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INTRODUCTION

This report covers the seventh wave of the Youth Attitude Tracking

Study. The rationale for conducting this study as well as the survey

design and objectives are described in the Introduction to the report of
the first wave (Fall 1975) . For the reader ’s convenience, the following

comments about the study ’s background and objectives are reprinted f.~.osn
that report.

Background and Objectives

There are a number of factors that are related to a young man ’s
decision to enlist in a military service. Factors such as national un-

employment and regional cultural environments can have a strong bearing

upon enlistment. Other factors related to enlistment behavior include

youths ’ general attitudes concerning military service and their awareness
of the opportunities provided by the services. These factors , especially

awareness, are influenced largely by promotion and advertising as well as

the many activIties of service recruiters. Youths’ attitudes and aware-

ness also reflect the impact of various other influencers , such as their
peers , parents and fami ly, teachers , coaches , counselors, and ex-servicemen.

General attitudes concerning military service can change over time

partially because the potential market of 16 to 21 year old youths changes

every year as new youths enter and older ones leave this age bracket. The

outcome of recruiting efforts can be influenced by altering military

service attributes such as salaries, bonuses , training options, length of
service , and so on. The military services can also directly influence the

propensity to serve through increasing awareness of these attributes and

by improving attitudes by means of promotion , advertising and recruiter

efforts. Indirectly , improved awareness and attitudes can also be achieved

by improving the awareness and attitudes of the influencers of potential

enlistment prospects.

.

~
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In order to compete effectively in the youth labor market, the
Department of Defense has a continuing need to obtain current attitudinal

information concerning the nation ’s youth. The principal purpose of this

survey, therefore, is to provide the Department and the services with

valid , t imely , and actionable data concerning the male youth labor market

on a continuing semi—annual tracking basis . This survey deals with pro-

pensity to serve in the military; effectiveness of advertising and

recruiting efforts~ impact of influencers; importance of military attri-

butes; and characterization of youths by such factors as their demographics

and life goals.

The information gathered in each of the seven waves of this study

has three fundamental objectives. The first objective is to gather informa-

tion that has common utility for all the military services.

Secondly , twenty-six specia]. recruiting areas have been isolated

throughout the country so that special analyses can be performed on each

of them. These areas, referred to as Tra~king Areas, comprise one or

more geographic units of each of the services: Recruiting Detachments

(Squadrons) (Air Force) , District Recruiting C~~~ands (Army) , Recruiting

Stations (Marine Corps), and Recruiting Districts (Navy) . Each service is

able to track the study variables over time within actionable geographic

areas defined by recruiting boundaries of each service.

Thirdly, the study is designed to provide observations over time

so that changes in attitudes and behavior can be detected and appraised, and

recruiting strategies modified accordingly.

Study Design

As in each of the previous waves, the survey sample included 16-21-

year—old males who do not have prior or current military involvement and
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who are not beyond their second year of college. In Lhe Fall 1978 wave , a

total of 5,199 interviews were completed.

The survey employed telephone interviewing. Respondents were

selected on the basis of randomly-generated telephone numbers . Approximately

200 interviews were completed in each of the 26 tracking areas . These geo-

graphic areas account for 100% of the “military available ” male population

in the continental U.S .  Thus , the study provides statistically valid samples

for each tracking area and allows computation of total U.S. estimates .

In the first two waves of this study (Fall 1975 and Spring 1976),

only 13 tracking areas were studied independently. The 13 areas cumu-

latively accounted for about 65% of the U.S. “military available .” The

13 tracking areas were selected from a total of 26 by using three cri-

teria; a) maximizing the percentage of the potential applicant pool

covered , b) providing sufficient geographic dispersion or regional

coverage, and c) limiting the number of recruiting units to three or

less per service. The tracking areas included in the first two waves

contain the following principal cities and/or states:

• New York City

• Albany/Buffalo

Harrisburg

Washington , D.C.
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Florida

~ Alabama/Mississippi/Tennessee

• Ohio

Michigan/Indiana

• thicago

• Minnesota/Nebraska/Nor th Dakota/South Dakota

• Texas

• Southern California/Arizona

• Northern California

The remainder of the country was treated as one area and was

referred to as “balance of the country .” Approximately 400 interviews

were conducted in this aggregated area.

In the five most recent waves (Fall 1976 , spring 1977 , Fall 1977 ,

Spring 1978 and Fall 1978) , the sample was allocated to all 26 tracking

areas . In addition to the above 13 areas , interviews were conducted in

these additional tracking aróas :

• Philadelphia

• Boston

Pittsburgh

• Richmond/North Carolina , :~
• South Carolina/Georgia ~~~

New Orleans

Arkansas

_ _ _ _ _ _ _ _ _ _ _ _ _ _  
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Kentucky

• Des Moines

Wisconsin

New Mexico/Colorado

Washington/Oregon

• Kansas City/Oklahoma

The 26 tracking areas account for 100% of the “military available”

in the continental U.S.

Detailed tabulations referred to in this report are given in five

volumes. Volumes 1 and 2, which constitute most of the analyses, reported in

this study, contain both Spring 1977 and Spring 1978 data for those questions

which were the same in both waves. The five volumes of tabulations are as

follows:

Volume 1: By Individual Tracking Area

Volume 2: By Enlistment Propensity Toward Active Duty in the
Air Force , Army , Marine Corps, Navy and Coast Guard

Volume 3: By Schooling Status and Grades in High School

Volume 4: By Age , Race , and Quality Groups r
Volume 5: By Enlistment Propensity Toward I~~serves and the

National Guard

The interviewing for this wave took place between October 6 , 1978

and December 8 , 1978.
~ 0

—~~- 
-5
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Contents of the Interview

The interview focused on the following areas of information :

( 1) Respondent demographics

• Age

• Marital status

• Racial/ethnic affiliation

• Education

• Employment

(2) Propensity to enlist in the military

(3) Assessment of the importance of job attributes and their
perceived attainability in the military

(4) Life goals and their perceived achievability in the military

(5) Information seeking activities about enlistment involving
self , recruiters , and other influencers

(6) Nature and outcome of recruiter contact

(7) Assessment of advertising recall and meaningfulness

(8) Perceived attitudes of certain influencers toward serving
in the military

(9) Knowledge about certain military benefits and the relative
effect of changes in these benefits on propensity to f
enlist in the military ) t

I
Questionnaire Change

The study design permits the inclusion of new elements and the

deletion of others from time to time. The current survey has several such

changes.

- - -
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The following questions appearing in previous waves were deleted:

expectations regarding time frame for enlistment; officer versus enlisted

status expectation ; association of job attributes with specific services;

recruiter contact with representatives of the Coast Guard; knowledge of

educational benefit programs; magazine readership and preferences; and

TV program preferences. At the same time~ questions concerning the following

issues were added: awareness and recall of joint service advertising; sources

motivating self-initiated recruiter contact; knowledge of current enlistment

lengths, starting pay, and enlistment bonuses; and the relative effect of shorter

(i.e., two—year) enlistments, increases in starting pay , bonuses , .  and college

and trade school tuition benefits on propensity to enlist in the military.

Finally, two new attributes were added to the list of job attributes. These

were: “employer treats you well” and “doing something for your country.” One

new life goal was added : “e:njoy your job.”

- 

These questionnaire modifications were prompted by the changing infor-

mation needs of the Department of Defense. Moreover, a series of eight focus

groups conducted by Market Facts at the request of the Department of Defense

in early Fall 1978 in conjunction with this project provided guidance for these

changes.

Analytic Cosete its

The following important analytic comments are reprinted from

previous reports.

I-. 5-- — — . . -

,
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In such ,a large study , many results are likely to appear which are

due solely to chance or sampling variance. In order to minimize the effect

of such spurious findings, this report delineates those results which are

unlikely to be due to chance or sample idiosyncrasies. Specifically, when

the report indicates that a finding is significant, this means that there

is less than a 5% likelihood that such a result would occur solely due to

chance.

The use of stratified sampling in this study necessitates that

respondents be weighted unequally. Accordingly, it is not correct to assess

standard errors by methods which would be appropriate with unweighted data .

When the correct procedures are applied, standard errors average 10% greater

than those obtained by applying the procedures ordinarily used with unweighted

data. Hence critical values for statistical significance were adjusted up-

wards ~y 10 percent in tests of significance on the national sample (see

Appendix I) .

Finally, the primary focus of the analysis is Fall—to-Fall changes in P

key measures. Nevertheless, the reader should review the previous six reports

in order to understand the pattern of the data over the full  three year period

in which this study has been conducted .
V

___ 
_ _ _ _  

U
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EXECUTIVE SU~I4ARY

Introduction -
~

. -

This is a report of the seventh wave (Fall 1978) of the Youth Attitude
Track ing Study . The data reflect the views and behav ior of 5,199 randomly
selected males between the ages of 16 and 21. The data were collect.d in an
appr oximate ly 30 minute teleph one intervi ew. The s pl. was stratified in tare.
of 26 geographic al areas (tracking areas) encompassing the contin.ntal U.S. An
approxi mately equal number (200) of interviews were conducted in .ach area .

Major Conclusion of the Study

With the completion of the Pall 1978 wave of the tra ck ing study~ three years
of attitudinal and behavioral data have been accumulated . During thi, three
year period (Fall 1975 to Fill 1978) , propensity to jo in each of the services
has dropp ed significantly . The largest decreases occurred during the first year
(Fall 1975 to Fall 1976) . During the past 2 years (Spring 1977 , Fall 1977 , Spring
1978 , Fall 1978) , however , propen sity to enlist in the military has not changed
statistic ally. All in all, ther e appears to be a downward trsnd in pr opensity .
Although the changes in propensity in recent waves have not been stat istically
significant, the directionality of the data is downward .

Th. study suggests that real and perceived improvement, in the youth job
market nay be contributing to the downward trend in propensity as well as actua l.
market place behavior. This is discussed below.

Th. static natur e of enlistment intentio ns, observ ed in r ecent waves, is
occurring at a ties when actua l accessions are down and when the employment market
for military availabl, males i. improved . That is, reported full tins employment
iflcre~.ed from Fall to Fall and r.~pondsnts in Fall 1978 were more cpU*istic-I) 

_ _than their Pall 1917 counterparts with respect to finding full tin. ~~~1oymsnt . 
______

J~At the point,,in tin, when positivl ~~~~~~~~~~1msn must act on their futu re 
_____

it is poesible that the military service , for many, will. not be oonsidsrsd as 
-

,

an alternative to a civilian jab. The tr acking study data .ugg..t that the 
~~~~~~ I

~~~~~~~~~
— —~~~~ ~~~ -- — 

— -~~~ - -
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predominant motivating factor for joining the service is to i~~rove one ’s
chances for later success in th. civilian lob market. Hence, military service

might be viewed as an interim step in finding civilian ~~~loyasnt. Therefore ,
to th. extent that the individual ii able to readily find a satisfactory Ci...,

offering potential for growth) civilian job , he may be les* likely to enlist.

National Treads in P een.sjty
• *

The overall level of propensity for military service in general remained
statistically unchanged from Fall 1977 (29.8%) to Pall 1978 (28.2%), although

directionally it i. declining. Positive propensity for each of the active duty

services did not change significantly from Fall to Fall, nor did voluntary men-

tions of enlistment. Nevertheless , the direction of these propensity data is
downward.

The rank order of the active duty servic•s based on e~~r.ss.d propensity

level, has been constant throughout this study. The propensity data are

.avised below for the four Fall waves of the tracking study .

S Decline
Fall Fall Fall Fall Fall’77—Pall ‘78 Fall ‘75-
‘75 ‘76 ‘77 2L. Diff.rences* Fall • 705*

Air Force 20.4% 17.9% 15.7% 15.6% — .1 —24%

Navy 19.6% 16.5% 15.5% 14.4% —1.1 —26% - - 
-

18.4% 14.5% 12.7% 11.8% — .9 — 36%

Marine Corps 14.9% 12.4% 11.0% 10.0% —1.0 —33%

k
* The differences shown ar e not statistic ally significant at the .95 level

of confidence.

•* Represents the Pall ‘75—Pall ‘78 dttference as a percentage of the Pall

‘75 figure

—

-~~1~ — —--~~~~~~~ — - ~*_~~~- ~l
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The great majority of behavioral and A.mographic variabLes that discriminate
between individuals who express positive propensity and those who express nega-
tive propensity to enlist did not change frcm Pall 1977. Two variabl es, however ,
showed significant ysar—to—yeU incr.as:~~~ recalled recruiter contact (ever)
and reported full time employment. At the sane tins, the following variables
showed significant declines from Pall 1977: took Armed Forces aptitud, test
in school and not employed/looking for a job.

