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Executive Summary 
 

 
 Most businesses are founded on an idea, a dream, a vision of tomorrow. In this case, the 

business vision is focused on supporting citizen engagement that is authentic and meaningful.  

 While touted as desirable and worthwhile -- indeed, it is often legislatively mandated -- it is also 

often approached by legislature and government  agencies as a one-size-fits-all tactic, with token 

representation of the  affected citizen (or customer).  

 State and local government agencies, as the implementing organizations of legislative mandates, 

have a crucial role in getting citizens to the planning table. Involving citizens fully and authentically in 

these sorts of activities, however, requires:   

 

 Adequate resources to support citizen participation.   

 Nimbleness and flexibility to meet people where they are at, in the times and places that  

work best for them.   

 Skilled facilitation that support people in honestly and respectfully exploring their  

differences of interests, needs and life experiences.    

 

 By encouraging and supporting agencies to more meaningfully and deeply include citizens, 

better outcomes in program and policy implementation can be expected. Accordingly, the business goal 

is to create a viable consultation service that can help agencies plan and design programs and policies 

that better reflect the populations they serve.  

 Customer engagement strategies must sell that vision using one voice but multiple methods to 

connect customers to the business and to each other. From a marketing standpoint, the question is one 

of how best to position a viable, respected and trusted consultation and facilitation business, one that 

raises awareness, generates interest, makes a strong case for consideration, closes the deal and 

completes the cycle with first-rate services? A business with a clear value proposition that fits the 

interests and needs of its customers? This report addresses those questions.  

 

A successful business is one that has sold its idea, the "why" of the business and then follows 

that up with reliable and consistent products or services that work toward meeting that vision. 
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Who is the customer and what do they want? 
 

 Customer personas for a potential facilitation business were developed based on civil service 

experience focused on supporting citizen engagement in public policy and program development. 

Research suggested additional considerations [discussed in Testing the Waters: Understanding Potential 

Customers (Blood, 2015)]. Government agencies, the gatekeepers to citizen-informed policies and 

programs, are the primary customer. Their business need is in identifying and authentically engaging 

citizens in developing policies and programs. The business brand and approach must reflect that need. 

  

City and State Government: Mid-Management Executives 
 

Additional Considerations 
 

 

Common Traits 

 Extensive organizational and 
systemic knowledge 

 Generally in their mid-40's 
through early 60's 

 Post-baccalaureate education 

 Married with children  

 Comfortable with Internet for 
research, email 

 Uses word processing, Excel, 
Power Point  

 Developing comfort with 
advanced phone technology 

Key Attributes 

 Focused on results and externally 
driven deadlines 

 Fiscal and legal concerns tend to 
trump creativity and invention 

 Tend to be a consistent presence 
in the agency 

Top Motivators 

 Return on investment can be 
shown up front 

 Policy mandates and earmarked 
budget drive decisions 

 Tension inherent in navigating 
between external and internal 
customers. 

  Well-known or familiar 
citizens, NGOs or politicians 
considered representative of 
the client base and are 
frequently called upon to 
speak on behalf of 
populations, rather than 
reaching out to a wider 
customer base. 

 The requirement to show 
return on investment 
overrides the imperative for 
slow and citizen-involved 
development. 

 Dynamics can be problematic 
when internal and external 
customers come together 
without an intermediary. 

 Even within certain broad 
population definitions, there 
are multiple sub-groups with 
their own interests and 
agendas. 

 

 
Deadlines and the  

Bottom Line: 
 

It's All About Results 

 
 For mid-management government executives, networking and in-person connections are 

critical to developing a strong branded presence. Contracted work goes through an intensive bidding 

process, coordinated by support staff. Executives provide staff with contract and project needs based on 

legislative mandate and budget parameters. Bid processes must adhere to specific government 

requirements. Bidders scoring high advance to oral presentations or providing references. Bid evaluators 

investigate the bidder's website and social media to back up the written bid claims. Essentially, the 

bidder is working to get her or his foot in the door. 
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 While it is important to focus on the primary customer (government agencies) for the purposes 

of branding and marketing, it is equally important to consider the needs of the customer's customer. 

