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Building Stronger Alliances between the Military and High School Educators:
From the Educators’ Perspective

Overview

High school educators often play a critical role in helping students make choices about
their future careers. Unfortunately, there are forces acting on educators leading many of them to
discount or overlook the military as a potential career option for their students, including
increasing job demands, pressure to push college, lack of knowledge or experience with the
military and fear or anxiety given the current state of world events. Often, this kind of
environment breeds false information about the military, perpetuates extreme stereotypes
portrayed in books, television and film and reinforces overwhelming fear.

To examine this issue further, 106 interviews were conducted with high school educators
from across the nation to develop a better appreciation of the current relationship between the
military and educators, from the educators’ perspective. Educators were asked to evaluate
different outreach methods used by the Services to target and inform the educator community, as
well as provide original insights and recommendations on ways to strengthen the relationship
between the military and educators.

The results clearly support the idea that outreach efforts must be tailored to specific types
of educators based on their needs. A broad assessment of existing outreach methods is presented,
and then more detailed approaches for guidance counselor outreach and teacher outreach are
offered as a starting point. In general, these outreach strategies seek to motivate guidance
counselors and teachers to learn more about the military and to give career options in the military
fair consideration.

It is important to recognize up front that military recruiters have an extremely challenging
job. Each recruiting environment is different, and we do not expect all of the recommendations
from educators put forth in this report to be feasible and appropriate in all situations. Rather, we
provide this information so that it can be one source of feedback to consider when evaluating
recruiting practices and taking steps to promote future success. Of course, some of the
suggestions put forth may already be used by recruiters working in high schools. In these cases,
the data will hopefully reinforce those strategies.

Introduction

Most youth report beginning to seriously plan for their future when they are in high
school, around ages 15-17 (DMDC Y outh Poll 2, August 2001). Although there are many
sources through which youth can get information about different options, they report that
teachers, guidance counselors and coaches are among the most trusted (JAMRS Youth Poll 4,
December 2002). Educators also recognize the impact they have on youth. In the present study,
almost 90% of the guidance counselors and over half of the teachers interviewed told us that
during the past three years they had on several or many occasions “played a critical role in
helping a student achieve his/her career goals.” Given the important role educators often play in
youth career decision making, the goal of this study was to better understand educators as an
influencer group and identify ways the military could potentially build more effective,
sustainable relationships with them.

Success in the high school market is critical for many military recruiters. Results from the
2000 Military Recruiter Survey (Wilson et al., 2002) showed that 63.6% of Active Duty



recruiters and 57.8% of Reserve and National Guard recruiters reported that they prospect 500 or
more high school seniors in their recruiting market. Although recruiters are often invited to speak
to classes on military topics and participate in “Career Day” activities, almost half of recruiters
reported that their schools do not make high school directory information available.!
Furthermore, roughly half of recruiters reported that school counselors do not encourage
qualified seniors to talk with them about the military as a career, nor do they tell students to
consider the Service as a way to get money for college.

There are several key factors in the education environment that may contribute to military
resistance, including pressure from administrators and parents to push college, and state-level
budgetary cutbacks that decrease the number of educators available to students. The situation is
compounded by a general lack of knowledge among educators about the military. In comparison
to other options, 71% of teachers and 46% of guidance counselors reported knowing “Less” or
“Much Less” about joining the military. Additionally, 77% of the educators who took a short
quiz covering basic facts about tuition assistance, educational opportunities and career prospects
in the miltiary failed (i.e., scored 60% or below).

Successful penetration of the high school market depends, in part, on building a positive
image of the military within schools and developing good working relationships with educators.
The results from this study provide insight from 106 educators who were asked to provide
recommendations on how the military might be able to do this more effectively. The remainder
of the report is organized in the following sections:

» Methods

A Closer Look at the Role Educators Play in Youth Decision Making

Review of Common Strategies Used by the Military to Communicate with Educators
Guidance Counselor Outreach

Teacher Outreach

YV V.V V V

Conclusions

Methods
Sample

Public high school educators were recruited for the study using several strategies. First,
ten school districts representing a variety of characteristics (e.g., location, size, demographics)
were selected and invited to participate in the study. These schools were contacted late in the
Spring semester, and only three schools agreed to participate. From these schools, a total of 13
participants from two schools in Pennsylvania were interviewed on campus during regular school
hours. Another 23 participants in central Texas completed a self-administered version of the
interview. Next, several state and regional educational associations were contacted and three
agreed to let us recruit participants during their annual conference. A total of 33 participants
were interviewed at conferences sponsored by guidance counselor associations in Texas,
Northern California and Southern California. Finally, to help ensure a more geographically
representative sample, a total of 37 participants were recruited with the help of professional

! This statistic was reported before the No Child Left Behind Act of 2001.



research firms in Washington DC, Atlanta and Denver. In all, the sample consisted of 106
educators.

Administrators, guidance counselors, teachers, coaches and librarians were interviewed.
Four participants provided multiple perspectives, as they had experience in more than one
educational specialty. Eight participants had to be eliminated from the dataset after it was
discovered that they did not work primarily with the normal population of high school students.
The final dataset included 97 educators. Results are reported for the entire sample, as well as for
the subset of guidance counselors (n=37) and teachers (n=53).

Participants came from a total of 36 different school districts. Closer examination of
demographic information at the school district level revealed that the sample included a good
mix of educators. Participants came from both small (e.g., 1 high school in district, 312 students
enrolled) and large (e.g., 36 high schools in district, over 87,000 students enrolled) school
districts in suburban, urban and rural areas. Racially similar and diverse school districts were
also represented. County-level data from Census 2000° showed that the average per capita
income was below the national average ($21,857) in fifteen counties and above it in twenty-one.
Last, the percent of college bound seniors ranged from 18-94%, with only four districts reaching
above 80%. Appendix A includes a detailed summary of the sample characteristics.

Procedures

At the beginning of the interview, each participant was given a Background
Questionnaire asking them to report basic demographic information, rate their likelihood to
recommend the military, evaluate stereotypes regarding what type of people serve in the military
and provide feedback on their experiences with military recruiters. Next, participants were given
a short quiz to assess their knowledge of 10 military “factoids” and their ability to recall the
slogans from each of the five Services. This was followed by another rating exercise where
participants provided feedback on seven different categories of informational resources the
military uses to communicate with educators. Those categories included: (a) promotional items,
(b) print materials, (c) military web sites, (d) short presentations or workshops, (e) large-scale
programs, including ASVAB, (f) personal conversations and (g) VIP trips or extended tours.
Participants also identified what types of things they need to know more about in order to
provide good information to students about the military, and how they would prefer to have that
information delivered to them. Finally, participants were asked a series of structured interview
questions and probed on their responses. The questions were designed to gain a better
understanding of how educators view the military, but most of the discussion focused on
participants’ recommendations for enhancing the relationship between educators and the
military. Appendix B contains a copy of the entire interview protocol.

The interview questions were purposely structured to elicit responses that would be fairly
straightforward to interpret and code for further analysis. Potential, broad response categories
were generated beforehand, so that participant responses could be verified, if possible, during the
interview. These categories were refined (e.g., expanded, broken into sub-categories) based on
actual responses. Once all of the data had been collected, the responses were reviewed and the
categorization codes were verified independently by two trained coders. Few coding
discrepancies resulted; those that did were discussed and agreed upon by the coders before
moving forward with data analysis.

%Retrieved from http://factfinder.census.gov




A Closer Look at the Role Educators Play in Youth Career Decision Making

Educators, like other adult influencer groups (e.g., parents, family, clergy), can influence
youth career decision making in two major ways, including (1) influencing the development of a
youth’s consideration set and (2) helping a youth select from among those options in the
consideration set. High school educators can help shape a student’s consideration set by exerting
influence over which career options appear on the student’s radar. During high school, educators
can introduce career options to the student (e.g., “Have you thought about engineering?”), or
eliminate options from further consideration (e.g., “Out-of-state schools are way too expensive”).
When it comes down to the wire, educators can also help students determine which career
option, among those they have been considering, is the right one to pursue. In the present study,
scenarios were constructed for the interview to provide some insight on the role educators play in
helping students make career decisions.

Scenario 1: Developing a Consideration Set

The first scenario provided some insight on whether or not educators are likely to
introduce the military into a student’s consideration set. The scenario asked educators to describe
how they would advise a student who came to them mid-way through the student’s senior year in
high school not having a clue what he/she was going to do in the future. To promote a variety of
responses, educators were also asked to assume that the student would not be attending a 4-year
college. In this situation, we found that the military was the preferred option for only a handful
of educators; rather, there was a clear preference for pushing further education in community (or
junior) colleges and trade (or technical) schools.

Despite this preference, many educators indicated that they would engage the student in a
process of exploration.

“I would do a lot of questioning up front: What are you
interested in? What have you considered? What have you

«| would find out about ruled out and why? What do you want to do with your life? |
their interests and what would try to identify the student’s interests and strengths.”
they are good at. Talk
about their strengths and “| would ask them — what do you
weaknesses. Ask about like to do? Do you have a job
their hobbies. Have the now? Do you like it? Where do
student take a survey to you see yourself in 6 months to 1
help define their interests.” year? What are your interests?
What are your career goals?”

The military can be a part of this career exploration process by providing resources to
assist educators in helping undecided students explore their interests, and in doing so, introduce
the possibility of military service. This might include simply making sure the school’s career
center is well stocked with informational materials, or promoting the Armed Services Vocational
Aptitude Battery (ASVAB) and making sure educators know how to interpret the results.
Another strategy would be to identify what types of resources educators commonly use to help
students with career exploration, and determine whether or not military careers are adequately
represented in those resources. If not, intervention may be useful.



During the interviews conducted for this study, educators were asked to provide
examples of strategies they use to help students explore different career options. A number of
online career exploration tools were mentioned. Appendix C includes a table with the most
frequently mentioned online tools, along with a brief description of how (if at all) military
careers are represented in each.

Other suggestions for increasing the number of educators and students who access
information about the military online included (a) adding links to military web pages on the high
school or school district web page, (b) adding links to military web pages on web pages for
educational or professional associations, and (c) promoting existing military web pages, such as
todaysmilitary.com.

Scenario 2: Choosing from Among Options in the Consideration Set

The second scenario was designed to get at the role educators play in helping students
select a career path from among those they have been considering. Specifically, the scenario
focused on a student who was thinking about joining the military, and educators were asked to
describe how they would react to the news. The most common response from educators was
inquiry. They wanted to make sure the student had a good reason for joining and that he/she was
making an informed decision. Also, educators were particularly interested in how the student
was going to continue pursuing an education while serving. In many cases, educator said that
their reaction to a student’s desire to join the military would depend on how the student
responded to the following types of questions:

“Why do you want to join?”’

2, ¥ ! 2
@@ ! X
“Why the military?” P ? .