Th. present wave of the tracking study revealed significant year-to- ear
shifts with respect to life goal perceptio ns and the importances attached to
certain jab attributes. For ~~~~~~~~ the military lost gromod relativ, to civilian
life with resp ect to where the following life goals could be more readily achieved:

o ‘Adventure and excitiment’
o ‘Job security’
o ‘Doing challenging work’
o ‘Recognition and status’
o ‘Learning as much as you can’
o ‘Developing your potential’
o ‘Having the respect of friends’
o ‘Personal freedom”

The rank ord ering of jab attr ibutes is fairly consistent with past waves.
Laig-term economjc jab attributes and those relating to the concept of feeling
good about one’s jab are considered to be the most important: ~provtdes good
benefits for you and your fanily ,’ ‘gives you the j ab you went,’ ‘gives opportunity
to better your life ,’ ‘~~~loyer treats you well,’ and 0teaeM. you a valuable
trade or skill.’ Relative to all other jab attributes , these are considered to
be least important , ‘allows you to see many countries,’ ‘has other men would 

*

like to work with,’ and ‘tra ins yos Los “leadership.’

C’

In attrihete pertaining to patriotime (‘deing something Los your country’)
yes added to the Jell 197* we,.. I~ lati,. to th. other &ttrihste, • it ranked
9th in the list of 13 attr j~~te..

—
~~~~~~~~~~~~~~~ - — 

I 
_ _ _ _ _ _ _ _ _ _ _ _ _ _



--k- W~~~~~~ 
— -  • -  

~~
- -  — •

~~~

Page 12

Differences ~~ Tracking Areas

As measured by prop ensity , the South øontinuee to be the strongest recruit-
ing market. Tb. following tracking areas are particularly good: . Alabana/

Nississippi/Tennesse. and South Carolina/Georgia. Do thà other hand, New York

City, I4innssota/Nebraska/$orth Dakota/South Dakota , Northern California, Wisconsin
and Washington/Oregon are particularly weak markets.

Perceptions of the Services

Serving in the military was perceived most often as allowing an individual

to achieve these life goals: ‘adventure and excit ent ,’ ‘jab security’ and
‘doing challenging work.’ At the sane time , the military service was perceived
as least allowing the achievonent of ‘personal freedom ,’ “making a lot of money ,’
‘being able to make own decisions on the job , ” and ‘enjoy your job.’

These valued j ab attributes were perceived by positive propensity men as
being attainabl, in the military: ‘doing something for your country ,’ ‘teaches
you a valuable trade or skill,’ ‘gives you an opportunity to bett r your life,’
and ‘a career you can be proud of.” Valued j ab attributes perceived as hard to
realize are ‘provides good benef its for you and your f ily’ and ‘gives you the

jab you want.’

At the s tine , ~~pativ. uravsnsit~ men percsiv.d the following valued
job attributes to be attainable in the military : “teaches you a valuable trade

or skill’ and “gives you an opportunity to better your life.’ Valued job attributes
perceived as being bard to attain in th. military are ‘provides good benefits
for you end your f ily ,’ ‘gives you the job you went,’ ‘pays v.11 to start,’

• end ‘~~~1cy.r treats you w.1l.’

lath positive end negative propensity youths, therefore, value ‘provides
good benefits for you and your f i1y’ and ‘gives you the j ab you want’ a~d
consider th to be hard to attain in the military . Thee. two jcb attribqt.a

represent recruiting and ~~~ertieiaq opportunitie. and, therefore , have important
implications for recruiting ~~~ a.f,Irrtisimg message design. - 

~
i_
~~~

•
•~~~~~~~~ f

—
.
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Active Duty Posit ive Propensity Respondent s Tar get Market Prof ile

The d ographic, attitudinal , and behav ioral profile of the positive pro-
pensity individual has not varied much since the first wave of this study. H.
can be described in contrast to his negative pr opensity pe.rs , as...

o Younger
o More likely to be non—Whit e
o More likely to be unemployed and looking for work
o Less educated
o Having a less educated fath er
o Having lower values on the Quality Index (a measure of

mental ability)
o Considering all of the job attr ibutes to be impor tan t whenconsidering joining ti~e service
o Feeling the aili~ta ry is relatively more likely to enable hi. toachiev, most of his life goals
o Underestimating the level of starting pay
o Having had more recent recruiter contact
o Having sought information about the military by mail or by phone
o Having discussed entering the military with parents ,friends or teachers/guidance counselors
o Feeling relatives support his jo ining the service
o Raving positiv, propensity for more than one service
0 Mor e motivated to enlist should any of the following be offered :educatiOnal assistanc e, two-year initial enlistmen ts , pay incre ases ,cash bonus incr eases

As in the past, it appear s that the services may be drawing upon pools of
positive pr opensity men whose demographics, perceptics%s and attitudes are fairly
similar. This conclusion is based on findings that suggest that differenc es
between positive and negativ e propensity youths are general and not service
specific. Thus positiv, pr opensity men differ in a general way fro. negat ive • •

prop ensity men . This conclusion is further supported by th . fact that 53% of
positive prop ensity youths express positive propensity for two or more services .

______________________________________ 
-ar— •. ‘~~~ ‘••~~~~~~

•advertising ~~areness 

~~~ IOverall 81. 1% of the respondents were aware of advertising for any of the

I 

active duty services. 

— —
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~ ,arsness ~f advertising for specific services is a ” ~tasd over the

four waves in which these data have been collected.

Fall ‘77— %Increase

Spring Fall Spring Fall Fall ‘7$ Spring ‘77—

______ .~2L ‘78 ~2L Differences * Pall ‘78 ~~

Army 56.0% 64.4% 66.2% 70.4% +6.0 +26 S

Navy 55.3% 63.0% 58.1% 65.1% +2.1 +18 5

Marine
Corps 52.1% 62.0% 59.9% 63.9% +1.9 +23 5

Air Force 49.2% 59.1% 54.8% 60.3% +1.2 +23 S

* The difference shown for the Army is the only statis tical ly significant change.

** Represe nts the Spwig ‘77-Fall ‘78 difference as a percentage of the spring
‘77 figure.

The army was the only service that rea lised i significant Fall-to-Fall in-

crease in advertis ing are ness. Nevertheless, there has been an upward trend

in the levels of awareness for all four services over tine.
•1

In the present wave, the level of recall of specific adve rtisin g content

was high z for each service, better than one-half of the respondents who were

aware of advertisin g were able to recal l specific messages.

an ana lysis of the most memorable advertising content vis—a—vis job attri-

bute importances and perceptions indicate s that r.spand snts most often recall

scenes and messages that speak about the military image of the services (e.g. .

‘ast with e~giip1 r1t’) or to the isast valued jab attribute s (e.g. , ‘trave l”).

Messages about valued jab attributes (e q.~ ‘jab you want .’ ‘benefits ’) are re-

