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References:

1. Marine Corps Association Strategic Plan 2025
2. MCA 2023 Strategic Communication Plan
Attachments:  
1. MCA Communication Synchronization Matrix 2024 (working)

2. Retail Marketing Plan 2024 (pending update)

3. Membership Marketing Plan (incomplete)
Background/Analysis:
The Marine Corps Association is a Military Service Association (501(c)(19)) with a Public Charity (501(c) (3)). It was chartered as the professional association of the Marines in 1913 and remains so today. It publishes Leatherneck and Marine Corps Gazette magazines, maintains The Marine Shop, provides member services, develops and supports corporate support and Service-level events and provides professional development products for training and educational purposes. The Marine Corps Association Foundation is the supporting charitable organization that is managed as a separate but related entity that provides essential resources to the MCA family and to the Marine Corps. The Association fosters a close partnership with the Marine Corps, enhances the relevance of its programs and products, increases and strengthens MCA’s support community and grows resources to support demands for the mission and programs that directly aid the professional development of Marines. 
DIRCOMM’s Intent: 
This Strategic Communication Plan aligns with the Marine Corps Association’s Strategic Plan 2025, ensuring that the Marine Corps Association achieves mission success as detailed in that plan. Success is determined by growth and value. Growth is measured by the number of overall members and publication readership, the number of Marines and commands supported through our programs, the number and amount of donors to our foundation and the net profit from retail sales. Value refers to the intangible benefits the association adds to the Marine Corps, measured by the comments and support of the Commandant, Sergeant Major of the Marine Corps, general officers, commanders, uniformed Marines, and veterans, as to whether MCA, as their professional association, assists in developing Marine Corps leaders and representing and advancing our profession in the public interest.
Purpose:

In order for the Marine Corps Association to meet its strategic goals, its communication efforts must be closely coordinated across all the departments of the Association. Additionally, advanced coordination between MCA and Marine Corps leadership is necessary for the success of its efforts.
Assumption:

Our key audiences and stakeholders do not understand or misunderstand the multiple levels of support MCA provides for Marines and the Marine Corps. The greater Marine Corps community may understand that the Marine Corps Association is their professional association, however, they are not completely aware of the full scope of services, programs, events and products available for or provided to Marines. 
MCA Goals and Objectives:
1. Support the Commandant of the Marine Corps and other senior leaders across the Marine Corps by providing platforms to message key audiences, inform required future warfighting capabilities and assist in developing Marines.
2. Strengthen current partnerships and relationships and establish new ones to ensure continued growth and influence.
3. Advance professional development programs to increase our value to today’s Marines.
4. Recognize the superior performance of individual Marines and units who have excelled in their respective technical specialty areas and broader professional accomplishments through our awards and events.

5. Grow resources to ensure organizational stability and continued support of the professional development Marines.
6. Provide relevant resources to all Marines to inspire continued participation in their professional association.

7. Succeed in establishing the Marine Military Exposition series as the Marine Corps’ service-level showcase events.

8. Implement improvements in governance and business operations to increase organizational and employee effectiveness.

9. Identify other transformational initiatives to advance the MCA mission and support all Marines.
MCA Communication Objectives:

1. Assist in increasing the value and growth of the organization through membership, donations and sponsors, retail sales, participation in events
and the professional development resources we provide for Marines. (G3, G4, G5, G6, G9)

2. Highlight how MCA supports the CMC and other senior leaders across the Marine Corps through providing platforms to message key
audiences, inform required future warfighting capabilities and assist in developing Marines. (G1, G7)

3. Effectively synchronize and communicate accurate, relevant, and targeted information about MCA to specified audiences in an effort to create a 

better understanding of how MCA supports the Marine Corps. (G3, G4, G5, G7, G9)
4. Develop an open, transparent, two-way communication environment between MCA and key audiences. (G1)

5. Collaborate with our service and joint Non-Federal Entity communications counterparts to pursue partnerships that enhance MCA’s
contributions to the profession of arms. (G2, G7).
Communication Methodology:

· Ensure that all engagements, communication products and platforms highlight the programs, services and resources provided by MCA.

· Strategic Communications personnel will cover and highlight all MCA activities through internal communication platforms.

· Develop and provide easily attainable and readily understood communication products outlining the mission and value of MCA.

