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INTRODUCTION

Background

Don’t know who AMS is?  That is not surprising even though AMS is a Forbes Platinum 400 company that as recently as 2000 was recognized by Fortune Magazine as one of the “50 Best Companies to Work For”.  You may not know who AMS is, but if you have ever filed a state income tax return, renewed your driver’s license or transferred money from a bank account, you have first hand experience with AMS-developed information solutions.  So who exactly is AMS?  AMS is the American Management Systems, Inc, an international business and information technology consulting firm whose customers include 43 state and provincial governments, most federal agencies, and hundreds of Fortune 500 companies. With deep industry experience and technical know-how in all levels of government and throughout the private sector, AMS delivers results that measurably impact business performance and the relationship between an organization and its customers. 

Founded in 1970 by 5 of former Secretary of Defense Robert McNamera’s “whiz kids”, AMS is a pioneer in developing and leveraging computer technology to develop innovative solutions that provide management information that support complex business decisions. AMS was born as a result of these individuals having the foresight to realize early on the impact that computers would have on business operations and strategy. Their Pentagon experiences demonstrated to the company founders the utility of the supercomputer in solving complex problems (i.e. developing Army Force deployment Concept of Operations in Europe) and also honed their skill in explaining how information technology worked and how it could provide solution.  Imbued with this vision – AMS was formed.  Surprisingly most of the fledgling company’s early business was not with Department of Defense (DoD).  Leveraging personal contacts, the founders were successful in negotiating a contract with the state of Illinois budgeting department and several DoD contracts soon followed.  Initial contracts were small – in their first year AMS realized a $15,000 profit.  The company continued to grow, both internally through the hiring of new personnel and also externally, through the acquisition of companies that broadened the company’s skill set and client offerings.  Their hard work and perseverance paid off in 1976 when AMS came to the aid of New York City, assisting the beleaguered city in the overhaul of its ineffective financial management system at a time when the city was in a highly publicized financial crisis.  The industry recognition that followed greatly increased AMS’ professional stature and placed it among the industry leaders in the IT consulting world.   

From their modest roots, AMS has grown into a highly respected, global firm that currently employs over 7000 people in 49 offices worldwide.  It’s core competencies reside in providing solutions to Local, State and Federal governments as well as the financial management sector.  These sectors accounted for over 70 percent of AMS’ revenue in 2000.

Organizational Structure


AMS has a flat organizational structure that is divided into vertical silos or Business Units (BUs).  These BUs reflect the market segments in which AMS operates.  Within each BU are several Resource Centers (RCs), which handle specific clients, functions and/or products.   In certain instances, RCs can be further broken down into Practice Areas (PAs), which are responsible for specialized AMS offerings. Every AMSer is assigned to either a RC or a BU.  Providing assistance to the BUs are Corporate Support (training, best practices, etc), the Corporate Technology Group and Shared Business Services who provide company-wide marketing, IT and administrative support. The BUs develop and execute business plans with minimal control or oversight by corporate headquarters.   

Corporate Vision & Strategy

AMS vision has not changed markedly over the years – it is to be the supplier of choice, partner of choice and the employer of choice within their field of expertise.  This vision hinges upon the ability of AMS to identify niches within specific vertical business markets where the company possesses superior thought leadership and then to leverage this strength to its fullest. The ability to implement this vision has been made more difficult recently by the change in the economic environment as well as an increase in the number of services providers now operating in many of AMS’ core business spaces – the telecommunications and federal, state and local government sectors in particular.  In response, AMS has altered their blueprint for achieving success.  As previously mentioned, AMS’ strategy targets selected vertical market niches, becoming a thought leader in the niche and then developing business relationships around their market presence.  While this strategy was successful, it was not always efficient.  Centering the corporate organization on vertical capabilities resulted in the formation of business units that had little need or incentive to coordinate or collaborate with other AMS business units.  This lead to a redundancy of effort – specifically the parallel development of unique, yet functionally similar software solutions that were often only offered to the developing BU’s customers rather that across the company.  AMS’ new strategy focuses on the development of horizontal service lines that cut across the company’s business sector verticals.  This new focus will allow AMS to better allocate its resources (people, intellectual property and cash) against the best opportunities for growth and success. A good metaphor to describe the approach is that of a Chinese Take Out menu.  The customer can pick off a menu of AMS capabilities in order to construct a “meal” that will satisfy their business solutions appetite. AMS realizes that it must drive its entire set of delivery capabilities across all target vertical sectors for all target geographies.

AMS’ strategy to achieve this vision is simple.  The company must:

· Achieve scale 

· “Scale” relates to the size and scope of a solution. It addresses customer concerns about the scalability of AMS solutions and a perception that the company is falling off the technology pace because of their emphasis on proprietary software.  In order to continue to be a viable player in the marketplace, AMS must consistently demonstrate the ability to provide scaleable, enterprise solutions. 

· Grow faster than market

· Growth will be achieved internally through the continued cultivation of AMS’ current market presence and externally through the acquisition of companies and technologies – something AMS has not done in the past.  

· Define and preserve sources of sustainable competitive advantages

· AMS remains committed to preserving and nurturing its most valuable competitive advantage – its people – by remaining focused on talent management, retention and advancement.  

· Evolve away from dependence on proprietary products to embrace products from other independent software providers

· One of AMS’ strengths is that it is both a systems integrator AND a software provider.  This duality of purpose is a strategic discriminator for AMS and one that is valued by its customer base. 

· Share the opportunities, risks, and rewards by partnering with suppliers, competitors and customers

· AMS realizes that it cannot, nor does it want to be, proficient in all technical areas.  As a result, AMS is forging business and technology partnerships that give the company the ability to broaden its industry offerings while at the same time balancing and mitigating the risks often associated with new technologies and business solution development. Well-developed partnerships allow them to remain fully engaged in an evolving marketplace, bringing to the table their core competencies.

The AMS strategy will continue to evolve and change in the future.

But in the near-term, how will the company know that it is progressing in its quest to achieve their stated vision?  AMS has deployed a common financial software package across the business units to allow for a more “apples to apples” comparison of BU performance.  Additionally, the company’s Balanced Scorecard change management implementation will provide BU managers and Corporate Headquarters with metrics and touch points on which to monitor the company’s fiscal health.  Both of these efforts provide AMS leadership with tangible means to plot the company’s course.  Another, less tangible, indicator will be the response of the customer.  Success in this arena is best described by AMS CEO Alfred Mockett when he says,” I envision a day, very soon, when every customer will say, “I am glad I chose AMS.  I would choose them again.  I would recommend AMS to others.”  

