Northeast Region Marketing Action Plan - 1999

Mission:  To develop a marketing plan in support of the Northeast Region corporate goals.










Objectives #1 & #2:   Establish action item timelines and identify regional marketing priorities.  Identify Partners, Internal/External Customers and Stakeholders








Action Item
Plan for Accomplishment
Proponents
POC = Responsible for assuring accuracy and currency
Timeline
Assessment/Status



(1)  Identify tools and products needing deployment marketing
(a) Task each Division & CPACs  to identify existing and newly developing products and/or tools that would realize better utilization if properly marketed

(b) Prioritize top products/services/tools with regional emphasis

(c)  Interview all program managers for information to identify key products/tools and marketing strategies utilizing the marketing plan template.

(d)  Create deployment marketing strategies and timelines for each identified product/tool as needed

(e)  Deploy marketing strategies and prepare appropriate audience.


HRD

ISD

Staffing

Classification

MSO

CPACs

Marketing Council

Marketing Council Reps
Marketing Council Chair
July 99

July 99

On-Going once

Marketing Plan

approved by BOD

Sept - May 00

Sept - May 00
Completed

Completed



(2)  Identify customers, stakeholders and competitors
(a)  Make list of customers, stakeholders and competitors
HRD

ISD

Staffing

Classification

MSO

CPACs
Council Members
July 99
See Marketing Plan Template

(3) Develop Marketing Budget
(a) Identify direct costs 


On - Going
As expenses are identified, methods of costing will be developed

Northeast Region Marketing Plan - 1999

Mission:  To develop a marketing plan in support of the Northeast Region corporate goals.



Objective #3:  Develop and conduct a qualitative and quantitative survey to ascertain what is important to our customers








Action Item
Plan for Accomplishment
Proponents 
POC = Responsible for assuring accuracy and currency
Timeline
Assessment/Status



(1) Develop survey instrument that will tell us what services our customers value and want continued- using paired weighting method
(a)  Create Queries for instrument

(b) Determine survey audience

(c)  Develop introduction and  method of delivery/and receipt of information from customer 

(d)   Obtain BOD approval of survey instrument  

(e) Determine frequency of Survey to ensure currency of regional marketing emphasis

(f) Develop plan for responding to Customer Expectations through a feedback method
HRD

ISD

MSO

Staffing 

Classification

CPACs
(a) Gayle Colacicco, West Point and Council Members

(b)  Council Consensus

©  Council Consensus

(d) Council Chair

(e) Council Consensus
July - August 99

(b) August 99

©  August 99

(d) Sept 99

(e) determined after initial CIA
(a) Gayle is developing initial list of questions for the survey which we will term:  Customer Interest Analysis (CIA).  This will then be socialized with all council members for additions/deletions and consensus. 

(b) Suggested we have 2 CIAs one for managers and one for all employees. 

© Develop email intro to CIA and work with ISD to assure anonymity on electronic functionality of CIA and will be tested.

(d) Instrument will be forwarded electronically to BOD members for approval prior to fielding. 

(e) Frequency of CIA will be determined after initial fielding and will be developed through Council Consensus and BOD approval.

(2)  Conduct Survey


(a) Prepare survey audience for arrival of survey through electronic information emails explaining the intent/purpose of survey

(b) ) Send Survey throughout region

(c)  Monitor responses to ensure meaningful number received


HRD

ISD

MSO

Staffing 

Classification

CPACs

Sept - Nov 99


(3)  Analyze Survey Results
(a)  Collate responses and analyze

(b) present findings to BOD


Nov 99


(4) Modify Marketing Plan and Programs 
(a) Board approved changes will be implemented as appropriate

(b) Implement continuous improvements to marketing plan


Jan 00
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Mission:  To develop a marketing plan in support of the Northeast Region corporate goals.










Objective #4:  Foster a positive regional human resources marketing climate  








Action Item
Plan for Accomplishment
Proponents
POC = Responsible for assuring accuracy and currency
Timeline
Assessment/Status



(1) Identify and develop strategies that foster and raise the awareness of all personnelists on the importance of advertising the HR community's successes 

(2)  Identify Strategies 

that will build bridges and strengthen the bonds among the partners
(a)  Advertise the NE Regional Marketing Plan as a systematic approach & method for introducing new personnel procedures and products

(b) All Council Members will work with their organizations to introduce and  implement the use of the Plan

(a) Council Members submit ideas electronically
All Council Members

All Council Members

All Council Members
Council Consensus

Council membership

Council membership
Aug - Sept 99

Aug - Sept 99

Sept 99
Press Release created by Clark Ensley (Picatinny) will be field electronically to CPACs, to PAOs for newspaper release throughout the Region prior to launching of the Northeast Region Marketing Plan.   





Northeast Region Marketing Action  Plan - 1999

Mission:  To develop a marketing plan in support of the Northeast Region corporate goals.


Objective #5 & #6:  Oversee the Execution & Implementation of the Regional Marketing Plan.   Evaluate effectiveness.








Action Item
Plan for Accomplishment
Proponents
POC = Responsible for assuring accuracy and currency
Timeline
Assessment/Status










(1) Implement the Regional Marketing Plan with approval of BOD 
(a)  Complete marketing overview and present to BOD for changes and approval

(b)  Conduct annual Marketing Meeting to implement approved objectives

(c)  Distribute approved plan 

(d) Implement Marketing Plan


All Council Members
Council Chair
Aug - Sept 99

July 00


(2)  Evaluate progress of the objectives, present successes and failures to BOD with recommended alternatives
(a) On going evaluation, working on successes and changing failures
All Council Members
Council Chair
Bi- annual BOD

meeting


(3)  Brief Board of Directors on recommended revisions to Marketing Plan and Programs
(a) Prepare briefing for BOD at regularly scheduled meetings
Council Chair with input from Council Membership

Bi- annual BOD meeting


1
8