called less oft . Nsace • there ~~~~~rs to be same degree of incongruity between

the most orable service advertising content sad ~.bat tarqst market youths con-

eider to be most Important . 
~~~~~~~~~~~~~~~ ~-~

- - 1 F
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Nalist~snt Incentives

In the Fall 1978 wave, respondents were e~ isd to ooosider the followingincentives in terma of their relative Impact on enlistment propsnsityz

o two-year enlistments
o Increases ($50, $100, $150) in monthly starting pay 

. -o Increases ($1,000, $2,000, $3,000) in cash bonus es
o One year of ful l tuition for college or tr ade school foreach year of act ive duty military service

It appea rs that the four incentive s affect the magnitude of enlistment intentin fair ly similar ways. APpr~~imately one-half of the s~~~1e indic t.d that theywould be more likely to consider enlisting (albe it ‘just a litt le more likely’) ifany of these incentives were offered. Relative to each other, increases in cash
bonu ses and educational assistance are the most appealing.

A substantjaj. proportion of negativ e pr opensi ty youth s reacted favor ably to
the incent ives. However , the appeal of each incentive appears to be greates t

ong those individu als for whom the military is already attractive (i.e •, those
alread y expr essing positive pr opensity )... 

- 

- -

o The youngest
o The least educated
o Those with averag e to below averag e menta l abiliti es
o Blacks and other non-Whites

With respect to which incentives appeal most to specific demographic groups,
the data suggest some degree of differential appeal. That is, while cash bonus
increases have somewhat more general appeal , educational assistanc, has partic ular
appeal to these target narkets~ negativ e prop ensity youtbs high school seniors, rhigh menta l quality index youths, and Whites .

Start ing Pay/Cash Ionusess Recruiting and Advertising Opportunitj es -

Respondents were asked to estimate the levels of starting pay and cash bonuses.
Overall , 53.1% of the s~~~l. were able to provide en estimate of starting p ay.
Pseitive pr opensity youths mederestimeted the actual level of starting pay. Only 4
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28.1% of the total Tall 1.978 sample believed that the military services offer a

cash bonus for enlisting. The avera ge estimate given by all respondents was $872.

This is far below the actual enlistmen t bonus amounts ($1,500 to $2, 500) .

Insofar as tar get market youths attach s~~~ degree of Importance to moneta ry

compensation and perceive it to be relativel y hard to atta in in the military , the

level of aware ness of starting pay and enlistment bonuses may represent recru it-

ing and advertising opportunities . That is, recruiting and advertising messages

directed at correcting these misperceptions may be effective .
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SECTION I

NATIONAL TRENDS

_ _ F~~~ 1978
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SECTION I

National Trends — Fall 1977 to Fall 1978

The criterion measure in this study is the rated likelihood

of serving on active duty in each military service. This measure is

referred to as enlistment propensity and is categorized as either being

positive or negative. Section I is an examination of changes in propensity

and the variables that are related to enlistment propensity. The principal time

frame for the analysis is Fall 1977 to Fall 1978. However, Fall 1976

(Wave ITT) data also are shown in ord er to provide a complete two year

presentation of the findings. Given this full two year Fall-to-Fall

time frame , any seasonal effects are eliminated and observed changes can be

viewed as indicative of underlying trends.

The data reported in this section are based on total U.S. data

obtaine d from twenty-six (26) tracking areas, first during Fall 1977

and again in Fall 1978. The data have been weighted. The rationale for

weighting the data as well as the procedure used are described in Appendix

III. The sampling is described in more detail in Appendix II.

I
I-
IL
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1.1 Definition of Propensity

As an attitudinal measure, propensity summarizes the degree to

which young men arc predisposed to joining the military . Propensity was

operationally defined as follows. Respondents were asked how likely

they would be to serve in the military in the next few years. The question

was repeated for each of the main active duty services plus the National

Guard, Reserves, and Coast Guard. A 4-point scale of likelihood was used.

Respondents were classified into either positive propensity or negative

propensity based on answering the question as follows:

Definitely

Probably Positive Propensity Group

Probably not

Definitely not Negative Propensity Group

No answer

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  

- I
~i~
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1.2 Changes in Propensity: Fall 1977 to Fall 1978

Overall , 28.2% of the respondents interviewed in the Fall 1978

wave reported positive propensity for any active duty service. In the

Fall 1977 wave this figure was 29.8%. Although the measure of propensity

for military service in general has not changed significantly f rom Fall to

Fall, the directionality of the measure is downward.

Positive propensity for each of the four active duty services

did not change from Fall 1977. While the positive propensity figures for

all four services are somewhat lower than they were in Fall 1977, these

decreases are not statistically significant. The positive propensity figures,

however, are significantly lower than those recorded in Fall 1976. (See Figure 1.1)

Unaided mention of plans to enter military service (i.e., Pro—

Military Index) remained statistically unchanged from Fall 1977 (5.5% vs.

4.7%). The index is based on asking respondents what they think they might

be doing during the next few years. In previous waves of the study, fluctu-

ations in the Pro-Military Index have paralleled changes in reported positive

propensity. Hence, the correspondence between these two attitudinal measures

of enlistment intentions appears to be continuing. Figure 1.2 illustrates

the year-to -year levels of the Pro-Military Index.

Table 1.1 summarizes the positive propensity data and Pro-Milita ry

Index data recorded in each of the seven waves of this study . The table

shows that propensity to serve in the militaiy has dropped significantly

during the three year period in which this study has been conducted. The

largest decreases occurred during the first year (Fall 1975 to Fall 1976)
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FIGURE 1. 1

POSITIVE PROPENSITY TO SERVE IN SPECIFIC SERVICES

Fall ‘77- 78 Statisticall y

AIR FOL~CE Change Significant

FaIl ‘76 ~~~~~~~ 17. 9%

Fall ‘77 ~~~~~~~~~~~~
“ 

, 15 .7%

Fall ‘78 
~~~~~~~ “ 

~~~~~~~ 15 .6% 

- • 
no

ARMY

Fall ‘76 ~~ 14. 5%

Fal l ‘77 ~~~ 12.7%
- . ~~°

Fall ‘78 ~ 11.8%

MARINE CORPS

Fall ‘76 12 . 4%

Fall ‘77 ~~~~~~~~~~~ 11.0% 

-1 .0 no

Fall ‘78 10.0 %

NAV Y

Fall ’76 16.5%

Fall ‘77 15 . 5% 

-1 . 1 ~

Fall ‘78 14.4%

Source: Questio n Sa

U
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I
FIGURE 1.2

VOLUNTAR Y MENTIONS OF MILITA RY SERVIC E
A MONG PLANS FOR THE NEXT FE W YEARS

Fall ‘77- ’78 Statistic ally
Change ~~g~~fican t

FaIl ‘76 6.2%

Fall ‘77 ~~~~~~~~~~~ 5. 5%

- .8 no
• 4

Fa ll ’78 ~~~~~~~~~~~~4. 7% . -
,

Source : Question 31
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Since the Spring 1977 wave , propensity to enlist in the military has not

changed statistically . Although the changes in propensity in recent wa~~s

have not been statistically significant, the directionality of the propensity

data is downward.

In previous tracking study reports, a seasonality effect -- fewer

people in the Spring waves than in the Fall. express an intention to pursue

military service -- was observed. This effect was not observed in the Spring

1978 wave nor is it evident in the Fall 1978 wave. Hence, the idea of a

seasonality effect with respect to enlistment intentions does not appear

to be valid.

Finally, since the first wave of this study, the Air Force and Navy

have recorded the highest levels of propensity followed by the Army and

Marine Corps. Moreover, all four services have shown similar patterns of

change with respect to changes in propensity across time.

i~.
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TABLE 1.1

POSITIVE PROPENSITY TO SERVE IN SPECIFIC SERVICES
AND UNAIDED MENTIO N OF PLANS TO ENTER THE MILITAR Y

Fall Spring Fall Spring Fall Spring Fall
‘75 ‘76 ‘76 ‘77 ‘77 ‘78 ‘78

IL IL IL IL IL IL IL

Air Force 20.4 17.5 17.9 15.7 15.7 17.0 15.6

Army 18.4 13. 1 14. 5 11.8 12. 7 12.4 11.8

Marine Corps 14.9 11.8 12.4 10.7 11.0 11.4 10.0

Navy 19. 6 16.4 16. 5 15.2 15.5 15.2 14.4

Unaided Mention of
Plans to Enter Military
(Pro-Military Index) 8.9 5.7 6.2 4.5 5. 5 4.4 4 .7

• Baae * (3 176) (3001) (5475) (5520) (5284) (3979) (5199)

Source: Questions 3i and Sa

* The bases in this and all previous reports represent weighted bases.

a

t
-

I

-.- -.

~

.•- --• - -—•
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1.3 Changes in Variables Related to Propensit~y

The dynamics of propensity can be understood , in part , by

observing the year—to-year levels of seven variables that have

discriminated between positive and negative propensity groups throughout

the seven waves of the tracking study. These variables are:

• Contact with service recruiters

Talked about enlistment with
influential others

• Took Armed Forces aptitude test in school

Life goal perceptions

Perceived job attribute importance

Perceived job attribute
attainability

• Perceived attitudes of parents
regarding military service

These variables and their Fall 1977 to Fall 1978 changes are

presented in Table 1.2. The following conc itis ions can be drawn :

1. The prop ortion of young men who rep orted having

had contact with service recruiters within the past half

year did not change significantly frcn Fall to Fal l.
a

Recalled recruiter contact wi th any service over

a longer period of t ime , howeve r , did increase

significantly . Slightly better than one-half •

of the young men interviewed reported that they

had been in contact with service recruiters at
b
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some time in the past. Recalled incidence of contact

with recruiters from specific services did not change

from Fall 1977.

2. The reported in’tdences of talking to influential

others -- friends with military experience, parents,
teachers and counselors , and girl friends and

spouses -- about enlisting remained unchanged.

3. The incidence of taking the Armed Forces sponsored

aptitude test in high school declined significantly

from Fall 1977.

4. Life goal perceptions are reported as averages based

on a five-point scale, where a value of 1 indicates

that the respondent believes the life goal is much

more likely to be achieved in the military and a value

of 5 indicates that the goal is much more likely to

be achieved in civilian life. Hence, smaller values

favor the -military . Year-to-year decreases in the

average ratings represent “gains” for the military
a 

relative to civilian life. Increases represent 
r

“losses ” . r
With the above in mind, the following conclusions can - •

be drawn from the Fall 1978 data. Relative to civilian



• —‘- w- — - - —

Page 27

TABLE 1.2

CHANGES IN VARIABLES RELATED TO PROPENSITY

Fail
Fall Fall Fall ‘77- ’78 Statistically
16 17 18 Cha nge Significant
IL IL IL IL

R ecru iter Contact (Qu. Sa & 9a)

Past 5-6 month . - any service 24.9 26.0 27.3 +1.3 no

Ever - any servic e 49. 9 50. 0 52. 3 +2. 3 yes

Recrui ter Contact With (Qu. ~9~1
Air Force 15.5 13. 5 14. 3 + . 8 no

Army 24. 3 23. 5 23 .9  + . 4 ’  no

Ma rine Corps 14. 9 13.0 13. 7 + .7  no

Navy 17.5 15.4 15.2 - .2 no

Talked About Enlistment W j th
(Qu. 8cl

Friend s wlth mllltary experIence 40.9 37. 4 38.2 + .8 no H
Parents 36.9 32.5 33. 0 + .5 no

Teacher s/Counselors 11. 6 12.0 10. 8 -1. 2 no

Girl Friend/Wife 18.8 16.0 15.5 - .5 no

ADtltude Test in H~~h School B~
Arrn ed Forc es (Qu. Sc) - 18.1 18.3 16~4 - 1.9 yes

Base (5475) (5284) (519 9)
- p

I

I
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TABLE 1.2
(continued)

L ife Goal Achievement Fa il
Civilian Advantage Over Fall Fall Fall ‘77- ’78 Statistically
Military (Qu. 10 - 

~2.L .Lfl_ ~2.L Change Significant
Average Rattng.)*

Adventure and excitement 2. 34 2. 39 2.48 +. 09 yes
Job security 2.37 2.56 2 .65 +. 09 yes
Doing challenging work 2. 79 2 .80 2. 94 +. 14 yes
Helping other people 2. 87 2 .95 2.96 +.0 1 no
Recog nition and statue 2. 77 2.86 3. 00 +. 14 yes
Learning as much as you can 2. 92 2. 94 3. 01 +. 07 yes
Work ing for a better society 2.95 3. 03 3.02 - .01 no
Developing your potential 2. 93 3. 02 3. 11 +. 09 ye.

Having the respect of friends 3. 02 3. 06 3. 14 +. 08 yea

Enjoy your job ** - - 3.65 - -
Being able to make own decisions

on the job 3.8 9 3 .88 3. 87 -.01 no
Making a lot of money 3.92 3.94 3.92 - .02 no

Personal freedom 4. 12 4.14 4. 23 +. 09 yes

Base (5475) (5284) (5199)

* Scale Valu e:

5 = Much more likely In civilian L
4 = Somewhat more likely in civilian
3 EIther civilian or military
2 = Somewhat more likely In military 

- -

1 = Much more likely in military
Therefore , a smaller value favors the military

-î
** Not asked in Fall 1976 and Fal l 1977 waves. - -

•

I
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TABLE 1.2
(conti nued)

Fall
Fall Fall Fall ‘77- ’78 Statistically
‘76 ‘77 ‘78 Chan ge Significant

Relative Importance of Job
Attributes (Qu. 6a - Average Rankings)*

Provides good benefits for you/family 2. 95 2. 93 3. 18 +. 25 yes

Gives you the job you want 2 .85 2.84 3.16 +. 32 yea

Gives opportunity to better your life 2. 80 2.80 3. 14 +. 34 yes
Employer treats you well** - - 3. 13 - -
Teaches you a valuable trade or skill 2. 95 2. 93 3. 12 +. 19 yes
Ia a career you can be proud of 2.65 2. 67 2 .96 +.29 yes

Pays well to start 
- 

2. 69 2. 77 2. 94 +. 17 yes
Gives you a challenging job 2. 69 2 .71 2 .91 +. 20 yes

Doing something for your country ** - - 2. 89 - -
Help. you get a college education 2.68 2. 58 2.81 +. 23 yes
Trains you for leadership 2.47 2.45 2.72 +. 27 yes

Has other men would like to
work with 2. 26 2.24 2. 58 +. 34 yes

Allows you to see many countries 2. 12 2. 18 2.32 +. 14 ye. -

Base ( 5475) (5284) (5199)

* Seale Value:
4 = Extremely Important
3 = Very Important - -

2 = Fairly Important 
-

1 = Not important at all

Therefore , larger values indicate greater perceived Importance. ‘
-

** Not asked in Fall 1976 and Fall 1977 waves.

[ 2  
•



- -

~~~~~~1
• Page 3O

TABLE 1. 2
(continued)

Fall
Attainability of Job Attributes Fail Fall Fail ‘77- 78 Statisticall y
In the Milita ry (Qu. 6b) ~33_ ~~~~ 

Cha nse ~~~~~j~j ç~~ t
(% Saying “Yes ”) IL IL IL IL
Doing something for your count ry ** - - 89. 8 - -
Teaches you a valuable trade or skill 89. 9 88. 1 88. 2 + . 1 no

Allowe you to see many different
countrIes of the world 90.0 90. 3 83.7 -6. 6 yes

Gives you an opportunity to
better your life 80.9 79. 7 83. 5 +3.8 yes

Is a career you can be proud of 84.3 82.4 83.1 + .7 no

TraIns you for leader shIp 84. 3 81. 9 82. 5 + .6 no
Gi ves you a job which is challenging 84. 1 82 . 1 82. 0 - - . 1 no

Provide. good benefits for you
and your family 79.6 79.7 80.7 +1.0 no

Helps you get a college education
(while you serve) 83. 5 82 . 8 80. 6 -2.2 yes

Has other men you would like - 
-

to work with 73. 6 73 .2 74. 4 +1 . 2 no
Employer treats you wail** - - 65.4 - -
G ives you the job you want 71.2 70. 0 63. 0 -7. 0 yes
Pays well to start 62. 6 62. 8 56 . 8 -6. 0 yes

Pe rceived Attitudes of Parents
Toward Joi ning the Militar y (Qu. h a )

Father in favor 30. 9 30. 1 28. 1 -2.0 yes

Mothe r in favor 2 1.7 22.4 19. 7 -2 .7 yes

Base (5475) (5284) (5199) 

*

** Not asked in Fail 1976 and Fail 1977 waves.

• — 
~
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life, respondents viewed serving in the military as

better enabling them to realize these life goals: “adven-

ture and excitement,” “job security ,” “doing challenging

work , ” and “helping other people.” From Fall 1977 to Fall 1978

the military lost ground relative to civilian life on these 8

of 13 life goals: “adventure and excitement,” “job security ,”

“doing challenging work,” “recognition and status,” “learning as

much as you can,” “developing your potential,” “having the respect

of friends,” and “personal freedom.” At the same time, the military

did not gain ground on civilian life or any of the life goals.

• One life goal -- “enjoy your job” -- was added to the
list of life goals in the Fall 1978 wave. The absolute

level of this life goal perception indicates that

respondents believe that this goal is more likely to be

achieved in civilian life.

5. In each wave, respondents are asked to indicate the degree

of importance they attach to a list of job attributes. The

most important job. attributes are reported to be: “provides

good benefits for you and your family”, “gives you the job

you want ” , “gives opportunity to better your life”, r
“employer treats you we~.l” , and “ teaches you a valuable

trade or skill”. Four of these five attributes have con-

sistently been perceived to be the most important. The

exception is: “employer treats you well”. This attribute

_ 
- 

-

• • 

- -
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was added in the Fall 1978 wave. The least important

attributes continue to be the following: “allows you

to see many countries” , “has other men would like to

work with” , and “ trains you for leadership” .

A second attribute -- “doing something for your

country” -- was added in the Fall 1978 wave as a means
of assessing the relative importance of patriotism as

a motivating factor for enlisting. Relative to the

other job attributes “doing something for your

country” is of lesser importance .

The stated importance of the original 11 job attributes

shifted upward significantly f rom Fall 1977 . - -

6. In each wave , respondents are asked to indicate whether they

feel each job attribute can be attained in military service .

The majority of respondents considered every attribute to

be attainable in the military. The data range from 89.8%

of the respondents who felt t)~~t the military allows you

to “do something for your country” to 56.8% of the - r
respondents who felt  that the services “pay well to start ” .

There were significant Fall-to-Fall decreases in the pro—

portion of young men who believed that the following job

Li _ —S -— -- — -— •- 
.
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attributes can be attained in the military: “allows you

to see many countries”, “helps you get a college education”,

“gives you the job you want”, and “pays well to start”.

There was a significant increase with respect to only one

attribute: “gives you an opportunity to better your life” .

“Emp loyer treats you well” was considered to be

relatively important but not readily at tainable in

the military.