MY AMS EXPERIENCES

The Chinese proverb “may you live in interesting times” accurately sums up my experience at AMS.  My assignment coincided with a very turbulent time in the life of the company.  Economic conditions coupled with the emergence of a myriad of different issues, some external, some internal to the company, combined to make for a dynamic tour.  During the fellowship, I was exposed to: 

· Corporate Organizational Restructuring. The corporate model was changed to allow for greater efficiencies, provide better response to the market.

· Staff Reductions.  AMS conducted the largest round of personnel layoffs in their history.  Several other HR programs were negatively impacted.  

· Process Consolidation.  The transition to a Shared Business model for Human Resources, Administrative and IT service was completed. These functions, previously conducted independently among the business units, were combined into a single entity

· A Changing of the Guard.  Alfred Mockett took over the leadership reigns in December 2001, becoming the first non-AMSer to hold the position of CEO. 

· Corporate Communications.  AMS Ascending was launched to enhance corporate external/internal communications.

Each of the above instances provided a unique and significant learning experience on how Corporate America conducts its business and provided substantive lessons learned.

Corporate Organizational Restructuring

 The first major action initiated by the CEO upon his arrival was the review and subsequent reorganization of the company’s corporate organizational structure. The review revealed a business model with inefficiencies and inadequacies that had to be corrected in order for AMS to remain competitive in the marketplace.  Prior to the restructuring, AMS could be characterized as a group of approximately 30 separate companies, working in a loose conglomeration. Each BU could operate independently and this autonomy was viewed as strength of the company, allowing it to react quickly to the market.  Coordination and interaction between AMS BUs was not something that happened with any regularity.  In BUs with similar offerings and similar clientele, this lack of cooperation and communication resulted in a redundancy of effort in solution development.  But the success of the company masked many of these shortcomings.  The inefficiencies remained and were tolerated as a result of the company’s sustained growth rate or potential solutions implementations were delayed while company strove to remain fully engaged in the tumultuous market. But as the company increased in size and the economy softened, these inefficiencies could no longer be ignored.  AMS is starting to rebuild itself to become a more competitive, efficient growth company.  The current restructuring effort centers strategically on the development of horizontal business offers across the company and tactically on the consolidation and/or elimination of business unit not considered to among AMS’ core competencies in order to gain efficiencies of scale and efficiency. 

Tactically, the organizational structure was shrunk.  The primary change revolves around the consolidation of three former business units that previously dealt with the Federal, State and Local government sectors under a single vertical called Public Sector.  This consolidation greatly helps the company in its quest to move towards becoming a provider of common solutions – applicable throughout these 3 formerly independent but similar business units. The traditional business verticals that covered the telecommunications and financial service markets remained in place and a new business unit, the Business Incubator, was formed.  The purpose of the Business Incubator BU is to focus on building new industry groups.  In addition to a change in the corporate structure came a change in the role of Corporate Headquarters.  Previously very laissez faire, it now plays a more proactive role in providing oversight and risk management on BU decisions that could impact the entire company. The appointment of a formal Risk Management Vice President, who oversees the larger customer engagements and reports directly to the CEO, underscores the new, more prominent and proactive role that AMS Corporate plays. Some other tactical changes enacted include the creation of a standard sales management function and institution of a standard financial/sales methodology across the company.  This common language serves to baseline BU performance across the company providing an “apples to apples” comparison, giving a more accurate picture of the actual state of the company along with generating more accurate forecasts for predicting future growth and identifying high value sales opportunities.
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Figure 1:  AMS Corporate Structure

Another example of the Corporate Headquarters more pronounced role is the AMS Executive Ambassador program.  In it, AMS matches its top executives with key C-Level (CEO, CFO etc) customer executives to build and solidify relationship at the highest levels.  The effect is to improve customer retention while accelerating growth through the identification and creation of new business opportunities. The AMS Executive Ambassadors program is an external communications tool as well.  Within the FDG, designated military Service program managers leverage executive relationship with AMS’ DoD Service customers.  Working in close coordination with their customers, AMS hopes to better understand, anticipate and even shape their priorities. 


With the implementation of a more coordinated and synergistic corporate structure, AMS stands to realize tangible gains in product development, business/sales efficiency and ultimately customer satisfaction.  This departure from the traditional modus operandi has been well received throughout the company.  This can be attributed to the coordinated effort in which it has been deployed, how the change was communicated throughout the company and the energy, enthusiasm and leadership demonstrated by the CEO concerning the effort.

Staff Reductions

This occurrence was not unique to AMS.  Each of the other IT companies that hosted fellows this year (Oracle, Cisco) had similar experiences due to the turbulent business environment in the information technology industry.  In the case of AMS, the situation was unique because in the company’s 30-year history it had never undergone a rightsizing of such proportion.  In 2001, over 15% of the workforce was let go.  The layoffs, while not universally applauded in the company, were handled well and generally understood and accepted. The scope and the breadth of the action taken significantly contributed to its acceptance.  Rather than relying solely on reducing head count to realize financial savings, AMS developed a comprehensive solution that included promotion cycle delays, reductions in compensation packages, accessibility of education and personal enrichment programs.  This allowed the company to realize its goal of reducing costs while at the same time limiting the number of staff reductions required to get there. 

The situation could have played out much differently given the employee response to the initial corporate communication concerning the staff reductions.  Some AMSers were offended by interim CEO William Purdy’s characterization that they were laid off because of their inability to fit in or be retrained.  Careful handling of subsequent communications helped to defuse a potentially tense situation, but the staff reductions were still a blow to the morale of a firm that had developed a reputation for not laying off employees and achieving best-workplace awards.

AMS continues to work hard to maintain their skilled workforce during the tough economic times.  A reflection of this is the immense time and effort that AMS HR personnel put into the careful tracking and monitoring of individuals as they move from project to project.  Working closely with project, practice area, resource center and business unit personnel, a future utilization plan is developed for each AMSer.  This plan minimizes the dead time they might experience between the completion of a project and their assignment to new duties.  The fluidity of the system – the ability to move people, between project areas, between practice areas, even between business units – is a definite AMS strength.  It accomplishes three things for the company:

· Broadens the AMSer’s perspective on a wide range of AMS initiatives as well as increasing their professional skills

· Maximizes the use of the employee’s skill set

· Keeps skill sets in-house and producing revenue by having them assigned to a project.  This reduces the requirement to release and then rehire when a project requiring that skill set presents itself.

Helped by their proactive HR Team, AMS continues to 

maintain and retain a highly competent technical workforce – not an easy task in the present economic environment.

