STUDENT OUTLINE

DIRECT MAIL / PRIORITY PROSPECT CARD PROGRAM

BRC 53

LEARNING OBJECTIVES:

     a.  TERMINAL LEARNING OBJECTIVE:  Without the aid of references, identify in writing

     the primary purpose for working the Direct Mail/Priority Prospect Card Program in accordance with

     the Guidebook for Recruiters, Volume I, MCO P1130.76.  (8411.4.3)

     b.  ENABLING LEARNING OBJECTIVES:
          (1) Without the aid of references, identify in writing the advantages of the Direct Mail Program in

          accordance with Guidebook for Recruiters, Volume I, MCO P1130.76.  (8411.4.3a)

          (2) Without the aid of references, identify in writing the three markets of the Direct Mail   

          Program in accordance with Guidebook for Recruiters, Volume I, MCO P1130.76.  (8411.4.3b)

          (3) Without the aid of references, identify in writing how the Direct Mail Program assists recruiter


prospecting in accordance with Guidebook for Recruiters, Volume I, MCO P1130.76.  (8411.4.3c)

          (4) Without the aid of references, identify in writing the purpose of the Fulfillment Center in    

          accordance with Guidebook for Recruiters, Volume I, MCO P1130.76.  (8411.4.3d)

          (5) Without the aid of references, identify in writing the purpose of the Direct Mail

          schedule in accordance with Guidebook for Recruiters, Volume I, MCO P1130.76.  (8411.4.3e)


(6) Without the aid of references, identify in writing the purpose of the Recruiter Supplied  

          Names Program in accordance with Guidebook for Recruiters, Volume I, MCO P1130.76.   

          (8411.4.3f)

          (7) Without the aid of references, identify in writing the purpose of RS Mailouts in 

          accordance with Guidebook for Recruiters, Volume I, MCO P1130.76.  (8411.4.3g

         
(8) Without the aid of references, identify in writing the two markets for RS Mailouts

          in accordance with Guidebook for Recruiters, Volume I, MCO P1130.76.  (8411.4.3h)


(9) Without the aid of references, identify in writing the types of RS Mailouts authorized as

          limited supplemental mailouts in accordance with Guidebook for Recruiters, Volume I, MCO  

          P1130.76.  (8411.4.3i)


(10) Without the aid of references, identify in writing how a Priority Prospect Card is

          
generated in accordance with Guidebook for Recruiters, Volume I, MCO P1130.76.  (8411.4.3j)


(11) Without the aid of references, identify in writing what prospect information is contained on  

the Priority Prospect Card in accordance with Guidebook for Recruiters, Volume I, MCO P1130.76.  (8411.4.3k)

(12) Without the aid of references, identify in writing how a Priority Prospect Card is processed 

in accordance with Guidebook for Recruiters, Volume I, MCO P1130.76.  (8411.4.3l)

          (13) Without the aid of references, identify in writing how to complete the Contact Report Card

          in accordance with Guidebook for Recruiters, Volume I, MCO P1130.76.  (8411.4.3m)


(14 Without the aid of references, identify in writing the definition of the term Good Lead in 

accordance with Guidebook for Recruiters, Volume I, MCO P1130.76.  (8411.4.3n)

          (15) Without the aid of references, identify in writing the definition of the term Not a Good Lead       

           in accordance with Guidebook for Recruiters, Volume I, MCO P1130.76.  (8411.4.3o)


(16) Without the aid of references, identify in writing the definition of the term Workable Lead   

in accordance with Guidebook for Recruiters, Volume I, MCO P1130.76.  (8411.4.3p)

          (17) Without the aid of references, identify in writing the definition of the term Not Workable 

          Lead in accordance with Guidebook for Recruiters, Volume I, MCO P1130.76.  (8411.4.3q)

          (18) Without the aid of references, identify in writing how Priority Prospect Card follow- ups are 

          conducted in accordance with Guidebook for Recruiters, Volume I, MCO P1130.76.  (8411.4.3r)

1.  The Marine Corps reaches several important markets each year through a system of direct mail or mailouts conducted at the national or RS level.  These mailouts targets not only potential prospects for enlistment, but also the general community.  There are several Advantages of Direct Mail Program:  

     
a.  Targeting -  Through careful screening and selection of lists, Direct Mail is efficient in targeting  


specific markets like high school seniors, high school graduates, college students, school officials,


and influencers.


b.  Coverage -  Direct Mail can cover a variety of large markets more rapidly than the individual 


recruiter.


c.  Personal – Because Marine Corps Direct Mail is addressed with the individual's name (not

resident or student) and presents topics pertinent to the individual at critical times in their lives,

it is more personal and attractive than general advertisements.


d.  In-Depth Message - Direct Mail is ideal for telling a long story in detail.  It is not limited by time,   


like TV or radio, or space, like newspapers, and can address specific programs of topics in depth.

2.  The mailouts target certain  markets:



a.  School market consists of officials connected with the education system, such as members of the

school board, principals, guidance counselors, etc.  Efforts are directed toward those officials who can favorably influence the recruiting climate and cooperation in schools.

b.  Contact Market  represents the various contacts within your community who may help recruiters in dealing with the general community as well as officials in your schools.  These could be school board members, elected officials, former Marines, members of the SMCR, etc.

c.  Recruiting Market consists of young people recruiters are trying to enlist.  Essentially, these are high students, graduates, and former service members in the 18 - 24 year old age group.  

d.  The primary purpose of the National Direct Mail Program is to reach our most valuable market, the Recruiting Market.
3.  The Direct Mail Program supplements the recruiter’s prospecting efforts.  It contains just enough information to induce the recipient to seek additional information either directly from a recruiter or the Fulfilmeent Center.  This is called lead generation.  Hence, Direct Mail Program assist prospecting in the following ways:


a.  Reaches high school seniors, high school graduates, and community college students with a

specific Marine Corps message.

     
b.  It creates interest in the Marine Corps and a desire for more information.


c.  Fulfills requests for additional information when the Marine Corps Fulfillment Center receives a


Business Reply Card (BRC) or a toll free call (1-800-MARINES) in response to direct mail.


d.  Sends "hot" or priority leads to recruiters via Priority Prospect Cards (PPC) from the Fulfillment


Center when "qualified" individuals respond to direct mail.

