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Results of the Disk/Video Fulfillment Package Comparison  

Operational Research Question:  Of the two principle fulfillment packages employed by Cadet Command in direct mail marketing, one incorporating an interactive computer disk and the other a video tape, which has the best positive impact on prospects?

Principle elements to ORQ:  


1)  Did prospects report a higher level of knowledge about Army ROTC after receiving the fulfillment package?


2)  Did prospects report an increased interest in Army ROTC after receiving the fulfillment package?


3)  Did prospects report an increased interest in speaking to an Army ROTC representative after receiving the fulfillment package?


4)  Were any of the above related to other variables, e.g., desire to belong to a group, desire to be a leader, desire to develop skills, age, or family members in the military?

Ancillary research questions:


1)  Did the pretest (presurvey) change the way prospects responded in the posttest, either by preconditioning prospects to anticipated questions, or by changing their behaviors in viewing the material?


2)  Were there any variables or groups of variables that profiled a likely to be propensed prospect?


3)  What information derived of this survey may assist in the development of future fulfillment devices to accomplish stated goals and objectives?

Purpose.

SYMBOL 183 \f "Symbol" \s 10 \h
Determine the relative impact of both fulfillment packages.

SYMBOL 183 \f "Symbol" \s 10 \h
Determine the relative impact of each package in comparison to the other.   

SYMBOL 183 \f "Symbol" \s 10 \h
Determine the strength of any relationship between existing attitudes, or demographic differences and changes in attitudes toward Army ROTC.

SYMBOL 183 \f "Symbol" \s 10 \h
Determine what lessons learned may be applicable to development of a new fulfillment device.

Background and Conditions of Research.


The interactive computer disk has been on-line for six years, and is part of the basic fulfillment system, that includes RPIs, a letter and other material.  The computer disk reflects personal computer interactive programming state of the art in 1987.  The video tape is a more recent product and focuses on 

highly-technical military applications to encourage high-tech prospects to pursue an Army ROTC program.  Costs associated with reproduction of the video, and lower initial response rate, led to a decision to use only the disk.  To test the effects of the two devices, it was necessary to re institute the offer of a video tape as part of the fulfillment package.


Initial design called for random assignment of prospects to disk or video tape packages.  This design was impractical; therefore, the differences between groups required statistical controls. 

Conduct of Research.  


The fulfillment process occurred in the same fashion as normal, however, prior to shipment of the fulfillment package, the contractor surveyed prospects telephonically using an instrument developed at HQ U.S. Army Cadet Command.  After prospects had adequate time to review the materials, the contractor contacted the prospects a second time and conducted a posttest survey.  The posttest included the key features of the pretest plus demographic data.  


A control group of posttest only allowed comparison based on the influence of pretest on posttest results.  By controlling for the effects of testing experimental integrity was preserved.  Although this process is little used in marketing research, it ensures that the measured results are due to differences between groups or between interventions and levels.  Otherwise, the differences between testing could be due to the sensitivity of the group to the test.  
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Sample Size.


The total sample for comparison was 134 pre- and posttest prospects.  Of these, 72 viewed the disk, and 62 viewed the video.  The control group numbered 53.  The sample was sufficient to drive statistical significance. 

General Findings.


For both fulfillment packages, the level of knowledge about Army ROTC after receiving the fulfillment package increased.  On the scale of 0 to 10 with 10 representing a self-reported high level of knowledge, and 0 representing none, the pretest score average was 4.74.  After viewing the fulfillment packages, the average score on the same metric increased to 7.58.  The variance between scores decreased with the standard deviation reducing from 2.4 to 1.7.  This is a highly positive training outcome.  Not only did prospects believe that they understood ROTC better, but the difference in perception decreased markedly.  The disk outperformed the video package slightly in providing information.


The prospects reported a decrease in interest in taking ROTC after viewing the fulfillment packages.  Although both packages demonstrated a decrease in interest, the disk had more of a negative impact than the video tape. 


The prospects reported a decrease in interest in talking to an ROTC representative after viewing the fulfillment packages.  Again, the disk tended to decrease interest in ROTC at a slightly higher rate than the video.