Process Consolidation  

Following an internal review and leveraging the recommendations of a study performed by Booz Allen Hamiliton, AMS undertook the implementation of a Shared Service Business (SBS) model for their IT, HR, administrative, facilities and marketing functions.  The Shared Services Model allows for the consolidation of like processes under a single entity. Previously each BU had the responsibility of providing the above-mentioned services for themselves.  This was an inefficient and expensive means of doing business.  After much study and industry benchmarking, the AMS implemented the model throughout its BUs.  

The responsibility of providing these services was removed from the individual BUs and placed in a stand-alone organization known as SBS.  As the single POC at AMS for internal IT, administrative support and finance, SBS can consolidate requirements and gain economies of scale when negotiating service contracts.

Transition to the SBS was a major organizational change for AMS and the company engaged in a proactive change management (CM) campaign to ensure its success.  Prior to its implementation, AMS HR conducted several internal surveys to attempt to identify concerns that company personnel had concerning the proposed changes.  Central among them was the loss of control of the service processes resulting from their transfer out of the BUs as well as a drop in the quality of service provided. In response to this information, SBS focused its efforts to make sure the quality of service would remain high and that customer relations would be such to address concerns over process control.  


Customer satisfaction for the level of service SBS has provided, while not initially as high as previous levels, has grown and now exceeds original levels.  This is attributed to increased employee familiarity with the new systems as well as recognition and acceptance of the increased service levels.


Despite its short implementation period (it has only been in effect for roughly eight months), early indications are that AMS will meet and exceed the $30 million dollar per year cost savings estimate. This is a definite plus for the company.


Within the Department of Defense, the Shared Business Services Model could deliver increased efficiencies and increased service.  Very scaleable, this model could be used to provide consolidated common services at various component levels.  No longer would every squadron be required to maintain an Administrative Department, complete with required documents – this function could be provided at a Wing level with a web enabled portal that provides a central reference repository.  Two enabling functions for the SBS are the realignment of organizational structure and also the use of information technology to allow for a more self-service model.  Implementation of an IT solution alone does not guarantee success – the process that is being “ITized" must first be streamlined and optimized in order to ensure that the finished product is not just an old typewriter that works a little bit faster but does not provide any substantial increased capability. 

Changing of the Guard   

The arrival of an outsider to take over the reigns of the company as CEO speaks volumes to the company’s desire to mix up the status quo and reinvigorate the organization after a particularly turbulent period.  With the appointment of Alfred Mockett as the new CEO, the AMS Executive Committee was able to achieve two things:

· Place in the company’s front office an individual whose background includes an aggressive track record of acquisition – something that AMS lacked.  

· Provide the Company with someone who brings a broader perspective of the industry.

Both of these attributes are critical components for executing the company’s new business strategies.

Corporate Communications

 The ability for a company to effectively communicate, both externally and internally is absolutely critical to maintaining any type of market share. External communications provide the company with information on what the customer wants – as well as making sure that potential customers understand company strengths and service offerings.  Internal communications provide a foundation that ensures that everyone is on the same sheet of music, the result being company decision makers knowing what the company can and can’t do and why.  The inability of a company to effectively communicate can have serious implications.  AMS experienced this first hand. The company attributes their difficulties with the Mississippi Tax Board and the Federal Thrift Savings engagements to break downs in communications. As such, AMS determined that communications needed to improve and proceeded to address this.  The solution was both internal and external in nature.  Several internal communications difficulties stemmed from the existing corporate organizational structure.  The segmented Company structure was not condusive to good business.  Customers were often frustrated by the inability to find a central Point of Contact with which to do business with at AMS. Lack of communication between the BUs also meant a lack of greater understanding of overall company capabilities and offerings potentially impeding the recognition of future AMS business opportunites.  


Externally, AMS had a different type of communications problem, one that directly affected its Brand – few people outside the consulting industry sphere knew about the company.  Though a billion dollar company, it had the reputation as a silent giant – one that preferred to let its solutions do the talking and set the company’s reputation.  This fact was demonstrated during midterm SDCF briefings at the Pentagon.  Of the 10 high-level DoD officials the Corporate Fellows saw, only one Assistant Secretary of Defense, Dr. David Chu recognized the company.  Unfortunately his impressions were not favorable.  His comments were “Oh right, AMS – those were the folks who were fired from the Thrift Saving Plan project”.   In a nutshell, this summed up the branding problem that faced AMS.  Although they had a VERY reliable customer base (over 85% of AMS customers are repeat ones) their ability to attract and retain new customers was being impeded by bad press and poor impressions.  The company realized its reputation was severely tarnished due to this communications problem and moved decisively to take steps to correct it.  The resulting solution was an internal and external communications campaign known as AMS Ascending.


AMS Ascending had some significant hurdles to clear – primarily the company’s growing negative perception by the market.  This view was primarily attributed to the enormous amount of negative publicity the company received from its legal difficulties, both of which can be attributed to breakdowns in communication between the company and the customer.  In both incidents, while AMS’ project execution and technical management were superb, the management of the customer relations was not, resulting in the company getting out of sync with the customer.


The AMS Ascending charter is to provide an internal and external means to communicate the company’s substantial strengths and successes.  Externally, a new advertising campaign, part of an overall branding initiative was launched.  The campaign was aimed at the general business community rather than the IT consulting niche.  More importantly, a Corporate Communications department was formed.  Overseeing the areas of market communications, advertising, public and industry relations, the Corporate Communication Department teamed with the already established AMS Investor Relations and Government Relations programs to provide a unified messaging medium to disseminate information concerning the company. Expanding its presence both inside and outside the consulting realm, AMS is building on its role as an IT Thought Leader through it Speaker Visibility program, designed to place key AMS Executive staff in the media and industry spotlight.  The external messaging is consistent, proactive, and integrated – something that it had not been in the past.  


Improving communication within AMS, which has offices worldwide remains a complex task.  While most employees are regionally located at the company headquarters in Fairfax, Virginia, the rest are scattered around the globe.  Even those located in the local area frequently travel to client sites and are not in the immediate area. The challenge was to develop a mechanism to make sure that pertinent information was available to all AMSers.   AMS leveraged the power of the Web to do this, expanding its existing Intranet and launching AMS Today, a one-stop information shop for all AMS employees.  Updated as required (at least daily), AMS Today provides employees with the information and flexibility they need to do their jobs effectively.  Another mechanism being used to increase internal communications is incentives.  AMS’ compensation system is being restructured with the intent of instituting a system that rewards teamwork as well as individual successes.  Tailoring the compensation system to reflect these values will likely foster better communication and interaction throughout the company.  The goal is for the company to truly become One AMS – not 30 individual companies working in a loose conglomeration.