- N ;P ® @,
Which branch? P
PV

“What are your career goals and how is the military going to help you achieve those goals?”

“Have you looked at school first, then entering later as an officer?”

““I would get them to personally reflect on their decision to make sure they’ve thought about the
commitment they are making. It’s not a commitment they should take lightly. Do you
understand the expectations? Your commitments? Your options for post-military if you decide
not to make it a career?”

“How did you decide? What research have you done? What do you plan to do with military
experience? Why are you interested in the military?”

Often, educators would recommend that the student talk with either a recruiter (“‘I would
suggest that they contact a recruiter.”), the school guidance counselor (*“I would refer them to a
counselor who knows more than I do about the military.”) or someone with military experience
(““I would suggest that they talk to the principle in our school who has two sons in the military.”)
to provide more information.

Few educators reported that they would have a negative reaction to a student’s interest in
joining the military. However, a much larger number of educators reported that they would
encourage the student to be cautious. In some cases, this was possibly a way of conveying



negative sentiment without telling the student that joining the military is a bad idea. These types
of comments included statements like:

“I would say that the military has good educational benefits, but remind them that it
is a sacrifice.”

“Watch out! Make sure you understand the discipline and physical demands.”
CAUTION

“I would tell them to get everything in writing.”

““I would make sure they knew they might actually go to war.”

“I would ask to make sure they knew the time commitment and that there was no
going back.”

In all, educators’ reactions to the news that one of their students was considering joining
the military were in large part contingent on whether or not the student could reasonably
convince them that it was in the student’s best interest. This can be a challenging task, as many
educators believe that a traditional college education is in a student’s best interest. Educators told
us that, “People are so programmed for college; most educators just push college.”
Additionally, there is the perception among some educators that the military will prevent
students from getting a good education — one educator said that “serving in the military may lead
to under utilization of skills learned in high school,”” another educator summed it up by saying,
“educators sometimes think that the military is not academic at all; this discourages them from
recommending it.”” This is compounded by a general lack of knowledge among educators as a
group regarding what the military is and what it has to offer.

These findings highlight the importance of working with different educator groups to
educate them on the military. Through outreach efforts, educators can begin to expand their
understanding of what the military is and what it has to offer, instead of being limited by what
students tell them about the military or what personal opinions they have formed based on
sometimes incomplete or exaggerated information.

The remainder of this report provides feedback and suggestions for reaching different
educator groups to inform them about the military. Results are presented for guidance counselors
and teachers, separately, for two reasons. First, the working conditions and job demands of
different types of educators has important implications for understanding what motivates them
and identifying the best ways to reach them. Second, our sample consisted primarily of guidance
counselors and teachers, allowing us to investigate these two groups with a reasonable amount of
reliability. The next section contains a review of common strategies used by the military to
communicate with both guidance counselors and teachers. This is followed by a more detailed
approach for guidance counselor outreach and teacher outreach.

Review of Common Strategies Used by the Military to Communicate with Educators

In the early planning phase of the study, each of the Services were contacted and asked to
provide a description of the materials and resources they use to communicate with educators.
Based on the information provided, seven categories of resources were identified for further
investigation (see Table 1). These seven categories were presented to participants, and then they
were asked a series of questions about each.



Table 1. Seven Categories of Information Resources Targeting Educators

Categories of
Information Resources

Description

Promotional items

Desktop calendars; teacher planners; safety posters; and other promotional items (e.g., pens, coffee mugs). For example:
= Desktop calendars provided by Marines
= Tech Ed Program sponsored by the Air Force provides teacher planners and safety posters for classrooms
= Coast Guard distributes promotional items such as calendars, pens, coffee mugs, etc.

Print materials

Printed materials, brochures/pamphlets, magazines, literature. For example:
= Marine’s Educator’s Guide booklet
= New Airman magazine published by Air Force
= Print media (advertisements)

Military web sites = Army: www.goarmy.com = Army National Guard www.1800goguard.com = www.todaysmilitary.com
= Navy: www.navy.mil = Air National Guard www.goang.com = www.military.com
= Marines: www.usmc.mil = Army Reserve www.goarmyreserve.com = www.Asvabprogram.com
= Air Force: www.airforce.com = Naval Reserve www.navalreserve.com
= Coast Guard: www.uscg.mil = Air Force Reserve www.afreserve.com

Short presentations

Short presentations about the military given at luncheons, dinners or in conjunction with other events — such as conferences or
conventions. For example:

= Center of Influence (COIl) luncheons sponsored by the Army

= Exhibits and/or presentations at local and national education conventions sponsored by the Army

= COlI dinners sponsored by the Air Force

Large-scale programs

Large-scale programs sponsored by DoD or the Services. For example:
= DoD Career Exploration Program (ASVAB)
= Junior Achievement’s (JA) National Military Role Model Program (NMRMP)
= Plans for Life Program sponsored by the Army
= Troops to Teachers

Personal conversations

Personal conversations or communications with military recruiters or other military representatives. For example:
= Military Recruiters
= “EdSpecs” from the Army or Navy
= Young service men/women who return to their high school to talk with educators

Extended tours, VIP
trips or workshops

Extended Tours, VIP trips, or Workshops. For example:
= Joint Civilian Orientation Course (educator tour) sponsored by DoD
= Educator/COI Tours sponsored by the Army
= VIP trips (“A day in the life of a sailor”) sponsored by the Navy
= Educator Workshops sponsored by the Marines
= Educator Tour Program (San Antonio) sponsored by the Air Force

= Opportunity for wrestling/football coaches to observe training for pararescue and combat controllers sponsored by the Air Force

= Educator Awareness Tour sponsored by the Air National Guard




Promotional Items. In the past 12 months, 86% of guidance counselors and 62% of
teachers sampled had received or obtained promotional materials. Both guidance counselors and
teachers agreed that these materials were easy to share with students. Yet, they also indicated
that promotional items are not a good source of information on career opportunities or life in the
military, nor do they help educators do a better job of providing information to students about the
military. Interestingly, more than half of the teachers (53%) reported that they wish they had
better access to promotional items. This likely has to do with the role some promotional items
could play in supporting classroom instruction (e.g., classroom supplies, calendars, lesson
planners), which is discussed in more detail in the section on Teacher Outreach.

Print Materials. Both guidance counselors and teachers agreed that print materials are
the easiest resources to share with both parents and students. Yet, less than half of teachers
(44%) had received or obtained print materials in the past 12 months. In contrast, over 85% of
guidance counselors had. This may mean that print materials are not making it past the guidance
counselor’s office and into the hands of teachers.

Military Web Sites. Our findings show that a majority of guidance counselors (59%) and
teachers (75%) are not obtaining information about the military from military web sites. In fact,
27% of teachers and 14% of guidance counselors did not even know that these types of web sites
exist. However, those who are using military web sites give them high marks. A large percentage
of teachers (94%) and guidance counselors (85%) who are familiar with military web sites agree
that these web sites help them provide better information about the military to students.
Furthermore, 100% of teachers and 87% of guidance counselors said that they would recommend
a military web site to someone who was interested in learning more about the military, and both
guidance counselors and teachers thought that information on military web sites is fairly easy to
share with both parents and students. Yet, to personally learn more about the military or get more
information on career opportunities or life in the military, both guidance counselors and teachers
tended to prefer more interpersonal communication methods, such as short presentations and
personal conversations. However, promoting military web sites among educators and providing
incentives for them to visit these sites should be explored as ways to increase their use, as those
educators who do use these web sites rate them quite favorably.

Short Presentations. During the past 12 months, about half of the guidance counselors
(51%) had received or obtained information about the military through a short presentation,
whereas only about a quarter of teachers (27%) had. A notable percentage of guidance
counselors (25%) and teachers (42%) also reported that they were not aware that recruiters and
other military representatives were available to talk with them. This is unfortunate because short
presentations were rated very positively among both guidance counselors and teachers. Of those
who had attended a short presentation, 78% of guidance counselors and 84% of teachers reported
that it helped them to provide better information to students about the military. Short
presentations were also rated by both guidance counselors and teachers among the top three
resources to get information on career opportunities in the military and life in the military.
However, both guidance counselors and teachers also reported that it was more difficult to share
information from short presentations with parents and students in comparison to print materials
and military web sites.

Large-Scale Programs (ASVAB). Most teachers (87%) and a substantial percentage of
guidance counselors (64%) reported that they are not involved in large-scale programs, such as
ASVAB. Furthermore, 60% of teachers and 39% of guidance counselors did not even know
these types of programs exist. Of those who were familiar with programs like ASVAB, they



evaluated them moderately favorably. For example, most of the guidance counselors (73%) and
teachers (80%) who are familiar with the ASVAB would recommend it to a student who was
interested in learning more about the military. Large-scale programs also fared reasonably well
in terms of helping teachers (61%) and guidance counselors (48%) provide better information to
students about the military. Potentially, there is room for improvement when it comes to large-
scale programs, such as ASVAB, particularly with regard to building awareness of these
programs and increasing accessibility to them.

Personal Conversations. Most guidance counselors (86%) are talking to recruiters, but a
considerable percentage of teachers (40%) are not. Across the board, these types of personal
conversations are rated very favorably by those guidance counselors and teachers who have
engaged in one or more conversation. Over 90% of guidance counselors reported that personal
conversations do a good job of providing information about career opportunities in the military
and 94% said that these conversations generally help them provide better information to students
about the military. Furthermore, 97% of guidance counselors would recommend that someone
interested in the military talk with a recruiter. Teachers had a similarly favorable view of
personal conversations. Over half (55%) of teachers who had conversations with recruiters or
other military representatives said that they personally learned new things about the military
through these discussions. Over 90% of teachers also said that personal conversations help them
provide better information to students about the military. However, a large percentage of
teachers (51%) reported that they wished they had better access to recruiters

Extended Tours, VIP Trips or Workshops. As expected, a relatively small percentage of
guidance counselors (19%) and teachers (8%) who participated in this study reported that they
had participated in an extended tour, VIP trip or workshop in the past 12 months. Those guidance
counselors and teachers who had attended one indicated that it was most valuable in offering a
glimpse of what life in the military is really like. Obviously resource limitations often make it
difficult to provide this type of opportunity to a large number of educators, yet it should be noted
that 68% of guidance counselors and 50% of teachers wished they had better access.

In all, participants’ responses appear to be characterized by several themes:

1. The resources that are easiest for educators to share with parents and students when
counseling or advising them about the military are not necessarily the same ones that are
most effective in educating guidance counselors and teachers themselves.

2. When it comes to educating and informing guidance counselors and teachers, the data
suggest that there is a clear preference for interpersonal methods of communication (i.e.,
short presentations and personal conversations).

3. Several key resources appear to be underutilized by educators. Efforts to promote
awareness and increase accessibility to web sites, large-scale programs and extended
tours/VIP trips may enhance their effectiveness.

