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UCR “Vision for the Future” Committee 
Final Report 
 

Summary 
This committee carried out a UCR review with unlimited scope. The totality of the club’s purpose, 
organization and key strategic areas was included and a consistent approach was taken in examining 
each area. An assessment was made of the current situation, what may happen without intervention 
and what the committee felt should happen. This constituted a vision of the evolutionary steps that 
should be taken to assure a sustainable and successful future for UCR. In addition to “Finance”, not 
covered in this report, the key areas were identified as: 
 

• Communications 
• Driver Education 
• Membership Services    
• External Relations 
• Community Relations 
• Volunteers 
• Social Events 

 
These are the committee’s main recommendations on how to turn this vision into goals and actions: 
 
1. Social Events 
Although they may appear under different guises, nine of UCR’s main activities were defined as Social 
Events. The aspect common to all of them was their dependence on the commitment of capable 
volunteers. Every Event Chair should ensure that role descriptions and processes are documented and 
that a clear succession plan is in place. The need to reinvent the wheel should be avoided through the 
coaching and sharing of processes with the Co-Chairs being groomed as successors.  
 
2. Community Relations 
Develop a strategy to build beyond the current ad hoc reactive approach. The strategy should be based 
on the leveraging of UCR’s special assets, i.e. Porsche cars, access to tracks, members keen to give 
their time to worthy causes. The strategy would involve giving back to the community in unique ways 
that would involve time, energy and contact, but not donations from club funds. A volunteer should be 
found to take the lead on developing a strategy and an annual plan. 
 
3. Communications 
Following the Communications Team organizational changes made in 2012, it should continue to 
sharpen focus on the respective roles of the web site, Provinz email and social media. Recognize the 
role of UCR events in communicating with members and exploit such opportunities to interact and to 
gather on-site and post-event feedback. There is scope to become a little more outward-looking in 
terms of scheduling articles for external consumption, particularly among those organizations that 
interface with UCR. The benefits would be in making those organizations feel good about their 
association with UCR, raising awareness among non-members and in generating pride among existing 
members. 
 
4. Member Services 
Recognise that at a total Primary and Affiliated membership of nearly 3400, there are many different 
tastes and interests to be satisfied. Encourage a customer-orientation mindset and work at listening 
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and understanding members’ feedback. Develop new ways to raise awareness of UCR events and 
activities to encourage participation and strengthen the club’s bond with members. Encourage feedback 
gathering, analysis and change, but avoid over-zealousness and the agitation of members who are 
content to participate only through reading PCA and UCR’s monthly publications. 
 
Address capacity issues at over-subscribed events. Recognise the geographic spread of UCR 
members and support initiatives to hold events in areas outside the GTA defined as Western, Northern 
and Eastern Sectors of UCR’s territory. 
 
5. Driver Education 
DE is vital component of the club’s activity in terms of member participation and net income, It may face 
new challenges as Mosport’s new management develops its strategy, so it will be important to build 
good relations and attempt to influence management decisions that could affect UCR’s DE program. 
Awareness of any proposed changes will position the club to develop new ideas for ways to exploit 
opportunities that may arise. The gathering of feedback from DE participants and some                    
non-participants would help in this process. 
 
The number of instructors is the main constraining factor on DE capacity, so recognition, rotation, to 
avoid burn-out, and strong succession planning are vital to meet the demands of this growing club. 
 
It is recommended that the Track Team, perhaps with external (UCR) support, develop a plan for 
coping with capacity issues, cost changes and contingencies for any major changes in access to 
Mosport. The team is encouraged to be proactive in defining its goals and needs and articulating them 
to the board. 
 
6. Volunteers 
The success of UCR is entirely dependent on the quality and commitment of it volunteers. New ways 
are recommended to increase the pool and develop succession planning. Changes are recommended 
in UCR governance to better reflect what needs to be managed. The nomination and election 
processes should reflect the importance of getting the right balance between continuity, stability and 
new blood. 
 
7. External Relations 
A volunteer team is needed to work on the enhancement of relationships with advertisers and 
sponsors. Relations with Porsche Cars Canada and its dealers should be further developed to the point 
where annual joint plans are agreed. The initiatives taken to attract new members should be drawn up 
into an annual plan and UCR’s initial forays into collaboration with other car clubs should be pursued, 
particularly as a means to co-host events that may not be viable for one club on its own.  
Vision for the Future Committee, June 2013 
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UCR “Vision for the Future” Committee 
Final Report 
June, 2013 
 
Committee Members: 
Mario Marrello 
Brent Muir 
Arthur Quinlan 
Andy Wright 
Mike Bryan (Chair) 
 
Project Plan 

1. Agree the committee’s purpose and the scope of the project 
2. Map out a process to follow 
3. Identify UCR’s key areas of activity and prioritize them for discussion 
4. Discuss and make recommendations on the way forward for each key area of activity 

 
Purpose of Vision for the Future Committee 
The committee defined its mandate as the development of a vision for the future of UCR. This would 
encompass all key aspects of the club’s organization and activities. The benefits of doing this now, 
while the club is strong, would be to: 
 

• Resolve or at least create processes for resolving issues that need to be addressed 
• Help anticipate change 
• Ensure the long term future of UCR 
• Make best use of resources 
• Enhance clarity, direction and common purpose throughout UCR management 

 
Process 

• Discuss PCA Mission and consider UCR’s role in meeting members’ needs. 
• Identify key areas for inclusion in the committee’s “vision” considerations.  
• Prioritize key areas and develop a vision for the future of each. 
• Make an interim report to the board to seek endorsement for the chosen methodology and to 

take feedback on the recommendations to date. Complete project and produce final report by 
June. 

 
PCA Mission and UCR’s Role in Meeting Members’ Needs 

PCA’s Mission is defined as follows: 

“The Porsche has no equal, and since 1955, the Porsche Club of America has catered to the particular 
needs and interests of the Porsche owner. Our main mission is to heighten the Porsche owning and 
driving experience, which we accomplish by meeting a number of objectives: 

• To promote the highest standards of courtesy and safety on the roads. 
• To enjoy and share goodwill and fellowship engendered by owning a Porsche. 
• To maintain the highest standards of operation and performance of the marque. 
• To establish mutually beneficial relationships with the Porsche factory, dealers and other service 

sources. 
• To exchange ideas with other Porsche Clubs throughout the world. 
• To establish mutually cooperative relationships with other sports car clubs.” 
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In order to fulfil the Mission, we need to create a vision that encompasses all the key areas that matter 
to PCA and to the successful operation of UCR. The committee defined the key areas as follows: 
 

• Communications 
• Driver Education 
• Membership Services / Needs / Demographics / Capacity 
• External Relations 
• Community Relations 
• Volunteers 
• Social Events 

 
It was agreed to use a consistent and simple process to examine each of these key areas and establish 
a vision for the future: 
 

1. Where are we now? 
2. How did we get there? 
3. Where are we going?  
4. Where should we be going? 
5. How will we get there? 

 
It was agreed that for some key areas the VFF committee would develop answers to all the questions, 
resulting in recommendations to the board. For other key areas the committee may invite experts to 
contribute, carry out research among members or propose new committees. 
 
Key areas for discussion were prioritized in the hope that a logical flow may develop from one area to 
the next. Indeed this turned out to be the case.  
 
1. Social Events 
 
While some of the following events may have other apparent purposes, the reasons for attending are 
believed to be mainly social. i.e. to be with other people…and their cars. On that basis, the following 
events are deemed “social”: 
 

1. Monthly Socials 
2. Autocross 
3. Fun Runs 
4. Rallies and Targa 
5. Concours 
6. Multi-Event Weekends 
7. Annual Banquet 
8. Tech Sessions 
9. Open House 

 
Purpose of Social Events 

• To meet new people / like-minded people 
• To pick up information about their cars, other Porsches and all things Porsche 
• Get to know UCR management / opportunity to voice opinion 
• Promote other UCR events 
• Education 
• Have fun 
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1.1. Monthly Socials (Social Events) 
Where are we now? 
These events run on the 2nd Tuesday of every month and are attended by 30 -100+ members. 
Location – too varied / not varied enough / inconvenient locations for many. 
No clear strategy or plan for the year, creating an unsettled feeling. Mixed success. Locations exclude 
members who might attend if they were more convenient. Limited options because of our inability / 
unwillingness to guarantee catering numbers in advance. 
 
How did we get there? 
Port Credit Yacht Club had been a popular regular location, but fatigue set in, we parted company and 
have been wandering ever since. Different opinions on options such as a primary location plus dealers, 
or a different location for every meeting, have made it difficult to establish a clear annual plan and 
format. 
 
Where are we going? 
Lack of clarity and direction will continue to unsettle some members, the planning and organization will 
be no fun for those trying to make it work, and the mixed, sometimes unpredictable success will 
continue. Since monthly socials are a gateway, particularly for new members, to other UCR activities, 
the presentation of Monthly Socials needs to be professional and well-organised. 
 
Where should we be going? 
Establish greater predictability for members by planning further ahead. 
Find ways to make Monthly Socials accessible to more members. 
Establish criteria for speakers and topics, e.g. they should inform and entertain. Topics should be 
Porsche or at least auto-related. 
Establish a pool of speakers and a 12 month schedule in advance. 
Decide on a suitable balance of location types, e.g. restaurant, dealer, vendor, and establish a pattern. 
Ensure that Monthly Socials Event Chair role description corresponds with the new direction and that it 
includes a planning process and check list for the organization and running of Monthly Socials, e.g. 
greeter, catering, raffle, speaker needs, etc. 
 
