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Agenda
• Call to Order

• Welcome & Opening Remarks – Hon. James N. Stewart

• Status Updates

• Administrative Issues/Written Public Submissions

• Focus Area Presentations

• Q & A Session and Council Member Discussion

• Closing Remarks – MFRC Chairman

• Meeting Adjourned
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General Meeting Guidance
1. The MFRC Council is a congressionally mandated, non-discretionary     

Federal Advisory Committee that provides independent advice and  

recommendations to the Secretary of Defense.  

• MFRC must follow guidelines established by the Federal Advisory Committee Act (FACA) of 1972 and DoDI 

5105.04, Department of Defense Federal Advisory Committee Management Program, August 6, 2007.

• The public may provide written statements for review and consideration at any time and prior to each meeting.

• MFRC documents are available for review on the MFRC webpage.

2. Council membership is set by law [10 U.S.C. § 1781a(b), as amended].  

MFRC has 18 members.  Only members may deliberate and vote.

• A formal motion must be made to bring an issue to a vote.

3. Advisors, representatives of Council members, and others may provide

information or offer views during Council meetings if called upon by the  

MFRC Chair.

• MFRC meetings are open to the public. 

• Meetings are not Town Hall meetings unless specifically announced as such.

4.  Annual MFRC FACT Sheets -- Capture endorsed recommendations and 

selected focus area topics to be reviewed by the Council in the next FY.
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Military Family Readiness Council

Contact Information

email: 
osd.pentagon.ousd-p-r.mbx.family-readiness-council@mail.mil

Mail:

Office of Military Family Readiness Policy

Attn: Military Family Readiness Council

4800 Mark Center Drive

Suite 03G15

Alexandria, VA 22350-2300

Webpage:
https://www.militaryonesource.mil/web/mos/military-family-readiness-council
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MFRC Today

Honorable James N. Stewart

Chairman

18 Council Members:

13 Members 

3 Representatives

2 Vacancies 

MFRC Council Support Team:

Mr. William Story
Designated Federal Officer (DFO)

Mr. Frank Emery 
MFRC Travel & Logistics

Ms. Melody McDonald
MFRC Human Resource Liaison & Logistics

Mr. Eddy Mentzer
Escort Coordinator
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Welcome and

Opening Remarks

Honorable James N. Stewart

Chairman
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Status Updates

Defense State Liaison Office Top Ten Issues

Marcus Beauregard, Director, DSLO

Integration of Military Treatment Facility and

Family Support Systems Counseling Program Office

Ms. Lee Kelley, Director, Military Community Support Programs
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Unclassified

Update on Defense – State Issues

Defense – State Liaison Office

Office of the Deputy Assistant Secretary of Defense for 
Military Community and Family Policy
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Agenda

• Defense–State Liaison Office (DSLO) Mission

• 2018 Issue Descriptions

• Recap of 2018 activity

• 2019 Issue Descriptions

• Projected activity for 2019

• Discussion points
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Defense – State Liaison Office

• Established by the USD(P&R) in 2004

• Mission is to:
o Alleviate barriers as a result of military life

o Harmonize differences in state and federal laws

• Have covered a wide range of state issues:
o Family law, education, occupational licensure and employment support,

consumer protection, voting, health policy, National Guard support and
the state judicial system

• Issues are reviewed annually to bring most significant to states

• Accomplish mission through research of potential issues and “ERA” with
state policymakers
o Educate about the issues, build Relationships, and Assist when asked

o We don’t lobby – no ‘grass roots’ campaigning for specific bills
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2018 Issues

• Implementation of supportive licensure laws:  State legislatures can assist transitioning Service members and military spouses by 
requesting occupational boards report on their efforts to implement of recent law changes.

• Licensing Compacts: Enact laws approving compacts that further expedite licensure for separating Service members and military 
spouses: Physical Therapy License Compact, Psychology Interjurisdictional Compact, Emergency Medical Services License Compact
and the Enhanced Nurse Licensure Compact.

• Military spouse teacher certification: Accepting an existing standard certificate, establishing a temporary certificate, or expediting 
application and adjudication processes to alleviate the delays.

• Academic credit for military education, training and experience: Assist separating Service members to obtain academic credit by 
not having to repeat requirements completed while in the military.

• Retain earned priority for receiving Medicaid home and community care waivers: Service members enroll their exceptional family 
member in their state of legal residence to stabilize their request for support after separation.

• Allow private sector employers to offer hiring preference to veterans: Laws or policies to protect private sector employers from 
discrimination claims when offering hiring preference to veterans.

• National Guard employment protections during state-sponsored activation: Protect rights of members of the National Guard during 
state-sponsored mobilizations who drill outside of the state in which they are employed. 

• Increase protection under state Service members Civilian Relief Act:  Enact provisions to eliminate or reduce the penalties associated 
with termination of service on short notice due to assignment or mobilization.

