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CORPORATE 

OUTREACH PLAN 

Working Draft — For Internal Use Only

In February 1997, the U.S. Army Corps of Engineers (USACE) adopted a new Vision that depicts an organization moving to embrace the changes needed to meet the 21st Century.  USACE is moving out on this Vision by executing a “Corps Plus” strategy.  The three goals of this strategy are Revolutionize Effectiveness, Invest in People, and Seek Growth Opportunities.  This plan focuses specifically upon the latter goal and is a culmination of several efforts that provide USACE with a roadmap to seeking growth opportunities.

Some may view seeking growth opportunities from a negative perspective, perhaps conjuring up past images of an arrogant, self-centered command.  That organization is gone, and a new customer-focused command is emerging!  We view growth from a positive, balanced scorecard perspective.  First, we want to grow with our customers so that we know and can serve their needs, now and in the future.  Second, we want opportunities to grow the service skills and competencies needed to delight our customers.  Third, we want to grow innovative practices that enable us to be the customer’s preferred problem solver.  Finally, we want to grow a balanced program that is mutually beneficial to all.  A program that benefits the customer by providing the best public engineering value to the Nation, Congress, and Army—both now and in the future.   

Our Corporate Outreach Philosophy is simple—the right work, for the right customers, for the right reasons.   This USACE Corporate Outreach Plan guides us to that end.  

Joe N. Ballard

Lieutenant General, USA

Commander

A final note—this is just the start.  Like other journeys, we will check our “roadmap” on a regular basis to ensure that we are in the right lane and headed

in the right direction! 

Section
Page No.
FOREWORD  

i


CONTENTS 


ii

EXECUTIVE SUMMARY 

iii
INTRODUCTION
Intent and Benefits of Corporate Outreach Plan 

1
Assumptions and Linkage 

2
Plan Process 

3
SITUATION ASSESSMENT—Where we are!
Business Statement

4
Current Condition

5
Market Map  

6
Customer Portfolio  

7
STRATEGIC ANALYSIS—Where we are going!
Where Are We Going?  

8


USACE Market Segment Map   
 
9
Who Are We Going With?

10
OUTREACH  STRATEGIES—How we will get there!
Strategy #1 — Develop Partnerships with Strategic Customers

11
Strategy #2 — Grow Relationships with Strategic Allies   

12
Strategy #3 — Develop Corporate Outreach Tools and Techniques  

13
NEXT STEPS


How Will We Implement! 
 
14


What Plan Improvements to Look for Next!  

14
APPENDIX A — Customer Outreach Glossary

APPENDIX B — Abbreviations and Acronyms

APPENDIX C — Existing Customer Matrices 

APPENDIX D — Strategic Allies Matrix

APPENDIX E — Outreach Training Matrix

This USACE Corporate Outreach Plan is an organized and focused strategic tool that enables our “Corps team” to maintain and enhance our command core competencies to support customer needs.  This plan espouses a proactive approach to addressing the business and customer environment we face today in order to fully serve our customers, Army, and the nation in the future.

We begin by assessing where we are today with regard to our Military Programs (MP), Civil Works (CW), and Support-for-Others (SFO)/Work-for-Others (WFO) workloads, and where we want to be by FY02.  In light of our current business situation, our USACE corporate outreach goal is multidimensional and uses the balanced scorecard approach.  Our goals are segmented by mission—increase the amount of work opportunities the Corps executes annually, by internal—ensure that we have a corporate approach to customers by sharing information, by customer—manage relationships with strategic customers and allies to advance mutual interests, and by learning—ensure common outreach knowledge base in workforce.   

USACE has formulated three strategies that provide “how” we will achieve this goal.  The first two focus on actions external to the Corps, while the third strategy focuses internally.  The three strategies are to--

·  Develop partnerships with our strategic customers.

·  Strengthen relationships with strategic allies.

·  Develop corporate outreach tools and techniques.

At the foundation of this Outreach Plan is recognition of three tiers of customers.  The top tier represents the most important customers to our organization—our strategic or key customers.   These strategic customers—FORSCOM, TRADOC, MEDCOM, DOJ, EPA, and DOI to name a few—are critical to our success and thus receive a significant portion of time and attention from our Corps team. We also want to build strategic alliances with enabling organizations such as the multilateral development banks, major Civil Works advocate groups, and the CINCs to enhance our total customer portfolio. 

One mechanism for achieving our customer outreach goal is through the establishment of customer account executives.  This plan places high value on the personal approach to doing business with our customers.  Each strategic customer will have a customer account executive who is that customer’s “one door to the Corps.”  The account executive works to ensure total customer delight (a level beyond customer satisfaction) by listening to customers’ needs, asking questions to assure full understanding and informing the customers of any Corps capabilities that can satisfy their requirements.  The account executive and team guide their customer approach through the account plan.  These plans provide winning strategies on how to specifically achieve long-term business relationships with customers.


The success of our USACE Corporate Outreach Plan is heavily dependent upon our ability to implement our third strategy—developing internal outreach tools and techniques.  Five major internal outreach upgrades are critical to the success of the USACE Outreach Plan: 

·  Implement corporate outreach as a command-wide initiative during FY00.

·  Implement account management. 

·  Execute a near-term implementation schedule (start Aug 99). 

·  Train the workforce.

·  Resource for success.

WHAT IS THE INTENT OF THIS CORPORATE OUTREACH PLAN?   The intent of this USACE Corporate Outreach Plan is to provide a tool that enhances and sustains the Corps’ technical expertise and core competencies directly related to inherently governmental functions by:   

· Synchronizing  actions to grow and improve relationships with existing and new customers.