Detailed results for each type of information resource are presented in Appendix D.

Guidance Counselor Outreach

Being knowledgeable about various post-high school options is a fundamental part of a
guidance counselors’ job. However, the realities of budget cutbacks and overcrowded schools
often inhibit guidance counselors’ ability to stay abreast of the wide variety of options available



to students. Roughly 85% of the guidance counselors interviewed in this study characterized
their student caseload as being “bigger than I’d like,” “too big,” or “so big it is totally
unmanageable.”

Guidance counselors assist students with study habits, post-high school planning, class
schedules and high-stakes tests. Yet, they also help with personal and emotional problems, such
as eating disorders, girlfriend trouble, deaths of friends and teen pregnancies. In short, these
professionals are stretched very thin. The demanding nature of counseling jobs is perhaps similar
to that of many doctors who work to sustain a profitable health care practice in the age of
managed healthcare. Some doctors see upwards of 40 patients a day, yet they still must maintain
current knowledge of medical findings, new procedures and advancements in pharmaceuticals.
Pharmaceutical representatives often assist doctors in maintaining current knowledge, while
trying to promote pharmaceutical products. In fact, when it comes to the relationship between
pharmaceutical representatives and doctors, there is potentially much to be learned about how
recruiters could be more successful in promoting the military to guidance counselors.

Just as doctors are a bridge between prescription medications and their patients, guidance
counselors can be a bridge between students and recruiters. That is not to say that recruiters can
not (and do not) work directly with students; rather, the idea is that building effective
relationships with guidance counselors is one way for recruiters to increase and enhance their
contact with students, directly and indirectly. Feedback from the guidance counselors
interviewed for this study indicates that many college and university recruiters already use this
type of approach. Recruiters who adopt a pharmaceutical model for interacting with guidance
counselors may be more successful in reaching students in a high school setting.

What is to be learned from the pharmaceutical model? Following are several situations
that help describe the pharmaceutical model, along with feedback from guidance counselors that
provides some insight on how recruiters can use this type of model to work more effectively with
guidance counselors.

#1: Pharmaceutical representatives bring doctors information about their medications and
try to make prescribing their medications easy. They must be extremely knowledgeable

about the medications they are promoting and able to convey that knowledge in a
credible and compelling, yet succinct manner.

Pharmaceutical representatives have to know what to say and how to frame it in order to
get doctors to seriously consider their product. They often have only one chance to make an
impression, and if they are not successful it can be very difficult to recover. Recruiters face
similar challenges when working with guidance counselors. The feedback we got from
participants helps provide some insight on how recruiters might go about conveying information
to guidance counselors more effectively — both in terms of what to say and how to say it.

Message Content. First and foremost, guidance counselors expressed that they need to be
educated on the military. Evidence suggests that guidance counselors are not very
knowledgeable about the military and what it has to offer. In this study, 46% of guidance
counselors reported that they knew “Less” or “Much Less” about the military in comparison to
other post-high school options. In a recent poll (JAMRS Influencer Poll 1, August 2003) a
sample of guidance counselors were asked to report how knowledgeable they are about the
military on a 1 to 10 scale, where 1=not at all knowledgeable and 10=extremely knowledgeable.
The mean response was 6.62, clearly indicating that there is room for improvement. As a general

10



strategy, approaching guidance counselors with the goal of educating them on the military seems
to be what many of them need and desire.

- - *“Educate me on the process -
“We need more education! It’s hard for us to talk about options walk me through the entire
we haven’t experienced.” recruiting process. 1’d love to take
the ASVAB and learn how it is

scored. Tell me about career

“Explain all the options a student might opportunities, requirements for
have”... “Show me what the military would look joining, boot camp, station
like for one of my graduating students.” locations, benefit etc.”

More specifically, guidance counselors identified several areas where they are
particularly lacking in information. These included:

Earning a college degree while in the Military (84%)
Careers in the Military (78%)

Tuition assistance (78%)

Education/job training offered in the Military (76%)
Benefits (e.g., health care, retirement) available (70%)
Military pay/salary (65%)

In all, guidance counselors seem to be particularly interested in learning more about how
a student can further his/her education and career development while serving in the military.
They not only need to know that students can further their education while serving, but they also
need to know how students are going to be able to do it. Additionally, guidance counselors’
interest in learning more about available benefits and military pay/salary indicates a general
desire to know that the military is going to take care of students. As we know from prior work
(JAMRS Influencer Poll 1, August 2003), educators’ perceptions of students’ well-being while
serving in the military are the strongest driver of their likelihood to recommend the military.

Given limited time and resources, the data we collected suggests that recruiters can be
maximally effective by talking with guidance counselors about educational and career
opportunities available to student who join the military. Examples of enlisted servicemen and
women who have earned their degree while serving, specific information about tuition assistance
programs or job descriptions may be easy, effective ways to peak a guidance counselor’s interest.

Communication Strategies. Even if you know what to say, finding feasible, effective
ways to communicate that information to guidance counselors can be extremely challenging.
Like doctors, guidance counselors are inundated with information. It may not be reasonable to
expect the majority of guidance counselors to take the initiative to learn more about the military
by reviewing brochures, booklets, web sites or other materials issued by the military. More
personalized forms of communication may be required to get their attention. The good news is
that most guidance counselors view opportunities to learn more about post-high school options
as consistent with their core job responsibilities.

We asked guidance counselors to tell us what the best ways are to communicate
information to them. The most consistent response was a short, organized forum where
information is presented and the audience is allowed to participate by asking questions or sharing
examples. In Colorado, several colleges hold periodic “College Update” sessions where guidance

11



counselors are given current information on admissions
policies/procedures, course offerings, campus life issues
and other events or news at the university. This provides a
structured forum for guidance counselors to get the latest
information and learn more about different options
available to students. This is a potentially feasible, effective
model that military recruiters should consider. An added
advantage is that this type of forum already exists in some
schools, or could take place during already scheduled
activities, such as staff meetings or In-Service days. Some
guidance counselors may also be able to participate in this
type of event during regular school hours, as it is a job-
related activity. Although this may sound similar to what
some recruiters do at high school career fairs, guidance
counselors are not a captive audience in that type of setting,
which can present challenges.

“Host a “‘Military
Update” where a
representative from
each branch comes
at the first of the year
to give a short brief
to the guidance
counselors on key
events or changes in
recruiting.”

Another general theme that came up was access to

“There needs to be a recruiters. Guidance counselors want recruiters to be available and
general recruiting easily accessible. One guidance counselor said, ““I don’t want to
office number that hunt them down when | have an interested student.”” Having
doesn’t change so we recruiters’ contact information on hand is a necessity for guidance
can always get a hold counselors. Also, several guidance counselors mentioned including
of a recruiter.” web site links on the high school web page that will allow easy

access to military web sites.

Projecting Credibility. Once you finally have a guidance counselor’s attention and they
are actually listening, how do you come across as credible? Credibility is a fundamental part of
persuasion and influence, and it is essential for building trust. Here are a few key themes that
were mentioned as important in building credibility with guidance counselors.

Among guidance counselors, there was a call for recruiters to portray a more realistic
view of the military; for example, “Make sure recruiters are truthful and realistic.”” Guidance
counselors who believe a recruiter is being dishonest or misleading a student will place no value
in what he/she says, and may potentially attribute negative characteristics to other recruiters. At a
minimum, recruiters should not oversell the military or use high pressure tactics to attract
students. Finding the right balance between portraying a positive view of military life and being
honest about the less appealing aspects of service is a necessary step in establishing credibility
with guidance counselors.

Another reliable way to help establish credibility with guidance counselors is to have
alumni who are currently serving return to their former high schools to talk with guidance
counselors and students. As put by one guidance counselor, “alumni who are serving should
come back and talk to students.” Simply by virtue of their shared experience, guidance
counselors will be likely to see alumni as more credible witnesses to military life.

Last, some guidance counselors expressed the need to have representatives from each of
the Services come to the school; for example, “we need representatives from each of the
Services, not just one or two.” Only seeing recruiters from one or two of the Services led some
guidance counselors to the conclusion that they were not getting the whole picture. Recruiting is
highly competitive, so it may be unrealistic to expect the Services to collaborate when recruiting.
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What may be more realistic is to create representation of and access to all branches of the
military through a Joint-level undertaking. For example, one participant suggested establishing a
toll free information hotline coordinated at the Joint-level.

#2: Doctors will not prescribe a medication unless they believe it is a high quality product.

It is the pharmaceutical representative’s job to convince him or her of that.

What makes the military a high quality option in the eyes of a guidance counselor?
Clearly, the educational, career and personal growth opportunities offered by the military are
important considerations for guidance counselors. Guidance counselors said that recruiters
should, “emphasize the educational benefits and transferability of skills.”” However, there
appears to be many forces counteracting the potential benefits of military service. Guidance
counselors identified several categories of forces that detract from a positive view of the military.
Building a better understanding of these forces is a starting point in dealing with them more
effectively.

Pressure from Others. Many guidance counselors
reported feeling pressure from administrators and parents to
push four-year colleges. Furthermore, there are often

serious consequences associated with not pushing college. «“Administrators want
In some school districts, guidance counselors are evaluated, to see statistics for

in part, based on the number of college bound seniors. This college bound seniors
means that, in some cases, the willingness of a guidance because it makes them
counselor to recommend the military to a student is closely look good. They really
tied to important, tangible benefits the guidance counselor push the idea that
may or may not receive. Intangible outcomes may also be college is best for all.”
at stake. For instance, several guidance counselors reported

that ““fear of backlash from parents, especially with the war
going on” prevents them from even considering the
military as an option for their students.

Personal Beliefs. Additionally, the personal beliefs and fears of guidance counselors
themselves may be partially responsible for anti-military sentiment. Guidance counselors cited:
“political beliefs” and having an “anti-war philosophy” as factors that make them reluctant to
recommend the military to students.

In all, portraying the image that the military is a high quality option can be a very
difficult task when compelling forces are acting against the military in a high school setting.
Recruiters make strategic choices about the schools in which they recruit, in part, to minimize
the amount of resistance they are likely to encounter. Based on what guidance counselors told us,
it appears that dealing with strong resistance to the military may be futile in some situations. In
others, it would require a long-term commitment by the Services to engage in activities and
reinforce behaviors that contribute to building a positive image of the military in high schools.
This is no small matter because image building activities could potentially add to the already
demanding workload of military recruiters. Shuffling priorities in this way may be unrealistic for
the military, despite the advice of guidance counselors. Perhaps a more realistic goal to strive for
is achieving greater congruence between recruiting activities and activities that contribute to the
well-being of high school guidance counselors and students. Establishing a positive image of the
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military in high schools could help motivate people to challenge the negative beliefs they hold
about the military.