• Pro-bono legal representation for military families: States can assist by organizing pro-bono programs that can connect qualified 
attorneys with Service members and their families in need.

• State policy to support identification and reporting of child abuse and neglect: Require child protective services to identify military 
families and report cases to the appropriate military authorities. 

Bold = Issues retiring in 2018

12



2018 Issues and Status

13

Issue

2018 
Laws

Enacted

2018 
Policies 

Approved
Total for 

2018 

States 
With 
Policy

Implementation of supportive licensure laws 2 15 17 18

Physical Therapy License Compact 7 7 21

Psychology Interjurisdictional Compact 3 3 6

Emergency Medical Services License Compact 4 4 16

Enhanced Nurse Licensure Compact 6 6 31

Military spouse teacher certification 8 4 12 31

Academic credit for military education, training and experience 1 1 37

Retain earned priority for Medicaid home and community care waivers 1 1 35

Allow private sector employers to offer hiring preference to veterans 1 1 37

National Guard employment protections during state-sponsored activation 7 7 42

Increase protection under state Service members Civilian Relief Act 7 1 8 17

Pro-bono legal representation for military families 2 3 5 14

State policy to support ID and reporting of child abuse and neglect 2 19

Other* 5

TOTALS 78

Aggregate States 36



2019 Issues

• Implementation of supportive licensure laws:  State legislatures can assist transitioning Service members and military spouses by
requesting occupational boards report on their efforts to implement of recent law changes.

• Licensing Compacts: Enact laws approving compacts that further expedite licensure for separating Service members and military
spouses: Physical Therapy License Compact, Psychology Interjurisdictional Compact, Emergency Medical Services License Compact
and the Enhanced Nurse Licensure Compact.

• Military spouse teacher certification: Accepting an existing standard certificate, establishing a temporary certificate, or expediting
application and adjudication processes to alleviate the delays.

• Advance Enrollment:  Allowing military families on orders to register their children in a school district prior to arriving.

• Retain earned priority for receiving Medicaid home and community care waivers: Service members enroll their exceptional family
member in their state of legal residence to stabilize their request for support after separation.

• In-State Tuition Continuation:  Allowing military family members to pay in-state tuition when accepted by a state school.

• National Guard employment protections during state-sponsored activation: Protect rights of members of the National Guard during
state-sponsored mobilizations who drill outside of the state in which they are employed.

• Increase protection under state Service members Civilian Relief Act:  Enact provisions to eliminate or reduce the penalties associated
with termination of service on short notice due to assignment or mobilization.

• Pro-bono legal representation for military families: States can assist by organizing pro-bono programs that can connect qualified
attorneys with Service members and their families in need.

• State policy to support identification and reporting of child abuse and neglect: Require child protective services to identify military
families and report cases to the appropriate military authorities.

Bold = New issues for 2019
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2019 Issues and Status

15

Issue

2019 
Laws

Enacted

Active 
bills for 

2019

Project 
Initiatives 
for 2019

States 
With 
Policy

Implementation of supportive licensure laws 1 1 18 19

Physical Therapy License Compact 1 12 21

Psychology Interjurisdictional Compact 6 6

Emergency Medical Services License Compact 1 12 16

Enhanced Nurse Licensure Compact 2 6 31

Military spouse teacher certification 2 9 31

Advance Enrollment 30 2

Retain earned priority for Medicaid home and community care waivers 7 35

In-State Tuition Continuation 25 4

National Guard employment protections during state-sponsored activation 1 4 42

Increase protection under state Service members Civilian Relief Act 15 17

Pro-bono legal representation for military families 10 14

State policy to support ID and reporting of child abuse and neglect 1 16 19



Discussion Points 

• Military spouse licensure remains the most significant issue

• Additional occupations seeking compacts, with supporting military spouses as a major
objective

• “Home state with privilege to practice in member states” as the primary methodology

• Define home state for military spouses as where they hold their license

• Speech pathology/audiology completed their draft; occupational therapy, physicians
assistants, mental health counselors, dental hygienists, cosmetologists, and teachers
considering compacts

• Utah exemption approach being considered by several states (allows military spouses to use
current license in good standing from another state)

• Education issues likely to continue as important initiatives

• 2019:  Advance enrollment and in-state tuition continuation

• 2020:  Potentially school choice for families in government housing and enrollment for
military children in virtual schools

• Other potential issue for 2020:  Identifying military members, families and veterans
through “asking the question” programs
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Office of the Deputy Assistant Secretary of Defense

Military Community & Family Policy

Quality of life policies and programs that help our guardians of country, their families and survivors be well and mission ready.

Integration of Family Program 
Resources into Military 

Treatment Facilities

11 December 2018



Quality of life policies and programs that help our guardians of country, their families and survivors be well and mission ready.

Avenues of Integration

HealthySteps Pilot Program: 

HealthySteps, a program of Zero to Three, is an evidence-based, 
interdisciplinary pediatric primary care program that ensures babies and 
toddlers receive nurturing parenting and have healthy development. The 
program interweaves the medical support of the pediatrician’s office with 
the resources available through the military community family support 
system. Two military treatment facilities are currently implementing 
HealthySteps within pediatric clinics. 