This includes policy development staff and advocacy organizations that government agencies most 

frequently hear from post- policy-and-program implementation. Responsive and flexible facilitation 

services require a nuanced and deep understanding of the interests, strengths, concerns and needs of 

these customers. 

  

Policy Development Specialists 
 

 

Common Traits 

 Tend to be highly educated with backgrounds in law and research  

 Frequently transfer between organizations, agencies and projects 

 Prefer working alone; nature of job requires multiple team players 

 Comfortable with advanced word processing applications 

 Skilled in formal writing techniques 

 Savvy to the quirks of political timing, interests and pressures 
Key Attributes 

 Detail oriented; perfectionistic tendencies 

 Strong research and analytic capacity 

 Super-focused on the word of law, as opposed to the impact or 
practical application 

Top Motivators 

 Show benefits of up-front participation in the rule-making process 

 Prefer information and input in organized, final fashion for analysis and 
editing, rather than gathering input and creating content.  

 

Policy and Procedural  
Think Tanks: 

Putting the Puzzle Pieces 
Together 

 

Local Community Social Justice Advocacy Organizations  

 

Common Traits 

 Membership is around a common cause, experience or belief 

 Education and work/professional experience levels vary widely 

 Income levels, access to housing, nutrition, health care, transportation  
vary widely 

 Approach to projects, platforms, actions, communications driven by life 
experiences 

Key Attributes 

 Passion for addressing issue energizes membership; focus is rarely on 
the end result 

 Action takes place in the context of the here-and-now; long-term 
strategizing takes the back burner frequently. 

Top Motivators 

 The sense of contributing to an important cause, in being heard by the 
people who have the power to impact programs and policies. 

 Meeting basic needs for strong, healthy communities and individuals. 

 Community belonging and support. 

 

If there's peace and justice  
in this world,  

it's because we fight for it! 

 
 Policy development specialists, agency contract managers and agency contractors interpret 

legislation, gather resources, establish budgets, and plan and develop the steps necessary to implement 

policies and programs in communities. While the consultant will report progress and results to the mid-
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management executive, she will work most closely (after landing the contract) with these customers. 

Their particular informational and motivational needs must be considered. Their opinions carry 

considerable weight with management, and impact the long-term business relationship.   

 Community stakeholders such as community-based organizations and social justice advocates 

are also critical to the success of the consulting business. They are frequently the doorway to the people 

most deeply impacted by policies and programs. Effective strategies must consider their role in shaping 

policies and programs, their community leadership, and ways they can support citizen participation. The 

consultant must create and maintain respectful and trusting relationships with them,  considering their 

unique interests, strengths and needs. 
 

What is the business need? 
 

 The business need is for citizen engagement that is authentic and meaningful. The problem is 

that government approaches citizen engagement with 

one-size-fits-all tactics, resulting in token representation 

of the affected citizen (or customer). 

 The identified business need leads to the following 

proposed solution: offering skilled facilitation services that 

can support government and citizens in coming together 

in meaningful ways at the start of policy and program 

development to address issues and concerns, and to share 

ideas and solutions.  

 Supporting safe and productive interactions can 

result in citizen-driven solutions that better meet their  

interests and needs, which then have better outcomes 

and better meet government goals and objectives in a respectful and trusting partnership. 

 Government agencies routinely contract with private businesses to provide direct client services 

and program development services. Government agencies walk a tightrope between legislative 

mandate, meeting customer need and monitoring contracted services. The challenge is to position a 

new business with a focus on facilitating customer input and tricky conversations as a strong value-add 

to the government agency, when many agencies can feel threatened by that input. Specialized 

facilitation services can offer: techniques, tactics and skills to support in-depth reflection and 

exploration of diverse experiences, interests, needs and agendas to come up with acceptable 

approaches and solutions to the legislative mandates and imperatives that drive agency actions.  

