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I.
EXECUTIVE SUMMARY


This marketing plan is designed to help the Tidewater Multi-Service Market (MSM) implement the fundamental changes and enhancements associated with the transition to the Next Generation of TRICARE Contracts (TNEX) for TRICARE Hampton Roads (Naval Medical Center Portsmouth; 1st Medical Group, Langley Air Force Base; McDonald Army Community Hospital, Fort Eustis; and Kenner Army Health Clinic, Fort Lee).

The MSM finds itself in an increasingly complex environment.  Healthcare deployment, national values and Military Treatment Facility (MTF) priorities are becoming more diverse while simultaneously, competing civilian interests are more outspoken.  The result is a multiplicity of direction and priorities, which frequently conflict.  An overarching goal of the marketing plan is to generate cross service messages which can be carried to the interested publics and create additional unity and cooperation among the MSM uniformed services for the ultimate goal of providing high quality, cost effective healthcare to our served populations while increasing the market share for each MTF to the proper capacity. 

The marketing plan will help us fulfill the mission, vision and values of the MTFs, and the goals and objectives of the MSM business plan.  It will do this by enabling the MSM to respond to the compelling changes of a market-driven economy by enhancing:

· Service

· Productivity

· Efficiency

· Communication

· Competitiveness

The marketing plan will enable us to communicate to our beneficiaries about advances and changes that occur about how military medicine does business as we embrace TNEX.  It will help provide credible evidence of the quality of health care delivered at our MTFs, including access to care, Prime enrollment, and patient satisfaction and retention.  Furthermore, it supports the notion that our various marketing entities speak with a common voice and move in the same direction.  Our marketing plan will be an evolving process because of a constantly changing managed care environment.

Marketing is done for a variety of reasons, all of which are linked to the mission, vision, and values of each MTF.  Primarily, we will market to promote our MTFs as the healthcare providers of choice for our beneficiary population.  Additionally, we market to remain competitive within the local healthcare environment.  MSM will also market to help each MTF meet their business goals and objectives.  Finally, we market to attract new business and retain the old.

II.
OVERVIEW

Mission

Enhance access to care at all TRICARE Hampton Roads MTFs, optimize the use of health care resources, enrich internal customer support, and increase beneficiary satisfaction and awareness through a comprehensive, dynamic and focused marketing campaign.

Vision

To be the primary vehicle by which the TRICARE Hampton Roads MTFs are able to focus on excellence and optimize the medical market-share by providing the highest quality health care to our beneficiaries.

Values

· Honest and Open Communications

· Dignity and Respect

· Caring and Compassion

· Commitment to Excellence

· Honor and Integrity

Goals and Objectives

· Continue to review and refine the Marketing Plan to promote existing, changing, and new product lines.

· Promote enrollment in TRICARE Prime, particularly within the MTFs.

· Is the conduit for keeping our beneficiaries informed of TRICARE and MTF policy changes that affect their benefits and access to care.

· Work collaboratively with our Managed Care Support Contractor (MCSC), individual clinics, and all MTF departments to support and promote available services to the beneficiary population.

· Enhance access to clinical services at the MTFs through the development of a marketing program designed to promote beneficiary awareness and knowledge of our Military Healthcare System.

· Establish successful working relationships with local area and DoD-wide marketing resources.

· Identify and locate eligible MTF customers, including Prime enrollees and non-enrollees.

· Use of various forms of media and public relations events to showcase MTF services and educate beneficiaries.

· Changing certain opinions and behaviors of our customers through the use of marketing and education.

· Heighten beneficiary awareness of MTF programs and services, to include participation at seminars, briefings, health fairs, and various other events.

III.
COMPETITIVE ENVIRONMENT


The Tidewater and Richmond areas are a “healthcare-rich” environment comprised of numerous medical facilities.  Competition for market-share of military beneficiaries exists between the various civilian facilities and NMCP and the other MTFs in several key specialty areas.  As a result, MSM marketing efforts are aimed at recapturing these beneficiaries as part of a “fill-bed” strategy geared towards making the best use of the multi-million dollar Charette Healthcare Center and the other MTFs.  Careful consideration must be given to the level of effort necessary to help promote resource sharing to both our Prime and non-Prime populations.  Coordination between the MTFs and the MCSC are necessary to ensure appropriate actions take place for a successful marketing campaign.


NMCP is a modern tertiary care training facility offering the most comprehensive inpatient and outpatient services to military beneficiaries in the Tidewater area of Virginia.  It provides the anchor for medical care for the Tidewater and Central Virginia Military Communities.  1st Medical Group Langley Air Force Base, McDonald Army Community Hospital, and Kenner Army Health Clinic provide healthcare centers of excellence to reach into the broader community. 