Tailored Information for Medical Professionals: 

A draft video is in review for behavioral health professionals within military 
treatment facilities to provide information on how family program 
resources can support overall service member and family well-being. 
Moving forward products are planned for primary care and pediatrics as 
well. 
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Quality of life policies and programs that help our guardians of country, their families and survivors be well and mission ready.

HealthySteps in Pediatrics: Outcome Data 
(Johns Hopkins Bloomberg School of Public Health Women’s and Children’s Health Policy Center, 2003)
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Quality of life policies and programs that help our guardians of country, their families and survivors be well and mission ready.

20

Tailored Information for Medical Providers



Office of the Deputy Assistant Secretary of Defense

Military Community & Family Policy

Quality of life policies and programs that help our guardians of country, their families and survivors be well and mission ready.
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Administrative Issues

Fiscal Year 2018 Annual Report

June 6, 2018 MFRC Meeting Minutes
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Written Public Submissions

• Closed Tuesday, November 27, 2018

• Subjects:

oPCS moves and claims process (3)

oLetter to DoD IG concerning EFMP (3)

oAccessions & access to military dependent medical records (2)

oMilitary housing health & safety issues (2)

oMilitary Lending Act (1)

oTV show inquiry (1)

oNational Children’s Alliance (1)

oOutreach to Millennials (1)

oCell phone for deployed military (1)

oMiscellaneous (5)
24



Focus Area: Delivery of Service & Family 

Member Programs Tailored to Millennials
Ms. Carla Coulson, Facilitator

Acting Deputy Assistant Chief of Staff, Installation Management

Effective Digital Communication Strategies to Reach Millennials:

Part 1: Effective Digital Communication Strategies to Reach Young Adults 

Part 2: Access to Technology: Results from the Status of Forces Survey       

Dr. Katherine Helland and Dr. Paul Rosenfeld, Office of People Analytics

Installations of the Future: What Today's Millennials Want on Tomorrow's 

Installations

Ms. Mary-Elizabeth Phillips, Strategic Initiatives Group, HQDA ACSIM

Marine Corps Community Services Innovation Effort

Business & Support Services Division, HQMC, M&RA:

Ms. Cindy Whitman Lacy, CEO/Director

Mr. Raymond Winkelhausen, Deputy Director, Plans, Policy and Analysis

Military Community Outreach and Messaging to Millennials and Families   

Ms. Andrea Cox, Military Community Outreach
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Effective Digital Communication 

Strategies to Reach Millennials

MFRCDecember 2018
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 Technology usage is ubiquitous, but specialized.  Most service members have 

access to technology and use it to find information and connect with others no matter 

what their age.  When it comes to social media, each site holds its own mix of usage 

behaviors and purposes.  Outreach efforts should align with the organic conversations 

on these sites and platforms.

 Outreach should include a mix of push and pull messaging.  Whereas push 

messaging reaches a broad audience, pull messaging reaches a more targeted 

audience of information seekers who are already familiar with an organization or 

program.  On its own, organic social media will not have the wide reach necessary for 

outreach.

 Effective digital outreach engages information seekers; turns them into 

information providers.  Most new recruits are connected with other service members.  

Creating engaging content that can be shared outside those actively looking for it 

increases the likelihood the content reaches those who with limited to no awareness.

Bottom Line Up Front
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Technology Use:  Key Findings for Service Members

* Only statistically significant findings are reported.

Use of and Access to Technology

 No significant differences* in use of mobile

devices and social media

 Significantly higher percentages of older

members use e-mail, have Internet at home,

and have a computer at home

Overall Millennials vs. Older Members

Use of Mobile Devices When Deployed

 About two-thirds of AD members use

smartphones

 About two-fifths of AD members use tablets

 Millennials significantly more likely to use

smartphones

 Older members significantly more likely to

use tablets

 97% of active duty (AD) members reported

they and/or their families use mobile devices

 96% use e-mail

 96% have Internet access at home

 92% have a computer at home

 90% use social media

About one-third of AD members reported using Military OneSource in the past 12 months, 

primarily via the Military OneSource website

Older members are more likely than millennials to use mobile devices to access
information/services and communicate with family/friends on an almost daily basis

The majority of AD members report access to and frequent use of technology.
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30

Use of or Access to Technology

Note:  Mobile device (e.g., smartphone, smart watch, tablet, eReader).  Social Media (e.g., Facebook, Twitter, Pinterest, Instagram, Tumblr). Video call/chat 

apps (e.g., Skype, FaceTime, Google Hangouts. Margins of error range from ±1% to ±3%.  Percent of all Active Duty Members. 

* Only statistically significant findings are reported.

Most Service Members and/or their families regularly use technology to gather 

information and connect with others.

