI

AICPA CGMA population

40,511
‘000

2013 target

35,700

50

2014 target

40

41,880

30
20

GROWING OUR GLOBAL COMMUNITY

10

2013 saw our ﬁrst European CGMA
Conference take place in London. The onetime
‘rogue trader’ Nick Leeson shared top billing
with award-winning BBC Economics Editor
Robert Peston, who warned companies
against taking a ‘one size ﬁts all’ approach to
developing new business models. During the
two day event, over 200 business leaders,
members, panellists and media covered
subjects that included attracting and

developing talent and the pivotal contribution
of the ﬁnance function to company success in
testing economic times. Social media reaction
was excellent, and press coverage included
pieces in the Financial Times, the Daily
Telegraph, HR magazine, CFO World, the
Accountant, Global Accountant and
People Management.

0

‘It was a fantastic event where
I saw some great speakers such
as Robert Peston, and was able
to network effectively with other
CGMA professionals.’
Emily Maynard ACMA, CGMA
Senior Finance Analyst, Thetrainline Ltd

Actual
2012

Target
2013

Actual
2013

Target
2014

*These numbers relate to the end of the joint venture
ﬁnancial year which is 31 July. They are speciﬁcally the
number of AICPA members who have made an annual
ﬁnancial commitment for the CGMA designation.

Helping build
careers
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In the Fulfil element of our value chain, we aim to instil
our members, students, staff and other stakeholders with
passionate advocacy and pride in CIMA, our qualification,
the CGMA designation, and management accounting.
It therefore has an extremely valuable role to play in
supporting our ability to help redefine how business is done.
OUR ACHIEVEMENTS IN 2013
The development of our Global Management
Accounting Principles, which took place in
2013, is an essential aspect of the Fulﬁl part
of our value chain. This in turn depends on the
liquidity we target as a key measure, which
will provide the resources that enable us to
develop the proposition.
We achieved a member satisfaction rate of
78% during 2013.
However, we recognised the continuing need
during the year to address the fact that CGMA
products and services have not yet caught
the attention of members in all markets
across the world. We focused several
communications initiatives on the need to
place these on members’ radar.
CGMA magazine, for example, now reaches
130,000 business leaders in a total of 168
countries, bringing them an array of top-level
content that supports them in making
business-critical decisions and so contributing
to their organisations’ quality of performance.
Our highly regarded FM (Financial
Management) magazine is now a truly
multinational publication, available in a
new app format for all CIMA members and
students. It achieves a global readership of
over 90,000, and regularly features interviews

with internationally recognised business
leaders such as Baroness Hogg, Professor
Mervyn King Hon FCMA, CGMA, Unilever’s
CFO Jean-Marc Huët, and Lord Browne.
Following its launch in December 2013, the
FM app was ranked number 1 in the business
and ﬁnance category in Newsstand on iPad,
and reached number 4 in Newsstand overall
on the opening weekend.
During the year, we undertook a number
of important initiatives among our own
employees. Importantly, we aligned
individual KPIs more closely with those of
the business as a whole to help drive a
stronger and more targeted collective
performance in future years.
We also again undertook the CIMA employee
survey to measure employee engagement
with several aspects of the organisation.
This showed some positive signs of progress
since the 2012 survey. Encouragingly, 93%
of our people have a strong grasp of our
strategy, which exceeds the 75% best practice
global benchmark set by the Hay Group.
However, we still have work to do in terms of
looking at the number of people intending to
stay for ﬁve years, the perceived link between
performance and pay and – in particular –
increasing our customer focus.

BUILDING ADVOCACY AROUND THE WORLD
In Sri Lanka, CIMA runs a free A level revision
programme, aimed at giving students across
the country access to the best tutors. The
programme covers over 50 subjects and
reaches around 48,000 students a year.
This, along with programmes like the CIMA
Spellmaster, an all-island televised spelling
competition for school students, is proving
a powerful source of learning, conﬁdence
and competitiveness for today’s young
Sri Lankans. Our programmes not only
help local people succeed – they are
also important drivers of advocacy of
the CIMA qualiﬁcation amongst our
regional stakeholders.

‘ The quality of A level teaching
can vary, particularly outside
cities, so this programme gives
all students the opportunity to
reach their highest potential in
these important exams. I am
proud to be able to help our
next generation achieve their
full potential.’
Dr M. Ganeshamoorthy
Senior lecturer at Colombo University

We have already begun to address this
with the launch of a CIMA-wide series of
workshops to give employees a deeper
understanding of our business that in turn
enables better insight into the needs of our
customers. The workshops give all staff the
opportunity to think about positive actions
they can take to improve the experience of
CIMA for members, students and employers
alike, encouraging more free and open
communication about how we work together.
In this way, they aim to stimulate stakeholder
advocacy to help deliver the growth targets
set out in our 2020 Strategic Plan.
In 2013, we undertook much groundwork
alongside the AICPA for our imperial
sponsorship of the 2014 World Congress of
Accountants as CGMA – the ﬁrst time that a
body supporting management accounting
has been selected as the overall sponsoring
partner. The event will have a powerful role
to play in promoting the CGMA brand and
key relationships, including with IFAC. Just as
important, it will enable us to deliver value to
all CGMA professionals around the world, by
giving them privileged access to cutting-edge
information from the event.
RISKS AND OPPORTUNITIES
The number of key projects we face means
we cannot ignore the twin risks of project
overload and insufﬁcient resources. These in
turn bring the additional risk of losing key
employees, and our focus on addressing the
results of the 2013 employee survey aims to
mitigate all three. We also fully appreciate
that the launch of a viable alternative to the
CGMA designation would provide serious
competition, meaning we need to continue
to build the brand quickly and effectively.
It is therefore also important that we do not
fail to leverage the greatest beneﬁt from our
partnerships. Successfully delivering our
technology and digital strategy alongside our
people development programme, meanwhile,
gives us the opportunity to forge closer and
more meaningful relationships with members
and students.