#3: Doctors will only prescribe a medication to those patients who would benefit from

using it.

Doctors have to evaluate a patient’s condition and make a determination as to whether or
not a certain medication fits the criteria for therapy. In much the same way, guidance counselors
evaluate a student’s disposition, goals and interests in order to make a recommendation about
post-high school options. True, for some guidance counselors the military will never appear on
their radar as a possible option. For others, likelihood to recommend the military will depend on
the extent to which they believe that the military would be a good fit for a given student.
Interestingly, lack of fit was the most commonly cited reason among guidance counselors for
being reluctant to recommend the military to students — even more so than fear of war or risk of
personal danger.

How does a guidance counselor decide whether or not a student would fit with the
military? Below are several quotes describing aspects of “fit” (or “misfit”) that guidance
counselors said would make them reluctant to recommend the military to a student:

“If they are defiant toward authority.” “If they are not physically capable.”

“If they are depressed.” “If a student is not eligible for service.”

“If they are emotionally immature.” “If they are a slow learner.”

“If the student has other goals, such as further education.” “Medical condition of student.”

“If the student can’t handle being on the go/traveling.” “If a student has a history of mental problems.”
“Student’s inability to handle authority; lack of discipline.””  “Their lifestyle may not fit.””

“If there is not a good match between a student’s values and  ““If they have a problem with anger/need anger
what they are required to do in the military.” management.”

Some of these perceptions of fit are very appropriate. For example, if a student does not
meet the criteria for medical eligibility, then a guidance counselor would be prudent to
discourage the student from trying to pursue unrealistic goals. However, most of the perceptions
of fit mentioned were rather ambiguous. For example, that the student’s lifestyle may not fit or
that the student is emotionally immature. Although the lives of military servicemen and women
are similar in some ways, they are quite different in others. To broadly classify a student as
having a lifestyle that does or does not fit with the military could be shortsighted and focused
only on those aspects of military life that are stereotypically portrayed in books, television and
movies. On the other hand, certain lifestyle choices, such as drug use, may be an obvious red flag
that the military is not a good fit for a student.

Other research (Mothers” Attitudes Toward Enlistment, March 2004) clearly shows that
influencers’ perceptions that a youth would fit with the military lifestyle is a strong, positive
predictor of likelihood to recommend the military. However, based only on the data that has been
collected thus far, it is hard to know exactly what fit is and how it affects influencers’ likelihood
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to recommend the military to youth. More research is needed to explore the concept of fit and
identify ways to influence perceptions of fit, where relevant, through education and experience.

#4: Pharmaceutical representatives court doctors and provide incentives to them in

exchange for listening to a sales pitch and considering their products.

Pharmaceutical representatives go to great lengths to court doctors. Obviously, the
resources a pharmaceutical company has at its disposable are different from what a recruiter can
offer. Yet, the basic idea of reciprocity or exchange holds across a variety of different social
relationships, and is no less relevant here.

On the whole, the guidance counselors interviewed for this study emphasized the notion
of reciprocity to a lesser extent than did the teachers (see next section). Yet, reciprocity still
appears to be an effective tactic. Guidance counselors described how many colleges send
representatives to court them, much like pharmaceutical representatives court doctors. Providing
incentives and expressing appreciation when interacting with guidance counselors can be very
helpful in developing a working relationship with them. Recognizing the important role guidance
counselors play in high schools can be as simple as being flexible so as to accommodate a
guidance counselor’s busy schedule (*““call before you come; don’t just show up unannounced™),
or as elaborate as providing personalized incentives in exchange for some of their time (*bring
food when asking favors™). Different strategies will probably be more effective with some
guidance counselors than others. Perhaps the most important rule of thumb is that appreciation is
expressed genuinely and often.

#5: When visiting medical offices/facilities, pharmaceutical representatives must be

respectful of the work environment. They are often required to follow strict rules.
Rude or pushy representatives are often not permitted to return.

Although many doctors would probably agree that pharmaceutical representatives serve
an important function, there is little tolerance for pharmaceutical representatives who do not play
by the rules of the doctor’s office, such as the days/times during which they can talk with doctors
and the procedures for dropping off samples of medications. In high school guidance counseling
offices these same types of rules may exist (formally or informally), whether or not recruiters
know it. At the least, guidance counselors usually have preferences for how they would like a
recruiter to conduct business in his/her school. These rules (or norms) are not likely to be written
down, as they are in many doctor’s offices; yet, violating any of these rules can have negative
repercussions.

To complicate matters, different guidance counselors we talked to had different ideas
about what is the best time of year for a recruiter to visit campus and whether or not it is
necessary to make an appointment before showing up at the school. However, two common
themes were identified based on what guidance counselors said. First, recruiters must be positive
and welcoming while visiting schools. They have to know how to interact with people in a
positive, respectful way. Second, recruiters have to know their school. That means, in part,
becoming familiar with the idiosyncrasies of the guidance counselor, secretaries, administrators
and/or other faculty/staff with whom they come in contact. Developing a better understanding of
what these people want or expect from recruiters may help recruiters to be more successful in
getting what they need from guidance counselors and other high school personnel.
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Teacher Outreach

Teachers and guidance counselors differ considerably in the time and attention they can
afford to spend on investigating, understanding and learning more about various post-high school
options. This is a fundamental part of a guidance counselor’s job. Teachers’ priority is academics
and instruction. Given these constraints, many teachers simply lack the resources and motivation
necessary to stay informed about the military. This is not to say that information is not available,
because in many cases it is abundant. The dilemma with teachers is that they lack a significant
motivating force in their environment pushing them to carefully and thoughtfully think about the
true merits of military service. Instead, most teachers focus on providing advice and guidance
about something they are familiar with — college.

“Offering future
education is much
more comfortable for
me because | have no
expertise with the
military.”

“Many teachers don’t feel comfortable encouraging students to
do something they know little about.”

The challenge with teachers is motivating them to seriously consider military service as
an option for their students. Similar to guidance counselors, teachers reported that administrators
and parents often put pressure on them to push college and promote further education. By and
large, joining the military is viewed as inconsistent with these goals, and in some cases, a step
down. One teacher told us that ““going straight into the military is seen as a step down from
attending a four year college.”

Several teachers also expressed concern over

pe_r§onal responsi'bility for_ encou_raging a student to join the “|f | recommended the
military. Interestingly, this sentiment was held mostly by military and something
teachers who would otherwise be supportive of students happened, 1’d be just
joining the military. Current military operations in floored.”

Afghanistan and Irag have likely contributed to fear and
anxiety among even the strongest military supporters.

Also, teachers’ personal political or ideological beliefs sometimes play a role in how they
approach the possibility of military service. Resistance to the war in Iraq or policies of the Bush
Administration makes some teachers reluctant to recommend the military to students. As one
teacher put it, “I don’t want to support a war | don’t agree with.”” Other teachers felt strongly
that it was not ethical for a teacher to impose his or her values on students. Rather, teachers
should show students all the options and let them decide. However, this may be easier said than
done.

In all, what many teachers seem to be telling us was that the decision of whether or not to
promote the military among students is often based on factors other than the true merits of
military service. Without sufficient motivation to process information about the military, many
teachers’ perceptions of the military will continue to be influenced primarily by stereotypes,
media portrayals, lack of information and fear.
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A Framework for Teacher Outreach

The Elaboration Likelihood Model (ELM) of persuasion (Petty & Cacioppo, 1986), a
predominant theory in social psychology, suggests that it is possible to influence how
thoughtfully a message is processed by the target audience. This is done by paying special
attention to:

» Aspects of the communicator, such as credibility
» The content of the message
» The degree of audience involvement

Using this as a framework, we uncovered some useful insights on how recruiters may be able to
more effectively reach teachers.

Among some teachers, recruiters do not have a good reputation. They have been accused
of being too pushy and arrogant, and generally disrespectful of how the school operates. One
teacher even told us that there is the perception that “recruiters are paid by the head.” More
often, though, teachers had a fairly positive view of recruiters, but simply reported that recruiters
do not make an effort to talk with them, despite the fact that they would be interested in talking
with recruiters. In fact, 51% of the teachers interviewed for this study agreed or strongly agreed
that they needed better access to personal conversations with recruiters or other military
representatives.

“Recruiters don’t make an effort to interact with teachers; there needs

“Recruiters to be increased communication between teachers and recruiters.”
don’t talk with

teachers, but
we’d love to talk “Recruiters only talk with guidance counselors;
with them.” teachers rarely get to talk with recruiters.”

Yet, teachers are not an easy bunch to pin down. Unfortunately, there does not seem to be
an easy solution to this problem. Different teachers offered different suggestions. Yet, three
things were clear. First, the most important thing is to be respectful, considerate and appreciative
of the time a teacher is willing to give. Second, teaching comes first. “Either plan things outside
of instructional time, or with it — nothing should detract from instructional time.”” Third, getting
some of a teacher’s time may require rather unconventional methods.

Get On-Board with Teaching. When asked to make recommendations on how to
improve the relationship between educators and the military, most teachers mentioned some
form of supporting instructional activities. Below are some examples:

“Provide physics formula sheets.”

“We need new, current materials (books/magazines/CDs/ASVAB prep books) on
the military for our school library.”

“Provide library books on military weaponry — having these types of books
available allows students to do class presentations or projects on military
topics.”

“We need people to help with tutoring and regular volunteer functions, like proctoring standardized test
administration sessions.”

““Start up a tutorial or buddy system.”
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(Examples continued from previous page)
“Provide handouts that support teaching... even if you aren’t there, your presence is.”

“Get involved in school athletics — offer programs or volunteer to coach a team — we never have enough
coaches.”

“Have speakers come and talk to students about topics that fit into the curriculum. Teachers would be receptive
to military efforts to help further classroom objectives.”

“Have military speakers come and talk about specific careers that tie with vocational classes.”
“Have recruiters come to class and speak on a military topic.”
“Encourage English teachers to include war novels in their curriculum.”

“If you are going to give out promotional items, give items that support learning (e.g., map of Spanish speaking
countries).”

*“Come to school and talk to classes; tell them about school and career options if they join the military.”
“Guest speakers are really good; have recruiters come speak in the classroom.”

“Create a 15-20 minute video on careers in the military and ask teachers to show students this video during
class time.”

“One way to lure teachers to attend informational sessions or seminars on military topics is to tell them that in
return for attending you will provide them with instructional materials they can use in class.”

“Have someone come in and talk with my US History class. This is a great time because it’s an election year.
I’m really open to guest speakers in my class.”

“Vocational teachers are always looking for guest speakers. Contact us (like the private colleges and technical
schools already do).”

“Get recruiters into the classroom — small venues are more effective.”
Information Dissemination. Teachers also provided feedback on how they would prefer

to receive information about the military. Their responses highlighted the desire to avoid
distractions from instruction and a preference for more personalized forms of communication.