The comparison of the interactive computer disk with the video tape showed an overall slight deficit in motivation to act on an ROTC scholarship.  This relationship was mild but at a statistically significant level.  Other variables interacting with interest to enroll and interest in talking to an ROTC representative did not explain the decline.  Other variables did fit a model of who is most likely to be positively swayed by the fulfillment packages.  The following represent the prospects' responses that fit the model of positive effect of the fulfillment package:

SYMBOL 183 \f "Symbol" \s 10 \h
Prospects who were positively motivated to pursue Army ROTC rated the perception of personal challenges of Army ROTC courses and experiences as very positive (T= 5.33, Sig= .00).  In other words, those seeking a personal challenge related well to the material provided and subsequent to viewing the material, their motivation to pursue Army ROTC, and to talk to a representative.

SYMBOL 183 \f "Symbol" \s 10 \h
Prospects who were positively motivated to pursue Army ROTC rated the offer of a scholarship as a highly motivating (T= 4.88, Sig= .00).

SYMBOL 183 \f "Symbol" \s 10 \h
Prospects who were not positively inclined toward leadership on the pretest tended to respond to the fulfillment package (T= -2.73, Sig= .01).  Note explanation in summary below.

Of lesser impact in the model of the motivated to enroll prospect are responses that include the following, in order of significance: 

SYMBOL 183 \f "Symbol" \s 10 \h
The post-college military obligation negatively related to interest in pursuing ROTC (T= -1.88, Sig= .06).

SYMBOL 183 \f "Symbol" \s 10 \h
Being part of a smaller Army.  Respondents whose motivation increased were positively affected by the effort to handle objections to downsizing (T = 1.82, Sig= .07).

Tangential findings:

SYMBOL 183 \f "Symbol" \s 10 \h
Prior general knowledge about ROTC.  Prospects who believed they already knew a great deal about ROTC were not positively swayed by the message 


of the fulfillment package (T= 1.61, Sig= .11).  Additionally, perceptions of prior knowledge negatively related to interest to talk to an ROTC representative.

SYMBOL 183 \f "Symbol" \s 10 \h
Family members in the Armed Forces negatively related to increase in motivation derived from viewing fulfillment packages (T= -1.45, Sig = .15).  Possible conclusions about this relationship, given that many of ROTC's current cadets have military ties, is that prospects may not have viewed the information about the Army as being realistic.  This is supported by the lack of positive drift of knowledge in those who have a family member in the Armed Forces concomitant with decreased interest in talking with a representative of ROTC.

SYMBOL 183 \f "Symbol" \s 10 \h
Pretest perceptions of lack of sophistication of technology negatively related to increased interest following viewing of fulfillment packages 


(T= -1.33, Sig= .19).  This finding suggests that the Army still has a problem with perceptions of a low-tech environment, and that the perception negatively affects our ability to motivate.

SYMBOL 183 \f "Symbol" \s 10 \h
Increased knowledge of financial rewards of being an Army officer positively related to interest (T= 1.30, Sig= .19).

SYMBOL 183 \f "Symbol" \s 10 \h
The perception following the viewing of the fulfillment packages that ROTC is only for those interested in a military career related positively to interest to pursue Army ROTC (T= 1.29, Sig= .20).  The implication is that many who viewed the fulfillment packages perceived an emphasis on commitment to a military career associated with ROTC enrollment, and for those who were previously inclined toward a career, interest in ROTC increased as a result.  

SYMBOL 183 \f "Symbol" \s 10 \h
Those who believed that there were few financial rewards associated with being an Army officer prior to viewing the fulfillment package tended to lose interest in ROTC (T= -1.27, Sig = .21).

SYMBOL 183 \f "Symbol" \s 10 \h
Those who believed that ROTC classes would be interesting after viewing the packages tended to increase their interest (T= 1.18, Sig= .24).

SYMBOL 183 \f "Symbol" \s 10 \h
Those who believed that ROTC would increase their opportunities in science and engineering during their Army career after viewing the packages tended to increase their interest (T= 1.18, Sig= .24).

Summary of relationships


Those who respond well to queries on personal challenges tend to respond well to the existing fulfillment packages.  The packages apparently convey a message of challenge to the prospect.  However, the strength of the relationship decays slightly between the pretest and posttest 

(pretest Pearson's r = .574, posttest r = .501).  Scholarships continue to be a strong motivator, as expected.  