I was able to experience the internal communication process in action in the Federal Defense Group BU.  Business wins were communicated throughout the BU by personal voice mail from the FDG General Manager.  The BU General Manager also went to great lengths to ensure “the word” got out on other important issues – forgoing the electronic means in favor of the “town hall” meetings to discuss issues such as employee compensation and personnel reassignments.  Most impressive was the company-wide dissemination of information concerning the new CEO’s corporate vision and Top 10 initiatives following a Vice Presidents-level meeting. Briefing packets containing a video presentation were prepared for all the Vice Presidents who were then required to have all their personnel view the information and provide amplifying info from the notes.  The presentation was also broadcast on the web.  The underlying communication theme has been consistently of purpose.  The means and methods used to accomplish this task are nothing revolutionary and certainly not beyond the means of the DoD to implement.  What is important was the emphasis placed on making sure that the word got out – the realization that the success of the company transformation effort was linked directly to making sure the entire company was onboard and informed.


The bottom line is that brand repairs are well underway at AMS.  At first blush, AMS Ascending is progressing well towards achieving its ultimate goal of improving revenue generation and investor valuation through better external and internal communications.  The communications experienced throughout my tenure were clear, concise and enabled rather than hindered business.  The true test will be the reaction of the senior DoD Leadership when I am introduced as having served my Corporate Fellowship at AMS.  Will they frown or will they smile? 

CORPORATE BEST PRACTICES

The central tenet of the Corporate Fellows program is the identification of potential industry Best Practices that can be applied in some form within the DoD.   While at AMS, I was exposed to a myriad of different business processes, corporate strategies and technologies.  I recommend the DoD consider further study and possible incorporation of the these initiatives:

· Business Process Outsourcing

· Enterprise Application Integration

· Enterprise Business Solutions

· Balanced Scorecard

· Knowledge Management

A brief description outlining each of the concepts along with a summary of their implementation and/or application within AMS and their potential utility to the DoD is contained in this section.  

Business Process Outsourcing 

Business Process Outsourcing (BPO) the practice of divesting processes normally performed “in house” by a corporation to an outside service provider is a business medium that is gaining acceptance throughout Corporate America.  Central to the concept of BPO is a corporation’s ability to distinguish between “core” and “non-core” competencies.  A core competency can be defined as a process or capability that a company considers to be central to its business strategy or product offerings.  It is a “crown jewel” that sets that company apart from its competitors.  A non-core competency is a process that often supports or allows the company to do its business. Without a corporate strategy that delineates what constitutes a core competency and what does not, a serious, often contentious introspective review must be conducted to determine the viability and applicability of a process to outsourcing.  This exercise can often provide an additional, unintended benefit – that of business intelligence.  Depending on the scope and magnitude of the preliminary effort, the corporation’s process analysis can provide all those involved with a better understanding of their business environment – something that can favorably impact their ability to run the corporation.  Within the DoD – this exercise could prove extraordinarily challenging as well as exceptionally enlightening.

The benefits of forming BPO relationships are numerous, some of the more attractive include:

· Achieve cost reductions.  Through reengineering, process improvements and advanced technologies, successful BPO endeavors can eliminate unnecessary operating costs while reducing and bringing other administrative costs under better control.

· Focus on core processes.  Management is freed up to focus more time, energy and resources on building core businesses/competencies while the BPO provider assumes full responsibility for managing the daily “back office” operation.  The company’s “back office” becomes the BPO’s “front office”.

· Improve service quality.  BPOs organize and manage the business processes with a view to providing a higher level and quality of service to the business units, subsidiaries, and other users throughout the company, generally at a lower cost.

· Obtain outside expertise.  The BPO provider’s top business, industry and technical specialists provide management with valuable guidance and skills which are the BPO’s core competencies and which the client firm may not have in house.

· Maintain the competitive edge.  The BPO enables management to focus on building a more competitive business and provides the supporting systems and services to help companies compete more effectively.

· Make continuous improvements in process.  BPO providers can focus on designing, building and managing business processes to operate better, faster and less expensively.  Key to this is working with customers to make continuous improvements in process effectiveness and efficiency.

· Gain greater internal flexibility.  Through outsourcing, management can focus on more strategic issues and other important company initiatives and has more flexibility to assign staff and allocate resources to high value projects.

· Gain access to advanced technology.  The BPO is responsible for designing and implementing a leading-edge enterprise system to support the business processes and manages the associated technology infrastructure.

The BPO bottom line is that, along with providing the above benefits, it enables the reapportionment of capital and resources that can be redirected to core business functions.

In several of this year’s host companies, BPO is delivering tangible results.  At Cisco – a leading provider of Internet hardware, BPO has enabled the company to almost entirely divest itself of the nuts and bolts process of manufacturing computer hardware components.  As a result, more resources can be focused on technology research.  Pratt & Whitney Corporation no longer provides IT infrastructure in house – this service is provided better and cheaper by an outside BPO service provider, allowing the company to devote more time and energy to improving on its core competency of building better aircraft engines.  These are just two examples of the benefits of BPOs.  Central to each example is a clear definition of what constitutes a “”core” and “non-core” competency and whether it was applicable for outsourcing.

As with any business venture or partnership, communication between the involved parties is critical to ensuring the benefits are realized.  Key in this dialogue is aligning customer expectations with perceived results.  The results of a study conducted by the Gartner group showed that in over 50% of all failed BPO endeavors, the primary underlying reason for failure was the customer’s perception that they did not see the return that they had expected.  In order to prevent this, it is important for customers and providers to work together early on to set realistic expectations and then execute and measure outcomes against these expectations.  The tangible result of clear communication between parties is the formulation of a service level agreement that states clearly defined penalties for non-compliance while providing incentive thresholds that, if achieved, will give financial benefits to the provider. 

As mentioned earlier, one challenge to more wide spread DoD use of BPO implementations lies in the difficulty in assesses what differentiates a “core” or “essential” competency from a  “Non-core” or “non-essential” process.  There are efforts currently underway at the Service and Agency as well as within the Business Initiative Council to identify “non-essential” competencies that might be applicable and appropriate for outsourcing.  Once targeted, the Department should aggressively move to form outsourcing partnerships to provide these services.

What makes the concept particularly attractive for the DoD is that the most mature BPO sectors, those that deal with providing Human Resources (HR), Administrative and Financial Management services, all reside in areas of demonstrated need within the Department.   An inefficient travel management system and a financial management system that wastes over 15 billion dollars annually are just two examples of business processes that would appear ripe for BPO on some scale.

