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EMPLOYED IN PUBLIC PRACTICE -
LARGE 2,335 1075 3,410 
EMPLOYED IN PUBLIC PRACTICE -
MEDIUM 848 262 1,110 
EMPLOYED IN PUBLIC PRACTICE -
SMALL 370 61 431 

PARTNER IN PUBLIC PRACTICE - LARGE 572 133 705 
PARTNER IN PUBLIC PRACTICE -
MEDIUM 417 42 459 

PARTNER IN PUBLIC PRACTICE - SMALL 1,093 58 1,151 

SOLE PRACTITIONER 1,404 90 1,494 

TOTAL IN PRACTICE 7,039 1,721 8,760 

SAICA MEMBERSHIP 21,738 6537 28,275 

MEMBERS IN PRACTICE AS % OF TOTAL 32% 26% 31%

TOTAL SMP MEMBERS 4,132 513 4,645 
TOTAL SMP MEMBERS AS  A % OF 
TOTAL 19% 8% 16%

M ember distribution as at Feb 2009
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What  is Power Pract ice?

Power Practice is project name given to the 
col lective strategy, budget and other resources 
which have been establ ished and set aside by 
SAICA to assist members in Smal l  and 
M edium Sized Practice in response to the 
rapid changes tak ing place in the profession. 

The project was devised wi th the aim of  better 
serving our members in Smal l  and M edium 
Practices through better understanding our 
members needs



WHAT DOES SMP WANT FROM SAICA
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THE 2008 OBJECTIVES
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SAICA EXTERNAL INFLUENCE



BRANDING

NEW LOGO    

Many other marketing initiatives  including : students , 
learners and members marketing
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CTA support

Over-
regulation
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edge toolkits



CA(SA) 
Not SAICA

2009 Committee meeting 

Not only service by actual products 

SMP Member Value /  Satisfaction
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WHAT CAN 
YOU SUGGEST



Size doesn't always matter 
:
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