4.  The Purpose of the Fulfillment Center  is to screen out and eliminate duplicate leads and ensure only valid leads (PPC’s) are sent to recruiters.  

5.  The Purpose of the Direct Mail Schedule is to reach the targeted markets at the most critical or effective time to generate responses.

· RS’s receive sample mailings (preview mailings) approximately one week before the actual


mailing.  This sample mailing can be used by the recruiter to formulate an opening statement, or an


open probe that reinforces the message received in the direct mail when contacting recipients of that 


particular mailout.      

6.  The Purpose of the Recruiter Supplied Names Program is to allow recruiters to incorporate any names that they obtain into the Direct Mail System.  

· Recruiter collects names from high schools (juniors, seniors, past graduates,) community

colleges, or from other sources. 


(  Names without complete addresses to include zip codes should be lined out.  


(  Female names should be lined out.


(  NCOIC forwards recruiter supplied names to MPA.

7.  The Purpose of RS Mailouts is to assist the recruiting effort.  They are designed to relieve the recruiter of the administrative burden associated  with conducting mailouts.  These RS Mailouts target the following markets:

     
a.  High School Market -  This market consists of the non-cooperative schools within the Recruiting


Stations area of responsibilty.  The Executive Officer sends a letter to each non-cooperative school


requesting an opportunity to present an overview of Marine Corps Programs available to the school.  
     
b.  Local Contacts -  This market consists of the various contacts within the communities who have

     
been identified by the NCOIC’s as “influencers” who can assist in the recruiting effort.
8.  The RS is authorized to conduct the following types of limited supplemental mailouts:

     
(  A mailout in support of a Career Day or job fair.


(  An opportunity mailout in support of a particular benefit or program, (NROTC, MGIB)


to an applicable group.

     
(  Mailouts in support of the Youth Physical Fitness (YPF) program.

     
(  Congratulatory letters to honor roll students, athletes, scholars, etc. who receive local recognition


for their achievement.

     
(  Letters to poolees to generate interest in support of pool functions.

     
(  A mailout in support of an upcoming musician audition prior to a MTA visist.

9.  Priority Prospect Card Program - A Priority Prospect Card (PPC) is generated as a direct result of a request for additional information about the Marine Corps due either to media advertising or the direct mail program.  PPC’s should be worked aggresively because a PPC is generally a “hot lead”.  The faster a recruiter works these leads the better the results.

10.  Working the PPC Card – The PPC will arrive with the prospect’s name, address, phone number, date of birth, and school.  The PPC will be processed in the following manner:


a.  Recruiters receive a two-part PPC from the NCOIC.



(  Contact Report Card



(  Prospect Applicant Card


b.  Note the date due on the Contact Report Card due to RSS NCOIC.    

     
c.  Check the Working File and List Folders to see if the person is already being worked.  If so,


contact the person to identify new interest.  Staple the PPC to the Prospect Applicant Card (PAC)


and continue working. 


d.  The most important aspect of PPC’s is to make person-to-person contact .  You may receive


several PPC’s at once and feel the schedule won’t allow time to work all them.  The decision may be


made to defer contacting some of them.  This is a mistake!  Aggressive and immediate follow-up of


PPC’s will lead to contracts!  

11.  Completing the Contact Report Card:


a.  Enter the date of initial contact with the prospect.


b.  Determine if the prospect is a Good Lead or Not a Good Lead:


(  Can the lead be located at the address or phone number provided on the PPC Card?  Mark the



yes or no box on the Contact Report Card.     



(  Is the prospect age qualified (Age: 17-28)?  Exception to this rule is if the prospect is a 16



year old high school junior and will turn 17 within 6 months.  Mark the yes or no box on the



Contact Report Card.     



(  Is the prospect education qualified (Completed the 10th Grade)?  Mark the yes or no box on



the Contact Report Card



(  If the box marked no is checked for any of the above questions then the prospect is “Not a



Good Lead”. 


c.  Determine if the lead is Workable or Not Workable:



(  Workable Lead:  A prospect generated by a PPC who can enlist in the Marine Corps within a



reasonable period of time, usually one year.  Mark the workable box on the Contact 

Report Card.



(  Not Workable Lead:  A prospect generated by a PPC who is unable to be contacted or who



meets the age and education requirements but cannot enlist because they are:




(  Obviously physically, mentally, or morally disqualified.




(  Already in the Marine Corps or another service. 

(  Mark the not workable box on the Contact Report Card.

 
d.  If the propect is a college student and is expressing an interest in the Marine Corps


Commissioning Programs, then mark and refer to OSO.


e.  Detach and return the completed Contact Report Card to the NCOIC.

12.  PPC Follow-Up:  After contact with the individual is made and it determined that the prospect is a Good Lead / Workable, then take the following actions:


(  Record any relevant information about the prospect that was obtained during the initial contact


on the back of the PPC.

     
(  Enter an action date for the appropriate follow-up action and return the PPC to the NCOIC.

     
(  Work the PPC like other tracking cards in the working file.  Under all circumstances, maintain


contact and keep the prospect interested in enlisting!  
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