· Developing alliances with those who can contribute to our corporate success.

· Executing existing mission and attracting meaningful work, thus ensuring success of Corps customers in executing their mission and increasing the Corps’ value to the Army and nation.

· Listening to customer feedback to gauge our success. 

WHAT IS CORPORATE OUTREACH AND WHY DO IT?  Corporate outreach is determining customer needs and moving Corps assets to meet those needs.  The rationale for conducting corporate outreach can be summarized in the following key points:

· Congressional/Administration Emphasis—Create a government that adds value and is responsive to customers, taxpayers, and Congress (i.e., GPRA, NPR).

· Customer Needs Are Changing—Changing demographics, technology, and life styles, as well as new and changing customer requirements contribute to the necessity of staying relevant to the needs of customers. 

· Changing Trends in Traditional Corps Programs—While Civil Works and Military Programs workload trends for the next five years are leveling off, Support for Others (SFO) and Work for Others (WFO) programs show increasing potential.  

· New and Emerging Opportunities—As customers’ missions change and their resources decrease, their requirements for a wide range of technical and environmental services increase; this represents unique opportunities to assist our customers.  We want the best fit between these opportunities and our competencies.  

· Supports the Corps’ Vision—Seeking growth opportunities is an explicit goal of the U.S. Army Corps of Engineers; customer outreach is one approach to achieving this goal. 

WHAT ARE THE BENEFITS OF OUTREACH TO THE CUSTOMER, THE ARMY, AND OUR NATION?  

· Service, Service, Service—positions USACE to serve and execute the missions of our customers.

· Flexibility to Deliver New Products and Services to Meet Customers’ Needs—Anticipating, knowing about, and preparing for changes in customers’ needs.


· Creates a Diverse, Sustainable, Customer Base that Enables Economies of Scale—Customer outreach plants the seeds of a sustainable customer portfolio that can be harvested in the future to ensure the viability of the Corps as a national engineering asset.

· Enhances Our Core Competencies—Our problem-solving capability is preserved for meeting the current and future needs of the Army and our nation.

· Quicker, Better, More Economical—Our customers want quality products and services delivered on time and within budget.

· Best Public Engineering Value—Organizing around customers to meet their needs is the foundation of customer satisfaction and outreach.

HOW WAS THIS CORPORATE OUTREACH PLAN PUT TOGETHER?  This Corporate Outreach Plan is the result of Corporate Outreach Focus Group actions, chartered by the HQUSACE Strategic Management Board (SMB).  Its tasking is to chart the business future of the Corps.  The plan was developed using a process designed by the Strategic Management and Innovations Division at HQUSACE. Information was gathered and synthesized during a series of workshops in early 1999.  Representatives from HQUSACE, MSCs, districts, the lab community, and centers met to compile this plan.  

 ASSUMPTIONS (internally inherent) OF THIS PLAN.  This plan is:

· Focused predominately on a command-wide “big picture” perspective.  

· Dynamic & Living—formal relook in 6 months (February 2000); revisions monthly,

· Formatted to be concise and easy to read; designed for use by members of USACE.

· Complemented by the endorsement of senior staff at HQ, MSC, and District commands.

· Sponsored by the SMB, with proponency by the Strategic Planning and Business Development Directorate, HQUSACE 

· Effective starting FY00; this plan supercedes the Corporate Growth Initiative.

· Considering some customers as allies in certain situations.

ASSUMPTIONS (externally inherent) OF THIS PLAN.  This plan’s success is affected by:

· Congressional Awareness.  Congress is aware of, and understands, the intent of corporate outreach efforts.    
· USACE 2020.  USACE is guiding organizational direction through a picture of what success looks like in the year 2020.  USACE 2020 is that picture.

· Private-Sector Understanding.  The private sector is a direct beneficiary and partner in achieving U.S. national security and economic interests both domestically and internationally through USACE customer outreach.

· New Administration Support.  Incoming political administrations view the Corps as a unique and valued public engineering asset

· Increasing Public Advocacy.  The public supports Corps efforts to achieve more customer- focused business practices.

LINKAGE.  This plan recognizes recent and ongoing USACE strategic initiatives, some of which are listed below.  These initiatives not only influence the direction of this plan but also provide supporting data and tasking from which to build this Corporate Outreach Plan. 

· Chief of Engineers Vision, Goals, and Strategies, 14 February 1997.

· Corporate Growth Initiative, January 1998. 

· Scenario-Based Strategic Planning (SBSP) Proceedings, 1 August 1998.
· 1998 USACE Senior Leaders Conference:  Key Success Factors.
· USACE 2020 and OUTREACH 2020.
HOW DOES THIS PLAN FIT INTO THE TOTAL CUSTOMER OUTREACH CYCLE?  This plan is only one part of an ongoing corporate outreach effort designed to bring the customer closer to the forefront of daily operations.  Specifically, this plan’s effort is focused on the “Strategic Outreach Planning” portion of the customer outreach cycle—from a USACE command-wide perspective.  In the upcoming months, concurrent related efforts will focus upon regional and local outlooks.  The curriculum to train USACE personnel in account planning and customer relationship building follows.  Once trained, customer account representatives will visit and listen to customers to determine their needs; then move to meet those needs.  We can then evaluate performance.    
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ORGANIZATION OF THE PLAN.  This plan is divided into four major sections:

· Introduction—Orients the reader to the format, organization, and purpose of the plan.

· Situation Assessment—Discusses the question “where are we” in our business.

· Strategic Analysis—Looks at “where are we going” in our business.

· Outreach Strategies—Examines how we will get there.

