


































































































































































































































































































































DEPARTMENT :

Public Safety

~; \" ...' ~'. '.- .. ..: ...
STATE OF MINNESOTA

Office Memorandu:m
DATE:

TO :

FROM:

PHONE:

SUBJECT:

October 22, 1993

Charles A. Schaffer
Department of Trade and Economic Development

Carolen Bailey ~~
Assistant Commissioner

296-6642

Executive Order 93-9, "One-stop Shopping"

In response to your memorandum requesting interested state agencies to
respond to issues raised in Executive Order 93-9, it appears that
several Divisions within the Department of Public Safety ~ould be
affected by "one-stop shopping" for business permits and regulatory
affairs as required by this Order. This includes Driver &Vehicle
Services, Liquor Control, Information Systems Management, Bureau of
Criminal Apprehension, Fire Marshal, State Patrol, and Pipeline
Safety. When you are forming working groups, I recommend considering
our Director of Driver &Vehicle Services, Kathy Burke Moore, an
attorney who has considerable background and experience in interagency
collaborations on Truck Centers, Auto Dealerships, and Driver Training
Schools.

In implementing this proposal, it is critical that it does in fact
function as a "one-stop", instead of business communities reverting to
the original agency for expertise. Much of this would depend on the
effectiveness of training and the information linkage. The level of
expertise in many areas demands that inspection and enforcement be
conducted by, those with extensive training and experience as now
exists only in the related state agency. It would be difficult for an
outside'agency to enforce rules and respond to uniquely specific
questions, but technology might provide solutions by accessing forms
and those who could answer questions. This could be especially
valuable to businesses in Greater Minnesota. Many problems develop
simply while completing application forms, because they frequently
relate to highly complex and specialized regulations. If the form
itself answered all questions, the form would be very complicated and
lengthy. Interactive technology is already utilized in school systems
and could provide instant, on-line access when needed. Otherwise, the
service would provide nothing better than mail and phone contacts.

Businesses are usually regulated/licensed because there is a need to
protect consumers. We must retain t~at protection. If regulations
are just a "hoop to jump through", then they shouldn't be there in the
first place.



A critical issue to be addressed is location of service. If it is to
be successful, it must have a strategic location. This alone could
negate all other planning. If political or vested interests impact
the site selection so that it is more convenient for business to
retain the original locations, they will continue to do so and resist
change.

The issue of communication to regulated parties ('6) would seem to be
the most easily resolved, since elaborate methods of cOl1l11unication
already exist. The challenge should be to simplify and minimize this.

Enclosed are specific comments submitted by two of our divisions. As
it relates to Issue #1, it should be noted that the MN Peace Officer
Standards and Training Board (POST), which is an autonomous aeency and
NOT a division of our department, licenses peace officers and f
regulates their training.

If I can provide further assistance, please don't hesitate to contact
me.

cc: Commissioner Michael Jordan
Kathy Burke Moore



STATE OF MINNESOTA

OFFICE MEMORANDUM
DEPARTMENT OF PUBLIC SAFETY
Office ofInformation Systems Management

TO : Carolen Bailey
V=AsSistant Commissioner

FROM : Ken Bentfield
Director,OISM

SUBJECT: Proposed Study of "One-Stop Shopping" Concept

DATE:

PHONE:

September 20, 1993

296-7589

I think that this concept is a fantastic idea and that Public Safety should be involved if
possible. The services made available from Public Safety fit into this concept very
well.

The public .and business community receive the following services from Public Safety
that would fit into the "one-stop shopping" model:

Driver Licenses processing
Vehicle Registration processing
Accident Records data

Traffic Safety programs
Criminal Records access
Criminal Statistics information

Many divisions of Public Safety provide other information services, Le. Fire Marshal,
Pipeline Safety, etc. These programs could have informational outlets at these "one­
stop shopping" centers. This process would serve many of the business needs as well
as the public needs.

This concept also raises some issues such as impact on how these services are provided
now. How would the Deputy Registrars fit into this process? Can they be co-located
with local government services centers? Cost? Personnel needs, etc.? All of those
issues as identified in the memorandum by Charles Schaffer are real and would need
to be addressed and resolved.

This is a very interesting direction and would be very dependent on a communication
system that was operational 99 to 100 percent of the time. This would also hold true
for the data bases providing much of the information.
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DATE

TO

FROM

PHONE

SUBJECT

October 11, 1993

ASSISTANT COMMISSIONER CAROLEN BAILEY

LANCE BOELTER
ASSISTANT DIRECTOR,

(612) 296·6258

One Stop Shopping'For State Licenses

The Liquor Control Division oould participate in such a unifi~d licensing operation. The
idea certainly has merit for study and we recommend ch~cking~ith other states to'see if they,
have experience with a similar project.

The most readily ~orkable part of the proposal I see is to have this agency provide to and
accept from business applicants the necessary forms and documents for liquor licensing.

If the new ageney took on any mere detailed 'responsibilities of l~quor ,licensing we could
probablY,supply one lieense'person who has' the expertise fo~ processing, our licenses. This
satisfies the problem of 'experience and knowledge but raises questi"ons of 'who that employee
would report to and ~hoae bUdget their salary would corne out of.

In order for this new agency to directly issue licenses and permits as agent for liquor
control they would have to take OVe4t essentially, our license func~ions.

A problem with achieving the eon,,"enience for~seen by creati':ln "of 'this',agency is the different
dates that most licenses expire. For instance, most of ,our licensei expire on@ year from
date of issuanee and ~Qt on a fiscal, calendar, nor specifie~ p~riod. Thus, there is just
a slight chance the business\persons liquor licl!nse expirati.on date will coincide with thE;
expiration of other licenses.

Another problem is that whenever there is a period of many licenses expiring at the same
time. there is a mad rush·-stress period trying to properly, SWiftly. process the overload
of lioense renewals.

If this should be accomplished, it will take many years because of what one of our people
aptly stated, there is a personal stake in maintaining the status 'quo;, ,Many will fear that
t'o be behind this will mean the loss of their job.

An alt@rnate idea suggested by one of our licensing assistants is to immediately create a
sUbjeet area in the' phone books Titled "License Directory'~. 'Citizens,·\7ould ;look up license
number~ and address not by Department name but by subject name like fishing, ga~bling,

liquor, alcohol, etc.



QCT-14-1993 14:01 FROM
MN ~lQUOR CONTROL TO COf'1M OFF 1CE

Assistant Commissioner Carolen Bailey -2- October 11. 1993

Another suggestion is the advantage to the' business applicant by the Public Safety DepartlDent
s~.ndardizing all 'of the divisions' application forms as muoh as possible such as applicant
name, last. first, middle. address, date of birth, dba, home and work phone numbers. cUte of
application, signature of applicant. There could be created a department or state"wide basie
uniform format for location of standardized information such as location of these items being
same on all forms. On every state form everyone would automatically know they prin~ their
name ete.; below that heading or above it. Date of filling ou~ every form would always be
in the top right CQrner. Signa~ure would always be in the far bottom right side of every
form, etc.



MINNESOTA RACING COMMISSION
7825 Washington Avenue South, Suite 800
Bloomington, Minnesota 55439
Telephone: 612-341-7555
Fax: 612-341-7563

Licensing Office (April - October)
P.O. Box 315, Shakopee, Minnesota 55379
Telephone: 612-496-7739 Fax: 612-496-7756

Veterinary Office (April - October)
P.O. Box 315, Shakopee, Minnesota 55379
Telephone: 612-496-7753 Fax: 612-496-7762

December 2, 1993

Charles A. Schaffer
Minn. Dept. of Trade & Economic Dev.
500 Metro Square
121 7th Place East
St. Paul, MN 55101-2146

Dear Mr. Schaffer:

This is the Racing Commission's initial response to Commissioner Gillette's correspondence
regarding the study of "one-stop shopping" for business permits and regulatory matters. We
look forward· to working with y<?u on this project and hope this response and any additional
work can be incorporated into the project and included in the early Fall of 1994 report. This
initial response will attempt to address some of the issues raised by describing our current
licensing practices and procedures. Because of the nature and logistics of our licensing
functions, our initial reaction indicates some difficulties in .instituting a "one-stop shopping"
model. But again, we intend to work on this project and follow through with any
recommendations. .

1) The relationship between the agency that provides the "one-stop shopping" service
and the department or agency which has statutory authority for substantive regulation
or enforcement.

Comment: Enclosed for your information are copies of M. S. 240.08, Occupational
Licensing and Minn. Rule Ch. 7877, Class C Licenses. As indicated the Racing
Commission licenses all individuals desiring to engage in any occupation while on racetrack
grounds. This licensing includes a thorough criminal background check, fingerprinting of
applicants every three years, and issuance of a laminated badge to be worn at all times while
on racetrack grounds. The majority of our applicants are individuals seeking licensing as
race horse owners or in order to work as trainers, grooms, food service workers, etc. Very
few of our licensees are business owners. The businesses we. do license are the racetrack
itself and individuals selling hay, feed, tack, etc. on the backstretch. The licensing process
often requires subjective determinations in addition to the objective questions asked on the
standard license form. There is frequent consultation between the licensing and investigative
staff and the Stewards and Racing Commissions in other states to determine whether the



applicant is in good standing or whether other requirements must be met before a license can
be issued. For example, a renewal applicant with a history of alcohol addiction may be
required to continue treatment and/or counseling as a condition of licensing. The
relationship of the Commission to the licensee is substantive in that by statute and rule the
Commission, through its Stewards, can impose sanctions (e.g., fines, suspensions or
revocation) against licensees for rule infractions and cases of misconduct. The license serves
not only as a measure to regulate licensee conduct but also to enforce compliance with the
rules of racing and pari-mutuel wagering.

We are concerned about delegating our authority for the issuance of licenses to another
agency not present at the racetrack due to the close relationship between an individual's
conduct and the right to be licensed and the fact that all activity permitted by a license takes
place only on the racetrack grounds. At the very least, it would require staff at the "one-stop
agency" to be completely familiar with the Commission rules and requirements, and to be in
direct and daily communication with Commission staff and Stewards relative to the renewal
and issuance of licenses.

2) A determination of who should perform competency testing or assure competency in
cases where that is a prerequisite to securing a license or permit (e.g., licensed
professions and building trades), and who assures or evaluates the adequacy of
continuing education or other competency-based criteria that are a condition of
relicensure.

Comment: In our case it would be impractical to conduct testing at the "one-stop shopping
agency" if that location were somewhere else other than the racetrack. Several license
categories including trainer, veterinarian, farrier, exercise rider and jockey require proof of
proficiency and competency. In most cases the Stewards handle testing and evaluate
competency where it is a requirement of licensure. For example, in the case of an individual
applying for a trainer license, that person must pass a written test which is.administered by
the Commission's Stewards at the racetrack. In other cases, such as a first time exercise
rider, apprentice jockey, or farrier the Stewards can require a physical demonstration of
proficiency by the license applicant prior to approval for licensure. This type of testing
requires that the administrators be knowledgeable about all aspects of the racing occupations,
which the Board of Stewards possesses and further in all cases, due to the physical nature of
the test, it is necessary that the testing be conducted at the racetrack (a horse is required).

3) H~w disputes concerning delay in issuing a license·or permit, denial of a license or
permit, or suspension or termination of a license or permit for disciplinary or other
reasons will be handled.

Comment: This would require a great deal of communication and cooperation between the
Commission, the Stewards and the "one-stop shopping'" agency. We foresee difficulties in an
independent agency issuing or denying licenses. Currently, disputes relating to licenses are
resolved by the Stewards after a hearing and in the case where an individual believes the



Stewards have ruled inappropriately, the disputes and the sanctions imposed thereby can be
appealed to the Commission. As indicated earlier the Stewards have the authority to fine or
suspend an individual or to revoke a license according· to statute and rule. The affect of
these actions is not confined to the state of Minnesota as an individual with a suspended or
revoked license is not eligible for licensing in any other racing jurisdiction during the
duration of the suspension or revocation. These actions need to be handled on an individual
basis by persons knowledgeable about horseracing and the racetrack environment.

4) How the acceptance of "one-stop shopping" by regulatory and enforcement agencies
will be secured and how compliance and enforcement activity will be coordinated.

Comment: The Racing Commission is a small self-contained agency. We are the only
agency the "one-stop shopping" agency will have to deal with in regards to the licensing of
individuals working at the racetrack. We would coordinate our regulatory and enforcement
activities with the licensing activities of the "one-stop shopping" agency once it was
determined what particular functions were to be handled by each agency.

5) How to acquire a staff that has the level of expertise necessary to provide the level
of assistance and advice demanded by true "one-stop shopping".

Comment: That would be a monumental task. To acquire a staff that already has the level
of expertise needed for "one-stop shopping" you would almost have to hire individuals
already working with the various agencies involved or at least in the beginning have a liaison
from each of the agencies working alongside the licensing staff. As horseracing from a
regulatory standpoint is very specialized business and occupational enterprise it is crucially
necessary to hire those with a thorough competence and understanding of horse racing and
pari-mutuel betting. All of our Stewards have been employed on contract and in all cases
from other states; they relocate to Minnesota during live racing. The professional and
clerical staff supporting the work of the Stewards also have a thorough knowledge of
licensing criteria after 8 years of operations at the track. Only in the long term would you
be able to begin to duplicate that level of experience.

6) How the strengths and limitations of "one-stop shopping" will be communicated to
regulated parties.

Comment: Going to a "one stop shopping" concept would be difficult should that "one stop"
be somewhere else other than the racetrack and would be met with resistance from our
licensees. Logistically the system the Commission has in place works extremely well. A
large percentage of our licensing is done by mail (the out-of-state owners just stop in for
their badges when attending the races) or in conjunction with the licensees work schedule
since we require an employers signature before issuing an "employee" (groom, pari-mutuel
clerk, food service worker, etc.) a license. We have an additional complication in that we
license a lot of migrant workers, many of them non-English speaking, who must be helped



through the licensing process by their employers. However, should we be asked to
decentralize our licensing we would disseminate such a change along with any procedural
changes to our clientele through their newsletters as well as during Commission meetings. It
would also be necessary to post notices regarding the changes in the commons area on the
backstretch.

7) How matters of overlapping jurisdiction (state/federal, state/local) will be handled
and how those issues will be communicated to the affected parties.

Comment: In the case of overlapping jurisdiction such as food services, the local regulation
regarding sanitation and inspection stay with the local jurisdiction as though the racetrack
were any other business offering food and beverage services.

8) How the need for legislative change will be determined and who will be responsible
for preparing and monitoring initiatives to secure such change.
Comment: With the assistance of the Attorney General's office, I will need to do a thorough
review of Statutes and Commission rules to determine if any amendments are needed. This
will be done as this project progresses. If it becomes necessary to amend the rules of racing
Racing Commission staff and the Rules Committee would prepare and present the changes.

The Commission appreciates the opportunity to provide comments on the "one-stop"
shopping model as well as the opportunity to briefly describe our current systems which have
worked very well to assure integrity and control over this form of legalized gambling. We
welcome the opportunity to participate further, either in working groups or general statewide
model planning.

Richard G. Krueger
Executive Director
Minnesota Racin~ Commission

RGKlpjw

Enclosure



MINNESOTA Department of Revenu~ _
Commissioner's Office

Phone: (612)282-2292

September 30, 1993

Charles A. Schaffer
:M:N'. Department of Trade and Economic Development
500 Metro Square
121 7th Place East
St. Paul,:MN 55101-2146 \

Dear Mr. Schaffer:

St. Paul, MN 55146-7100

Fax: (612) 297-5309

Commissioner Anderson has asked me to respond on behalf of the
Department of Revenue to the issues around "one-stop shopping" raised in
your August 20 memo, and to represent the department on any working
group(s) that might be formed to resolve them.

In developing a model for "one-stop shopping," we believe the following
principles should be observed:

• To most successfully meet customers' needs, the services offered at the first
point of contact between government and citizens should extend beyond
regulatory transactions only. To us, true "one stop shopping" means
convenient access to the full range of products and services that
government (at more than one level) offers. Multiple access points, all
offering a full range of services, should be designed and located in ways and
places that are most convenient and useful to customers. This department
has already put a great deal of time and effort into thinking about how
customer service centers offering the services of multiple state and local
agencies in unified locations might be configured and operate. They are
described in the attached "Customer Service Center Proof-of-Concept
Business Plan," (October 8, 1992).

• The design of the first point of contact between business or other customers
and state government should incorporate a "customer service
representative" orientation. In that model, a high value is placed on
developing an ongoing relationship between business customers and an
individual in government who can serve as their first point of contact and
assist them in all their interactions with government. The role of the
customer service representative should be that of a liaison between the
customer and the rest of government, rather than they (or their agency)
actually performing each transaction or making each regulatory decision.

An equal opportunity employer



Charles Schaffer
September 30, 1993
page 2 __

• Any "one-stop shopping" plan should be designed with an eye toward
captwing customer feedback in order to improve the quality of their
interactions with government. An important byproduct of a personalized
relationship between customers and government like the one described
above is that it can easily incorporate such a feedback mechanism. This can
ensure a greater customer focus in the development stage of regulatory
policies and procedures, and will have greater long-term benefit for a
customer-friendly government than periodic repeal of rules proven
onerous or impractical after they are imposed.

• A practical implication of a single point of contact between businesses and
state government is the necessity of developing a single system for business
registration and identification, with the same identifier for each business
used by all state agencies. This will eliminate the current burden placed on
businesses to provide the same information over and over again each time
they register with the state for a different purpose. We wiil be very
supportive of this effort.

I hope these comments convey the Department of Revenue's interest and .
enthusiasm for this project and the potential it holds for transforming the way
government and its customers relate to one another. Feel free to contact me if
I can provide any further information or assistance.

Sincerely,

v~iL
Matthew Smith
Assistant to the Commissioner

attachment
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Document
Organization

Introducing
Tom Taxpayer

Clarification of
Terms

-About this Document

This document is divided into seven sections.

Section 1. Vision and Business Objectives - explains the purpose of developing the
Customer Service Center Proof-of-Concept Business Plan.

Section 2. Management Summary - summarizes the key points of this document.

Section 3. High-level Business Requirements - describes the ideal Customer
Service Center and defines the basic business functions that a successful Service
Center must provide.

Section 4. Alternative Approaches - describes four different possible
configurations for the Customer Service Centers.

Section 5. High-level Feasibility Analysis - assesses the feasibility of the customer
service center concept and compares the feasibility of each alternative.

Section 6. Recommendations - states the project team's overall conclusions and
specific recommendations for action.

Appendices A and B - contains a list of source documents, a copy of the needs
analysis survey, a list of individuals interviewed, and other materials used to
develop this document.

