EXECUTIVE SUMMARY

(5July00)

The USACHPPM was established to provide leadership, services, and an Army focal point for managing all efforts relating to the enhancing force medical readiness through the integration of health promotion and preventive medicine activities into Army operations worldwide.  The USACHPPM has a key role in transitioning Army medicine’s health care delivery system from an episodic inpatient infrastructure to a proactive, health focused system with increased focus and capability to prevent disease and injuries, facilitating readiness by reducing disease threats.

The USACHPPM has become the Force Health Providers for the Army and the World.  Preventive medicine and health promotion has grown in importance as funds available for all military operations have decreased.  USACHPPM’s programs will save money today and most certainly reduce the cost of what could be future hazards if gone unchecked.

The USACHPPM future looks even brighter as the Force Health Provider for the entire military operations worldwide.  The Marketing Plan is to assist USACHPPM in making the transition to the future as smooth and comfortable as possible for all of USACHPPM’s customers and internal members.

USACHPPM’s MISSION: Provide health promotion and preventive medicine leadership and services to counter environmental, occupational and disease threats to health, fitness and readiness in support of the National Military strategy.

USACHPPM’s VISION:  To be the world class center of excellence for the systematic prevention of environmental, occupational and disease threats to the health and performance of individuals and populations.

USACHPPM’s GOALS:

GOAL 1:  Posture the USACHPPM to meet future challenges of rapidly changing missions within the constraints of resources.

GOAL 2: Bring comprehensive medical surveillance to its full potential.

GOAL 3:  Demonstrate the effectiveness of health promotion and preventive medicine in managing the health risk to our service members, retirees and other eligibles.
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GOAL 4: Shape health promotion and preventive medicine’s role in international activities.

GOAL 5: Enhance the quality of products and services continuously and systematically.

GOAL 6: Seek greater involvement in environmental and occupational health policy, planning and implementation processes.

USACHPPM’s VALUES

The USACHPPM family is composed of officers, enlisted soldiers and civilians.  The USACHPPM family embraces the Army values of loyalty, duty, respect, selfless service, honor, integrity and personal courage.

USACHPPM’s values are the key to our quality.  They support and augment the Army values and those reflected in the MHS and AMEDD strategic plans.

Customer satisfaction is our focus.  We strive to understand our customers’ needs and design our products to exceed our customer’s expectations

Our people are our most valued resource.  Teamwork and trust ensure our success.  We care for each other just as we care for our customers.  We are a family.

Continuous improvement is our pathway.  We are committed to anticipating, preparing, and shaping our tomorrow while we respond proactively to the challenges of today.

MARKETING QUALITY MANAGEMENT BOARD MEMBERS:


DEHE – Dr David Reed


DOHS – Ms Sandy Monk


DTOX – Ms Laurie Roszell


DLS
- Ms Irene Sacilotto


DCPM – Mr Tom Smith


DHPW – LTC Mary Sanders
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DEDS – Ms Michelle Canham


USACHPPM NORTH – MAJ Clarence Thomas


DCSOPS – No Representive


QSO – Ms Dianne Cottrell


DDD – Ms Jody Rush


VID – Ms Marilyn Swanthowski


PAO – Ms Evelyn Riley

SIO –Ms Jane Gervasoni, Mr Ken Sliker


QMB – Champion – Ms Donna Doganiero

Membership:  Members will be appointed by their Director and approved by the Commander.  There will be no substitutions or alternate members of USACHPPM main representatives.  Membership will include one representative from each Directorate, the Deputy Chief of Staff for Operations, from USACHPPM-North, Chief Public Affairs Office, and the Quality Office.

Chairman:  Elected by the membership – Ken Sliker

OBJECTIVES:
1. Develop, review, assist and update the marketing plan

2. Establish timelines and priorities for the development and implementation of the marketing plan

3. Evaluate the effectiveness of the marketing program; a.  Act as a collection site for metric data.  b. Evaluate summarized data

4. Improve communication of market activities to both internal and external customers.

5. Establish and enhance a corporate marketing climate.
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CUSTOMERS



Internal Personnel



FUDS



MACOMS




DSA



Installations




BRAC Sites



COE





ATSDR



AEC





USACAMDA



DA Staff




USAREC



DLA





Army Reserve



FORSCOM PM



FDA



MRMC




EPA



CDC





CIA



ATC





FBI



NASA





USUSHS




Secret Service




OSAGWI




National Guard



DoD





Public Health

COMPETITORS



Other Area Forces



Comm Labs



Private Industry



Cold Region Labs



Chem School




COE (BRAC, water, health)


Safety Center




Argonne Nat Labs

STRENGTHS, WEAKNESSES, OPPORTUNITIES & THREATS ANALYSIS

STRENGTHS:

· Multidisciplined groups at one geographical site (main)
· Multidisciplined smaller groups at subordinate commands
· Variety of personnel categories (AD, Civ, Contractors)
· Dedicated support for global analysis and strategic planning
· One-star champion
· Geographic location – headquarters near DC
· Visibility at higher levels
· Freedom to coordinate with external organizations at a variety of levels
· Coordination with a variety of external organizations
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· PM representatives in external organizations tied to USACHPPM
· Quality products and services
· Ability to influence POM (DHP & Army) for preventive medicine
· IM/IT staff
· Visual information services
· Flexibility in resource management
· Individual employee access to open channels of communication
WEAKNESSES:

· Vertical communication
· Lack of access to external organizations based on personal relationships
· Lack of integration of IM/IT system components
· Facilities
· Organizational structure
· Personnel development
· Archival of products
· Research support (information/library support)
· Perception of external customers
· Parochialism
· Decision making and prioritization (resource allocation)
· Logistic processes
· Communication with subcommands
· Corporate business practices
Information system components

Planning

Knowledge/experience with business practices

· Variety of personnel categories (AD, Civ, Contractors)
OPPORTUNITIES:

· Paradigm shift in health care (delivery; philosophy with an increase in focus on prevention)
· Increased recognition of PM in line as a component of readiness
· Expansion of DoD mission (SASO)
· Managed care
· Downsizing of DoD (resources and personnel)
· Re-engineering
· Joint operations
· Civilian/other federal organizational integration
· Revolution in IM/IT
· Emerging technologies
· Decrease in external constraints for resourcing
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· Reputation
· Variety of personnel categories (AD, Civ, Contractors)
THREATS

· Lack of understanding USACHPPM potential by external leadership 

· Inner service rivalry

· Narrow minds

· Change (that it is occurring; and the pace of it)

· “Do more with less” attitude

· Bureaucratic momentum

· Government lack of responsiveness

· Appropriations (1&2 years)

· Maintenance of creativity (youthful)

· Downsizing and re-engineering

· Lack of understanding USACHPPM diversity by internal personnel

· Decreasing resources

GOALS:

· Assess the Living USACHPPM Marketing Plan yearly
· Promote the role of health promotion and preventive medicine in optimizing the soldiers readiness, performance and lifestyle and increasing the health of all military health system beneficiaries
· Promote USACHPPM role in health promotion and preventive medicine
· Assist all elements of USACHPPM in developing specialty specific marketing plans for their products and services