KPI

Member satisfaction rate
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• We grew the global impact of our magazine portfolio, which ensures
regular and powerful communications with students, members and
employers around the world
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MEET THE
NEEDS OF
OUR MEMBERS

Actual
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• We aligned individual employee KPIs with those of the organisation
as a whole to drive better performance at every level

Target
2014

• We launched workshops to enhance our customer focus and
stakeholder advocacy.
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Employee satisfaction rate

57%

FUTURE STRATEGIC INITIATIVES
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• We will continue to focus on our people portfolio which we
developed in 2013 to provide the framework to ensure we are
resourced with the talent we need to deliver our strategic goals
• We will focus on forming and
utilising partnerships with peer
organisations across the world
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• We are updating CIMA’s technology and digital strategy with a full
review of how we use channels to market, information systems,
networks, manuals, databases, ﬁles and infrastructure
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• We will develop our CIMA and
CGMA communities.
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ACQUIRE

DEEPEN

RETAIN

FULFIL

REPUTATION AND RESEARCH

UNDERPINNING
OUR VALUE
CHAIN

HIGHLIGHTS
• Media value for 2013 was £38m in
advertising value equivalent (AVE)
• Development of the Global Management
Accounting Principles
• CGMA Innovation Agenda and our ongoing
programmes of research and advocacy
• Developing our research partnerships such
as our memorandum of understanding with
the CIPD
• We were awarded the title ‘Best Islamic
Finance Education Provider 2013’ at the
Global Islamic Finance Awards.

It is central to our strategy
that management
accounting is recognised
globally as a critical driver
of sustainable success, and
that CIMA is seen as the
most relevant in that space.
In 2013, 38% of our new
students identified our
global reputation as the
reason for signing up
to CIMA.

Focused on
research

Research is a cost-effective and key
component of our activities aimed at
maintaining this proﬁle. It contributes
strongly to our commitment to redeﬁning
how business is done. Not only does it
underpin the fact that we are global
leaders in the management accounting
space, it also ensures the continuing relevance
of all our products and services. That is how
research supports all the elements within
our value chain, highlighting our members,
holders of the CGMA designation and the
profession itself as drivers of long-term
sustainable success.

Our research projects (see Research
Framework on page 35) begin with the
identiﬁcation of research concepts, working
with various partners to develop and reﬁne
timely ideas that focus on the issues of
greatest current concern to organisations
across different geographies and sectors.
We then move to the research process,
where we ensure credibility through the use
of rigorous methodologies and analysis.
This approach then leads to new knowledge
and insight that informs our research papers,
the syllabus, CPD, the Global Management
Accounting Principles and a range of tools
and case studies.
Taking the form of courses, events,
publications and more, this new knowledge
manifests itself as an active force for
inﬂuencing better global working practices,
regulations and public opinion. We can in
this way affect public policy and drive reform,
by ﬁrst addressing the policy implications of
our research ﬁndings (the ‘so what?’) and
then providing concrete solutions or guidance
on dealing with those implications (the
‘now what?’).
OUR ACHIEVEMENTS IN 2013
We added signiﬁcant substance during the
year to the CGMA Innovation Agenda research
programme, launched in 2012 in partnership
with the AICPA as a means of actively
demonstrating the power of management
accounting in business.

FUTURE STRATEGIC INITIATIVES
• We aim to release the ﬁnal Global
Management Accounting Principles in late
2014, following their initial release earlier in
the year for consultation
• We plan to demonstrate our reach and the
credibility of our research through strategic
partnerships with respected bodies like
McKinsey, the IIRC and the Harvard
Business Review

• The CPD monitoring and ethical codes
of CIMA and the AICPA (for members in
business and industry who are CGMA
designation holders) will be aligned so
that we reinforce our position on and
commitment to global standards
of professionalism.

• We will continue to publish relevant
research including new materials on shared
service centres and outputs exploring the
relationship between big data and
management accountancy

We focused on three key themes in 2013,
with the aim of providing practical insights for
CGMA designation holders and new insights
into management accounting as a whole.
Chosen for their central importance to
members as well as business and society
as a whole, the themes were: Risk and
innovation, Resilient business models, and
Turning data into insight. For Risk and
innovation, we held a series of roundtables
across Asia, Europe and the Americas. We fed
the insights of senior executives at these
events into our ﬂagship report Managing
innovation: harnessing the power of ﬁnance,
which looks at how some of the world’s most
advanced companies use management
accounting to drive advancement.
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We launched the Resilient business models
theme in April 2013, to investigate why
understanding business models is so vital
to sustainable success and how ﬁnance
professionals can build resilience into their
strategic planning. The programme generated
a range of outputs, including ﬁve brieﬁngs
for members and a report called Building
resilience: an introduction to business models.
The third theme was launched in October
2013 with the publication of the ﬂagship
report, From insight to impact: unlocking
opportunities in big data. Based on a survey
of more than 2,000 CGMA professionals and
extensive interviews, the report investigates
the role of management accountants in
turning data insight into commercial impact.
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ACQUIRE

