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PMI’s Envisioned Goal

“ Worldwide, organizations will embrace, 

value and utilize project management 

and attributes their success to it.”
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PMI’s Strategy

Two Strategic Objectives for 

Project Management.

 Superior Practice

 Global Acceptance
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 20 Million Practitioners Worldwide

375,000 Credential Holders

305,000 PMI Members

PMI – The Path Forward
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Transformation of PMI’s Practitioner Stakeholder Mix
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95% Membership

93% PMPs

.75% Membership

.5% PMPs

4% Membership
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3.5% PMPs

1999 Regional Distribution of PMI Membership 
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68% Membership

55% PMPs

5% Membership

4% PMPs

13% Membership

10% PMPs

Over 28% increase 
in PMPs

14% Membership

31% PMPs

2009 Regional Distribution of PMI Membership 

and PMP Certification
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 Approaching 400,000 and continuing to grow

 Predominant users of Professional and career development

 Approximately 60% are also PMI Members

Certified Practitioners

PMI – The Path Forward
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 Professional Advancement

 Mandatory/Required for Employment

 Enhanced Marketability in Job Market

Top 3 Reasons for Obtaining

And Retaining a PMI Credential

VALUE

PMI – The Path Forward



Reasons to Join Reasons to Renew

 Knowledge

 Recognition

 Networking

 Career Progression
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 Recognition

 Knowledge

 Certification 

(Discount)

Members’ Reasons

VALUE
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Create Value in Credentials and 

Membership

Transactional Experiential
Transform the 

relationship

PMI – The Path Forward
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Awareness of Member Products

 Almost everyone knows about the PMBOK® Guide

 Most members know about Chapters and PM 

Networks

 Less than half of our members are aware of our 

other membership offerings

PMI – The Path Forward
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Building Value and Brand

 Communities of Practice (CoP)

 Continuing Certification Requirements System 

 Improved Reporting

 PMI Learn

 Career & Professional Resources

 Chapter Retention Outreach

 My PMI

 Marketing Portal

PMI – The Path Forward
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PMI Marketing Role

 Build and strengthen PMI’s brand

 Elevate the profession

 Position PMs favorably in organizations

 Position PMI as global authority

 Promote PMI’s products, services and knowledge

 Develop segment-specific campaigns and materials

 Delivery tools to component marketing representatives

PMI – The Path Forward
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PMI Marketing Activity

 Organizations: “12 Trillion” Campaign

 http://pmi12.org/

 Practitioners: “Start/Build/Advance” Campaign

 Suppliers: Academic “You Should be Teaching PM” 

Campaign

 Marketing Portal

 Social Media Marketing

PMI – The Path Forward

http://pmi12.org/
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http://www.pmi12.org/

PMI – The Path Forward
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STARTING
 0-4 years working in 

PM (27% of PMI 

Members)

 Less likely to say that 

PM in their primary 

profession or have 

PMP

 Interest in career 

paths and 

advancement options 

and basic information 

for beginning project 

manager

 Not as aware of PMI 

products & services
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BUILDING
 5-19 years working in 

PM (63% of PMI 

Members)

 Long time PMI core 

audience and more 

likely to be PMP

 Member and 

credential renewal 

target

ADVANCING
 20+ years working in 

PM (10% of PMI 

Members)

 Positioned to direct 

company workforce, 

talent and their own 

career through PMI

 Utilize PMI 

membership & 

credentials to build 

high performing 

project teams

 Positioned as 

potential “PM 

champions” in their 

organizations 

PMI – The Path Forward
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https://pathpro.pmi.org/Default.aspx
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https://pathpro.pmi.org/Default.aspx
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PMI – The Path Forward

Good things happen when you 

get/stay involved with PMI

 Connect global and local marketing efforts – PMI 

Global and components

 Enhance perception and knowledge of PMI offerings

 Increase awareness of PMI among practitioners who 

are not yet fully engaged



21

PMI – The Path Forward

Chapter Leadership

 #1 Common characteristics of successful Chapters

Volunteerism

 #2 Chapter size doesn’t reflect success

 #3 Stable leadership comes from involved volunteers   
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