Section 3 includes scenarios that the team developed to help bring the Customer
Service Center concept to life. The scenarios feature the "everyman" citizen, Tom
Taxpayer. Tom is 55 years old, comptroller at a local Twin Cities firm and the
owner of a small business which builds furniture. The grey-shaded boxes follow
Tom through his interactions with a Customer Service Center and show the many
ways that the Service Center, if effectively implemented, will save Minnesota's
busy taxpayers time and effort, and make it easier for them to comply with the
State's tax laws.

Please note: The phrase "business requirements" as used in this document means
the business requirements that the Customer Service Center must meet to carry
out the business of the Department of Revenue. "Business requirements" as used
in this document does not mean the tax or legal requirements that a business must
fulfill.

About this Document
September 1992
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Background

"We need
to look
outward...
to do a
better job of
serving our
customers.
'The only
way to
serve them
is to be out
among
them. The
Service
Center is an
important
step in that
direction. "

Don'Trimble
Assistant

Commisioner

-Section 1.. Vision and Business Objectives

In February 1992, the Minnesota Department of Revenue (DOR) organized a team
of selected DOR personnel and Computer Power Group consultants to determine
the feasibility of the concept of establishing a network of Customer Service
Centers throughout the state of Minnesota.

This report considers the Customer Service Center concept as a vehicle that will
enable the Department to meet the needs of its diverse customers. Service
Centers will combine flexible hours, accessibility, electronic technology, and
specially trained staff to provide Minnesota's citizens with products, services and
information when and where they need them.

Although many of the services the DaR provides may be requested over the
phone, recent surveys have revealed that taxpayers in greater Minnesota are much
less likely to use the phone than are urban citizens to obtain products and services
from the Department. Decentralized services must be developed to better serve
these citizens.

The team's first mission was to develop this Proof-of-Concept Business Plan. This
proof-of-Concept Business Plan will be used by the DOR to assess the feasibility of
the Customer Service Center concept and to determine whether a more detailed
Feasibility Study and Cost Benefit Analysis are warranted. In addition, this
document will be used to assess whether Customer Service Centers would be best
implemented exclusively as a OaR program, or as a more global, multi-agency
program.

A key motivation for considering the Customer Service Center concept is found in
the Department's mission statement -- "Our mission is to win compliance with
Minnesota's revenue system." The OaR's mission is to find the most effective
ways to use the State's facilities to make it easy for citizens to comply with
Minnesota's tax laws. In other words, treat the citizens of Minnesota the same
way that a successful private enterprise treats its customers. Enhanced citizen, or
customer, service is the path the DOR chooses to obtain voluntary compliance.
Customer Service Centers can become the manifestation of this mission statement.

The Customer Service Cerlter concept can best be characterized by the following
statements:

• Focus on. Service. Services provided are always from the citizen t s point-of­
view. This means that services are not only DaR-related, but likely will
include services from many agencies throughout the state, local,' and
federal governments.

• Local Distribution. Decentralized units of the DOR can be distributed locally
in areas most needed by the citizens. This physical reduction in scale and
neighborhood placement increases each citizen's access and reduces
psychological barriers. More numerous, smaller offices located around the

Section 1. Vision and Business Objectives
September 1992
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Background
(cont.)

•

•

state will likely be used more often and thus provide more valuable services
for Minnesota's residents.

Variety of Service Levels. Each decentralized unit can be thought of as a
Customer Service Center which provides a range of DOR services. These
can be full service units which will provide all the facilities of the main
office, or smaller, more specialized units that will be more widely
distributed for maximum coverage.

Flexible Configurations. An individual Customer Service Center can be
implemented as a fully automated stand-alone kiosk, much like a bank
automated teller machine (ATM), or it can simply be an enhanced facility
staffed by DOR personnel who have been provided with more efficient,
automated tools and systems to make their jobs easier and to provide
better service to the citizens. Or, a given Customer Service Center can be
a hybrid of these two approaches.

Project
Scope

Project
Goal

In other words, the Customer Service Center Concept may be thought of as the
delivery vehicle for the new state government paradigm as outlined in Minnesota
Milestones and the DOR's Strategies for the 90's which emphasizes the
importance of providing targeted, local, and personal services from the customer's
point of view.

This project included all the required activities to develop a Customer Service
Center Proof-ot-Concept Business Plan. This means all the tasks necessary to
develop the high-level business requirements, determine their overall feasibility, and
to prepare a set of recommendations for a Feasibility Study and Cost/Benefit
Analysis are included. In other words, this project can be thought of as the first
step in a multi-step process that should ultimately lead to the implementation and
operation of Customer Service Centers throughout the state of Minnesota.

The goal of this document is to provide the DOR with sufficient information to
determine the validitY of the Customer Service Center concept, in general, and to
help Department management decide whether further investment in a detailed
Feasibility Study with- an extensive Cost/Benefit Analysis is warranted. This Proof­
of-Concept Business Plan defines the high-level business requirements for the
Customer Service Center concept, specifies selected alternative approaches for
implementing these requirements in high-level business terms, and assesses the
general' feasibility of the Customer Service Center approach.

The Business Plan concludes with the project team's recommendation of the most
feasible and effective approach to fulfill the DOR's mission.

, -2 Customer Service Center Proof-af-Concept Business Plan

September 1992



What's the
"Bottom Line?"

Contributes to the
Department's

Mission for the 90s

Offers
Decentralized

Services to
Minnesota's

Taxpayers

What Should
the DOR Do

Next?

Implement a PHot
Customer Service

Center

Invite Other State
Agencies to

Participate

-Section 2. Management Summary

The Department of Revenue's mission statement, Strategies for the 90s, makes
clear the focus of the Department's efforts for this decade: to win compliance
with Minnesota's revenue system. The Customer Service Center concept directly
supports this mission. In this concept, Customer Service Centers will form a direct
link between the DOR and Minnesota's citizens and will become an invaluable tool
that makes it easier for taxpayers to comply with tax laws. Additionally, the
Service Centers will contribute to the goal of developing a common set of priorities
and expectations for the state government of the future.

The Department's draft Strategic Marketing Plan translates the DOR' s mission into
measurable goals and objectives and describes the strategies that the Department
will use to carry out its mission. As part of the DOR's "new business-line
emphasis," the Plan outlines methods of offering decentralized services to
Minnesota's citizens. This concept emphasizes distributed services as the main
focus of Customer Service Centers. Each Center will provide the same range of
services as the DaR in St. Paul. Effective application of the Cu~tomer Service
Center concept brings the Department of Revenue and its services to the people.

The Customer Service Center concept shows promise, but the on~y way to truly
test the methods, technologies, systems, procedures, and staffing profiles is to
commit to a pilot field test. The project team recommends that the DaR complete
a detailed feasibility study and cost benefit analysis, then define detailed
requirements for a prototype. While a prototype is in development, the Department
should outline a program· for implementing the first series of prototype Service
Centers. After the field test has begun, and staffing and training are complete, the
DaR should measure the implementation against the program's goals. This
feedback should be analyzed, then incorporated into the Service Center design to
determine the next steps.

The team's research led them to the conClusion that other agencies should be
involved to maximize public acceptance and use of Customer Service Centers.
Using the requirements developed by the team, an agency that is the .most
compatible with the goals and objectives of the Service Center concept could be
identified. A team representing the partner agency could work in tandem with the
DaR to develop appropriate business requirements and define prototype
specifications. Then a joint pilot Service Center could be developed, tested and
enhanced.

Section 2. Management Summary
September 1992

2-1



What are the
Features of a

Successful
Service Center?

Products/Services
---

Information

Convenience and
Local

Accessibility

Flexible,
Up-to-Date

Delivery Systems
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After conducting many interviews, group discussions, joint application
development sessions, phone calls and other research efforts, the project team
developed a set of requirements for a successful Customer Service Center. To
offer truly enhanced customer service, the Service Centers must:

• provide products/services
• offer information
• be convenient and locally accessible
• use flexible, up-to-date delivery systems
• offer the products and services of other state agencies.

Products/Services are the tangible results that a Customer Service Center provides
for the customer, which include all types of electronic or hard copy tax returns.
Examples of services are filing of tax returns, accepting tax payments, and issuing
refunds.

Information refers to a Service Center's ability to answer customers' questions or
solve problems. Just a few of the many types of information that the Service
Center provides are answers to technical tax questions (such as the amount of tax
on a gift) or information on the status of an income tax return or refund.

Among all the Service Center's physical attributes that the team discussed, the
most important characteristic was convenience. A Service Center should be open
when customers want to use it. This may me.an 24 hours-a-day in some areas.
Self-contained electronic kiosks, one of the configurations that the team examined,
are especially convenient, as they would be located in high traffic areas· during the
day and could be accessed after-hours. Other high-ranking attributes were a
comfortable and friendly environment, privacy, security and handicap accessibility.

The goal of Service Centers is to make it as easy as possible to comply with
Minnesota's tax laws. Service Centers must be highly flexible in the ways they
provide products and dispense services for the customer. The Service Centers
should incorporate available electronic technology I which includes links to existing
DaR computer systems, and new links to other government agencies. Customers
should have a choice of how to interact with Service Centers, and be able to pick
the method that is best suited to their needs. Dial-in modems, fax machines,
improved phone service, hardcopy, and all forms of electronic communication
should be available. These tools will not only make it easier for the customer to
interact with the DOR, but it will make employees' jobs easier.

The dispensing method will be tailored to fit the transaction. For example, for
dispensing customized information in sensitive areas such as non-compliance, it
would be especially important to provide a person to interpret and supply
specialized information.

Other agencies, both within the state and from the federal, county, and local
governments will probably need to be involved to offer truly enhanced service from
the customer's perspective. After all, customers don't only interact with the
government to pay theic taxes or to register a new business. For example, they
also need driver's licenses, fishing permits, and some collect unemployment.
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Differing Costs

Mobile Units May
be Used to
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The Customer Service Center project team has developed four possible
configurations for Service Centers. These four approa'ches are not mutually
exclusive. Instead, some combination of the four alternatives could satisfy the
Service Center requirements outlined by the team. The four alternative approaches
are:

• offices-within-offices
• distributed offices
• electronic kiosks
• mobile units.

Offices-within-offices are Customer Service Centers staffed by specially trained
personnel located on the same premises as current DOR offices or other state
agency offices.

Equipped with interactive electronic technology, distributed offices are smaller,
stand-alone Service Centers distributed throughout the state. Distributed offices
are staffed for at least a portion of the service hours by specially trained personnel.

Electronic kiosks are self-contained electronic workstations, much like automated
teller machines, that contain various tools a customer may use to request
products, services and information.

Mobile units' are offices-on-wheels, wherein the functions of a DOR office are
brought to smaller communities on a regular schedule or on demand.

Except for the kiosk, which has no staffing requirements, the primary variable
among the other alternatives is in the staffing levels. The office-within-an-office
approach can take advantage of existing supervisory personnel, facilities and
equipment, thus reducing its development costs over the distributed office
alternative. The team profiled all alternatives at minimal staffing levels. A pilot
test would provide the feedback necessary to determine realistic levels.

The costs for a mobile unit may be too excessive to consider developing a whole
fleet of offices-on-wheels. One possible advantage of commissioning a few mobile
units, however, is as a tool to determine high-use locations that would be good
sites for distributed offices.
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" ... information
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be used to
enable
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Dorothy McClung
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Strategies 01 the
90s

Although the one-time software development costs for a Service Center are
significant, they relat~ directly to the re-development efforts that either are al~eady

underway at the DaR, or are currently planned. The infrastructure, connectivity,
and platforms that are being established or enhanced by the Sales Tax Re­
engineering effort can likely be used for the Service Centers.

Jointly developed Service Centers can radically change the way people view
Minnesota state government. Service Centers redefine the traditional boundaries
between departments and present a more functional, citizen orientation. Jointly
developed Service Centers can become the .. one stop convenience shop" of
government services, quickly packaging and delivering the variety of products and
services the customer wants.

In conclusion, it is clear from the various interviews, discussions, analyses as well
as based on the extensive state government background of the project team that
the Customer Service Center Concept will directly and tangibly benefit the citizens
of Minnesota. The increases in geographical coverage afforded by this approach,
together with the ability to initiate and complete a multitude of government related
transactions, regardless of agency or department, in one easy-to-use facility will
save the citizen time and money. Further savings can be obtained by reducing the
fees the citizen pays now for outside services, (e.g., in the case of the DaR, a
reduction in the use of outside tax preparer assistance) due to quicker, easier
response to questions and problems. All these citizen benefits, and more, are
within our reach with the Customer Service Center approach

Our increasingly complex world demands more and more of the Revenue
customers' time and the Department's employees' abilities. The citizens of
Minnesota, like their counterparts in other states, have less and less time to do the
things that are necessary to be responsible, law-abiding citizens. This culture
demands convenience and easy access to government agencies to make it easier
for customers to fulfill their obligations as citizens of Minnesota.

The use of electronic technology will allow quick and efficient processing of
customer tr~nsactions and will allow the DOR's employees to be more responsive
to customers' needs by making their jobs easier. Evolving information technology
will gain more and more momentum in reducing the time and number of errors
involved in customer transactions.

Customer $ervice Centers and other avenues that enhance customer service and
make use of technology will enable the Department of Revenue to meet the
changing needs qf its customers. This endeavor will enable the DOR and its
employees to invest their resources wisely, and could make Minnesota a pioneer
among states in enhanced' customer service, better compliance with tax laws and
more effective revenue collection.
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Requirements
Analysis

SEction 3 .. High-level Business Requirements

This section d.escribes the high-level business requirements for a Customer Service
Center. When defining these high-level business requirements, it became.apparent
that a successful Service Center will need to provide services beyond those
supplied by the DOR. Since the project team consisted of DOR personnel, it was
judged to be inappropriate to speculate at this point about the products and
services that other Minnesota departments and agencies would want to include in
a Service Center. The team decided that, initially at least, it would be best to
develop functions from a purely DOR perspective. These DOR functions are shown
in Figure 3.6 on page 3-8 later in this section. Using this approach, the Service
Center that emerges can provide a practical and meaningful test of the basic
concept, while still serving as a foundation upon which other agencies' functions
and services can be added.

The project team developed these requirements by using the following five-step
method.

,. Conduct surveys of DOR personnel and taxpayers. The project team
interviewed fifty-six people (see Appendix A) who represented a wide range of
interests and concerns. Interviewees ranged from DOR customer-contact
personnel and internal auditors to the DOR's customers, Minnesota' s citizens.

2. Conduct Joint Application Design (JAD) sessions. Input from the surveys and
insights from the project team, together with the results of analyzing existing
documents and materials (see Appendix B), were incorporated into group JAD
sessions. The project team analyzed the interviews, then organized the diverse
opinions and suggestions obtained from the surveys into a common set of
requirements. During the JAD sessions, the team used structured
brainstorming and affinity analysis, which are team-oriented techniques for
extracting high-level requirements and organizing them into functionally-related
groups. The result of these sessions was a team consensus on a common and
meaningful set of requirements.

3. Prioritize the requirements. Team members used the Modified Delphi technique
to order the requirements according to importance. This method is designed to
assist a group in deciding which of several items is considered to be the most
important. Each team member compared each requirement separately against
the others to arrive at individual priority lists. Differences in ranking among
team members were examined, discussed by the group, and then the items
were re-organized into a master priority list.

4. Translate the prioritized requirements into business functions. The project
team .grouped the requirem.ents into logical business functions oriented toward
the customer.

5. Refine the business functions through modeling and scenario development.
The project team then developed more detailed models of a Service Center and
prepared a set of business scenarios. The goal was to attempt to model a
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Requirements
Analysis

(cent.)

Service Center as it will actually appear and operate when fully implemented.
The scenarios illustrate how a customer will operate and interact with the
technology and personnel in a Customer Service Center. To help to brrng the
Service Center concept to life, some of these scenarios have been included In

this document. These scenarios are based on Department of Revenue services
only. To develop a realistic Service Center model, other agencies' services
should be included in the future when modeling reQuirements or developing
scenarios.

After completing these five steps, a high-level picture, or conceptual overview, of a
Customer Service Center emerged. Figure 3.1 illustrates this conceptual overview.

Sources
.11.(ormaUotl:

State
Non·State

Instruments
(or n.U"uiD, Servi«t:

Physical Attributes
Methods or Delivery

t

Output
to CI&.lo",err.

Product s/Scrvices
Informallon

Figure .3.1
Conceptual Overview of Customer Service Centers

The diagram above illustrates another significant characteristic of Service Centers:
their geographic dispersion throughout the state. It was.clear from the many
interviews and group meetings that locating Service Centers in neighborhoods is
essential to their success. This appeared to be the result of two important factors'
1) the convenience a nearby location automatically offers its customers, and 2) ~ .. ~

tangible evidence of Minnesota state government becoming mor~ accessible and
friendly. To win compliance with the revenue system, the OCR must earn the
respect of, and emphasize teamwork with, the citizen and not rely solely on
enforcement. If a Customer Service Center becomes part of the neighborhood, the
citizens view it as part of the same team, playing in the same ballpark with its
other team members, the citizens. Placing Service Centers where citizens can
most easily use them is the most effective approach to promoting this image.
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Categories

Instruments for
Delivering

Services

-The conceptual overview of a Customer Service Center includes three categories of
business requirements: Instruments for Delivering Services, Sources of
Information, and Output to Customer. These categories are explained below.

As illustrated in Figure 3.2 below, the Instruments for Delivering Services category
defines the physical attributes of a Service Center, its location, and its various
methods of delivering pr9ducts and services to the customer.

The team organized the Instruments for Deiivering Services category of business
requirements into two distinct groups: Physical Attributes and Methods of
Delivery. The figure belo'w shows the final priorities· for both groups.· The team
'felt the most important requirement in the Physical Attribute group was that the
facility be open when the customer wants to use it (up to 24 hours-a-day).
Another very important factor was local access. In the Methods of Delivery group,
the project team believed it was important to emphasize personal attention and
deal directly with the citizen.
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Figure 3.2
Instruments for Delivering Services
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Sources of
Information

The Sources of Information category (Figure 3.3) identifies the information to
which a Service Center must provide access.

The team organized the Sources of Information business requirements into two
groups: State and Non-State. The figure below shows the final priorities for both
groups.

