FSS MARKETING ACTION PLAN  
for
  2016 DoD Morale, Welfare & Recreation (MWR)                               Customer Satisfaction Survey

Executive Summary:   

The Department of Defense has conducted three military-wide surveys – in 2009, 2011 and 2014 – to assess customer satisfaction with Morale, Welfare and Recreation.
Previous surveys have sought feedback from selected members of the National Guard and Reserve Component in addition to active-duty service members. This year, spouses will also have an opportunity to participate in the survey. 
Respondents will assess their experience with the Morale, Welfare and Recreation program overall and with a core set of Morale, Welfare and Recreation programs: fitness and athletics, libraries and recreation programs (outdoor recreation, recreation centers, automotive skills, single service member programs, swimming pools and leisure travel). Participants will rate customer service, operation hours, facility condition, quality of services and other factors. Survey results are used to improve program options, service delivery and funding priorities. Once again, survey results will be used to help improve Morale, Welfare and Recreation programs and services across the military community. 
It is important to note, the survey is based on a random sample of selected Airmen.  DO NOT SEND OUT A SURVEY LINK TO CUSTOMERS IF YOU OBTAIN ONE!!!
Goal:  
Promote the 2016 DOD MWR Customer Satisfaction Survey sufficiently to obtain strong Air Force representation in the survey sample!

Marketing and Communication Plan (MAR/COM):

AFSVA will
· Develop materials for installation use to promote

· Will advise FSS marketing when to shift message (once survey starts to launch)  (Currently awaiting their RCS or survey control number) Once that is received they will start rolling out survey 



Installations FSS MARKETING use the following 

Go to Download Central and obtain the Grab & Go with materials needed to promote, THEN….
· Prepare: Review this action plan
· Review: OSD provided Communication Plan for full communication points and action (See Grab & Go) 
· Create awareness: 
· Build ads on websites directing customers to more information, using tools in the Grab & Go
· Brief FSS leadership/FSS Flight Chiefs on the importance of the survey (Smart Card)
· Provide FSS leadership the prepared Wing Briefing Slide for local Wing Stand ups – get maximum exposure across the installation
· Use social media post (pre-launch message)
· Add information to newsletters, emails etc “Look For It, it’s coming…”
a) Expand the Reach 
· AFSVA will notify installations once the survey emails start to launch
· Use next level of social media posts 
· Use social media posts or key messages to build installation emails
· Provide PA with information 
· Add to official channels i.e. base bulletin/commanders channels etc.
· Post advertising in digital displays and print if desired
· Keep website ads active until AFSVA tells you the survey is no longer accepting input

USE THIS LINK FROM ALL ADS AND SOCIAL MEDIA POSTS SO CUSTOMERS CAN READ MORE INFORMATION ABOUT THE PROGRAM
http://www.myairforcelife.com/Customer-Satisfaction-Survey-article.aspx
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