7. The proportion of young men who perceive their parents to

be in favor of their joining the military decreased from

Fall 1977.
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- 1.4 Key Demographics

The demographics of the Fall 1976, Fall 1977 and Fall 1978 samples

are shown in Tables 1.3 - 1.5. The following conclusions can be drawn:

1. The data weighting procedure used in this study

eliminates any sampling differences with respect to

age and race by balancing the results to known

“military available” statistics. ~Ience, all three Fall

samples are identical with respect to age and race.

The data weighting procedure is explained in detail

in Appendix III.

2. Reported employment among the Fall 1978 sample is

significantly higher than that for the Fall 1977

sample. Moreover, reported full-time employment

is significantly higher in Fall 1978. The percentage

of respondents employed part-time, however, did not

change. Concomitant wi th the finding of increased

full—time employment is the finding that the percentage t -

of young men not employed and looking for a job

declined significantly.

3. Both Fall samples are identical with respect to their

educational levels. There were no year-to-year changes

with either reported school attendance or level of

education achieved.
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TABLE 1.3

AGE AND RACE

Fall ‘76 Fall ‘77 Fall ‘78

i!.
A~ e

16 18.5 18.6 18.5

17 18. 5 18. 5 18. 5

18 17.5 17.5 17.5

19 16. 7 16.6 16.6

zo 14.8 14.8 14.8

21 14.0 14.0 14.1

Race

White • 85. 3 85. 3 85. 3

Non-whIte - 13.4 13.4 13.7

R efused 1.3 1.3 1.0

Base (5475) (5284) (5199)

Source: QuestIon s 3a and 23

I f

- • - •
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. 5

• TABLE 1.4

EMPLOYMENT STATUS

Fail
Fall Fall Fall ‘77- ’78 Statistically
‘76 ‘77 ‘78 Change Significant
IL IL IL IL

!.2!~ied (Qu. 3f ~ ~gj 61.0 62. 1 65 . 6 +3 . 5 yes

Full-time 35.2 35. 9 38. 8 +2 . 9  yes

Part-time 25.7 26 . 1 26 . 6 + . 5 no

Not ~m.p1oyed (Qu. 3f , 3g) 38. 9 37. 9 34 . 4 -3. 5 yes

Looklng f o r aj o b  21. 5 20 .9  18. 4 -2 . 5 yea

Not looking 16.9 16.6 15 . 3 -1 . 3 no -

Not specified . 5 . 4 . 5 + . 1 rio

Base (5475) (5284) (5199)

TABLE 1. 5

SCHOOLING STA TUS

Attendin g School (Qu. 3b , 3c) 56 , 9 56 . 7 55. 4 -1. 3 no

In high school 39. 2 40. 7 39. 9 . 8 rio

In vocational school 1.6 2 . 0 2 . 5 + . 5 no

In college 14. 9 13. 5 12.9 - .6 no

Not specified 1.2 .5 - - .5

Not Attendii~g SchooljQu; 3b,3c) 43. 1 43. 3 44.6 +1. 3 no

High school graduate 34.2 32.7 33.6 + .9 no

Not high achool graduate 8.8 10.5 10.9 + .4 no

Quality Index (M~~~ )* 6. 36 6. 38 6. 30 - .08 no

Base (5475) (52 84) (5199)

* Combinat ion of questions 19, 21 and 22
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4. The quality index is a cce%posite measure based on

self-reported grades, number of math courses taken

and passed in high school , and the science courses

covering electronics and/or electricity taken and

successively passed in high school. A 10—point

scale is used to compute this index , as shown

in Table 1.6.

Both Fall samples are identical with respect to

quality index.

TABLE 1.6

(Numbe r of Math Courses (Science Courses in
(High School Grades ) in High School) 

- High School)

Value Value Value

A’ s & B’ s 3 None • 1 Yes 2

B’ s & C’s 2 One 2 No , not
specified 1

C’ s & B e lov 1 Two 3

Not Specified 0 Three

::: Specified : - 

•
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SECTION II

Performance Differences ~~ Tracking Areas

—



_ _ _ _& ._ 
w- 

- -—-- - - --- -- - - - -

Page 39

SECTION II

Performance Differences By Tracking Are as

The interviewing was conducted in 26 defined geographical areas

referred to as tracking areas . The tracking area approach localizes the in-

formation derived from this investigation and thereby makes it possible for

the individual service recruiting commands to receive feedback with respect

to their performance within specific geographic areas.

This section is a discussion of the following data : propensity ,

recruiter contact , specific information seeking activities , job opportunity

perceptions and respondent demographics. The Fall 1978 levels are shown

for each of the 26 trackinq areas . The data ar e analyzed vis—~ —vis cor-

responding national levels. Trackinq areas that deviate from the U.S.

averages are highlighted.

Tables 2.1 to 2.8 summarize the key tracking area data. Intepre-

tation of these tables has been facilitated by the following system of nota-

tion:

• Percentages that are significantly different front the U.S. average

for a particular service are . . .

CIRCLED if the entry is lower than the U.S. average

BOXED if the entry is higher than the U.S. average



• ----~- -w -
- ---w-------

~ 
- - - -  — -

~~~~~~
- . - — - - - -----

~~~
--

~~~~~~
- 

~~
- - - - • -

~~ 
-

Page 40

2.1 Positive Propensity by Tracking Area

The tracking area analysis begins with an examination of the pro-

pensity data. Because the propensity measure is an index of likelihood of

entering military service, the propensity data should be interpreted in a rela-

tive sense (e.g. . the identification of “high” versus “low” tracking areas).

Hence , the reader should not attempt to make any absolute interpretations of

the propensity data. As stated in previous reports , there are various factors

such as time of entry and mental and physical qualification rates that should

en ter into any attempt to f orecast accessions based on the propensity data.

Figures 2. 1 - 2.7 graphically present the propensity data for active

duty services as well as the National Guard , Reserves and Coast Guard.

The overall rank order of the active duty services based on expressed

propensity levels has remained consistent across all seven waves of this study.

The Air Force is highest ( 15. 6 % ) , followed closely by the Navy (14.4%) . The t

Army (11.8%) is third and the Marine Corps ( 10 .0% ) fourth.

4

The propensity to serve in the Reserves is 17.4%, a significant increase (
from Fall 1977 ( 15.7%) . The figure for the National Guard is 16.7%; and for the

Coast Guard the figure is 12 .4%. Neither figure represents significant increase

from Fall 1977. -
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Respondents who expressed positive propensity to serve in the Reserve

Components also were asked which branches of the Reserves and National Guard

they would choose . The data are presented in the tabulations: Volume 2, Pages 52-53

and 56—57 , Volume 5 , Pages 28 and 30.

Table 2. 1 summarizes the propensity data for the active duty ser-

vices , Reserve Components and Coast Guard within each of the 26 tracking areas.

Relative to national averages, the following exceptions occur:

1. The propensity to serve in the Air Force is below the U.S .

average of 15.6% in these tracking areas: New York City (8.6%),

Harrisburg (10. 9%) , Chicago (9. 0%) , Minnesota/Nebraska/North

Dakota/South Dakota (11.2%) , Northern California (8.2%) and

Wisconsin (8.4%). Three tracking areas —- 7~labama/Mississippi/

Tennessee (25 .5% ) , Texas (22.8% ) , South Carolina/George (21 .9% )

are above the national average. 
S

2. The propensity to serve in the ~~~~ is below the U.S .  average

of 14.4% in these tracking areas : New York City (4 .4% ) and

Ohio ( 8 .9% ) .  Philadelphia (21. 4% ) and South Carolina/Georgia

(22 .0 % )  are above this U.S . average .

3. The overall propensity to serve in the ~~~~ is 11.8%. Six

tracking areas deviate fron i this average . New York City (3.8% ) ,

Northern California (7.1%), and Washington/Oregon (4.1%) are

below the national average. Alabama/Mississippi/Tennessee (18.2%),

Richmond/North Carolina (17 .5%), and South Carolina/Georgia (21.2%)

are above this U.S. average.

~~ 
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4. Four tracking areas deviate from the Marine Corps’ national

average of 10.0%. These are New York City (3.8% ) , Minnesota!

Nebraska/North Dakota/South Dakota (6 . 4 % ) ,  Wisconsi n ( 5.6% ) ,

and Washington/Oregon ( 5 .6% )  which all fall below the national

average. S

5. The Reserves with a total U.S. average of 17.4% is significantly

below average in New York Ci ty (9.1%), Harrisburg (10.2%), and

Chicago (8.6%) . Florida (26 .6%) , Texas (24 .1% ) ,  and South

Carolina/Georgia (29 .9% )  are all above the U.S.  average .

6. The propensity to serve in the National Guard is 16.7%. New

York City (7 .O% ) , Harrisburg ( 10.8%) , Michigan/Indiana (10.1%) ,

Chicago (9.7%), Northern California (8.5%), and Pittsburgh

(12.0%) are below average. Alabama/Mississippi/Tennessee (32.1%),

and South Carolina/Georgia (26.3%) are above the U.S.

average.

7. The propensity to serve ir. the Coast Guard is relatively low

in New York Cit y (3. 1%) , Ohio ( 7 . 0 % ) ,  Chicago ( 7 .5% ) , and

Northern California (6.7%). The propensity to serve in the

Coast Guard is relatively high in Boston (20 . 3%) , Richmond/

North Carolina ( 18.0%) , and South Carolina/Georgia ( 18.0%) .

These data indicate that three tracking areas are relatively weak

with respect to prop ensity to join any of the military services. These

areas are New York City , Chicago , and Northern California. On the other

hand, the military tends to have particular appeal in southern tracking

areas. This is consistent with past waves.
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2.2  Academic Achievement and Derived Quality Index

A young recruit’s success in the military is contingent, in part,

on his mental abilities. As in past waves of this study, the relative mental

quality of respondents is determined by asking them to report several areas

of academic information -- high school grades, high school education pro-

gram, mathematics courses taken and passed in high school, and science

courses covering electricity and/or electronics taken and successfully passed

in high school. A quality index number is computed for each respondent

based on his responses to these questions. High school education program

( i .e. ,  college preparatory , commercial business , and vocational) is not

used in developing this index, since it is difficult to assign scalar values to

this factor . The index ranges from a low score of 1 to a high score of 10.

The derivation of the quality index was explained earlier in Table 1.6.

The quality index data are reported in Table 2 .2 .  The national

quality index value is 6.30 which is comparable to the Fall 1977 figure

(6.38). Levels of quality index show a regional pattern. Quality index

values are below average in several southern areas : Alabama/Mississippi!

Tennessee , Richmond/North Carolina , and Kentucky ,  as well as Southern

California. On the other hand, quality index values are above the U.S.

average in these eastern tracking areas: New York City , Alabany/Buffalo
- .1

and Philadelphia , as well as Wisconsin and Washington/Oregon .

As Table 1.6 showed, the number of math courses taken and passed 
S

is an important component of the quality index. As in past waves, east

coast tracking areas are superior to other areas in terms of the number of

math courses rep orted taken and passed . Just the opposite is true in certain

• ~~~~~~~~~~~~~~~~~~~~~ 
-
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southern and midwestern tracking areas (See Table 2.3) .

While the high school curriculum does not figure directly into the

derivation of the quality index, it contributes to an understanding of the

propensity measure . For example , young men enrolled in college preparatory

courses are probably less likely than the average high school student to be

inclined to pursue a military career, since students who have actually

attended college tend to be disinclined toward enlistment.

Table 2.4 shows that the 26 tracking areas differ widely with

respect to high school education programs. Respondents in eastern track-

ing areas especially are more likely than their counterparts in other ai?eas

of the country to have had a college preparatory program in high school.

On a national basis , the percentage of youth who report having had a college

• preparatory program in high school (43.2%) is comparable to Fall 1977 (42.3%).

The proportion of youth who report having had either a commercial/business

or vocational high school curriculum also did not change significantly

from Fall 1977.

4
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2.3 Recalled Recruiter Contact

Table 2.5 shows the level of recalled recent recruiter contact (past S
5 to 6 months) for the total national sample and for each of the 26 tracking

areas . Nationally, 27 .3% of the sample report having had contact with a

military recruiter within the past five to six months. New York City,

Philadelphia , and New Or1e~ns fall below this national average. Michigan/

Indiana , Wisconsin , and Washington/Oregon are significantly above the

average . As discussed in Section I , there is no significant Fall-to-F~ll -

national change in this measure. 
S 
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S 

-

2. 4 Mequaçy of Information Received From the Recruiter S

Tthle 2.6 shows the percent of respondents who reported that they

received inadequate information (i .e. ,  received “very little” information S S

desired) from the various services. On a national basis, all four active

duty services di1 reasonably well in Fall 1978. At worst, only one-in-five

respondents felt that the contacting services did not provide enough infor- S

mation. In the present wave , the services do not differ in providing infor- S

mation nor do they show much variation across tracking areas. Only the Air -

Force showed a significant change from Fall to Fall. That is, the proportion 4

of respondents who felt that the Air Force did not provide enough information -
increased from 14.2% to 19.4%. • S - - -
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2. 5 Other Activities Concerning Enlistment

The study has examined in all seven waves various behaviors related

to seeking information about the military . Each respondent is asked whether

or not he has undertaken a series of information seeking activities during

the last six months . The data are summarized in Table 2.7 in terms of the

percent of youth who say that they have undertaken a particular activity.

Enlistment-oriented activities are presented below in descending

order of mention for the total U .S.  sample. There hAve been no major shifts

in the pattern of these data since the first wave of the study .

- Talked with friends in or out of service 38.2%

Talked with one or both parents 33.0%

- Taken aptitude test in high school given by
Armed Services 16.4%

• Talked with wife/girlfriend 15.5%

Asked for information by mail 11.7%

• Talked with teacher or guidance counselor 10.8%

• Physically or mentally tested at military
examining station 4.1%

S Made toll—free call to get information 2.1% 1 -

4 L

!

. S

. 5 .
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I

There are some differences across tracking areas -with respect to

seeking information about the military. Ne~ York and Minnesota/Nebraska !

North Dakota/South Dakota respondents were somewhat less likely than youth

in other areas of the country to seek information about enlistment. On

the other hand , Alabama/Migsj sgjppi,’Teunesgee and Arkansas youth were some-

what more likely to have sought information.

- 5 5 .  -5 -5 -~~ - — - 5 - -5



- -—-- 5 -- -  - . 5 . -  - - -  -5 - -

S Pag. 68 
-

L ~ 
[

~ G (~) 
-

~~ 

4;

r i  N 0’ 5

C, .0 
~~ ‘Sj ~ ‘0

Ii 
U N — -•

~~ 

4-- * 0’ N 0’ in .0 — N

4 ~
_ 

4 Sn

-.. - to ‘9 0 0’ 00 .0 -. 0

I I I ~ ~ ~~ ~: 
I

.1
O .0 0’ IA .0 Sn N N N

d 5.; ‘Si en 
•

(9 .0 0

14 a . 00 0’ IA 00 4. —5 44

4 4; 4 ~.i d en S

‘C ‘C~~ 
‘ - Sn . 1

Es ... 