· Provide an opportunity for members of the media to participate in and observe MCA events.

· Modernize and regularly update the MCA primary website to provide timely and relevant information to all audiences.

· Develop a viable retail website to allow maximum access to products carried by the Marine Shop.

· Increase the non-subscription distribution of our publications to increase readership and visibility of our products.
· Establish, refine and optimize social media networking capabilities that will target key audiences but primarily focused on membership development.

· Develop working/consistent relationships with Marine Corps Communication Strategy leaders and their leadership to communicate MCA’s value through supporting their communication efforts while facilitating requests for MCA support, services and programs.

· Increase MCA involvement in Service and Joint NFE programs, speaking engagements, and community engagement events. 
Audiences:

1. Senior Marine Corps leadership (CMC/ACMC/SMMC/DCMC/DMCS)
2. Active-Duty membership pool (End of first term or EOS; all MOSs; E3 – E6 and O2 – O3)
3. Marine Corps community at-large (Veterans/Retirees)
4. Marine Corps general population
5. Marine Corps spouses and families
6. MCA Donors, Sponsors, Customers (Stakeholders)
7. MCA Members and their families (Stakeholders)
8. Service and Joint NFEs
9. National media outlets
Themes/Messages:
· MCA is the preeminent association and foundation for all Marines dedicated to leader development, recognition of professional excellence and expanding the awareness of the rich traditions, history and spirit of the Marine Corps. 

· MCA supports the CMC and other senior leaders across the Marine Corps by providing platforms to engage their key audiences, inform required future warfighting capabilities and assist in developing Marines. 
· MCA provides professional development programs that assist in increasing the decision-making capability of today’s Marines. 

· MCA assists Marine Corps commands in recognizing the superior performance of individual Marines and units who have excelled in their respective technical specialty areas and broader professional accomplishments through awards and events.

· MCA provides an annual Military exposition as the Service’s showcase event.
· MCA manages a premier retail outlet that provides top of the line apparel, tactical items, and high-quality uniforms.
Tactics: 
	MCA STRATEGIC COMMUNICATION INITIATIVES

	Tactic
	Staff Section
	POC
	Status/Comments
	Comm Obj./Audience


	Provide monthly updates to the mca-marines.org website
	StratComm
	DirComm
	Website is in the process of converting to a password protected site in support of the new membership model
	(1) / (2-9)

	Increased external coverage of MCA events by inviting service-focused and trade media to professional dinners and award ceremonies
	StratComm
	DirComm
	Media engagement list created from Press covering Modern Day Marine. Press release templates and a Newsroom webpage created to facilitate media invites   
	(1-2) / (1-9)

	Develop and present MCA membership briefs to ELT, CL and TL schools, and identify non-TECOM venues for solicitation.
	ProDev, Foundation, Membership, StratComm
	ProDev, Foundation VPs, DirMemb
	Ongoing. Several briefs exist: Membership, TBS, OCS. Potential opportunity at MC endorsed Outreach events
	(1) / (2)
 

	Cultivate posts on Social Media platforms to inform members and influences nonmembers to join 
	StratComm
	Communication Specialist
	Determine whether to use a “continuous presence” concept or “single high-visibility” concept, based on the platform
	(1-3) / (1-9)


	Provide marketing and sales-based updates to the marineshop.net website
	TMS-Retail/StratComm
	Retail Operations Director and Communication Specialist
	Website is in the process of converting to a new contractor
	(1) / (2-7)

	Identify opportunities with VSO and like organizations (i.e., VFW, USMCCA) for VPs and Directors (MCA speakers pool) to promote MCA services
	StratComm
	          DirComm
	Identify events or organizations for speaking opportunities.