How will we get there? 
Identify a volunteer with the necessary planning and organizational skills to be Event Chair. Provide 
guidance on what is required, as per direction above and ask the EC to provide a 12 month plan for 
board approval. 
 
Resolve the location issue by duplicating monthly socials in a central, west and east location, e.g.  
 
2nd Tuesday Central  Mimico Cruising Club? Consider Hansa House on Hwy 10 
3rd Tuesday Western London? 
4th Tuesday Eastern Oshawa? 
 
This would require three volunteers to manage the monthly socials in each area, one of whom could be 
the co-ordinator, for example, of speakers who might be willing to present at more than one location. 
 
With reference to this recommendation to try running socials for those in central, west and eastern 
sectors of UCR, Ken Jensen was asked to provide maps of each, showing our membership distribution. 
These would be useful in planning the locations for each sector social and in guiding expectations on 
attendance. (See Appendix 2). Ken had also provided a statistical analysis of UCR members’ vehicle 
model and age, plus average length of membership aligned to the vehicle age groups. (See Appendix 3). 
This would be of use in considering the likely potential audience for particular club activities and the 
needs of particular sub-groups, e.g. sedan and SUV owners. 
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With regard to feedback surveys in general, it was appreciated how useful these can be, but it was 
suggested that these should be employed judiciously to avoid survey fatigue. For example, instead of 
surveying Monthly Social attendees after every event, it might be sufficient to carry out surveys with 
those who attended over a certain period, and perhaps just once, with a different set of questions for 
those who never attended. It is recommended that a committee be established to consider and propose 
the survey contents and frequency of surveys for each main UCR activity. 
 
1.2. Autocross (Social Events) 
Where are we now? 
A successful series of four low cost events run from spring to fall. Well attended and increasingly 
popular. Getting close to maximum capacity of 25 under current set-up. In fact, at one event in 2012 
maximum capacity was reached and some members who had not pre-registered had to be turned 
away. 
 
How did we get there? 
Dedication of one volunteer who set out to, and succeeded, in making this a fun event and who takes 
every opportunity to promote it. 
 
Where are we going? 
Dependent on one volunteer. May need to consider adding capacity due to demand – how to 
accommodate more members at each event, or more events and more locations? 
 
Where should we be going? 
Ensure that there is a succession plan and more volunteers being groomed. Consider options to 
expand capacity. This may require at least one more location and more volunteers. 
 
How will we get there? 
Event Chair to make proposal to board on succession plan and the merits of expansion vs limitation to 
current capacity. 
 
1.3. Fun Runs (Social Events) 
Where are we now? 
A successful series of 12 low cost driving events run from spring to fall, although a winter Cayenne Fun 
Run is currently being tested. Growing demand has led to the running of more than one Fun Run on the 
same weekend in different areas. 
 
How did we get there? 
Dedication of one volunteer who set out to, and succeeded, in finding other volunteers to plan and host 
Fun Runs. There is a clear specification for Fun Runs, but the latitude in the type of meeting / meal 
venues makes each one different and unique. 
 
Where are we going? 
Dependent on one volunteer. May need to consider adding capacity due to demand – how to 
accommodate more members at each event, or more events? 
 
Where should we be going? 
Ensure that there is a succession plan and more volunteers being groomed. Consider options to 
expand capacity.  
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How will we get there? 
Event Chair to make proposal to board on succession plan and the merits of expansion vs limitation to 
current capacity. 
 
1.4. Rallies and Targa (Social Events) 
Where are we now? 
Two rallies per year and one Targa. Rallies well organised, but not always well attended. Two annual 
Targas have been run and were well organised, with high attendance levels. The Targa full weekend 
structure makes this very much a social event. 
 
How did we get there? 
Through a volunteer with rally planning skills. For Targa, additional volunteers have planned and 
promoted the event and its social / fun aspect. Collected participant feedback to influence planning of 
subsequent Targas. 
 
Where are we going? 
Moderately successful rallies that may not justify the high time commitment of the rally master. 
Successful Targa model established and may continue as long as key volunteers willing to commit time 
and energy. Targa may become oversubscribed, but no need seen to expand capacity.  
 
Where should we be going? 
Promote rallies as an interesting alternative to fun runs – for some a progression to something more 
challenging. Apply the promotional and communication skills that have helped in the success of Targa, 
to the planning and organization of rallies. 
 
How will we get there? 
Find a volunteer who can build a small team to support the Rally Master. The profile of the volunteer 
should include promotional and listening skills. Find volunteer helpers as the basis for succession 
planning. 
 
1.5. Concours (Social Events) 
Where are we now? 
A popular single annual event that is run as a peer-judged “Show and Shine”. There has been a 
different location for each of the last three years. There may be some confusion on whether it is a Show 
and Shine or true Concours event. 
 
How did we get there? 
A longstanding fixture maintained by a leader who has managed to find support from a small group of 
volunteers. 
 
Where are we going? 
After last year’s Concours at Appleby College, Oakville, there was consensus that this was a preferred 
location. However, an opportunity has arisen to hold this year’s event at Mosport as part of Legends of 
the Autobahn, a German vehicle Concours taking place during a VARAC event. At the time of 
amending this final report, the co-hosted Legends of the Autobahn has been a success worth building 
on and a date has been set for UCR’s annual Concours at a new location. 
 
Where should we be going? 
As a non-strategic single annual event, it can be left to the Event Chair and his team to make 
recommendations on the style and location of the Concours. Nevertheless, the name should reflect the 
true nature of the event. The key issue is to have a process, an Event Chair and volunteer team in 
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place. This would include a succession plan. Need to gather more feedback from Concours participants 
and members on the preferred type of Concours. 
 
How will we get there? 
Event Chair and team research and discuss options, gathering member feedback before and after the 
next event. Ensure that a succession plan is in place. 
 
1.6. Multi-Event Weekends (Social Events) 
Where are we now? 
A single event held in some years and not in others. Has been dependent on volunteer drive and 
commitment. Interest appears to be limited, perhaps because of cost and rather uninspiring event 
name. Enjoyed by participants, but few repeats. Challenging to organise because of the multi-event 
nature of it. 
 
How did we get there? 
A creative idea executed by committed volunteers. 
 
Where are we going? 
Although not quite the same, the social aspect of Targa may be filling the gap when there is no Multi-
Event Weekend in the calendar. MEW is going nowhere without a new vision and energetic volunteer to 
lead. 
 
Where should we be going? 
No need seen to perpetuate MEWs unless a volunteer can propose a model that is financially viable 
and marketable. Since MEWs represent significant cost to the average member, there is little point in 
competing for member dollars if a Targa Fun Rally essentially fulfills the same need. 
 
How will we get there? 
Seek member views on the MEW principle and whether there is sufficient interest to make it worthwhile 
to establish a volunteer team. 
 
1.7. Annual Banquet (Social Events) 
Where are we now? 
A traditional fixture based around the desire to recognize volunteers after the end of the main driving 
season. Purpose blended so that it may be considered by some as a Christmas party. A history of 
mixed success in filling a room and finding a formula that works best. Usually known as the “Awards 
Banquet”, this name may be off-putting for those who aren’t interested or not receiving awards.  
 
How did we get there? 
Uncertainty around main purpose and lack of a formula that works consistently well. 
 
Where are we going? 
Little profiting from acquired knowledge. Each event appears to be a new learning experience. Mixed 
success likely to continue under current ad hoc planning process. 
 
Where should we be going? 
Although this should remain an event at which awards are presented, the name should be more 
inclusive and appealing. Participant feedback is not conclusive on the style of event, but has provided 
basic guidance for future planning. Need an Event Chair with experience of organizing and running this 
kind of event and a team of volunteers in support.   
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How will we get there? 
Find an Event Chair with the necessary skills and knowledge to plan and run this event. Gather 
feedback from all members on what kind of end-of-year party they would prefer. e.g. cost, level of 
formality, speaker, music etc.  Use the feedback to develop a formula that can be replicated each year. 
Andy Wright to develop feedback questionnaire. 
 
It was subsequently agreed that the Annual Banquet feedback questionnaire developed by Andy would 
be better used as a survey to help in the planning of this year’s event. (See Appendix 1). Therefore, it is 
proposed that the Event Chair for this year’s Annual Banquet carry out this survey and use the results 
to influence key elements of this year’s plan. Mike would help in preparation of the survey for on-line  
MoboSurvey use. 
 
1.8. Tech Sessions (Social Events) 
Where are we now? 
Informal meetings to talk about cars and technical issues are known to take place at a local level. 
These are not planned or organised by UCR and fall outside the club’s jurisdiction. Tech sessions at 
Porsche-relevant vendors are also organised from time to time through the club. 
 
How did we get there? 
Opportunistic planning. No clear strategy. 
 
Where are we going? 
Status quo. 
 
Where should we be going? 
There is a need to satisfy those members who focus on their cars more than the more purely social 
events provided by UCR. Nevertheless, tech sessions are social events and there is scope to improve 
how the club caters for these members. UCR should encourage and help promote local, informal 
gatherings. It should also develop a tech event program based around both dealer and independent 
Porsche Tech Centres. This could be a value-added benefit for Tech Centre advertisers in Provinz. 
 
How will we get there? 
Ask the organisers of informal gatherings if they would like to have their events promoted on the UCR 
web site.  
 
Ask organisers to write articles about their gatherings in order to encourage others to start local groups. 
 
Find a volunteer to develop an annual Tech Centre program in which members can attend short 
sessions on specific or varied topics. Establish a simple plan and format blueprint to make it easy for 
hosts. 
 