For 2013, we delivered global media coverage
worth £38m. We take the value of such
exposure very seriously, and our Member
Value Focus Group highlighted the value that
our members place on the visibility of CIMA
as an institution, its ethos and its scale.
Our themes for 2014 will be Employability,
Rethinking the value chain, the International
public sector and Powering the next
generation of business.
OUR ADVOCACY WORK
We undertake advocacy work with other
organisations when it is relevant to our role
and elevates management accounting. One
example in 2013 was research on business
models in partnership with PwC and IFAC
that we undertook for the IIRC.
We also took an advocacy role with the
Tomorrow’s Company think-tank, because
their work on tomorrow’s relationships and
the boundaries of business both addressed the
business model and supported the case for
Integrated Reporting. Together we organised
and delivered a lecture series on business
value. This has included an event in New York
featuring Gregory Case, President and CEO
of Aon plc, and lectures in the UK given by
Dick Olver, Chairman of BAE Systems, and
Dominic Barton, Global Managing Director
of McKinsey.

DEEPEN

In addition, we have partnered with the
Institute for Government to raise the proﬁle
of management information and appropriate
ﬁnancial leadership structures in central
government. A jointly branded initial report
entitled Improving decision making in
Whitehall: effective use of management
information was published in May 2013.
We have worked with the Prince’s
Accounting for Sustainability (A4S) project
to demonstrate the business case for
integrating environmental, social and
economic performance into business decision
making, accounting and reporting. And we
support the Natural Capital Coalition’s aim of
improving the measurement, management,
reporting and disclosure of natural capital
in business.
Other advocacy work included working with
the National Audit Ofﬁce to form an expert
panel on improving costing in government.
We have also signed a memorandum of
understanding with the CIPD to consider
how to strengthen connections between
the ﬁnance and HR functions.
CIMA FUNDED ACADEMIC RESEARCH
We fund academic research as part of our
commitment to advancing the science of
management accounting. This included
22 academic research projects during 2013,

RETAIN

including commissions on corporate social
responsibility and innovation in management
accounting, cloud computing and
governmental ﬁnancial resilience under
austerity. CIMA’s Research Centre strives to
work closely with universities around the
world and currently has relationships with
academics at the London School of Economics
(UK), the University of New South Wales
(Australia), Michigan State University (US),
RSM Erasmus University (Netherlands) and
the University of Bergamo (Italy).
Notable academic outputs published in 2013
include Risk culture in ﬁnancial organisations,
co-funded with the Economic and Social
Research Council, the Chartered Insurance
Institute and the Lighthill Risk Network, and
Management accounting practices of SMEs
– are SMEs failing to achieve their potential
due to poor ﬁnancial management? which
received publicity in UK national and local
media, including the Financial Times.
We are also committed to supporting the
talent and ideas of the future. We therefore
provided funding for Seedcorn during the
year, an initiative that supports young
researchers who otherwise ﬁnd it hard
to obtain funding. During the year, we
commissioned six Seedcorn projects,
comprising three from early career
researchers and three feasibility studies.

AWARDS AND RECOGNITION
FM magazine recently won two awards at
the Institute of Internal Communication
Awards of Excellence in the ﬁelds of
Feature Writing and Illustration/Graphic/
Conceptual Image.
We were also delighted to be awarded the
title ‘Best Islamic Finance Education Provider
2013’ at the Global Islamic Finance Awards.
This recognised our contribution to the
growth of the Islamic banking and ﬁnance
industry since we launched the world’s ﬁrst
professional Islamic ﬁnance course in 2008.
RISKS AND OPPORTUNITIES
The key risks we face are failures to deliver the
Management Accounting Framework and to
leverage strategic partnerships. Understanding
the issues is the ﬁrst step towards mitigation,
and we are focusing considerable resource
and strong project management on ensuring
that we are successful in both areas, involving
all stakeholders at the earliest opportunity.
Using research to provide further distinction
and differentiation for CIMA gives us the
opportunity to bring greater recognition
from employers and prospective students.
Enabling us to address key issues in both
the public and private sectors, it shows how
CIMA can act to enable and empower future
generations of business leaders.

FULFIL

RESEARCH FRAMEWORK
The process we follow to achieve the best practice research outputs.

RESEARCH IDEAS FROM
• Employers
• CIMA and CGMA
communities
• Research partners

RESEARCH IS
CONDUCTED THROUGH
• In-house specialists
• Academic research

APPLIED
MANAGEMENT
ACCOUNTING
RESEARCH

WITH INPUT AND
OVERSIGHT FROM
• Technical Committee
• Lifelong Learning
Committee
• Advisory panels

TO PRODUCE VALUED
OUTPUTS
• Relevant syllabus
• CPD framework
• Global Management
Accounting Principles
• Tools and case studies

OUR RESEARCH IS LEADING THE WAY
Based on insight drawn from roundtable
events and desk research across the world,
our paper Managing innovation: harnessing the
power of ﬁnance displayed how management
accounting is driving advancement and
redeﬁning how business is done at many of
the world’s most innovative companies. It
successfully met its aims of providing insight
for our members and raising CIMA’s proﬁle,
receiving over £700,000 worth of positive
media coverage.