DaR
Public Safety
lobe ok TraiDiDC
Human Scrvic:ca
DNR
Sccn:tlry of Stale
Worltcr'l Compensation
Commerce
Education
Tourism
Pollution Control
DOT

Nou-stnte

Federal (1KS.
Social Security.
OSHA)
City. L.oc:al GOY't.
County AScnc:ica

nstruments
rOf' D.'wrlnc S4n1l:e:

Phylical Attribulcl
MCIhoda of Delivery

t!.tJ . lloildi.. ~ • It....k

Figure 3.3
Sources of Information

It should be pointed out that while this project was organized and funded by the
DOR, it became apparent, through the survey results and follow-up discussions,
that other agencies and departments will need to iriterfacewith and sLipply data to
a Service Center. These interfaces will be necessary to provide meaningful and
complete service to the customer and to make the Customer Service concept
successful. Further, the items selected as sources of information. and their
associated priorities were taken directly from the project team's interviews, notes,
and analysis of the responses they received from citizens. Consequently, these.
lists and the associated priorities are. examples only and .are not intended to
explicitly include or exclude any department or agency.
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Output to
Customers

This category (Figure 3.4) defines the specific products and services that a ::),
"C-enter should deliver to its customers.
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Forms preparation
Forms filing
Electronic tax filing
Payment acceptance (including credit cards,

checks)
Acknowledgement of receipt
Previous years' income tax forms
Books, statutes, regulations
Park information
Park reservations
Lien releases
Licenses
Registrations
Permits
Sales Tax, withholding' account numbers
Resolution of billing problems
Refund generation
"Fact Sheets" on various subjects
Weather/travel route advisories

License, fee, insurance form requirements
Business/new business education and training
Business start-up requirements
Interpreting correspondence from St. Paul
Tax~ble vs. non-taxable items
Details on city/county taxes
Homestead Credit requirements
Property tax
Federal Identification number I
Gi fts and inheritance taxes

Refund, application status J
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Figure 3.4
Output to Customers
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Output to
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(cont.)

Service Center
Response to a

Customer
Request

The team organized the business requirements in this category into two groups:
Products/Services and Information. The Products/Services group contains the
business requirements associated with providing some tangible output or result to
the customer. The Information group contains the business requirements
associated with assisting or consulting with customers to help them solve
problems. The figure above shows the final priorities for 'both groups.

For the Products/Services requirements, the team felt that the highest priority
outputs were helping the customer prepare and file the variety of forms required by
the DaR. In this case, "form" refers to the data and information conveyed on the
form rather than the actual paper form. This reflects the OaR's emphasis on
increased electronic forms handling and processing in order to reduce paperwork
and paper forms processing.

This section describes Service Center data flow in response to a customer request.
Figure 3.5 illustrates the basic flow of data between the customer and a Service
Center and between a Service Center, the DaR in St. Paul, and other government
agencies.

I
IT

§---~

3-6

Figure 3.5
Data Flow Between a Service Center and Other Entities
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Service Center
Response to a

Customer
Request (cont.)

When the customer requests information (e.g., needs an answer to a technical tax
_ .Question), or requires a specific product or service (e.g., would like to file a returnl,

a Service Center processes the request by obtaining the desired response directly
from the appropriate agency or from information previously gathered from that
agency and stored locally at a Service Center. Thus, data flows in both directions.

After determining what service is required, a Service Center decides whether the
transaction' requires verification of the customerOs identity. If required, the Service
Center confirms customer identity before processing the transaction. This can be

. accomplished in a variety of ways, a few of which may include retinal scanning,
~ .._-=t'hurTlbprinting, and use of computerized identification cards.

The next step is to determine whether the request can be filled from a Service
Center's on-site resources. If the request cannot be filled onesite, it may be
necessary to establish a link (probably a computerized telecommunications link)

-with another location or agency to obtain the information or service for the
customer. This link allows a Custo'mer Service Center to deliver a wide variety of
services ana thus be more responsive to customer needs than could otherwise be
accomplished by a facility not connected to a computer network. After obtaining
the required data or material from the remote location or directly from local
resources, a Service Center completes the customer's request.

Section 3. High-level Business Requirements
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Customer
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Functions

In order to translate the business requirements into a set of basic functions that
would satisfy the operational needs for a successful Customer Service Center, the
team performed the following two activities:

1. Organized and assembled all the business requirements that emerged from the
interv.iews and discussions (see Figures 3.1 through Figure 3.4 on the
preceding pages).

2. Examined and analyzed the overall flow of information and data as it would be
processed by a Service Center (see Figure 3.5 on a preceding page).

The result of these analyses was a basic set of business functions, as illustrated in
Figure 3.6 below.
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Figure 3.6
Customer Service Center Functions
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Customer
Service Center

Functions
(cont.)

Customer
Service Center

"Halls"

To better represent the basic business functions so that they could be understood
and grouped, the team used the analogy of a Customer Service Center as a logical

-or imaginary building.
.-----------------

Inside this imaginary building,
the incoming customer
encounters logical hallways,
which hold sets of doors. Each
door corresponds to a business
function. Behind each door, is a
logical room containing a series
of desks or workstations where
the customer can obtain the

. desired service.

These elements symbolize the
logical pathway the customer
will take to obtain products and
services from a Customer .
Service Center. Each element is
discussed in detail' below.

Figure 3.7
State of Minnesota

Customer Service Center

The first elements that the customer encounters when entering a Service Center's
logical building are two halls: the Products/Services hall and the Information hall.

Figure 3.8
Products/Services and Information Halls
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Halls Contain
Logical Doors

l

The first hall, Products/Services, is
the area where the customer can
obtain specific, tangible products,
such as forms, or complete a
business transaction, such as paying
taxes.

Figure 3.9
Products/Services Hall

The second hall, Information, contains
those doors where the customer can
obtain answers to questions, such as
information about the status of tax
returns, or find solutions to problems,
such as resolving confusion about
correspondence from the DOR.

As shown in Figures 3.9 and
3.10, each hallway contains a series of
doors. Every Customer Service Center
provides the same set of doors.

Stations
Perform

Functions

Figure 3.10

Behind each door, there is a foam where the citizen can carry out transactions
related to the label on the door. For example, viewing the doors depicted in Figure
3.11 on the following page, a customer interested in filing a tax return would open
the third door from the left, labeled "Tax Return Filing," and proceed into that
room.
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Transaction

Volumes
(cant.)

.:Tbis would lead to the conclusion that for the stand-alone offices to oHer
equivalent return for the dollars invested, the one-on-one contact of personal
handling of the transaction must be clearly more satisfying to the citizen than using
an electronic kiosk.

It must be considered that different service needs are met by different alternatives.
A kiosk, for example, is well suited to take over the more repetitive, mechanical
service tasks, while personal service is desirable, even necessary, for helping a
customer solve complex or confusing problems. Perhaps the best solution is a
configuration that combines one-on-one contact and electronic kiosks.

Any conclusions drawn from these initial" investigations must be verified by an
actual pilot test and sufficient customer survey analysis before the DOR could
accept them as fact.

If the cost of a kiosk transaction is compared to the cost of a transaction carried
out in a mobile office, one gets a different result. The mobile office has two
customer service representatives. If these representatives drive for two hours each
day and transact business for six, they would accomplish 12,480 transactions per
year (based upon 15 minutes per transaction, as before) at a cost of nearly $20
per transaction. Thus, the mobile office would process transactions at a cost
approximating seven times the cost of a kiosk transaction. This would lead us to
conclude that personal handling and delivery of services to remote areas of the
state would need to be very valuable, otherwise the cost premium could not be
justified.

If transaction rates at the kiosks are less than 38 per day, perhaps one every hour,
'or 24 per day, the cost per transaction would be approximately $5.00 - or slightly
less than the cost of a transaction from the decentralized offices. Clearly, if this
were the usage, kiosks would be a poor investment, since personal service offers
greater requirement satisfaction than electronic services.

If kiosks are only used six times per day, or once every four hours, their cost
would be equivalent to the cost per transaction of a mobile office. Again, kiosks
would be a poor investment and other ways to bring services to citizens would
need to be evaluated.

Section 5. High-level Feasibility Analysis
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Benefit
Analysis

In assessing the benefits of each of the four alternative configurations of a
Customer Service Center, it is extremely difficult to pinpoint tangible benefits with
any degree of accuracy.

While it is felt that decentralized customer service centers will eventually lead to
taxpayers being better educated on tax maners and also better able to complete
required forms with greater accuracy, it would not be prudent to claim that process
improvements at DOR headquarters or at the DOR regional offices would result.

It also does not seem prudent to claim that the cost of printing forms at a kiosk
would be less costly than stocking forms at headquarters or at the nearly 1800
locations throughout the state where they are currently distributed.

It does seem reasonable to expect, however, that work would be displaced from
headquarters and from the regional offices if citizen transactions are handled in
customer service centers rather than at those offices. For example, the Duluth
regional office has one and three-quarters full-time equivalent personnel handling
walk-in and telephone inquiries. Some of this work would be offset by similar
work performed at distributed offices or handled through kiosk inquiry. If it were
only the three-quarters of one person, this would be an offset of approximately
$20,000 per year from a single regional office.

Similar estimates could be made for other regional offices and for the DOR
headquarters.
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Conclusions

- Section 6. Recommendations

This section presents the conclusions developed by the project team based on the
preliminary cost/benefit analysis.

1. The Total One-time Development Costs For All the Alternatives Ranges From
About $35.000 for the Electronic Kiosk to About $95,000 for the Mobile
Unit. with the Key Variable Being Staffing levels.

The primary difference between the costs for the two manned alternatives
(Le.• the office-within-an-office. and the distributed office) lies in the
proposed staffing levels. The office-within-an-office approach can take
advantage of existing supervisory personnel. facilities and equipment, thus
reducing its development costs over the distributed offices. The alternatives
presented in Section 5 are configured at minimal staffing levels. Each
additional staff member will increase these costs by approximately $12,000.

The costs for a mobile unit are probably too excessive for immediate
consideration, although use of a mobile Service Center as a tool for
inexpensively piloting new distributed offices deserves more attention. It is
clear from our analysis that the locations of the Service Centers are vital for
public acceptance and use. Consequently, the cost of a mobile unit may be
justified because of a reduction in expensive false-starts of distributed offices
in undesirable locations.

.The one-time software development costs needed to support a Service
Center (primarily increased central and regional database access and local
Service Center support systems), while significant in themselves, are similar
to the software re-development that either is underway at the DCR or is
planned. Consequently, the team has not identified these as separate costs,
since they have likely' been included in current budgets or planned budgets.
Furthermore, the infrastructure, connectivity, and platforms designed for the
Sales Tax Re-engineering effort can probably be used for Service Centers as
well. The two efforts are complementary.

2. ,The Ongoing Operating Costs are Approximately the Same for all Alternatives
Except the Electronic Kiosk, Which Has Substantially Lower Costs.

Except for the kiosk, which has no staffing requirements, the primary variable
among the other alternatives is in staffing levels. An ongoing cost of
approximately $38,000 per year is required for each additional individual
assigned to a manned Service Center.
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Conclusions
Conclusions(cont.) 3.

(cant.)

The Direct Benefits of a Service Center Do Not Appear to Offset the
Direct Costs In Any Reasonable Time Period.

The tangible, direct benefits of the Service Center concept, in the form of
reduced operating costs 'or increased productivity. do not appear, in the shan
to intermediate term, to be sufficient or certain enough to justify the
implementation costs. Furthermore, the additional benefits that would result
from reducing the cycle time on accounts' receivable and cash receipts are
difficult to meaningfully project since the current Sales Tax Re-engineering
efforts will significantly alter the future environment.

4. There Are. However, Substantial and Measurable Indirect Benefits Associated
with Service Centers.

While one cannot justify the Service Center concept from a traditional' return­
on-investment basis, the approach has merit when taking into account the
rather significant intangible and strategic benefits that a Service Center
provides. This important conclusion is based on several factors that the
team has been evaluating during the project.

A key document that best makes the case for a Service Center is the
Department of Revenue's Draft Strategic Marketing Plan. This document's
stated purpose is to

.....provide marketing and promotional strategies for the department that
support our mission, help put the strategic plan into action and strengthen
the new business-line emphasis. H

The plan goes on to define four prio'rities established by the Executive Team,
as listed below.

1. communications
2. measurement
3. re-engineering
4. . tax system management

A Customer Service Center as described in this doc'ument directly supports
these priorities and serves as a direct link to the customer .. This link gives
the OCR an unprecedented opportunity to not only better serve the
com.munity now and in the future. but to become a solid foundation on which
to re-build the future direction of Minnesota state government.

In other words. a Service Center directly satisfies the DOR mission to win
compHance, as outlfned in the Strategies for the 90s and the draft Strategic
Marketing Plan.
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Recommen­
dations
(cont.)

Recommen­
dations

5. It Is Likely That the Department of Revenue Will Need to Develop Partnerships
With Other State Agencies to Ensure That the Public Will Use Service
Centers.

A Service Center that operates effectively in delivering DOR products and
services should also be able to deliver other products and services without
significant changes. Regardless of which agencies or departments are
ultimately included in a Service Center, it will not materially affect thr:o
implementation, structure, or technology of a Service Center as curren tly
envisioned.

It is not clear at this point what impact the addition of non-DOR departments
and agencies would have on the cost/benefit trade-ofts. More analysis needs
to be carried out to fully assess this impact. However, based on the work
to-date, the project team did agree that including other agencies wou l

-1 make
Service Centers substantially more valuable. This is particularly imp\..;, '.Jllt

when one realizes that Service Centers otfer a significant opportunity to
radically change the way people view the Minnesota state government. The
Service Center approach, by its very structure and appearance, deliberately
blurs the boundaries between departments and provides amore functional,
operational, and citizen-oriented perspective. From this' point-ot-view, a
Service Center emerges as a vehicle that the state can use, much like a retail
enterprise, to quickly package and offer various customer-driven products
and services.

This section outlines the specific recommendations that the project team proposes
based on the above conclusions.

1. The OCR Should Continue the Service Center Project By Implementing a Pilot
Se'rvice Center Based on DOR Functions. In Order to Maximize the Value of
the Pilot, Both the Kiosk and the Distributed Office Alternatives Should Be
Deployed.

The main elements of the recommended pilot implementation are listed
below.

• Develop detailed feasibility study and cost benefit analysis.

• Define detailed specifications for a Service Center prototype.

• Develop the prototype.

• Define the pilot program for implementing the first wave of prototype
Service Centers.

• Begin implementation, staffing and training at the pilot locations.

• Measure the results, analyze feedback, and incorporate the appropriate
improvements.

Section 6. Recommendations
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Many factors will affect the deployment of the proposed pilot project. For
example, it is important to correctly pace the deployment of electronic
kiosks. It is recommended that electronic kiosks be developed in stages.
The first set of kiosks would be equipped with a simple set of functions and
installed in a high traffic location where their use could be carefully
monitored. A second set of kiosks would be developed after lessons learnt:d
from the first installment are assimilated. A third set could be developed Ii
the same way. After several such cycles and the incorporation of
appropriate changes, multiple kiosk sites eQuId be developed.

2. The DaR Should. in Parallel with Developing a Pilot Customer Service Center, .
Actively Seek Out the Participation of Other State Agencies and Departments.

The process for seeking partners can be summarized by the following steps.

• Use the requirements and other information in this Proof-or-Concept
Business Plan to identify a "partner" agency (or agencies) that is the
most compatible with the goals and objectives of the Service' Center
concept.

• Establish a team within the partner agency to develop a set of business
requirements which they believe would be most helpful to fulfilling their
mission.

e Incorporate those requirements into the prototype specification.

• Enhance the Service Center implementations with any partner agency's
requirements as soon as it is feasible. To obtain maximum citizen
feedback, information from other agencies can be incorporated while a
given pilot phase is still in operation, instead of waiting for the beginning
of the next improvement cycle.
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The following list names the Department of Revenue personnel who were interviewed as a part of
gathering data for this document. A copy of the Needs Survey that was created by the Customer
Service Center Team follows the list.

Brainerd Regional Office
Patricia Kechely, Receptionist

Brooklyn Center Regional Office
LaVeta Anderson, Auditor, Regional Audit
Linda Kent, Clerical Support, Regional Audit
Carolyn Koskela, Clerical Support, Regional Collections
Terri Zessman, Auditor, Regional Audit

Duluth Regional Office
Sue Laspi, Clerk Typist 3S

Edina Regional Office
Joyce Knudson, Clerical Support, Regional Audit
Jan Janey, Clerical Support, Regional Collections

Mankato Regional Office
Sharon Hopp, Clerk Typist 3S

Rochester Regional Office
Nancy Kleeburger, Receptionist

St. Cloud Regional Office
Carolyn Tadych, Receptionist

St. Paul Main Office
Randy Becker, Group Supervisor, Collections Enforcement
Laura Burns, Taxpayer Service Representative
Kathy Emery, Clerk, Forms Distribution
Sue Endries, Lobby Receptionist
Jerry Garski, Assistant Director, Local Government Services
Ann Korus, Taxpayer Service Representative
Dave Kosowski, Collections Enforcement
Carole Krier, Clerk/Cashier
Lyle Mueller, Management Analyst, Management Systems Group
Audrey Nelson, Taxpayer Service Representative
Lisa Peloquin, Taxpayer Service Representative
Diane Soggiono, Adin,nistrative Assistant, Taxpayer Services
Debbie Warndahl, Application Processor/Receptionist, Business Registration

In addition to the above DOR personnel, approximately 30 citizens representing a variety of jobs,
geographic areas, and interests were interviewed. Just a few job titles of the many individual
surveyed are: small business owners, secretaries, administrators in local government, homemakers,
self-employed, and machinists.
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Minnesota Department of Revenue
Customer Service Center

Requirements Gathering Worksheet

Date Interviewer--- Interviewee-------

I. Background on Customer Service Center Concept
• Brief orientation of CSC approach

II. Status of Project
• Description of current project, its goals and team members
• Status of where we ·are
• General outline of where we are heading

III. What are the most important goals that a CSC must meet?

IV. What does a CSC look like, physically?

V. What are the most important transactions or business functions that a esc
must provide? What do you feel are the most important questions that a ese
must help a citizen to answer?

A-2 Customer Service Center Proof-ot-Concept Business Plan
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VI. What documents or forms must a esc be able to provide, in order of
importance?

VII. What types of individuals or categories of citizens have the most need for a
eSC? Would use it most? ,-

VIII. What other departments of the Minnesota state government or federal or
local government bodies would be most useful to partner with the DOR and
why?

IX. How would you measure the success of the esc concept? What specific
quantitative measures would you use-?

x. What should the CSC definitely not do, or what aspects of government
should be avoided by the CSC?
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XI. Please provide any general comments that you feel would be helpful to the
team.
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Minnesota Department of Revenue
Customer Service Center

Needs Survey

The Minnesota Department of Revenue is exploring the concept of setting up Customer Service
Centers (CSC) where Minnesota citizens could come for oneostop shopping for anything they need
from ANY governmental agency.

Your help is needed to help us· explore the need for such centers and to determine the services that
should be available at these centers.

When answering these questions don't be limited by the services that only the Department of
Revenue could provide or even that only the State of Minnesota could provide. It is possible that
the esc could evolve into a multiodepartment, multi-governmental unit center.