1.9. Open House (Social Events) 
Where are we now? 
An annual spring event to promote UCR activities, mainly to members, but also to attract non-members. 
Former “Shift into Spring” name was catchy, but didn’t convey the purpose in the way that “Open 
House” does. Difficult to find ideal, neutral location after abandoning the dealer site at Pfaff. Current 
format requires inside space for UCR Event Chair and sponsor booths, as well as outside space for 
Show and Shine / Swap Meet. 
 
How did we get there? 
Decided to run this event on neutral ground and haven’t been able to find a suitable permanent location 
since then.  
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Where are we going?  
Continuing with the annual challenge of finding a suitable location, although Markham Fairground may 
turn out to be an acceptable option.  
 
Where should we be going? 
Ensure clarity on space needs. Decide if outside Show and Shine and / or Swap Meet space is 
essential. Consider benefits of stand-alone event location or one where visitors can enjoy other 
aspects, e.g. air or car museum. Take into account physical location, too, i.e. proximity to greatest 
concentration of members. Consider merits of same location each year or holding Open House in 
different areas. 
 
How will we get there? 
Event Chair to consider primary purpose of Open House. Consider if Show and Shine is necessary and 
if there are other options for the outdoor Swap Meet, e.g. May Monthly Social. 
Find suitable location(s). 
Ensure that a planning and organizational process is in place.   
 
1.10. Other Social Events 
There is an annual UCR Ski Day organized by a volunteer because he is willing to do it. There could be 
other such annual sport related events, such as a Golf Day, organised gathering at baseball, football or 
hockey games. Since these are relatively low attendance events and not directly related to Porsche 
vehicles or driving, they should be considered non-strategic and not key components of a Vision for the 
Future. Nevertheless, if willing volunteers step forward with ideas for this type of social gathering and 
can provide evidence of their ability to execute to expected UCR standards, then the board should give 
approval and support such events. 
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2. Community Relations 
 
What does this include? 

- Charitable donations / Charitable Foundation 
- Fundraising for a charity 
- Supporting a charity with a UCR presence 
- Leveraging unique aspects of our club to benefit others 

 
Where are we now? 
No community activity policy, but UCR has previously and currently been involved in ad hoc charitable 
activities. Since the club is running a sizeable surplus, such activities are funded from it. 
 
How did we get there? 
The current tactical approach reflects a willingness by the UCR board to react positively to suggestions 
or requests for charitable support, but there is also a recognition that a policy and annual plan would 
enable us to be proactive and plan this activity strategically. 
 
Where are we going?  
After a successful event hosting and driving disabled young people at Mosport in 2012, there is a plan 
to repeat it this year. UCR also plans to support the charitable event, Yorkville Exotic Car Show (YES), 
with a display of Porsches and a UCR booth. Other community activities may be proposed and will be 
supported or not, on a case by case basis. There appears to be an interest within UCR in giving back to 
the community, but the lack of a strategic approach hinders the ability of the board to be proactive. 
 
Where should we be going? 
The external perception of the Porsche Club is sometimes characterized as “wealthy people having fun 
in their fancy cars”. To mitigate this perception, but more importantly, to satisfy the genuine wish among 
members to give back to the community, it is suggested that UCR recognise “Community Relations” 
as a key activity area that needs to be planned and resourced. Consideration was given to the different 
ways in which UCR might give back to the community: 
 

(a) Charitable Donations, i.e. giving members’ cash to an organization the board deems to be a 
worthy cause. Such donations would create potential for members to disagree with the choice of 
charity or to argue that the board has no right to be using member’s funds for the benefit of  
non-members. Whether or not the latter point is entirely accurate, it would be best to avoid  
potential disputes and negative impact among members, particularly since there are less 
contentious alternatives. Therefore, charitable donations are not recommended as a UCR 
activity. 

 
The idea of a Charitable Foundation was considered in the same way. It would require the 
establishment of a separate board, diverting volunteer effort and potentially becoming an 
administrative burden. The setting up of a UCR Charitable Foundation could be even more 
contentious than charitable donations, because members could justifiably object to their funds 
being used for this purpose or for particular charities that they do not wish to support. It was 
concluded that it is not the business of UCR to be running a Charitable Foundation, nor to be 
collecting money for charity. 
 
While it is proposed that the club should not engage in “collecting money for charity” or the use 
of UCR funds for donating to charity, a distinction needs to made between this and the current 
practice of making a donation to the Toronto Star Fund as a “thank you” for allowing free use of 
the Toronto Star Facility for Autocross events. These contributions are event specific and are 
the “right thing to do” in a situation where the club is benefitting from the goodwill of others in 
providing their facilities for our use. 
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Also, in the past the club has donated any surplus from the Concours to the Red Cross. 
Concours revenue comes from sponsors and registration fees, from which space rental and 
other expenses are paid. Therefore, this does not fit into the same category as the Toronto Star 
Fund and would not be continued under this proposal. 

 
(b) UCR Charitable Events – These may be defined as events organised by UCR in order to 

enhance the lives of others through the leverage of our club’s particular assets, e.g. exciting 
sports cars, access to race track, volunteers who enjoy helping others. This would include the 
special event run at Mosport at which the track team and other volunteers host a fun day for 
disabled people, giving them rides around the track in Porsches. Although there is a financial 
cost attached to this, it is more justifiable on the grounds that UCR members benefit from the 
event and have fun, while giving back to the community. 
 
Such events as this year’s “Porsche Driven 2 Smile”, could be developed to fit other UCR event 
formats, e.g. invite other underprivileged or disabled groups to participate in track rides plus 
lunch at regular DE weekends during the lunch break. 
 
The UCR Fun Run format should also be considered as another potential opportunity to 
leverage our club’s attributes to enhance the lives of others. 
 

Another form of UCR Charitable Event could be a program for teens on safe driving. An 
example to study would be the BMW Club’s Street Survival School. 
 

(c) Charitable Events run by others – Adhere to the same criteria as above, i.e. enhancing the 
lives of others by leveraging our club’s particular assets. It is proposed that UCR continue to 
support events such as the Yorkville Exotic Car Show, that is run to raise funds for charity. The 
contribution that the club is able to make is in the display of Porsches and the provision of 
volunteers as PR agents to greet the general public as well as potential new club members. 

 

How will we get there? 
It is recommended that the board approve the strategic approach outlined above and appoint a 
volunteer to develop it. A role description and volunteer profile would need to be produced before 
candidates for the role are considered. There will be further comment on the appropriate level of this 
role under the “Volunteers” strategic issue heading.  
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3. Communications 
 
Where are we now? 
The two Communications Committee strategic reviews that took place in 2012 were acknowledged. 
They resulted in a new organizational structure that brought all communication activities together under 
a Director of Communications. The purpose of UCR communications, the audiences, the content and 
how to deliver it, were all defined after a survey that provided feedback on member needs and 
preferences. 
 
The web site has been redesigned and continues to develop in a way that complements Provinz.  
 
Another outcome of the strategic reviews was a board mandate for Provinz to be managed to break 
even financially. This means that the cost must not exceed the combined $15 approx. per member PCA 
rebate received from annual membership dues, plus advertising revenue, plus any HST credits. In 
practice this means that if advertising revenue for any given issue of Provinz falls below the level 
necessary to create break-even, then printing and distribution costs must be cut by reducing the 
number of pages to arrive at a cost that matches revenue. 
 
How did we get there? 
The efforts of individuals with the drive, commitment and skills to create a high quality monthly 
magazine and web site have produced communication tools of significance, but with a high cost in 
terms of time and UCR funds. The board’s commissioning of 2012’s two Communications Committees 
recognised the importance of a strategic approach to communications and the need to establish a 
vision and direction for the future. 
 
Where are we going? 
The new Communications Team is working on the balance of content between Provinz and the web 
site. The goal is to make best use of the web site for reference information, registration for events and 
for time based issues; also, to use the relatively unlimited space to show more photos from UCR 
events. 
 
One of the Communications Committees reported on the direction of other PCA regional newsletters in 
terms of the balance between print and digital communication. It was seen to make sense for regions 
with smaller membership and a less well established printed newsletter to evolve more quickly to digital 
only. However, UCR is able to use its size to attract advertisers that can support a printed newsletter 
that has established itself as a reliable and solid membership service. Therefore, there is no current 
plan to transition from print to digital. Further refining of the content balance between print and digital 
should continue as member feedback is taken into account.  
 
Where should we be going? 
This committee supports the outcome of the previous strategic reviews and the work in progress to 
create clearer separation between printed and digital material. The web site is well suited for classified 
ads, track news and photos, upcoming events and breaking news about Porsche cars. As long as 
Provinz is able to pay its way as defined above, it should continue as a high quality member service 
with content refined to meet member needs and preferences. Discussions on communications should 
be focused more on content than on a transition away from print. Our advertisers, members and the 
world around us will let us know when it’s time, if ever, to transition away from print. With regard to 
social media, it was felt important for UCR to have a presence and to maintain an understanding of 
member interest levels. This will provide guidance on when and how they wish to engage through these 
means.   
 
 



15 
 

Additional proposals: 
UCR social events can serve as a means of communication, particularly in the direction of members to 
club officials. Social events provide an opportunity for board members, event chairs and organisers to 
engage members, ask questions and gather feedback. This can be done through online surveys after 
the event, but there is a risk of fatigue if too many surveys are run. A more natural way would be for 
club officials to recognize such opportunities, formulate the right questions and take the responsibility of 
engaging with participants. The feedback that they gather may be easily and instantly acted upon by 
those involved or reported back with recommendations to the board.  
 