19%

29%

89%

90%

92%

96%

96%

97%

0% 20% 40% 60% 80% 100%

Landline telephone at home

Voice over Internet Protocol (VoIP)

Video call/chat apps

Social media

Computer at home

Internet access at home

E-mail

Mobile device

Yes

Member’s and/or Family’s Use of or Access to Technology
SOFS-A Sep 16 Q235

 No significant differences* in use or access among Services

 No significant differences in use of mobile devices and social media by millennials (ages 22–

38) vs. older members (ages 39+)

 Significantly higher percentages of older members than millennials reported using e-mail 

(99% vs. 96%), having Internet at home (98% vs. 96%), and having computer at home (98% 

vs. 92%)

 Most significant difference among millennials and older members is whether they have a 

landline at home with 17% of millennials and 36% of older members reporting they do



FOR OFFICIAL USE ONLY

31

Sources of Information:  New Recruits

Source:  DoD New Recruit Survey (Spring 2017)

Websites are used for information-seeking; personal sources are more likely to be used 

for quality-of-life.  Social Media is not frequently used for information-seeking.

How important was each of the 

following on your decision to enlist in 

the [Service]?
% Important/Very Important

Information from a recruiter 80%

Information from a family member or friend 
who has served 64%

Information from the [Service]’s website 57%

Information I read on the internet 48%

Information from social media sites 26%

84%
76%

69%

45%
35%

25%24%
18%

30%

8% 5% 8%

0%

20%

40%

60%

80%

100%

Military jobs and
career path

Military pay and
benefits

Lifestyle/Quality of
life in the Military

Recruiter

Official [Service] website

Friend/family member who has served

[Service]’s social media page

Which information sources did 

you use to find out about…?
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Service Social Media Usage:  New Recruits

Source:  DoD New Recruit Survey (Spring 2017)

Many new recruits “like” or “follow” a Service social media account, 

and more than half interact with Service social media at least occasionally.

Please indicate to what extent 

you do each of the following:
% Occasionally/Frequently

Use search engines (e.g., Google) to find information on the [Service] 58%

Watch YouTube videos from the [Service] 49%

View pictures on Instagram posted by the [Service] 28%

Read content on the [Service]’s Facebook page 24%

“Like” content on the [Service]’s Facebook page 23%

Read forum discussions about the [Service] 18%

Read blogs about the [Service] 17%

Share or re-post [Service] social media content on your own social media page 13%

Post content on Facebook about the [Service] 9%

52%

of new recruits have 

“liked” or “followed” 

their Service on 

social media

88%
74% 69% 67%

37% 35% 32% 27% 24% 18%

0%

25%

50%

75%

100%

YouTube Snapchat Facebook Instagram Google+ Reddit,
Buzzfeed,

etc.

Twitter Wikipedia Forums Pinterest

Social Media Site 

Usage Among 

New Recruits
% Use the site for 

at least 1 hour weekly
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Behaviors on Social Media: Young Adults

Note:  Proportions may not add up to 100% due to refusals and rounding.

Source: Military Ad Tracking Study (Wave 59; Oct–Dec 2017).  Youth ages 16–24.

Aligning messaging to the types of information youth expect to see helps ensure the 

message is seen as contextually relevant.
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Yes, I am connected to someone… 
... in the [Service] or

... in a branch other than the [Service]
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Increasing the Reach of Social Media

Source: DoD New Recruit Survey (Spring 2017).  * Boland, Brian. “Organic Reach on Facebook: Your Questions Answered.” Facebook for business, June 

2014.  **Clift, Joseph. Marketing in the Digital Age: Binet and Field on how Media Choices Impact Effectiveness. Event Reports, Eff Week, Nov. 2016.

Organic social media reach alone will have a limited impact.  A hybrid approach of paid 

social and engaging content that can be shared with others is most likely to be effective.

Social Media Connections 

Among New Recruits

Percentage of new recruits whose social media connections post content related 

to the Military “occasionally” or “frequently”

43% 34% 34%50%

77%

72%

79%
76%

Army Navy Marine Corps Air Force

2%

Today’s Social Media Landscape

Organic reach of a post 

has decreased to only 

2% of your total 

audience*

0.9%

2.6%
Paid social adds 2.6% of 

market share growth for a 

brand; organic social only 

adds 0.9%**
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Technology Use:  Service Members

Note:  Margins of error range from ±1% to ±3%.  Percent of all Active Duty Members.

Mobile devices are frequently used to access information and communicate 

with family and friends.

35%

45%

50%

70%

74%

21%

23%

19%

16%

12%

9%

7%

6%

4%

4%

17%

11%

10%

5%

5%

18%

14%

15%

5%

5%

0% 20% 40% 60% 80% 100%

Do you (and/or your family) use Internet and/or
social media to communicate w/ military

families?

Do you use the Internet and/or social media to
communicate with your family?

Does your family use the Internet and/or social
media to communicate with you?