Defining the business need 

and defining the problem are 

two different things. The 

business need leads to the 

problem, but both the 

business need and problem 

statement need to be defined 

and documented. 

~Aaron Whittenberger 
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What is the reality of the brand? 
 

 The proposed brand would address the need for greater citizen participation in developing the 

policies and programs created by agencies in response to the laws passed by elected representatives. 

Authentic citizen engagement is the missing "process" link between legislation and government agency 

implementation. Citizen participation is not limited to voting activities, and is crucial at all stages of a 

participatory democracy. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

With specialized facilitation at these critical junctures, government agencies and contracted service 

providers can: 

 Better identify the voices they need at the table, especially those of marginalized or 
disenfranchised people, whose input is critical to developing policies and services that meet 
their interests and needs. 

 Support honest and respectful dialogue that allows safe exploration of different 
perspectives and encourages openness to and curiosity about new ideas and approaches to 
concerns and issues. 

Citizen participation in local, state and national elections.  

Elected representatives craft legislation (laws) and budgets  

primarily with the input of paid lobbyists;  

the chance for citizen engagement in is limited. 

Laws are assigned to state agencies to  develop rules (policies)  

and implement programs in response to the laws.  

Agencies are required to provide opportunity for citizen input.  

Chance  for input is typically  limited during this phase.  

State agencies and local businesses (contractors) implement   

developed policies and programs  in response to  legaislation.  

Citizen input typically reflects "squeaky wheel" input  

to agencies and elected representatives. 

Specialized 

facilitation services 

at these specific 

points would 

provide greater 

citizen participation 

in crafting effective 

policies and 

programs PRIOR to 

implementation, 

resulting in better 

outcomes. 
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 Government agencies most frequently serve the function of an intermediary market, writing 

policies in response to legislation that in turn drives the development of programs and budgets, which 

are accomplished through contracts with businesses external to the agency. The customer is often 

considered peripherally, if at all, in the development of programs or projects -- and usually only through 

the squeaky wheel approach. When advisory committees are formed, the customers invited to 

participate look surprisingly similar to the policy makers, program developers and contract managers. 

Government tends to take a one-size fits all approach to seeking citizen input which is not effective. 

Skilled facilitation services can assist in identifying and supporting authentic participation and ask a 

crucial question in citizen engagement: who's talking and who's listening?  

 For example, in order to usefully talk about the issues, they need to be defined clearly first. This 

requires leading people through a process to either create a new language or agree on a common 

language or description of the issue, and then to goal-set and define the solutions. This takes deep 

conversation that allows participants to clearly identify stuck points and leverage points, and to weigh 

the options and possibilities for themselves and each other.  

 Before acceptable compromise can be achieved, all parties must learn to sit more comfortably 

with ideas, goals, concerns and experiences that may be radically different from their own. Consistent, 

skilled facilitation can help create a safe container, so critical to allowing all parties at the table to 

acknowledge each person's unique perspective on the issues and solutions. 
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Who is the competition? 
 

Aaland Planning 
Services, Inc 
http://aalandplanning.com/home 

Rough-Mack 
Consulting 
http://rough-
mackconsulting.com/index.html 

Peabody 
Communications 
http://www.peabodycommunications.com/ 

Creative 
Community 
Solutions, Inc. 
  http://ccsolympia.com/ 

OVERVIEW: 
--planning and policy 
services to state and local 
agencies and associations 
with a focus on growth 
management and land use 

OVERVIEW:  
--offers customized 
consulting services to 
individuals and groups 
seeking to increase their 
effectiveness in their work 
and home lives 

OVERVIEW:  
--focuses on providing 
training and technical 
assistance for workplace 
writers, and provides 
editing and revisions for 
public and private 
organizations 

OVERVIEW:  
--facilitating participatory 
decision making and 
project/goal 
accomplishment for 
communities and 
organizations; empowering 
people to bring change to 
their organizations and 
communities 

ADDITIONAL VALUE: 
30 years of experience 
Rural community focus -- 
understands different 
needs, resource limitations. 