Communicating with new members / new participants at events; there are two events that stand out as 
needing attention: 
 
1. Monthly Socials: There has been recognition of the need to welcome new members and this has 
been applied in different ways to a greater or lesser degree. However, there is room to create a more 
consistent and solid process to make new members welcome and wanting to attend again. The 
greeting process should ensure the recognition of new members and that should trigger a process in 
which designated board members should sit with them, learn about their interests and make relevant 
suggestions. The President could also recognise new members during his remarks and perhaps call 
them up to give them a UCR lapel badge, as well as their free drink. 
 
2. Driver Education: A member’s first time at the track can be a somewhat daunting and lonely 
experience among organisers who are quite rightly focused on process, safety, scheduling etc. The 
thrill of the track may not be enough to bring first timers back again if they have been worried about 
what to do, where to go, etc. and don’t like to keep asking questions. It is suggested that a way be 
found to flag first and perhaps second and third timers at DE events, and that on arrival they are 
allocated to a “buddy” who will guide them and touch base with them throughout the day. This point will 
be covered again under “Driver Education” later in this Vision for the Future study. 
 
External Communications – The main purpose of this is to raise awareness of our club among 
potential members, i.e. the 75% of Porsche owners in our geographical region. It is suggested that 
articles about PCA and our own UCR activities be written and submitted to national and local media at 
a defined frequency. The appropriate media should be notified of UCR events that might be deemed of 
interest to external audiences and press releases provided to them afterwards. This would include 
news about UCR community activities such as the Porsche Driven2Smile and the Concours, thus 
serving to show that the Porsche Club readily uses its assets to benefit others. 
 
External Communications should be seen as distinct from External Relations, which is more about 
our relationships with those with whom the club shares some mutual interests. These include Porsche 
Cars Canada, its dealers and our advertisers / sponsors. Since many of these organizations are the 
ones that expand our potential market for new members through the sale of Porsches, it is clearly in our 
interest to maintain good relations and co-operate with them in an appropriate way. For example, if they 
choose to provide a free one-year membership with the sale of a Porsche, then the club should work 
with them to define a simple and efficient sign-up process. UCR should also support their efforts with 
information and tools that help them “sell” the club. See later External Relations section of this report. 
 
Although PCA is not exactly external, UCR should proactively manage its relationship with the parent 
organization, ensuring that UCR policies and procedures are in alignment with PCA’s. It could be of 
value to review how UCR interfaces with PCA, and how our club might maximise the resources 
available to us. UCR might also consider how it can use its experience and ideas to support and 
influence the national organization in the interests of strengthening PCA as a whole. 
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How will we get there? 
In terms of internal communications involving Provinz, the web site and social media, it is 
recommended that the new Communications Team continue along its recently defined path as 
described above.  
 
Recognise the need to view social events and DE as opportunities to understand member needs and 
preferences. Identify volunteers with the people skills and interest in establishing simple processes to 
make new members /new participants welcome and keen to return for more. 
 
Establish a process for selecting topics, writing articles and disseminating them to external media and 
to PCA. As well as raising awareness of the club among potential new members, there would be a 
positive impact and generation of pride among current members seeing articles about their club in 
external publications. 
 
Be proactive in building relationships with external organizations defined above. Keep them informed 
about our activities, issues and direction, helping them understand our members as we learn more 
ourselves. Look for opportunities to participate in, and promote, each other’s activities. 
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4. Member Services 
When Porsche owners join PCA UCR, they have a right to expect value for money and a level of 
service appropriate for an organization with over 2100 members (nearly 3400 if Affiliate Members are 
included). Clearly, the wide range of well-supported club activities is testimony to the thousands of 
hours of volunteer time and energy deployed to meet their needs, but as the number of members and 
their diversity grows, it is the club’s responsibility to maintain a current understanding of their 
expectations. Since UCR members are spread over a large geographical area, there is a need to 
examine how best to serve those who are distant from the GTA core. Another issue to consider is the 
ability to provide sufficient capacity for members to be able to participate in the events of their choosing. 
 
Where are we now? 
Member Needs - The UCR annual calendar confirms the availability of a wide range of events and 
activities to suit the varied interests of our members. The growth of sedan and SUV-owning members 
has been recognised and events designed to attract them. These have had limited success to date, 
which suggests that more should be done to understand what these people would like to get from their 
membership. It is believed that only a few hundred of our 2100 members participate in club events, but 
it is not known if this should be considered a high or low level. It should, however, be acknowledged 
that not all members wish to be active and may not appreciate direct urging to participate. 
 
Although UCR continues to grow, there is awareness of the large number of non-renewals each year. 
The welcome process is robust, as is the process for following up with lapsed members. These 
processes continue to be refined in order to increase understanding of why members leave. 
 
Demographics – UCR has begun to look at the mix of Porsche model ownership and the geographic 
distribution of UCR members. This is already helping the board to recognise the need to run events 
beyond the GTA and to consider the potential different interests of those with different models. 
 
Capacity - Despite the fact that relatively few members participate in organised club events, some 
events have been over-subscribed. It is beneficial financially for events to be filled to capacity, but there 
needs to be some consideration given to the impact of turning members away from events because 
they are full. 
 
How did we get there? 
Growth of UCR has been fuelled by the growth in ownership of Porsche vehicles. Credit is also due to 
the organizational strength of the club which seems to have grown correspondingly over the years. The 
club has harnessed the energy, skills and interests of many volunteers, who have devised and run 
events for both general and special member interests. 
 
Where are we going? 
It could be argued that member needs seem to be well enough understood to support the large number 
and wide range of club activities. Therefore, if the club continues to provide the same services in the 
same way, it should satisfy the needs of most members. However, in a world with an increasing 
number of distractions competing for our time and money, it would be wrong to assume that the status 
quo can be maintained. Indeed, it becomes ever more critical to understand UCR members and make it 
easy for them to participate in events of their choosing.  
 
The continuation of growth at the current rate, without corresponding adjustments, may strain our 
volunteer resources to the point at which they become fatigued and drop out. Continuing growth may 
also cause those members who are turned away from over-subscribed events to let their membership 
lapse. There is a tendency for growing organizations that don’t add corresponding resource to support 
their growth, to self-correct down to the size at which they are capable of providing quality service. It 
may be reasonable to suggest that the club should not seek further growth for fear that it might increase 
the risk of such a situation. However, it is equally risky and somewhat demoralizing to employ a          
no- growth strategy, since it could so easily turn into a net decline in membership. 
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Where should we be going? 
Recognising the changing demographics, UCR should continue striving to understand its members’ 
needs and preferences. Its online surveys are achieving high response rates, but care should be taken 
not to create fatigue through over-use of this method. It will be important to keep learning how to 
construct the questions that deliver the most useful responses. A note of caution would be to not run 
surveys unless there is the will and capability to act on the responses. 
 
The fact remains that the majority of members will be passive. This means that Provinz, our web site 
and email blasts, plus PCA’s Panorama, will have to be of sufficient relevance and interest for them to 
enjoy and maintain their membership. 
 
UCR should test the response to new events such as Cayenne Fun Runs and others in different 
sectors of the region, e.g. Social at Porsche of London. New events should be critiqued and lessons 
learn from post-event surveys. 
 
Consideration should be given to over-subscribed events with regard to informing members about 
limited capacity and the need to register early. The capacity of events will be limited by different factors 
– some by size of venue and some by availability of volunteers. Nevertheless, the goal should be to 
meet member demand and all options to achieve it be explored. 
 
How will we get there? 
Through the continued growth of a customer-orientation mindset that will prompt UCR to ask members 
what they want and what they think about the club’s events. Careful consideration must be given to the 
purpose of surveys and how the results will be acted on. 
 
The customer-orientation mindset will also cause club officials to gather informal feedback from 
members during events. Again, the organizational structure must have the capability to act on 
feedback. This will be facilitated by the strategic approach that supports customer-orientation. 
 
Understanding of member participation is currently not well tracked across the board. Co-ordinated 
tracking of first time participants, repeat participants, multiple event participants etc. would provide a 
clearer picture of our members’ activity profile, no doubt prompting new questions and answers. One 
way to do this would be to use a common registration system such as www.clubregistration.net. This 
would make it possible to collect and aggregate such data. Common registration options reviewed by 
the Communications Committee in 2012 should be revisited. Another suggestion would be to explore 
the possibility of providing magnetic membership cards that could be swiped upon entry to each event. 
 
The Communications Team is encouraged to solicit feedback on what information members want to 
see and in which format.  
 
Event Chairs running new events should be supported and perhaps mentored in the gathering of 
feedback, the objective reviewing of their event and in any further development of it. 
 
It is recommended that Event Chairs running over-subscribed events should consider options to meet 
the demand, notwithstanding the fact that there may be current apparent constraints regarding the 
venue and available volunteers. They should be asked to advise the board on the options and how the 
constraints might be overcome. 
 
 
 
 
 
 
 
 

http://www.clubregistration.net/
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5. Driver Education 
 
Where are we now? 
The UCR Driver Education program provides value in helping educate drivers of high performance 
vehicles in their safe and smooth operation. Through Driver Education (DE), members are able to 
improve their driving skills, test their limits and enjoy their vehicles to the full in a controlled 
environment. 
 
Driver Education has become a key element of the club’s program in terms of member participation, the 
volunteer resource that it requires and the net income it contributes to UCR finances. In 2012, 285 
individuals participated on one or more occasions over the six DE events, resulting in 732 paid 
registrations during the season. The track team is recognised for the fine job it does in controlling costs 
and maintaining registration fees at an affordable level. It does this while producing the largest net 
contribution of any UCR activity to the club’s funds. It is also recognised that the large membership of 
our club is a key factor in generating the pool of DE students that makes this activity viable. 
 