~~~~~~~~~~~;

_
i ~~~~S•

~
j •

~ ~i ~~~~~~~~~~ ~~~~~~ I 
~~~fl

A 

I, ill! j ( j} Ifl iJ li III I 
S



• - - 

L

Page 69

4--
44 to .0 in 00 .44

•~~~~I ad ad ~~
. - d 4:

* — N -I

.
~~ 

a~ Sn ‘0 N Sn N 0’ N S
54~~I~ tI -~ -~ 5. 0~ 0~ -~

~~0I * ‘ Sn

0 in N to N in Sn
4 .

Z U en . — (55 —
54 C’ * — 0’ 4’ 5

.0 44 L . o J t- .. 5.;
Sn .~‘ N

~ . .0 ‘0 in 00 0 N N

4) 4 ‘5; 4 o~ -

Z —

S .
~ 

555 — to .44 Sn 0 (55
in 0 115 ‘55 .44 ‘Si .44 4:

~

Fl 0’ * ‘55 en• 
~ L_ I ~ 

~ 
S

S ~~~~~~~~~ ~~~~~~~~~~~~~~~~~~~~~ ~~ (~) ~~ 
-; 0~ ‘Si -

0’ IA N N 1~~1 t o  4.
U~~~~ ISt) d ~5; ad 4; t • I  -~~ ~~ (5;
4 4. — en [~~JH 5
4-.

r r ’ d  ~~~(~)~~~d (I~)
~~ 

~~~~~~~~

0 .0 US . to to * 0 00 to 4’ in
,~i -; 0~ ‘S

N
S 

(9 . 4 .• 1) 41 d N N N 555 —‘ en N en
54~~4 555 4 551 4: 4 - N

‘C 
en ‘-5 —~ en -~ .44

F- ‘SI 00 in ‘(5 * N
• • . • 4:

5 - 5 U ;I. 5,. ~~ 
4~ ~~ C • 

‘5

.~ I .s.9 - o •~~ •~~ . c  —S S. •~~ U~~~ .9 
(.5 

~ ~~~
‘.9 ~~ 0

~~ 
.f S V~~~~~I • o o —
~ 0 V~~~~u 45 ... 5. ~~ •. S

U 
~~ ~ ~

_ t  ‘
~ O S .  S

~~~o • U ! •~a :~~: ~~5 2 ~~o ~~ ~~~~~ ~~~~~~~~ ~~~~ ~~~~~~~~ 2

~~~~ ~~~~~ Es~~~ ~t
1 7
49

a S.



--5-’- w- —- -_

Pag. 70

2.6 Perceived Difficulty of Obtaining a Full Time Job

Labor maxket factors can be expected to have an effect on enlist-

ment. Unemployment rates typically vary f ra in region-to-re gion and for men

of different ages , and people ’ s impressions of the job market may have a

greater role in career choice than the actua l labor situation . In the

survey respondents regularly have been asked how difficult they felt it was

to get a full time job. 
S

Table 2.8 sun~narizes young men ’ s perceptions of the market for full

time jobs. Nati onwide , 29.2% of the sample felt that for a person their

age gettin g a full t ime job in their area was very difficult or almost impos-

sthl. , and 68.2% felt that it was somewhat difficult, or not difficult at

all. These figur es are sigflificantly different from Fall 1977 figures. That

is, respondents in Fall 1978 are more optimistic about their chances for

employment. Several tracking areas depart in one direction or the other train

the nati onal averages . Respondents in New York City and Pitt sburgh are

especially pessimistic about the employment market. Just the opposite i~ S

true of young men in Texas, South Carolina/Georgia, Des Moines , Wisconsin, ‘

and Xansas City/Ok iahcma.
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SECTION III

ANALYSIS OF TA~~ET MARKETS S

;
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SECTION III

Analysis of Target Markets

For the convenience of the reader, the background for the analyses

discu’~sed in this section i_s reprinted below from previous reports.

Through the use of the propensity measure , we are in effect 
S

segmenting the pool of “military available” young men into those men who are

likely to be more receptive to the military ’ s recruiting efforts and those

who will not. It is important to have an understanding of what is related

to one man ’s willingness to consider the military as a career option and

another man ’s willingness to exclude the service from his career options.

Such an understanding should help the services to max imize the effectiveness

of their recruiting.

The present section first examines the relationship between pro-

pensity and a number of demographic , attitudinal, and behavioral factors.

The intent of this analysis is to identify those factors that discriminate

between positive and negative prop ensity groups and it is undertaken for

propensity for military service in general as well as for the individual

services. - _ -

The following variables are included in this analysis:

-- —-- 5-- 
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Demographic Variables

. Age (Qu . 3a)

S 
Ei~ployment Status (Qu. 3f, 3g, 3h)

Race (Qu. 23)

Educational Status (Qu. 3b, 3c, 3d , 3e)

Education of Father (Qu . 18)

Quality Index (See Section I)

Importance of Job Attributes (Qu . 6a)

Achievability of Life Goals in the Military (Qu. 10)

Information Sources Actions Taken

Persons Spoken To/Actions Taken (Qu. 8c)

Recruiter Contact (Qu. 8a, 9a, 9b, 9c, 9d, 9e, 9f, 9h)

Influencers (Qu . ila, llb, llc, 12)

Advertising Recall (Qu. 7a, 7b, 7c , 7d, 7e)

Following this analysis of the positive and negative propensity

groups, this section examines the demographic, attitudinal and behavioral F,

characteristics of young men who have graduated from high school and are

not currently attending school . r
r

S 
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3.1 Probability of Serving

The criterion measure in this study is propensity —— the
S stated likelihood of enlisting. As discussed in Section I, propensity is

measured on a four-point scale of likelihood. An analysis of the distribu-

tion of responses within the measure provides some insight into the strength

of respondents’ enlistment intentions. Table 3.1 presents the propensity

measure broken down into each of its response alternatives.

Reference to Table 3.1 leads to several conclusions:

1. Across all four services, approximately 89% of the

positive propensity responses fall into the category

of probably enter military service. Hence, among

the great majority- of positive propensity respondents

5 the intention to enlist is at best tentative.

2. Negative enlistment intentions, however, are less

tentative. The largest single category consists

of respondents who said that they will definitely

not enlist.

3. As in previous waves, there is a substantial group of

young men (approximately 45% to 50% ) who consider them-

selves as either probably likely or probabl y not likely

S to enlist. The fact that these young n~en are neither

strongly for or against serving in the military may make

them a prime recruiting target.
S 
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TABLE 3.1

DISTRIBUTION OF RESPONSES FOR MEASURE OF PR OPENSITY

Air Marin e
Force Navy Army . .Z2L. S

i i IL

Response S

DefinItely 1.8 1.6  1.3 .8

Probably - 13. 8 12. 8 10. 5 9.3

Probably Not 36 . 6 36. 0 35.4 34. 2

Defin itely Not 45. 3 47. 3 50. 8 53. 6

Don ’t know/No’t sure 2 .5  2. 2 2 .0  2 .2

Base (5 199) (5199) (5 &99) (5199)

Sasrc•i Qu estion 5a 
S

I
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3.2 Demographic Variables

In each wave of this study, the positive and negative propensity

groups have differed markedly with respect to their demographics. Table 3.2

profiles the positive and negative propensity groups in terms of 12 demo-

graphic variables. The two groups differ significantly on each variable.

These differences have been consistent across all seven waves of the study.

The two propensity groups differ as follows:

1. Positive propensity youths are younger.

2. Twice as many positive propensity youths are unemployed

and looking for work. 
5

3. Blacks and other non-White youths make up a greater

proportion of the positive propensity group than they 
• 

-

do of the negative propensity group. -~~ 
-

4. High school students comprise a greater proportion of

the positive propensity group than of the negative

propensity group. College students and high school

graduates who are not currently in school , however, are

more likely to be in the negative propensity group.

5. Using father ’s education as an index of socio—economic

status , it appears that positive propensity youths come

S -~~~~~~~ -~~~~~~~~~~~
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TABLE 3 . 2

ANALYSIS OF PROPENSITY TO SERVE IN THE MILITARY
DEMOGRA PHIC PROFILE+

Positive Negative
Variable Propensity Propensity

Average age* 17.80 1 8. 5 6

Not employed/looking for work 28. 1% 14. 6%
Blacks 17.4% 5.7%

S Other non-white - 6.8% 3.7% ( 
~

Students 59.9% 53 .3%

10th grade 16.4% 5.8%

l lth grade 38. 1% 2 6 . 2 %

1-2 years of college 9. 3% 29. 7%

High school graduat e , not in school 60. 7% 30. 6%
5 Education of father* 2 .62  3. 31

Qual ity index* 5. 76 6 . ~2

A’ s arid B’s in hig h school 20. 9% 30 .7%

Base (1466) (3661)

* Mean scale values shown.

+ The two propensity groups differ significantly on all variables. k
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from lower socio—economic backgrounds. Father ’s education

is explained below.*

6. Positive propensity youths have weaker academic backgrounds

as indicated by the quality index and their reported high

school grades.

* Education of fathei was measured on an eight point scale:

1. Did not complete high school S

2. Finished high school or equivalent

3. Adult education program

4. Business or trade school

5. Some college

6. Finished college (four years)

7. Attended graduate or professional school 
5
.

8. Obtained a graduate or professional degree

/

— —5 -5—~~~ - S — —  5 5
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Table 3.3 profiles the demographics of the positive propensity - S

groups for each of the four active duty services and the fleserve Components.

Only the positive propensity profiles are shown since the negative propensity

profiles are comparable to the overall negative propensity group shown in

Table 3.2.

The following conclusions can be drawn based on a statistical

analysis of the positive propensity data for each service versus the data

for its respective negative propensity group :

1. The positive propensity group for each of the services

differs significantly from its -corresponding negative

propensity group on virtually all demographic variables . The

two variables that are exceptions are the proportion of students

in general and the proportion who are in the 11th grade .

2. The differences between the two propensity groups

within each service parallel the differences between

overall positive and negative propensity groups 
S S 

-:

described in Table 3.2.

3. The positive propensity profiles of each service are

comparable. As in previous waves, therefore, it appears

that the services are attracting youths with fairly

similar demographic profiles.

-- 5
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TABLE 3.3

DEMOGRAPHIC PROFILE S OF
POSITIVE PROPENSITY GROUPS + S

INDIVIDUAL SERVICES

Air National
Force Army Marines Navy Guard ~j~erves

IL IL IL 12. IL 12.