1. Where should a esc be located? (existing state offices, other governmental offices, shopping
centers, etc.)

2. How should we determine where CSCs will be located geographically?

3. What days and hours should a esc be open?

4. What types of individuals or categories of citizens would-have the most need for a CSC?
Would use it the most?

Appendix A: Department of Revenue Personnel Interviewed
September 1992

A-5



-

5. What are the most important services a ese can provide to the individual citizen?

6. What are the most important services the esc can provide to the business community?

7. What type of forms, applications, etc., should a esc be able to provide?

8. If the esc could include other departments or other levels of government, which departments
would' you specifically suggest we include?
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This appendix lists the source documents used as reference material in this Customer
Service CenterProof-of-Concept Business Plan. .

.. Banks Expanding Uses for ATMs," Southtown Economist, p. 1.

Broede, Jim, "License Bureau in Shopping Mall Good Deal for AU,oo June 22, 1992. (Source
not currently available.)

Daly, James, "Fingerprinting a Security Code, II Computefworld, July 27, 1992, p. 25.

Fried, Dayna Lynn, "North County: Info/California a Cutter of Red Tape," The San Diego
Union, March 1991..

Glauberman, Stu, "State's Touchscreen Putting Answers at Your Fingertips, IV Star Bulletin
and Advertiser, Sunday, March 25, 1990.

North Communications, Inc., Hawa,i" Access: Implementation Study Excerpts, Santa
Monica, CA, February 14, 1991.

Hawaii Access news release no. 90-015 from the Office of Hawaii's Governor John Waihee,
Thursday, March 15, 1990.

.. 'Hawaii Access' Touchscreen Network Reports Big Sucess: State-sponsored Video
Computers Run 260% Ahead of Projections." Press release from North Communications,
February 1, 1990.

"Info/California Launched." (Source not currently available.)

Internal Revenue Service, "The Organization of the IRS," Washington, DC, (Source not
currently available.)

.. Job Stations to Put Info on the Streets, .. , August 1992. (Source not currently available.)

Livingston, Brian, "New Windows Restrictions Open Doors to Kiosk Apps," Systems
Integration Business, June 1992, p. 15.

Livingston, Dennis, "Wyoming Bucks Paperwork with Imaging," Systems· Integration
Business, June 1992, p. 28.

Minnesota Department of Administration, Minnesota Guidebook to State Agency Services,
1992-1995, 7th Edition, St Paul, MN, 1992.

Minnesota Department of Revenue, "An Explanation of the Concept of the Department of
Revenue's Regional Service Centers," St. Paul, MN. (Source not currently available.)

Minnesota Department of Revenue, Model Revenue System for Minnesota,' St. Paul, MN,
July 1992.
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Minnesota Department of Revenue, Sales Tax Re~engineering Filing Processing Team, "Sales
Tax ReoEngineering Survey," June, 1992.

Minnesota Department of Revenue, "Draft Strategic MarKeting Plan," July 1, 1992,

Minnesota Department of Revenue, Strategies for the 90s, revised November 1991, St.
Paul, MN.

Minnesota Office of Strategic and LongoRange Planning, Minnesota MJ'lestones: Public
Review Draft, June 1992.

Minnesota Small Business Assistance Office of the Minnesota Department of Trade and
Economic Development, A Guide to Starting a Business in Minnesota, 10th Edition, St. Paul,
MN, September 1991.

Moody, Ken and David Catzel, "Info/California Computer Network: Providing Public
Information Quicker and Better," California County, JulylAugust 1991 .

North Communications, Info/California: Government at Your Fingertips (videotape), Santa
Monica, CA, 1991.

North, Michael, "Public Policy Implications of Touchscreen Networks," North
Communications, Santa Monica, CA, February 1992.

Schwartz, Evan l. "The Kiosks are Coming, the Kiosks are Coming, " Business Week, June
22, 1992, p. 122.

Seta, Benjamin, "Public-access System Launched by Waihee," Honolulu Star Bulletin, March
20, 1990.

Seto, Benjamin, "State Taking Government to the Malls," Hawaii Star-Bulletin, Thursday,
November 16, 1989.

Wilder, Clinton, "California Makes Clear Vision with IBM Multimedia System,"
Computerworld, November 4, 1991.

The following individuals were contacted for telephone interviews for research into existing
uses of electronic kiosk and related technologies. These individuals provided information
only, and the appearance of their names does not imply that they advocate the ideas or
information in this document.

Bob Bludgeon of the Illinois Department of Employment Security (retired), July 1992.

Collin Howiy, Senior Manager, Information Systems, Government Agents Branch, Ministry
of Economic Development, Small Business and Trade, British Columbia, Canada, August
1992.

Ward Kent, Project Director, Department of Employment, State of Oregon, August 1992.

Dick Krum, Manager, State of California Data Center, 'Info/California Project, August 1992.
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Bill Mitchell, Director of Government Agents Branch, Ministry of Economic Development,
Small Business and Trade, Vancouver, B.C., August 1992.

Ken Moody, Deputy Director, State of California Data Center, August 1992.

Don Spears, Director of Information Access Services, Crown Corporation, Be Systems,
August 1992.
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Stations
Perform

Functions
{cont.J

Once inside the door, the customer will encounter a set of stations. Each station
- can be thought of as a counter at which' a specific subset of the business activity

indicated on the door can be carried out. For example, behind the door labeled
"Tax Return Filing," there might be one station for filing returns electronically and a
separate station for filing them manually.

Products/Services

>

Figure 3.11
Products/Services Hall

The set of logical stations in each room will vary depending on the specific type of
work being performed. However, where the same function is required in multiple
rooms, the same station will be present in each room. For example, the functIon
of accepting payments, which might be carried out in front of the cashier station,
will probably be present in several different rooms.

Section 3. High-level Business Requirements
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Customer
Service Center

"Rooms and
Stations"

The following two sections describe the activities that will take place behind each
of the doors in each of the two Service Center hallways.

Products/Services
Rooms

and Stations

Products/Services is the group composed of functions that deliver a tangible
product or output to the customer. In the Products/Services hall, a customer can
conveniently complete DOR transactions with the confidence of knowing that they
were completed and sent off correctly, with no surprises.

.Products/Services

>

Figure 3.12
Products/Services Hall

As illustrated in the diagram' above, the Products/Services hall has seven doors,
labeled as follows.

• Registrations and Applications
• Forms and Documents
• Tax Return Filing
• Problem Resolution
• Payments and Refunds
• Education and Training
• Forms Preparation Assistance
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Products/Services
Rooms

and Stations
(cont.)

Registrations and
Applicalions.' Currently,
customers may often have to
wait days after applying for
licenses and registrations for
the documents to arrive in the
mail. In this room of the
Customer Servi~e Center, the
customer will be offered
immediate registration for
permits, licenses, and
authorizations. Because the
Service Center has on-line
access to all relevant DOR
databases, these official
documents will be issued on
the spot. Some of the
stations inside this room will
include new business
registration, and sales tax
registration, which includes
providing a Sales Tax
identification number.

, ,.:TomTaxpayer, while preparing for his annual
visit to hi, 'tax practitioner, discovers he has misplaced
last veor's return. Tom's practitioner requires Tom to
supply a copy of the previous year's return. ,Tom
decidu to visit the'local Customer SerVice Centeno see
it thev can .supply· the' needed copies. Office· personnel
gree·t:him;:·:re~ew::his'needs;:·.andverifvhis: I.p... The
attench."~::"ot~.j~.t:the~:,~,9.1 'return,was elec'tronically
filed>'q~~~n '~C?r"k~owiedge 'of the new data '.inquirv
capabilit·l.impiementeCJ)n the'Service Cente{,':'she is able
to secure:~;~he:data::dir~c'lJy:from:thefiling'.detail database
maintain~d;b'l,~'he',Oata:Menag6nientDivision' of the
OOR?"The:o'peratorlinks',up, with. the filing detail
dat8b.ise'i~elects..~Jncorn.eT a,x. Return '991, ':' presses
ENTER/and thtfiin;:item:detail; filled in on the
approprla'ttdo'im> appes',.; ;on the computer·screen. Tom
has askecffor"il:hardcopy form, so the operator selects
the PRINT:'FORM 'option and the complete return is
printed ordhe'Center' s'laser printer.

'Tom"also: asks.for blank, forms to use as
worksheets for'this year's taxes. The attendant changes
to a different module on the computer and prints out a
complete set of blank. forms, which she' gives to Tom.
Tom then'asks"for a cOPV'of A Guidl1 to 'Starting " Sm,,11
BusimJs$ in Minnl1sot", a book he needs to look at, since
he is planning on starting a business for his retirement in
a couple of veal's. The.attendant apologizes for not
having a copy immediatelv available, but places an
electronic order which will be shipped from St. Paul
within two working days, so Tom will receive the book
in less than a week. Tom·is happy he has been able to
accomplish all his goals at the Customer'Service Center
and keep' his appointment.' with his' practitioner with all
the needed'materials.

'Tom is ready to ~test the waters~ for his'
wood folding. chairs and tables with his first, trip to the:
'~r~ft:show at the local mall. Tom patiently readied aU '
his wares for the trip, then tranported them to the mall
on the appointed day. After carefully setting up his
merchandise in an attractive display, the show
manager anived to welcome :rom to the craft show.

While collecting the registration fee the
manager aked to see Tom's Sales Tax permit.
Recognizing Tom's blank stare as the beginning of a
major disappointment, the manager recommended that
Tom us~ the new OOR kiosk recently installed in a
corner ofthe mall. Accompanying Tom to the kiosk,
the manager assisted him in obtaining a Sales &. Use
Tax permit and printouts of Sales Tax charts with
instructions for collections, in fewer than ten minutes.

Tom's day was salvaged and the manager
was spared having to refund the registration fee. Oh,
and by the way, Tom sold every table and chair plus
he' received orders for several more. He'll definitely
use the Customer Service Center again.

Forms and Documents. All
customers need documentation
or forms to properly maintain
their relationships with the state.
Inside this rOom, Customer
Service Center staff will fill
requests for paper and/or
electronic communications,
Onsite electronic forms storage
will allow the Service Center to
produce virtually any kind of
document or form in minutes.
Some of the stations in this room
provide income tax return forms,
license applications, and
registration forms.

Section 3. High-level Business Requirements
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Products/Services
Rooms

and Stations
(cant.)

Tax Return Filing. Taxpayers need
the option of filing hard copy or
electronic tax returns. The "Tax
Return Filing" room in the Service
Center will accept hard copy and
electronic returns. Some of the
stations inside this room will accept
floppy disk copies of tax returns and
some will offer the option of keying
in tax returns directly to the DOR.

. 'Tom had been selling his .tables and chairs at
.the':rnallis'::~'tekIY'craft,sales'for the' past three months
and collecting' the' Sales Tax' reli'giously. He kne w
from the literatur. ,that he needed to',fiIe the Sales Tax
return this m'!nth but he ~.sn't sure how to go about
it. 'He remembered getting copies of last year's tax
returns ,anct"this"year's:blenk' forms at the walk·in
Customer:Sennce'Center::and thought maybe someone
there ,co\,ild::7point:'hirri:inthe right direction." So,
armed with:th~'ledge"b'ook he'd been using to record
his sales' ancf~opies:'o(hisreceipts,he stopped otf at .
the',;Cu'stomer,;~Se;~ce' C~'nter after work the next
·8ti~t~00n~:::/~~:f;\~h:(:-::.::,:<)((, :, ' ..
:::, . ',:, .:,:;,:Torn:::w'as:delighted ~', Not-only 'could. they
help' him:witK~:he, paperwork,: his figures were
accepted';:,isiid::after To~':filled out'the form,. the
attendant electronicall\tfiled the returnform,and
accepted'a'check in payment. TheY,even,furnished , ,
him with,a:;software'program he could:use,:,bY·himseIP:',
to report'Safes 'Tax electronically'i,;;th~';lJtu';;e:' Tom: .:.::
left theSeMc'e<Center:,with a good feelin'g,eb~ut how:::::,

;;~i~~';,~~~~:{~:,~:.:~o;~;~~:~:~~.~;tti~,~~:;;~~~f~~'~~ :~i\:~:
pleasant·:'e)ip..,ience· 'as';'500n 'as :'rieXt:Saturday's;sale :.":';'
rolled :arouncf~::;,:' . ' , ',' . ',::' ,";":=':: ',' , ",;. "::

Problem Resolution. Customers who want to resolve compliance issues in person
should not have to travel to St. Paul to take care of their problems. Customer
Service Center personnel in this room will work with taxpayers to fully resolve non·
compliance and related problems. One of the stations inside the" Problem
Resolution" room will schedule audits and another will collect penalties and interest
owed.
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Products/Services
Rooms

and Sta tions
(cant.) Payments and Refunds. If a

customer owes taxes or other fees
to the State, they should have a
convenient option for making these
payments. The"Payments and
Refunds" room in the Service
Center will handle both
conventional and non-cash'
payments. If the customer is due a
refund, funds can also be 'dispersed
from this room. The stations inside
this room will include those that
accept cash, checks credit cards,
and eventually, debit cards.

. . The next day Tom was back at
work, where hemet with the CEO of his
·~ompany. When the CEO heard about the
'swift resolution of a problem that was
'expected to drag on for weeks it not
months,"he congratulated Tom on a job
well done:and'asked him if he'had any
ideas about how to prevent a recurrence.

Tom suggested that they consult
the staff at the Customer Se.rvice Center
t;)y phone. Ten minutes later Tom and the
·:~.EO.:liad a solution. The accounting
iiepartment wes scheduled to participate
:1":.• training sassion at the Customer
$~Mc·e.:Center the following month. In
:~ditic)n, .the DaR would be sending selt­
'st~dy;'educational materials in advance of
the session' for the staff to read over in
preparation' for the session.

Aher returning ·to· work the next'
morning. Tom examined the mail and found the
DOR had assessed additional taxes and
penalties from an audit of the previous year' 6

return..:After his ·successful·experiences·,with
the Customer SeMceCenter .in his private:
affairs; ha' ttioughthe~~'giv~.the Center another
try. ..

:<. A short plea.s.ant:p'hone call was:~l1 it.
took to:'set up 'an app~intme·nt·at· the local
Center end makeTom:~shinelikes ster" to ·the·
legal ar\d .accounting'·d·opartment' who'd groused'
about 'thelong trip to··St.·pa·urand the' time lost
when this had:happe~~d:twoyears ago.

. :." Two 'waek,:j'ater Tom and his staff
met with' DaR personnel aUhe Service Center.
After'along discussion, the accounting
department acknowladged:they had made' an
error. Tom and the legal representatives agreed
to the DaR's proposed:solutionand paid. the
back taxes and penaltIes on· the spot. The
Service Center personnal deposited the check
that afternoon and had\the'moneyworking for'
the State the next day.; Tom's company saved.'
additional penalty by the speedy resolution of .'
the discrepancy.:

Education and Training. Minnesota's
citizens need training to maintain current
knowledge of tax laws, bl:Jsiness regulations
and licensing requirements. The Service
Center "Education and Training" room will
provide personnel, facilities and programs for
edu.cation and training. The training will be

, both regularly scheduled and available on
request. The training should be free or
inexpensive, conveniently located and
frequently schedul.ed, Stations inside this
room will offer computer-based training on
tax compliance, tax fact sheets, videos on
new business registration and other
procedures, as well as computer terminals
that customers may use to answer some of
the most commonly asked tax Questions.

Section 3. High-level Business Requirements
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Products/Services
Rooms

and Stations
(cont.)

Forms Preparation Assistance.
The customer often requires
assistance to properly complete
DOR forms. Inside this room, the
customer will receive this help
conveniently and quickly with a
minimum wait. A key station in this
room will provide assistance with
the preparation and filing of the
basic tax forms. While not
intending to replace existing tax
preparers, the Service Center needs
to be able to actively aid the
customer in solving basic tax
problems.

t·:" . Tom's·father~in,;law·;' Luke, is retired and lives
0'"· s'smalfpension·and SociafSecurity in BlackducK,
MN. 'He flies his tax'returns'reiigio~sly. but the cost of

.using,the,s'ervices of 8 tax:practitioner is expensive for
him.', Whei;:T~m was:'at'the: Customer Service Center
fo'r theaudit'appeel',session,::he: noticed a poster
adver~ising:aOOR mobile, unit, visit schedule. The unit
would be·in Blackduck'the following week to provide
preparatio'n assis'tance'fo~ senior citizens. Tom called
Luke,and 'told.him aboutihe'mobile unit which would be
'a~ the:; S~nl~r. ,c,e'nter.:next ..:~.;:ee,~~'"
:::':" "'luke"look'~8:~:Walk"!o ,:the Center' the next week
and was~;"azed et'eU'the'friends from the Senior
Center 'he 'encountered there., "While receiving
assistance from the attendant,' Luke·engaged in a
conversation with her and discovered she was a VITA
volunteer worker who 'came. to the. Center just to help
seniors complete their forms .

.After only two' hours and' no expense, Luke
had filed his taxes electronically and received a voucher
for his refund check.

Some of the other stations inside this room will include alternative problem-solving
strategies or other state services, e.g., Volunteer Income Tax Assistance (VITA)
that might assist the taxpayer.
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Information
Rooms and

Stations

The second logical hall in a Customer Service Center is the Information hall, as
- snown in the Figure 3.13 below. Here customers will find answers to their
requests for information. Whether the rooms in the Information hall contain
stations where. customers can find answers to their questions, or simply be guided
to other stations, all these rooms provide information from government agencies
and distribute that information to the customer. A Service Center will provide the
most current information by·hard copy, through the mail, across the counter, from
computer networks, or on the phone. At the heart of the Information hall is
interaction with a person who provides and explains information.

Information

~-

Figure 3.13
Information Hall

As shown in the above diagram, the Information hall contains the following four
doors.

• Technical Tax Questions
• Starting and Maintaining a Business or Organization
• Tax Status
• Understanding Correspondence

Section 3. High-level Business Requirements
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At last Saturday's mall sale, Tom
bartered two folding' 'chairs and a table tor an
antique harv~si:table';whichneeded some work.
He has,'refinished it'and'has found,a buyer at a
hefty prof.t,bu(there·s a catch, the customer
wants the,table'tomorrow,'or not' at all and Tom's
not sure how Sales Tax'should be handled.

Therefore; he calls the friendly folks at
the local tusto'mer Service Center"and also asks
how he computes the cost and the profit. '

The attendant takes Tom's number and
calls back within an'hour'with the answers to both
questions. Tomcalls'the customer'and arranges to
delivenhe table the following day.' He is happy he
was able to get the answers to'his;questions and
didn't haveto'guess'at the solutions'before'
delivering the table.,

Information
Rooms

and Stations
(cont.)

Each of the rooms behind those doors and their accompanying stations are
described below.

Technical Tax Questions.
Customers have a need for
answers to technical tax questions
in a timely manner. The "Technical
Tax Questions" room in the
Service Center will be able to
answer most technical questions,
or will be able to secure an answer
in minutes with a phone call or on­
line data search. Some of the
stations inside this room will
include answers to questions such
as whether Sales Tax should be
charged for a particular item, what
value should be placed upon an
inherited parcel of land, or whether a teen-ager's odd-job earnings are taxable.