PLAN PROCESS.   This plan follows a process based upon several common business development texts as well as best field practices.
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SITUATION ASSESSMENT.  Simply stated, a situation assessment is a beginning point.  It asks the question “where are we in our business?”  A situation assessment looks at an organization’s current health and present relationship within its business and customer environment so that the organization may chart a successful path into the future.  Many elements can be included in the assessment; this USACE plan documents four:

(   Current business condition 
(   Customer portfolio

(   Current workload and goals
( Market segment map

WHAT BUSINESS ARE WE IN?  USACE is the world’s premier public engineering organization providing quality, responsive engineering services to the nation.  We--
· Manage and execute engineering, construction, environmental, and real estate programs for the U.S. Army and Air Force. 

· Provide design, construction management, and real estate support for DOD and other federal agencies and foreign governments.  

· Manage and conduct research and development in support of these programs.

· Manage and execute Army and Air Force installation support programs.

· Manage and execute civil works programs; develop and maintain capability to mobilize in response to national security emergencies, domestic emergencies, and emergency water plan programs.  

· Manage and execute environmental support programs for DOD and other federal and nonfederal agencies.  

We provide these business services to the Army and our nation through a unique set of core competencies:

· Agility—respond quickly to wide-ranging needs throughout the world by providing engineering and related technical services.

· Force Multiplier—assemble expandable, multidisciplinary technical teams, enhanced through the leveraging of multiprogram assets and capabilities.

· Honest Broker—facilitate/broker cooperative arrangements among multiple constituencies (public and private).

· One-Stop Service—provide life-cycle engineering and related services integrating a full range of multidisciplinary capabilities.

· Problem Solver—provide a structured, rational approach to problem solving. 

· Public Policy—implement public policy within the Army ethic. 

· Systems Management—plan and manage large and complex systems.  

We expect that our business services and competencies will begin to move toward serving the following emerging customer needs:

· International Water Resources Support—utilize full range of domestically acquired, water resource expertise to support national economic and security strategies and objectives.

· Infrastructure Enhancement—leverage existing infrastructure expertise to attack aging domestic and international infrastructure problems.

· Environmental Stewardship and Support—facilitate/broker/advance state of environmental stewardship throughout Army, DOD, national, and international arena.

· Support for Others—provide full range of life-cycle engineering and related services to federal, private, nongovernmental, and international customers.

· Privatization—provide benefit of USACE experience in privatizing Army and DOD assets to other agencies and countries.

· Knowledge-Based Consultancy—leverage Corps technical expertise in new arenas. 

WHAT IS OUR CURRENT CONDITION?   Generally speaking, USACE’s business condition is fair.  Workload trend lines for CW and MP show a flat to declining workload trend.  Although the CW program is healthy at the present time and the budget surplus may sustain a near-term rise, this is not expected to be a long- term trend.  Unless unforeseen project requirements arise, future CW workloads look uncertain.  Growth in the MP workload is not foreseen, as indicated by the trend chart below.  Privatization, base closure, and smaller force structures indicate that, at best, a flat growth rate can be expected.   Although SFO/WFO is not explicitly shown, it does show promise, as evidenced by a generally growing program since FY89.
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WHAT IS OUR GOAL?  The USACE Corporate Outreach goal (FY00) is set within the balanced scorecard framework, as seen below.  The intent is to balance Corporate and customer goals to mutual benefit.  The goal is congruent with CMR+.  
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WHAT IS OUR MARKET MAP?   The Corporate Outreach Team constructed the market map used in this plan.  The map considers all sources and leans heavily on the industry market map constructed by the SBSP group.  The intersection of customer needs and groups represent a market segment.  The horizontal axis represents 9 major customer need areas:   

· MILOPS—activities associated with preparing for, deploying to, and sustaining force in theater of ops. 

· Technical Innovation and Transfer—skills, techniques, tools used in R&D transfer and implement.

· Expertise—Knowledge, skills and abilities of organization and individual in specialized areas such as planning, design, construction (PDC).  

· Economic Development—full life cycle of activities associated with PDC of CW for nation.   

· PDC for Security and Public Health—activities intended to reduce or protect against domestic or international economic, environmental, and military threats.

· Environmental Stewardship—environmental cleanup of habitat, ecosystem restoration.

· O&M—operation and care of existing military base infrastructure, environmental, others.

· Acquire and Dispose—procurement, mgmt, and disposal of real property assets, logistics, HR, etc. 

· Regulate—reg. responsibilities assigned, assuring that an agency or firm is complying with regs.
The vertical axis represents 10 major USACE customer groups:  

· Army—MACOMs, component commands, major ARSTAFF components. 

· Air Force—MAJCOMs, component commands, major AF staff components. 

· USN/USMC—MACOMs, component commands, major USN/USMC staff components.

· DOD—array of DOD agencies, DOD staff components, CINCs.   

· Federal—major federal departments, agencies, independent organizations within federal government.

· State and Local—state, city, county, municipalities, levee boards, etc. 

· Tribal and Territories—major tribal nations (e.g., Navajo Nation) and Trust Territories.

