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HOW CAN WE ENGAGE AND 
DEVELOP EVERY YOUNG 
PERSON IN THE WORLD?



Anyone can experience 
AIESEC, be it physically, 

virtually, directly or 
indirectly. We actively 

break our geographical 
and social barriers to 
make it possible for 

every young person in 
the world to live an 
AIESEC experience.



Doing the same things is not 
enough to one day engage 
and develop every young 

person in the world. Being 
disruptive means for us to 

challenge the way we think 
and act as an organization. 
We find innovative ways to 
grow faster and be better. 
Every AIESECer seeks for 

solutions and acts upon them 
every day. We are an AIESEC 
that is able to grow from 5 to 

500 within a few weeks.



Being aware of global and 
local issues, we act quickly 

to respond to them by 
offering powerful 

leadership experiences. We 
collaborate with 

like-minded organizations 
that, like us, strive for a 

better world. Through this, 
we take part in global and 

local decision making 
processes.



5 Million

Youth Voice

500+ 

 Scoreboard
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HOW CAN WE BE IN 
98 UNIVERSITIES? 
HOW CAN WE 
PARTNER WITH KEY 
STAKEHOLDERS? 

HOW CAN WE GROW 
BY 500+ ABS 
GROWTH?

THE HOW is 
pre,y simple.



It’s Who that’s Important.



#Sources



“If you put enough smart people 
together in one space, good things 

happen.” 
- Erik Hersman 



So the quesTon of achieve 2020 is now 
about “How” but about “Who”.



So “Who” is on our bus?



3,000



1,000



How can we 
engage & develop 
every single young 
person in Canada…

If we can’t even 
engage & develop 
every single young 
person in AIESEC 

Canada?



What would 
happen… 

 if we engaged & 
developed every 

single young 
person in AIESEC 

Canada?



3,000 members

3,000 Experiences





HOW DO WE DEFINE CANADIAN GREATNESS?

DemonstraTng Integrity

Striving for Excellence

AcTng Sustainably

Enjoying ParTcipaTon

AcTvaTng Leadership

Living Diversity









200ICX



160OGT



190OGE



OGV1250



TOTAL RE

1800



ARE YOU 
READYTO SEE 

THE 
PLAN? 



1718 Business Plan

1.1 Reliable Enablement 
Capabilities

2.1 Embedding Digital 
Marketing into 

operations
3.1 60th Anniversary 

Celebration

2.2 Improve ELD 
Products

1.3 LDA embedded into 
TM

1.2 AIESEC Hub 
Implementation

2.3 Implementation of 
Customer Flow

1.4 Finance Standards 
Implementation

#1 Organizational 
Sustainability

#2 Leadership 
Development

#3 Stakeholder 
Engagement

Long term 
investments

Roadmap non-
negotiable

3.2 General Partner Attraction 
and Conversion

2.4 Digitalize Value 
Delivery

Innovation



Long-term 
Investments



1.1 Reliable Enablement Capabilities

Context
As AIESEC Canada’s dependence on IT Systems 

continues to increase, it is necessary that we 
upgrade and optimize our systems

Ambition
Systems are secure, stable and have the 

capacity to scale alongside our operations. Clear 
direction of IT needs established for daily 

operations.

Success 
Criteria

- 100% of identified projects completed and 
delivered in accordance to time, quality and 
cost standards 

- Provide a recommendation for the role of IT in 
daily MC operations. IBBY



Context
Only 6% of our outgoing exchange realizations 

come from social media. There’s a unique 
opportunity to expand our reach and online 

brand identity.

Ambition
Optimize online pull-marketing for student sales. 
Institutionalize digital marketing. Build a library of 
showcasing content to be used for future years.

Success 
Criteria

- Growth in online reach  
- Growth in EP’s from FB 
- 50% IXP contribute to library 
- 120 minutes of raw footage MADISON

2.1 Embedding Digital Marketing into operations



Context
The 60th Anniversary celebration provides an 

opportunity to amplify our external visibility whilst 
engaging key stakeholders.

Ambition

Develop and implement comprehensive 
engagement strategy leading up to and following 
60th Anniversary event. Alumni considered a key 

source of traineeships and fundraising. 
Strengthen relationship with IEC.

Success 
Criteria

- 15% of iGT Raises through Alumni 
- 100% completion of IEC Project.

KATIE & IBBY

3.1 60th Anniversary Celebration



FOUNDATIONAL 
ROADMAP 
PROJECTS



Context
We currently don’t have a way to downscale our 
membership through a centralized information 
system. We need a way to encourage peer to 

peer learning.

Ambition Every single member of AIESEC Canada is on-
boardarded through cornerstone

Success 
Criteria

# of members on EXPA 
# of members onboard with Cornerstone

ALVAR

1.2 AIESEC Hub Implementation



Context
We currently don’t measure how AIESEC 

develops leadership in young people. In order to 
become more relevant we need to track the 

development of our customers. 