“Visit teachers after school, after students “There needs to be better
are dismissed, but before we can go home.” dissemination of information —
don’t just dump stuff off at the “Talk with
guidance counselor’s office — teachers during
“Try to set up “Have personalized one- deliver mail directly to teachers staff/department
appointments.” on-one conversations — — put their name on it and put it meetings.”
come sit down and talk in their mailboxes.”
with me.”

Teachers also rated short presentations and personal conversations as the best ways to get
information about career opportunities in the military. Three-quarters of teachers also agreed or
strongly agreed that in the past they had personally learned new things about the military from
these two sources. Additionally, short presentations, personal conversations and military web
sites were rated highest when teachers were asked which types of resources help them provide
better information to students about the military.

What Teachers Need to Know. So, once you have a teacher’s attention, what do they
need to know? We asked teachers what they need to know more about in order to provide good
advice about the military. Teachers said they need to know more about:
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Careers in the Military (91%)

Education/job training offered in the Military (83%)
Tuition assistance (81%)

Earning a college degree while in the Military (79%)
Life in the Military (70%)

Requirements to join the Military(70%)

Military pay/salary (68%)

Most importantly, teachers want to know more about career and educational opportunities
offered by the military. As one teacher put it so eloquently, “we are educators first.”” Other
comments supported this:

“Hype up opportunities to work with cutting edge technology in military”

“Teachers need a constant updated list of what jobs are available in the military. We need better
information on content specific job areas within the military”

“Present straightforward options and scenarios showing different career paths. Perhaps come up
with a flow chart mapping out different career paths that are possible in the military that highlight
different goals along the way.”

“Make sure teachers are fully aware of career options in the military.”

“Show kids link between their interests or education and successful career opportunities
in the military (e.g., a Spanish major could be a cryptologist).”

“Emphasize other career options and transferability to the real world.”
““Stress that you don’t just learn technical skills, but that you can go to college, too.”

““Let teachers now what career options are available.”

Teachers also reported that they need to know more about the basics. What are the
requirements to get into the military? How do those requirements differ by Service? Does the
military provide any kind of accommodations for learning disabled students who want to take the
ASVAB? When can you get a waiver? What is the typical length of tour? Who can get money
for college, and how much? Unfortunately, many teachers are not familiar with the answers to
these very basic questions. This contributes to a general lack of knowledge and increased
uneasiness associated with recommending the military to students.

Building Credibility. Recruiters must also be perceived by teachers as credible in order
for their messages to be heard. For teachers, credibility appears to be driven primarily by the
following things:
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1. Know how the school works.

“Really good recruiters have a sense of what’s going on in the school and
always leave plenty of lead time for their requests.”

2. Do not oversell the military. Instead, try to present a balanced view.
“Don’t downplay the possible negatives.”” “Be honest.”
3. Look for opportunities to have Joint representation.

“Send a team of recruiters from each of the different services and have a
presentation on the military focusing on how the services work together™

“Bring in speakers from different services to share their success stories.”
4. Send alumni to talk with teachers and students.

“Have homegrown alumni who are serving come and visit schools to provide a
personal touch.”

5. Promote a positive image of the military.

“To build a relationship with schools, recruiters need to make a contribution to
the community and the school.”

Reciprocity. Another key theme with teachers was reciprocity. Making an effort to learn
more about post-high school options is outside the scope of their core job duties. There has to be
some benefit or reinforcement for engaging in this type of learning, or most teachers will not be
motivated to do it. Teachers had several suggestions to help develop and maintain a reciprocal
relationship.

- ““Come give presentations
Donations really help. during In-Service days.
Set it up so that teachers

“Giving teachers pencils and
calendars lets us know that you

. can earn CE credits b
understand our needs and support “Provide lunch for listening to a presenta){ion
us. We, in turn, are more likely to teachers in exchange on careers in the
support your efforts in the future.” for information.” military.”

“Send thank you notes — it really makes a difference. Be genuinely appreciative
of your time in the building. Take that little extra step.”
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Conclusion

In conclusion, building more effective relationships with high school educators requires a
significant commitment. At the Joint-level, initiatives designed to create and promote a positive
military brand are essential. Building a positive image of the military among adult influencers is
fundamental to enhancing youth propensity and enlistment. At the Service-level, recruiters and
other military representatives will hopefully be able to use this information to deploy more
effective tactics to reach different educator groups. Success with different educator groups will
likely require an approach tailored to different people in specific situations. However, several
best practices are offered that we expect to be relevant in any education environment.

Top 5 Best Practices for Building Effective Relationships with
High School Educators
1. Educate first, sell second

2. Emphasize career and educational opportunities
offered by the military to students

3. Reciprocity and support make the relationship
mutual

4. Build a positive image of the military within the
school — this may require engaging in activities that
may not directly and immediately benefit recruiting

5. Establish and continually build credibility
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Appendix A: Sample Characteristics

Geographic # High Schools # Students in Percent College
County/State Area in District District MSA Racial Profile SES Bound Seniors
Armstrong/PA Northeast, Middle 4 6,634 Rural Almost 100 W 15,709 Below 68%
Atlantic (non-H)

Allegheny/PA Northeast, Middle 11 37,612 Urban 50/50 W/B 22,491 Above 72%
Atlantic

Cobb/GA South, South 11 100,389 Suburban 10/70/20 H/W/B 27,863 Above 81%
Atlantic

DeKalb/GA South, South 22 97,967 Suburban 10/20/70 H/WIB 23,968 Above 60%
Atlantic

Fulton/GA South, South 13 71,372 Suburban 10/55/35 H/W/B 30,003 Above 72%
Atlantic

Gwinnett/GA South, South 16 122,570 Suburban 10/70/15 H/B/W 25,006 Above 87%
Atlantic

Rockdale/GA South, South 3 13,801 Suburban 7/70/23 H/W/B 22,300 Above 45%
Atlantic

Montgomery/MD South, South 25 136,895 Suburban 15/65/20 H/W/B 35,684 Above 64%
Atlantic

Prince South, South 29 135,039 Suburban 8/19/70 H/W/B 23,360 Above n/a
George's/MD Atlantic

Arlington/VA South, South 4 19,109 Urban 29/58/12 H/WIB 37,706 Above 94%
Atlantic

District of Columbia South, South 23 68,449 Urban 10/15/75 H/W/B 28,659 Above 44%
Atlantic

Angelina/TX South, West South 1 2,269 Rural 18/83/5 H/W/B 15,876 Below 39%
Central

Fort Bend/TX South, West South 9 56,186 Suburban 19/48/26 H/WIB 24,985 Above 81%
Central

Hunt/TX South, West South 1 312 Suburban 7/93/2 H/W/B 17,554 Below n/a
Central

Hunt/TX South, West South 1 603 Suburban 5/84/10 H/W/B 17,554 Below 68%
Central

Orange/TX South, West South 2 5,270 Suburban 4/96/0 H/W/B 25,826 Above 18%
Central

Dallas/TX South, West South 23 163,562 Urban 53/38/30 H/B/W 22,603 Above 57%
Central

El Paso/TX South, West South 1 340 Urban n/a 13,421 Below n/a
Central

Harris/TX South, West South 1 632 Urban n/a 21,435 Below n/a
Central

Travis/TX South, West South 1 4,376 Urban 90/10 W/H 25,833 Above 75%
Central

Adams/CO West, Mountain 7 33,522 Suburban 20/80 H/W 19,944 Below 61%

Arapahoe/CO West, Mountain 6 45,738 Suburban 10/80/10 H/W/B 28,147 Above 69%

Jefferson/CO West, Mountain 36 87,925 Suburban 10/90 H/W 28,066 Above 74%

Denver/CO West, Mountain 22 71,972 Urban 50/50/15 H/W/B 24,101 Above 46%
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Geographic # High Schools # Students in Percent College

County/State Area in District District MSA Racial Profile SES Bound Seniors
Imperial/CA West, Pacific 2 1,289 Rural 76/48/4 H/W/B 13,239 Below 25%
Imperial/CA West, Pacific 3 3,678 Rural 83/43/3 H/W/B 13,239 Below 40%
Los Angeles/CA West, Pacific 8 19,748 Suburban 37/54/16 H/WIB 20,683 Below 24%
Los Angeles/CA West, Pacific 7 12,202 Suburban 77/50 HIW 20,683 Below 45%
Sacramento/CA West, Pacific 11 49,970 Suburban 21/44/16 H/W/B 21,142 Below 23%
Sacramento/CA West, Pacific 6 16,987 Suburban 71/8/1 H/W/B 21,142 Below n/a
San Bernardino/CA West, Pacific 4 23,044 Suburban 64/43/9 H/W/B 16,856 Below 52%
Alameda/CA West, Pacific 10 53,545 Urban 30/21/40 H/W/B 26,680 Above 24%
Los Angeles/CA West, Pacific 100+ 746,852 Urban 60/40/10 H/WIB 20,683 Below 25%
Napa/CA West, Pacific 5 16,881 Urban 30/70 HIW 26,395 Above 37%
Orange/CA West, Pacific 12 113,932 Urban 59/46/3 H/W/B 25,826 Above 56%
Santa Barbara/CA West, Pacific 7 10,339 Urban 44/67/2 H/WIB 23,059 Above n/a

Sources:

Geographic Area

Geographic areas identified using Census Regions and Division of the United States (2000), US Department of Commerce
Economics and Statistics Administration, US Census Bureau

No. High Schools in District

As reported at http://nces.ed.gov/ccd/districtsearch/ or obtained from school district sponsored web site.

No. Students in District

Total students in school district reported at http://nces.ed.gov/ccd/districtsearch/

MSA

Central city of an MSA (Urban); Serves an MSA but not primarily its central city (Suburban); Does not serve an MSA
(Rural) — see http://nces.ed.gov/ccd/districtsearch/

Racial Profile

Race — use “Total Population Under 18” reported by US Census 2000, as reported at http://nces.ed.gov/ccd/districtsearch/

SES

SES reported as per capita income (dollars) for county obtained from US Census 2000. Above/below designates per capita
income in relation to US average, $21,857.

College Bound Seniors

Percentage of College Bound Seniors obtained from
http://wisconsindreamhomes.com/Nav.aspx/Page=/Schools/Default.aspx
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Appendix B

Interview Protocol
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Background Information

Your responses to the following items will provide us with some background information,
including your attitudes and beliefs about providing career advice and recommending the
military to students.