· Foreign Governments—foreign governments divided into subgroups (e.g., Europe, Mexico).
· Enabling Organizations—agencies, NGOs, banks, advocate groups (e.g., UN, World Bank, ASCE).
· Private Sector—private-sector A&E, environmental, construction, and other engineering firms.
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WHAT IS OUR CUSTOMER PORTFOLIO?
USACE maintains a diverse and robust customer portfolio.  Corps customers fall

into many categories as reflected by our major customers listed below. *

(  DOD/MILITARY CUSTOMERS 
FEDERAL AGENCIES

( DEMFO


(Department of Agriculture

( NSA



(  Department of Commerce

(  SOCCENT


(  Department of Energy

(  Regional CINCs

(  Health and Human Services


( NIMA



(  Department of Interior


( NAVFAC/NAVAIR

(  Department of Justice

( USMC


(  Department of State

( CEETA 


(  Department of Transportation

(  OCOM  


(  Department of Treasury

( NSA



(  EPA  

( BMDO


(  FEMA 


( CINCs



(  NASA 


( Sec Army


(  GSA 


( Regional Army Commands
(  GAO

( NGB
( Army MACOMs

INTERNATIONAL 

( PM CHEM DEMIL

(  Latin America

( USARCOM


(  PACRIM

( PM CHEM DEMIL

(  Mexico

( Air Force MAJCOMs

(  Europe

( AAFES


(  Middle East

( DLA



(  Africa

( AFRES


(  FSU

( DODDS


(  Canada

( DTRA










OTHER 
CIVIL WORKS


(  Private Industry


(  States



(  Multilateral Banks




( Local Municipalities

(  PENREN





(  American Recreation Coalition
(  Power Marketing Agencies 

 


(  NAFSMA




(  AAPA






(  AWO

(  Regional Water Boards

       *  Representative of customer portfolio; does not reflect the entire portfolio

WHERE ARE WE GOING?   The situation assessment defined our business position; strategic analysis points the direction.  Five factors are evaluated in this strategic analysis:  mission, capability, barriers, opportunity, and competition.  The approach taken, as seen below, is structured to produce a USACE market segment map that highlights areas favorable for development.  Pertinent data is collected, reviewed, and discussed in the research phase.  The Corporate Outreach Team then assesses the data according to criteria worksheets for each of the five factors.  During the evaluation phase, each factor is evaluated on how it influences each market segment.  Finally, all evaluation maps are overlaid and synthesized to construct a USACE Market Segment Map.  The figure below illustrates the “process” used to arrive at the USACE Market Segment Map presented on the following page.



USACE MARKET SEGMENT MAP.  The strategic analysis shown on the previous page resulted in the USACE Market Segment Map shown below.  The map shows that of the 90 market segments evaluated for desirability, 18 market segments are found to be more favorable, 27 are favorable, with the remaining 45 less favorable.  Several strategies begin to emerge upon reflection of the map.  First, Army and Federal customers seem to present the maximum horizontal stratification return on investment.  Second, Expertise and PDC for Security and Public Health represent the maximum vertical stratification return on investment.  Third, a small horizontal stratification presents itself for Foreign Governments.  Fourth, two segment clusters represent an opportunity to develop economies of scale.  Cluster A is bound by Tech Innovation and Expertise for all Military, DOD, and Federal customers.  Cluster B is bound by PDC for Security/Public Health and Environmental Stewardship for all Military, DOD, Federal, state/local, and tribal/territorial customers. 
USACE MARKET SEGMENT MAP
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WHO ARE WE GOING WITH?    Our USACE market segment map highlights the areas favorable for the Corps to pursue.  Our market assessment focuses upon the right customers within those segments.  Our assessment looks at three major market factors for evaluating which customers and allies are strategically important to the Corps.  These markets factors are position and relationship with customer, growth potential of customer, and customer share.  The figure below portrays the approach taken.  

This process results in the formation of strategic customers and allies matrices found on the following pages.  These constituencies— 

· Are important to achieving organizational goals. 

· Constitute a significant amount of organizational revenue.

· Are based on strong relationships and must be managed carefully.

Strategy #1:  Develop Partnerships with Strategic Customers

Objective:   USACE will delight its customers by providing superior service through

nurturing/enhancing/building relationships.  We will do this in a structured manner by establishing account executives and teams for our 24 strategic customers.   Our team approach consists of actions that focus on:

· Listening to our customers.

· Learning the full spectrum of their interests and issues.

· Responding, through Corps competencies, to their needs on time/within budget.

· Providing follow-on services to ensure fulfillment of their investment.

Action:   Implement USACE Strategic Customer Matrix



Customer
Account Executive 

BMDO
CEMP-M

USA AMC
CEMP-Z

USA Reserve Command
SAD/LRD

FORSCOM
SAD

TRADOC
CEMP-IS/CEMP-E/NAD

MEDCOM
SWD/HNC

USAF AMC
NWD 

USAF ACC
CEMP-M

USN
CEMP-R 

USMC
CEMP-R 

US SPACECOM
NWD

State / Local
CECW

Tribal / Territories
CECW

USDA
CECW-E 

DOE
CEMP-R  

HUD
CEMP-E 

DOI
CECW 

DOJ
SWD 

DOT
CECW-O

EPA
CEMP-R 

FEMA
CECW-E 

PACRIM
POD

Middle East
TAC

Europe
NAD

Strategy #2:  Grow Relationships with Strategic Allies

Objective:  USACE will grow relationships with strategic allies to achieve common

goals.  We will build relationships with these targeted allies to leverage our ability

to support our nation’s engineering needs.  We are stronger together than we are

apart.

Action:   Implement USACE Strategic Alliance Matrix



Customer
Account Executive 

NAFSMA
CECW-B

AAPA
CECW-O

American Waterway Operators Group
CWCW-O

Inland WW Users  Board
CECW-ZA/CECW-P

Council of Mayors 
NAD

NGA
CECW-ZA

Coastal States Organization
SAD

AGC
CEMP-E 

ASCE
CEDC

Dredging Contractors 
CECW-O

SEPA
CECW-O

SAME
CEDC

World Bank/IDB
CECS-I

Department of State*/USAID
CEMP-E/CEMP-M

ACEC
CEMP-E / CECW-E

DOD
CECG

NGA
CECW-ZA

National Tribal Council
CECW-P

ASAs
CEMP-M/CEMP-E

AIR STAFF*
CEMP-ZB

ACSIM*
CEMP-ZA

PACOM
POD

EUCOM
NAD

CENTCOM
CEMP-ZA/TAC

SOUTHCOM
SAD

SOCOM
CEMP-ZA

ACOM
SAD/NAD

*  Functions both as a strategic ally and customer and is situational dependent.