Several BPO initiatives are currently underway within the DoD.  In IT, the Navy-Marine Corps Intranet or NMCI, a divesture of substantive IT services to a consortium headed by Electronic Data Systems, is a landmark BPO that shows great promise.  The National Security Agency’s GATEKEEPER program is a similar initiative.  The DoD Comptroller has contracted with industry to provide a Financial Management Enterprise Architecture  - a blueprint to make more effective and interactive DoD financial systems. The Army has outsourced a portion of its overseas logistics capabilities to a Texas based firm and has instituted a pilot program that divests a segment of its personnel-recruiting component to a civilian personnel placement firm.  All of these are examples of attempting to improved service, save resources, gain efficiencies and realign priorities through business process outsourcing.  

In order for BPO benefits to be fully realized by the DoD, changes must be made to current outsourcing governance, regulations and policies.  The A-76 process, while providing a framework to determine the feasibility/benefits of potential outsourcing endeavors and compete BPO contracts, has two primary weaknesses:

· Process Too Lengthy. Analysis and award timelines can stretch out as long as two years.  The extended length and associated process costs severely detract any prospective cost savings.

· Requirement to Compete Every Possible Implementation.  DoD approaches every possible outsourcing initiative as if it were unique.  Lengthy competitions are required to be initiated for each and every potential outsourcing situation – regardless if a like situation has already been favorably evaluated for A-76.  Benchmarking Service –wide processes and then applying this information to the A-76 decision process (i.e. data gained from one base can be applied to another similar implementation) would significantly speed up the process – without sacrificing integrity.

AMS is approaching the BPO question from two unique, yet interrelated, viewpoints.  The company is conducting an internal evaluation to determine if there are processes resident at AMS that would be better suited to be performed by outside entities.  At the same time, AMS business developers are conducting research and risk analysis to determine the viability of the company entering the BPO service provider market.  Both studies are in their infancy but highlight the widely held view of the value in terms of reducing costs, improving service quality and increasing business efficiencies that can be realized when BPO agreements are implemented. 

Perhaps the single most important attribute of Corporate America is its ability to directly understand its sources of competitive advantage, and clearly define how operations can contribute to that advantage.  In an environment where the bottom line drives everything, business operations strategists continuously analyze these advantages with the intention of identifying what among them are core capabilities.  Once identified, the core capabilities are further studied to leverage and develop strategies to extend them in business operations.

In a never-ending effort to be efficient, industry places focus on exploiting and developing core competencies and leveraging partnerships on non-core ones; and with respect to growth aspirations, whether organic or through acquisitions, they are linked to or natural extensions of core competencies.  Typically industry adopts the approach to “keep only what they can be the best at in house” – in sum, “if it isn’t a core competency, it is outsourced”.

Enterprise Application Integration 

As the DoD seeks to become more interoperative and connected, the requirement for information systems to communicate seamlessly with one another is more important than ever.  While an obvious solution is to decrease the number of standalone and legacy systems, this does not solve the dilemma of developing a means to allow disparate, necessary systems to interact with one another. 

Enterprise Application Integration (EAI) technology holds the promise of solving this problem.  EAI technology allows for the integration of dissimilar applications within or between enterprises. The goals of EAI are to:

· Allow for the rapid deployment and change of technologies on an enterprise wide scale.

· Increase the interoperability of applications thus significantly increasing their usability.

· Increase the standard mission critical attributes such as performance, security and reliability.

The demand for EAI solutions is becoming increasingly greater for 

several reasons.  In terms of the DoD, the two most prevalent reasons are:

· Legacy Systems.  Following rigorous review and risk assessment, some legacy systems will be retired while some will remain – odds are that the remaining legacy system will be required to communicate with newer, non-legacy systems.  EAI can provide answers to this difficult question.

· Mergers & Acquisitions.  In Corporate America, it’s the requirement of making newly acquiring databases and information “talk” to your current enterprise.  In the DoD, it’s making sure that the Defense Financial Accounting Service can seamlessly receive and incorporate data feeds from different Service/Agency systems.  EAI technology provides a mechanism towards achieving this.

When one considers that within Corporate America, an entity with a better grasp on IT and its associated benefits, integration costs typically account for over 30% of all IT expenditures, it is easy to see the potential cost and manpower saving that could be realized by DoD through the incorporation of EAI technologies.   A successfully integrated enterprise can result in significant cost, resource, and time savings. EAI connects existing and new systems to enable collaborative operation within the entire organization.

How does EAI technology work?  One approach is known as the message broker.  Applications interface with the broker which then routes messages to other applications that need to be cognizant of or be involved in the business event.  New applications can be incorporated into the enterprise and allowed to participate in the information exchange/monitoring by simply changing the message broker’s rule parameters.

AMS maintains EAI thought and technology leadership through product review and research at the AMS Center for Advanced Technology as well as through a partnership with webMethods.  webMethods is a leading provider of integration software that allows customers to link business processes, enterprise and legacy applications, databases and workflows both within and across enterprises. 

Though the technology is still relatively young, it is gaining more widespread acceptance throughout the IT industry.  This is primarily due to the emergence of technology standards to make sure the EAI technology itself has commonality. The potential utility that EAI provides to interconnect legacy databases and applications makes it an initiative the DoD should consider when planning future network architectures.  

Enterprise Business Solutions

A clear understanding of exactly how an organization’s business enterprise operates is key to ensuring its success.  This knowledge becomes even more important when deciding whether to institute procedural or technological changes to these processes.  Acquiring functionally oriented software packages without a comprehensive understanding of enterprise business requirements, including people and business processes, is neither a wise nor sustainable strategy.  Unfortunately, a company often does not possess this type of intelligence and thus the project is entered into blindly. As a result, many of the benefits and efficiencies associated with enterprise initiatives such as Enterprise Resource Planning (ERPs) systems are never realized.  

 ERPs are powerful systems that have the potential to improve efficiencies and streamline processes, but all too often their deployments are marked by frequent delays and painful lessons learned.  Why is this?  ERPs are large systems designed around standardized business processes.  But often these “standardized” processes do not reflect the actual business processes being used by the customer.  As a result, one of two things needs to happen in order for the ERP system to be successful.  First, the ERP system must be altered or customized to reflect the processes currently in place.  This is a troublesome, expensive task and frequently results in a less efficient system that will be difficult to maintain in the future. Another option is the realignment of business enterprise/process towards the ERP model specifics – basically altering the status quo.  Without a methodology that allows for the in-depth analysis of business processes and their interrelationships, any enterprise architecture initiative will have very little chance of succeeding.  However, when presented with such information, the decision-makers ability to implement change aggressively and appropriately is greatly enhanced.  Thus a methodology that provides this information is valuable.  One such methodology that can deliver an accurate picture of systems is known as Enterprise Business Solutions (EBS).  