Starting and Maintaining a Business or Organization. Many of Minnesota's citizens'
need information about the regulations that govern new businesses or keeping up
with current tax laws as their businesses grow and change. This room in the
Customer Service Center will be the "front line" for contact with these customers.

The stations inside the "Starting or Maintaining a Business or Organization" room
will provide answers to questions like:

• "What do I need to start a business?"
• "What kinds of licenses do 1need for my business?"
• "Do I need a federal tax ID number?"
• "How do I get a federal tax ID humber?"
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Information
Rooms

and Stations
(cont.J

The DOR's mission is to win compliance rather than enforce it, and the more
- readily available this information is. the easier it will be for citizens to comply.

Greater customer access to this information will reinforce and facilitate this '
commitment.

The friendly, personal contact helps customers not only determine solutions for
their individual needs, but delivers products and services to them immediately. The
accessibility of a Customer Service Center will reduce or eliminate the delays
caused by putting customers' names on a mailing list and making them wait ten
days for answers th~y need immediately.

Established organizations'
needs differ somewhat from'
start-ups. Maintenance of an
existing concern requires
ongoing knowledge of changes
in tax laws and regulations.
Easy access to that knowledge
will allow a business to quickly
implement necessary changes
to comply with evolving
government requirements. This
encourages compliance and
fosters a better working
relationship between the
government and the customer.

,Tom attended'his local Lion'" meeting last
we~k/where the talk',wa.'all about the annual fund
raising ,event for'the Scout'Troop sponsored by the Uons.
Two::activities were: agreed upon;::'a :silent auction and
sale'ot" Christmas'Wreaths'; ,Orie.;o~,'themembers brought
up the issue of Sales Tax and:the'Lions' 'responsibilities
to the state. Tom saw'a chance to',enhance his
reputation as a "can-do· kind of guy with his fellow Lions
and volunteered to research and obtain the necessary
permits.

Not incidentally. this would also excuse him
from having to work at·the fund raiser, which was'
scheduled for the opening day of pheasant hunting,a

-family tradition with Tom and' his brothers'-: Tom kri'~'w he
had:an ·ace-in-the·hole·' because at his successes: with
using'the Customer·Service Center-in the past. Hejust
hope"dhe wasn~t,over·extending;the Center this time.
.., Luckily enough;·:theLion"s'were:8Ire~dy:set up
with- a sales',ai'l<hise tax number'as a not-far-profit
organization, -so,the·Center's attendant was able to give
Tom'all the information he needed in aone-stop visit. He
only-needed fifteen minutes to assure he would be able
to keep that opening day date·-with his Dad and brothers
and still do his part tor'the fund raiser.

Tax Status. Customers do not view the filing process as complete when they
deposit their completed returns in a mailbox. They want to know how soon they
'can expect that refund or how soon they must pay their bills. The "Tax Return
Status" room in the Service Center will allow customers to pick 'up the phone from
home, make a local call, and talk directly with someone who can give them reliable
answers. Or if a customer wished to visit the Service Center, the staff in this
"room" will provide the status information in person.
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Information
Rooms and

Stations (cont.)

Understanding Correspondence.
Interpreting correspondence from the DOR
can be just as important as answering
techn,ical tax questions. The customer
may often receive communication from
the DOR which is at best ambiguous, and
at worst, threatening. The Service Center
personnel in the "Understar:'!ding
Correspondence" room will explain the

,communication, reassuring the customer
that the monolithic agency is really run by
human beings. If the Service Center'
personnel lack the resources to resolve
the matter to the customer's satisfaction,
help is only a phone call, data line, or fax
away. One of the stations inside this
room will establish contact with the
department that originated the
communication and will initiate a direct
dialogue for the
customer.

While ,Tom ,was out ot the country for an
extended: business' trip, his wife, Mary, received 8

letter from,the DOR informing them ~f some
inconsiste~ciesin their recently fi~ed personal tax
return. She didn't understand what this meant
but she remembered how well Tom had spoken of
the Customer Service Center and how helpful he
said the att~ndants had been in other matters'­
After trYingunsucce'ssfully to contact Tom by
phon'e, she 'decided to call the Center and ask
them'about'this letter. She talked to the
attendant' who remembered Tom and her father,
Luke;' The attendant then explained the letter and
scheduled' an, appointment to review the return
when Torn"got'back.

, When:,Tom returned, Mary didn't
immediately ,inform him ot everything that had
happened.:: He, noted fre-m his Day-Planner that
their,ta~ return had 'been filed several weeks
before :and::thtil-Y::hacFstill: rIot received: the
sUb'stantia(r~fuiid.:'He 'stopped off- at the
Customer'Servie.oCenter' on' the ,way' home from
work,'that,night and:was'intormed of"the:problem~'

He cleared 'up:the 'questions and, agreed his
practitioner' had made a mistake. TheCenter':fil.d
the amend~d return,and'Tom wenthom~,witliryet'
another problem' solved by the Customer Service
Center. : ,
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Four Service
Center

Configurations

Section 4c Alternative Approaches

This section describes four alternative Customer Service Center designs. It should
be noted that these alternative approaches merely describe the possible variations
and should not be viewed as design goals. The objective of this section is not to
provide a detailed, technical design, but rather to describe, in high-level business
terms, how various alternative Customer Service Centers could look. After
reviewing and analyzing the high-level business requirements established by the

. -Customer Service Center project team, four alternative approaches were chosen for
. further consideration.

These four approaches are:
"';~-..

1. An office-within-an-office, where a Customer Service Center staffed by
specially trained personnel would be located on the same premises as a
current DOR office or other state agency office.

2. Smaller, stand-alone DOR offices distributed throughout the state, equipped
with interactive electronic technology, and staffed for at least a portion of the
service hours by specially trained personnel.

3. A self-contained electronic workstation, or kiosk, much like an automated
teller machine (ATM), that contains various tools which a customer may use
to request information or products and services from the DOR.

4. A mobile unit, or office-an-wheels, wherein the functions of a oOR office
would be brought to smaller communities on a regular schedule or on
demand.

These four approaches are not mutually exclusive. In fact, it appears that some
combination of the four alternatives satisfies requirements for both the methods of
delivery and. the physical attributes that were specified by respondents to the
team's survey of citizens' needs. As shown in Figure 4.1 on the following page,
none of the four alternatives offers a high degree of satisfaction for all of the
requirements that have been identified to date. Yet, when taken collectively, the
four alternatives present ~ solution that effectively meets the requirements. The
challenge will be to find the optimum mix of the four alternatives to achieve the
best results with the least expense'.
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Requirements
Satisfaction
Comparison

Alternative 1
Office-Within­

an-Office

Requirements Offices-within Distributed Electronic Mobile Offices
Offices Offices Kiosks

One-on-One High High Not at All High
Personal Service
Phone Service High High High High
(Voice)
Electronic High High High High
(Modem)
Electronic (Fax) 'High High High High
Hard Copy High High Medium High
Forms
Open When Medium Medium High Low
Customer Wants
to Use It
Local Access Medium Medium High Low
Comfortl High High Medium High
Friendliness
Privatel Medium Medium High Medium
Confidential
Secure High High Medium High
Handicap High High High Medium
Accessibility
Mobility Low Low Medium High
Adequacy of Medium High High High
Parking

Figure 4.1
•Degree to Which Each Alternative

Satisfies the Requirements

As shown in Figure 4.2, the office-within-an-office approach involves a small office
added to the same premises as the Revenue or other state agency office. Figure
4.3 shows the location of the current DOR regional offices. The office-within-an­
office would essentially be the 5ame size as the distributed offices that are
proposed in alternative two; they would be, designed to accommodate two
information officers, two seasonal employees, their associated computer
equipment, and waitinQ room space for up to ten customers. These offices would
require limited storage space for books and other informational materials. These
facilities might also be supplemented by one or more of the full-function electronic
kiosks, described under alternative three.
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Alternative 1
Office-within-an

Office
(cent.)

It is recommended that each Customer
Service Center office be staffed by a
minimum of two DOR personnel and two
seasonal employees specifically trained for
this assignment. A minimum of two year­
round employees is necessary so that the
office would still be functional if one
employee is sick.

Preferably, these offices would be staffed on
a revolving basis from the host regional office,
thereby giving a number of personnel the
opportunity of working closely with citizens in
an environment where multiple services are provided.

Figure 4.2
Office-Within-an-Office

Warthineton

Figure 4.4 on the following
page shows the location of
the current DaR field
offices and the proposed
positioning of small
distributed offices. Under
this alternative, additional,
small-scale, field offices
would be established
throughout the state.
These distributed offices
would emphasize
accessibility and
convenience. They would
be located in shopping
centers, downtown, or in
office complexes
throughout the state .

Brainerd

Gemiciji

SL. Cloud

Moorhead

~~.~
'~/

j'
oUl7

J
(,

IJrooklyn Cenrl!(
I

St Pllul i,

c•.hna

Alternative 2
Distributed

Offices

..,..........
Figure 4.3

Present Regional Office Locations
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Brainerd

Duluth

Edina

Sl. Paul

Mankato

St. Cloud

Bcmiciji

Grand Rapids

Little Falls

Alexandria

Marshull

Morris

Thief River Falls

Alternative 2
Distributed

Offices
(cant.)

Wort.hingt.on
Albert Lea

RoC:heste'r~

Wino a

Figure 4.4
Conceptual Distributed Office locations

A possible approach is to establish a standard size. of 1,200 to 1,500 square-feet
for these distributed offices, with just enough room for up to three information
officers, their associated computer equipment, and a waiting room for up to ten
customers. This size designation is a starting point that could be revised if a pilot
project or other information indicates a need for a larger facility. Depending on
seasonal demand, it might be necessary to add up to two temporary employees (or
Volunteer Income Tax Assistance personnel). during the tax filing season. The
distributed offices would require limited storage space for books and other
informational materials. One of the full-function electronic kiosks could be installed
at this location, perhaps in an enclosed and heated area just outside of the
entrance to the distributed office. This would maximize citizen access to products
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Alterna tive 2
. Distributed

Offices
(cont.)

Altern·ative 3
.Electronic

Kiosks

":'and services as well as in.formation and would not restrict them to the operating
hours of the distributed offices. The distributed offices would be located
conveniently throughout the state, possibly being located so that each office draws
from a segment of the pop,ulation.

The proposed placement of the distributed Service Centers means that the driving
distances to the centers would vary from center to center. But the actual driving
time to reach the centers would not vary that much, since driving time is generally
inversely proportional to population density. .

Each distributed office would be staffed by up to three OCR personnel and two
seasonal employees trained for such an assignment. Volunteer Income Tax
Assistance (VITA) personnel could also be used for seasonal staffing needs.
Preferably, these distributed offices would be staffed on a revolving basis from
their "home" offices. With such an arrangement, many OCR personnel would
rotate through these positions, giving a great number of personnel the opportunity
to work closely with citizens in an environment where multiple DCR services are
offered. The rotation cycles would last at least one year to ensure that personnel
are adequately trained in each customer service area.

The self-contained electronic workstation, or kiosk, would function much like an
automated teller machine (ATM). This alternative offers the citizens of Minnesota
the greatest convenience and accessibility. Some locations would be available
twenty-four hours a day. A large number of kiosks would be located throughout
the state, preferably in shopping centers, downtown, or in office complexes. A
conceptual positioning of these kiosks is shown in Figure 4.5 on the following
page.
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I\lIlt'rt Len Au.lin

Kiosks could be located in
high traffic areas during
the day, and yet they
could be accessed after­
hours (with proper safety
and security
considerations). These
kiosks would be equipped
with touch screens, voice
response, and more
sophisticated printers than
conventional ATMs. The
kiosks would be easy to
use and could print out a
variety of requested
forms.

Kiosk units could also be
located at the distributed
DOR offices mentioned
previously. If positioned
in this manner, they
would be available for use
when the distributed
offices are open for
business and during the
hours when the
distributed office is not
staffed.

Dululh

iii

(Co,.au III

lllOfhe..d
Detrllit

III I..ake fill
FerltuJ III
Fnll'll

Aluandrill

Figure 4.5
Conceptual Kiosk Locations

\

III Brainerd II
MlI

lI1
fri J III [II lID

SL. Cloud III III
Brllf,klyn Center

\ WilmAr II 111 St. Paul ftl \
'I lit Edina lit III
M»,I...II III III

Mnr.hnll

fI1 Mal'al~ I 1I'~
Ow:alDnna I~h".ter \

WonhinlCllln '\.'"

Alternative 3
Electronic

Kiosks
(cant.)

Alternative 4
Mobile Units

A fourth approach would be to develop mobile units, or offices-on-wheels. This
approach would require the equipping of a self-contained motor vehicle with all of
the functionality of a distributed DOR office. These mobile units would be
dispatched to smaller communities on a regular schedule or on demand. One of
the two specially-trained DOR employees manning the mobile unit would function
as driver.
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Alternative 4
Mobile Units

(cont.)'

Aleuoon.

BnIinerd

St.Cloud
Morns

Montevideo St. Paul

M..nivtll U&chlield Edina

NC'W Ulm
Mankato

Worthinclon

Figure 4.6 .
Conceptual Mobile Unit Territories

A conceptual
positioning of these
mobile units is shown in
Figure 4.6.

Each mobile unit would
preferably originate from
a current DOR regional
office. The mobile unit
would be designed to
accommodate two
information officers,
their computer
equipment, and a
waiting area for up to
five customers. The
mobile unit would
require limited storage
space for books and
other informational
materials.

The mobile units would
go from location to
location through a
prescribed territory
associated with their
"home" DOR offices.
Like the distributed
offices, mobile units
would be operated by a
rotating staff originating
from the "home" office.

At the outset, each mobile unit could be scheduled to visit a different location each
day for one month. The 'exact scheduling of the mobile units would be developed
over time as use was tracked and analyzed. This schedule could be publicized well
in advance to allow citizens to plan for the visit and prepare their questions.

To maximize the value of the mobile units to all citizens, they would be designed to
permit handicap access, as would the various offices and kiosks. This would
probably mean that the vehicles would need to be specially tailored for DOR use.
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Feasibility
Analysis
Methods

-Section 5. High level Feasibility Analysis

This section contains a very high-level feasibility analysis for each alternative
Customer Service Center configuration. The numbers projecte'd in this analysis are
based on preliminary investigation only, using a purely OCR model. A pilot project
and further study will yield more accurate figures by measuring the effects of
volume of use, demography, and the unique needs of specific geographic areas,

'among other things.

The project team completed the following tasks to carry out this feasibility
analysis.

1. Collect high-level benefit andcost'data. Members of the project team were
assigned to collect benefit and cost data for each alternative. The goal was
to focus, at a high-level, on the overall benefits that will be ~chieved and the
costs that are likely to be incurred.

2. Compare feasibility of each alternative. The various alternative Customer
Service Center configurations were then compared and the final analysis
completed.

3. Review results. The project team reviewed the results to ensure that they
were complete and reasonable representations of the feasibility of the'
selected approaches.

The high-level user requirements (Section 3) and alternative approaches (Section 4)
are the primary input for this feasibility analysis. This high-level analysis describes
all viable alternatives that were considered.

As stated in Section 4, four alternative configurations were chosen for further
consideration as methods for giving the citizens of Minnesota more convenient
access to OCR services. For each of these alternatives, the project team evaluated
both costs and benefits. The summarized cost analysis is shown in Figure 5. 1,
which follows the list of assumptions on the following page.
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Assumptions
for Cost
Analysis

The folrowing assumptions were used in this cost analysis. These assumptions are
based on information gathered to date, and may change as more informati'on is
gathered about customer demand, staffing needs, etc.

1. The office-within-an-office will have two customer service center
representatives and up to two seasonal employees. The customer service
employees will be analogous to Revenue Auditors (grades one and three).

2. The distributed offices will have either two or three customer service
representatives and up to two seasonal employees. The customer service
representatives will be analogous to Revenue Auditors (two at grade one and
one at grade three).

3. One-time costs for furniture, fixtures and electronic equipment are shown
even though depreciation will be charged each year.

4. The mobile units will be assumed to have operating costs equal to two times
the cost of an automobile, or 56 cents per mile.

5. Training costs for customer service representatives are estimated at
$2000.00 per year per employee. This does not include the time of the
customer service representatives (five percent of their working hours).

6. Computer use charges are $200.00 per month per employee, or the same as
connect charges. Seasonal employees would incur these charges for three
months of the year.

7. Travel expenses for offices-within-offices are estimated to be two people at
$1500. For distributed offices, the expenses are estimated to be three
people at $1500. No travel expenses are expected for seasonal employees.
Expenses for mobile office employees are estimated to be $12,500 per year
per employee.

8. Advertis·ing costs have not been included bee.iuse they are assumed to be
about equal for all the alternatives.

9. Forms, supplies and postage costs have not been included because they are
considered immaterial.

10. Software development costs have not been included in this cost analysis
- primarily because it is felt that the systems needed to support the Customer

Service Center will be similar to those anticipated by the DOR's current re­
engineering efforts.

11. Electricity, heat and water are included with the rent.
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Cost Analysis
Office.-within-Office. Di.tributed Electronic Mobile Units

Office. Kiosk.
One-Time Elements of
CostlEach
FumiturelFumishinOI

Desks Cmodular office.) 15.200.00 19.000.00 7.600.00
C4' CS) 121

Chair, Cat $450) 1.800.00 2.300.00 900.00
C4' cst 121

Caroetioo
Other Fumi.hing. (at 11.200.00 14.000.00 5.600.00
$2800' . (4' (5' 121

Electronic Equipment
PC. (at $5400. 21.600.00 27.000.00 10.800.00

(4' (5' 121
Peripheral. (at $8001 3.200.00 4.000.00 1.600.00

(4' (51 (2)
Fax Cat $2000) 2.000.00 2.000.00 2.000.00

(1) (11 111
Phones Cat $ 701 300.00 400.00 200.00

C4, IS) 121
Copier (lea.edl 0 0 0 0
Installation 500.00 500.00 500.00 1.000.00

Software Cat .,000) 4.000.00 5.000.00 1.000.00 2.000.00
(4' C51

Other
Kiosk 30.000.00
Vehicle Purchase 60.000.00

TOTAL: $59.800.00 $74.200.00 $31.500.00 $91.700.00

Ongoing Element. of
Cost/Each

Rent Cat $9.50/sq. ft.) 11.400.00 14.300.00
C1.200' U.5OO'

Vehicle Maintenance C5 3.000.00
percent)
Vehicle Storage 1.200.00
C$l00/mo.)