Average Age4 17. 85 17. 78 17. 81 17. 91 18. 21 18.11

Not employed/
looking for work 28.9 29. 1 30. 6 27.4 24. 0 25. 0 5

Blacks 18.2 22.5 20.6 18.4 18.2 16.3

Other non-white 6.9 8.3 9.3 5.9 5.6 6.5

Students 57. 9 58. 1 ~ 60. 9 58.9 52. 5 57.6 1

10th grade 16.3 19.2 20.0 - 16.0 14.7 13.4

llth grade 37. 7 39.9 34.0 36.9 33.9 1

1-2 years of college 9.0 5.5 6.3 10. 4 13. 1 14. 6

High school graduate 63.2 51.4 60.3 64.9 68.1 68.8-

Education of father4 2.73 2.32 2.48 2.60 2.60 2.82

Quality index4 5.90 5.45 5.61 5.77 5.79 6.07

A’~ and B’ s in high school 21.8 16.8 19.4 20.6 20.4 24.4

Base (802) (609) (519) (745) (862 ) (893)

• 1 *  Mean scale values shown, S

+ The positiv e propensity group for each service differs signIficantly fr om Its corre- S

S 
sponding negative propens ity group on virtua lly all var iables , except where noted.

1 Not statistically significant.

I 
5 

- 5
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3.3 Importance of Job Attributes

In each wave of the study , respondents are asked to indicate how

i~iportant they consider certain job attr3butes to be if they were con-

sidering joining, the service. The relative importance of these job

attributes as perceived by all respondents was discussed in Section I.

In the past, positive and negative propensity respondents have differed

with respect to the importances they attached to all of these attributes. In

the Fall 1978 wave, the two groups differ on 11 of 13 attributes.

Table 3.4 compares the two propensity groups on these job attri-

bute importances. Relative to negative propensity youth, positive propensity

men rated all of the attributes as more important. The two groups differ 
S

the greatest on the issues of pride (“is a career you can be proud of”)

and patriotism (“doing something for your country” ) .  -

Like negative propensity respondents , positive propensity youths

considered certain long-term economic benefits (e.g. , “opportunity to

better your life” , “good benefits for you and your family” , etc.) as more

important than such things as travel , friendships , and leadership training.

Just as the individual services do not appear to differ with

resp ect to the demographic profiles of their resp ective propensity groups , S

it also appears that all of the services draw upon young men with similar

j ob attribute valusi . That is, a statistical analysis of the data

reveals that differences between positive and negative propensity groups

tend to be gsnsral and not service specific. - t \ I
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TABLE 3.4

ANALYSIS OF PROPENSIT Y TO SERVE IN THE MILITARY
MEA N RA TINGS OF IMPORTANCE OF JOB ATTRIBUTES*

Positive Negative
Propensity Propensity DifferenFe

Gives oppo rtunity to better your life 3.29 3.08 +.Zl

Provides good benefit s for you/ family 3. 28 3. 13 +. 15

Teaches you a valuable trade or skill 3.26 3. 06 +. 20

Gives you the job you want 3.22 3.13 +09

Is a career you can be proud of 3.20 2. 86 +. 34

Employer treats you well 3.14 3.13 +.O1**

Doing something for your country 3.13 2.79 +.34

Gives you a challenging job 3. 03 2. 87 +~ 16
Pays well to start 2. 98 2. 93 +. 05**

Helps you get a college educat ion 2 . 90 2 . 77 +, 13
Tra ins you for leadership 2 . 90 2. 64 +. 26

Has other men would like to work with 2. 70 2. 53 +~ 17

Allows you to see many countr Ies 2 . 54 2 . 22 +• 32

Base (1466) (3661)

Source: Question 6a

* Scale Value: S L
4 = Extremely important
3 = Very important 

S

2 Fairly important
1 = Not important at all

Therefore , larger values indicate greater perceived importance. The two propen- .
~~
‘ -

sity groups differ .lgniflcanUy on all job attributes except where Ind icated.

** Not statistically significant . 4

_ _  

I i
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In addition to rating the relative importance of each job

attribute, respondents are asked to indicate (“ yes” or “no”) whether they

believe that ‘each attribute can be realized in the service.

For an attribute to be an enlistment motivation , individuals

must perceive it to be both relatively important and attainable in the

military. Figure 3.1 illustrates this comparison for positive propensity

respondents in the form of a two-by-two matrix. Specifically, the 13 job

attributes are categorized into four groupings. Each category represents

a combination of perceived attainability and perceived importance, done

by rank ordering each attribute on both perceptual dimensions. A similar

analysis was done for negative propensity youths and is illustrated in

Figure 3.2.

~~
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FIGURE 3.1

POSITIVE P1~)PENSITY RESPONDENTS -

Relatively Easy Relatively Hard
to Attain* to Attain*

Teaches valuable trade Good benefits for
Opportunity to better you arid your family

Relatively life Job you want 5

Important Career you can be
proud of S

Doing something for
country

Trains for leadership Helps you get a college
Opportunity for travel education

Relatively Pays well to start
Less - Challenging job
Important Employer treats you well

Men you would like to
work with

* Based on a rank ordering of percentages of respondents who feel the
attribute can be achieved in the military (Qu .6b) .

‘
5

I ~
5— 5 5.— — 5  ——--—5 - - 5



Page 87

Positive propensity youths considered four attributes to be

both relatively important and attainable in the military. At the same

time , two important attributes -- “good benefits for you and your family ”

and “job you want” --- were perceived to be relativel y hard to attain in the

military.

Negative propensity youths considered “teaches you a valuable trade

or skill” and “opportunity to better your life” to be important and attain-

able in the military.

FIGU RE 3. 2

NEGATIVE PROPENSITY RESPONDENTS

Relatively Sasy Relatively Hard
to Attain* to Attain *

Teaches valuable trade Good benefits for you
Relatively Opportunity to better and your family

Important life Job you want
Pays well to start
Employer treats you well S

F Trains for leadership Helps you get a college
Opportunity for travel education

Relatively Career you can be proud Challenging job
4 

Less of Men you would like to
Important Doing something for work with

country

______________________ _______________________  ~

* Based on a rank ordering of percentages of respondents who feel the attri-
bute can be achieved in the military (Qu. 6b).
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While both propensity groups agree on the relative attainability

of each attribute, they differ with respect to the perceived importance

attached to four attributes. Both groups perceived “career you can be

proud of” and “doing something for country” as relat ively easy to att ain

in the military. However, only positive propensity youths considered

these attributes to be important. Moreover, both groups considered “ç~ys

well to start” and “employer treats you well” as relatively hard to attain

in the military. Only negative propensity respondents perceived these S

attributes to be important.

It should be noted that both positive and negative propensity respon-

dents conside r “prov ides good benefits fo r you and your family ” and “gives S

you the job you want” to be important and hard to obtain in the military.

These job attributes represent recruiting and advertising opportunities and,

therefore, have important implications for recruiting and advertising message

design. As discussed in Section IV, respondents tend to recall advertising

messages about valued job attributes (e.g., “job you want,” “benefits”) less

often than messages about less valued job attributes.

I i
The patterns of job attribute evaluations among both propensity

groups have remained fairly constant across time.

I

-5- 5~55 5 
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3.4 Achievability of Life Goals

Presumably the decision whether or not to enlist in the military

S is based, in part, on the individual’s perceptions with respect to where

certain key life goals can be more readily achieved -- military or

S 
civilian life. A key question in each wave of the study is life goal

perceptions. In the Fall 1978 wave, respondents were asked to rate 13

life goals in terms of whether they could be more readily achieved in

military or civilian life. A five-point scale was used. An average rating

less than 3.00 indicates that the goal is perceived to be more achievable

in the military; a rating above 3.00 indicates that the goal is perceived

to be more achievable in a civilian career.

Table 3.5 sumearizes the life goal perception data. Relative to

the negative propensity group, positive propensity respondents considered

the military as better enabling the achievement of all 13 life goals,

especially “developing your potential,” “learning as much as you can,”

“adventure and excitement,” and “doing challenging work.” The absolute

Levels of the perception data indicate that positive propensity individuals

did not view the military as a means to “enjoy your job,” “making a lot

of money , ” “being able to make your own decisions on the job , ” and “personal S

f reedom.” At the same time , negative propensity men viewed two life goals --

“adventure and excitement” and “job security ” -- as more attainable in the
military.

An analysis of these perception data by positive and negative

propensity groups within each service indicates that the differences

between propensity groups are general and not service specific.

-- — 
S 
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TABLE 3 . 5

ANALYSIS OF PROPENSITY TO SERVE IN THE MILITARY
A CHIEVABII.IITY OF LIPE GOALS

AVELIAGE RA TINGS*

Positive Negative
Propensity Propensity Difference

Adventure and exc itement 2 . 07 2 . 64 -. 57

Job ser ( l r i t y  2. 37 2 . 76 — . 39

Doing challenging wcrk 2. 54 3. 11 -. 57
Learning as much as you can 2. 59 3. 19 -.60

Developing your potential 2. 63 3. 30 - . 67

Recognition and status 2. 65 3. 14 -.49

Helping other people 2.66 3.09 -.43

Working for a better society 2 . 70 3. 15 ~.45

Having respect of friends 2. 81 3. 27 - . 46

Enjoy your job 3.28 3.81 -.53

Making a lot of money 3. 46 4. 10 - . 64
Being able to make own jecielons
on.the job 3.55 4.01 -.46

Personal freedom 3. 88 4. 37 - . 49

Base (1466) (3661)

Source: Question 10

* Scale Value:

5 ~ Much more likely in c ivilian
4 = Somewhat more likely in civilian
3 = Eithe r civilian or military
2 = Somewhat more likely in military
1 = Much more likely in military

Therefore, a smaller value indicates relat ively greater  mil i tary likelihood. The
two propensity groups diffe r significantly on all goals.

J
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3.5 Information Sources , Actions Taken, Recruiter Contact, Influencers

Propensity to serve in the military may be understood, in part,

by considering a number of information—oriented activities. Some of these
I

activities may be self—initiated (e.g., talking with influential persons,

asking for information by mail , etc.). In other cases, the individual

may be a passive recipient of information (e.g., advertising, etc.).

Table 3.6 compares the positive and negative propensity groups in terms of

a series of information—oriented activities . Throughout each wave of this

study, the two propensity groups have differed significantly on most of

these measures. The Fall 1978 wave is no exception .

Compared to their negative propensity counterparts , the positive

propensity group is more likely to have talked about enlisting with their

parents , friends who have served in the military, teachers and counselors , V

and wives and girlfriends.

Positive propensity men also are more likely than others to have

asked for information about the services by mail, made toll-free telephone

calls to the services , and be physically and mentally tested by the

services. The two groups, however , do not differ with respect to taking

the Armed Services aptitude test in high school . r
More than twic. as many positiv, propensity men perceived their parents

to be in favor of their enlisting. More fathers than mothers in both

propensity groups were perc.iv.d to support their idea of serving in the

military . It is usually th. respondent in either propensity group who

initiates the discussion about military service. 
V~
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Significantly more positive propensity men reported having had

contact with service recruiters at some time in the past. Reported

recruiter contact within the past six months is significantly higher among

positive propensity men. Among respondents who reported having recruiter

contact, approximately one-third to one—half of positive propensity

respondents indicated that the contact was self—initiated. The comparable

figures among negative propensity youths are significantly lower. The

great majority of respondents in both propensity groups considered the

information provided by recruiters to be adequate. However, a considerably

greater proportion of positive propensity men indicated that they felt

more favorable about joining a particular service after talking to a

recruiter. This may have been due, in part, to the fact that more positive

propensity men initiated the contact with the recruiter .

In the Fall 1978 wave, respondents were asked to name the people

and/or events that motivated them to talk to service recruiters. Of

particular interest is the degree to which service advertising was named

as the motivating factor for self—initiated recruiter contact. As Table 3.6

shows, only 3% to 8% of the respondents named advertising. Influential

others (e.g., parents, friends, etc.) were named most often. The two
4

propensity groups do not differ with respect to this issue.

Positive and negative propensity youths do not differ with respect 3
to recalling advertising for the military in general and advertising for

each of the services in particular.

‘

t
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TABLE 3. 6

A~4ALYSIS OF PROPENSITY TO SERVE IN THE MILITA RY

(Informat ion sources , action taken , recruiter  contact , advert is ing recall)

Positive Negative Statistically
Propensity Prop ensity Significant

Information Sources (Qu. 8c)

Talked with one or both parents 52. 8 25. 1 yes

Talked with friends already in the
service or who have been in the
service 53.2 32 . 2  yes

Talked with teache r or guidance
counselor 19.1 7.4 yes

Talked with wife or girlfriend 25.2 11.6 yea

A ct ions Taken (Qu. 8 c)

Asked for  informat ion by mail 20. 3 8. 3 yes

Made to l l - f ree  call to get information 3. 5 1. 5 y es

Physical ly or mentally tested at
a mil i tary examining station 6. 6 3. 2 ye~

Taken apt itude test  in high school
given by A rrned Services 17. 9 15.7 no

Influential Sources in Favo r of
Enlistment ~~~ 1 la)

Father 44. 5 21.5 yes

Mothe r 33.7 14.0 yes

Initiator of Parental  Discussion j Qu. 12)~ 
I L

Respondent 73. 4 66 .9 yes

Parents 22 . 8 24 . 1 no V

Both Respondent & Parents 3.9 9.0 yes

Base (1466) (3661)

* Base equals respondent. who have discussed enlistment with parent..