Note:  Recognizes ongoing efforts with other groups; CEMP-ZA is delegation authority for Army family account executives.

Strategy  #3  — Develop Corporate Outreach Tools and Techniques

Objective:  Many actions must be taken to ensure the success of the USACE Corporate Outreach Program and this plan.  Five key actions must be implemented before any customer outreach goals can be achieved. 

(  Key Internal Outreach Action #1 —

IMPLEMENT CORPORATE OUTREACH AS A COMMAND-WIDE INITIATIVE DURING FY00.    Two complementary actions must occur:

· Senior leadership and management at HQ, MSC, and District endorse and promote 

        Corporate Outreach Plan and Strategies.

· Continuously reinforce and track outreach initiatives at PRBs and CMRs during FY00.



(  Key Internal Outreach Action #2 —
 IMPLEMENT ACCOUNT MANAGEMENT PROCESS. 

· Finalize Corporate Strategic customer matrix during FY99. 

· Build Corporate strategic customer account plans during FY00.

· Establish Customer Contacts and ‘OneDoor’ by 1st Quarter FY00.

· Share, communicate, and integrate customer information through ‘OneDoor’ during FY00.


(  Key Internal Outreach Action #3 —

EXECUTE A NEAR-TERM FIELD IMPLEMENTATION SCHEDULE

· Brief SLC—Aug 99.

· Conduct Corporate Outreach Implementation Workshop—Sep 99; deliverables online.  

· Develop/Update MSC and District Outreach Plans in FY00.

· Train MSC and District personnel in FY00 (see next action).

· Complete MSC and DC strategic customer matrices in FY00.

· Build strategic customer account plans during FY00.

· Share, communicate, and integrate customer information through CCDB during FY00.



(  Key Internal Outreach Action #4 —

TRAIN THE WORKFORCE.  Two significant actions must occur:

· Adapt Corporate Outreach Training Matrix objectives to organizational needs.

· Train workforce in customer outreach.

· Nominate and develop two corporate outreach trainers from each MSC, HQ, ERDC.


(  Key Internal Outreach Action #5 —

RESOURCE FOR SUCCESS.    

· Full-time dedicated outreach coordinators at MSCs.

· Outreach coordinator at each District.

· Develop corporate outreach budget and funding process.



How Will We Implement?

                  
(May-Jul  99 — Continue to Work
· Continue information flow with MSCs 

· Enhance plan from Concept to Working Draft 

· Develop Training Packages and CCDB

· Form Brand Management Strategy

· Present outreach concepts at Project Delivery Conference

(Aug 99 — Present Working Draft USACE Corporate Outreach Plan at

     1999 USACE Senior Leaders’ Conference.   Also present:  

· ‘OneDoor’ Customer Contact System

· Training & Implementation Brief 

· Brand Management Strategy

(Sep 99— Conduct Corporate Outreach Implementation Workshop.

     Focus on communication; train outreach field reps on

     Corporate Outreach Tools and Techniques.

· Inform and train outreach coordinators

· Brief Corporate Outreach Plans—move to establish  MSC/DC plans

· Preview and train field on ‘OneDoor’ customer contact system
· Build strategic accounts

(Oct 99 — Begin and Implement Customer Outreach Activities at Field Level

(Feb00 — Revisit and revise outreach deliverables.

(Aug 00 — Report Progress to SLC

What Plan Improvements to Look for Next!


During the week of 17 Jan 00, we will examine the Corporate Outreach Plan for:

(  More Opportunity Assessment and Delineation
(  Enhanced USACE Market Segment Map

(  More Focused and Segmented Strategic Customer Matrix  
(  Improved Customer Outreach Glossary
(  More Robust Research and Data Collection Support
    (  Resourcing Plan and Annex
Account Executive — A senior Corps representative who provides executive level support for the customer and the account team as appropriate.  This individual is particularly important when dealing with the customer’s senior level executives.  An account executive helps alleviate protocol-oriented concerns.  The account executive contacts the identified customer’s senior agent to build a strong relationship and then shares the results of contacts.  The account executives are approved by the SMB for national accounts, the MSC RMB for regional accounts, and the District PRB for local accounts IAW guidelines from USACE outreach plans.  National Account Executives do not have to be at HQUSACE.  Typically, account executive roles include:

· Building top-to-top networks in customers organization.

· Representing customer and account internally to senior management.

· Guiding the strategic direction the organization takes with customer.

· Directing account plan development.

· Building and facilitating organizational linkages and communications to customer.

· Representing the corporate brand to the customer.

· Insulating against “shopping around.”

Selection criteria for account executives used by the Corporate Outreach Team includes:

Organizationally--

· Geoproximity to work

· Location to decision-makers

· Relationship with customers

· Responsiveness and accountability

· Knowledge and familiarity with customer

Personally--

· Ethics and integrity

· Leadership

· Corporate mindedness; embodiment of “One Door to the Corps”

· Positioned for effective protocol (SES to SES; GO to GO)

· Interpersonal skills

Account Manager/Team Leader — An individual who is assigned an account and is responsible for developing and implementing the account plan.  The account manager coordinates outreach activities that are designed to achieve better customer relations.  An account manager is assigned to each strategic customer identified in USACE outreach plans.  He or she works with members of the account team to develop the account plan.  The person acts as a consultant to the customer and a strategist for the Corps.  An account managers is a corporate-minded, knowledgeable individual who is a passionate advocate for the customer. The account manager is highly knowledgeable of the Program and Project Management Business (PPMB) process.  A qualified individual does not have to be a program/project manager to perform the functions of an account manager. 