Do you use a mobile device to communicate
with family and friends?

Do you use a mobile device to access
information or services?

Almost daily About once a week About twice a month About once a month Only while on TDY

Use of Internet, Social Media, and Mobile Devices to Communicate When Member Not Deployed
SOFS-A Sep 16 Q236

 Among the Services, Marine Corps members were significantly less likely to use a mobile 

device to communicate on an almost daily or weekly basis

 Older members were significantly more likely than millennials to use mobile devices to access 

information or services (80% vs. 75%) and to communicate with family and friends (77% vs. 

70%) on an almost daily basis

 When deployed, fewer active duty members reported using mobile devices to access 

information or services (48%) and to communicate with family and friends (44%) on an almost 

daily basis; no significant differences among millennials and older members
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Military OneSource Usage

Note:  Margins of error range from ±1% to ±2%.  Percent of all Active Duty Members.

Nearly one-third of active duty members accessed Military OneSource in the past year.

Percent of Active Duty Members Using Military OneSource in Past 12 Months
SOFS-A Sep 16 Q61

 Among the Services, Marine Corps members significantly less likely to access 

www.MilitaryOneSource.mil (24%) and to access Military OneSource using any of the listed 

methods (25%)

 More likely to access Military OneSource using any of the listed methods:  single with 

children (42%), female enlisted (41%), female (39%), Navy officers (38%), E5–E9 (36%), 

married with children (35%), married (34%), and O4–O6 (34%) 

2%

5%

6%

8%

30%

0% 20% 40% 60% 80% 100%

Contacted Military OneSource to
arrange for video counseling

session(s)

E-mailed Military OneSource

Contacted Military OneSource to
arrange for face-to-face or

telephonic counseling session(s)

Talked to a Military OneSource
consultant on the phone

Accessed
www.MilitaryOneSource.mil

Yes

31% accessed Military OneSource using any of 

the listed methods
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Push vs. Pull Messaging

Information can be communicated using a range of push and pull techniques.  

Pull messaging is likely only to reach those already looking for it.

Push Messaging

Advertising

Paid Media

Radio

Direct Mail

Pull Messaging

Websites

Social Media

Online resources

Information SeekersInformation Receivers

Push Pull

Build 

awareness

Build

loyalty

Wide 

reach

User 

engagement



66%

56%

40%

34%

31%

26%

22%

17%

12%

Social media sites

Music/video sites

Shopping sites

Educational/academic
databases/resources

Entertainment/
viral news/

lifestyle pub.

Gaming sites

News sites

Sports sites

Blogging sites

39

Youth Media Habits

Source:  Military Ad Tracking Study.  Youth ages 16–24.  *Aggregate includes cable, satellite, and antenna.  **Proportions are of youth who reported watching 

TV programming. ***Data from Wave 60 (Jan–Mar 2018) only.

The rise of internet-based TV consumption and “on demand” programming enables 

youth to consume content they want and avoid experiencing messaging they don’t.

Primary TV Source

11% 12% 15% 17%
33%

37%

84%
78%

68% 71%

56%
50%

Oct–Dec 
2012

Jan–Mar 
2014

Jan–Mar 
2015

Jan–Mar 
2016

Jan–Mar 
2017

Jan–Mar 
2018

Internet Aggregate:  Traditional Sources*

Sites and Platforms Used to Watch TV**

= significant 
change from 
previous period 

Types of Sites Most Often Visited 

on the Internet***

51%

64%
70%

74%
80%

43%

47%

57% 57%
68%

16% 16% 12%
19%

28%23% 26%

18%

22% 23% 21% 22%

15%

Jan–Mar 2014 Jan–Mar 2015 Jan–Mar 2016 Jan–Mar 2017 Jan–Mar 2018

Netflix YouTube
Hulu TV provider website
Television station website
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Youth Social Media Usage:  Top 10 Platforms

The vast majority of youth use social media. 

The most popular platforms are YouTube, Facebook, Snapchat, and Instagram.

Social Media Usage
Military Ad Tracking Study (Wave 59, Oct–Dec 2017.  Youth ages 16–24)
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Social Media Site/Platform Profile:  YouTube

Youth ages 16–24.

Source:  Military Ad Tracking Study (Wave 59; Oct–Dec 2017)
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Social Media Site/Platform Profile:  Facebook

Youth ages 16–24. 

Source:  Military Ad Tracking Study (Wave 59; Oct–Dec 2017)
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Social Media Site/Platform Profile:  Instagram

Youth ages 16–24. 

Source:  Military Ad Tracking Study (Wave 59; Oct–Dec 2017)





270902R NOV 18  Mary-Elizabeth Phillips/ACSIM-SIG/571-256-8157/ mary.e.phillips130.civ@mail.mil 45Assistant Chief of Staff for Installation Management

“Team ACSIM provides policies, programs, resources and expertise for 

services and installation infrastructure to enable Total Army readiness.”