The EBS approach is not a software product or specific recipe for managing infrastructure modernization. It is instead a process for examining the whole of an enterprise in a balanced perspective around:

· The processes that produce the enterprise output;

· The people and organizations using those processes; and

· The supporting applications, information, and technical infrastructure that help multiply the effectiveness and efficiency of the first two. 

The goal is to create and implement new, improved best practices around core processes that transcend traditional functional, organizational, and system boundaries – i.e., achieving critical benefits of integration across traditional stovepipes. This requires a disciplined approach that builds on industry standards, a clear understanding of the present state, as well as the future state of the enterprise and a well-defined plan to help navigate from the “as-is” to the “to-be”.  With this information, a framework can be developed that will provide:

· An emphasis on the long-term exchange of information across often disparate business systems;

· Performance metrics to measure how well the initiative is achieving these targeted benefits; and

· Business cases to ensure focus on real benefits, both quick wins and long term, deep improvements.

Because of the complexity of large organizations, there is a tendency for most initiatives to focus on one segment or dimension of the overall environment – something that seems manageable. However, enterprise effectiveness and efficiency requires integrating and correlating these individual programs and initiatives. The goal is comprehensive enterprise business/application solutions that fully address integrated functional, geographic and organizational mission and support considerations. 

The key to dealing with this complexity is to segment the problem into manageable and actionable chunks. The segmentation is done from a major end-to-end process perspective - not just from the existing organizational, functional, geographic, or system perspectives. Thus, an appropriate segment may reflect:

· A function across multiple organizations; or

· An organization across multiple functions; or even

· Multiple functions across multiple organizations. 

And, segments are often interrelated – the solution for one segment impacts others, and the sequence in which segment solutions are implemented can have major impacts on success.

There are various methodologies that can be employed during an EBS engagement.  One of the more widely accepted is the Zachman Enterprise Architecture Framework Model depicted in Figure 2.  This framework provides a means to map out interrelationships within an enterprise.  It does this through the identification of the different perspectives resident in the enterprise, showing the influence they have on the enterprise’s operation.  In doing so it will provide answers to the following questions, critical in implementing any type of enterprise wide change:

	
	Data

(What)
	Function

(How)
	Network

(Where)
	People

(Who)
	Time

(When)
	Motivation

(Why)

	Objectives/

Scope
	List of things important to the enterprise
	List of processes the enterprise performs
	List of locations where the enterprise operates
	List of organizational units
	List of business events/cycles
	List of business goals / strategies

	Business

Owner’s View
	Entity

Relationship diagram
	Business process model (physical data flow diagram)
	Logistics network (node and links)
	Organizational chart with roles; skill sets; security issues
	Business master schedule
	Business rules

	Architect’s

View

(Model of

the

Information

System)
	Data model (converged entities, fully normalized)
	Essential data flow diagram; application architecture
	Distributed system architecture
	Interface architecture (roles, data, access)
	Diagram, entity life history (process structure)
	Business role model

	Technology

Model
	Data architecture (table & maps); map to legacy data
	System design; structure chart, pseudo—code
	System architecture (hardware, software types)
	User interface (how the system will behave); security design
	“Control flow” diagram (control structure)
	Business rule design

	Detailed

Representation
	Data design (denormalized) physical storage design
	Detailed program design
	Network architecture
	Screens, security architecture (who can see what)
	Timing definition
	Rule specification in program logic

	Functioning

System
	Converted data
	Executable programs
	Communications facilities
	Trained people
	Business events
	Enforced rules


Figure 2:  Zachman Enterprise Architecture Framework Model

· How are the activities organized? Where is the work carried out and who completes the work?

· What information sets are needed to perform the work?

· What applications/software capture and transform the information sets?

· What Technology infrastructure (hardware, network and communications) is needed to run the applications and where are they located?

· Why the enterprise exists and the motivation to change.

The EBS methodology provides a more detailed, nuts and bolts explanation about the processes operating in the enterprises, giving the decision-maker a better understanding of the challenge.  Armed with this information, business leaders are able to make better, more informed, decisions.

As the DoD embarks on future, data intensive, enterprise initiatives (the DoD Financial Management Enterprise Architecture and the Navy/Marine Corps Intranet are two examples of current projects) leveraging EBS methodology can provide great benefit towards clearly understanding and describing the variables that influence the working environment.

Balanced Scorecard



The ability to implement and manage change effectively is often what separates successful companies from unsuccessful ones.  As such – this core competency should not be left to chance.  To manage the process, companies are embracing formal change management disciplines.  Among this year’s host companies, Six Sigma and Lean Thinking are examples of formal change management disciplines that have been employed to help guide the companies through change implementation and business management.  At AMS, the Balanced Scorecard methodology is the change management tool being used. Regardless of the methodology used – the desired effects are the same – the synchronization of employee actions, up and down the chain of command, with a set of well-defined, customer-oriented business objectives.  In order to have any chance at succeeding – the effort must have:

· The approval, support and involvement of corporate leadership.  

· Dedicated manning and resources assigned to the effort.

An involved leader to exhort the change is important. However the importance of educating and, if necessary, retooling the corporate mindset is even more critical.  Dedicated resources are the second element behind the success of formal change management disciplines.  It is now common to see corporations dedicating full time employees to formal change management positions.  In addition, all other employees can count on mandatory training in the tools and philosophies of their company’s change initiatives.  The result: a cadre of professionals whose job is to foster change and an employee population trained to implement it.  


But what exactly is the Balanced Scorecard and how can it be applied to facilitate change?  Originally developed in the early 90’s by Drs. Robert Kaplan and David Norton as a means to assist in personnel evaluations, the Balanced Scorecard methodology has since evolved into a means to manage the strategic development of an organization.  It does this by allowing an organization to clarify its strategic vision and goals and then to translate these ideals into actions.  The approach provides feedback around both the internal and external business processes in order to continuously improve strategic performance and results.

The Balanced Scorecard Methodology centers on the analysis of an organization from four separate, yet interrelated, quadrants:

· Learning and Growth Quadrant (keeping a pulse on a company’s most valuable resource –its people)

· Internal Process Quadrant (monitoring the efficiency of internal business processes and project management)

· Customer Quadrant (Direct relations to the customer to make sure that products/services provides are meeting their expectations)

· Financial Quadrant (Monitoring company progression towards forecasted goals)

Each of these quadrants, as shown in Figure 3, comes with tailored metrics, data collection and analysis points in order to more clearly define and influence the development of an organization’s strategic vision.