1.. ~~~~~ — V V — V~~~ 
1L
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TABLE 3.6

(continued)

Positive Negative Statistically
Prop ensity Propensity Significant

Recrui ter  Contact:  Ever (Qu. 9a) 57. 4 50. 6 yes

Recruiter  Contact: Past 5-6 Months
~~~~~ 8a) 34. 5 24 .6 yea

Recruiter Contact Initiated bj
Re~~~ rident (Qu. 9d;**

Air  Force 55. 2 32 .3 yea

A rmy 44 .0 22. 7 yes

Ma rine Corps 42 .7 21 .7  yes

Navy 44 .4  24 .3 yes

Recrui ter  Information Considered
Adequate (Qu .9eJ~~

Air Force 82.4 79.4 no

Army 78. 7 78.2 no

Mar ine  Co rps 82 .5  79. 8 no

Navy 78. 8 79. 1 no

Felt Mo re Favorable About Joining
After  Ta~~~~L~o (service)
Recrui ter  (~~u~ _9fl~~

Air  Force 49. 3 25. 7 yes

Army 32.7 18.7 yes • (
Marine Corp. 37 .6 16. 7 yes

Navy 38. 7 23. 7 yes

** Base equals respondent. having contacc with specific service.

_ij
j 
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TAJ3L.IJ ; 3. 6

(continued)

Positive Negative Statistically
Propensity Propena Lty Significant

Self-Initiated Recrui ter  Contact
Motivated by A d v er L i a tn g  (~~~.9hJ*

Air Force 3.0 3.7 no

A rmy 8.0 3.4 no

Marine Corps 7.2 .8 no

Navy 4 .5  6.4  no

Self-Init iated Recrui ter  Contact
Motivated by Influential
Othet s  (Qu. 9h) *

Air Force 40. 9 41 .3 no

A rmy 45.4  38. 5 no

Marine Corps 47. 5 49. 2 no

Navy 39. 4 40.9 no

Adver t i s ing  Recall: % Recall
Seeing /Hearing (Qua. 7a, 7d)**

A i r Force 61. 5 59. 8 no

A rmy 69. 5 71.0 no

Marine Co rps 66.8 64.2 no

Navy 64 .3 63.8 no J
All Services (Net) 82 ,4 80.7 no

* Base equals respond ent . having contact with specific service

** Base equa ls resp ondent s asked question for specific service.

I V
, V V V  V 

~~~~~‘
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3.6 Relationship Between Prupensity and Recruiter Contact

Table 3.7 relates propensity for each service to contact with a

recruiter from that service. The proportion of respondents expressing a

positive attitude toward a particular service and who also reported that

they had contact with a recruiter from that service ranges from 21% to 36%.

The comparable figures among negative propensity individuals are significantly

lower in all cases. The fact that positive propensity youths report signif-

icantly higher levels of recruiter contact calls into question the causal

relationship between propensity and recruiter contact. Whether recruiter

contact produces the propensity attitude or just the opposite is true is

not clear. Presumably the causal direction of this attitude-behavior relation-

ship operates in both directions among the total sample of respondents for

this study.

V.

.

I
i

1
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TABLE 3.7

EVER HAD CONTAC T WITH RECRUITER FROM SPECIFIC SERVIC E
RELATED TO PROPENSITY FOR THE SAME SERVIC E~~

Propensity for Individual Service

Positive Negative Differenc e
IL IL IL

Air Force 21.4 12.9 8.5

Army 35. 8 22. 5 13.3

Marine Corps 20. 8 12.9 7.9

Navy 2 1.9 14. 2 7. 7

* Bases are the appropriate positive and negative propensity groups for each
service. V

Source: Questio n 9b

I

I

- V • _ _ _ _
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3.7 Enlistment Decision Process

It appears that the four active duty services are drawing from

a common pool of military available males, rather than from distinct

segments. Table 3.8 shows that positive propensity individuals, on the

average, felt positive about more than two services. For example, almost

one-half (47.9%) of the young men who expressed positive propensity for

the Air Force also expressed positive propensity for the Navy. In

total, 53% of positive propensity youths express positive propensity for two V

or more military services.

The conclusion drawn from Table 3.8 is consistent with the within—

and-across service analysis of demographic variables, life goal perceptions,

and job attribute perceptions discussed earlier. In earlier reports, it

was reasoned that the enlistment decision involves a two—step process.

First the individual decides upon the military and then chooses among the

different services. This is comparable to the classic marketing

paradigm where the consumer chooses to buy the product and then chooses

among alternative brands. The Fall 1978 data presented in Table 3.8 ‘

suggest that this hypothesis remains valid.

I

. 

•
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TABLE 3. 8

THE EXTENT TO WHICH PROSPECTS SHOW POSITIVE PROPENSITY
FOR MOR E THA N ONE SERVIC E

Marine
A ir Force Army Corps Navy

IL IL IL IL
Also Show Positive Propensity
for These Services:

A ir Force 100.0 47.1 50.1 51.9

A rmy 35.8 100.0 49.5 37.0

Marine Corps 32.2 41.9 100.0 36.8

Navy 47. 9 45 . 1 52.8 100.0 
.

‘ 
~~

V V

Average Number of Active
Duty Services 2.16 2.34 2.52 2.26

Base (802) (609) (519) (745)

I
Source: Question 5a

I
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3.8 High School Graduates Not in School

The services are particularly interested in attracting high school

graduates who have elected not to pursue a college or vocational education.

Their attractiveness is at least two—fold. First, they tend to be more

able mentally and more mature than high school dropouts. Secondly , they

are likely to be responsive to the job-oriented training that the services

offer; vocational training that they otherwise may not be able to acquire.

In the Fall 1978 wave, 33.6% of the sample are individuals ~ho have

graduated high school and are not currently in school. Tables 3.9 and 3.10

examine this group in terms of their demographics , attitudes , and behavior

vis-a-vis the total sample. The following conclusions can be drawn about

this group:

1. Demographically, the group of high school graduates who are f 
-

not in school are below the U.S. averages for l6—to-2l year-old

males with respect to these characteristics: not

employed and looking for work, father ’s education,

and reported high school grades. On the other hand,

they do not differ with the total national population

of l6-to-2l-year—old males with respect to race and

mental abilities as measured by the quality index. V

2. This target market is below the U.S. averages with

respect to propensity to join the military.

.1
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TABLE 3.9

DEMOGRAPHIC PROFILE OF HIGH SCHOOL GRADUATES NOT IN SCHOOL

High School Total Statistically
Variable G raduates Sarn r~~ Signif icant+

IL IL
Not employed/looking for work 8. 9 18. 4 yes - Lower

Blacks 8. 6 9. 1 no

Other non-white 3. 8 4. 6 no

Quality Index* 6.27 6. 30 no

Education of father* 2.80 3.11 yes - Lowe r

A’s and B’s in high school 22.I~ 27.9 yes - Lower

Base (1746) (5199)

* Mean scale values shown .

•

+ Statistical significance based on total U . S. estimate falling beyond the range of
two standard e r ro rs  of the Individual variable estimate. Whore statistical
significance is indicated , the variable estimate is eithe r hig her or lower than

• the U .S. estimate. y,.

• —--
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TABLE 3. 10

ATTITUDINAL/BEHAVIORAL PROFILE OF
HIGH SCHOOL GRADUATES NOT IN SCHOOL

(Propensit y to serve in the military, inf ormat ion sources , acti ( ,n taken ,
recruiter  contact , advert is ing recall , life goal and job attribute perc eptions)

High School Total Statist icall y
Positive Propensity (Qu. 5a) Graduate s Sati j ile Si~ n i f i c an t +

Air Force 12. 3 15.6 ye s  - Lower

Army 7. 5 11.8 yes - Lower

Ma rine Corps 7. 0 10. 0 yes - Lower

Navy 11.4 14.4 yes - Lower

Information Sources (Qu. 8c)

Talked with one or both pare nts 28. 2 33. 0 yes - Lower

Talked with friends already in the
service or who have been in the
service 38.9 38.2 no

Talked with teac her or guidance
counselor 7.4 10. 8 yes - Lower

Talked with wife or girlfriend 16.4 15. 5 no

Actions Taken (Qu. 8c)

Asked for information by mail 9. 0 11.7 yes - Lower

Made toll-free call to get info rmation 2 . 1 2. 1 no

Phys ically or mentally tested at a
military examining station 4. 9 4. 1 no

Taken aptitude test in high school
g iven by Armed Services 19. 3 16. 4 yes - Higher

Base (1 746) (51 99)

•

+ Statistical significance based on total U.S . estimate falling beyond the range of
two standard e r ro r s  of the individual variable estimate. Where  s tat is t ical
significance is indicated , the variable estimate is either h~ghe r or lower than
the U .S. estimate.

1± 
~~. I
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TABLE 3. 10

(continued)

High School Total Statisticall y
Graduates Sample Significant+

IL I
Recruiter Contact: Ever (Qu .9a) 61.3 52.3 yes - Higher

Recruiter Contact: Past 5-6 Months (Qu.8a ~ 25.9 27. 3 no

Recruiter Contact Initiated By
Respondent (Qu. 9d)*

Air Force 37. 0 39.4 no

Army - 24.2 29.0 yes - Lower

Marine Corps 23.2 28.4 ye. - Lower

Navy 26.8 30.3 no

Recruiter Information Considered
Adequate (Qu. 9e)*

Air Force 78.8 80.6 no

Army 83.9 78.9 yes - Higher

Marine Corps 82.1 81.2 no

Navy 80.6 79.3 no

Felt Mor e Favor able About JoinLn~ After
Talkin g To (Service ) Recruiter (Qu, 9f) *

Air Force 28. 3 33. 1 no

Army 20. 0 22. 8 no r
Mar ine Corps 21. 3 23. 1 no

Navy 21.5 28. 4 yea - Lower

* Base equals respondent s having contac t wit h specific service .

+ Statistical significance ba sed on total U. S. estimate fallin g beyond the range of two :
standard errors of the individual variab le estimat e. Where statistical significance
1. ind icated , the va r ab le estimat e is either highe r or lowe r than the U . S. estimate.

i i

-
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TABLE 3.10

• (continued)

High School Total Statistically
Graduates Sample Significant+

V I I
Influential Sources In Favor
2L~nllstment (Qu, 1 Ia)

Father 26 .1 28. 1 no

Mothe r 18. 0 19. 7 no

Initiator of Pprenta l Discussion (Qu, 12)**

Respondent 68.2 69. 6 no

Parents 23. 3 23. 6 no

Both Respondent - & Parents 8.5 6.9 no

f
• I

• ** Base equals respondents who have discuaa ed enlistment with parents.

• + Statistical significance based on total U . S. estimate falling beyond the range of twoI standard err ors of the individua l variable estimate . Where statistical significance L
Is indicated , the variable estimate is either ~~ or lower than the U .S . estimate .

