
 
 
PMI Santa Cruz, Bolivia Chapter Increases Member Value Using Customer Centricity  

 

Since 2017, the PMI Santa Cruz, Bolivia Chapter and its La Paz and Chochabamba communities 

have been developing several actions in order to meet the needs of their first-year membership.    

First, the chapter collected information via focus groups, interviews and phone calls. The 

chapter also held networking events where they surveyed attendees in order to understand how 

their members perceived the value of chapter membership and their intention to renew. 

These graphics represent the survey results of 109 respondents.  

 

  

Figure 1: Membership benefit value perception. 

 

 

 Figure 3: Membership renewal intention.

 

 

Figure 2: Qualification by service offered. 
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Utilizing the data, the chapter and its communities created an actionable plan: 

 Design and execute a marketing plan to embrace communications. 

 Organize member dinners to get to know new members better, away from an academic 

setting. 

 Start a mentoring program with first-year members. 

At the heart of all these actions was a focus on customer centricity.  

In November 2018, the chapter decided to organize a special reunion called the first-year 

members’ dinner. The first-year members were given the chance to share experiences with 

professionals and PMI Board members as a prelude to the PMI Tour Conosur International 

Congress. The Cochabamba and La Paz communities repeated the dinner a few weeks later 

with similar results. Besides sharing with their peers, the attendees completed a new survey, 

presenting the following results. 

 

Figure 4: Membership benefit value perception –4th 

quarter 2018. 

 

 

Figure 6: Membership renewal intention – 4th 

quarter 2018.

 

Figure 5: Qualification by service offered – 4th 

quarter 2018. 
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The results showed that developing strategies focusing on customer centricity has had a 

significant improvement on first-year members’ perceptions of the chapter’s value, resulting in a 

103% increase in membership from January 2018 to January 2019, and improving retention 

from 46% to 60% in the same period. 

 

 

 

 

 