1. | am a: (check all that apply)
[J Teacher
If teacher, do you teach courses in a “Vo-Tech” curriculum? 'Y N
Counselor
Coach
Administrator
Other:

O 0O 0o O™

2. Are you Spanish/Hispanic/Latino? (Mark NO if not Spanish/Hispanic/Latino.)

) No, not Spanish/ [ Yes, Mexican, [ Yes, Puerto Rican [ Yes, Cuban ) Yes, other Spanish/
Hispanic/Latino Mexican American, Hispanic/Latino
Chicano

3. What is your race? (Mark ONE OR MORE RACES to indicate what you consider yourself to be.):

[0 White [ Black or [ American (1 Asian (e.g., Asian Indian, [0 Native Hawaiian or other
African- Indian or Chinese, Filipino, Japanese, Pacific Islander (e.g., Samoan,
American Alaskan Native Korean, Viethamese) Guamanian or Chamorro)

4. Your past/current military experience: (check all that apply)

[l None
T Enlisted If so, which Service?
[ Officer If so, which Service?
(] Reserves If so, which Service?
[ Other:

5. Members of your immediate family who have been (or currently are) in the military or
Reserves include: (check all that apply)

'] None

Mother/Father  If so, which Service(s)?
Brother/Sister  If so, which Service(s)?
Husband/Wife  If so, which Service?
Son/Daughter  If so, which Service?
Grandparent If so, which Service(s)?
Other Immediate Family Member(s):
which Service(s)?
which Service(s)?

O 0O 0oogf™
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6. I am a: (circle one) Female

Male

7. 1 have been working/practicing in the field of education for: (fill in time)

years

months

8. I have been working/practicing at my current place of employment for: (fill in time)

years

months

9. I interact primarily with: (check all that apply)

I Freshmen (9™
Sophomores (10™)
Juniors (11™)
Seniors (12™)
Other:

O 0O 0o O™

10. Overall, how would you characterize most of the students you interact with: (circle one answer

each for items a-k)

Not at all Somewhat Very
characteristic characteristic characteristic
a. Ambitious [1] [2] [3] [4] [5]
b. Economically privileged [1] 2] 3] [4] [5]
c. At-risk of dropping out [1] 2] 3] [4] [5]
d. Mature [1] 2] [3] [4] [5]
e. Unconcerned with the future [1] [2] [3] [4] [5]
f. Easily influenced by their peers [1] [2] [3] [4] [5]
g. Economically disadvantaged [1] [2] [3] [4] [5]
h. Apathetic [1] [2] [3] [4] [5]
i. Hard working [1] [2] (3] [4] [5]
j. Talented [1] 2] [3] [4] [5]
k. Intelligent [1] 2] [3] [4] [5]

11. Overall, on political, social, and economic issues | would characterize myself as: (please circle

one answer)

. Ver
Conservative my

Quite
[2]

Neither/nor

[3]

Quite
[4]

Very
[5]

Liberal
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Questions 12 and 13 are for guidance counselors only.
If you are not a guidance counselor, please skip to question 14.

12. What is your typical caseload (i.e., number of students to whom you are responsible for
providing guidance counseling) during the school year? (fill in number)

students

13. In general, how do you feel about your caseload? (check one)

0

0 I R N [

My caseload is too small

My caseload is just the right size

My caseload is bigger than 1’d like it to be

My caseload is too big

My caseload is so big that it is totally unmanageable

Questions 14 and 15 are for teachers only.
If you are not a teacher, please skip to question 16.

14. Approximately how many students are you typically responsible for providing instruction to
during the school year? (fill in number)

students

15. In general, how do you feel about your “student load” (i.e., number of students to whom you
are responsible for providing instruction)? (check one)

U

O O 0o 0™

My student load is too small

My student load is just the right size

My student load is bigger than I’d like it to be

My student load is too big

My student load is so big that it is totally unmanageable




16. Let’s say that over the next school year a variety of students come to you for advice about
various post high school options. In general, how likely is it that you would recommend:
Please circle one answer each for items a-k.

Very Very

Unlikely Neutral Likely
a. Attending a 4-year college or university [1] [2] [3] [4] [5]
b. Joining the Army [1] [2] [3] [4] [5]
c. Joining the Navy [1] [2] (3] [4] [5]
d. Joining the Marine Corps [1] [2] [3] [4] [5]
e. Joining the Air Force [1] [2] [3] [4] (5]
f.  Joining the Coast Guard [1] [2] [3] [4] (5]
g. Getting a full-time job [1] [2] [3] [4] (5]
h. Getting a part-time job [1] [2] [3] [4] [5]
i. Attending a trade, technical, vocational [1] [2] [3] [4] [5]

or community college

j.  Serving in the National Guard [1] [2] [3] [4] [5]
k. Serving in the Reserves [1] [2] [3] [4] [5]

17.

In my opinion, those students who are well-suited to join the military tend to be: (please circle

one answer each for items a-d)

Very Quite

Neither/nor

Quite

Very

a.  Unintelligent [1] 2] 3] [4] [5] Intelligent
Very Quite Neither/nor Quite Very
b. Mature [1] [2] [3] [4] [5] Immature
Very Quite Neither/nor Quite Very
C. Troubled [1] [2] [3] [4] [5] Successful
d. Economically Very Quite Neither/nor Quite Very Economically
Disadvantaged [1] [2] [3] [4] [5] Privileged




18. To what extent do you agree with the following statements about military recruiters? (please
circle one answer each for items a-€)

Strongly  Disagree  Neutral  Agree Strongly | Don’t know
Disagree Agree
a. Military recruiters care about the well- (1] [2 [3] [4] [5] [DK]
being of people interested in military
service.
b. The information that military recruiters [1] [2 [3] [4] [5] [DK]
provide is trustworthy.
c. Military recruiters usually present a [1] [2 [3] [4] [5] [DK]
truthful picture of military service.
d. Military recruiters use “high pressure” [1] [2 [3] [4] [5] [DK]
sales tactics to get people to join the
military.
e. People entering the military often don’t (1] [2 [3] [4] [5] [DK]
get the benefits promised by military
recruiters.

19. In the past 3 years, have you been contacted by a military recruiter(s)? (check one)
[1 No, never

One or several times, but the information they provided wasn’t really helpful

One or several times, and the information they provided was helpful

Many times, but the information they provided wasn’t really helpful

Many times, and the information they provided was helpful

O O O d

20. In the past 3 years, have you ever tried to contact a military recruiter(s)? (check one)
[l No, never

One or several times, but | didn’t get what I needed from him/her/them

One or several times, and | got what | needed from him/her/them

Many times, but I didn’t get what | needed from him/her/them

Many times, and | got what | needed from him/her/them

0 I R

21. In comparison to other options, how much do you know about the military as an option for
students after high school? (check one)

T1 Much less than I know about other options

Less than | know about other options

About the same as what | know about other options
More than what | know about other options

Much more than what | know about other options

O O 0o 0™




How Much Do You Know About Today’s Military?

Please circle one response for each item.

1. What percentage of military personnel serve in  a. 80% b. 65% c. 50% d. 30%
non-combat occupations?

2. What percentage of military jobs have direct a. 100%  b. 88% c. 44% d. 12%
civilian counterparts?

3. True or False? The military operates over 300 a. True b. False
schools, teaching more than 10,000 courses.

4. How many degrees were earned by service a. 30,000 b. 10,000 c. 5000  d. 3,800
personnel in 1999 alone?

5. True or False? Each service member receives 30 a. True b. False
days of paid vacation annually.

6. On average, what percentage of recruits a. 99% b. 90% C. 74% d. 62%
successfully complete Basic Recruit Training?

7. What percentage of military officers have a. 9% b. 72% c. 44% d. 37%
earned bachelor’s degrees?

8. What percentage of military officers have post- a 97% b. 72% c. 44% d. 37%
graduate degrees (e.g., M.A., Ph.D.)?

9. Qualified service members can receive total a. $80,000 b. $50,000 c.$28,800 d.$17,600
tuition benefits of up to how much?

10. What percentage of jobs in the military are open  a. 95% b. 85% c. 75% d. 65%
to women?

Bonus question: Identify the marketing slogan (e.g., used in television commercials and
magazine ads) associated with one of the following Services:

The United States Army

The United States Navy

The United States Marine Corps

The United States Air Force

The United States Coast Guard

Answer Key: [1a, 2b, 33, 4a, 5a, 6b, 7a, 8c, 9b, 10a] [Army of One.] [Accelerate Your Life.] [The Few. The Proud. The Marines.]
[Cross into the Blue.] [Shield of Freedom.]
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Evaluation of Military Resources Rating Exercise

Instructions. Here is a list of seven military resources, along with a few examples for each. Please take a minute to

familiarize yourself with them, as you will use these seven resources to answer the questions in this exercise.

1. Promotional Items
Planners

Safety Posters

Coffee Mugs

Pencils

Calendars

2. Print Materials

Pamphlets
Marine’s Educator Guide Booklet
Print Media (Advertisements)

FREIRITRENIE

Can Dl e | gl 4 ke e |
TN N P R S

I PR TR SRR R— Ly
MO, CIFEL RS sl
TR RN RER Y IR B

3. Military Websites

Army: www.goarmy.com

Navy: www.navy.mil

Marines: www.usmc.mil

Air Force: wwwe.airforce.com

Coast Guard: www.uscg.mil

Army National Guard www.1800goguard.com
Air National Guard www.goang.com

Army Reserve www.goarmyreserve.com
Naval Reserve www.navalreserve.com

Air Force Reserve www.afreserve.com

4. Short Presentations

Exhibits and/or presentations at local and national
education conventions sponsored by the Army

Center of Influence dinners sponsored by the Air Force

Center of Influence luncheons sponsored by the Army

5. Large-scale Programs

Junior Achievement’s (JA) National Military Role Model
Program

Center of Influence programs sponsored by the Army

Plans for Life Program sponsored by the Army

Titeopssto Teachers

6. Personal Conversations
Military Recruiters
Troops to Teachers
Young service men/women who return to
their high school to talk with educators

7. Extended Tours, VIP trips,
Workshops

e Joint Civilian Orientation Course (educator
tour) sponsored by DoD

e  VIP trips (“A day in the life of a sailor”)
sponsored by the Navy

e  Educator Workshops sponsored by the Marines

e Opportunities for wrestling/football coaches to
observe training for pararescue and combat
controllers sponsored by the Air Force

e  Educator Awareness Tour




Evaluation of Military Resources (cont.)

Have you received or obtained information about the military from any of these resources in

the past 12 months?