The track team has evolved over time and currently comprises: 
Track Chair  
+ 
Chief Instructor 
Registrar 
Safety Co-ordinator 
Attitude Adjuster 
Worker Assignment Captain 
Technical Co-ordinator 
Treasurer 
+ DE students who are assigned tasks for their DE weekend 
 
Introductory Driving School (IDS) sessions, required as a precursor to DE participation, habitually fill to 
capacity, leaving some members without access. DE sessions at Mosport, recently renamed as 
Canadian Tire Motorsport Park (CTMP) are well subscribed, but not filled to overall capacity, while 
sessions at Shannonville and Calabogie in alternating years tend to be subscribed at below their break-
even point. This is unfortunate because Shannonville is a good starter track, less intimidating than 
Mosport and therefore less likely to frighten off first-timers. The capacity issue is less about total 
numbers, but more about the needs of starter level Green and Yellow run groups that are dependent on 
the availability of sufficient instructors. It was felt that the sign-off criteria should not be compromised to 
relieve pressure on the instructor-led groups. Action is currently underway to identify and develop new 
instructors, not only with the goal of increasing capacity, but to mitigate natural attrition as existing 
instructors drop out. Instructors are compensated by a 50% subsidy on the DE registration fee for each 
weekend that they work.  
 
Instructors do check out rides with Black Run Group drivers to assess their potential for becoming new 
instructors. The focus is on attitude and communication skills as well as driving skill. An “Instructor Day” 
is held once a year to assess those invited to step forward as potential new instructors. The cost of this 
track day is approved as a club expense. 
 
In terms of instructor standards, rules and processes, it is accepted that the high bar set by the UCR 
track team may limit the number of instructors that become qualified and also limit the number of 
students in each run group. Nevertheless, Mosport is a highly challenging track and there is no 
intention to compromise safety and quality to address capacity issues. Continuing education for 
instructors is provided every other year by external professional instructors.  
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A form for gathering student feedback used to exist, but seems to have fallen out of use. This is less of 
an issue with instructor-led run groups, because they are more likely to receive feedback directly from 
each student. Nevertheless, it would be good practice to actively solicit written feedback on instructors, 
as well as other aspects of the DE experience. 
 
As a note of caution, it must be recognised that there are major costs in DE, primarily track rental, that 
are beyond the club’s direct control. If these were to change suddenly and significantly, there is a risk 
that participation numbers would fall, potentially wiping out the net contribution made by DE to club 
funds. 
 
The DE format of 4 x 20 minute runs per day sometimes draws comments about not being enough, but 
in the interests of safety and driver fatigue, it was felt that no change should be made. Another safety 
challenge is created by the widely differing levels of speed between cars running in the signed-off run 
groups. 
 
DE Students are given work assignments for the time in between their runs. This is an excellent way to 
not only spread the workload, but also to foster camaraderie, give members a taste of volunteering and 
to occupy them with a useful activity during their down time. 
 
How did we get there? 
By identifying and engaging volunteers with the appropriate skills, knowledge and attitude to develop 
and maintain robust protocols and processes. Finding a good balance between track team autonomy 
and board oversight would appear to have contributed to the success of UCR’s DE program. It has 
been noted elsewhere in this report that the autonomy granted to Event Chairs seems to have given 
them the incentive, as well as the freedom, to develop successful events. 
 
Where are we going? 
IDS will continue to be oversubscribed and DE should continue to attract sufficient students for it to 
remain viable. However, that will be dependent on the level of future track fees. This is included among 
other risks concerning the sustainability of the DE program: 
 

• The new Mosport owner’s strategy and investment in the track will almost certainly be partly 
funded through higher track fees. These will no doubt apply to UCR and that will prompt debate 
over the options on how the increases should or should not, in all or in part, be passed on 
through DE registration fees. 
 

• Mosport track availability for UCR may shrink if the owner decides that alternative users may 
better serve its overall promotional strategy. 

 
• The ability of PCA to keep providing the insurance that makes the DE program possible. 

 
• Instructor retirement due to age or burn-out, producing levels of attrition that could inhibit access 

by those wishing to join the starter run groups. 
 
Where should we be going? 
It would be prudent to start connecting with DE registrants to assess satisfaction levels. By developing 
an understanding of individuals’ attendance patterns and reasons, as well as their likes and dislikes, it 
will be easier to judge how to handle the anticipated track cost increases when they come. 
 
As a precaution against the possibility of the Mosport owner allocating fewer track days to UCR, 
consideration should be given to more joint events with other UCR regions. 
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An assessment of the insurance situation should be made in order to be sure of continuing coverage, at 
least in the medium term. 
 
Consider ways to recognize DE instructors as a means to maintaining their commitment levels, 
encouraging new candidates and filling the pool. Since the number of instructors available for any 
particular DE event is the main controlling factor in capacity, there would be value in finding ways to 
motivate instructors to sign up early. 
 
With instructor availability being such a crucial issue in satisfying member demand and in being able to 
fill each event to a level that provides a financial surplus, it is recommended that succession planning 
and instructor development processes be reviewed in order to look for any opportunities for 
improvement. 
 
The changes at Mosport that will trigger track fee increases, may also provide new opportunities for 
UCR. For example, the future lengthening of the secondary track may provide a lower cost alternative 
to the main track and, if well marketed, could attract members who would otherwise avoid DE for cost 
reasons or fear of the challenging main track. Introductory Driving School may not just be marketed as 
a precursor to DE, but as an event in its own right. The Mosport owner has indicated that it doesn’t 
have a detailed plan for every aspect of its operations, so it would be timely for UCR to take a proactive 
approach in understanding member needs, looking at how these might be met and developing a plan to 
do so. Of course, the instructor capacity issue would figure in the feasibility of any plan and this shows 
again why it is such a critical issue. The aim would be to have a clear vision and plan based on member 
needs and to share it with the Mosport owner, for two main reasons: 
 
1 To show them that UCR has a clear need based on its vision for the future.  
 
2 To strengthen UCR’s negotiating position. 
 
How will we get there? 
The importance of Driver Education as a member service and a source of net income is well 
understood. It is also recognized how well the program is currently run. The purpose of this committee’s 
observations is to highlight the issues that are critical to the DE program’s future success as changes 
within and beyond UCR’s control take place. It is recommended that the track team establish a 
committee to address them, i.e.: 
 

• Decide on how to connect better with DE participants and what feedback to gather. 
Consider the “what if” issue of fewer track days available, co-hosting feasibility, revenue 
maintenance, member acceptance, etc.  
 

• Note comments carried forward from the “Communications” section of this report: A member’s 
first time at the track can be a somewhat daunting and lonely experience among organisers who 
are quite rightly focused on process, safety, scheduling etc. The thrill of the track may not be 
enough to bring first timers back again if they have been worried about what to do, where to go, 
etc. and don’t like to keep asking questions. It is suggested that a way be found to flag first and 
perhaps second and third timers at DE events, and that on arrival they are allocated to a 
“buddy” who will guide them and touch base with them throughout the day.  

 
• Assess the medium term insurance situation with PCA. If there is a possibility that PCA 

insurance may no longer be available at some point in the future, it would be worth exploring 
what alternative options may exist. 
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• DE instructor recognition. Consider more external recognition, e.g. publish views from non-DE 
members who take a look at what DE is all about and what instructors do. 

 
• Review instructor number constraints on capacity. Look for ways to improve instructor 

succession planning and development processes. 
 

• Take a proactive approach to understanding DE and non-DE participant needs and using this as 
the base for a plan that would determine how Mosport, other tracks and other PCA regions 
should be approached. Consider how other tracks might provide more local access for members 
who live far from the GTA.  

 
It is also suggested that the track team propose the budgets and resources required to maintain or 
expand the DE program in line with the plans. The team is encouraged to be proactive in establishing 
its needs and making proposals to the board. 
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6. Volunteers 
 
Where are we now? 
As this committee has reviewed each UCR strategic area, a common theme has appeared under the 
“How did we get there?” heading; the club’s most consistently successful activities are due to the 
commitment and competence of volunteers and often those who have fulfilled their role over several 
years. Successful businesses tend to recognize that their most valuable asset is their people, and so it 
is with this car club. Key factors in UCR’s success include: 
 

• Volunteers whose attitude, skills and experience are a good fit for the role. 
• High standards set by volunteers for themselves. 
• A drive for continuous improvement. 
• A high level of autonomy with just the right level of board oversight. 

 
Experience indicates that UCR member expectations are high. The quality of PCA and UCR 
communications and events often gives the impression of professionalism in the true sense of the word. 
This creates a level of expectation that takes no account of the spare time, volunteer nature of the work 
involved. In many cases volunteers have set their own bar high and this may create issues of 
dependability on a small number of individuals and a certain vulnerability to their sudden loss for any 
reason. 
 
Volunteers can be divided into three main categories: 
 

• The Executive and Board of Directors (club governance) 
• Event Chairs (activity & event planning and execution) 
• Helpers (one-off or regular support to work as team members with Event Chairs) 

 
It is human nature for people to want to join a winning team. So as long as UCR and its individual 
events are seen as successful, then volunteers will keep stepping forward. However, the need for 
succession planning is recognised and most Event Chairs have provided descriptions of their role so 
that potential successors can get a clear and consistent description of the responsibility and tasks 
involved. 
 