Utilities
Electricitv
Phone 2.000.00 2.500.00 500.00 1.000.00

(4' IS) (1) (21
Heat
Water

Vehicle Expens.. 14.000.00
(25.000 mile. at $.S6/mile'
Electronic Connectivitv

Connect Charge. Cat 6.000.00 8.400.00 2.400.00 4.800.00
$ 2oo/workstation/mo.)
Use Charges Cat 6.000.00 8.400.00 2.400.00 4.800.00
$ 2oo/work.tation/mo.)
Equipment Rental (Copier) 1.000.00 1.000.00 0 1.000.00

Personnel
Salarie. 64.000:00 93.000.00 64.000.00
Benefits 16.000.00 23.300.00 16.000.00
Overtime
Travel Expenses 3.000.00 4.500.00 25.000.00
Seasonal (at Uooo/mo.l 12.000.00 12.000.00

Training 4.000.00 6.000.00 4.000.00
(5-.. of the time)
Software Maintenance 600.00 800.00 200.00 300.00
(15-"'1
Equipment Maintenance 1.600.00 2.000.00 2.000.00 800.00
TOTAL: 127.600.00 176.200.00 7.500.00 139.900.00

Figure 5.1: Cost Analysis (Figures Rounded to Next Highest $100.00)

Section 5. High-level Feasibility Analysis
September 1992

5-3



Cost Analysis
(conto)

Operating
Costs

To simplify this analysis, the following table (Figure 5.2) has been prepared to
show the one-time cost and the annual operating costs of each alternative
(rounded to the next highest $5,000). .

OfficesaWithina Distributed Electronic Mobile Units
Office Offices Kiosks

One-Time Costs $60,000 $75,000 $35,000 $95,000
Annual Operating
Costs $130,000 $180,000 $10,000 $140,000

Figure 5.2
One Time and Annual Operating Costs

for Four Alternative Configurations

From the table, it can be seen that the one-time costs of equipping an office­
withinaan-office, and a distributed office differ only because it is assumed that
there would be one additional professional in the distributed office. The table also
shows that a mobile unit is roughly 25 to 60 percent more costly to establish then
either of the manual offices, even though it would have fewer professional
employees. The kiosk, on the other hand, is roughly half the cost of an office­
within-an-office or a distributed satellite office and roughly one-third the cost of a
mobile unit.

Operating costs are another matter. The annual operating costs of the distributed
office are approximately 30 percent higher than the operating costs of a mobile
unit. The operating costs of an office-within-an-office are approximately 10
percent less.. Each of these is much higher than the operating costs of a kiosk.
For comparison purposes, a mobile unit has operating costs that are 14 times
higher than a kiosk. Offices-within-offices and distributed customer service
centers are 13 to 18 times more expensive to operate than a kiosk.

All of these cost comparisons hinge on the number of professionals who would
staff these respective alternatives. If it is established that the staffing is two
professionals for a mobile office, three for a distributed office (plus two seasonal
employees) and two for an office-within-an-office (plus two seasonal employees),
the costs are essentially defined, since salaries and personnel-related ·furniture and
equipment are the largest elements of variable cost. If it is assumed that each of
the manned alternatives would have the same staffing, the costs would tie
essentially the same.
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OpfNlIting
Costs

(cont.)

Mobile vs.
Distributed

Offices

_~hen the functionality of the four approaches is evaluated and their abilities to
satisfy the specified requirements are weighed, the differences in cost need to be
considered very carefully. For example, the office-within-an-oHice and the
distribute(i (stand-alone) offices are very close to one another in their abilities to
meet the specified requirements. In fact, the only reason that the distributed office
received a higher grade on the adequate parking criterion is because it is assumed
that if one starts from scratch to look for new locations, one could ensure that
adequate parking is considered and provided.

However, when considering reaching out to the citizens of the state in order to
show them that the DOR is interested in providing them with better service, the
distributed (stand-alone) offices seem to be a better solution. Here is where cost
differences come into play. The stand-alone office is calculated to be more
expensive only because it is assumed that one additional professional is needed
because the office would not be able to draw upon the regional office for tax and
management expertise. If staffing is assumed to be the same as offices-within­
offices, however, the costs are then equivalent. If the costs are equivalent, then
all of the offices should be freestanding and located in the areas where customers
can most' easily use them.

A similar analysis can be performed to compare distributed offices to mobile units.
The distributed offices and the mobile units seem to offer approximately the same
level of functionality. When the two are comp~red, however, the distributed office
would have regular hours and a fixed location, and would therefore be available
when citizens require access more often than a mobile office, which might be
somewhere else when it is needed. On the other hand, the mobile office could
bring service to very small municipalities that would not be likely sites for
permanent offices. When the two are compared on handicap accessibility, the
distributed office comes out sliglltly ahead, as well. Even the best designed
vehicle would be somewhat more difficult to use then an office site selected with
handicap access in mind.

When factoring in the cost differences, it must be noted that the start-up costs of
a mobile office are 25 percent greater than those for a stand-alone office.
Operating costs would be less, but only because the mobile offices have only two
customer service representatives, while the distributed offices were configured as
thr~e person offices.

The trade off then becomes apparent. A mobile office reaches smaller
communities on a regular, but infrequent schedule for a greater initial cost but for a
lower annual cost. More importantly, perhaps, the mobile office requires only two
customer service representatives, while a stand-alone office is judged to require at
least three staff members to ensure day-to-day availability.

When evaluating distributed oHices and mobile offices against electronic kiosks,
the obvious difference is the personal attention that the offices provide. When'
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Mobile vs.
Distribute

Offices
(cont.)

The Impact of
Transaction

Volumes

examinTng how these various alternatives satisfy the requirements, it is apparent
tha~ an office can have the personal friendliness and security desired, while a kiosk
does not. The offsets are the kiosk's potential round-the-clock availability and its
availability in very small municipalities. Since this would be a new approach for
the state, it is unknown if the state's citizens will accept and use these devices.

. When costs are compared, it can be seen that one-time costs are essentially one
half those for a distributed office. Annual operating costs are judged to be
substantially less, perhaps less than 6 percent of a distributed office. Thus~ the
DOR could provide service. in more than 15 times as many locations using kiosks,
for the same price as opening and staffing distributed offices. The evaluation
would be reduced to comparing actual transaction volumes at the kiosks versus the
offices and the Quality of the interaction (personal service versus electronic).

The questions that require answers for each of the four alternatives are how many
citizen transactions will be carried out, and will these transactions payoff for the
DOR? Payoff needs to be measured against the overall mission of the Department,
which is, "to win compliance with Minnesota's revenue system." Measures of this
would include the following items.

• better accuracy rates on all returns
• reduced number of phone calls and letters to complete a transaction
• more timely filings
• increased customer satisfaction

Transaction volume for each of the four alternatives is very difficult to accurately
estimate. For example, the kiosks developed by the State 'of California were used
38 times per day, on the average, during their first three months of deployment.
However, none of the kiosks offered Revenue department services, which is the
intent in Minnesota.

If the kiosks are each used 38 times per day in Minnesota, that would amount to
13,870 uses per year or roughly $3.00 per transaction, based upon the one-time
and annual operating costs identified earlier. If this is compared to a stand alone,
three-person office, the following observations may be made:

1. For the costs to be equivalent, customer service representatives would each
need to process at least one transaction every seven minutes for eight hours
every day, every week.

2. Judging that the above service rate is not possible, it would be more likely
that the cost per transaction would be at least two times greater, or $6.00
per transaction (assuming that a customer service representative would 'spend
at least 15 minutes processing a transaction).
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Office of the Secretary of State
State of Minnesota

100 Constitution Ave., 180 State Office Bldg.
St. Paul, MN 55155-1299

Joan Anderson Growe
Secretary ofState
Elaine Voss
Deputy Secretary of State

September 30, 1993

Election DivISion: (612)296-2805

Business Service Information: (612)296-2803
General Information: (612)296-3266
UCC & Business Service Fax: (612)297-5844
Election Division Fax: (612)296-9073

Charles A. Schaffer
Minnesota Department of Trade and Economic Development
500 Metro Square
121 7th Place East
St. Paul, MN 55101-2146

Dear Mr. Schaffer:

The Office of the Secretary of State is extremely interested in the
.study you are heading regarding one-stop shopping for regulatory
affairs. As the cO'nstitutional office which works directly with
businesses of various types, we wish to offer our comments on the
issues raised by your memorandum of August 20, 1993.

We agree that all of the issues which you have raised require
consideration and evaluation. In determining the feasibility of one-stop
shopping, we also need to consider if Minnesota businesses are
currently unable to access the government information they need. Part
of this evaluation should include whether the available information is
clear and understandable. An exploration of the current level of
confusion, if any, in the business community about where information
may be obtained would also be useful in evaluating the one-stop
shopping concept. We would like to see a review of how the fees
that are currently collected by each agency would be handled in the
one-stop shopping concept.

"An Equal Opportunity Employer"
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September 30, 1993
Page 2

In closing, the Office of the Secretary of State is very interested in the
work of the one-stop shopping feasibility study and we wish to

. participate in the work groups which you will be forming.

Sincerely,

/ /'
l.j/'--t.i /J.-' (./ .t#ie··t-/·-(//

·Joan Anderson Growe
,Secretary of State

JAG/kae



Minnesota
Departlnent of Transportation
Transportation Building
395 John Ireland Boulevard
Saint Paul, Minnesota 55155

November 10, 1993

Mr. Charles A. Schaffer
MN Department of Trade and Economic Development
500 Metro Square Building
121 7th Place East
St. Paul, Minnesota 55101-2146

Dear Mr. Schaffer:

I have been asked by Commissioner James N. Denn to comment on behalf of the Minnesota
Department of Transportation to the issues identified in Executive Order 93-9 relative to "one­
stop shopping".

The Minnesota Department of Transportation issues thousands of permits, licenses, and
certificates each year which makes the idea of a "one stop shopping" very intriguing.. These
instruments are issued to individuals as well as commercial businesses at about 17 locations
around the state. In 1986, Mn/DOT created a "one stop" service for thetrucking industry. It
pulled together several regulatory operations of Mn/DOT and the Department of Public Safety
so that for the trucking industry at least there is a "one stop" facility in existence.

I also received input from several of our sections that have permitting, licensing or· certification
function as part of their duties. The following is a synopsis of their comments:

a. One overall theme of the responses was centered on the need and
opportunity to provide "one stop" or "one call" Information about
the need for a permit, license or certificate and how to comply
with the requirements. (This is in contrast to the "one stop"
Issuance of a permit, license or certificate.) There was a general
satisfaction with the present delivery systems for the instruments.
In several cases the need for a common data base for all agencies
to use was mentioned. One even said this data base
should be open to the public. Nearly all of them mentioned using
the technology (modems, fax, and other communication devices
not yet invented) to disperse this information so that those needing
a permit, license or certificate would know what to do to comply.

b. There was a general agreement that this "one stop" idea should
target certain clusters of business publics. The "one stop" service
for the trucking industry is a good example. Other

An Equal Opportunity Employer
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Charles A. Schaffer
November 3, 1993

clusters could be those that deal in environmental regulation and
in health and safety. Also there is a need to consider other
governmental authorities that have permitting licensing and
certifying functions. Counties, cities and the federal government
all have some of the same functions.

c. There are many questions about statutory authorities and how the
"one stop" center would follow up when enforcement, inspection
and compliance are an integral part of the permit, etc. Many
times the application for permits, licenses or certiticates requires
review by professionals prior to its issuance which could be slowed
by the need for the "one stop" location to communicate with the
professionals. There was a concern about reaching those
customers in rural areas and how that fits with Mn/DOT's value
of focusing on the customer's needs and desires. We are proud of
our present network where we are part of the communities we
serve.

The foregoing is a general flavor of the many responses from our people. Our experience with
our "one stop" effort for the cluster of customers in the trucking industry has been very
successful, and what we are learning is most certainly transferable to other situations. In the
event you have need for the individual responses, I can make them available.

Thank you for the opportunity to comment.

Sincerely,

,~~a~
fry' Marvin G. Bates
. Maintenance Business Initiatives

cc: J.N. Denn
D.E. Durgin
E.H:Cohoon
P.C. Hughe~
R.C. Hoffman
J.E. Sandahl
B.L. Sundquist
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Southbridge Office Building
155 S. Wabasha Street
Suite 104
St. Paul, MN 55107
(512) 295-3757
Fax (512) 297-5615

Field Offices

Northern Region:

394 S. Lake Avenue
Room 403
Duluth, MN 55802
(218) 723-4752
Fax (218) 723-4794

3217 Bemidji Avenue N.
Bemidji, MN 55501
(218) 755-4235
Fax (218) 755·4201

217 S. 7th Street
Suite 202
Brainerd, MN 55401~3550

(218) 828-2383
Fax (218) 828-5035

Southern Region:

P.O. Box 756
Highway 15 S.
New Ulm, MN 55073
(507) 359-5074
Fax (507) 359-5018

1200 S. Broadway
Room 144
Rochester, MN 55904
(507) 285-7458

P.O. Box 267
1400 E. Lyon Street
Marshall, MN 56258
(507) 537-6060
Fax (507) 537-5358

Metro Region:

Southbridge Office Building
155 S. Wabasha Street
Suite 104
St. Paul, MN 55107
(612) 295-3767
Fax (612) 297-5515
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October 25, 1993

Charles A. Schaffer
Minnesota Department of Trade and Economic Development
500 Metro Square
121 7th Place East
st. Paul, MN 55101-2146

RE: Executive Order 93-9

Dear Mr. Schaffer:

We support the goal to achieve "one-stop shopping" for
regulatory matters and are involved in a similar
effort regarding wetlands. As the agency charged with
overseeing the implementation of the Wetland
Conservation Act, the Board of Water and Soil
Resources is leading several efforts to simplify
wetland permitting. The efforts include:
eImplementation of a (one page) combined regulatory
joint notice form that is used to obtain a
jurisdictional determination from all regulators
within a 45 day time period; some regulators are using
the notification form as a permit application;
eDevelopment of a proposed general permit that would
allow local units of government such as counties and
cities to issue US Army Corps of Engineer permits for
certain types of projects; for many draining and
filling projects, an applicant could obtain all
wetland permits at one stop, typically the local
planning office; and
eCoordinated wetland delineation and training Whereby
local, state and federal agencies are attempting to
minimize regulatory inconsistency by conducting joint
training sessions and establishing interagency teams.

We would be most happy to participate in your efforts!
Do not hesitate to contact me if you have questions or
comments.

and Land Management Section

CC: Ron Harnack
John Jaschke



MINNESOTA DEPARTh1ENT OF

TRADE AND ECONOMIC DEVELOPMENT

500 Metro Square

121 7th Place East

Saint Paul, Minnesota 55101·2146 USA

MEMORANDUM

Sept~mber 3, 1993

TO: All State Agency Commissioners and Department Heads

FROM: Eo Peter Gillette, Jr.
Commissioner

SUBJECT: Executive Order 93-9

As Governor Carlson noted in his memo of August 27, this department will be
.conducting! a feasibility study of "one-stop shopping" for business permits and regulatory
affairs as required by Executive Order 93-9.

That Executive Order defines one-stop shopping and identifies a number of
issues which are to be addressed in the feasibility study.

Attached here are two documents:

• a. proposed timetable for conduct of the study; and

• a memo commenting on the issues identified in the Executive Order.

I am asking 'all interested and affected state agencies to respond initially to the
issues raised in the Executive Order (and to raise any other issues they think appropri­
ate). Based on the responses received, individual working groups can ,be established on
particular questions. .

Please direct your written responses to:

Cl\arles A. Schaffer
Minnesota Department of Trade and Economic Development
500 Metro Square
121 7th Place East
St. Paul, MN 551~)l-2146