Installations of the Future: What Today's 

Millennials Want on Tomorrow's Installations

Assistant Chief of Staff for Installation Management

Strategic Initiatives Group



270902R NOV 18  Mary-Elizabeth Phillips/ACSIM-SIG/571-256-8157/ mary.e.phillips130.civ@mail.mil 46Assistant Chief of Staff for Installation Management46

• Master planning; mixed-use spaces with adaptable designs

• Walkable and healthy communities

• Frictionless entry and secure public access

Preferences of the Millennial Soldier
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• Universal Wi-Fi, website, network & systems access

• Saving taxpayer dollars through preventative maintenance &

energy efficiency

Re-Organizing Our Systems



270902R NOV 18  Mary-Elizabeth Phillips/ACSIM-SIG/571-256-8157/ mary.e.phillips130.civ@mail.mil 48Assistant Chief of Staff for Installation Management48

Serving Our Soldiers and Families

• Remote access to Soldier & Family services, 24/7

• ‘Just-walk out technology’, smart commissaries, drone delivery
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DISCUSSION TOPICS
> The Core Marine

> Needs First Innovation

> Vision for the Future



MCCS IS A UNIQUE SYSTEM OF COMMUNITY SERVICES

53
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Deep Marine Insight

With over 1,000 hours of ongoing field work 

and 100 Marine interviews to date,  MCCS 

knows what Marines need. Our continuous
research and design process uncovers the 

hidden truths and unmeet need of 
Marines. Ones we can solve for now and 
prepare for in the future. 



MARINE CORPS – THE ETERNAL “FOUNTAIN OF YOUTH”

Our recruits come from a rapidly evolving world – and they bring their expectations with them 

to the Marine Corps. 
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Core of the CORPS

Over 66% of active duty Marine Corps is 25 
years or less. The next biggest group?  

Senior Marines leading young Marines.  

When MCCS meets the needs of young Marines, 
senior Marines can focus on what they do best –

lead them.  

The varied tempo, unfamiliar surroundings, and 

unrelenting standards take their toll on 

Marines.  MCCS simplifies their daily lives, 

helping them GSD so they can reset.  

Duty Balance Cycle

MCCS KEEPS MARINES 
FUELED, PREPPED & SUPPLIED 

TO STAY MISSION READY
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THE CORE MARINE LIFECYCLE

Key points within a 

Marine’s career 

journey, as well as 

their daily, weekly, 

monthly and yearly 

cycles, are 

opportunities for us to 

add value to the 

Marine and to the 

Corps by supporting 

mission readiness. 
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PROTOTYPE & PILOT CYCLE: 13-WEEK SPRINT FROM SOLUTION TO DATA
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FIELD DAY KIT – OUR FIRST RAPID PROTOTYPE – AMAZING RESULTS 

Marine Community 
comments on Instagram

“Whoever made that is a genius!”

“Dang it!!!! I always try to think about 
how to get rich and BAM I see this. 
Dude is about to get paid.”

“Get that guy a pass on inspection!!”

“This s*** needs to go nationwide…hell 
I would love to be able to just grab a 
bag with all the cleaning supplies ( 
need in a single kit.”
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“ This saves me 15 Minutes 
every day instead of 
walking to the chow “

“The chow hall doesn’t 
cater to my work 
schedule“ 

“Most of the guys are in PT 
gear at this time of the day, 
so this helps not having to 
change“ 

An Integrated offering between Club and MCX
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CONNECTING FAMILIES

SANDBOXX
> Access to ALL new 

Marines Recruits 
and their families

> 320K Marines & 
Families

> 1.1M Letters sent

> 11M app sessions

> Omni-Channel 
reach

RALLY
> Helps the active duty 

Marine stay in the know of 
what’s happening – on/off 
base

Contextual suggestions 
based on interests

Ability to create events

> Strengthen readiness and 
community- return to duty 
at their best

> Trial period for Camp 
Pendleton and Marine Corps 
Base Hawaii only 

fall/winter 2018 launch

CONNECTING MARINES

64



A PORTFOLIO OF INNOVATION 
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Our Vision today puts MARINES, MISSION and MCCS in 

alignment. Helping Marines be ready for Duty meets their 

needs, supports the Mission and is the best business 

opportunity for MCCS. 

Yesterday, serving Marines, benefitting the Mission 

and fulfilling MCCS’ business objectives often 

seemed to be in conflict.