With regard to club governance, there was until recently, only unofficial recognition that certain board 
members act as representatives for key areas of UCR activity, i.e. Driver Education, Membership. Last 
year, more formal recognition of the value in allocating portfolios took place with the appointment of a 
Director of Communications. There may be scope for further portfolio allocation among board 
members. In a club with the size of UCR’s membership and financial responsibility, it is becoming 
increasingly important to fill Executive and Board member positions with competent and forward-
thinking people willing to play an active role. This requires a careful succession planning process to 
overcome any annual surrender to expediency for filling positions. The clearer the plan for the club’s 
future, the clearer the vision will be for what qualities, skills and experience are needed to sustain 
UCR’s success. That simplifies the task of identifying future leaders. 
 
How did we get there? 
UCR was founded 37 years ago by a handful of volunteers with drive and commitment. They may never 
have imagined the club growing to over 2100 members, but at each step when they had to make 
decisions on trying a new event or doing something differently, they were able to find volunteers to 
support it.  
 
The management structure of the club allows the enthusiastic and capable volunteer to run events with 
minimal board involvement. In the same way that PCA sets principles, guidelines and basic rules for its 
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regional clubs, in the name of consistency and integrity, so does the UCR board in its relationship with 
Event Chairs. Beyond that, they are encouraged to be innovative and take ownership of their events. 
 
The success of many aspects of the club can be traced to the long-standing tenure of individual 
volunteers who make the time to do what they love and clearly enjoy doing things for others. Events 
seem to work well when competent volunteers can draw from the experience of their predecessors, 
receive interest and encouragement from the board, but be left to run their own show unless they ask 
for help.  
 
Where are we going? 
While there is a common thread between UCR members, the club recognizes their diverse interests 
and so it aims to provide events and activities to suit them all. Other factors to be recognized in 
organizing events requiring volunteer support are: 
 

• Ontario’s climate compresses most outdoor activities into just seven months of the year, putting 
pressure on the volunteer base in terms of time commitment. 
 

• The needs of non-GTA members could be better served by running certain events in the West, 
East and North sectors of the region. These require local volunteers to run them. 

 
• Various UCR events are non-conflicting. This means that two or more events can be held on the 

same day because the interest groups or geography are different. This may require more 
volunteers or at least a greater need to rotate them so that they don’t burn out. 

 
As UCR continues to grow and drives to be ever more “customer responsive”, new ideas for events and 
activities appear. While not all ideas will stand scrutiny, some will pass the test and then require 
volunteers to take them from concept to execution. 
 
All of the above suggests that the club will need more volunteers who will need clear guidelines and 
processes, the benefit of any previously harvested experience and the ability to plan and organize 
events with minimum supervision. 
 
Where should we be going? 
In order to sustain the vitality of the club, it must ensure capability to meet the needs of its large, 
diverse membership. For example, a scan of the database confirmed the hunch that there is a growing 
number of Porsche SUV owners. This prompted the idea to organise an event especially for them and 
the need to find a volunteer to take on the task. The success of this idea was entirely dependent on 
identifying that individual. 
 
In order to avoid being inhibited by a lack of competent volunteers, steps should be taken to establish a 
pool of volunteers with known interests and skills. All Event Chairs should have succession plans in 
place. 
 
The composition and size of the board of directors should reflect the needs of the membership and 
appropriate management of the funds by the members for the members. The Nominating Committee 
will need to be competent and clear in its understanding of what mix of skills and experience are 
required to sustain a board with the ability to manage this large and complex club. 
 
How will we get there? 
To increase the pool of volunteers, initially at the “helper” and Event Chair levels, they could be 
attracted through a web site feature explaining the benefits of volunteering, suggesting that they 
register for the volunteer pool.  They would include their skills and experience, and express any interest 
they might have in a particular area of volunteer activity. If necessary, some form of incentive for first 
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time volunteers should be considered, but care should be taken not to offend long-standing volunteers 
by doing so. 
 
It is suggested that the Director of Communications consider a “Volunteer Corner” in Provinz and on the 
web site. The monthly email blast would also provide an opportunity to encourage new volunteers. This 
might include a current list of vacancies, articles about volunteers, thanks and recognition, invitations to 
“just come and take a look” etc. 
 
It may be helpful for Event Chairs to receive guidance on what to look for in potential helpers and 
successors. Although the initial approach may be best as informal and casual, Event Chairs should 
share role descriptions with potential successors, talk about the time involvement and recommend any 
suitable candidates to the board. Approved candidates would then become Event Co-Chairs with a 
view to taking over the role at an agreed time after being coached by the incumbent Event Chair. 
 
This section opened with a comment about people being an organization’s most valuable asset and this 
is clearly the case with UCR. Therefore, it would seem remiss not to include “Volunteers” as a key 
ongoing responsibility within the board. This point will be addressed in the following proposal on how 
the board should be organised and appointed: 
 
UCR Governance 
A key role of the board is to provide guidance and support to the large and growing number of 
volunteers required to sustain the club’s capability in providing value and enjoyment for its members. 
The scope and complexity of the club suggest what may be an obvious need in its governance for 
people with relevant skills and experience. The skills and experience would most likely come from their 
external non-UCR background, but for those with the right attitude and commitment, it can be 
developed within UCR. For example, a willing helper at an Open House event may be identified as 
having potential, so the Event Chair may take time to coach the individual and the following year invite 
her to become Event Co-Chair. Subsequently, the Co-Chair may become Chair. If the person shows 
competence in the lead role, she may later be considered as a candidate for the board, so that by the 
time she gets there, she already has a good understanding of the workings of the club and its 
management culture. 
 
The same applies for the position of President. As long as it is permissible for a non-board member to 
stand for President and to be elected in what may become a popularity contest, there is a risk of broken 
continuity, sudden change of direction and confusion/disenchantment among board members. 
However, this would not be the case for other Executive positions such as Treasurer and Secretary, 
where externally acquired skills would be deemed more important. The following proposal has been 
developed from experience and observations about past and current processes, and aims to provide an 
objective and transparent model for future governance: 
 
President (Executive) 
To the extent possible, the President should have served on the board for at least one year immediately 
preceding the election.  
 
A single candidate should be nominated by the board’s majority vote and endorsed through the election 
process. This may appear to be somewhat undemocratic, but in reality the democracy is best applied at 
board level where competency and ability to deliver on the club’s plan can be objectively assessed. 
Consideration should be given to whether the President would be nominated by the outgoing board or 
the incoming board. It should be noted that in practice, retirements and elections would be likely to 
bring 2-5 new members onto the board in any given year. Some pros and cons to consider would be: 
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Outgoing board nominates President   
Board has had at least a full year to assess candidates  
Board members may base their decision on whether to stand for re-election on the choice of President 
The nominated President’s name can be included in the ballot for the annual elections 
 
Incoming board nominates President 
New board members should have the right to vote for their choice of President 
UCR members would vote separately to endorse the President after the annual elections 
 
The term for President should be one year with an option to run for a maximum of two, subject to the 
board’s nomination for a second year. 
 
It is recommended that a committee be established to review these options, fine tune the election 
process for the President and propose any necessary changes to the UCR bylaws. 
 
Vice President (Executive) 
The Vice President may be a new or current board member, nominated by the President and endorsed 
through the UCR election process. The incumbent will stand in for the President in his absence or 
represent him or her when asked to do so. The Vice President may use the position as preparation for 
standing as the next candidate for President, but acceptance of the Vice President position should not 
oblige the person to do so. 
 
The Vice President’s term would mirror that of the President, but the incumbent would be able to stand 
for a Director position if not chosen by a new President to continue as Vice President. 
 
Treasurer (Executive) 
The Treasurer may or may not have previous UCR board experience, although, of course, familiarity 
with the management of the club would be an asset. More important would be their external skills and 
experience in accounting. The term would be three years with annual endorsement through the election 
process after years 1 and 2.  
 
Secretary (Executive) 
The Secretary may or may not have previous UCR board experience, although, of course, familiarity 
with the management of the club would be an asset. More important would be their external skills and 
experience in organization, record keeping and minute writing. The term would be three years with 
annual endorsement through the election process after years 1 and 2. 
 
Past President (Executive) 
The Past President provides continuity and guidance for the President. He or she is also the Chair of 
the Nominating Committee. 
 
Director of Communications (Board member) 
Communications has been recognised as a key strategic area for UCR and one requiring a high level of 
internal experience, particular skills and continuity. The term for the D of C should remain as three 
years with annual endorsement through the election process after years 1 and 2. 
 
Board Members (Five) 
The requirements in terms of commitment, attitude and team player skills should be made clear by the 
Nominating Committee. Instead of just seeking candidates with these attributes, the Nominating 
Committee should attempt to build a slate with candidates having skills and experience in the strategic 
areas identified earlier in this report: 
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• Driver Education 
• Social Events 
• Volunteers 
• Member Services 
• Community Relations and External Relations 

 
In a perfect world each candidate would be nominated for their fit with one of these strategic areas. 
That may be difficult to achieve in reality, but should not prevent the allocation of a strategic area 
portfolio to each of the five board members after election, with an attempt to match the individual’s 
interests and experience to the portfolio. The terms for these board members should be one year with 
the option to seek re-election for a second and third year. 
 
Nominating Committee 
The current structure is:  
 

• President 
• Immediate Past President  
• 1 Director  
• 2 UCR members-at-large.  

 
Although this appears to be a democratic approach, the majority may comprise people, perhaps with 
some knowledge, but potentially with little real appreciation, of current management needs in terms of 
skills and experience. 
 