Although pretest perceptions of being a leader does fit the model of those interested in pursuing ROTC,  the relationship between being a leader and interest in ROTC increased dramatically after the viewing of the fulfillment packages (r = .166 to r = .501).  In effect, the fulfillment packages tended to 'sell' ROTC and leadership as a dual concept.  Rather than being viewed as a negative outcome of the study, the relationship here suggests that for those who were not interested in becoming a leader before viewing the tape or disk, and who continued to be disinterested in being a leader following the viewing, ROTC was not for them.  For those who bought the being a leader message, ROTC became more interesting. 


Generally, negative preconceptions about technological sophistication, military obligation and financial rewards appear to be objections yet to be overcome.  Downsizing is handled well as an objection in the packages.  Some of the variables that have nothing to do with increased interest in ROTC include:
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Membership in JROTC.  Prospects who participated in JROTC were slightly less interested than the average prospect.  No significance should be placed on this finding since only 12 of the respondents were prior JROTC.

SYMBOL 183 \f "Symbol" \s 10 \h
Belonging to a group of cadets had no positive effect on motivation to enroll.
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ROTC will develop leadership skills in civilian life had no effect.  Analysis of this trait is difficult, but relationships to other variables suggest that the prospects who continued to be interested or increased their interest in ROTC were not saying that they were not in favor of developing civilian skills, but that they did not believe that ROTC would do so.  This relationship grew more negative from pre- to posttest.  The fulfillment package does not sell this aspect of ROTC.  

Direct comparison outcomes.


The summary of comparison of the effectiveness of the videotape versus computer disk using regression formula follows:

Regression.     (Delta of all key variable changes = SUMDELTA.)
Dependent variable = Posttest Interest in ROTC.

Multiple R


.799

R Square


.638

Adjusted R Square

.630

Standard Error
          1.813

F =  76.496


Sig F < .0001

Variable

   
 B

SE B
    
Beta                    T
            Sig T

SUM DELTA

 .112

.015

 .400
          
 7.441

.000

Disk/Video

-.709

.317

-.119

-2.226

.027

Prior Interest 


in ROTC
 .888

.064

 .747
          
13.772

.000

(Constant)

 .780

.518



 1.505

.135



The regression shows that when all critical variables are controlled for, the Computer Disk significantly decreases interest of the prospect more than the video tape.  The overall standard deviation (range or variance in response squared) increases for the both packages, but more significantly for the disk.  Bottom line is the computer disk doesn't work if criteria for success includes increasing the interest of the prospect, or motivating the prospect to further positive steps to inquire about ROTC. 

Design and statistical controls.


An item-by-item review of the responses showed that posttest only prospects did not significantly vary from pretest-posttest prospect responses with the following exceptions:
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Reported posttest knowledge was significantly higher for pretest/posttest group (mean = 7.6 to 6.0).  Prior contact increased sensitivity to the information. 

SYMBOL 183 \f "Symbol" \s 10 \h
Pretest/Posttest group spent marginally more time in reviewing the material. 

SYMBOL 183 \f "Symbol" \s 10 \h
Interest in ROTC was insignificantly higher amongst pretest/posttest group.  This effect could have been the result of added attention from surveyors.  The experimental intervention was extracted from the analysis.

SYMBOL 183 \f "Symbol" \s 10 \h
Insignificant variance existed between groups on ROTC helping to stay in good physical shape. 

SYMBOL 183 \f "Symbol" \s 10 \h
Awareness of scholarships and knowledge of dollar amount of scholarships varied slightly but insignificantly between groups.

SYMBOL 183 \f "Symbol" \s 10 \h
Posttest only group found the packages less interesting and reported spending more time in reviewing the data.

SYMBOL 183 \f "Symbol" \s 10 \h
Reported SAT score was insignificantly higher for posttest only.

SYMBOL 183 \f "Symbol" \s 10 \h
All other variables were statistically identical between groups.

Summary of Posttest Only Control results.


The knowledge that someone was going to call back to check on how the prospect viewed the fulfillment package encouraged more effort on the part of the prospect.  The control group did not feel as though they had the level of knowledge of the experimental groups as a result.  However, the results of motivation to pursue ROTC were the same.  Prior contact or detailed knowledge about ROTC does not necessarily encourage greater propensity to pursue ROTC.  The pretest survey did not significantly alter the response behavior on most of the items for the experimental group.