(612) 296-0617

~~~;~.
An Equal Opportunity Employer
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MINNESOTA DEPARTMENT OF
TRADE AND ECONOMIC DEVELOPMEl'\JT

500 Metro Square

121 7th Place East

Saint Paul, Minnesota 551010 2146 USA

MEMORANDUM

September 3, 1993

TO: All State Agency Commissioners and Department Heads

FROM: E. Peter Gillette, Jr.
Commissioner of Trade and Economic Development

SVBJECT: Workplan for Regulatory Study Under Executive Order 93-9
t.

1.

2.

3.

4.

5.

August 27

September 3

.September 3

September 7

September 15

An Equal Opportunity Employer

Memorandum from Governor Carlson to all state department
heads directing their cooperation in study (copy attached). .

Memo from E. Peter Gillette to all state department heads.
This memo

outlines the issues raised by the Executive order;

asks for written comments, expressions of interest;

identifies the working methodology;

notes that comments will be invited from the regulated
public.

A similar memo goes to affected constitutional officers,
appropriate legislative committees and other parties in state
government known to be interested. .

(tentative) 1:30 PM Briefing to Administrative Agency
Cluster, 301 Centennial
(tentative) 4:00 PM Briefing to Environmental Agency
Cluster, 130 Governor's Conference Room .

(tentative) 7:45 AM Brjefing to Jobs and Commerce Cluster,
Commissioner E. Peter Gillette's office



6. September 20

7. S~ptember 21

8. September 15 -
November 1 .

9. November "I

'10. October -
June '94

11. June '94-
September '94

t

12. September '94

CAS:mc

Attachment

A notice appears in the State Register soliciting the comments
of interested and affected parties.

(tentative) 4:00 PM Briefing to Human' Resources Cluster,
130 Governor's Conference Room

Initial collection of responses. Identification of working
group members, topics,' issues.

Formation of working groups. Initial exchange of summaries
of issue-related responses.

Working groups. ..

Consensus building; recommendations, .draft legislation,
report drafting.

Recommendations to Governor with draft legislation.
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ARNE H. CARLSON
. GOVERNOR

TO: .

FROM:

STATE OF MINNESOTA
OFFICE OF THE GOVERNOR

130 STATE CAPITOL
SAINT PAUL 55155

MEMQRANDUM

All Commissioners and Agency Heads

Go~~morArne H. Carlson~

DATE: August 27, 1993
o. •

SUBJECf: Executive Order 93·9 "One-Stop Shopping" Study

By Executive Order 93-9 I have directed the Commissioner of Trade and Economic
Development to investigate the feasibility of implementing "one-stop shopping" by businesses
for regulatory affairs in Minnesota. The Commissioner will report his findings and
recommendations to me by January 1, 1995. To help ensure the success of this project I have
directed that all state agencies shall cooperate in the conduct of this study.

I want to stress that this project is a high priority for me. As you are aware, I am deeply
committed to minimizjng the regulatory burden on Minnesota businesses and to assisting
businesses in achieving regul~tory compliance as promp~y and expeditiously as possible. I ask
that you coope~ate fully in this study so that these goals can be accomplished.

Commissioner Gillette has directed Charles Schaffer of his staff to head up the feasibility study.
He will be contacting all of you with specific details for accomplishing the project, or you may

.call him at (612) 296-0617.

.....N EQUAL OPPORTUNITY E~1PLOYER

o PRINTED ON RECYCLED PAPER

3'~?5



MINNESOTA DEPARTMENT OF

TRADE AND ECONOMIC DEVELOPMENT

500 Metro Square

121 7th Place East

Saint Paul, Minnesota 55101-21;46 USA

MEMORANDUM

August 20, 1993

TO:

FROM:

SUBJECT:

Parties Interested in or Affected by Executive Order 93-9 Regarding a
Feasibility Study on •One-Stop Sheing· for Regulatory Matters

Charles A. Schaffer (/..4.#'
Conduct of the Study

Background

Executive Order 93-9 was signed by the Governor and filed with the Secretary of
State on July 7, 1993. It was published in the State Register on July 19, 1993 (Vol. 18,
Issue No.3). Pursuant to Minn. Stat. § 4.035, Subd. 2 the Order becomes effective on
August 2, 1993.

The Executive Order requires the Commissioner of Trade and Economic
Development to investigate the feasibility of implementing true "one-stop shopping" by
business for regulatory affairs in Minnesota, and to report his findings and recommen­
dations (including legislative initiatives) to the Governor by January 1, 1995.

The substance of this Executive Order was a recommendation of the Commis­
sioner of Trade and Economic Development in his May 15, 1993, report to the
Governor on implementation of Executive Order 92-15 regarding state agencies' review
of rules ana regulations.

Context of the Study'

Executive Order 93-9 is explicit as to the definition of what constitutes one-stop
shopping for regulatory affairs: a single agency or sub-agency in state government
(though perhaps with mote than one office location) which has the authority, personnel,
expertise, procedures and systems resources to:

- 1 -
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o asSist and advise the "business public" with the substance and procedures
of individual regulations and the steps to compliance;

o provide to and accept from business applicants the necessary forms and
documents for regulatory compliance;

o process these forms and documents· in accordance with statutes and rules;
and

o directly issue licenses and permits as agent for the applicable agency.

The activities proposed for the one-stop shopping agency are substantially
greater than those found in current permit assistance programs (Minn. Stat. § 116C.24­
116C.32 and § 1161.69-1161.86) in that the one-stop agency would process forms and
applications and issue licenses and permits as agent for the state agency having
statutory authority and responsibility for the regulatory activity involved~

Issues

Executive Order 93-9 identifies a number of issues to be examined and .resolved:, -

1) The relationship between the agency that provides the "one-stop shop­
ping" service and the department or agency which has statutory authority
for substantive regulation or enforcement.

Comment:

At its lowest level this issue involves the degree to which various licenses
and permits and regulatory activities affect a "business public" and thus
can be/should be part of anyone-stop operation. As noted in the
Commissioner's report on Executive Order 92-15, a number of state
agencies licensing occupations or regulating the conduct of those occupa­
tions do not regard their activities as affecting business in any way despite
the fact that such regulation is a text-book example of an individualized
economic decision by government (see p. 9 of the Commissioner's report
on E.O. 92-15).

The Department of Trade and Economic Development's business licens­
ing assistance statute provides a broad definition of "business license" to
include any permit, registration, certification or other form of approval
authorized by statute or rule to be issued by any agency or instrumentality
of the state of Minnesota as a condition of doing business in Minnesota

- 2.-



(Minn. &it. § 1161.70). Such a broad definition could be interpreted to
include activities like incorporations, tax filings and the like. In practice
the actual scope of the licensing assistance activity was narrowed to those
requirements for"commercial business undertakings, projects and activi­
ties" (Minn. Slal. § 1161.73) with specific exemptions listed for occupa­
tional regulations and environmental regulations (Minn. Stat.
§ 1161.70 Subd. 2a).

At a more substantial level this issue addresses the question of whether
administrative agencies can delegate their statutory authority to ~other

state administrative agency. [(See Beck, Minnesota Administrative Proce­
dure. § 24.5 (1987); Hubbard Broadcasting Inc. v. Metropolitan Sports
Facilities Commission. 381 N.W.2d 842, 847 (Minn. 1986); In re Hansen.
275 N.W.2d 790, 796-7 (Minn. 1987); appeal dismissed, 441 U.S. 938
(1979); Dragonosky v. Minnesota Board of Psychology. 367 N.W.2d 521,
525 (Mirin. 1985)]. .

If such a delegation is possible, do the present statutes for transfer of
duties pursuant to a reorganization order (Minn. Stat. § 16B.37) or
entering into interagency agreements or joi~t powers agreements (Minn.
Stat. § 471.59, Subd. 1) offer procedures adequate to the task?

In selecting an agency or department for performing the "one-stop shop­
ping" role, consideration will have to be given to the issues of separation
of functions in administrative agencies [QYithrow v. Larkin. 421 U.S. 35
(1975)] and avoidance of coloration of opinion and action by staff making
decisions on more than one regulatory activity (that is, avoiding knowl­
edge of facts in one application from influencing decisions on another
activity) [(Hortonville Joint School District No. 1 v. Hortonville Educa­
tional Association. 426 U.S. 482 (1976)].

2) A determination of who should perform competency testing or assure
competency in cases where that is a prerequisite to securing a license or
permit (e.g., licensed professions and building trades), and who assures or
evaluates the adequacy of continuing education or other competency­
based criteria that are a condition of relicensure.

Comment:

It needs to be decided if this is an issue of personnel and procedure only,
or if the study will also look at more substantive changes like removing
the state from regulatory standard set~ng and competency testing and

- -3 -



having a private organization perform those functions. The use by states
'of such private standard setting most frequently involves the adoption by
the state' of a particular standard developed by a private sector organiza­
ti9n (e.g., the National Uniform Fire Code of the National Fire Protec­
tion Association). Less frequently occurring is a state's authorizing a
private organization to act on its behalf in standard setting, testing,
certifying, or licensing (see the cases noted. above on the delegation

. issue). Such use· of private bodies has been substantially reduced since
the UoS. Supreme Court's decision in American Society Qf Mechanical
Engineers v" HydrQlevel [(102 S.Ct. 1935 (1982)].

3) How disputes concerning delay in issuing a license or permit, denial of a
license or permit, or suspensiQn or termination of a license or permit for
disciplinary or other reasQns will be .handled.

..
4) How the acceptance Qf "one-stop shopping" by regulatory and enforce­

ment agencies will be secured and how compliance and enforcement
activity will be cQQrdinated.

CQmment:

Nos. 3 and 4 again relate to the issues noted above of delegation and
relationship of one function (e.g., licensing) to other related activities
(e.g.,compliance) and unrelated activities (e.g., promotion, economic
development, revenue collection).

Nos. 3 and 4 also raise substantial principal-agent issues in the desig~ of
incentives fQr accomplishing Qne-stop shopping. Specifically, for current
regulatory agencies there must be procedures to ensure that the agencies
do not engage in Nash behaviors where agencies independently determine
and adjust their degree of participation with resulting 'less-than-optimal

. levels of the public gQod sought in Qne-stop shopping. In selecting the
state agency to Qperate the one-stQp function, procedures must be in
place to aVQid adverse selection (where the agency misrepresents its
ability) and moral hazard (where the agency does not deliver adequate
effort).

5) How to acquire a staff that has the level of expertise necessary to provide
the level of assistance and advice demanded by true "one-stop shopping."

- 4 -



Comment:

Personnel issues will have to be addressed in the context of agency
reorganizations, union contracts, civil service provisions (see, for example,

. Chapter 192, Sec. 75,~ of 1993, codified as Minn. Stat. § 43A.05,
dealing with personnel matters in agency restrueturings).

S~ly, issues of design and operation of necessary information/com­
munication systems will have to. be considered in light of recent legisla­
tion (see, Chapter 192, Sec. 71, Laws of 1993, codified as Minn. &n..
§ 16B.41, relating to computer systems planning and the Information
Policy Office). .

6) How the strengths and limitations of"one-stop shopping" will be commu­
nicated to regulated parties.

Comment:

As noted above, the issue of communication to regulated parties will be
influenced by whether the study yields procedural changes only (and
'whether they are user-optional, involve some or all regulatory contacts) or
also recommends changes in the number, kind and requirements of
regulations. There are two 1993 statutes to be considered: Chapter 192,
Laws of 1993, codified as Minn. Stat. § 15.91 to 15.92, relating to state
agency reporting of goals and performance; Chapter 252, Sec. 2, Laws of
1993, codified as Min". Stat. § 1161.581 relating to the duties of the
Competitiveness Task Force.

7) . How matters of overlapping jurisdiction (state/federal, state/local). will be
handled and how those issues will be.communicated to the affected
parties.

Comment:

This is a substantial issue in areas of environmental protection; health;
food manufacturing and sales; occupational safety.

8) How the need for legislative change will be determined and who will be
responsible for preparing and monitoring initiatives to secure such
change.

- 5 -



9) I:..egal liability and other legal issues.

Comment:

The issues discussed above raise legal issues, e.g., statutory changes
needed to establish one-stop shopping, delegation (if legally pennissible)
or transfer of agency_ licensing Of. pennitting authority, rulemaking author-

. ity, employee relations issues, and others. In addition, the study should
address 1he risk and allocation of liaoility for improperly issuing, denYing­
or suspending a license or pennit and the potential costs of defense.

10) Such other -issues as the study group deems important' and appropriate.

Conduct of the Study

I am asking all interested and affected state departments to respond initially to
me by October 1 on the issues raised in this memo (and to raise any other issues they
think appropriate). These responses should be directed to me at:

;

Charles A. Schaffer
MN Department of Trade and Economic Development
500 Metro Square
121 7th Place East
St. Paul, Minnesota 55101-2146

Concurrently a notice will appear in the State Register seeking the comments of
interested and affected parties outside government.

Based -on the responses received individual working groups can be established on
particular questions. I foresee these using the methodology we used in this depart­
ment's 1984 study on state regulation. That method, developed by the American Bar
Association's Committee on Law and the Economy, provides for exchange of written
materials as the principal way to focus attention on the question. Meetings are for
seeking consensus, negotiating positions and framing majority and minority positions.

Although the Executive Order does not require a report until January 1, 1995, I
would hope to have all work completed by early Fall of 1994.

CAS:mc

- 6-



MINNESOTA
TURKEY GROWERS
ASSOCIATION, INee
2380 WYCUFF STREET • ST: PAUL, MINNESOTA 55114 • 6121646-4553 • FAX 612/646-4554

October 19, 1993

Mr. Charles Schaffer
Minnesota Department of Trade
and Economic Development
500 Metro Square
121 7th Place East
St. Paul, MN 55101-2146

Dear Mr. Schaffer:

The Minnesota Turkey Growers Association applauds Governor Carlson
for his directive to conduct a feasibility study on "one-stop
shopping" (aSS) for regulatory matters. We feel that successful
implementation of ass could result in tremendous savings for
Minneso~a turkey breeders, growers, hatchers and processors.

While the turkey industry is covered by many regulations, we will
focus our comments on feedlots.

As you are already aware, agriculture in Minnesota is big business.
The turkey industry alone generates over $300,000,000 of on-farm
income. Minnesota agriculture represents a interdependent system,
whereby crop producers and livestock producers depend on each other
to provide inputs and markets. As goes the livestock industry so
goes the crop sector.

In recent years the livestock sector has been faced with increasing
bureaucracy, which breeds inefficiency and contentiousness. Those
desiring to expand or establish a feedlot of over 10 animal units
must~ at a minimum, obtain a feedlot permit from the Minnesota
Pollution Control Agency. In many instances that same farmer must
also obtain permits from the county and the local township. More
permits mean more fees ••• while not necessarily receiving more
service.

Being public bodies, each level of government may hold a hearing on
a permit if such a hearing is requested by citizens. Such multiple
hearings are time-consuming. Furthermore, these hearings
frequently become opportunities for disgruntled parties or
activists to harass an applicant. Their hope is to delay or defeat
the application for personal or political reasons rather than for
potential pollution risk.

OFFICERS DIRECTORS LARRY GATES VERNAL NELSON LOREN THOMPSON
Willmar Kensington Burtrum

GREG LANGMO CHUCK ZIMMERMAN
President Past President EDDIE GRAHAM JIM OLSON DARYL VELO
Litchfield Northfield Truman Starbuck Rothsay

GREGG GLEICHEAT JEFF BUYSSE MIKE HOLMGREN RAY ORSTEN JOHN K. HAUSLAOEN
Vice President Ghent Swanville Willmar Executive Director
Faribault

SID CHRISTENSEN MIKE MORRIS DON SKARIE
GEORGE GORroN Sleepy Eye Altura Detroit Lakes

5ecretaryrrreasurer
Pelican Raolds



Schaffer - October 19, 1993
Page 2

We also believe the current system does not recognize the value of
an MPCA feedlot permit. These permits are issued by technical
staff whose whole business ,is to assess pollution potential. In
many cases lower levels of government end up second-guessing the
opinion of the MPCA and add more restricitve requirements. We
contend that township governments do not have the technical
expertise to determine pollution potential.

We generally feel that the MPCA has been doing a good job managing
the feedlot program. Having said that, we do want to raise some
concerns. We believe the turn-around time on applications is slow.
More onerous is the unreasonable restrictions that are being placed
upon feedlots by the MPCA as a condition of operation, especially
regarding manure management.

The MTGA advocates a county-based one-stop shopping system. We
envision counties being giving the funding and staffing to
administer the feedlot program on a' local level, including
everything from filling out the application to conducting site
visits to ultimately issuing the permit. These counties must all
operate in a manner that consistently applies state regulations
while accounting for geological differences among parts of the
state. Coordination must occur not only among state and local
governments, but this one-stop office must understand federal
programs and requirements.

We envision a system where any farmer who wants to expand or
establish a feedlot can get his or her answers and paperwork
completed by visiting one office.

Thank you for the chance to share our perspectives. We would
welcome the opportunity to visit with you in detail about any of
our points.

Sincerely,

MI E~.OTA }TUR:l.lZJ.GROW;:RS _,ASSOCIATION

__..,...,,~.. t· I.' 'I vL/k~
'/ v"'- "". ..., V'v.v '" L,' --t:, _

.... """""---
K. Hausladen

utive Director

cc: Government and Public Affairs Committee
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Methodology and Responses to a Swvey of

,Minnesota Businesses Regarding Access to State Regulatoty Agencies



SURVEY OF MINNESOTA BUSINESSES REGARDING ACCESS TO
STATE REGULATORY AGENCIES

METHODOLOGY

A sampling of 3000 businesses was drawn from industries that were considered
significant to the Minnesota economy in terms of their level of employment or
wages paid, and which were considered likely to experience a relatively
substantial amount of government regulation in the conduct of business
operations. The industries, and sampling size, were:

Number
Industry Surveyed

Manufacturing
Except printing and publishing 600
Printing and publishing 400

Retail
Eating and drinking establishments 300
Food stores 250
Automotive dealers & service stations 200

Service
Health care 300
Hotels and lodging 250
Auto repair, parking, services 200

Contractors 300

1

Percent
Surveyed

20.0
13.3

10.0
8.3
6.7

10.0
8.3
6.7

10.0



Number Percent
Industry Surveyed' Surveyed

Other
Finance, insurance, real estate 200 6.7

Total 3000 100.0

A single mailing was made to the companies in the sample. There was no
follow-up mailing.

A total of 940 responses (31.3 %) was received by the response deadline. The
following chart shows the number of responses by industry sector, grouped
according to survey categories:

Industry

Manufacturing
Except printing and publishing
Printing and publishing

Retail

Number
Responding

237
17

225

Percent of
Responses

25.2
1.8

23.9

Service
Health care
Hotels and lodging
Other

Contractors

Other

Unspecified

Total

2

80 8.5
81 8.6

184 19.6

53 5.6

51 5.4

12 1.3

940 100.0



When responses are analyzed by industry sector, it appears the responses are
slightly over-representative of the service sector, and slightly under­
representative of the manufacturing and contractor sectors:

Percent Percent of
Industry of Sample Responses

Manufacturing 33 27

Retail 25 24

Service 25 36

Contractors 10 6

Other 7 7

Total 100 100

3



SURVEY OF MINNESOTA BUSINESSES REGARDING
ACCESS TO STATE REGULATORY AGENCIES

Preliminary Results
March 15, 1994

DEMOGRAPHIC INFORMATION:

10 primary type of business

237
225
184

81
80
53
17
51

--lZ
940

2502%
23.9
19.6
8.6
8.5
5.6
1.8
5.4
1.3

100.0%

Manufacturing
Retail
Service
Hospitality (Lodging, Restaurants, Tourism)
Health Care
Construction, Contractor
Printing and PUblishing
Other, Specified
No Response; Can't Determine
Total

2. Location

402
515

19
_4
940

42.8%
54.8
2.0

.4
100.0%

Twin cities metro area
outside Twin Cities metro area
Locations statewide
No Response
Total

3. Number of full time equivalent employees'

187 19.9% F'ewer than 10
262 27.9 10 to 19
247 26.3 20 to 49

95 10.1 50 to 100
144 15.3 Over 100
--2 .5 No Response
940 100.0% Total

Prepared by: Minnesota Small Business Assistance Office
Department of Trade and Economic Development



EXTENT OF STATE REGULATION OF RESPONDENT'S BUSINESS

4a Type of regUlation (will total more than 940, due to mUltiple
responses)

232 Business must obtain a license or permit from the state
to manufacture, produce or package the product the
business sells.

450 Business must obtain' environmental licenses or permits
in order to operate the business.