1st Medical Group (1 MDG), Langley Air Force Base, is a 35-bed hospital providing primary care to the Team Langley community and surrounding areas.  With an enrollment of more than 36,000 beneficiaries, 1 MDG sees both Prime enrollees and a limited number of TRICARE Plus enrollees.  Langley has four primary care clinics located on the main base, with an additional two satellite clinics in the local community; Bethel Clinic located in York County, and Prime Eagle North located in Denbigh.  In addition to primary care, Langley offers a wealth of specialty and ancillary services, as well as numerous in- and out-patient surgical procedures.  Langley is the only hospital in the direct care system that offers obstetrics deliveries on the Peninsula of the Hampton Roads area.


McDonald Army Community Hospital (MCACH) serves beneficiaries in the Fort Eustis and surrounding community as a TRICARE Prime enrollment site serving approximately 32,000 enrollees. Services include primary care in the state-of-the-art Family Health Center, a variety of specialty services, ancillary services,(i.e., lab, x-ray, and pharmacy), in addition to numerous surgical procedures, both same-day and those requiring inpatient admission.


MCACH is focused on meeting the readiness of our Nation’s fighting forces and maintaining the health of all those entrusted to its care. MCACH has two subordinate facilities; the Craven Army Health Clinic, located at Fort Monroe, Virginia, which is also a TRICARE Prime enrollment site; and the Fort Story Troop Medical Clinic serving active duty service members assigned to Fort Story, Virginia.

The Kenner Army Health Clinic has proudly served the Fort Lee Community for over 40 years under its present name.  It is a modern, primary health care facility providing quality, compassionate primary care. In war and in peace, KAHC provides essential services to the Army and the nation, working closely to maintain the medical readiness of our service members who are active duty, activated guard and reserve, retirees and family members. KAHC also serves as a training area for the medical components that make up the KAHC Medical Company while maintaining stability through our seasoned civilian employees.  

IV.
MARKETING STRATEGY

Marketing strategy is varied and ongoing.  The main emphasis will be to market access to care, and to promote the TRICARE benefit and the MTFs.  Marketing efforts will also be directed toward the outlying clinics and their initiatives, as well as any changes to the TRICARE program that would impact healthcare delivery to our beneficiaries.

Quality Initiatives

Ensures that process owners validate any information that is marketed to our customers.  Process owners will be required to review any marketing products (handouts, briefings material, etc.) for accuracy prior to dissemination to our target audiences.  Marketing personnel will also work in concert with Public Affairs Officer, our civilian marketing counterparts, and our contract partner will help ensure that our products are in keeping with industry standards.

Products

MSM’s promotional mix will include everything the MTFs produce that could or should have the direct involvement, counsel, or advice of the Marketing Department.  Marketing strategies will also be carried out with publications and marketing tools provided by the MCSC.

Advertising

· Virginian-Pilot (resource dependent)

· Flagship, Soundings, Traveller, and other base papers

· Radio and Television (resource dependent)

· Health Care Supplements in base papers

· Base Commander’s Television Channels

· Posters/kiosks for base commissaries (resource dependent)

· Public service announcements, press releases, media statements (media dependent)

· Billboards (heavily resource dependent – would require our ability to accurately identify and segment out our enrolled and non-enrolled populations)

· Command Marquees

Direct Mail – Future endeavor to reach target audiences that would include the following groups:

· Enrolled beneficiaries

· Standard (non-enrolled) beneficiaries

· Civilian Network providers

Web Page – Coordinated effort with the MTFs’ Webmasters, Marketing, Public Affairs, and clinical and ancillary support departments.

· Wellness promotion activities

· Briefs, health fairs, and other scheduled events

· Beneficiary educational materials

Distribution of Marketing Material – depends on the product line and type of marketing material.  TRICARE handbooks, brochures, flyers, and other information is typically distributed at:

· TRICARE Service Centers

· Information Desks

· Health Benefits Advisor (HBA) front desks and offices

· Primary care and specialty clinic front counters

· Pharmacy

· Patient waiting areas

· Exhibits and displays

· Health Fairs and other special events 

· TRICARE briefings

· Command orientation packets

· Branch clinics

· Other, as required

VI.
METRICS

Metrics tracked for marketing are similar to, if not the same as, metrics tracked by other departments within the MTFs.  Specifically, marketing efforts will depend, in part, on the following:

· Prime enrollment capacity

· Patient categories

· Direct care (MTFs)

· Purchased care (civilian network)

· Clinical workloads

· Access to care and appointment availability

· Clinical capabilities and availability

· Manning levels

· Resource sharing

· Direct care vs. purchased care


