GOAL: Develop a comprehensive living USACHPPM marketing Plan (strategic and operational).(Goal 1) 

OBJECTIVE: Conduct a thorough baseline assessment of USACHPPM's customers, stakeholders, and competitors internal and external.  This includes customers of all Directorates, Subordinate Commands, DCSOPS and other Support Staff.  Continually reassess results and update as necessary

ACTION
TARGET PRIORITY
ASSESS
MARKET MIX
POC
TIMELINE

(1)Conduct a survey of all directorates, subordinate commands, and support staff to develop a comprehensive customer list
(a)Outline desired product

(b)Review outline with MQMB

(c)Distribute questionnaire throughout USACHPPM

(d)Collate responses

Product -         USACHPPM

Place

Price

Promotion


MQMB

Ken Sliker
July 98 - ongoing

(2)Review all Program Documents to identify customers, stakeholders, and competitors
(a)Make list of customers, stakeholders and competitors from

program documents

Promotion
Ken Sliker
Oct 98

Yearly thereafter

(3)Interview all program managers for information on customers, stakeholders, and competitors and gain information on changes as they take place
(a)Members E-mail Program Managers quarterly for updated information

Promotion
MQMB

Ken Sliker
Oct 98 - ongoing















GOAL: Develop a comprehensive living USACHPPM marketing Plan (strategic and operational).(Goal 1) 

OBJECTIVE: Conduct a thorough assessment of the corporate, political, social, technological, and economic trends.  Continually reassess results and update as necessary

ACTION
TARGET PRIORITY
ASSESS
MARKET MIX
POC
TIMELINE

(1)Continue to review PM periodicals and professional publications 
(a)Establish a weekly E-mail throughout USACHPPM with contributions of stories of interest

(b)Develop a library with shared periodicals and books 

Product

Place

Price

Promotion
MQMB

Ken Sliker


(2)Network within the Command and higher Hqs
(a)Develop professional relationship encouraging higher commands to keep USACHPPM informed in areas of interest

Product

Place

Price

Promotion
MQMB

Ken Sliker























GOAL: Develop a comprehensive living USACHPPM marketing Plan (strategic and operational).(Goal 1) 

OBJECTIVE: Conduct a Marketing SWOT (strengths, weaknesses, opportunities, and threats) assessment of USACHPPM.  Continually reassess results and update as necessary.

ACTION
TARGET PRIORITY
ASSESS
MARKET MIX
POC
TIMELINE

(1)Distribute Marketing Questionnaire throughout USACHPPM
(a) Members of MQMB to distribute Marketing Questionnaire

throughout their directorate,

subordinate command and support staff

(b)Collate responses and redistribute

Product

Price

Place

Promotion
MQMB

Ken Sliker
Aug 98 - ongoing

(2)Encourage Members of MQMB to share changes as they happen
(a)E-mail members monthly to gather changes within their directorate, subordinate command or support staff

Product

Price

Place

Promotion
Ken Sliker
ongoing

(3)Quarterly send E-Mail to PMs and Members checking on additions
(a) MQMB Members to contact Program Managers and other members of their directorate, subordinate command or support staff quarterly to survey for additions to the SWOT

(b)Perform Annual Formal review with MQMB

Product 

Price

Place

Promotion
MQMB

Ken Sliker
ongoing















GOAL: Develop a comprehensive living USACHPPM marketing Plan (strategic and operational).(Goal 1) 

OBJECTIVE: Develop marketing strategies for products and services of the USACHPPM including increasing market penetration, market development, product development, development of strategic alliances, and strategies to address competitors

ACTION
TARGET PRIORITY
ASSESS
MARKET MIX
POC
TIMELINE

(1)Evaluate Marketing Questionnaire to develop marketing strategies
(a)Identify key products and services in their infancy of the lifecycle

(b)Identify markets with growth potential

(c)Identify markets with product and market knowledge gaps

(d)Identify areas to build strategic alliances

(e)Identify competitors and their strengths and weaknesses

Product

Price

Place

Promotion
MQMB

Ken Sliker
Apr 99 - ongoing

(2)Establish a system within directorates to track usage of products
(a) MQMB Members to query members of their directorate, subordinate command or support staff to identify product and service usage

Product
MQMB

Ken Sliker
Oct 98 - ongoing

(3)Review Customer Service Survey Reports
(a)Identify Customer Wants, Needs and Desires

Product

Price

Place

Promotion
Ken Sliker
Apr 99 - ongoing















GOAL: Develop a comprehensive living USACHPPM marketing Plan (strategic and operational).(Goal 1) 

OBJECTIVE: Implement and evaluate the Marketing Plan, reviewing quarterly with Command and Sr. Staff, revising the plan as appropriate.