457 Business must obtain a license or permit to sell a
particular product or service

220 Other type of regUlation

104 Not required to obtain a state license or permit to
conduct the business.

5. How much time does it typically take the business each year to
comply with state regUlations (excluding tax and payroll
compliance)?

410
327
144
--2..i
940

43.6%
34.8
15.3

6.3
100.0%

40 hours
40 to 160 hours
More than 160 hours
No response
Total

AVAILABILITY OF NEEDED INFORMATION ABOUT STATE REGULATION OF THE
BUSINESS

6a. What is the usual source of information about state regUlation
of the business? (will total more than 940, due to mUltiple
responses)

184 In person from the state regulatory agency
458 By telephone from the state regUlatory agency
557 By mail from the state regulatory agency

72 By fax from the state regulatory agency
202 From other businesses
513 From professional or trade associations
416 From professional advisors (e.g., attorneys,

accountants)



6b~ What is the primary source of information about state
regulation of the business?

30
144
185

1
13

136
98

333
940

302%
15.3
19,,7

.1
1.4

14 .. 5
10 .. 4

35.4
100.0%

In person from the state regulatory agency
By telephone from the state regulatory agency
By mail from the state regulatory agency
By fax from the state regulatory agency
From other businesses
From professional or trade associations
From professional advisors (e.g .. , attorneys,
accountants)
Primary source not specified
Total

7. How available from the state regulatory agency is information
on regulatory requirements that apply to the operation of the
business?

328
490

87
....J2
940

34.9%
52 .. 1
9.3
3.7

100.0%

Readily available
Available after some asking and search
Hard- to find
No response
Total

8. How available from the state regulatory agency is information
about the pOlicies and procedures that apply to the business?

275
507
119
.22.
940

29.3%
53.9
12.7
4.1

100.0%

Readily available
Available after some asking and search
Hard to find
No response
Total

9. How understandable-are state-rules, forms, and informational
materials that apply to the business?

334
366
197
--ll
940

36.6%
38.9
21.0
3.5

100.0%

Generally understandable
Somewhat hard to understand
Confusing, difficult to understand
No· response
Total

10. How knowledgeable are state agency staff about state
regulatory requirements and how these requirements apply to
the business?

706
172
-ll
940

75.1%
18.3

6.6
100.0%

Generally knowledgeable
Not knowledgeable
No Response
Total



11.. How available is state regulatory agency staff to assist with
questions and problems related to the regulation of the
business?

477
360

36
-2.Z
940

50 .. 7%
38 .. 3

3 .. 8
7 .. 1

100.0

Readily available
Available only after much asking
Not available
No response
Total

12.. Is the business generally satisfied with the timeliness,
accuracy, and completeness of the information it obtains from
the state regulatory agency?

610
264
--.2.2.
940

64.9%
28 .. 1
7~0

100.0%

Yes
No
No response
Total

USEFULNESS TO' THE OPERATION OF THE BUSINESS OF "ONE STOP" MEASURES

13. A single location within the state where the business would
obtain and submit applications for all licenses, permits, and
other state regulatory requirements.· (Assume that the
underlying regulations would remain the same as they are
today. )

397
272
241
--lQ
940

42.2%
28.9
25.6
3.2

100.0%

Very helpful
Somewhat helpful
Would not make a difference
No Response
Total

14. A single location within the state that has the authority to
make all decisions and answer all questions regarding
licenses, permits, and other state regulatory matters.

489
241
183
.11.
940

52.0%
25.6
19.5

2.9
100.0%

Very helpful
Somewhat helpful
Would not make a differenca
No response
Total



150 A single toll-free telephone number to call to get the answers
-to all questions regarding state regulation of the business.

623
176
114
.....ll
940

6603%
1807
1201
2.9

10000%

Very helpful
Somewhat helpful
Would not make a difference
No response
Total

160 How far would you be willing to travel to personally visit a
state agency representative to comply with state regulatory
requirements?

445
185

26
256
~
940

4703%
19 .. 7
2.8

27 .. 2
3.0

100,;0%

Fewer than 50 miles
50 to 150 miles
More than 150 miles
Would not be willing to travel for this purpose
No response
'Total

170 Other suggestions that would make the process of complying
with state regulation more helpful for the business:

289! 1,00.0%

56 19.4%

44 15.2%

41 14.2%

36 12.4%

27 9.3%

21 7.3%

17 5.9%

13 4.5%

7 2.4%

5 1.7%

3 1.0%

Responses to this question
(31.3% of survey respondents)

Reduce the number of regulations

Improve responsiveness of regulato~y agency
staff

Reduce the complexity of regulations

Provide regular written information on
regulations that apply to my business

Eliminate overlap and duplication of regulations
by federal, state and local levels of government

Improve knowledge of regulatory agency staff

Assure consistent interpretation of regulations

Establish less adversarial relationship between
regulatory agency and regulated businesses

General comments about reducing government

Reduce government-imposed costs (taxes, workers'
compensation)

Use common sense in adopting regulations



35 12,,1% other Comments

16 Specific comments regarding one-stop
shopping for licenses and permits (5 in
favor, 11 against)

14 positive comments about regulatory agencies
or staff

5 General comments, not classifiable elsewhere

CHARACTERISTICS OF RESPONDENTS TO QUESTION 17

Industry:
Manufacturing
Retail
Service
Construction, Contractor
Health Care
Hospitality
Printing & Publishing
O~her, Industry
Cannot be determined
Total

Location:
Metro
Greater Minnesota
Both
No Response

. Total

Number of Employees:
Fewer than 10
10-19
20-49
50-100
Over 100

77
73
45
19
29
26

6
12

_2
289

118
162

8
__1
189

47
84
71
32
55

289

.26.6%
25.3%
15.6%

6.6%
10.0%

900%
2.1%
4.1%

.7%
100.0%

40.8%
56.1%

2.8%
.3%

200.0%

16.3%
29.1%
24.5%
11.1%
19.0%

100.0%



SURVEY OF MINNESOTA BUSINESSES
EXECUTIVE ORDER 93-9

RESPONSES TO QUESTIO~ 17

170 Other suggestions that would make the process of complying with state
regulations more helpful for your business.

Numbe~ of Respondents: 289· (31.3% of survey respondents)

56 Reduce the Number of Regulations

44 Improve. Responsiveness of Regulatory Agency Staff

41 Reduce the Complexity of Regulations

36 Provide Regular Written Information on Regulations that Apply to My
Business

27 Eliminate Overlap and Duplication of Regulations by Federal, State and
Local Levels of Government

21 Improve Knowledge of Regulatory Agency Staff

17 Assure Consistent Interpretation of Regulations

13 Establish Less Adversarial Relationship between Regulatory Agency and
Regulated Businesses

7 Reduce Government in General

5 Reduce Government-Imposed Costs (Taxes, Workers' Compensation)

3 Use Common Sense in Adopting Regulations

35 Other Comments:

16 Specific Comments Regarding One-Stop Shopping for Licenses and
Permits

5 In Favor
11 Against

14 positive Comments About Regulatory Agencies or Staff

5 General Comments, Not Classifiable Elsewhere



CHARACTERISTXCS OF RESPONDENTS TO QUESTION 17

Industry:
Manufacturing
Retail
Service
Construction, Contractor
Health Care
Hospitality
Printing & Publishing
other Industry
Cannot be determined
Total

Location:
Metro
Greater Minnesota
Both
No Response
Total

Number of Employees:
Fewer than 10
10-19
20-49
50-100
Over 100

77
73
45,
19
29
26

6
12

_2
289

118
162

8
_1
189

47
84
71
32

2.2
289

26.6%
25.3%
15.6%

606%
1000%

9 .. 0%
201%
4 .. 1%

.7%
10000%

4008%
56.1% .

208%
.3%

200.0%

16.3%
29.1%
24.5%
11 .. 1%
19.0%

100.0%



Executive Order 93-9
Survey of ~nnesota Businesses
Ana1ysis of Responses to Question 17
Page 24

SPECIFIC COMMENTS AGAINST ONE-STOP SHOPPING

Nbr Typ Loc Emp Response

0173 2

0264 6

0345 3

0362 1

0449 3

0641 3

0563 6

0681 6

0696 3

0748 1

0900 8

2

2

2

2

1

2

2

2

2

2

5

1

1

5

2

i

1

2

1

3

2

In answer to question 16, with fax machines and telephone, no one
should have to travel.

I believe one office in the state would make "taking care of
business" difficult for some owners no matter where the ONE
office was. Questions 7 and 8 -- the answers are too separated.
My answer would be "somewhat available."

In our business, we are in a position to have to know everything
about rules, regulations, policies, procedures about fuels,
chemicals (farm products) and home heating gas. Is it possible
to call one number and be able to have any question answered
about anything? Just curious.

We would not like to see one "clearing house" type department
that would issue all types of regulatory documents, as this would
lend itself to no personalized service. Working with each
separate department is most preferred.

I would not be willing to pay anything for a central service

Attached letter from respondent 0623. Believes questions
regarding utility of single location for licenses and permits
appears to be a "fishing expedition" to building a new building
and hiring additional staff. The state must learn to problem
solve without spending more money.

Don't need to travel -- phone call enough.

I do not favor as implied in questions 13-15 a single place for
all regulatory activities. That would be much less efficient
than the present system.

Use phone and fax -- don't expect people to come in.

If you have a single location you must make it accessible to out
state because if you try and call now you can't get through.
Would be worse if one location. The idea is good but you must be
able to contact [the regulatory agency].

I do not feel one location for all regulatory and license/permits
would be workable. I do feel we should have toll free access.



Executive Order 93-9
Survey of ~nnesota Businesses
Ana~ysis of Responses to Question 17
Page 23

SPECIFIC COMMENTS IN FAVOR OF ONE-STOP SBOPPrNG

Nbr Typ Loe Emp

0048 3 1 4

0233 1 1 4

0400 2 2 2

0640 5 2 5

0867 8 1 2

Response

state board of electricity. does a fine job.

Who do you call -- where is the information to tell you what you
need to know, be specific, lay person's language.

Would help to combine all licenses into a package for each type
of business less forms, less labor, less costs.

Integrating a number of very similar license or certificate
requirements into a "one stop shopping" entity. Our business has
an average of nine (9) site visits per year from state regulators
-- very duplicative and unnecessary.

I like the concept of all state regulatory agencies under one
roof with one phone number to call. We need to have
government work as partners with business -- not against business
-- or everyone will relocate to Wisconsin or South/North Dakota.



Appendix 5

Guidance to Interested and Affected Parties

on Conduct of the One-Stop Licensing Study.



MINNESOTA DEPARTMEf'o'T OF

TRADE AND ECONOMIC DEVELOPMENT

500 Metro Square

121 7th Place East
Saint Paul. Minnesota 55101-2146 USA

MEMO RA.NDUM

August 20, 1993

TO:

FROM:

SUBJECT:

Background

Parties Interested in or Affected by Executive Order 93-9 Regarding a
Feasibility Study on "One-Stop sh,~ing" for Regulatory Matters

Charles A. Schaffer (!./#
Conduct of the Study

Executive Order 93-9 was signed by the Governor and filed with the Secretary of
State on July 7, 1993. It was published in the State Register on July 19, 1993 (Vol. 18,
Issue No.3). Pursuant to Minn. Stat. § 4.035, Subd. 2 the Order becomes effective on
August 2, 1993.

The Executive Order requires the Commissioner of Trade and Economic
Development to investigate the feasibility of implementing true "one-stop shopping" by
business for regulatory affairs in Minnesota, and to report his findings and recommen­
dations (including legislative initiatives) to the Governor by January 1, 1995.

The substance of this Executive Order was a recommendation of the Commis­
sioner' of Trade and Economic Development in his May 15, 1993, report to the
Governor on implementation of Executive Order 92-15 regarding state agencies' review
of rules and regulations.

Context of the Study

Executive Order 93-9 is explicit as to the definition of what constitutes one-stop
shopping for regulatory affairs: a single·agency or sub-agency in state government
(though perhaps with. more than one office location) which has the authority, personnel,
expertise, procedures and systems resources to:

- 1 -
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o assist and advise the "business public" with the substance and procedures
of individual regulations and the steps to compliance;

o provide to and accept from business applicants the necessary forms and .
documents for regulatory compliance;

o process these forms and documents in accordance with statutes and rules;
and

o directly issue licenses and Permits as agent for the applicable agency.

The activities proposed for the one-stop shopping agency are substantially
greater than those found in current Permit assistance programs (Minn. Stat. § 116C.24­
116C.32 and § 116J.69-116J.86) in that the one-stop agency would process- forms and
applications and issue licenses and Permits as agent for the state agency having
statutory authority and responsibility for the regulatory activity involved.

Issues

Executive Order 93-9 identifies a number of issues to be examined and resolved:

1) The relationship between the agency that provides the "one-stop shop­
ping" service and the department or agency which has statutory authority
for substantive regulation or enforcement.

Comment:

At its lowest level this issue involves the degree to which various licenses
and Permits and regulatory activities affect a "business public" and thus
can be/should be part of anyone-stop operation. As noted in the .
Commissioner's report on Executive Order 92-15, a number of state
agencies licensing occupations or regulating the conduct of those occupa­
tions do not regard their activities as affecting business in any way despite
the fact that such regulation is a text-book example of an individualized
economic decision: by government (see p. 9 of the Commissioner's report
on E.O. 92-15).

The Department of Trade and Economic Development's business licens­
ing assistance statute provides a broad definition of "business license" to
include any Permit, registration, certification_ or other form of approval
authorized by statute or rule to be issued by any agency or instrumentality
of the state of Minnesota as a condition of doing business in Minnesota,
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(Minn. smt.. § 116J.70): Such a broad definition could be interpreted to
include activities like incorporations, tax fl1ings anq the like. In practice
the actual scope of the licensing assistance activity was narrowed to those
requirements for"commercial business undertakings, projects and activi­
ties" (Minn. &al. § 116J.73) with specific exemptions listed for occupa­
tional regulations and environmental regulations (Minn. Stat.
§ 1161.70 Subd. 2a).

At a more substantial level this issue addresses the question of whether
administrative agencies can delegate their statutory authority to another
state administrative agency. [(See Beck, Minnesota Administrative Proce­
dure, § 24.5 (1987); Hubbard Broadcasting Inc. v. Metropolitan Sports
Facilities Commission. 381 N.W.2d 842, 847 (Minn. 1986); In re Hansen,
275 N.W.2d 790, 796-7 (Minn. 1987); appeal dismissed, 441 U.S. 938
(1979); Dra~onosky v. Minnesota Board of Psychology. 367 N.W.2d 521,
525 (Minn. 1985)].

If such a delegation is possible, do the present statutes for. transfer of
duties pursuant to a reorganization order (Minn. Stat. § 16B.37) or
entering into interagency agreements or joint powers agreements (Minn.
Stat. § 471.59, Subd. 1) offer procedures adequate to the task?

In selecting an agency or department for performing the "one-stop shop­
ping" role, consideration will have to be given to the issues of separation
of functions in administrative agencies [QYithrow v. Larkin', 421 U.S. 35
(1975)] and avoidance of coloration of opinion and action by staff making
decisions on more than one regulatory activity (that is, avoiding knowl­
edge of facts in one application from influencing decisions on another
activity) [(Hortonville Joint School District No. 1 v. Hortonville Educa­
tional Association, 426 U.S. 482 (1976)].

2) A determination of who should perform competency testing or assure·
competency in cases where that is a prerequisite to securing a license or
permit (e.g., licensed professions and building trades), and who assures or
evaluates the adequacy of continuing education or other. competency­
based criteria that are a condition of relicensure.

Comment:

It needs to be decided if this is an issue of personnel and procedure only,
or if the study will also look at more substantive changes like removing
the state from regulatory standard setting and comPetency testing and
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having a private organi~tion perform those functions. The use by states
of such private standard setting most frequently involves the adoption. by
the state of a particular standard developed by a private sector organiza­
tion (e.g., the National Uniform Fire Code of the National Fire Protec­
tion Association). Less frequently occurring is a state's authorizing a
,private organization to act on its behalf in standard setting, testing,
certifying, or licensing (See the cases noted above on the delegation
issue). Such use of private bodies has been substantially reduced since
the U.S. Supreme Court's decision in American Society of Mechanical
Eneineers v. Hydrolevel [(102 S.Ct. 1935 (1982)].

3) How disputes concerning delay in issuing a license or permit, denial of a
license or permit, or suspension or termination of a license or permit for
disciplinary or other reasons will be handled.

4) How the acceptance of "one-stop shopping" by regulatory and enforce­
ment agencies will be secured and how compliance and enforcement
activity will be coordinated.

, Comment:

Nos. 3 and 4 again relate to the issues noted above of delegation and
relationship of one' function (e.g., licensing) to other related activities
(e.g., compliance) and unrelated activities (e.g., promotion, economic
development, revenue collection).

Nos. 3 and 4 also raise substantial principal-agent issues in the design of
incentives for accomplishing one-stop shopping. Specifically, for current
regulatory agencies there must be procedures to ensure that the agencies
do not engage in Nash behaviors where agencies independently determine
and adjust their degree of participation with resulting less-than-optimal
levels of the public good sought in one-stop shopping. In selecting the
state agency to operate the one-stop function, procedures must be in
place to avoid adverse selection (where the agency misrepresents its
ability) and moral hazard (where the agency does not deliver adequate
effort).

5) How to acquire a staff that has the level of expertise necessary to provide
the level of assistance and advice demanded by true "one-stop shopping."
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Comment:

Personnel issues will have to be addressed in the context of agency
reorganizations, union contracts, civil service provisions (see, for example,
Chapter 192, Sec. 75, Laws of 1993, codified as Minn. Stat. § 43A.05,
dealing with personnel matters in agency restructurings).

Similarly, issues .of design and operation of necessary information/com­
munication systems will have to be considered in light of recent legisla­
tion (see, Chapter 192, Sec. 71,~ of 1993, codified as Minn. Stat.
§ 16B.41, relating to computer systems planning and the Information
Policy Office).

6) How the strengths and limitations of "one-stop shopping" will be commu­
nicated to ,regulated parties.

Comment:

As noted above, the issue of communication to· regulated parties will be
influenced by whether the study yields procedural changes only (and

'whether they are user-optional, involve some or all regulatory contacts) or
also recommends changes in the number, .kind and requirements of
regulations. There are two 1993 statutes to be considered: Chapter 192,
Laws of 1993, codified as Minn. smt. § 15.91 to 15.92, relating to state
agency reporting of goals and performance; Chapter 252, Sec. 2, Laws of
1993, codified as Minn. Stat. § 1161.581 relating to the duties of the
Competitiveness Task Force.

7) How matters of overlapping jurisdiction (s~te/federal, state/local) will be
handled and how those issues will be communicated to the affected
parties.

Comment:

This is a substantial issue in areas of environmental protection; health;
food manufacturing and sales; occupational safety.

8) How the need for legislative change will be determined and who will be
responsible for preparing and monitoring initiatives to secure such
change.
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9) Legal liability and other legal issues.

Comment:

The issues discussed above raise legal issues, e.g., statutory changes
needed to establish one-stop shopping, delegation (if legally Permissible)
or transfer of agency licensing or permitting authority, rulemaking author­
ity, employee relations issues, and others. In addition, the' study should
address the risk and allocation of liability for improperly issuing, denying
or suspending a license or permit and the potential costs of defense.

10) Such other issues as the study group deems important and appropriate.

Conduct of the Study

I am asking all interested and affected state departments to respond initially to
me by November 1 on the issues raised in this memo (and to raise any other issues they
think appropriate). These responses should be directed to me at:. .

Charles A. Schaffer
MN Department of Trade and Economic Development
500 Metro Square
121 7th Place East
St. Paul, Minnesota 55101-2146

Concurrently a notice will appear in the State Register seeking the comments of
interested and affected parties outside government.

Based on the responses received individual working groups can be established on
particular questions. I foresee these using the methodology we used in this depart­
ment's 1984 study on state regulation. That method, developed by the American Bar
Association's Committee on Law and the Economy, provides for exchange of written
materials as the principal way to focus attention on the question. Meetings are for
seeking consensus, negotiating positions and framing majority and minority positions.

Although the Executive Order does not require a report until January 1, 1995, I
would hope to have all work completed by early Fall of 1994.

CAS:mc
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