Bottom line:  The study was valid in determining the relative merit of the fulfillment packages tested.  Secondly, although the devices (tape versus disk) were the items tested, there existed an interaction between these devices and the packages sent with them.  Any recommendations should include the entire package for analysis.

Recommendations based on the results of this survey for future fulfillment devices to accomplish fulfillment package objectives.



Several assumptions were a basis for the development of the survey regarding the objectives of the fulfillment packages.  These included:
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Enhance awareness of the Army ROTC program and options available, including scholarships, attractive aspects of cadet life, personal challenges, and  alternative programs of instruction.

SYMBOL 183 \f "Symbol" \s 10 \h
Increase knowledge of program choices, benefits, and requirements.

SYMBOL 183 \f "Symbol" \s 10 \h
Stimulate interest in pursuing ROTC enrollment, and/or scholarship.

SYMBOL 183 \f "Symbol" \s 10 \h
Motivate prospects to act on their interest by contacting an ROTC representative.


The scores for accomplishing the objectives were generally not good.  Awareness and knowledge increased, but propensity to enroll actually decreased.  There was evidence of some credibility problems with the prospects in several areas that appeared to have a strong influence on prospect motivation.  These areas included:

SYMBOL 183 \f "Symbol" \s 10 \h
Value associated with belonging to a group of ROTC cadets. 

SYMBOL 183 \f "Symbol" \s 10 \h
Value associated with being an Army officer.

SYMBOL 183 \f "Symbol" \s 10 \h
Value associated with the opportunity to have a science or technology career in the Army*.

SYMBOL 183 \f "Symbol" \s 10 \h
Financial rewards of being an Army officer*.

SYMBOL 183 \f "Symbol" \s 10 \h
The importance of the Army's role in solving national and international problems.

SYMBOL 183 \f "Symbol" \s 10 \h
Being required to serve in the Army for a period of time after graduating from Army ROTC*.

SYMBOL 183 \f "Symbol" \s 10 \h
Value associated with Army ROTC helping develop valuable leadership skills useful in civilian career.

SYMBOL 183 \f "Symbol" \s 10 \h
ROTC improving chances for success after college.

SYMBOL 183 \f "Symbol" \s 10 \h
Army ROTC classes will be interesting*.

SYMBOL 183 \f "Symbol" \s 10 \h
Army ROTC offers an opportunity to develop self-confidence*.

SYMBOL 183 \f "Symbol" \s 10 \h
Army ROTC will make the prospect more disciplined*.

SYMBOL 183 \f "Symbol" \s 10 \h
Army ROTC will enhance physical conditioning*.

SYMBOL 183 \f "Symbol" \s 10 \h
Army ROTC will help the prospect succeed in college*.




* Denotes significant drop in expectations from pretest to posttest.

The above listing demonstrates that the current fulfillment packages do not convince prospects of the value of ROTC and a career as an Army officer, but may, with some prospects, act to dissuade from enrollment.  The effect was not uniform as some prospects reacted favorably to the fulfillment packages despite the overall decrease in propensity.  This was indicated by the greater variance on the posttest.  Effectively, the current packages provide sufficient information for prospects to make up their minds about ROTC without having spoken to an ROTC representative.  The fulfillment package therefore screens out prospects that do not respond well to the packages' messages.


The known factor about enrolled cadets concerning their decision to pursue ROTC is that the contact with the ROTC representative was the key to the decision to enroll.  If prospects do not feel inclined following the receipt of the fulfillment package to talk to a representative, it is likely that the number of actual enrollments will decline.


The prospects in the current study reflected a significant increase in knowledge about ROTC, particularly when they were preconditioned by a pre-survey.  However, two things stand out.  First, more information did not help persuade, as stated above, and second, the prospects were generally unable to identify the level of scholarship funds available.  This second finding, not recorded above because it had no relationship to prospect propensity, is interesting in that the prospects made their decision to follow-up exclusive of their understanding of the dollar amount of the scholarship.  Parents may have been more aware of the actual dollar figure, and may be influencers in the decision, but the prospects appear to know only that the scholarship is available, not how much money is included.  That part of the computer disk and the information packet that deals with scholarship money may have acted to confuse rather than educate.  The second finding also supports current efforts to restructure scholarships to a lower level, since most prospects will not be as concerned with actual dollar amounts as with whether they receive a scholarship or not.