Account Plan — An account plan defines the steps and tools to be used to develop a lasting business relationship with the customer.  The account plan is assembled by the account team and is normally required only for strategic customers.  Account plans may be national (customer’s boundaries are national/international), regional (customer’s boundaries are within one or more MSC boundaries), or local (customer’s boundaries are in one Corp District geographical area only).  The USACE National Outreach Plan addresses national accounts.  MSC Outreach Plans address regional accounts, and District Outreach Plans will address local accounts.  Account plans will “zipper” relationships at all levels of customer interface.

Account Planning — The second phase of the customer outreach cycle.  Account planning involves activities that focus on the planning, analysis, and strategies required to further the business relationship with strategic customers.  The account plan is the deliverable product of this phase.  

Account Team — The account team is a forum for developing customer relationships.  The team’s primary task is to develop and implement the account plan.  The team facilitates the implementation of the account plan through communication and technical strategies.  Typically, team members are individuals who have knowledge of the customer, have built some relationships with the customer, or have a vested interest in the customer.

Agility — A USACE core competency that translates to responding quickly to wide ranging needs throughout the world by providing engineering and related technical services.

Brand Management — A strategic approach to managing your organization's identity, image, and reputation.  What you think of yourself.  What others think of you.

Commodity Supplier — A customer relationship in which the supplier is considered a low-to-

moderate profile asset in a customer’s organization; where there are good relations with some, but not all, people.  A commodity supplier is generally one of many suppliers for a particular

product and must competitively bid on all contracts.

Customer Account — A customer who has past, current, or potential project activities with USACE.  A customer account may be linked to the customer’s local, regional, or national office. The term “account” is synonymous with customer account and is utilized in order to simplify semantics of USACE Outreach Plans.
Customer Outreach — Customer Outreach is determining the needs of the customer, and moving the organization to meet the needs and expectations of the customer.  Customer Outreach is more than Business Development.  Customer Outreach is a multidimensional approach to building long-term business relationships with customers.  Customer Outreach can be summarized as a being a strategist for the Corps and an advocate--a “one door to the Corps” for the customer.  It can be characterized by the following activities:
With the Customer--

· Contacting and meeting with customers

· Listening to their needs and issues

· Clarifying through questions

· Informing of Corps capability—being a capabilities expert 

· Facilitating agreements 
· Monitoring satisfaction levels—providing feedback
· Facilitating the right people in both organizations’ get together
Within the Corps--

· Formulating plans and strategies for building the long-term business relationship

· Gathering information and develop knowledge about customer

· Focal point for successful proposal development 

· Facilitating improvement of customer satisfaction throughout organization

· Coordinating efforts of groups who serve the customer to ensure a synergistic, company-wide approach to the customer

· Encouraging and gathering customer opportunities 

· Informing, training, advocating customer-focused business activities

· Linking people in Corps with customer’s organization

Customer Outreach Cycle — A four-phase cycle used to determine the needs of the 

customer and to move USACE assets to meet those needs.   The cycle consists of Strategic Outreach Planning, Account Planning, Implementation, and Evaluation. 

Customer Outreach Training Pyramid: Tier I — This tier is comprised primarily of Corps personnel who have constant contact with customers.  These are Corps personnel assigned to serve as account managers or as members of account teams.  Account team personnel are directly charged with developing business relationships with customers.  The primary purpose of Tier I training is to get account team personnel the right skills to accomplish this task.  

Customer Outreach Training Pyramid: Tier II — This tier is comprised primarily of Corps leadership and management personnel.   It also may be comprised of personnel who have frequent customer interaction such as technical and functional personnel as well as project managers, resident and area engineers.  The objective of Tier II training is to expose Corps personnel to the value of developing long-term business relationships with customers.

Customer Outreach Training Pyramid: Tier III — This tier is comprised primarily of Corps support personnel who have occasional customer interaction with customers.  They may represent Corps personnel who guide or direct customer inquiries to the appropriate Corps representative. 

Evaluation — The fourth phase of the customer outreach cycle.   Evaluation activities include measuring performance, updating plans, training, and incorporating feedback.
IFBP Matrix — Issues, Features, Benefits, Proofs.  A presentation development tool that brings customers’ needs and issues to the forefront of a solution.

Force Multiplier — A USACE core competency that translates to assembling expandable, multidisciplinary technical teams, enhanced through the leveraging of multiprogram assets and capabilities.
Honest Broker — A USACE core competency that translates to facilitating or brokering cooperative arrangements among multiple constituencies (public and private).
Implementation — The third phase of the customer outreach cycle.  Implementation activities include making customer contact, developing and delivering customer-focused materials, and closing the deal.

Installation Support Program — USACE-performed reimbursable work funded by U.S. military installations.  The installation support program work is separate from congressionally appropriated, military-construction funds.

Market Share — A portion of the customer’s budget or market business.   Typically called “slice of the pie.”  

“One Door to the Corps” — Our ability to provide services or products needed to suit a customer’s needs from anywhere within the USACE organization.

One-Stop Service — A USACE core competency that translates to providing life-cycle engineering and related services integrating a full range of multidisciplinary capabilities. 