At AMS, the Balanced Scorecard implementation is listed as one of the CEO’s Top Ten Initiatives for 2002.  It is viewed as critical to the company’s success. AMS is confident that the Balanced Scorecard will be a powerful strategic tool that will facilitate the company’s ability to compete, win and change as necessary in today’s business environment.


Figure 3: Balanced Scorecard

Within the Department of the Navy, staffers are using the Balanced Scorecard approach to aid in the development and implementation of deployment of Battle Group assets.  They routinely run operations across all four quadrants below to identify areas ripe for improvement.  The results indicate the Balanced Scorecard may be useful in other parts of the DoD, as well.

Knowledge Management

 “Knowledge is Power” is anything but a cliché – it is ground truth in today’s aggressive and dynamic business environment.  The ability of an organization to cultivate, share and retain its knowledge base is critical to its ability to maintain market share.   With advancements in information technology, the ability to store, disseminate and correlate data has never been greater.  But Knowledge Management (KM) is more than just IT.  KM is a tool that puts knowledge into action to create business models and achieve specific business objectives.  While IT is definitely a KM enabler, it by itself is not knowledge management.  

Knowledge Management can be best described as:

· Recognizing that knowledge (data, text/multimedia, staff expertise) is a key and manageable asset.

· Taking specific actions to support knowledge creation, organization, sharing and use.  

· Being focused on sharing information and facilitating better working relationships

What KM is NOT is:

· A system that can store human intelligence and experience

· A system that can distribute human intelligence

At AMS, a robust KM practice is a force multiplier for internal project execution and adds measurably to the bottom line.  The latest KM is the AMS Ecosystem, a forward-looking set of project technology and management standards that provides a means of focusing on improving the company’s ability to consistently deliver projects successfully. Implementation of the AMS Ecosystem holds the promise of greatly streamlining data flows within the company. These standards will enable AMS to:

· Achieve excellence in solution set delivery

· Improving the quality of dealings with customers and enhancing delivery execution success.

· Increase productivity

· Use of common Program Management processes and tools will allow AMSers to focus on the real business of developing customer solutions.

· Increase efficiency

· Ensures everybody is operating off the same sheet of music, minimizing ramp-up time for AMSers reporting to new projects and BUs.

Transition and implementation of a KM solution is one that is never fully completed.  In order not to stagnate, these knowledge bases and best practice standards must continually be refreshed in order to ensure their viability.  Prior to AMS Ecosystem, there were no mandatory standards in the company – available published standards were often considered optional or customizable and as a result individuals felt free to reinvent, ignore and subsequently relearn lessons that put the company at risk.  This is no longer the case and highlights another key component of any KM implementation – the Change Management part.  Without a strong change management plan, most KM initiatives will not succeed.  Central to the success of the AMS Ecosystem implementation was the full support of AMS C-Level executives for it.  In addition, a robust training and mentoring program was instituted to ensure that AMSers knew how to work within the system and set system expectations.  Lastly, Project Managers and responsible executives were held accountable for compliance with the new standards.

The consistent turnover of DoD personnel and the accompanying loss of corporate knowledge is a primary reason to implement some form of a DoD-wide knowledge management system.  Add in the overall graying of the DoD-employed civilian workforce and the anticipated departure of a substantive portion of the Senior Executive Service workforce and the ability to disseminate and retain knowledge is even more critical.  While it may not be possible to retain the “human” side – a KM system can ensure the data and information side can be captured and accessed throughout the department.
INDIVIDUAL FELLOW EXPERIENCES

My entire tour at AMS was spent working in the Federal Defense Group BU, which, deals with the Federal Government in the areas of financial management, maintenance and logistics, acquisition and intelligence. During my assignment, I was able to observe, learn and contribute in a variety of different ways. Specifically I was part of the AMS support team tasked with representing the company during the development of a contract proposal for the DoD Financial Management Enterprise Architecture (FMEA).  I also attended Senior Management Strategic Meetings, participated in the strategic marketing sessions for AMS’ Automatic Data Capture System and attended a wide range of corporate level decision sessions and training classes.

Financial Management Enterprise Architecture  

I was selected to participate on the FMEA proposal based on my operational background in the joint Command, Control, Communications, Computers and Intelligence arena – a key performance parameter for the award of the contract. It was an outstanding learning experience – both from tactical (determining what needed to be done) and a strategic (developing plans to maximize partnership skill sets).   The FMEA is a blueprint that will provide a strategic comprehensive plan and roadmap for future DoD decisions and investments in the financial management area. It is a strategic and critical first step to compliance with the Chief Financial Officer (CFO) Act, adoption of best practices in financial management, interoperability of the Department's business systems and a reduction in costs associated with current business practices and technical infrastructure. While assigned to the proposal team, I was able to experience first hand some of the challenges faced by industry when developing proposals for the DoD.  Specifically they were:

· The necessity to form corporate partnerships/teaming arrangements in order to provide the desired amount of service to the customer – while at the same time minimizing the risk to any one business partner.

· The enormous amount of manpower, time and resources that companies must devote in order to formulate what the DoD considers a competitive bid, often with little hope of receiving any return on investment if the bid is not accepted.

· The consequences in terms of manning and resources that result from a delay in contract award or change in program requirements.

· The depth of thought leadership required in developing a winning proposal.

In addition to AMS, the proposal team consisted of the prime contractor IBM, and subcontractors Klynveld Peat Marwick Goerdeler (KPMG), DynCorp, Science Applications International Corporation (SAIC) and Accenture.  Each one of these partners at one time or another has been a competitor of AMS – but this did not impact the ability of the group to work as a team and share ideas, concepts and business intelligence.  Having come to AMS following a tour on the Joint Staff at the Pentagon and witnessed first hand the difficulties in trying to facilitate cooperation between the Services  - I found the “Business Joint” aspect of the FMEA proposal development fascinating.  


Another eye opening facet of the process was the impact that timeline delay and requirement changes had on manning and resources.  This was particular evident with AMS.  At AMS - the nucleus of the company is the project. All monetary transactions (revenues or expenses) are tracked to a project, which can be further broken down into direct and indirect projects.  Direct projects are associated with an outside customer and contract.  They create revenue as well as expenses.   Indirect projects support the BUs or RCs, have no outside customer and generate no income.  The costs for generating a proposal are strictly overhead ones.  If accepted, they hold the prospect for generating revenue – but until then they only produce expenses.  As such depending on the scope and depth of the requested proposal – they can be drains on company resources that may not ever generate a revenue stream. Additionally, any changes in project timelines or requirements can also have the unintended consequence of removing talent from the team.  Award delays often necessitate the reassignment of key personnel onto new projects that leverage their expertise and generate revenue.  Once original project timelines and/or requirement discrepancies are corrected – the in place team may not have the same skill sets and background.  This concept is not fully understood within the DoD where the warfighter does not have revenue-generating responsibilities as well as personnel often being viewed as “free labor”. 