ADDITIONAL VALUE: 
Experience working with 
over 500 teams in hi-tech, 
manufacturing, health, 
government and social 
services industry 

ADDITIONAL VALUE: 
Offers clear lineup of 
professional writing classes, 
and other content that 
answer questions rather 
than just sell a product; 
offers customized 
workshops 

ADDITIONAL VALUE: 
Offers a focus on citizen 
participation and technical 
writing services' divers 
projects across a range of 
specialties and foci 

DETAILS:  
Facilitating: 
--public hearings 
--stakeholder advisory 
groups 
--staff retreats 
--strategic planning efforts. 
 

DETAILS: 
--Team and leadership 
development 
--change leadership, 
strategy and 
implementation 
--facilitation and problem 
solving 
--personal growth 
workshops 

DETAILS: 
Workshops include: 
--Writing Policies and 
Procedures 
--Writing Minutes and 
Meeting Notes 
--Writing Documents in 
"Plain Talk" 
--Before You Hit "Send" --
Writing Emails 
--Writing Instruction 
Manuals 
--Powerful PowerPoint 
Presentations 

DETAILS: 
Services include facilitation 
as foundational to their 
work;  
--commitment to 
participatory models 
--strategic planning 
--citizen participation and 
outreach  
--planning and ready-for-
action 
--technical services that 
help communities design 
and write grants and plans; 
technical writing and 
document production; 
website design 

 
 Given the global nature of today's world, consultation and facilitation services come a dime-a-

dozen. The competitive edge for these identified organizations is that they are local to the Washington 

State capitol, and can therefore attend to the in-person and word-of-mouth brand relationship 

development that is necessary to successfully land government contracts. For this particular business, 

consistent and thoughtful networking based on earned reputation with the local state agencies 

provides the starting point from which the business can then expand into statewide, national and 

global markets.  

http://aalandplanning.com/home
http://rough-mackconsulting.com/index.html
http://rough-mackconsulting.com/index.html
http://www.peabodycommunications.com/
http://ccsolympia.com/
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Key messages and the value proposition 
 

 While it is fashionable to criticize government 

agencies and bureaucracy, both agencies and citizens 

have a vested interest in developing a deeper 

understanding of the role the other plays in 

community, social and economic development. Skilled 

facilitation through an intermediary (non-government 

employee) can:  

 Help government authentically engage citizens, 

especially the marginalized and disenfranchised 

people.  

 Help citizens go fully claim their roles and power in participatory democracy.  

 According to David Aaker, a value proposition is "a statement of functional, emotional and self-

expressive benefits delivered by the brand that provide value to the customer . . . [and should] . . . lead 

to a brand-customer relationship and drive purchase decisions" (Schultz, 2009, p. 300).  The envisioned 

benefits to this particular brand would include: 

 Functional benefits: Authentic citizen engagement will result in stronger outcomes -- programs, 

policies and services that better meet the interests and needs of the people they are to serve. 

 Emotional benefits: The brand is built around the understanding that all voices matter and 

deserve to be heard, which is reassuring (especially in an era of twitchy, off-the-hip, blast 'em 

first communication styles engendered by social media and our "fast-paced" society). 

 Self-expressive: The services offered by the brand will support thoughtful, in-depth discussion 

and exploration of complex, difficult situations. 

  

 An additional value proposition of the brand is the clear understanding of the importance of 

continual evaluation and quality improvement, applied over the planning, development and 

implementation life cycle of policies or programs -- and fully include those persons that the policy or 

program was designed to serve. The CQI approach is a cousin of what communication practitioners refer 

to as SIVA: solutions, information, value and access. Both approaches require "attention to customers, 

forcing evaluation of possible value propositions from a customer's viewpoint" (Schulz, 2009, p. 302).  