It is recommended that the Nominating Committee be restructured to benefit from greater experience in 
what is required to sustain the club’s success: 
 

• Past President (Chair)    
• 2 outgoing board members 
• 2 active UCR members, e.g. Event Chairs 

 
The Nominating Committee should ask eligible board member incumbents if they intend to stand and 
then seek sufficient external candidates to produce a slate comprising a minimum seven candidates for 
the five positions. 
 
The Nominating Committee should not actively seek nominees for Executive positions unless 
incumbents are stepping down. It should, however, recommend suitable applicants for “helper” roles so 
that they can become more involved and learn before putting themselves forward again when the 
Executive position of their interest becomes vacant. 
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7. External Relations 
 
Where are we now? 
Although UCR is a big club by car club standards, it has no particular relevance to the public at large. It 
does, however, interface with certain external entities and it is considered beneficial to manage the 
club’s relationship with them. The rationale for this is covered in Appendix 4  “PCA UCR External 
Communications Plan 2011”. This suggests that the development of positive relationships will support 
UCR’s membership growth and retention and provide opportunities to build a positive image of the club 
among potential Porsche owners. The external entities of primary interest to UCR are: 
 

• Advertisers and sponsors 
• Porsche Cars Canada and its dealers 
• Non-member Porsche owners 
• Other car clubs 

 
Advertisers and sponsors are an important source of funding and require different types of contact at 
different stages in the process: 
 
Selling and relationship building/maintenance 
Invoicing and payment collection 
 
Porsche Cars Canada and its dealers have mixed perceptions about the club. However, good 
relations have been developed with head office management and there is agreement on mutual 
interests. PCC provides support in the form of sponsorship, provision of show cars for club events and 
by speaking at Monthly Socials. In return, UCR shares the outline of its strategy and annual agenda, as 
well as giving some insight into basic aggregated member demographics, e.g. geographic dispersion, 
vehicle models and years. There is a sense that the relationship may still be regarded as a bit          
one-sided, with UCR being more of a taker than a giver. 
 
There was an earlier perception of club members as owning old vehicles, doing their own repairs and 
buying used parts. They were believed to shun the dealer for service and repairs, while spreading the 
word among themselves on how to buy cars more cheaply from used car dealers and the USA. By 
sharing information with PCC management and by involving them in more club events, this false 
generalization has been minimised and PCC has come to recognise Porsche Club members as 
passionate and beneficial ambassadors for the brand. They also recognise the potential market for 
sales, service and parts among the club’s large membership base. While PCC is happy to provide the 
support mentioned above, it does show discomfort when unplanned requests for sponsorship are made 
by club members directly.  
 
Relationship-building activity with dealers has had mixed success to date. The negative perception still 
lingers at one of the long established dealers, although it offers a discount on parts to PCA members 
and was recently quite generous in its hosting of a UCR Monthly Social. Good progress has been made 
at the other established dealer, which has become a valuable source of new members, as it provides a 
one-year free PCA membership with the purchase of a Porsche. It also provides a discount on service 
and parts to club members, as well as hosting a UCR Monthly Social every year. 
 
Good relations have been established with the new dealer in London. Shared activities such as the 
hosting of the first UCR western sector social at the dealer for a new model launch, and western sector 
Fun Runs, have made clear the mutual benefits to be had from such collaboration. Attempts are being 
made to initiate a relationship with the new western GTA dealer scheduled to open later this year. It is 
hoped the club will have the opportunity to show good faith at an early stage by exposing the dealer to 
its members through the holding of a Monthly Social at the new location. The dealer’s Classic Car 
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Centre, whose manager happens to be a UCR member, should also broaden the appeal of this new 
dealer for club members. 
 
Non-member Porsche owners - Although UCR membership is one of the highest among all PCA 
regions, it is estimated that about 75% of Porsche owners within the region are not members. There is 
no suggestion that every Porsche owner should become a member, but the goal is to at least make 
them aware of the club and what it offers. The UCR quarterly promotional postcard was designed to 
help achieve this. Other focused promotional activities include a visible presence at events such as the 
Yorkville Exotic Car Show, Legends of the Autobahn at Mosport and the annual Concours d’Elegance. 
 
Other car clubs - Initial forays into collaboration with the BMW Trillium Club have been made, logically 
because of the commonalities in vehicle country of origin and the brands’ sporting images. There are 
synergies to be exploited and costs to be shared, particularly in new ventures where it might be too 
costly for one club to risk attempting on its own. The Street Survival Program for young drivers is a 
good example of that.  UCR participation in the Show & Shine feature of “Legends of the Autobahn” at 
Mosport is another example of collaboration, this time with the BMW and Mercedes clubs. A simpler 
example of collaboration has been the invitation of BMW club members to participate once a year at a 
UCR Monthly Social. 
 
Collaborative activity with other car clubs does have its challenges in terms of planning and running 
events, because of the need to accommodate different club cultures, but the results to date are 
encouraging and positive. 
    
Responsibility for relationship development with each of the above groups has been taken by different 
UCR board members and Event Chairs whose interest is a good fit with each external group.  
 
How did we get there? 
Advertisers and sponsors have long been sought to offset costs of Provinz and various club events, so 
this contact category has been driven by need. Relations with PCC and its dealers have not always 
been actively sought, but in recent years, mutual interests have been recognised and a more proactive 
approach taken to collaborate on those interests. With the focus on satisfying the needs of existing 
members, there has been limited activity to raise awareness and attract non-members and indeed there 
is no suggestion that it should become a top priority. 
 
Where are we going? 
The current situation does not require much change, but there is value in assessing what opportunities 
may exist to benefit the club and its members through continued development of external relations. 
 
Where should we be going? 
Since advertisers and sponsors play a clear role in the financial health of the club, it is important for 
the relationships to be handled well and in a consistent manner. The tasks involved in soliciting, gaining 
and maintaining sponsors, as well as collecting payment, should be reviewed and a suitable 
candidate(s) found for the role(s). There needs to be some assurance that the chosen member is 
willing to hold the position for a reasonable term (minimum two years), so that they have sufficient time 
to build and maintain the desired relationships. It is not enough to make contact only out of necessity, 
so there is a need for someone with relationship-building skills to make regular contact with these club 
supporters, keeping them informed, understanding what’s happening in their world, etc. This area of 
activity falls within the responsibility of the Director of Communications, who may wish to consider 
whether advertising and sponsorship be handled by one team member or two and whether payment 
collection is best handled by those same people. Either way, there needs to be a seamless process 
established for selling, maintaining, invoicing and payment collection.   
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For PCC and its dealers, it would be appropriate for the UCR President to be the primary contact for 
the most senior people in their organizations. There should be open discussions on how each party will 
support the other and all funding issues should be included in a joint plan before the start of each year, 
to avoid surprises and ad hoc requests later. PCC and its dealers are not seeking a single contact 
relationship, but they do have problems with ad hoc requests from a variety of unauthorised club 
members. The club should make a reasonable effort to confine contact involving club business to a 
limited and defined group of club officials.   
 
Opportunities should be taken to support dealer events such as new openings, new model launches 
and special features such as the Classic Car Centre at the new Porsche dealer in Oakville. 
 
To raise awareness among non-member Porsche owners and promote the benefits of membership, 
there are several tactical steps that should be taken to create visibility, for example: 
 

• Basic PR campaign, e.g. a spring and fall article for local media and car related magazines. 
• A new brochure touting the benefits of membership (for use at dealers, tech centres and public 

events) 
• Roll-up banners promoting club membership (for use at dealers, tech centres and public events) 
• Encourage dealers and tech centres to promote membership 
• Have a presence (hosted tent) at the type of event likely to be attended by non-member 

Porsche owners, e.g. certain CTMP events, Yorkville Exotic Car Show. 
 
Other car clubs – Maintain the BMW club relationship and be open to collaboration with other brands 
where there is deemed to be a fit, e.g. German origin, sports cars. Be watchful for opportunities to 
make certain events viable by co-hosting them. Apart from the financial consideration, identify the type 
of event that is truly enhanced by the participation of two or more brands. Consider new ideas for           
co-hosted events, e.g. a German answer to the popular, annual “British Car Day” in Oakville. 
 
A pro-active approach to external relationships will be instrumental in developing a positive image of 
the club and improving how it is perceived through its actions. It has already been noted that the image 
and maybe even the notion of a club for Porsche owners is not universally positive. The club should 
remain conscious of the need to shape its own image, rather than leave it to others. 
 
How will we get there? 
It is suggested that the Director of Communications commission a review of the tasks to be carried out 
in soliciting, winning and maintaining relationships, and for collecting payment from advertisers and 
sponsors. The tasks should be assembled into roles and a seamless process established between 
them. Individuals with the appropriate skills and who accept the medium/long term condition, should be 
identified and engaged.  
 
In the next round of meetings with PCC and its dealers, the UCR President should propose the idea of 
annual collaborative plans that would define funding, contacts and activities. Execution should be 
delegated to the relevant club official. The Director of Communications does and should continue to 
play a key role in this relationship building. 
 
The Director of Communications should be responsible for producing an annual plan to raise 
awareness of the club among non-member Porsche owners. He may delegate the execution of the 
tactical steps suggested above under “Where should we be going?” 
 
The UCR President should be the lead contact in building relationships with other car clubs. To some 
degree the relationships may be treated opportunistically in the early stages, but as any pattern of joint 
activity emerges, it may be worthwhile to map out simple annual plans for co-hosted events. 
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Conclusion 
This report has attempted to present a view of the club’s current situation with some recommendations 
to achieve the committee’s vision of a dynamic and continually evolving organisation that is responsive 
to the changing needs and expectations of its members. In order for the vision to be realized, there 
must be consensus and a common desire to build the steps that lead towards it. Once that is in place, 
the recommendations in this vision must be refined into goals and actions. 
 