Outreach Coordinator — A person who leads in the development of USACE outreach plans and is responsible for keeping outreach plans up to date, facilitating, promoting, and tracking progress of outreach efforts of the organization.  A person who focuses on the “big business picture” of the organization and works identifying strategic accounts among a portfolio of customers.  He or she is very familiar with the customer outreach cycle and assists account teams by providing necessary tools and training.  Is a corporate person with exceptional interpersonal skills and is a great “front person” in selling USACE core competencies consistent with our mission requirements.

Outreach Team — Outreach teams perform phase one of the Customer Outreach Cycle (i.e.,  Strategic Outreach Planning).  Outreach teams are established at various organizational levels to formulate national, regional, or local USACE outreach plans.  Outreach teams are comprised of representatives from several of the Corps functional elements.  Outreach teams are responsible for keeping USACE outreach plans updated. 

Partner — A customer relationship in which the supplier is considered a high profile asset in a customer’s organization.  Where there may be co-location/sharing of people and joint planning sessions.  There is an informal/formal agreement to provide products and services.

Positioning — The art and science of placing your organization in a suitable position to further business development goals and objectives.  The position ladder consists of four to five rungs, each one more desirable than the other.  Typically they consist of (from bottom to top):  no relationship, commodity supplier, preferred supplier, valued problem-solving partner, and strategic ally.

Preferred Supplier — A customer relationship in which the supplier is considered a moderate-to-high profile asset in a customer’s organization.  Where there are good relationships with a broad number of people in each respective organization.  A preferred supplier is generally one that a customer has a bias toward using although customer may not acknowledge it.  Generally, a preferred supplier receives sole-source opportunities and follow-on work. 

Problem Solver — A USACE core competency that translates to providing a structured, rational approach to problem solving.
Prospect/Potential Customer — Currently not customers; have unknown or uncertain potential.

Public Policy — A USACE core competency that translates to implementing public policy within the Army ethic.
Strategic Accounts — Strategic accounts--sometimes referred to as “Strategic Customers”--are based on strong relationships and must be managed carefully.  They are usually assigned an Account Executive, Account Manager, and Account Team.  Strategic accounts:

· Are based on strong relationships and must be managed well.

· Are critically important to achieving your organizational goals.

· Provide a significant percentage of your revenue—or have the potential to do so. 

Strategic accounts are identified in USACE outreach plans.  These accounts are derived from the Corps’ existing customer base.

Strategic Ally/Alliance — Actions taken to associate or connect by some mutual relationship.  Typically characterized by collaborating, cooperating, or associating with another organization.  In some cases, the alliance may be formalized by a signed agreement.  Some characteristics of a Corps strategic ally:

· Share or pursue a common organizational goal or mission.

· Develop a long-term relationship built to achieve common good.

·    Build alliance to increase public value. 

· Exchange of money between parties does not have to exist. 

·    Advocate each other to mutually benefit.

Strategic Outreach Planning — The first phase of the customer outreach cycle that formulates USACE outreach plans.  Strategic outreach planning considers the “big business picture” of the organization and plans for its improvement in the future.  An outreach plan or updated plan is the deliverable product of this phase. 

Support-for-Others Program — USACE-performed work funded by non-DOD federal agencies, state/local governments, tribal nations, nongovernment organizations, and U.S. private sector.

SWOT Analysis — A form of strategic or account analysis that examines the Strengths, Weakness, Opportunities, and Threats to an organization.  

Systems Management — A USACE core competency that translates to planning and managing large complex systems.
Tactical Opportunity — A customer inquiry, “pop-up” opportunity, or lead that presents itself to the Corps.  In many cases, USACE had little or no prior knowledge of this opportunity.  Must be acted upon immediately.

USACE Core Competencies — The seven primary areas integral to the products and services (i.e., business areas) that USACE maintains to meet mission requirements.  The seven areas are Agility, Force Multiplier, Honest Broker, One-Stop Service, Problem Solver, Public Policy, and Systems Management.
USACE Market Segment Map — A Corps business map arranged in matrix format that plots

desirable areas of work.  Segments on the map consist of the intersection of customer needs and 

customer groups.

Work-for-Others Program — USACE support of reimbursable services for DOD agencies.

Zippering — A concept that builds stronger relationships with a customer’s key people.  The approach matches Corps personnel with customer personnel (from senior executives to operating levels).  This concept aligns ASA (CW) to Congress, HQ to HQ, MSC to Regional HQ, Districts to Installations/Sites/State.

AAFES 

Army and Air Force Exchange Service

A&E or A/E 

Architectural and Engineering

ASA(CW) 

