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Function

The function covered by these checklists is the administration, operation, and management of Military Family and Morale, Welfare, and Recreation (FMWR) Programs and Nonappropriated Fund Instrumentalities (NAFIs).

Purpose
1. The purpose of these checklists is to assist the IMCOM Region and garrison personnel responsible for--
a. FMWR programs and NAFIs in administering APF and NAF resources
b. FMWR program reporting requirements
c. Managing FMWR programs
d. Other NAFIs 
in evaluating the key management controls related to the areas listed below.
2. Many of the questions are also pertinent to NAFIs other than Garrison FMWR Operating Entity programs. 
3. These checklists are not intended to cover all controls.

Instructions
[bookmark: OLE_LINK3][bookmark: OLE_LINK4]Answers must be based on actual testing of key management controls, such as document analysis, direct observation, interviewing, sampling, and simulation. Answers that indicate deficiencies must be explained and corrective action indicated in supporting documentation.  These management controls must be evaluated at least once every five years.  Certification that this evaluation has been conducted must be accomplished on DA Form 11-2-R (Management Control Evaluation Certification Statement).  This form is available at:
http://www.apd.army.mil/pub/eforms/pureedge/a11_2.xfdl

 More information about the Army Management Control Process can be obtained at   the Army Internal Review website: 
http://asafm.army.mil/offices/FO/IntControl.aspx?OfficeCode=1500

IMCOM G9 Management Control Administrator:
Elizabeth Fetherston
(210) 466-1241
elizabeth.m.fetherston.naf@mail.mil






A  -  STRUCTURE AND RESPONSIBILITIES

	

	YES
	NO

	1
	Has a Marketing Specialist position been established and filled?
	
	

	2
	Has Marketing been established and positioned within the Family and MWR Directorate in such a way as to leverage support across all FMWR programs and at every level?
	
	

	3
	Have responsibilities for establishing a comprehensive marketing program been included in job descriptions and performance standards for Marketing personnel?  If “yes,” do those responsibilities clearly include:

	
	

	
	· Developing marketing standards to support all phases of marketing FMWR programs (promotion, advertising, research, publicity, etc.)


	
	

	
	· Furnishing guidance to operating officials on how marketing plans should be developed (as appropriate)?


	
	

	
	· Providing advertising, communications and graphic support to FMWR programs and events.


	
	

	4
	Do the Marketing Specialist’s responsibilities require that their efforts are professional and appropriate for supporting FMWR programs and events?
	
	

	5
	Has emphasis on marketing functions resulted in managers making an effort to market and promote their programs?
	
	

	6
	Have activity (program) managers been assigned responsibility in preparing marketing plans (or parts of plans)?
	
	

	7
	Has the responsibility of budgeting for marketing efforts of events and programs been assigned?
	
	











B  -  MARKET RESEARCH AND ANALYSIS

	

	YES
	NO

	1
	Has the Marketing Specialist acquired demographic data and appropriate market research information for use by activity managers?  
Examples:
· Does the Youth Services have data needed to identify the ages, number and gender of youth in the community?

· Do Food and Beverage operations have data needed to analyze differing characteristics of customers?

· Do program managers know what types of services and products their customers want and need?

	
	

	2
	Was an FMWR Services Survey done within the last 3 years?  If “yes”:

· Were the results of the assessment presented to management?


· Did managers use the results to make decisions about their customer’s needs and the adequacy of current programs?

	
	

	
	
	
	

	
	
	
	






















C  -  FOR MARKETING DIRECTORS

	

	YES
	NO

	1
	Has a marketing plan been developed for the FMWR Division?  
	
	

	2. 
	Has guidance been furnished to other FMWR Division directors on how and when to prepare a plan (as appropriate)?
	
	

	3.
	Are marketing plans based on market research, demographics, local market conditions and, are they consistent with current trends?
	
	

	4.  
	Does the marketing plan:

        - Use a SWOT analysis to target customers and market opportunities?

        - Identify performance targets?

	
	

	
	
	
	

	5.
	Are FMWR marketing plan goals consistent with those of the garrison?
	
	

	6.  
	Is the marketing plan consistent with the resources identified for marketing in the garrison budget?
	
	

	7. 
	Have division directors met with marketing personnel to identify the research information needed to develop plans?
	
	

	8.
	Does the division marketing plan contain objectives and goals for its FMWR activities?
	
	

	9.
	Does the division plan lay out priorities and resources for marketing efforts?
	
	



1

