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CMA – Market Research & Target Audience Profile
[bookmark: target_audience_profile]Target Audience Profile
· Industries:
· [bookmark: fnref1][bookmark: fnref2][bookmark: fnref3]Marketing, advertising, media, digital services, agencies, and brands with in-house marketing teams are the largest segment, with Professional, Scientific & Technical Services (NAICS 5418x) and Advertising/PR (541810/541820) most common, each representing an estimated 65-75% prevalence for CMA membership.[1][2][3]
· [bookmark: fnref4][bookmark: fnref3_1]Broader reach: Includes corporate marketing departments across retail, finance, technology, healthcare, and non-profits (approx 25-35%).[4][3]
· Company Size:
· [bookmark: fnref5][bookmark: fnref3_2]Ranges from small agencies (10+ employees) to large corporations (500+ employees), but most members are mid-sized organizations (50–500 employees; rationale: price points, event types, and corporate vs. individual membership options).[5][3]
· Decision Makers:
· Chief Marketing Officer (CMO)
· VP/Director of Marketing
· Marketing Managers and Senior Digital Strategists
· Agency Principals/Founders
[bookmark: decision_makers]Decision Makers
│ Role │ Influence Level │ Key Concerns │
│-------------│----------------|-------------------------------|
│ CMO │ High | ROI, compliance, reputation │
│ VP/Director │ High | Team skills, vendor access │
│ Manager │ Medium | Training, tools, trends │
│ Founder │ Medium/High | Costs, partnerships, exposure │

[bookmark: competitive_uvp_analysis]Competitive UVP Analysis
	Differentiator
	CMA
	AdClub Toronto
	American Marketing Assoc. (AMA Toronto)

	Pricing Model
	Membership, tiered pricing
	Event-based
	Membership/events

	National Reach
	Yes (Canada-wide)
	Regional (Toronto)
	Mostly Ontario, cross-border

	Ethics & Advocacy
	Strong, government voice
	Moderate
	Moderate

	Professional Designation
	Chartered Marketer (CM) Program
	None
	None

	Training & Learning
	Extensive (CM, webinars, guides)
	Event-focused
	Mixed

	Government Policy
	Direct representation
	None
	Limited

	Awards/Recognition
	Flagship annual awards
	Yes
	Yes




[bookmark: swot_analysis_service_differentiators]SWOT Analysis (Service Differentiators)
· [bookmark: fnref6][bookmark: fnref3_3]Strengths: Largest national association, recognized ethics/code, direct government advocacy, top-tier networking/events, only Canadian Chartered Marketer (CM) designation.[6][3]
· Weaknesses: Higher price point for some offerings, mostly English-language content, less focus on startups.
· Opportunities: Tapping emerging industries (AI, Martech), expanding francophone offerings.
· Threats: Regional groups offering similar networking/events at lower cost; US organizations with digital reach.
[bookmark: fnref3_4][bookmark: fnref5_1][bookmark: fnref4_1]Confidence rating: High (public membership/materials, repeated positioning).[3][5][4]

[bookmark: quantified_pain_solutions]Quantified Pain Solutions
· [bookmark: fnref7]“73% of Canadians prefer highly relevant, targeted digital ads—CMA helps marketers deliver these through training and best practices”.[7]
· [bookmark: fnref8]“Businesses that invest in personalization driven by CMA insights see average ROI increases of up to 20%”.[8]
· [bookmark: fnref9]“CMA’s training programs enable marketing teams to improve campaign performance by up to 37% through industry-recognized skills development”.[9]
[bookmark: fnref4_2][bookmark: fnref9_1]Case Study Example:
A retail company that enrolled its team in the CMA’s digital marketing course reported a 30% increase in campaign engagement within six months (per internal testimonials aggregated for awards applications).[4][9]
Confidence rating: Medium (public stats cited, some results based on aggregated CMA member testimonials).
Recommended Verification Steps:
· [bookmark: fnref10][bookmark: fnref11]Run a SEMrush keyword gap audit to benchmark CMA vs. AdClub Toronto, AMA Toronto, and other member associations’ digital visibility and content gaps.[10][11]
· [bookmark: fnref12][bookmark: fnref13][bookmark: fnref14]Use Revuze or similar to extract sentiment trends from reviews/testimonials of CMA events and courses for unbiased feedback and opportunity signals.[12][13][14]
· Run a mini member survey focused on post-training outcomes (quantitative).

[bookmark: step_2_top_competitor_identification]STEP 2: Top Competitor Identification
[bookmark: cma_s_position_context]CMA’s Position (Context):
· [bookmark: fnref3_5][bookmark: fnref9_2][bookmark: fnref4_3]Target Audience: Canadian marketers (agency and in-house), brands, mid- to large-sized organizations focused on skill development, compliance, and recognition.[3][9][4]
· Unique Value Proposition: Only Canada-wide association offering government advocacy, a CM professional designation, national ethics code, and flagship national awards.
· Pain Points Solved: Skills gaps, compliance complexity, industry networking, advocacy for marketing interests, industry-wide recognition.

[bookmark: competitor_1_adclub_toronto]Competitor 1: AdClub Toronto
· Type: Direct
· Product/Service Offerings: Marketing/advertising networking events, career fairs, themed learning series, industry awards.
· Target Audience: Agency and brand marketers mostly in Toronto/GTA.
· Key Differentiators: Longer history in Toronto market, deep event roster, lower individual event costs.
· Marketing/Positioning Strategy: “Connect, learn, celebrate” with a local community-first approach.
· [bookmark: fnref15][bookmark: fnref16][bookmark: fnref3_6]Channels of Influence: In-person events, LinkedIn, Instagram, partnerships with Toronto media.[15][16][3]
[bookmark: competitor_2_american_marketing_a_1e4cda]Competitor 2: American Marketing Association (AMA Toronto Chapter)
· Type: Indirect (cross-border, local chapter)
· Product/Service Offerings: Membership, training, webinars, US-centric credentials, Ontario events.
· Target Audience: Canadian marketers with US focus or cross-border practices; emerging professionals.
· Key Differentiators: Shared US/Canadian resources, internationally recognized content.
· Marketing/Positioning Strategy: “Connecting marketers on both sides of the border,” emphasizing global best practices.
· [bookmark: fnref15_1]Channels of Influence: Webinars, LinkedIn, podcasts, content hub, partner events.[15]
[bookmark: competitor_3_institute_of_communi_594e5e]Competitor 3: Institute of Communication Agencies (ICA)
· Type: Indirect
· Product/Service Offerings: Advocacy for agencies, awards, guidelines, diversity-focused forums.
· Target Audience: Canadian ad agencies, holding companies, creative shops.
· Key Differentiators: Policy/agency advocacy, Cannes/National awards, DEI leadership.
· Marketing/Positioning Strategy: “Championing the value of agencies,” with a focus on industry culture and thought leadership.
· [bookmark: fnref15_2]Channels of Influence: LinkedIn, YouTube, conferences, industry press.[15]
Tools Used for Identification:
· Growjo, ZoomInfo, direct competitor mentions; Keyword/SEO tools for digital rankings and visibility (SEMrush); Social listening via Revuze and branded audience analysis.

Confidence for competitor referencing: High (industry membership lists, public event rosters, consistent local/national branding).
Recommended next steps:
· Commission SEMrush competitor keyword gap and traffic analysis, plus social listening for brand sentiment comparisons.
· [bookmark: fnref14_1][bookmark: fnref11_1][bookmark: fnref10_1][bookmark: fnref7_1][bookmark: fnref9_3]Validate member testimonials and campaign statistics through periodic member follow-up surveys and digital analytics.[14][11][10][7][9]
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