Assistant Secretary of the Army, Civil Works

BCE  

Base Civil Engineer

BIA 

Bureau of Indian Affairs

BLM 

Bureau of Land Management 

BOP  

Bureau of Prisons

CALFED  

California-Federal Agencies

CW  

Civil Works 

DOD  

Department of Defense  

DOE  

Department of Energy

DOJ  

Department of Justice

DOT  

Department of Transportation

DLA  

Defense Logistics Agency

DTRA 

Defense Threat Reduction Agency 

EM  

Emergency Management

EPA  

Environmental Protection Agency

FAA  

Federal Aviation Administration

FEMA 

Federal Emergency Management Agency

FTE  

Full-time equivalent

GSA  

General Services Administration

HQUSACE

Headquarters, U.S. Army Corps of Engineers

HTRW   

Hazardous Toxic Radiological Waste

HUD  

Housing and Urban Development 

INS

Immigration and Naturalization Service

IRS  

Internal Revenue Service  

ISP  

Installation Support Program

JOC  

Job Order Contracting

MAJCOM  

Air Force Major Command

MACOM  

Army Major Command

MILCON  

Military Construction

MSC  

Major Subordinate Command   

MOA  

Memorandum of Agreement

NASA  

National Aeronautical and Space Administration

NMISC 

New Mexico Interstate Stream Commission

NGB

National Guard Bureau 

O&M  

Operations and Maintenance 

PM  

Project Manager

POC  

Point of Contact

RS  

Reimbursable Services 

SFO 
 
Support for Others

SLC  

Senior Leadership Conference

SMI  

Strategic Management and Innovations Div, ODCSRM, USACE

SOP  

Standard Operating Procedure

SWD  

Southwestern Division

SWA  

Southwestern--Albuquerque District

SWF  

Southwestern--Fort Worth District

SWG  

Southwestern--Galveston District

SWL  

Southwestern--Little Rock District

SWT  

Southwestern--Tulsa District

USFWS  

United Fish and Wildlife Service

USMC  

United States Marine Corps

USMS  

United States Marshals Service

USN

United States Navy

VA  

Department of Veterans Affairs

WFO   

Work for Others

USACE Existing Military Customer Matrix



Customer
Account Executive 

AFFES


BMDO


DECA


DFAS


DIA


DLA


DTRA


DODEA


DMFO


NIMA


NSA


PENREN


AMC


USA RESERVES COMMAND


SCBDCOM


MTMC


FORSCOM


TRADOC


MEDCOM


NGB


USARSO


USAREUR


USARPAC


USA8


AF AETC


AF INTEL


AF AMC


AF RESERVES


AF ACC


PACAF


AF MC


AF AIR GUARD


USSOUTHCOM


USPACOM


USSOCOM


USEUCOM


USSPACECOM


AF ACADEMY


FRG AF


USMA


CFSC


AF TEMP HOUSING


USN


USMC


USACE Existing SFO Customer Matrix



Customer
Account Executive 

USDA – Department of Agriculture 


Department of Commerce


DOE – Department of Energy


HHS – Department of Health and Human Services


HUD – Department of Housing and Urban Development


DOI – Department of the Interior


DOJ – Department of Justice


Department of State


DOT – Department of Transportation


Department of Treasury


VA – Department of Veterans Affairs


EPA – Environmental Protection Agency


FEMA – Federal Emergency Management Agency


GAO – General Accounting Office


GSA – General Services Administration


NASA – National Aeronautics and Space Administration


USPS – U.S. Postal Service


TVA  – Tennessee Valley Authority


Other (D.C. Schools, ABMC,  ANC, Holocaust Museum, ENREN)


INS (existing national account @ SWF)


ANCER (D.C.  SCHOOLS, HOLOCOST MUSEUM, etc.)


LATIN AMERICA


PACRIM


MEXICO


EUROPE


AFRICA


MIDDLE EAST


FORMER SOVIET REPUBLICS


STATE / LOCALS


TRIBAL / TERRITORIES


USACE Allies Matrix



Customer
Account Executive 

NAFSMA
CEECW-B

AAPA
CECW-O

AUHTORIZATION COMMITTEES
CECW-A

APPROPRIATION COMMITTEES
CECW-A

AMERICAN ASSOCIATION OF PORT AUTHORITIES 
CECW-A/CECW-B

AMERICAN WATERWAYS OPERATORS USER GROUPS
CECW-O

INLAND WATERWAYS USERS BOARD
CECW-ZA/CECW-P

NATIONAL WATERWAYS ALLIANCE 
CECW-B

DREDGING CONTRACTORS INTEREST GROUP
CECW-O

NGA
CECW-ZA

COASTAL STATES ORGANIZATION
SAD

ACEC
CECW-E

AGC
MVD

ASCE
CEDC

SAME
CEDC

FWS – U.S. Fish and Wildlife Service
CECW-P

ENVIRONMENTAL (DU, NFWF, NATURE CONSERVANCY)
CECW-P

RECREATION INTEREST GROUPS
CECW-ON

COUNCIL OF MAYORS
NAD

SEPA (POWER INTERESTS)
CECW-O

NATIONAL TRIBAL COUNCIL
CECW-P

CONGRESS
CECG

MONEY LENDERS
CECS-I

UNITED NATIONS
CECS-I/CEMP-Z

OMB
CECG

FEDERAL ASSOCIATIONS (SESA, FEB)
CEMP-ZB

STATE ASSOCIATIONS
CECW-ZB

PACOM
POD

EUCOM
NAD

CENTCOM
CEMP-ZA/TAC

SOUTHCOM
CEMP-ZA/SAD

SOCOM
CEMP-ZA

ACOM
SAD/NAD

ARMY STAFF (ASAs)
CEMP-M/CEMP-E

AIR STAFF
CEMP-ZB

ACSIM
CEISC-Z

USACE CORPORATE OUTREACH 

TRAINING GOALS FOR FY00

EXECUTIVES

(DEs, XOs,

DDPMs, DETs, etc.)
STAFF CHIEFS

(RM, IM, CT, RE)
DIRECTORATE,

DIVISION, &

BRANCH  CHIEFS
PMs,  

TECHNICAL

REPS
ACCOUNT REPS

(Acct Execs, Managers, Members)
CORPS 

EMPLOYEES
POC

TUTORIAL
50%
50%
50%
50%
50%
50%
Gauthier



EXECUTIVE
25%
25%
25%
0%
0%
0%
Withaeger



OVERVIEW
5%
1%
1%
10%
5%
0%
Withaeger



ACCOUNT
1%
0%
10%
5%
25%
0%
McGuire



ORPLAN
1%
1%
1%
1%
1%
0%
Taylor



SERVICE

“The Corps Way”
10%
10%
10%
10%
10%
25%
Eckert
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