1. Calendars,
planners, posters,
promotional items

2. Printed materials
(e.g., brochures,
literature)

3. Military Web Sites

4. Short Presentations
(e.g., at luncheon or
dinner)

Please check one of the
following:

[J  No, and I didn’t know
this resource existed

[J  No, but I've seen
these types of items
before

[1  Yes, but I never use
them

[J  Yes, and | sometimes
use them

O  Yes, and | always use
them

If Yes, the items
were provided by:
(check all that apply)
Army

Navy
Marines

Air Force
Coast Guard
DoD

Not sure

oOooOooogodg

Please check one of the
following:

7 No, and I didn’t know
this resource existed

7 No, but I’ve seen
these types of items
before

[1 Yes, but | never use
them

1 Yes, and | sometimes
use them

0 Yes, and | always use
them

If Yes, the materials
were provided by:
(check all that apply)
Army

Navy

Marines

Air Force

Coast Guard
DoD

Not sure

I B R

Please check one of the
following:

[1  No, and I didn’t know
this resource existed

[J  No, but I know these
types of web sites
exist

[ Yes, but only once or
twice

[1  Yes, afew times

O Yes, many times

If Yes, the web
site(s) visited belong
to:

(check all that apply)
Army

Navy

Marines

Air Force

Coast Guard
DoD

Not sure

OoOO00Oo0OO

Please check one of the
following:

[0 No, and I didn’t know
the military hosted
these types of exhibits
and presentations

[ No, but I’'m aware
that the military hosts
these types of exhibits
and presentations

O  Yes, | got information
from an exhibit and/or
a presentation once or
twice

[ Yes, | got information
from an exhibit and or
presentation several
times

If Yes, the exhibit or
presentation was by:
(check all that apply)
Army

Navy

Marines

Air Force

Coast Guard
DoD

Not sure

Ooo00Oooo
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Evaluation of Military Resources (cont.)

Have you received or obtained information about the military from any of these resources in

the past 12 months?

5. Large-scale programs
sponsored by DoD or the
Services

6. Personal conversations
with military recruiters

7. Extended Tours, VIP
trips, Workshops

Please check one of the following:

(1 No, and I didn’t know the
military sponsored these
types of programs

[0 No, but I’'m aware that the
military sponsors these
types of programs

[ Yes, | obtained information
about the military through
involvement in one or more
programs sponsored by DoD
and/or the Services

If Yes, the program was
sponsored by:

(check all that apply)

Army

Navy

Marines

Air Force

Coast Guard

DoD

Not sure

O oOooooodg

Please check one of the following:

(7 No, and I didn’t know these
representatives were
available

[ No, but I know these
representatives are available

O Yes, I’ve talked with such
person(s) once or twice

0 Yes, I’ve talked with such
person(s) several times

0 Yes, I’ve talked with such
person(s) many times

If Yes, | talked with
someone from:
(check all that apply)
Army

Navy

Marines

Air Force

Coast Guard
DoD

Not sure

OoOoOooooodg

Please check one of the following:

7 No, and I didn’t know the
military sponsored these
types of events

[1 No, but I've heard of these
types of events

[ Yes, | attended one of these
events

1 Yes, | attended more than
one of these events

If Yes, the event was
sponsored by:

(check all that apply)
Army

Navy

Marines

Air Force

Coast Guard
DoD

Not sure

I I R
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Evaluation of Military Resources (cont.)

Please use the rating scale below to answer the following questions about each of the seven
resources. Provide one rating in each empty box. 1=Strongly Disagree 2=Disagree
3=Neutral 4=Agree 5=Strongly Agree DK= Don’t KNow

1. 2. Printed 8, 4. Short 5. Large- 6. Personal 7. Extended
Calendars, materials Military | presentations scale conversations Tours, VIP
Items planners, (e.g., Web programs with military trips,
posters, brochures, Sites recruiters Workshops
promo lit)

a.  This resource provides
useful facts,
descriptions, and/or
other practical
information about
career opportunities in
the military.

b.  This resource provides
useful facts,
descriptions, and/or
other practical
information about life in

the military.

c. | wish I had better
access to this resource.

d. Itiseasy for me to share
information from this
resource with students
interested in the military.

e. Itiseasy for me to share
information from this
resource with parents
whose children are
interested in the military.

f. I have personally
learned things from this
resource about the
military that | did not
already know.

g. If someone wanted to
learn more about joining
the military, | would
recommend this resource
to them.

h.  This resource helps me
to provide better
information to students
about the military.
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What do you need to know more about?

In order for me to provide better information to students about the military, | need to have

more information on: (check all that apply)

(1 Life in the military

(] Career options in the military
[ Foreign travel and the military
]

Education/job training offered by the
military

Earning a college degree while in the
military

Tuition assistance from the military
Combat

Boot camp

O]

O 0O 0O 0>

Other, please specify:

Military pay/salary

Benefits (e.g., health care, retirement)
provided by the military

Earning potential in the military

Can people have a successful career
after they serve in the military?

Do people enjoy being in the military?
Requirements to join the military

How long do people have to stay in the
military?

In order for me to provide better information to parents about the military, | need to have

more information on: (check all that apply)

[ Life in the military

1 Career options in the military
[ Foreign travel and the military
U

Education/job training offered by the
military

Earning a college degree while in the
military

Tuition assistance from the military
Combat

Boot camp

OJ

O 0O O O

Other, please specify:

Military pay/salary

Benefits (e.g., health care, retirement)
provided by the military

Earning potential in the military

Can people have a successful career
after they serve in the military?

Do people enjoy being in the military?
Requirements to join the military

How long do people have to stay in the
military?
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What is the best way to contact you?

Of the following types of media, | prefer to receive information about the military by means
of: (check all that apply)

T1 Video or DVD "1 Magazine or booklet

[ Internet (military web sites) "1 In-person visit from military

7 Email representative

1 CD w/ audio and video (for computer) "1 Luncheon or dinner presentation

' Mail brochure or pamphlet 1 Calendar, poster, or planner

7 % day Workshop "1 Advertisements on TV

1 Exhibit at education or counseling [l Print advertisements (e.g., magazines,

(] Other, please specify:

The most effective way(s) for me to pass along information about the military to parents and
students is by means of: (check all that apply for parents and students)

Parents Students
a.  Videoor DVD _ _
b.  Internet (military web sites) o o
c. Email - -
d.  CD w/ audio and video (for computer) _ _
e.  Brochure, pamphlet, or booklet . .
f.  Arranging an in-person visit with a - .
military representative
g. Inviting parent/student to presentation - .
or workshop sponsored by the military
h.  Advertisements (TV or magazine)

Other, please specify
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Discussion Questions

[Instructions for administering the interview in brackets.]

1. With regard to providing career advice and guidance to students: [Read each question (a-c) and
ask participant to identify 1-2 primary expectations for each group.]

la. What do administrators expect of you?

1b. What do parents expect of you?

1c. What do students expect of you?

B-14




2a. When providing career advice and guidance to students, how would you describe your

general approach or philosophy? In other words, what key strategy or strategies do you use?
[Read question and summarize participant’s response in box.]

2b. Are there any particular strategies you use to deal with parents? For example, to provide
information to them about career options, educate them about pros/cons of different options,
or even mediate disputes between students and parents regarding what the student should do
after high school? [Read question and summarize participant’s response in box.]
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2¢. Which specific resources do you use, or have you used in the past to help students explore

different career options or make a decision about what to do after high school? [Read question
and summarize participant’s response in box. FOCUS ON STUDENTS, BUT ASK ABOUT PARENTS, TOO.]

[Follow-up on the resources listed below (if not already discussed)]

U

0

Direct students to web sites — which ones?
Refer students to publications — anything in particular?

Recommend that students attend career development workshops/presentations — for
example is there anything offered through the high school or school district?

Recommend that students attend school sponsored “college fairs™ or “career fairs” —
for example do you have something on campus?

Encourage students to talk with practicing professionals — how would a student go
about finding someone to talk with?

Ask students to fill out diagnostic instrument(s) and interpret results using manual —
which diagnostic instruments have you used in the past? How helpful were they?

2d. What resources or activities do you rely on to stay up-to-date on the latest career counseling
practices? [Read question check those items that respondent mentions; prompt for others.]

U

U

Attend workshops or participate in continuing education courses
Attend conferences

Maintain membership in counseling or teachers association
Read books — anything in particular?

Visit web sites — which ones?

Other:
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3a. Let’s say a student came to you for career advice. The spring semester has just begun and

this student has no clue what he/she is going to do after high school. For various reasons
(excluding money) you believe that this student is not well-suited for a 4-year college. In
other words, you sincerely believe that his/her chance of being successful if he/she were to
attend a traditional 4-year college next fall is slim. What advice would you give the student —
more specifically, what option(s) would you encourage the student to explore? What kind of
resources (e.g., people, books, web sites) would you suggest to them?

3b.

OK... here is a different scenario. Let’s say a student makes an appointment with you to talk
about their plans for after high school. You agree to meet with the student after school. Upon
meeting the student tells you that he/she is considering joining the military. How would you
respond?

= What pros/cons would you point out, if any?

= Would you encourage them to talk with anyone? If so, who?

= Are there any other resources you would suggest to the student?

=  Would you try to persuade/dissuade them from joining? Is so, why?
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Do you have an impact on the post high school decisions that students make? [Read question
and summarize participant’s response in box.]

Using the following response options:

1 = Never

2 = One or two times
3 = Several times

4 = Many times

please tell me, in the past 3 years approximately how many times have you: [Read question and
response options. For each item (a-c), record reported frequency.]

a. Helped a student pursue his/her career goals?
Changed the mind of a student who had unrealistic career goals?

b
c. Played a critical role in helping a student achieve his/her career goals?
d. Made a student really stop and really think about his/her future?

e

Helped a student discover his/her hidden talents or abilities?
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What are the top three factors that have the most influence on the post high school
recommendations you make to students? [Read question and check items mentioned or write-in
other.]
Probe, if necessary: Several possible factors may include characteristics of the student in
question, resources or resource limitations that permit/restrict your ability to provide good
advice/counsel, what others” expect of you — whether it be parents or others in the school
district or local community, political or current events, your own past experiences or
ideological beliefs, your own performance incentives.

[ Students’ attitudes about themselves (i.e., self-esteem, confidence)

(1 Students’ aptitudes, abilities, and talents

(] Parents’ expectations regarding what options are acceptable for their children

[ Institutional expectations regarding what options are preferable for students

] Resources or lack thereof

] Legal/policy issues (e.g., No Child Left Behind)

(] Performance incentives that reward you for endorsing certain options

[ Personal values or past experiences

[1 Other:

[1 Other:

[1 Other:
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Tell me three things that would make you reluctant to recommend the military to a student:
[Read question and record responses in one of the following four categories. Do not read categories to

participant.]

Situational factors (e.g., parents, not enough information)

Individual factors (e.g., student does not meet eligibility requirements)

Political or Ideological factors (e.g., disagrees with war in Irag, backlash from No
Child Left Behind or other policies that have implications for military recruiting)

Other factors
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7a. Let’s say that you were in-charge of military recruiting and marketing for a day — identify
three changes you would implement to help improve the quality of information exchange
between military representatives and educators? [Read question and record responses in box.]

7b. Specifically think about military recruiters... what would you do to improve the relationship

between military recruiters and educators? [ONLY READ QUESTION if military recruiters were
not discussed in 7a. Record response in box.]