Finally, the depth and breadth of experience, the thought leadership, that industry is able to provide is truly impressive.  The notion that “they are contractors – they don’t really understand me, my processes or what I am responsible for" is nonsense.  In the case of the FDG, many AMSer have significant military background and deep subject matter expertise.  Combine that with the ability to apply observed industry best practices to military business processes they are intimately familiar with and it becomes obvious that in order to move forward the DoD must fully partner with and trust their industry counterparts.  Although each may have different motivators –mission accomplishment is often the common shared goal.

Executive Management Councils  

I was allowed to be an active participant in FDG’s Executive Management Councils (EMC).  All the FDG RC managers, the BU CFO as well as certain practice area managers, attend these bimonthly meetings. The EMC was a valuable information exchange forum that provided an overview of all ongoing initiatives in the BU and the company. Financial results were reviewed, evaluated and assessed against BU goals.  It was the AMS version of a Navy “Department Head” meeting.

Automated Data Capture System 

I was afforded the opportunity to work on the Automated Data Capture System (ADCS) project.  ADCS is a mobile, wireless maintenance data capture system that streamlines the process of documenting component discrepancy information thus increasing worker efficiency and decreasing total maintenance time.  Presently AMS is implementing this system at several Naval Aviation Depot Maintenance Facilities.  My background in naval aviation, gave me instant credibility to be able to provide substantive input to project personnel on the development of future strategic and tactical ADCS implementations of and on expansion of the system to differing maintenance levels.  

Engagement Management Framework  

My first official function at company was to attend this week long training course that provides risk management techniques and managerial constructs for use during Corporate Partnerships.  It is mandatory training for all senior decision-makers and provided significant value in beginning to determine the cultural differences between Industry and the Defense Department.  

Lastly I was able to participate in numerous one on one interaction with senior AMS personnel and gain a better understanding of the company, its internal business processes and the challenges of doing business with the DoD while providing candid perspective from a prospective Warfighting customer.  

SECRETARY OF DEFENSE CORPORATE FELLOWSHIP PROGRAM RECOMMENDATIONS

The SDCF Program was an incredible learning experience and one that, in my opinion, provides far greater benefits to both the individual and the DoD than any Service advanced educational program.  The incorporation of the following recommendations will further improve the program:

Expand The Number Of Program Participants   

To be able to view and participate in the operations of a Fortune 500 company and then to apply these lessons learned to the Fleet is an awesome experience. 

· The number of corporate fellowship assignments should be increased to a minimum of six per Service in order to increase the transformational knowledge base within the DoD.  

· Annually, the Navy should identify six individuals each from differing professional/warfare specialties to ensure this experience is filtered throughout the different warfare stovepipes that reside in the Navy.  

· Navy should expand the applicant base to the current program to allow junior officers (O-4 and below) to be eligible for selection.   If not feasible, develop a junior officer level Partnership with Industry program similar to current Air Force, Army and Marine Corps programs.  

Junior Officers represent the next generation of transformational leaders.  They provide the foundation on which the Navy will build towards the future.  Arming them with this experience is a win-win proposition.

Develop a Strong Linkage to the Business Initiatives Council

  The program should literally be joined at the hip to this forum for 

several reasons.  Among them:

· The Corporate Fellows can serve as a source of information to the BIC on industry best practices and transformational initiatives. 

· Guidance from BIC can serve to focus corporate fellows on high interest initiatives that may have applicability to the DOD.  

· Fantastic opportunity to enhance teamwork between the DoD customer and Industry partner

Midterm and Final SDCF recommendation briefings should be made to the BIC.  The SDCF Program Director should be a regularly attendee (along with local area fellows) to all BIC meetings in order to assure the best possible dissemination of information to the folks who are uniquely in a position to act on it.

Optimize Follow-on Assignment Process 

· Assignment of Transformation P –code subspecialty code

· Identify and designate transformation billets.  Prospective candidates should include but not limited not limited to:  Any/All Command billets, Service/OSD Level Staff Jobs supporting transformation efforts, Program Management Offices, and Professional Military Education instruction duty.  

· To the maximum extent possible and not to interfere with an optimized career path (read command-selected), subsequent detailing of Corporate Fellows should take into consideration the requirement to assign them to billets where they will be able to act on the lesson learned during their time spent in industry.

To ensure this happens an effort must be made to better educate the detailing populace on the program and its support by upper level DoD leadership.  Currently, fellowships in general are not viewed favorably by Service personnel detailer and subsequent follow-on assignments often do not take advantage of the fellows newly acquired skill sets. A detailing community more knowledgeable on the program can ensure optimized use/assignment of individuals with corporate background.

HOST COMPANY RECOMMENDATIONS

Without a doubt, the year spent at AMS was one of the most rewarding professional experiences in my career.  Having the opportunity to take a step back from military service and become privy to the inner working of this great company was a once in a lifetime experience and has provided me with a wealth of knowledge, experience and ideas that I can use in my future assignments.  The support, patience and acceptance exhibited by each and every AMSer only added to the overall adventure.  AMS was a fantastic host company and their willingness to allow me access to information in the company made the experience an informative and educational one.  I provide the following recommendations that I feel will further enhance any subsequent visiting fellows experiences with AMS:

· From an IT standpoint, develop a Corporate Fellow account permissions profile that is somewhere between the full access that a regular AMS employee has and the more limited access afforded to a NONAMSer.  Mainly through working with the great folks at the AMS SBS Call Center and also certain database administrators, I was able to view/review material that I thought was relevant.  Unfortunately – I was never able to gain full access to “AMS Today” a great system that serves as a main internal communication node of the company. 

· The Fellow’s Strategic Plan should include rotational assignments in selected Business Units.  This will give the fellow a more holistic feel for the company.  By design my fellowship was exclusively with the Federal Defense Group – a unit whose leadership ranks are predominantly military based and whose managements styles were more familiar to me. To ensure I was fully “exposed” to a Corporate, non-military environment I networked with contacts gained through working on the AMS Company Day.   I augmented this effort by participating in various social functions, meetings, etc.  Although the company is driving towards the goal of “one AMS” – the ability to participate in the day-to-day workings of other BUs can provide the visiting fellow with a greater appreciation of the overall of the challenges faced by AMS.
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