ACTION
TARGET PRIORITY
ASSESS
MARKET MIX
POC
TIMELINE

(1)Implement the written marketing plan as task with the approval of Members of MQMB 
(a)Complete marketing overview and present to the MQMB for changes and approval

(b)Have an offsite all day meeting to identify actions to be implemented for approved goals and objectives

(c)Distribute living marketing plan throughout USACHPPM thru MQMB members for approval

(d)Implement marketing plan

Product

Price

Place

Promotion
MQMB

Ken Sliker
Sept 98 - ongoing

(2)Evaluate the individual actions for the objectives presenting successes and failures to the MQMB making recommended changes
(a)Evaluate actions for the objectives continue working on successes and changing failures

Product

Price

Place

Promotion
MQMB

Ken Sliker
Quarterly throughout the year

(3)Brief the Command and Sr.Staff on appropriate revisions to Marketing Plan
(a)Prepare briefing for Command and Sr Staff upon completion of MQMBs approval of plan

Promotion
Ken Sliker
Semi-annually















GOAL: Develop a comprehensive living USACHPPM marketing Plan (strategic and operational).(Goal 1) 

OBJECTIVE: Oversee and integrate the public affairs component of the marketing plan

ACTION
TARGET PRIORITY
ASSESS
MARKET MIX
POC
TIMELINE

(1)Set specific tasks for public affairs to complement the marketing program(i.e., use storyboard on exhibits)
(a)Continue to have exhibits complement the marketing plans goals and objectives

(b)Work with Marketing Dept on articles that promote USACHPPM

(c)Develop state of the art multi-media uses of  storyboard

Promotion
Jane Gervasoni

Ken Sliker
Ongoing



(2)Seek public affairs assistance to present a professional level of writing and public announcements
(a)Introduce regular articles outlining where to find information on and about USACHPPM

(b)Work with public affairs to develop the widest distribution of articles and announcements

(c)Establish on the web site(USACHPPM Only) a guideline center for rules and regulations concerning writing, brochures and exhibits

Product

Promotion
Jane Gervasoni

Ken Sliker
Ongoing



(3)Establish a method of evaluating the effectiveness & value of the exhibit program
(a)Establish sign-in sheets for anyone requesting information from USACHPPM

(b)Use a scanner on business cards

for anyone stopping by a USACHPPM exhibit with questions of interest

Product

Place

Price

Promotion
MQMB

Jane Gervasoni

Ken Sliker
Ongoing















GOAL: Develop a comprehensive living USACHPPM marketing Plan (strategic and operational).(Goal 1) 

OBJECTIVE: Identify marketing opportunities on an ongoing basis, developing, implementing, and revising the marketing plan to be responsive to marketing trends and opportunities.

ACTION
TARGET PRIORITY
ASSESS
MARKET MIX
POC
TIMELINE

(1)Review briefings from higher HQ and Command looking for new opportunities for current products & services and value added products & services
(a)Establish the Marketing Dept as a collection center for all briefings from HQ and Command

(b)Review briefings for new opportunities for current products & services and value added products & services

(c)Distribute list thru MQMB members throughout USACHPPM

Product

Price

Place

Promotion
MQMB

Ken Sliker
Ongoing

(2)Encourage MQMB members to keep the marketing department informed of any new trends and opportunities
(a)Task MQMB members to report new trends and opportunities within their directorate, subordinate command or support staff to the Marketing Dept

Product

Price

Place

Promotion
MQMB
Ongoing






















GOAL: Promote the role of health promotion and preventive medicine in optimizing the soldiers readiness, performance, and lifestyle and increasing the health of all military health system beneficiaries.(Goal 3)

OBJECTIVE: Through research with all Directorates, Subordinate Commands, DCSOPS, and other Support Staff identify key product and service lists for health promotion and preventive medicine to be used to inform, educate, and promote to appropriate customers