Ambition
Ensuring that Leadership Development Assessment 
is used by each AIESEC member. Implementing the 

tool usage and its follow up inside talent 
management processes.  

Success 
Criteria # of LDA Assessments Completed

ALVAR

1.3 LDA Embedded into TM



Context
 In accordance to Finance standards entities 
must be given support and knowledge to achieve 
the standards of Legality, Accounting, Reporting, 
Budgeting, Auditing and Sustainability. 

Ambition
Develop and ensure the delivery of finance and 
legal education that enables the accomplishment 
of 100% Financial Standards across all the 
entities. 

Success 
Criteria

-Accomplish 100% Financial Standards across all 
the entities.  
- A strong framework for finance and legal 
education will be driven to ensure these

Katie

1.4 Finance Standards Implementation



Context
In order to grow disruptively we need to ensure 

that we have aggressive product growth 
strategies, and that we are fulfilling our new MoS, 

completed. 

Ambition

In compliance with the Global Compendium, 
improve products considering market fit, 

supply and demand management, process 
optimization, and MoS. Create a product 

development plan and growth strategy for 
each product.  

Success 
Criteria

# of Completed experiences 
# % growth in Products ALYSIA & IBBY

2.2 Improve ELD Products



Sales Enhancement
With only 37% of our applicants getting approved and a productivity 
rate of 2 EPs to 1 member for oGV, we noticed it was pivotal that our 

membership gains intense sales skills. This will provide our 
customers with proper expectations and member contribution

International 
Relations

With only 20% of our approves to entity partners and our processing 
time averaging at 16 days from applied to approve, it is important 

that we regain focus on our entity partners and focus programs. This 
will allow us to provide quicker approvals and stronger sales. 

Customer Sales 
Training & Delivery

With the change of realized to completed and the lack of standards 
being delivered in Canada, it is extremely important that we start 

adopting customer centric mindset.

Experience 
Management

With the change of realized to completed and the lack of standards 
being delivered in Canada, it is extremely important that we start 

adopting customer centric mindset.

Sales Training
Currently only 12% of our applicants get approved to an opportunity. 

In addition, we currently have each applicant applying to over 10 
opportunities. This shows that there is a lack of focus to products 

and entities. It is important that we align our EPs to the proper 
expectations.

International 
Relations

With the constant change in supply and a processing time of 25 
days, it is important that we focus on aligning our oGT to the current 

supply. This will speed up our processes.

Sales Evolution Exploring new ways to make doing ICX easier and draw companies 
to our product

Product 
Enhancement & 

Evolution

Refreshing training to ensure we're using the latest methods to seek 
and sell to our prospects;  Further refining our matching process to 

guarantees an easier process, and a shorter timeline                         
 Further refining our matching process to guarantee* an easier 

process, and a shorter time

Sustainable iGV Introducing iGV as a scalable incoming exchange product

oG
V

oG
E/

G
T

IC
X



Context
In 1617 we developed the Youth Customer flow. 
To ensure that we are accessible to all our 
stakeholders we need to develop a Partners 
Customer Flow

Ambition
Assess current progress of youth and partner 
customer flow implementation across network. 
Implement 100% customer flow implementation 

for customers and partners. 

Success 
Criteria

Completion & Testing of Partners Customer Flow

IBBY

2.3 Implementation of Customer Flow



INNOVATION 
ROADMAP 
PROJECTS



Context
In order to be more accessible to our partners we 
need to have a smooth customer experience on 
our partners opportunity portal.

Ambition
Asses current physical and virtual partner 
attraction and conversation strategies to POP 
and partner customer flow.

Success 
Criteria

Test partners opportunity portal and feedback 
necessary changes to AI

IBBY

3.2 General Partner Attraction and Conversion



Context
In order to be accessible to everyone, 
everywhere we need to ensure that we are able 
to complete an AIESEC experience through 
digital engagement.

Ambition To specify a virtual talent attraction & Value 
Delivery flow for youth customers.

Success 
Criteria

Testing OP Plug-in’s and feed backing analysis to 
AI MADISON

2.4 Digitalize Value Delivery



WTF IS ACTUALLY HAPPENING ON I AM SO LOST!



WE HAVE A HUGE GOAL. SO WE NEED 
GREAT PEOPLE.

GREAT PEOPLE WHO OWN 
THE VISION & TAKE 

RESPONSIBILITY.
OUR ROLE AS 

LEADERS IS TO RALLY.

1 2 3

5

WHO EXEMPLIFY OUR 
VALUES.

4

OUR ROADMAP IS 
THE KEY.

6

TL;DR