Communications about the brand must reflect this sort of thoughtful approach. 
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Sharing the message and sustaining engagement 

 At each stage of engagement, customer messages should reflect their interests and needs. This 

is a continuing cycle, and must be flexible and responsive to the customer. Message delivery systems 

must be relevant to, and in a form and at a time, customers who want them. This idea is termed 

customer touchpoints. For the proposed business, the table below describes customer touchpoints at 

three different stages (excerpted from Customer engagement & media plan, Blood, 2015).  

Awareness: 
Attention 
and 
Evaluation 

 

 In-person meetings when facilitating for another 
agency or community organization 

 Attending/networking at conferences, meetings, 
events 

 Thought-leader/content recognition tied to 
business via articles, publications and social media 
applications 

 Leading workshops/tabling at conferences and 
events 

 Word-of-mouth; refer to others as possible  

 Kick off meetings; laying the project groundwork  

 Presence at community meetings and events 

 Website with blog 
content, resources, 
samples, customer 
satisfaction stories 

 LinkedIn, Facebook, 
Twitter  

 Business cards, brochures 

 Listserv, email marketing  

 Routine newsletters 

 Discussion forums 

 Newspaper editorials 

Driving 
Sales: 
Recency and 
Proximity 
 

 Strong presence on government contracting 
website 

 Strong, targeted written bid narratives and budgets  

 Well-researched presentations during bid process 

 Strong website with samples and customer reviews  

 Strong oral references from previous customers  

 Throughout the planning and development of the 
programs and projects, both 1:1 and in groups 

 Facilitating and mediating interactions with 
community organizations and citizens 

 Deliverables (timely, consistent, reliable) that meet 
the needs of staff and reflect the voice of the 
citizens 

 Listed in government 
contracting websites 

 Professional bid 
applications with clear 
links to website 

 Slideshare, U-Tube, blog 

 Accessible to staff for 
technical assistance and 
coaching pertinent to 
citizen engagement 

 Reliable and consistent 
meeting facilitation  

Advocacy: 
Value 
Exchange 
and 
Community 
 

 Articulate key lessons or insights learned from 
customer's leadership and input in final report out 

 Connect customers to other people, content, tools 
in areas they are interested in and working on 

 Invite customer's expertise into other projects the 
business is leading or involved in; help them grow 
their own reputation and leadership 

 Acknowledge customer's experiences, their 
expertise and help them grow their own reputation 
and leadership opportunities 

 Written final report plus 
one-page excerpts of key 
areas and tools tailored 
from report customers can 
apply to other projects 

 Powerpoint, Prezi or other 
presentations available  

 Host forum discussions to 
encourage ongoing 
connections 
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 Another way of visualizing touchpoints and the sustainability of the customer-brand relationship 

is neatly described in graphic below by Brad VanAuken, a branding strategy consultant. As he points out, 

brand promise "proof points" should be developed at "each point of customer contact" including a 

"simple and unobtrusive process for monitoring customer feedback." One of the simple beauties of a 

consultation business is the opportunity to be directly involved and receptive to the customer 

experience at each touchpoint, before, during and after the purchase decision. 

 
Source: http://www.brandingstrategysource.com/2015/07/measuring-customer-touch-point.html 

 

 

Conclusion 

 The business goal is to create a viable consultation service that can help agencies plan and 

design programs and policies that better reflect the populations they serve. The business proposition 

and marketing strategies discussed above do not exist in isolation. Each strategy and tactic can 

strengthen or weaken the next, and must be considered in context of the overall business vision and 

goals. When measuring the impact of the selected marketing strategies at each touchpoint to create and 

sustain the customer-brand relationship, it is important to consider how the data interplays with each 

other.  Until a single-source data and measurement model is developed, business marketing strategies 

must be measured and evaluated in tandem rather than in silos. Current and potential customers do not 

rely on a single messaging source; businesses should keep that firmly in mind at every stage of planning, 

developing and evaluating the marketing strategies and business success. The proposed brand has made 

a strong start in setting the foundation for a viable business, identifying the need and the solution. 

Additional work in messaging and positioning will further strengthen the brand for future success.  
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