Ed Gonzales, Nedra Weinreich, Joy Scrogum, Sharon Johnson, Rick Yoder and Jean Waters participated in a marketing committee call on August 28, 2003.
We discussed the need for clarification of the marketing goals and communication of these goals to all P2Rx Center directors.  
Several items were listed in the solicitation used to hire the marketing professional (Nedra Weinreich).  It is our desire that all these items are accomplished, however these items are too specific to be considered as goals, rather they identify specific items that will come as a result of broader goals.

Goals
Discussion led to the following two goals for the marketing work:

1. Help P2Rx identify how to specifically meet content and delivery needs of our identified customers.  Prioritize P2Rx products/projects/services based on existing and potential funding.
2. Identify action items to achieve P2Rx goals.
To elaborate on the goals:
1. Help P2Rx identify how to efficiently use existing funds to specifically meet content and delivery needs of our identified customers.

P2Rx currently operates on a limited set of funds from EPA.  Decisions must be made about how many resources can be put into different projects.  Currently, P2Rx has four national projects and three regional collaborations.  Additionally, centers provide regional services and projects.  The question is, are the projects/services we’re currently working on valuable to our market?  Some projects/services are more expensive to produce than others.  What is the perceived value of products we produce or potential products?  By comparing the perceived value of products and services to the resources required to produce them, we will be able to prioritize our efforts.  It is also recognized that even within our existing identified market, there may exist submarkets based on level of experience, size of the assistance provider’s operations, main focus of the assistance provider, or several other factors.

Action item identified in the solicitation:

· Identify information needs summary of market, including content and type of products (fact sheets, manual, checklists, etc.) – how useful is the info Center’s provide and what’s missing?
· Make recommendations on what information P2Rx should deliver to distinct audiences (or submarkets).


Centers need to know the types of P2 content their users need and the delivery mechanism they prefer.  In addition to web services, centers offer meetings and conferences, listserves, hot lines for technical assistance, newsletters, and other delivery options.  When making decisions about how to deliver information on a limited budget, centers must weigh the perceived value with the cost to deliver the information.


Action item identified in the solicitation:

· Identify delivery preferences of market.

2. Identify action items to achieve P2Rx goals

a. Serve as the first stop for pollution prevention (P2) information for environmental service providers

b. Increase the awareness, accessibility, and usability of P2 information

c. Facilitate dynamic, regional P2 networks

In order to know if P2Rx is the first stop for environmental service providers, we need to know where they currently get their information.  This is one of the items that will be addressed in the customer survey.  We will learn who environmental service providers usually turn to first and why.  That will establish a baseline of activity and will let us determine what we need to do differently in order to get people to switch to P2Rx as their first stop.  
We will also need a plan to move forward over the next few years, realizing that as circumstances change, the marketing plan may change.  Still, it is our goal to have a strategy in place that we can follow over the next few years.

To achieve increased awareness, part of the second P2Rx goal, we need to do more than supply current P2 information needs.  We also need to promote P2 so that people look for the P2 solution, not for the “end-of-the-pipe” control technology.  Therefore, in addition to finding out the P2 needs of our users, we need to know something of their other environmental information needs.

Action items identified in the solicitation:
· Direction on where to promote P2Rx and how best to deliver P2 message.  Also, the information needs summary (support the first goal) supports this goal as well.

· Long-term plan for improving products and increasing market size and market share.
To increase usability of the information, we must survey the users and determine whether the content we provide is easy to use and to retrieve.  Based on feedback from users, P2Rx centers can change the style of presentation or the content itself.
Action items identified in the solicitation:

· Recommendations for improvement of P2Rx.org web site.

· Recommendations for increasing awareness, effectiveness and web site traffic for P2Rx.org and the regional Center web sites.
To facilitate dynamic, regional P2 networks, we must learn if the regional products and services provided by the centers benefit the P2 community in that region.  Also we must learn if there are other items that are needed which are not currently being provided.  Again, this feedback will be solicited with surveys.

Action item identified in the solicitation:

· Identify information needs summary of market, including content and type of products (fact sheets, manual, checklists, etc.) – how useful is the info Center’s provide and what’s missing?
· Make recommendations on what information P2Rx should deliver to distinct audiences (or submarkets).

Schedule and measurement
Weinreich Communications will perform the action items outlined above.  Additionally, they will collect information from the centers about what has been done in the past regarding promotional activities/items and customer feedback.

P2Rx centers will be responsible for 

· posting the on-line survey on their web sites and providing result to Weinreich Communications

· providing their center’s marketing materials and research to Weinreich Communications

· discussing needs, history, and products/services with Weinreich Communications

· Implementing suggestions from the marketing plan.  
It is expected that activity on the web sites and from technical assistance will increase with a successful marketing effort.  Increased activity can be measured with existing activity reporting.
In order to verify progress toward P2Rx goals, and to be able to continue to make good decisions about resources, surveying of users will need to be done on a periodic basis.

	Month 1
	Month 2
	Month 3
	Month 4
	Month 5

	Discussions with P2Rx centers
	
	
	
	

	Review existing market research and promotional history
	
	
	

	
	Conduct research with target audience
	

	
	
	
	
	Present draft marketing plan for feedback

	
	
	
	
	Finalize and submit marketing plan


Status

Weinreich Communications was chosen as the contractor, with work expected to begin in July.  
Weinreich Communications has requested existing marketing research and promotional history from Centers, and for names for interviewing – August 20, 2003

A delay in posting the on-line questionnaire has been incurred due to the need to complete an Information Collection Request (ICR) from EPA.  This will be a 1 – 2 month delay at minimum

Weinreich Communications has participated in two conference calls with P2Rx.  

Comments:

Nedra – OK – 9/02/03

Sharon – OK – 9/03/03