‘I really liked the CGMA report
“Managing innovation:
harnessing the power of finance”.
I have shared it within Microsoft
as an example of how our finance
function can move from a trusted
adviser to a trusted leader.’

DISSEMINATED THROUGH
APPROPRIATE CHANNELS
•
•
•
•
•

Events
Courses
Publications
CIMA and CGMA communities
Media

TO INFLUENCE
BETTER BUSINESS
PRACTICES,
REGULATIONS AND
PUBLIC OPINION

Bob Laux CPA, CGMA
Senior Director, Financial Accounting
and Reporting, Microsoft
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THE POWER OF OUR PEOPLE
Our employees are the most important factor in our success.
That is why it is essential that they are not just motivated
and stimulated by their work, but are also aligned to CIMA’s
overall mission.
A number of major initiatives and
achievements underpinned our performance
in this area during 2013. First and foremost
was the series of workshops we are running
with our people across the world to put our
members’, students’ and other stakeholders’
needs at the heart of what we do.
Second comes remuneration. Our pay scales
are benchmarked against the market for
every country in which we operate. And pay
increases for our employees are determined
by how well they performed against a set of
tailored objectives from the previous year.
In 2013, our annual employee survey revealed
that people want more transparency about
pay, and clearer links between performance
and reward. We see this as closely connected
with our move to aligning individual and
business KPIs, giving every employee more
insight into how their work contributes to
CIMA’s overall performance. As a result, we
have given managers more discretion about
annual performance-related remuneration.
And each employee meets their manager to
learn the speciﬁcs of how their reward reﬂects
their performance.

We have also streamlined our performance
management framework to enable us to
agree and review more speciﬁc targets for
individuals and teams. In addition, we
implemented a new modular IT system for
HR, which replaces several standalone
systems and processes in our international
markets and integrates with payroll in the UK.
A recent upgrade to this cloud-based system
allows our staff and managers to access data
on multiple platforms, including tablets and
mobile devices.
We are very pleased that our high employee
retention rate continued during the year.
At 91% for 2013, this signiﬁcantly exceeded
our newly increased KPI target of 87%.
We believe this excellent retention rate is due
in part to the active, positive behaviours that
distinguish CIMA employees and which guide
our everyday activities. They are:
• Stand up and be a role model
• Promote success
• Inspire a shared vision
• Challenge the way it’s done
• Help others succeed.

of a salary-at-risk payment. It too is reviewed
annually and benchmarked against
comparable organisations (see page 10).

And during 2013, we added a new behaviour:
• Make it happen.
These are also attributes of a good
management accountant on whom businesses
can rely for insight and leadership.
ALIGNMENT WITH THE CIMA MISSION
We have also delivered a wide range of
initiatives aimed at better aligning employees
with the CIMA mission, ranging from giving
everybody a version of our 2020 Strategic
Plan through to working to embed business
excellence as part of the way we operate.
The Investors in People (IiP) accreditation
process, too, has been extremely useful in
the alignment process, by providing us with
insight that has helped us focus on how we
develop initiatives to drive positive change,
such as our new employee value proposition.
This is already resulting in a more focused
approach to ensuring that employees have
the resources, support and development
opportunities they need to reach their
career objectives.
Executive remuneration has a strong
performance-based element in the form

SUPPORTING OUR EMPLOYEES TO ACHIEVE OUR GOALS

TRAINING AND DEVELOPMENT
The employee survey in 2013 showed a 5%
improvement in employee attitudes to career
progression at CIMA, which chimes with the
exceptional employee retention rate.
Our focus on employee training and
development has an important role to play in
such achievements. We need highly capable
employees to achieve the demanding goals
CIMA sets for itself, and we adopt a targeted
approach to development that takes into
account each individual’s role, strengths and
areas for growth. We also enable employees
to assess and discuss with their line manager
how effective their learning and development
outcomes are when deployed in the
workplace itself.
Looking ahead, a signiﬁcant proportion of
CIMA’s training will be focused on the
Management Accounting Framework during
2014 and beyond. We are also set to deliver
further programmes improving the customer
centricity of our organisation and the quality
of advocacy for the CGMA designation.
And in a coherent approach to maximising
the skills and experience of our leading
talent, we are planning a comprehensive
programme of management challenges,
development and coaching for our present
and future leadership.

SETTING OF
ORGANISATIONAL
OBJECTIVES

RECOGNITION
OF DELIVERY

ALIGNMENT
OF INDIVIDUAL
OBJECTIVES

ENCOURAGEMENT
AND
MONITORING

INCENTIVISATION
OF EMPLOYEES

DEVELOPMENT
(TOOLS AND
TECHNIQUES)

OUR SUPERHEROES
CIMA recognises that its employees are its
lifeblood and we seek to reward our talent
via a number of initiatives. One way we do
this is to present quarterly Superhero and
Superteam awards to exceptional employees
who have been nominated by their peers.
These are people who truly demonstrate
the CIMA behaviours and have made an
outstanding contribution to helping us
achieve our mission – to help people and
business succeed. One winning team worked
together seamlessly across their different
functions to deliver our streamlined student
registration process. Project managed by
CIMA’s Director of Operational Delivery Tricia
Buchanan, the team embodied the ‘Make it
happen’ behaviour, and their work had an
immediate impact. Faster, simpler and more
effective, the new process has seen the

registration drop-out rate decline by 27% and
considerably improved the quality of service
we can provide to new students.