The committee’s vision is shaped by its wish to promote a culture of continuous improvement. Its 
recommendations should be seen as evolutionary steps in the growth and consolidation of UCR. The 
club’s size and diverse activities dictate the need for strong management, solid long-term strategies 
and clear processes. The impact of these will be to create a well-oiled machine, in which goals are 
commonly understood, resources available to achieve them and the complex range of tasks shared 
equitably among a large team of volunteers. 
 
While there are some risks identified in the vision, these may be mitigated by preparing alternative 
strategies in case they are required. After all that has been achieved by UCR volunteers over the last 
37 years, there is every reason to believe that future challenges and risks will be overcome and that the 
club will continue to go from strength to strength. 
 
I would like to thank my fellow committee members, Brent Muir, Arthur Quinlan, Mario Marrello and 
Andy Wright for their commitment, wisdom and enthusiastic contributions to this process. Their 
thoughtful debate and focus on the task has made it a pleasure to be part of this outstanding team. 
 
 
Mike Bryan 
The Vision for the Future Committee 
June, 2013 
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UCR Vision For the Future Committee Final Report 
 
Appendix 1 
 
UCR Annual Banquet Questionnaire: 
Attendance at our annual banquet is quite low. Please help us find out how we can 
make this event more attractive to our membership by participating in this short 
questionnaire. 
 
1) Over the years this event has had a number of titles. Awards Banquet, Annual Gala, 
etc.. What title do you think would be most attractive to our Members to gain 
participation: 
 
UCR Awards Banquet      UCR Annual Dinner & Dance       UCR Annual Gala Night __      
 
2) What aspects of the event are most important to you (#1-10 in order of 

importance): Speeches       Food       Awards       Dancing       Band       DJ ____      

Accommodation on-site ____Guest Speaker       Socializing _____      

Other (please describe)                                     _               
 
3) Where within Southern Ontario would be your ideal location for our annual banquet? 
 
Toronto Downtown       GTA West       GTA East       GTA North ____       

Niagara Region       Other (please specify)                                                              
 
4) In past years we have had Guest Speakers at our annual banquet from outside 
the Porsche fraternity, such as radio personality Erin Davis and Retired General 
Lewis MacKenzie. 
 

Would such a guest speaker be an attraction for you?   Yes        No_____ 
     
5)  How many UCR Annual Banquets have you attended?  ____     
 

If zero, what has stopped you? _______________________________________                                                                                      
 
6) Traditionally we have held our annual banquet in November, partly in order to 
introduce the new UCR Board that is elected at our November social. Is this a good 
time of year for our annual banquet? 
 

Yes ____      
 

No         If no then what month would you prefer?                           
 
7) At any past annual banquets that you have attended, what aspects have you been 
most disappointed with? (check all that apply): 
 

Food       Venue       Noise       Formal Programme       Awards       Cost ___       N/A       

Other/Details (please specify)                                                                                             
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8) Bearing in mind the varying costs involved, what format would you prefer at our 
annual banquet: 
All inclusive meal & drinks       Meal only, cash bar       Meal & 2 drink tickets ___      
 
What meal format do you prefer? Sit-down____  Buffet ____       
 
9) Presently the Club subsidizes the annual banquet in order to keep the ticket costs 
reasonable. Are you in favour of this policy or would you prefer the event to be self-
supporting with perhaps higher ticket costs?   
 
Self-Supporting ____   Subsidized ____       
 
10) What do you consider a reasonable per-person ticket price for an annual banquet 
that includes a 3-Course meal, 2 drink tickets (beer or wine), Band or DJ and 
Dancing? 
 

<$75   __  $75-$85 ___  $90-$100 ____ $100-$125 ____  >$125 _____       
 Thank you 
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Appendix 2   /1 
 
 
UCR Member Distribution  
Master Map 
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Appendix 2   /2 
 
 
UCR Member Distribution  
Central Sector Map 
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Appendix 2   /3 
 
 
UCR Member Distribution  
Eastern Sector Map 
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Appendix 2   /4 
 
 
UCR Member Distribution  
Northern Sector Map 
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Appendix 2   /5 
 
 
UCR Member Distribution  
Western Sector Map 
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Appendix 3 
 
Analysis of PCA UCR Vehicle Model and Age 
Distribution 

 Source: PCA Database,  Jan 2013 
  The numbers reflect the information as provided by 

members. 
 They undoubtedly contain inaccuracies and are intended for general interest only 

     Porsche Model # of Cars       
356 16       
911 (unspecified) 1083       
912 13       
914 27       
924 12       
928 48       
944 169       
951 (Turbo 944) 13       
968 24       
996 62       
997 47       
Boxster 283       
Cayman 93       
Panamera 63       
Cayenne 157       
  2110       

  
 

  

Avg. 
Years 
of 
Owner    

  
 

  
 as UCR 
Member   

1954 - 1964  14   21   
1965 - 1969  34   14   
1970 - 1979   160   13   
1980 - 1989   435   10   
1990 - 1999   305   8   
2000 - 2009   817   5   
2010 - 2013  356   2   
  2121       
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Appendix 4 
 
UCR External Communications Plan 2011 
 
Vision                                                                                                                                       
UCR will interact with external bodies to create a favourable impression of the club and the experience 
of owning a Porsche. Club membership will be seen as a value-added benefit of owning a Porsche and 
a positive enhancement to the experience of ownership. External communications will also serve to 
reinforce internal measures to instil pride and a sense of belonging for existing members, thus building 
loyalty. 
The Porsche Club will find ways to strengthen its image as a friendly, approachable club that offers a 
range of activities to suit the varied interests of all Porsche owners. The slogan, “It’s not just about the 
cars, it’s the people” will be fully exploited in external communications. 
 
Mission                            
Develop external communication processes to raise awareness and interest in the club and its 
activities. Target communications at non-member Porsche owners to attract them to join, and at a 
secondary level, to current members in order to generate pride and a sense of belonging. Identify 
opportunities to create a positive image of the club in a way that suggests UCR’s member activities are 
a bonus available through Porsche ownership.  

Goals 
1. Grow Membership                                                                                                     
Increase club membership through external influence on non-member Porsche owners. 
 
2. Retain Members                                                                                                       
Reinforce loyalty of club members through exposure to positive external commentary on club activities, 
events and members. 
 
3. Build a Positive Image                                                                                                
Create a favourable impression of the club, its members and the Porsche brand in order to influence 
non-Porsche owners to buy a Porsche and thereby increase the pool of potential club members. 

Strategy 

1. Grow Membership                                                                                                      

Develop an understanding of why members joined the Porsche Club, why they stay and what they like 
about being a member. Find ways to obtain opinions from non-member Porsche owners on why they 
have not joined and what may cause them to do so.  

Ascertain the number of Porsche owners living in UCR territory, who are not members. Use this 
knowledge to establish membership goals. Find ways to establish contact with non-members directly 
and indirectly.  

Based on feedback from members and non-members, build a message aimed to incite             
non-members to join. The message will be tailored as necessary to suit the communication medium. 
The media will include:- 
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• Local newspapers, motoring press, UCR web site and other web sites likely to be visited by auto 
enthusiasts. 

• Auto related events, e.g. auto shows, Concours d’Elegances, track and race events. 

• Porsche Canada, Porsche dealers, sports car and high end used car dealers, specialist repairers. 
 
2. Retain Members                                                                                                                 
The positive messages targeted at non-member Porsche owners will also be seen by members. The 
effect on them will be to feel good about their association with the club, to feel a sense of pride and 
strengthen their loyalty. 
 
3. Build a Positive Image                                                                                                     
The relative rarity and exotic image of the Porsche brand means that Porsches and their owners attract 
attention. Spectators will form an impression, consciously or sub-consciously, according to their 
perception. That impression will be influenced by the vehicle and brand image created by Porsche, but 
also by the driver’s behaviour, either while driving or through personal contact. Porsche Club members 
need to be conscious of this and act in a way that reflects the values of the Porsche Club. It is, 
therefore, important for those values to be articulated and demonstrated with sufficient frequency to 
become second nature. 

Participate in events and activities that will expose the Porsche Club to the auto enthusiast segment of 
the general public, e.g. auto shows /displays, track events. Demonstrate that “It’s not just about the 
cars, it’s the people” through involvement in charitable activities that can be exploited by the exotic 
nature of Porsche vehicles and the community spirit of club members. 
 
Actions                                                                                                                                        
Strengthen the desirability of club membership and Porsche ownership by issuing press releases on 
club events and activities for publication in relevant local newspapers, motoring press and the UCR 
web site. (Grow Membership / Retain Members) 
 
Continue production and distribution of the Quarterly Membership Recruitment Postcards. These are 
distributed to members, Porsche dealers, service providers and advertisers.    (Grow Membership) 
 
Encourage Porsche dealers (new and used) and service providers to promote the benefits of Porsche 
Club membership. Provide them with the message, tools and incentive to do so. (Grow Membership) 
 
Review Welcome Page on UCR web site and seek ways to enhance the attractiveness of joining the 
club, e.g. descriptions of events, photos. (Grow Membership / Retain Members) 
 
Develop relationship with Porsche Canada, defining mutual interests and a plan to support each other’s 
activities. (Grow Membership / Retain Members) 
 
Identify and seek involvement in events and activities aimed at the auto enthusiast. Structure the 
involvement to include charitable activities that allow the human side of club members to be seen and 
the exotic nature of our cars to be leveraged. (Build a Positive Image) 
                                                                                                                                                
Mike Bryan  
December 2010 


