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Client Overview 

The Marines were formed November 10, 

1775 in Tun Tavern in Philadelphia, PA. They 

began as two battalions and now include over 

204,000 men and women. They are the quick 

responders.  

They are ready at a moment’s notice to 

aid in the fight on land or at sea. Their motto is 

Semper Fidelius, meaning always faithful in 

Latin. The Marine Corps values are Honor, 

Courage and commitment. “The Marine Corps 

has to be good at marketing and branding out 

of sheer survival,” according to Dean 

Crutchfield from Forbes magazine.  The 

Marines are always at risk for being rolled into 

the Air Force or the Army. These are much 

better funded, bigger organizations that seem 

to have a clearer role to play. Some people see 

the Marines as having an undefined role and 

question their reason to exist in the military. 

Marines are constantly proving themselves and 

showing they do have a purpose.  

The Marines were the first branch of the 

military to be active on social networking sites 

such as Facebook and Twitter. They also have 

an App available for .99 cents. This App allows 

people in different stages of their military 

career to connect with others in the same 

stage they are in. The website 

www.marines.com is very informative and has 

a call to action feel. Through the website, the 

Marines have branded themselves as an elite 

group on the cutting edge of technology. 

 

The Marines are very available to their 

target market.  The advertising history shows 

they have always sought to show they are the 

elite branch of the military. “The few. The 

Proud. The Marines” for instance. Another 

slogan the Marines use is “a great place to 

start.” This slogan is aimed at high school 

juniors and seniors.  
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The issues facing The Marines 

recruitment department run deep. They have 

been known as brute killing machines for more 

than a few years. They need to prove that they 

are more than just people with guns who like to 

blow things up. The biggest focus should be 

showing people that they will be able to 

support themselves after their career with the 

Marines. It is very important in today’s 

economy to show potential recruits that they 

will be taught valuable skills that will transfer 

into the civilian world. As difficult as it is to find 

work these days people should be able to trust 

they will be able to find work after they are 

discharged. Potential recruits could be turned 

off by the Marines due to their elitist attitude.  

 Marine’s competitors include the other 

branches of the military with a focus on the 

Army and the Air Force. The other branches of 

the military have a bigger budget and a more 

defined role. Therefore, it may be easier for 

them to reach their target market in some 

instances. The Marines have more to do, with 

less to do it with.  

The Army focuses on “an Army of one” 

which appeals to the current industry trends.  

People are more focused on the individual. The 

website www.goarmy.com  is very focused on 

the individual. The Air Force focuses a lot on 

the thrill seeking individuals. It is still about the 

individual though. The website 

www.airforce.com opens with a slogan that 

says “We do the impossible everyday” 

immediately getting the attention of the thrill 

seekers. They also have a major focus on 

science and technology. 
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Our target audience includes men and women 

ages 17 – 24. These individuals are more 

socially involved and very technologically 

savvy. Most see joining the military as too 

much of a risk. Going to college after high 

school is much more socially accepted in 

today’s market. They also believe that they will 

gain the same accomplishments from a college 

education that they stand to gain from the 

military. Still millennial’s are more community 

conscience. They tend to be more involved 

than past generations. It stands to be said they 

would view joining the military as more of a 

public service than past generations. It appears 

that the Marines currently focus their 

recruitment efforts on the Southeastern and 

Mid-Eastern regions of the United States. 

There also is some emphasis in the far West 

region.  

Campaign Objectives 

The objectives of this campaign are to 

build on the “Toward the Sounds of Chaos” 

campaign. We are trying to raise and sustain 

awareness and better reach diverse 

candidates in the Northeast, West Coast, and 

major urban areas. 

A second objective is to influence 

attitudes toward the Marines. The Marines 

need to change their image. They have a long 

standing reputation as ruthless killing 

machines. The Marines need to show that 

although they are the first in and the last out, 

they also do a lot of humanitarian work. 

 

They are very involved in the community and 

have excellent programs that allow their ranks 

to transfer their skills into a civilian trade when 

they return home.  

 Furthermore, the campaign aims to 

influence behaviors toward the Marines. 

Ultimately, the campaign aims to achieve an 

increase in information seeking behaviors 
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(visits to the website, meetings with recruiters, 

etc.) and enlistment in the Marines.  

An undergraduate Research Methods 

course, conducted an online survey through 

Survey Monkey. A link for the survey was 

shared via email, Facebook, Twitter and other 

social media sites. The sample was broken into 

groups or “strata” by city through Survey 

Monkey. Through snowball sampling 

techniques, 110 survey responses were 

received. 

Survey questions were selected to 

provide insight into the way our target audience 

views the media. Information was gathered 

about how much media respondents take in 

and in what ways. The results offer insight as 

to the best way to advertise to our target 

market. 

Strategies and Tactics 

Research indicated that our target 

audience spends a lot of time watching 

television and listening to the radio. Thus, 

these will be focus areas of our campaign. 

Media efforts will be coupled with the 

annual Marines Toys for Tots drive in 

December each year. Participating local media 

should be contacted to determine the localized 

media calendar. 

The campaign will include 30 second 

television spots featuring Marines doing 

community work. It also will include localized 

30 second radio advertisements. Outdoor 

advertising also will be incorporated to support 

event advertising. Outdoor advertising will be 

used to reinforce the messages of our 

broadcast spots.  

The campaign also will focus on online 

advertising. The internet was listed as the 

number one place our target audience would 

go if researching the Marines. Thus, the 

campaign will advertise heavily on social media 

sites and various major news sites. Since the 

website marines.com was recently updated 
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and is very appealing it will continue in its 

current format. 

Evaluation and Recommendations  

The effects of the electronic portion of 

this campaign can be tracked by detailed 

reports about online advertisements. These 

show how often the ads are clicked and what 

sites were clicked on. Television and Radio is 

not so cut and dry. There will be an influx of 

views on the website because the ads will 

show a call to action to visit the site.  

Future campaigns should be well 

rounded. Not only will it be necessary to show 

the Marines focus on protecting our great 

country, but it also will be important to include 

what they do on a humanitarian level.  

Another important factor will be to stay 

in touch with local media and to foster positive 

relationships. Through campaign research, a 

sentiment that repeatedly surfaced was that no 

one trusts the recruiters. With all the wonderful 

things the Marines are able to offer to potential 

recruits there should be no margin for lies. 

Recruiters should be up front about what they 

can do for the recruits. Do not make promises 

you cannot keep. One of the best ways to get 

negative press is to give someone a bad 

experience. That person is very likely to go tell 

everyone they know about it.  

 

 

 