‘ The team were totally committed
to working collaboratively and
creatively together to deliver a
hugely improved online user
experience and better customer
data. Being part of successful
projects such as this is an
excellent vehicle for employee
development and morale.’
Tricia Buchanan
CIMA Director of Operational Delivery
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OUR FINANCIAL SUMMARY

ACQUIRE
CIMA attracted a record number of new
students in 2013, 33,581 in total, representing
a 15% increase on the previous year. Our
investment in Acquire activities grew by 6%
in 2013, which is 18% of total expenditure.

We are committed to ensuring CIMA is efficient, agile,
and in the best position possible to meet our ambitious
growth objectives.

SUMMARY
• CIMA generated a surplus of £2.5m in 2013
excluding charitable trusts (£1.1m in 2012):
– Surplus from normal operations £0.4m
– Gains on currency

£1.5m

– Gains on sale of investment

£0.2m

– Pension movements
– Employers’ pension
recovery plan
– Service cost

£0.9m
£(0.5)m

• The volatility of currency movements,
the impact of the pension deﬁcit and
non-operational investment gains makes
it prudent to allow these gains to ﬂow
through to reserves.
• The build up of our reserves in recent
years has enabled us to invest in gamechanging activities such as the CIMA 2015
Syllabus, the new assessment platform and
our Global Management Accounting
Principles. These will increase CIMA’s
reputation and proﬁle, generate demand
for management accounting and CIMA,

and improve progression through the
professional qualiﬁcation.
• As described on page 18 we have
undertaken extensive work to better
understand our business model during
the year. From this, we have also
restructured our Statement of
comprehensive income to be in line
with the value chain, to bring more
transparency to the link between ﬁnancial
results and operational performance.
INCOME
• Total income increased by 8% to £55m,
comprising 89% (£49m) in subscriptions
and exam revenue (down from 90% in
2012) and 11% (£6m) in ﬁnancial and
other income.
• A 9% growth in member income in 2013
was due to 5,527 new members joining
and a 3% fee increase. Although member
satisfaction fell by a percentage point to
78%, this did not impact on the growth of
the member population.

• A 7% growth in student income in 2013
was due to an increase in student
population to over 122,000, driven by
33,581 new students and an improvement
in retention.
• Our exam and exemption income increased
by 8% to £17m. Growth in exemption
income was particularly signiﬁcant,
accounting for over half this increase. The
number of exemptions granted increased
by 28% in 2013, and is now on a par with
number of papers passed by exam. This
growth in exemptions is a result of more
gateway entry routes to CIMA and stronger
university relationships.
• Financial and other income increased by
7%, primarily due to currency gains and
pension adjustments.
EXPENDITURE
Operating expenditure increased by £2.6m
(5%) in 2013 to £52.4m. In 2013, we
allocated all expenditure against the value
chain to more clearly represent where
the resources are used to deliver CIMA’s
strategic objectives.

EXPENDITURE PER VALUE CHAIN ELEMENT AND KPI
Expenditure
Value chain

Acquire

Deepen

Retain

2013
£000

2012
£000

£9,342

£8,773

£12,305

£8,634

£11,132

£9,144

Fulﬁl

£4,998

£4,464

Reputation and research

£17,136

£16,288

£52,415

£49,801

Total

Result
2013

2012

Number of new students

33,581

29,322

Number of new members

5,527

5,733

184,868

168,234

Primary KPI

Number of papers completed
Member population

95,925

91,782

AICPA CGMA population

40,511

37,683

Member retention rate

99.0%

98.9%

Member satisfaction rate

78%

79%

Employee satisfaction rate

57%

54%

£11.7m

£9.8m

£38m

£34m

Liquid reserves
Advertising value equivalent (AVE)

We directed the majority of that increase
at higher education channels, particularly
business development activity to increase the
number of collaborations with universities.
We also increased activity with employers
to generate demand for management
accounting and CIMA members and students.
In 2013, over 2,300 students were recruited
from our 50 global key employer accounts.
Over £6m of our investment in acquisition
is focused on market-facing activity in the
regions, an increase of over £0.6m on 2012.
This represents the ongoing shift towards
serving our stakeholders from local ofﬁces.
Regions that had particularly strong results
for 2013 include Emerging Markets (India,
Commonwealth of Independent States and
Eastern Europe), which increased recruitment
by 37%, acquiring 4,791 new students, and
Africa, which increased recruitment by 25%,
bringing in 5,341 new students. Europe and
South East Asia also performed strongly,
recruiting more students compared to 2012,
and beating recruitment targets.
DEEPEN
By deepening our relationship with students
and encouraging progression to membership,
we increase the member population and its
inﬂuence on the management accounting
profession. Investment in Deepen activities
grew by 11% in 2013, and increased its
proportion of total expenditure from 22%
to 23%.
The number of newly admitted members
declined in 2013, reﬂecting the challenges of
ensuring students progress to the point of
membership. Much of our investment over
the next few years aims to improve support
for students and the progression process,
reducing the time taken for students to
become members. We have delivered a strong
retention result with only 15% of the student
population lapsing, down from the peak in
2012 of 16%. That follows successful
campaigns to persuade lapsed students of
the beneﬁts of being a CIMA member.
The majority of the expenditure increase
funded the exam delivery process, because of
a growing student population in ever more
geographically diverse locations. While the
overall cost of exam delivery grew, cost per
student fell, showing that we are managing
the exam delivery process more efﬁciently.
We will manage the current process for the
last time in 2014 before moving to a fully
computerised assessment method in 2015.