ACTION
TARGET PRIORITY
ASSESS
MARKET MIX
POC
TIMELINE

(1)Validate Key Business Areas as identified by Directorates 
(a)Task MQMB Members to interview their Directors, Chiefs, and Program Managers to confirm accuracy of Key Business Area list 

Promotion
MQMB Members
Ongoing

(2)Consolidate replies from Marketing Questionnaire identifying key products and services
(a)Match products or services that complement the Key Business Areas 

Promotion
Ken Sliker
Sept 98 - Ongoing

(3)Develop promotional package to be disseminated to customers highlighting key business areas and describing key products and services
 (a)With the assistance of the PAO section of the Marketing Dept develop a specific brochure highlighting Key Business Areas and targeting Top Clients

Promotion

Product or Service
MQMB Members

Jane Gervasoni

Ken Sliker
Feb 99 - Ongoing

(4)Develop Top Customer list from replies from Marketing Questionnaire and customer lists on Program Documents
(a)Conduct phone survey to verify Top Customer List

Promotion
Ken Sliker
Feb 99 - Ongoing

(5)Determine best delivery method and disseminate list to Top Customers
(a)Do research on pricing and spread of delivery of brochures

(b)Survey Top Customers to determine delivery method that is most likely to reach their desk

(c)Deliver to Top Customers and follow-up with satisfaction phone survey

Promotion
PAT Members

Ken Sliker
Feb 99 - Ongoing

GOAL: Promote the role of health promotion and preventive medicine in optimizing the soldiers readiness, performance, and lifestyle and increasing the health of all military health system beneficiaries.(Goal 3)

OBJECTIVE: Develop marketing initiatives with each Directorate, Subordinate Command, DCSOPS and other Support Staff highlighting products and services that counter environmental, occupational, and disease threats to the health, fitness and readiness of our forces.

ACTION
TARGET PRIORITY
ASSESS
MARKET MIX
POC
TIMELINE

(1)Using the Marketing Questionnaire as a baseline identifying products and services that counter environmental, occupational, and disease threats.  Communicate with program managers regularly to identify new and value added products and services
(a)After baseline list is identified e-mail list to program managers to gain agreement.

(b)E-mail program manager regularly to keep list current

Product
MQMB

Ken Sliker
Mar 99 - Ongoing

(2)Promote skills, materials and technology used in creating and supplying products and services
(a)Used list of educational levels and awards as a baseline (update with new achievements)

(b)Consolidate list of materials and technologies used(update as necessary) 

Product

Price
Ken Sliker
Mar 99 - Ongoing

(3)Encourage feedback from directorates to develop marketing initiatives highlighting identified products and services targeting health, fitness and readiness
 (a)Develop a composite of tried and true marketing initiatives-distribute to directorates and promote new suggestions

(b)Identify competitors’ initiatives and develop those that appear to be successful

Promotion
MQMB 

Ken Sliker

Program Managers
Jan 99 - Ongoing

(4)Develop templates to simplify the procedure for program managers and other members of USACHPPM to make changes to their product line 
(a)Research templates used and modify for USACHPPMs use.

(b)Make available through web page.

©Ensure PMs forward materials to marketing office

Product

Promotion
Ken Sliker
Mar 99

(5)Set expectations for each project to keep everyone focused and setting attainable goals.
(a)Through research and forecasting

set attainable projections

(b)Keep goals within focus.

Promotion
MQMB

Ken Sliker
Jan 99 - Ongoing

(6)Place guidelines on P drive for accessibility
(a)Place on P drive as soon as outlined

Product
Ken Sliker
Jan 99 








GOAL: Promote the role of health promotion and preventive medicine in optimizing the soldiers readiness, performance, and lifestyle and increasing the health of all military health system beneficiaries.(Goal 3)

OBJECTIVE: Expand the exposure of USACHPPM by continuing to provide OSTG, AMEDD C&S, and MEDCOM with briefings and visual information to highlight the latest developments within the USACHPPM.  Encourage all Directorates to continually supply appropriate stories of interest.

ACTION
TARGET PRIORITY
ASSESS
MARKET MIX
POC
TIMELINE

(1)Identify current baselines
(a)E-mail to determine what has been disseminated (internally) chiefs, PM, Dir., Subcdrs, PAD.