7c. Overall, is there anything else that you would do or change to help build and maintain a

productive relationship between the military and educators that would benefit students? [Read
guestion and record responses in box.]
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Appendix C

Representation of Military Careers in
Popular Online Career Exploration Tools
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Appendix C. Representation of Military Careers in Popular Online Career Exploration Tools

Online Career Exploration Tools

Description

Representation of
Military Careers

Rating of Military
Representation

http://www.jist.com

Jist.com is a publishers web site
where people can order books,
workbooks, assessments, videos,
CDs and DVDs.

Military books available on this web site include:
America’s Top Military Careers: Official Guide to
Occupations in the Armed Forces (3" and 4™
editions, Department of Defense); Military Resumes
and Cover Letters (Ronald Krannich, Ph.D. and Carl
S. Savino, Major, USAR (Ret.)); ASVAB: Armed
Services Vocational Aptitude Battery (Learning
Express Editors). Also see
http://www.jist.com/military.shtm which contains
extensive information about the military, including a
link to todaysmilitary.com.

Good

Occ.Outlook (Online Resource Center)
http://www.co.clackamas.or.us/occ/career plan/occ.htm

Sponsored by Community Solutions
for Clackamas county in Oregon.
Includes links to a handful of online
occupational resources.

One of the featured occupational resources is
“Military Career Guide Online,” which provides a
direct link to todaysmilitary.com.

Good

http://www.bridges.com (commercial products include:
Choices Planner, Choices Explorer, eChoices, Do What
You Are)

This site offers commercial planning
and career exploration products and
test preparation tools.

Products must be purchased to see how military
careers are represented. Web site indicates that U.S.
Total Army Personnel Command (PERSCOM) has
used Choices to help soldiers transition back into
civilian life. Maine’s Army and Air National Guard
recruiters have also used Choices.

Unable to determine

http://www.collegeboard.com/splash

This web site is geared primarily
toward the traditional college
experience, including finding a
college or university, determining a
major and financial aid options.

Although the military is referenced, military careers
are not discussed in any detail. Furthermore, the
military is not highlighted as a way to pay for
college.

Potential for improvement

U.S. Department of Labor web sites (e.g., the Online
Occupational Network, O*NET, at
http://online.onetcenter.org/)

O*NET provides a description of
hundreds of occupations, including
the tasks and skills associated with
each.

O*NET includes a brief description of only 20
military specific occupations. However, O*NET
does not collect data on these military occupations,
so users get very little information. Users are
advised that the military services are the best
resource for information on military occupations.
There are no links to military web sites provided on
O*NET.

Potential for improvement

State sponsored web sites (e.g.,
http://www.careernet.state.md.us)

The content of these web sites varies
by state.

Access to military web sites or information about
military careers also varies by state. On the
Maryland web site, users can learn more about
military careers through a link connecting them to
todaysmilitary.com.

Varies by state
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Category 1: Promotional Items

Have you received or obtained information about the military from this resource in the past 12
months?

Response Options Guidance Counselor Teacher

(Percent) (Percent)
No, and | didn’t know this resource existed 5 11
No, but I’ve seen these types of items before 8 26
Yes, but | never use them 3 9
Yes, and | sometimes use them 49 32
Yes, and | always use them 35 21

The following items were rated on the following scale, 1=Strongly disagree; 2=Disagree;
3=Neutral; 4=Agree; 5=Strongly Agree; DK=Don’t know

Items Guidance Counselor Teacher
(Percent) (Percent)

Provides useful information about career 60 70
opportunities in the military.
Provides useful information about life in the 16 34
military.
Wish | had better access to this resource. 22 52
Easy for me to share with students interested 70 56
in the military.
Easy for me to share with parents interested in 52 36
the military.
I have personally learned new things about 31 29
the military from this resource.
I would recommend this resource to others 25 38
interested in learning about the military.
Helps me to provide better information to 25 33
students about the military.

Values represented are percentages of those who are familiar with resource responding “Agree” or “Strongly Agree”




Category 2: Print Materials

Have you received or obtained information about the military from this resource in the past 12
months?

Response Options Guidance Counselor Teacher

(Percent) (Percent)
No, and | didn’t know this resource existed 3 15
No, but I’ve seen these types of items before 11 40
Yes, but | never use them 5 19
Yes, and | sometimes use them 62 23
Yes, and | always use them 19 4

The following items were rated on the following scale, 1=Strongly disagree; 2=Disagree;
3=Neutral; 4=Agree; 5=Strongly Agree; DK=Don’t know

Items Guidance Counselor Teacher
(Percent) (Percent)

Provides useful information about career 89 85
opportunities in the military.
Provides useful information about life in the 58 59
military.
Wish | had better access to this resource. 21 50
Easy for me to share with students interested 85 67
in the military.
Easy for me to share with parents interested in 76 56
the military.
I have personally learned new things about 65 61
the military from this resource.
I would recommend this resource to others 78 83
interested in learning about the military.
Helps me to provide better information to 77 69
students about the military.

Values represented are percentages of those who are familiar with resource responding “Agree” or “Strongly Agree”




Category 3: Military Web Sites

Have you received or obtained information about the military from this resource in the past 12
months?

Response Options Guidance Counselor Teacher

(Percent) (Percent)
No, and | didn’t know this resource existed 14 26
No, but | know these types of web sites exist 46 49
Yes, but only once or twice 14 11
Yes, a few times 24 9
Yes, many times 3 4

The following items were rated on the following scale, 1=Strongly disagree; 2=Disagree;
3=Neutral; 4=Agree; 5=Strongly Agree; DK=Don’t know

Items Guidance Counselor Teacher
(Percent) (Percent)

Provides useful information about career 83 77
opportunities in the military.
Provides useful information about life in the 62 68
military.
Wish | had better access to this resource. 27 48
Easy for me to share with students interested 73 67
in the military.
Easy for me to share with parents interested in 59 50
the military.
I have personally learned new things about 60 48
the military from this resource.
I would recommend this resource to others 87 100
interested in learning about the military.
Helps me to provide better information to 85 94
students about the military.

Values represented are percentages of those who are familiar with resource responding “Agree” or “Strongly Agree”




Category 4: Short Presentations

Have you received or obtained information about the military from this resource in the past 12
months?

Response Options Guidance Counselor Teacher
(Percent) (Percent)

No, and I didn’t know the military hosted 24 42
these types of exhibits and presentations
No, but I’m aware that the military hosts 24 32
these types of exhibits and presentations
Yes, | got information from an exhibit and/or 30 19
a presentation once or twice
Yes, | got information from an exhibit and/or 22 8
a presentation several times

The following items were rated on the following scale, 1=Strongly disagree; 2=Disagree;
3=Neutral; 4=Agree; 5=Strongly Agree; DK=Don’t know

Items Guidance Counselor Teacher
(Percent) (Percent)

Provides useful information about career 89 90
opportunities in the military.
Provides useful information about life in the 71 84
military.
Wish | had better access to this resource. 47 56
Easy for me to share with students interested 48 43
in the military.
Easy for me to share with parents interested in 38 38
the military.
I have personally learned new things about 75 54
the military from this resource.
I would recommend this resource to others 86 87
interested in learning about the military.
Helps me to provide better information to 78 84
students about the military.

Values represented are percentages of those who are familiar with resource responding “Agree” or “Strongly Agree”




Category 5: Large-Scale Programs (e.g., ASVAB)

Have you received or obtained information about the military from this resource in the past 12
months?

Response Options Guidance Counselor Teacher
(Percent) (Percent)

No, and I didn’t know the military sponsored 39 59
these types of programs
No, but I’m aware that the military sponsors 25 28
these types of programs
Yes, | obtained information about the military 36 13
through involvement in one or more programs
sponsored by DoD and/or the Services

The following items were rated on the following scale, 1=Strongly disagree; 2=Disagree;
3=Neutral; 4=Agree; 5=Strongly Agree; DK=Don’t know

Items Guidance Counselor Teacher
(Percent) (Percent)

Provides useful information about career 78 78
opportunities in the military.
Provides useful information about life in the 71 64
military.
Wish | had better access to this resource. 52 51
Easy for me to share with students interested 42 38
in the military.
Easy for me to share with parents interested in 46 24
the military.
I have personally learned new things about 60 35
the military from this resource.
I would recommend this resource to others 73 80
interested in learning about the military.
Helps me to provide better information to 48 61
students about the military.

Values represented are percentages of those who are familiar with resource responding “Agree” or “Strongly Agree”




Category 6: Personal Conversations

Have you received or obtained information about the military from this resource in the past 12
months?

Response Options Guidance Counselor Teacher
(Percent) (Percent)

No, and | didn’t know these representatives 3 8
were available
No, but I know these representatives are 11 34
available
Yes, I’ve talked with such person(s) once or 16 36
twice
Yes, I’ve talking with such person(s) several 35 15
times
Yes, I’ve talked with such person(s) many 35 8
times

The following items were rated on the following scale, 1=Strongly disagree; 2=Disagree;
3=Neutral; 4=Agree; 5=Strongly Agree; DK=Don’t know

Items Guidance Counselor Teacher
(Percent) (Percent)

Provides useful information about career 91 87
opportunities in the military.
Provides useful information about life in the 81 80
military.
Wish | had better access to this resource. 27 51
Easy for me to share with students interested 75 64
in the military.
Easy for me to share with parents interested in 59 44
the military.
I have personally learned new things about 79 55
the military from this resource.
I would recommend this resource to others 97 95
interested in learning about the military.
Helps me to provide better information to 94 91
students about the military.

Values represented are percentages of those who are familiar with resource responding “Agree” or “Strongly Agree”




Category 7: Extended Tours, VIP Trip or Workshops

Have you received or obtained information about the military from this resource in the past 12
months?

Response Options Guidance Counselor Teacher
(Percent) (Percent)
No, and I didn’t know the military sponsored 41 62
these types of events
No, but I’ve heard of these types of events 41 31
Yes, | attended one of these events 14 4
Yes, | attended more than one of these events 6 4

The following items were rated on the following scale, 1=Strongly disagree; 2=Disagree;
3=Neutral; 4=Agree; 5=Strongly Agree; DK=Don’t know

Items Guidance Counselor Teacher
(Percent) (Percent)

Provides useful information about career 85 85
opportunities in the military.
Provides useful information about life in the 90 85
military.
Wish | had better access to this resource. 68 50
Easy for me to share with students interested 27 43
in the military.
Easy for me to share with parents interested in 24 25
the military.
I have personally learned new things about 56 45
the military from this resource.
I would recommend this resource to others 70 88
interested in learning about the military.
Helps me to provide better information to 55 78
students about the military.

Values represented are percentages of those who are familiar with resource responding “Agree” or “Strongly Agree”