Investment in all student support activities
increased in 2013, reﬂecting our commitment
to ensuring students have the right skills
and resources to be successful in the CIMA
qualiﬁcation and in their careers. This is
through free online resources, regional
networks, paid resources such as
CIMAStudy.com and building strong
relationships with tuition partners.
In 2014, we will continue changing our
support for students through the qualiﬁcation,
ensuring that the right level of investment to
ensure improved progression is directed at a
local level. This will include the launch of the
new online student community platform.
It will provide a place where students can
interact and support each other and where
we can deliver targeted support.
RETAIN
The Retain part of the value chain aims to
engage members in a lifelong learning
relationship with CIMA that supports their
career. Expenditure on Retain activities
decreased by 6% from 2012 and equates to
16% of total expenditure, a decline from 18%
on the previous year. The member population
grew slightly less than in 2012, reﬂecting the
challenges of maintaining the progression
pipeline through to membership.
We have an excellent retention rate at 99%,
an improvement on 2012, which compares
very favourably with similar organisations.
Although the cost of delivering CPD activity
and member beneﬁts fell in 2013, this should
be viewed against the increase in expenditure
on management accounting research
and publications.
In 2014, we will continue to look at our
member beneﬁts and CPD offerings to ensure
they are what members want and use. For
example, at the end of 2013 we reviewed how
we deliver FM magazine, which is a highly
regarded member beneﬁt. In 2014, we will
reduce the number of printed issues and
have developed an app to better reﬂect
the changing ways our stakeholders
access information.
FULFIL
Fulﬁl focuses on meeting the needs of
members and students, driving a sense of
pride and engagement and improving the
efﬁciency and effectiveness of CIMA to satisfy
stakeholders. Expenditure on Fulﬁl activities
grew by 12% from 2012 and represents 10%
of CIMA’s expenditure. The increase can be
primarily attributed to:
• Global Management Accounting Principles:
developed in 2013 for launch during 2014

• CIMA 2015 Syllabus: development began
in 2012 and work progressed in 2013 with
the updated syllabus being written and
preparations being made for the launch
in February 2014
• Assessment: development of a new
platform to deliver the CIMA 2015 Syllabus
commenced in 2013, for delivery in 2014
and the ﬁrst exams in 2015
• Siebel upgrade: started towards the end of
2013 to improve our customer relationship
management system and sustain CIMA’s
business infrastructure
• Development of a new student support
community began in 2013
• Registration transformation: a new student
registration process launched in 2013 to
improve the customer experience.
We expect these and other projects to deliver
signiﬁcant gains in future years for our
stakeholders and customers. Investment will
be signiﬁcantly higher in 2014, requiring more
resource and focus to ensure success.
REPUTATION AND RESEARCH
Leading in management accounting issues
and research, and demonstrating the beneﬁts
of management accounting for business,
are key to the success of CIMA and our
joint venture with the AICPA. We grew our
investment in Reputation and research
activity by 5% during 2013, which represents
the largest proportion of expenditure at 33%.
The increased resource in this activity has
been mirrored in the success of the amount
of third-party editorial content referencing
CIMA. Had we paid for this exposure using
traditional advertising routes, the cost would
have been £38m.
In 2013, we reorganised our research and
development activities to be more effective,
with a closer focus on driving the
management accounting agenda and the
CGMA designation. We continued to invest in
the CGMA Innovation Agenda, generating a
range of materials on Risk and innovation,
Turning data into insight and Resilient
business models. We have also worked with
partners such as Tomorrow’s Company
and the IIRC on various research projects.
Delivering high-quality research is key to
our commitment to furthering the science
of management accounting.
We will continue to invest heavily in our
research programme in 2014, aimed primarily
at the CGMA audience and employers.
Along with the AICPA, we will also promote
management accountancy with our imperial
sponsorship of the 2014 World Congress of
Accountants in Rome as CGMA.
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CONSOLIDATED STATEMENT OF COMPREHENSIVE INCOME

CONSOLIDATED BALANCE SHEET

Year ended 31 December

2013
£000

Income

2012 Restated
£000

£000

54,881

2013
£000

50,902

As at 31 December

£000

2012
Restated
£000

2,016

2,838

Non current assets

Acquire

(9,342)

(8,773)

Property, plant and equipment

Deepen

(12,305)

(11,132)

Intangible assets

1,765

1,404

Retain

(8,634)

(9,144)

Investments

5,502

5,120

9,283

9,362

Fulﬁl

(4,998)

(4,464)

Reputation and research

(17,136)

(16,288)

Expenditure

(52,415)

Operating surplus attributable to members

2,466

Charitable trusts
Total operating surplus
Taxation
Surplus for the year

Decrease in foreign currency translation reserve
Increase in fair value reserves
Actuarial (loss)/gain on pension scheme
Total comprehensive (expense)/income

Current assets
(49,801)
1,101

15

113

2,481

1,214

–

–

2,481

1,214

Trade and other receivables

3,880

3,548

Cash and cash equivalents

25,097

22,500

28,977

26,048

38,260

35,410

Total assets

Funds
Accumulated fund

6,195

6,810

(994)

(503)

Fair value reserves

2,260

1,799

867

342

Foreign currency translation reserve

(2,671)

