MARKETING PLAN OUTLINE

“2000”

I. Assess the Living USACHPPM Marketing Plan yearly (Linked to Strategic Goal 1)

a. Review baseline assessment of USACHPPM customers, stakeholders and competitors

i. Continue to survey all elements of the Center to develop a comprehensive customer list

ii. Review all Program Documents to identify customers, stakeholders and competitors

b. Continually reassess the corporate, political social, technological and economic trends

i. Continue to review Preventive Medicine periodicals and professional publications

ii. Network within the Command and Higher Headquarters

c. Update the Marketing SWOT (strengths, weaknesses, opportunities and threats) assessments of USACHPPM

i. Encourage Members of MQMB to share changes as they happen

ii. Quarterly send E-Mail to Program Managers and Members of the MQMB checking on additions

d. Update 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

i. Evaluate Marketing Questionnaire to develop marketing strategies

ii. Establish a system within directorates to track usage of products

iii. Review Customer Service Survey Reports

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

i. Implement the written marketing plan as task with the approval of Members of the MQMB

ii. Evaluate the individual actions for the objectives presenting successes and failures to the MQMB making recommended changes

iii. Brief the Command and Sr. Staff on appropriate revisions to Marketing Plan

f. Oversee and integrate the public affairs component of the marketing plan

i. Set specific tasks for public affairs component to complement the marketing program (i.e., use storyboard on exhibits)

ii. Seek public affairs assistance to present a professional level of writing and public announcements
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g. Continually identify marketing opportunities on an ongoing basis, developing, implementing and revising the marketing plan to be responsive to marketing trends and opportunities

i. Review briefings from higher HQ and Command looking for new opportunities for current products & services and value added products & services

ii. Encourage MQMB members to keep the marketing department informed of any new trends and opportunities

II. 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 (Linked to Strategic Goal 3)

a. Through coordination with all elements of the Center continuously identify and update key product and service lists for health promotion and preventive medicine to be used to inform, educate and promote to appropriate customers

i. Identify Key Business Areas/Products within Directorates for targeted marketing initiatives

ii. Prioritize Key Business Areas/Products (with the assistance of the Preventive Medicine Resourcing Office)

iii. Develop methods or techniques for promoting key business areas

iv. Evaluate effectiveness of promotional methods and techniques

v. Update promotional packages to be disseminated to customers highlighting key business areas and describing key products and services

vi. Update and maintain Customer lists from input from MQMB Members, Program Documents, Program Managers and Directors

b. Continuously adapt initiatives to keep pace with marketplace changes and highlight products and services that combat environmental, occupational and disease threats to the health, fitness and readiness of the military and civilian workforce.

i. Use the Customer Service Survey as a baseline to identify products and services

ii. Promote skills, materials and technology used in creating and supplying products and services

iii. Evaluate feedback from directorates to develop marketing initiatives highlighting identified products and services

iv. Encourage USACHPPM wide ownership in product and service development and improvement
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c. Expand the exposure of USACHPPM by continuing to provide OTSG, 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.

i. Identify customers to target with information

ii. Plan methods for dissemination of materials

d. Promote wider usage of the appropriate and customized Center products and services at all opportunities

i. Through visits & info given to the marketing office determine areas of interest

ii. Monthly “Hot Topics” list to Program Managers to find out if they can provide support of USACHPPM current activities that support topics

iii. Support to long rangers

iv. Committee participation

v. Put together a Holiday Card of support to special customers (Sent by Labor Day)

e. Target marketing initiatives to identify key personnel who are in a position to influence the future of the Center

i. Establish a list of Key Personnel, have list reviewed quarterly by the Commander, CoS and DTS for additions and deletions

ii. Develop a “Hot Topics” product & service fact sheet to be sent to Key Personnel

III. Promote USACHPPM role in health promotion and preventive medicine (Linked to Strategic Goal 4 & 6)

a. Provide assistance to PAO to write/coordinate monthly news briefs, to target appropriate publications, to inform Higher Headquarters and other Customers of progress with USACHPPM health promotion and preventive medicine programs

i. Encourage all members of USACHPPM to write articles for USACHPPM Today and the Sentinel

ii. Identify articles monthly that can be targeted as ones of special interest to customers and Higher Headquarters

iii. Look for new promotional avenues

MARKETING PLAN OUTLINE

“2000”
b. Develop a Command “Welcome Wagon” information package targeting the War fighting Commander

i. Research information of interest to the War fighting Commanders

IV. Assist all elements of the Center in developing specialty specific marketing plans for their products and services (Linked to Strategic Goal 5)

a. Develop specialty-marketing plans specifically designed to educate Higher Headquarters and other Customers (current and potential) as well as to increase market penetration

i. Update plan to market key products and services for each directorate

ii. Know Customer priorities

iii. Canvas groups to determine what areas need to be highlighted 

iv. Track policy/news to determine key areas

b. Conduct surveys to establish the size of specialty markets and the share of those markets serviced by Center.  Also determine whether the market is expanding, shrinking or stagnating

i. Conduct surveys of current & potential customers establishing the size of the market and determine growth potential

ii. Get information on DoD competitors

iii. Determine overlap

iv. Perform trend analysis of competitors entering the market

v. Legislative & budgetary trends analysis and pending regulations

c. 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

i. Lifecycle evaluation of key products and services

ii. Chart market size, market development and product development

iii. Encourage futuristic thinking 