(b)What information , briefings,or other visual information has been sent to HQ at OTSG, AMEDD C&S, MEDCOM, & Health Affairs

Product

Promotion
MQMB

Ken Sliker
Jan 99 - Ongoing

(2)Identify customers to target with information 
(a)Establish criteria to identify customers

(b)To whom did you send material

(c)Examine organization charts for positions not persons

(d)Establish list and verify

(e)Determine what material has been disseminated and what additional material should be distributed

Product

Promotion
Directors

Chiefs

Program Managers

MQMB

Ken Sliker
Jan 99 - Ongoing

(3)Develop location on the public drive to archive information
(a)Work with DCSIM to correlate efforts

(b)Get graphics files from visual information

(c)Gather information(i.e., briefings, speeches, and professional papers) 

Product

Price

Place

Promotion
MQMB

Ken Sliker

Jane Gervasoni
Jan 99

GOAL: Promote MHS and USACHPPMs role in health promotion and preventive medicine.(Goal 4 & 6)

OBJECTIVE: Support MHS areas that require USACHPPMs tailored products and services.  Promote wider usage of the appropriate and customized products and services at all opportunities.

ACTION
TARGET PRIORITY
ASSESS
MARKET MIX
POC
TIMELINE

(1)Through visits & info given to marketing determine areas of interest of the MHS
(a)Monitor Health Affairs and Military Health System to keep abreast of their topics of interest(publications, briefings, VTCs and visits)

Product

Place

Price

Promotion
MQMB

Program Managers

Ken Sliker

Jane Gervasoni
Nov 98 - Ongoing

(2)Monthly Hot Topics list to PMs to find out if they can provide support
(a)Provide PMs with Hot Topics list from information collected from Action 1

(b)Collect additions provided by PMs

©Midmonth send compiled list to all PMs 

Product

Place

Price 

Promotion
Ken Sliker
Feb 99 - Ongoing

(3)Support to lone rangers
(a)Develop a shared information system to keep all USACHPPMs members aware of new program development 

(b)Add new program development to “p” drive

Product 

Place

Price

Promotion
MQMB

Ken Sliker
Mar 99 - Ongoing

(4)Committee participation 
(a)Appoint a PAT to identify best methods to improve participation and get information from committee members to USACHPPMs members

Product

Place

Price

Promotion
MQMB

Ken Sliker
Feb 99

(5)Put together a Christmas Card of support to special customers(Sent by Labor Day)
(a)Canvas all Members of USACHPPM every June for accomplishments that have been completed within the passed 12 months

(b)Compile list on card to be mailed to special customers

Product

Place

Price

Promotion
MQMB

Ken Sliker
May 99

GOAL: Promote MHS and USACHPPMs role in health promotion and preventive medicine.(Goal 4 & 6)

OBJECTIVE: With the assistance of PAO write/coordinate monthly news briefs, to target appropriate publications, to inform higher headquarters and other customers of progress being made with MHS and USACHPPM health promotion and preventive medicine programs.

ACTION
TARGET PRIORITY
ASSESS
MARKET MIX
POC
TIMELINE

(1)Encourage all members

of USACHPPM to write articles for USACHPPM Today and the Sentinel
(a)Promote a family atmosphere by encouraging information to be shared with all members through USACHPPM publications

(b)Education about USACHPPM

can be promoted through articles

Promotion
MQMB

Ms Riley

Jane Gervasoni

Ken Sliker
Jan 99 - Ongoing

(2)Identify articles monthly that can be targeted as ones of special interest to customers and higher headquarters
(a)Monthly pull articles to be used in a quarterly publication Progress Being Made
(b)Match articles with customer interest, mailing them those articles, to demonstrate customer value 

Product

Price

Place

Promotion
MQMB

Ms Riley

Ken Sliker
Nov 98 - Ongoing

(3)Look for new promotional avenues
(a)Provide an open channel of communication for new promotional ideas

Promotion
MQMB

Ms Riley

Jane Gervasoni

Ken Sliker
Jan 99 - Ongoing















GOAL: Assist all Directorates, Subordinate Commands, DCSOPS and other Support Staff in developing specialty specific marketing plans for their products and services.(Goal 5)

OBJECTIVE: Develop specialty marketing plans specifically designed to educate higher headquarters and other customers (current and potential) as well as to increase market penetration.