43

(317)

1,096

(941)

Charitable trusts and other funds

(357)

2,528

2,249

10,042

10,501

5,870

4,964

11,452

11,257

17,322

16,221

10,836

8,638

60

50

10,896

8,688

38,260

35,410

Current liabilities
Trade and other payables

CONSOLIDATED STATEMENT OF CHANGES IN FUNDS

Balance at 31 December 2011

Accumulated
fund
£000

Fair value
reserves
£000

5,989

1,614

Foreign
currency
Total
translation attributable to
reserve CIMA members
£000
£000

(177)

7,426

Subscriptions and fees received in advance
Charitable
trusts reserves
£000

Group total
£000

2,080

9,506

Realised loss on investment disposal

–

(101)

–

(101)

–

(101)

Unrealised gain on investment revaluation

–

286

–

286

56

342

43

–

–

43

–

43

Ordinary surplus for the year – restated

1,101

–

–

1,101

113

1,214

Foreign exchange loss on translation

(323)

–

(180)

1,799

(357)

Balance at 31 December 2012

6,810

(503)
8,252

–
2,249

(503)
10,501

Changes in funds for 2013
Realised loss on investment disposal

–

(142)

–

(142)

Unrealised gain on investment revaluation

–

603

–

603

–
264

(142)
867

Actuarial loss on pension scheme

(2,671)

–

–

(2,671)

–

(2,671)

Ordinary surplus for the year

2,466

–

–

2,466

15

2,481

Foreign exchange loss on translation
Balance at 31 December 2013

Retirement beneﬁt obligation
Long-term liability

Changes in funds for 2012

Actuarial gain on pension scheme – restated

Non current liabilities

(410)
6,195

–

(584)

(994)

2,260

(941)

7,514

–
2,528

(994)
10,042

Total funds and liabilities
Signed on behalf of the Council
21 March 2014
Malcolm Furber FCMA, CGMA
President
ASSETS AND LIABILITIES
Our ﬁnancial position at year end remains
solid. The surplus in the year has driven cash
held at the year end to increase by £2.6m
(12%) to £25.1m, leaving funds stable at
£10.0m against £10.5m in 2012.
Our KPI for balance sheet strength is the level
of liquid reserves (current assets less current
liabilities). Driven by cash, these have risen
from £9.8m to £11.7m in the year – an
increase of £1.9m (19%). On the face of it, this
is a very successful result; however, it needs
to be taken in the context of the signiﬁcant
investments we will undertake to deliver the
strategy out to 2020. CIMA anticipates
generating a deﬁcit in 2014 following the

Keith Luck FCMA, CGMA
Deputy President

funding of its changes in assessment and
delivery and preparations for relocating
from its London Corporate Centre ofﬁces.
Even allowing for the result in 2013, we will
need to increase fee income (both as a
result of the increasing member population,
and through higher than UK inﬂation price
increases), increase commercial income,
and reduce expenditure through a range of
targeted savings and efﬁciencies, to allow
liquidity to recover to an appropriate level
in the medium term.
PENSION SCHEME
CIMA operates a deﬁned beneﬁt pension
scheme, which has been closed to new

John Windle FCMA, CGMA
Chief Financial and Operating Ofﬁcer

entrants since 2002, and to future accrual
since 2012. The scheme is in deﬁcit, against
which CIMA makes additional contributions of
£0.9m per year, with the intention of making
it good by 2023.
The deﬁcit has increased by £2.2m, to
£10.8m, in the year. As can be seen in detail
in our 2013 Financial Statements, the assets
held by the scheme have increased in value by
£2.7m; however, the liabilities have increased
by £4.9m. The main driver of the increase in
liabilities is a rise in the assumed RPI inﬂation
rate, from 2.9% to 3.5%.
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MEETINGS ATTENDED BY MEMBERS OF CIMA’S COUNCIL AND EXECUTIVE COMMITTEE
January to December 2013
Name

CONSOLIDATED CASH FLOW STATEMENT
2013
Year ended 31 December

£000

2012
Restated
£000

49,493

46,098

Cash flows from operating activities
Member and student income
Other income

5,577

4,926

Payments to suppliers

(32,534)

(32,383)

Payments to employees

(14,858)

(13,774)

(1,382)

(1,340)

Payments relating to taxes
Payments relating to post retirement benefits
Payments relating to charitable activities
Cash generated from operations
Taxation
Net cash arising from operating activities

(2,288)

(1,212)

(102)

(102)

3,906

2,213

–

–

3,906

2,213

Cash flows from investing activities
Purchase of investments
Proceeds from disposal of investments

(239)

(204)

511

488

Purchase of property, plant and equipment

(160)

(578)

Purchase of intangible assets

(714)

(696)

Investment income

295

433

Net cash used in investing activities

(307)

Net increase in cash and cash equivalents
Cash and cash equivalents at 1 January

(557)

3,599

1,656

22,500

21,340

Effect of foreign exchange rate changes
Decrease in foreign currency translation reserve

(994)

Net exchange differences on property, plant and equipment
Cash and cash equivalents at 31 December