RELEVANCY FOR MARINES, MISSION, AND MCCS...
We don’t have to choose between what’s good for Marines, what’s good for the Corps and what’s good for business.
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M3 AT SEMPER RIDE: CREATING EXCITEMENT ABOUT SAFETY

MISSION: Semper Ride

Objective:  Reduce Marine 

accidents and fatalities via an 

engaging & relevant motorcycle 

safety program

MARINE WIN

• Discounted safety 
gear

• Fulfill safety training 
through event venue

• Learn from world class 
motorcycle 
professionals

MISSION WIN

• Reduced deaths & 
accidents

• Increased participation in 
safety training and buy-in 
of Marines to ride safely

MCCS WIN

• Demonstration of MCCS support for  
Marines

• Increased awareness and utilization of 
MCCS retail and programs 

• Opportunity to raise significant 
sponsorship/advertising funds

• Making Safety a Family Event
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M3 AT MARINE WEEK: A REAL DEMONSTRATION OF OUR VALUE PROPOSITION

MISSION: MARINE WEEK

Objective:  Provide reset and 

respite via  MWR support to the 

750 Marines working this mission

MARINE WIN

• Food

• Hydration

• Chill area

• Uniform Prep

• Haircuts

MISSION WIN

• On location GSD

• No Marine dehydrated

• Morale maintained

MCCS WIN

• Major wins for loyalty and brand 
support

• Revenue from Tactical Field 
Exchange, sponsorship, etc. 





STORE OF THE FUTURE: Design Principles
 Adaptable

Interior spaces are modular. Stores can be tailored to the 

seasons, special events, and unique base requirements.

 Marine first
We think like Marines first and merchandisers second. Stores are 

designed around the needs of Marines and their families. 

 Purpose driven
It’s commerce with a higher purpose. Proceeds are funneled into 

Corps programs, so spending money with MCCS helps other 

Marines. 

 System of Services
Every MCX, Marine Mart, kiosk and vending machine is part of an 

ecosystem—a complementary web of services and solutions 

created specifically to serve Marines.

 Customer Centered
MCCS is future-focused, omni-channel and digitally enabled. We 

earn the business of Marines and their families by meeting their 

expectations as consumers.

 Celebrate Community
Marines, retirees, and families feel that it’s their store. Every 

retail site welcomes them in and connects them to the Marine 

community.

Fitness Center 
Micro-mart
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CONCLUSION
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TO WIN IN AN AGE OF DISRUPTION WE MUST BE ABLE TO MEET OUR MARINES WHERE THEY 
ARE.  WE MUST BE ABLE TO ADAPT TO THE NEEDS OF EACH NEW GENERATION, WITHOUT 
ALIENATING THE REST.

GETTING CLOSE TO MISSION AND FAMILY READINESS IS OUR IMPERATIVE. IT’S WHAT’S MOST 
RELEVANT TO OUR PATRONS AND MOST SUPPORTIVE OF MISSION, AND THE GREATEST BUSINESS 
OPPORTUNITY TO SUSTAIN QUALITY OF LIFE AND READINESS.

USMC HAS MODELED AN APPROACH THAT DRIVES THIS RELEVANCY AND INSPIRES INNOVATION.  
BY FOCUSING ON THE NEEDS OF THE MARINE, THE MISSION OF THE CORPS AND MCCS, WE 
CREATE SUSTAINABLE AND RELEVANT VALUE.
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Millennial/Gen Z Briefing 
Zona Lewis, Military Community Outreach 
XX 2018

Service and Family Member 
Programs Tailored to Millennials
Andrea Cox, Military Community and Family Policy
Dec. 11, 2018 



Understanding User Needs

• Conducted in-depth user 
research, including 
interviews, keyword 
research and social 
listening. 

• Conducted more than 220 
interviews, both CONUS and 
OCONUS

• Key audiences interviewed: 
service members across all 
branches (and ranks), spouses, 
service providers, as well as 
other key stakeholders

• Oversampled junior enlisted 
population (E1-E4)

Users want easily accessible information 
about benefits and resources specific to 
military life. 

Users  experience briefing fatigue. They are 
overwhelmed and desire consolidated and 
easily digestible content.

Expressed need for more balance between 
being able to address mental health issues and 
maintaining trust in confidentiality. 

Users want more modern design 
with user friendly experience.

Summary of Findings

Deep sense of commitment to guardianship of 
country and family 

Relevance and value of resources and 
information from Military Sources is a key 
point of differentiation. 

Users don’t know what they don’t know.

76



Understanding the Journey – New Recruit (DRAFT)
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Current Outreach

• Military OneSource is the Department of Defense’s 
solution to connecting service members and families to 
the quality of life programs and resources they need. 

• Current outreach efforts target service members and their 
family who are eligible for Military OneSource services. 
Access to services extends up to one year post separation 
or retirement from the military.

• The primary gateway to Military OneSource is the call 
center through phone or live chat to connect to support, 
which is supported by the website MilitaryOneSource.mil

• Military OneSource consultants, assigned in every state, 
provide information and assistance on a range of military 
life topics to all branches and components.

• State consultants provide direct outreach in person, by 
telephone and email to meet the specific needs of service 
members and their families.
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Military OneSource By the Numbers
In fiscal year 2017, Military OneSource:  

Delivered 
informational 
briefings and support 

at 1,500+ events

reaching 

773,000+ 
attendees 

Published 1,311 
digital articles 
and blogs

Posted 2,907 
pieces of social 
media content

Delivered 

147,910 
emails
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Creating a More Current and Relevant Brand

80

Repositioned Military 
OneSource brand to be:  

• More relevant and compelling to 
resonate with users

• Emotionally authentic

• Understanding of service 
members and families and the 
unique aspects of the MilLife

• The “connector,” the one source 
that connects service members 
and families to the resources 
and benefits available to them. 