Will develop a basic MCA Stump Speech that can be tailored for speaker and audience.
	(1-5) / (3,6,8)


	Update MCA YouTube channel at least monthly with MCA videos of event presentations
	StratComm/IT/ProDev
	DirComm
	YouTube channel maintains video but is not updated on a regular basis
	(1-3) / (1-9)



	Optimize Modern Day Marine with internal and external media coverage
	StratComm/working with CD HQMC and perhaps, Sightline Media Group
	DirComm
	Provides a venue for informing audiences about USMC initiatives, but also for measuring the value of MCA.
	(1-5) / (1-9)


	Utilize the Events Schedule to identify messaging and engagement opportunities
	StratComm/Events
	DirComm
	Event schedule for 2024 is near complete. Next step will be to incorporate into Synch matrix
	(1-3) / (1-9)

	Conduct monthly analytical assessment of media coverage, social media impressions and website engagements to drive tactics
	StratComm
	DirComm
	StratComm has the tools to conduct this analysis. Time must be scheduled to do so.
	(1-4) / (2-3, 6-7)

	Increased distribution of both publications on Marine Corps Installations
	StratComm, Publication staff
	DirComm
	Periodically drop off publications at ID card center, Gyms, Museum, Visitor Center. Initially, Quantico is a test bed. Intent is then to try other NCR installations
	(1-3) / (1-8)

	Develop monthly Retail photoshoots to refresh products and marineshop.net content.
	StratComm, Retail
	DirComm
	Currently conduct static shoots for new items but no lifestyle shoots
	(1)  / (2-8)

	Establish a Communications Synchronization Working Group to optimize communication efforts
	StratComm
	DirComm
	Awaiting completion of the CommSynch Matrix
	(1-5) / (1-9)

	Host Family Outreach events for OCS and TBS to reinforce MCA support and sell retail items
	StratComm/Retail
	Retail
	New initiative. Hope to have tables of items for sale at each event
	(1,2,4) / (2,6)

	Seek placement in other trade publications, either via republished articles or advertisements.
	StratComm, Advertising
	DirComm
	New initiative
	(1-3,5) / (1-9)

	     Additional tactics TBD
	
	
	
	


	MCA STRATEGIC COMMUNICATION PRODUCTS

	Product
	Primary Department/POC
	Audience


	Description
	Status

	MCA Social Media Platforms (LinkedIn, FaceBook, Instagram, Twitter) 
	StratComm
	2-9
	High-profile SM platforms used by our primary audience and stakeholders as their primary source of information
	Ongoing

	Scuttlebutt Podcasts
(current)
	ProDev
	1-9
	1-hour interview with engaging guests on Service-level or interesting topics of interest to MCA. Can be used as a membership acquisition, advertising and marketing tool.
	Ongoing

	MCA Posters
	 DirComm Graphic Department
	2,6
	Visually enticing posters targeted to marketing MCA
	Ongoing

	Targeted MCA Presentations
	ProDev/Membership/Foundation
Retail
	2
	Target presentations tailored for speakers and audiences to generate awareness and sell memberships and retail items
	Updates ongoing

	Frequently Asked Questions
	StratComm
	1-9
	A basic list of frequent questions and answers regarding MCA. It can be posted to the website for easy access.
	In development.

	mca-marines.org
	StratComm
	1-9
	A visually stimulating website that makes accessing information about MCA easy for all target audiences.
	Updating 

	MCA Event Media Guidelines
	StratComm
	9
	Comm Guidance addressing media coverage of events, specifically with Senior leader presenters
	In development

	Generic MCA “Stump Speech”
	StratComm
	1-8
	A generic speech that can be tailored for speaker and audience but highlights primary MCA programs and services. 
	In development. There is an elevator speech and MCA video script to reference

	Event Brochures, Magazine ads, Foundation Newsletters, etc.
	StratComm
	2,6
	Comprehensive, printable, downloadable, documents with high-resolution photos and graphics
	Ongoing

	Communication Synchronization matrix
	StratComm
	1-9
	Developed a draft for 2023 and have the shell for 2024
	Under development

	Retail Marketing and Advertising Plan
	StratComm/Retail
	2-7
	Current marketing plan requires updating for 2024
	2023 Complete, 2024 under development

	Membership Marketing and Advertising Plan
	StratComm/Membership
	1-8
	Plan needs to address how to advertise the new membership model and strategies to sell premium memberships
	Comm plan started.

	TMS: Catalogues/Brochures:
Uniforms, Birthday Ball, Holiday
	StratComm/Retail
	2-7
	Several products are produced for TMS mailers and presentations. Must determine if these are necessary
	Uniform brochures complete. WG needed to determine additional products

	Foundation Calendar
	StratComm/Foundation/Retail
	6
	Annual calendar sent to Foundation Donors/Sold in Retal
	Pending 

	Additional products TBD
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