INDEPENDENT AUDITOR’S REPORT TO
THE MEMBERS OF THE CHARTERED
INSTITUTE OF MANAGEMENT
ACCOUNTANTS
We have examined the summary financial
statements of CIMA for the year ended 31
December 2013 which comprise the
Consolidated statement of comprehensive
income, Consolidated balance sheet,
Consolidated statement of changes in funds,
and Consolidated cash flow statement. The
report is made solely to CIMA members as a
body, in accordance with CIMA’s Byelaws.
Respective responsibilities of the Council
and auditor
The Council is responsible for the
preparation of the summary financial
statements in accordance with the Byelaws
of CIMA and international accounting
standards. Our responsibility is to report to
you our opinion on the consistency of the
summary financial statements contained
within this annual report with the full
financial statements. We have also read
the other information contained within

25,097

the annual report and have considered the
implications for our report if we become
aware of any apparent misstatements or
material inconsistencies with the summary
financial statements. We conducted our
work in accordance with Bulletin 2008/3
issued by the Auditing Practices Board.
Our report on the group’s full financial
statements describes the basis of our audit
opinion on those financial statements.
Opinion
The summary financial statements are
consistent with the full financial statements
for the year ended 31 December 2013.
Chantrey Vellacott DFK LLP
Statutory Auditor
Russell Square House, 10-12 Russell Square
London WC1B 5LF
21 March 2014
INDEPENDENT ASSURANCE REPORT
ON THE PRIMARY KPIs IN THIS
ANNUAL REPORT
We have reviewed the KPIs in this annual
report as stated in the table on page 38,

(503)

(8)

Adams P J #
Agate M
Anton G nc #
Ash P +
Babber G L ipp
Bainbridge Spring A P
Baird J H pp #
Barnes D
Beedham R
Bellis-Jones R
Benton S nc +
Boffey A
Bragg K +
Callander J D
Chan K K C #
Chrupek J #
Clackworthy S
Clutterham R M
Davison N +
Eow K H +
Fitzgerald L +
Furber M L p
Green J
Hassall T #
Hill M E
Hoof S M
Hurst S
Jackson N
Jayasinghe N #
Kanaka M +
Karkaria P
Lee Y Chong #
Lewis M J #
Luck K F dp

Electoral
Constituency

11
11
co
11
1
4
6
1
co
6
3
7
15
co
12
1
5
16
co
4
5
12
4
co
co
14
14
co
16
co
co

Council

1/1
5/5
0/1
4/4
5/5
5/5
1/1
4/5
5/5
3/5
2/4
5/5
4/5
5/5
5/5
1/1
5/5
5/5
4/4
4/4
4/4
5/5
4/5
1/1
5/5
4/5
3/5
5/5
1/1
3/4
4/5
1/1
1/1
4/5

Executive

6/6
2/2
6/6

2/2

6/6

Electoral
Constituency

Name

Mack D
McCue S
Madden M vp
Makepeace G
Marshall S +
Melancon B nc #
Miskin A
Morrison J nc
Newbury K
Ng Seow Kong
O’Connor T
Panditharatne C
Parker H
Parsons S B
Ratnayake A +
Richardson E M
Robertson I
Rowlands W F #
Sharp R
Stahlin P nc
Stanford D
Stapleford S
Swientozielskyj S
Tarr D
Taylor A
Taylor L +
Theagarajah R +
Tidd R
Wayment S
Weston J D
Whitehead H
Wickramasinghe H M S #
Wilson R I

co
8
3
co
co
co
co
6
co
9
19
17
2
18
2
co
12
11
co
6
3
co
10
7
12
co
3
11
5
5
18
2

Council

Executive

4/5
5/5
5/5
4/5
4/4
3/5
4/5
1/5
4/5
2/5
5/5
4/5
4/5
5/5
4/4
5/5
4/5
1/1
5/5
5/5
5/5
5/5
5/5
4/5
5/5
4/4
3/4
5/5
4/5
5/5
5/5
1/1
5/5

6/6
5/6

1/1
6/6

6/6

4/4

5/5
6/6
3/4

4/6

7
22,500

which involved reviewing the systems and
processes around the collection, analysis
and reporting of this data throughout the
current financial year.
We conducted this limited assurance
engagement in accordance with
International Standard on Assurance
Engagements 3000 (Revised) – Assurance
Engagements other than Audits or Reviews
of Historical Financial Information issued by
the International Auditing and Assurance
Standards Board (ISAE 3000).
Based on the work undertaken during the
course of this review, it is our independent
opinion that the reported KPIs are consistent
with CIMA’s strategy, and are free from
material misstatement.
Chantrey Vellacott DFK LLP
Statutory Auditor
Russell Square House, 10-12 Russell Square
London WC1B 5LF
21 March 2014

CIMA ELECTORAL CONSTITUENCY
1
Central London and North Thames
2
South West England and South Wales
3
East Midlands and East Anglia
4
West Midlands
5
North East England
6
North West England and North Wales
7
Scotland
8
Northern Ireland
9
Republic of Ireland
10
East, West Central and Southern Africa
11
Central Southern England
12
South East England
14
South Asia
15
North Asia
16
South East Asia
17
Europe, North Africa and Middle East
18
The Americas
19
Australasia

KEY
p
dp
vp
pp
ipp
co
nc
s
+
#

President
Deputy President
Vice President
Past President
Immediate Past President
Co-opted
Non-CIMA Member
Staff
Appointment effective from AGM 2013
Left Council or Executive Committee at AGM 2013

HONORARY OFFICERS
President
Deputy President
Vice President
Immediate Past President

Malcolm Furber
Keith Luck
Myriam Madden
Gulzari Lal Babber
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