The balance between information giving and motivation is a delicate one.  The current packages inform, but apparently at the cost of motivation.  If future packages concentrate solely on motivation, the lack of information may dissuade.  The critical factor must be providing enough information to whet the appetite without wetting it down.  Motivationally, concentrating on the best and most positive aspects of critical variables would likely assist in getting the prospect to Point of Sale (POS).  That POS is not the second step, or fulfillment package, but the actual contact with a Goldminer, ROO, Gold Bar Recruiter, or other ROTC representative.  Recommend that future packages be reviewed to assure emphasis on the following:
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Personal challenges of Army ROTC courses and experiences.

SYMBOL 183 \f "Symbol" \s 10 \h
Scholarship availability.

SYMBOL 183 \f "Symbol" \s 10 \h    Validity of ROTC leadership skills for success in any field of endeavor.

SYMBOL 183 \f "Symbol" \s 10 \h
Explain the military obligation in terms that do not sound like an eternity to 17-year old prospect.

SYMBOL 183 \f "Symbol" \s 10 \h
Continue handling the downsizing question effectively.

SYMBOL 183 \f "Symbol" \s 10 \h
Counteract prejudices about the military in general, including misconceptions about pay and non tangible rewards.  

SYMBOL 183 \f "Symbol" \s 10 \h
Use family members' experience in the Armed Forces as a positive and not a negative attribute.  (The prospect has probably heard all the bad stories, true, or exaggerated; therefore, use of family member experience, particularly enlisted, should emphasize the positive aspects). 
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Defeat prejudices and perceptions of lack of sophistication of technology in the Army.   

SYMBOL 183 \f "Symbol" \s 10 \h
Defeat the perception that ROTC is only for those interested in a military career. 

SYMBOL 183 \f "Symbol" \s 10 \h
Provide examples of the more interesting subjects that assure that prospects understand that ROTC classes will be interesting. 

SYMBOL 183 \f "Symbol" \s 10 \h
Continue targeting science and engineering students, perhaps with a modified computer disk, RPI or other device.  Prospects should believe that ROTC would increase their opportunities in science and engineering during their Army career and beyond. 

SYMBOL 183 \f "Symbol" \s 10 \h
Strengthen the perceived value of association with a group of ROTC cadets and the overall cadet experience through visualization.   

SYMBOL 183 \f "Symbol" \s 10 \h
Sell the value associated with being an Army officer.

SYMBOL 183 \f "Symbol" \s 10 \h
Sell the validity of the Army mission in the context of the Army's role in solving national and international problems.

SYMBOL 183 \f "Symbol" \s 10 \h
Provide more information on reserve affiliation, not just active duty.

SYMBOL 183 \f "Symbol" \s 10 \h
Sell Army ROTC as the best method to develop valuable leadership skills useful in civilian career.  (Note excellent work in progress by agency in this area of print advertisement.)

SYMBOL 183 \f "Symbol" \s 10 \h
Sell ROTC as equivalent to chances for success in and after college.

SYMBOL 183 \f "Symbol" \s 10 \h
Sell Army ROTC as developing self-confidence.

SYMBOL 183 \f "Symbol" \s 10 \h
Sell Army ROTC as a way of being self-disciplined.

SYMBOL 183 \f "Symbol" \s 10 \h
Sell Army ROTC as developing physical strength, endurance and abilities.  This is a potential for physical appeal, and should not be downplayed.


Overall, a future device should concentrate on visual imagery, not factual depth.  The idea should be to push the appropriate buttons of smart, ambitious, and vital 17-year olds in the fulfillment device.  Earlier research suggests that parents tend to read the written materials, but the prospects concentrate on the computer disk (or video tape).  Play the imagery to the level of the prospect, keeping a young man or woman's viewpoint in mind, i.e., short term as well as long term enjoyment and rewards.  As much as possible, use the critical variables defined in this study as a road map.  And, do not implement fulfillment devices without a plan to evaluate effectiveness of the device and make revisions and modifications to fine tune the product.