Developed “Millitaryennial” Persona

Description
Junior enlisted individuals are new members of the military who are transitioning from civilian to military life. 
Every milestone they encounter presents new, unique challenges that they have not seen before. They are so 
new to this lifestyle that they do not know all of the resources and benefits offered to them. Often times, 
they do not reach out for help until an issue has reached the point of crisis or when someone of higher 
authority recognizes that they are struggling.

Junior Enlisted Personnel Unfamiliar    Young    Excited     Overwhelmed

Go-o Resources
• Peers
• Facebook groups and pages
• Google, YouTube
• Chain of command
• Family Centers

Military OneSource Engagement
• Non-medical counseling
• Awareness through standard 

briefings

Preferred Communication Methods
• Facebook
• Texting

Digital MaturityFrustrations
• Information overload through repetitive 

briefings leads to a lack of awareness of 
resources relevant at different stages of 
their military career

• Unfamiliar with military policies and 
benefits

• “Don’t know what they don’t know”
• Inability to locate relatable resources 

for specific situations (for example, 
identify guidance for shipping pet to 
new base location

Goals and Needs
• Access straightforward checklists to navigate new 

milestones in the military (for example, first PCS, first 
deployment, marriage)

• Maintain strong support structure to enable smooth 
transition from civilian to military life

• Locate and utilize guidance relevant to their stage in 
life (for example, financial and educational guidance

• Access resources through a mobile friendly interface

Key Subgroups
• Individual service members
• Newly married service members
• New service members with young families

“Everything I encounter is new – I try to figure it out, and sometimes get advice from my peers or 
my command. I sit through so many briefings that I have trouble sorting through what’s important 
and what’s not. I am just taking it day by day.”
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Modernizing Websites and Digital Tools

• Update to an immersive brand experience

• Enhance the platforms to meet shifting user 
needs 

• Mobile optimization 

• Improved search

• Evolve content to be more streamlined and 
resourceful

• Incorporating listicles and other life hacks 

• Implementing new tone and positioning 

• Consolidating benefits and resources 

• Reposition Military OneSource as the 
connector brand
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“I use my phone for just 
about everything - connection 
to family, military, email, 
websites, travel, Google, 
outreach, etc.”



Overview of Websites Available 
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Meeting Users Where They Are: Social Media 
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• Multiple social media platforms host live events, 
disseminate news and information about important 
programs and issues.

• Military OneSource publishes social content tailored 
to junior enlisted audience segment:

– Increased use of video and live formats

– Ongoing social listening to inform real-time content 
development based on what is top of mind for the 
community

– Real-time community management to engage with 
users where they are

– Relevant social content to capture user’s attention 
directs to programs and resources 

– Platform-specific strategy to tailor content 



Connecting Through Email 
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• Military OneSource’s eNewsletter is a powerful 
communication vehicle.

• The Military OneSource eNewsletter provides 
readers with relevant news about military life, 
benefits, resources and links to 
MilitaryOneSource.mil.    

• Deployed a new email marketing program that will 
allow us to tap into a variety of important segments 
within our military community, including younger 
service members:

– Migrated to GovDelivery to improve 
accessibility and reach new audiences

– Redesigned communication to be more 
modern and mobile friendly



Leveraging Real Voices: Blog Brigade
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• Revitalizing Military OneSource 
blogging platform, Blog Brigade 

• Monthly call for user-generated 
content

• Working with bloggers to publish four 
blog posts each month on topics 
relevant to military life

• Making the site mobile friendly 

• Expanding the program to recruit 
new voices such as young service 
members 

• Plans to incorporate vlogging, a 
popular medium amongst 
Millennial/Gen Z audiences

The Real Deployment Cycle

11 Mythbusters for Soon-to-Be MilSpouses

5 Things I Learned from my First Job

My Introduction into the Navy

Do’s and Don’ts of PCSing for Newbies

Hiring Our Heroes Job Fair: A Newbie’s Perspective

What I Wish I Would’ve Known Before My Husband 

Deployed  

Sample Blog Posts 



An Audience Who is Constantly Changing

• Created a program that provides 
consistent general/introductory 
communications 

• Developed a strategic approach to 
continually introduce our services to 
new users

 Regular content dissemination 
on social media and general 
descriptors on all program tactics 
and materials.
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DISCUSSION
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Question & Answer Session

and 

Council Member Discussion
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Closing Remarks

Honorable James N. Stewart
Chairman
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Meeting Adjourned!

Next MFRC:

March 19, 2019

(or April 4, 2019)

PLCC Room B6
10:00 – 12:00
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