ACTION
TARGET PRIORITY
ASSESS
MARKET MIX
POC
TIMELINE

(1)Develop plan to market key products and services for each directorate
(a)Establish key products and services from Marketing Questionnaire specific for each directorates specialty

Product

Price

Place
Directors

MQMB

Program Managers

Ken Sliker
Feb 99 - Ongoing

(2)Know customer priorities
(a)Develop customer priorities from Marketing Questionnaire and surveys

Product

Price

Place

Promotion
MQMB

Program Manager

Ken Sliker
Jan 99 - Ongoing

(3)Canvas groups to determine what areas need to be highlighted
 (a)Identify areas that have not gotten proper promotion and are therefore unknown

(b)Identify Hot Topic areas

Product

Price

Place

Promotion
MQMB

Ken Sliker

Jane Gervasoni
Mar 99 - Ongoing

(4)Track policy/news to determine key areas
(a)Identify higher headquarters policy changes and keep USACHPPMs members notified

(b)Establish on web a news sharing page

Product

Price

Place

Promotion
MQMB

Ken Sliker
Dec 98 - Ongoing








GOAL: Assist all Directorates, Subordinate Commands, DCSOPS and other Support Staff in developing specialty specific marketing plans for their products and services.(Goal 5)

OBJECTIVE: Conduct surveys to establish the size of specialty markets and the share of those markets serviced by USACHPPM Directorate, Subordinate Command, DCSOPS or other Support Staff products or services.  Also determine whether the market is expanding, shrinking, or stagnating.  This will establish market share and identify areas for focusing marketing plans.

ACTION
TARGET PRIORITY
ASSESS
MARKET MIX
POC
TIMELINE

(1)Conduct surveys of current & potential customers establish the size of the market and determine growth potential
(a)Survey random list of customers to determine their expectation over the next 3-10 years.

(b)Research the size of our current customers and the size of the market they are in

Product
MQMB

Ken Sliker
Nov 98 - Ongoing

(2)Get information on DOD competitors
(a)Pull list of DoD contractors from the internet.  Do research to determine the competitors statis

(b)Compile information and share throughout USACHPPM

Product
MQMB

Ken Sliker
Apr 99 - Ongoing

(3)Determine overlap
 (a)Research areas within USACHPPM that may complement each others performance and promote partnerships

Product

Place
MQMB

Ken Sliker
Apr 99 - Ongoing

(4)Perform trend analysis of competitors entering the market
(a)Study trend changes for competitors entering the market and estimate their impact.  Publish results throughout USACHPPM

Product

Place

Price
MQMB

Ken Sliker
Feb 99 - Ongoing

(5)Legislative & budgetary trends analysis and pending regulations
(a)Research Legislative trends

(b)Monitor budgetary trends

(c)Question Higher Headquarters of any pending regulations that may effect USACHPPM

(d)Publish all information pertinent

to USACHPPM members

Product

Price

Place

Promotion
Directors

Program Managers

MQMB

Ken Sliker
Oct 98 - Ongoing

GOAL: Assist all Directorates, Subordinate Commands, DCSOPS and other Support Staff in developing specialty specific marketing plans for their products and services.(Goal 5)

OBJECTIVE: Through research identify key products and services and determine where these products and services are placed within their lifecycle.  With this information develop marketing strategies for these products and services to increase market penetration, market development, product development, development of strategic alliances, and strategies to address competitors.

ACTION
TARGET PRIORITY
ASSESS
MARKET MIX
POC
TIMELINE

(1)Lifecycle evaluation of key products and services
(a)List where products and services are within their lifecycle and compare research results with Marketing Questionnaire(publish results)

Product
MQMB

Ken Sliker
Apr 99 - Ongoing

(2)Chart Market Size, Market Development and Product Development
(a)Through research publish results of development and growth where opportunities were discovered

Product
MQMB

Ken Sliker
Jun 99 - Ongoing

(3)Encourage futuristic thinking
(a)Identify new ways of penetrating markets

(b)Identify new and value added products and services

(c)Identify new product uses

Product
Directors 

Program Managers

MQMB

Ken Sliker
Jan 99 - Ongoing