I L

-. — -- - - -
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TABLF 3. 10

(continued)

High School Total Statistically
Graduates Sample Si.gnificant+

I I
Self-Initiated Recruiter Contact

Motivated By Advertising (Qu. 9h)*

Air Force 3 .3  3. 4 
~~~V

Army - 3.7 5.4 no

Marine Corps 7.7 3.8 no

Navy 3.8 5.6 no

Sell-Initiated Recruiter Contact Motivated
By Influential Others (Qu, 9h) *

Air Force 43.3 41.3 no

Army 38.2 - 41.2 no

Marine Corps 38. 8 48.4 no

Navy 35.0 40.2 no

AdvertIsing Recall: % Recall
Seeina/Hearin2 (Qus. 7a. 7d)**

Air Force 56. 9 60. 3 no

Army 67.2 70.4 no

Marine Corps 62.6 65.1 no

Navy 63.0 63.9 no

All Serv ices (Net) 79. 6 81. 1 no

* Base equal s resp ondents having contact with specific service. I ~** Base equals respondent. asked question for specifIc service. i’

+ Statistical significance based on total U.S. estimate fall ing beyond La rang e of 
•

two standard e r ro r s  of the individual variable estimate. Whe re statistical
significance is Indicated , the variable estimate is eithe r hig her or lower than
the U. S. estim ate. --:
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TABLE 3. 10
(continued)

High School Total Statistically
Graduates Sample Significa~t+

Life Goat Achievement
Civilian Advantage Qypr Milltary
(Qu 10) Average ~ankiag~s*

Adventure and excitement 2.53 2.48 no

Job security 2.75 2.65 ye. - Higher

Helping other people 3. 02 2. 96 yes - Higher

Doing challenging work 
- 

3.06 2.94 yes - Higher

Recognition and itatus 3.06 3. 00 yes - Higher

Learning as much as you can 3.08 3.01 yes - Higher

Work ing for a better society 3.08 3.02 yes - Higher

Developing your potential 3.20 3. 11 ye . - Higher

Having the respect of friends 3.24 3. 14 ye. - Highe r

Enj oy your job 3. 75 3,65 yes - Higher

Being able to make own decisions -

on the job - 3.91 3.87 no

Mak ing a lot of money 3.99 3.92 yC5 - Higher

Personal freedom 4. 32 4.23 ye. - Higher

Base (1746) (5199)

Scale Value: 
-

5 Much more likely in civilian
4 = Somewhat more likely in civilian
3 = E ither civilian or military
2 = Somewhat more likely In military
I = Much more likely in military

Th.r fore~ a smaller value favors the milita ry.

+ Statistical significance based on total U.S. estimate fatting beyond the rai~ . of two
stan dard errors of the individual variable estimate. Where statistical significance
is indicated , the va r iable estimate Is either highe r or lower than the U. S. average.



V 
~~~~~~~~~ W~ 

- • -  — - V _ V

Page 107

TABLF~ 3.10
(continued)

High School Total Statistically
Graduates Sample Significant+

R~ l&tLve Imnortance Of Job
Attributes (Qu. 6a. -
Average Rankkng.)*

Provides good benefits for you/family 3.22 3. 18 no

Employer tr eats you well 3. 19 3. 13 ye. - Higher

Glves you t.hel job you want 3. 16 3.16 no
Teaches you a valuable trade or skill 3. 12 3. 12 no
Gives opportunity to better your life 3. 10 3. 14 no.
Pays well to start 3. 00 2. 94 yes -Hi gher
Is a career you can be proud of 2.92 2.96 no
Gives you a cha llenging job 2.90 2. 91 no
Doing someth ing for your count ry 2.84 2. 89 yes - Lower
Tr ains you for leadership 2.71 2.72 no
Help s you get a colleg. education 2. 67 2. 81 yes - Lowe r

Has other men would like to work with 2. 56 2.58 no
Allow, you to see many countrie s 2. 28 2. 32 no

Base (1746) (5199)

* Scale Valuei
4. Extremely Important
3 V.ry Important
2 Fairly Important
1 Not Important at all

Th.re~~r., larger values Indicat , greater perceived importance.

+ Statistical significance based on total U. S. •st lxria te falling beyond the range of
two standard errors of the individual va r iable estimate. Where statistical algal-
ficanc. Is indicat ed , the variable estimate is either higher or lower tha n the
U.S. ave rage. - .

- 

-

— V
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3. Consistent with their below average levels of propensity

is the fact that h~ gh school graduates who are
V 
not In

school are below average with respect to talking to

their parents and school personnel about enlistment .

and asking for recruiting information by mail. They

are above the U.S. average ; however , with respect

having taken the Armed Services aptitude test in high

school. As discussed in Section I, the incidence of

taking this test is down significantly for the total

sample.

4. With respect to reported ‘recruiter contact, the high

school graduate group is above the U.S. average. This

may reflect the interest service recruiters have in

these individuals. With respect to the reported

recruiter contact during the past ‘six months , however ,

this group is on par with the U.S. average. High

school graduates do differ from others , however, with

respect to reported self—initiated recruiter contact

with the Army and Marine Corp.. In both cases , these

youths are below U.S. averages .

5. High school graduates who are not in school are on par

with the U.S. averages with respect to the perceived

adequacy of information provided by Air Porce , Marine

Corp . and Navy recruiters, but above average with respect

IL V
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to the Army . This group is no more likely than others to

feel more favorable about enlisting after talking to re-

cruiters. The Navy is the one exception. High school

graduates are below average with resp ect to feeling more

favorable about J oining the Navy after talking to Navy

recruiters.

6. High school graduates do not differ from others with respect

to what they perceived to be the attitudes of their parents

about enlisting and with respect to who initiated parental dis-

cussion.

7. High school graduates are on par with U.S. averages with respect

to sources motivating self-initiated recrui ter contact.

8. This target market is as likely as others to have recalled

service advertising.

9. High school graduates who are not in school differ from

the u.s. averages with respect to all but two life goal per-

ceptions. Specifically, they view civilian life as better

enabling the achievement of virtually all of the life goals
4 p

addressed in this study. They are on par with U.S. averages,

however, with respect to “adventure and excitement” and “b.inq

able to make own decisions on the job.”

10. High school graduates attached above average i~~ortancs
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to these job attributes: “pays well to start” and 
V

“e.ployer treats you well” and below average importance

to “helps you get a college education” and “doing some-

thing for your country . ”

In general ,’ the Fall 1978 profile of high school graduates who are

not in school has not chan ged from past waves.

This profile of the high school graduate group’s dmeographic., atti-

tudes and behavior vis-a-vis national averages indicates that this group is

generally on par with the total population of 16 to 21. year old males. As 3
such , the da ta do not reveal any recruiting or advertisin g opportunities that

could be directed at this group for the purpose of enhancing their accession

levels.

I

V 
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SECTION IV

Advertising Awareness

Advertisinq has been an integral part of the efforts aimed at

accos~~lishing accessions to the all-volunteer force . Starting in the

SprIng 1977 wave , questions were added to the survey to assess respondents ’

recall of individual service advertising and, therefore, provide one

type of infornmtion to the Services on the relative effectiveness of

their campaigns toward developing awareness. The Fall 1978 wave provides

a baseline period for assessing the success of the first large scale

joint service advertising campaign , to be initiated in January 1979. •

Specifically , a question about recall of joint service advertising was

added to the survey. This question is similar to that asked about m div-

dual service advertising. A discussion of the Fall 1978 levels of

advertising awareness follows .

t

- t

- -  ~~~~~~~
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4.1 Top—of-Mind Awareness of Specific Services

One measure of advertising is “top-of—mind” awareness, or the

initial associations an individual has with a given concept. Accordingly,

respondents were asked to indicate which branch of service they thought

of first, when the terms “Armed Services” or “military” are mentioned.

Table 4.1 presents the results. As in the past waves, the Army

was the service mentioned first most often. The Air Force, Navy, and

Marine Corps followed in that order. When first, second, and all other mentions

are combined, the proportion of respondents naming any one service ranges

from approximately one-half (Marine Corps) to three-quarters (Army and

Navy). On the average, each respondent named 2.8 services.

The relationship between “top—of—mind” awareness (first associa—

tion) of each service and propensity to join that service is examined in

Table 4.2. As in past waves, the two measures appear to be related. That

is, people with positive propensity for a particular service tend to name ‘

that service first in response to the terms “Armed Services” and “military”. 
V

The relationship appears strong.~st for the Army. More than one-half of the

young men who expressed positive propensity for the Army first associated

Army with the two terms. For the convenience of the reader the circled

values in ‘Table 4.2 highlight these associations. No statistical significance

is implied by this notation. 4

L~~ V
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TABLE 4. 1

BRANCH OF SERVICE NAMED tN RESPONSE TO ‘ARMED SERVICES”

Percent of Respondents Who Mentioned
Specific Services 

_______________

Au
Firs t  Second All Other Mentions

Service Mentioned M e f l iV i o n  Mention Mentions Combined

I I
Army 37.5 21.9 15.8 75.2

Air Force 24. 0 21. 0 22. 9 67. 9

Navy 19. 5 32. 4 22. 2 74. 1

Marine Corps 13.0 15.7 25. 1 53.8

Coast Guard 2. 0 1. 9 7.9 11.8

None 4.0 2.9 20.5 27.4

Base: All Respondents

• Source: Questions 4a, 4b and 4c

p

I

_ _ _  V .T V
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4.2 Advertising Content Recall

Table 4.3 summarizes respondents ’ recall of advertising for the

individual services and recall of the joint service advertising campaign.

The data presented are based on asking respondents to recall everything

they remember seeing or hearing in advertising for either a specific

service or in an advertisement featuring all four services. Respondents’

comments have been coded into a set of categories to facilitate interpre-

tation and provide continuity over time . The following conclusions can

be drawn from Table 4.3:

I
1. The overall level of advertising recall for Fall 1978 is

81.1%. This is the proportion of respondents who remember

seeing or hearing some military advertising either

for one or more individual services or the joint

service campaign. This is a significant decrease from the

Spring 1978 figure (85.5%).

2. Advertising recall for the Air Force remained un— 
V

changed from Fall to Fall. However, the percentage
q

of young men who could not recall specific advertis-

ing content decreased significantly.

1.
The most memorable advertising content appear to

have been scenes of equipment with or without men and

messages urging enlistment.
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The recall of these copy points increased significantly

from Fall 1977: equipment without men , want you to join/

enlist, praised service and other benefits.

The recall of these copy points decreased significantly

from Fall 1977: teaching/learning a trade , educational bone—

f its, variety of jobs, and slogans.

3. Advertising recall for the ~~~~ increased significantly

(+6.0% points) from Fall 1977. This was the largest

year-to—year increase in advertising awareness. Moreover,

the level of awareness of Army advertising is the highest

of the four services . This finding is consistent with

the last two waves of the study. At the same time that

advertising recall increased, a larger proportion of Fall

1978 respondents were able to remember specific copy points. V

The most memorable copy point is messages about travel .

Significant year—to—year increases occurred with respect

to these copy points: travel, men with equipment, want

you to join, praised service, men in training, and fun/

recreation. Recall of messages about good starting pay ,

however , decreased from Fall 1977.

V 4. Fall-to-Fall advertising awareness for the Marine Corps )
‘

remained unchanged. However , a larger proportion of Fall

1978 respondents were able to recall specific advertising content.

V V _’V’V -V__V~ —“~~..V$~l._
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As in previous wave s, the most memorable advertising copy

points are the slogans featured in Marine Corps advertising.

Approximately one—in-five respondents recalled hearing or

seeing such slogans as “The few, the proud, the Marines.”

This represents a significant Fall—to—Fall increase.

Other significant Fall-to-Fall changes in advertising content

recall include these increases: praised serv~.ce , men in

training, travel, men with and without equipment, and men

with flag; and these decreases: educational benefits and

variety of jobs.

5. Advertising recall for the ~~y remained unchanged from Fall

1977. However, the percentage of respondents who were able

to recall specific advertising content increased significantly.

As in the past, travel and adventure messages were r~ nembered

most often. The percentage of respondents recalling content

about adventure nearly doubled from year to year .

4

Recall of these copy points increased significantly from

Fall to Fall: equipment with and without men , teach- 
V~

ing/learning a trade, and praised service. Significant 
V

decreases in recall occurred for one copy point: educational

benefits.
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TABLE 4. 3

RECALL OF ADVERTISING FOR THE AIR FORCE

Fall Fall Statistically
‘77 ‘78 Change Significant

Have Seen/Heard Advertisin& 59.1 60.3 +1.2 no

Equipment without men 3. 5 9.6 +6. 1 yes

Men with equipment 5. 5 7. 1 +1. 6 no

Want you to join/enlist 4. 2 6. 8 +2. 6 yes

Praised service 1. 5 4. 9 +3.4 yes

Opportunities 
V 

6.1 4.8 -1 ,3 no

Teaching/learning a trade 8. 4 4.4 -4. 0 yes

Travel/see the country/world 4.6 4.4 - .2 no

Educational benefits 5. 0 3. 2 -1. 8 yes

Variety of jobs 5. 3 2. 3 -3. 0 yes

Good pay/good starting pay - 2. 6 2. 1 - . 5 no

Men in uniform 1.2 1.2 - -

Adventure 1.4 1. 1 - . 3 no

Men in training 1. 5 . 7 - . 8 no

Sloga ns (e.g., Fly with the Air Force) 2. 6 . 5 -2. 1 yes

Fun/recreation .6 .4 - .2 no

Men with flag . 1 - - . 1 no

Men with guns . 1 - - . 1 no V

Other benefits (e.g., health) 1. 7 3.4 +1. 7 ye s

Other miscellaneous mentions 3.3 6.9 +3.6 yes V

4 
Don ’t recall content 

- 28. 8 22. 9 -5. 9 yes

Have Not Seen/Hea rd Advert is ing 40. 9 39. 7 -1. 2 no

Base* (1743) ( 857)

Source: Question 7a

* The reduced bases reflect the fact that each respondent was asked the advertising
question for only one or two of the four military survices, or for the joint advertising.

~Lt
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TABLE 4 .3

(continued)

RECA LL OF ADVERTISING FOR TH~ ARMY

Fall Fall Statistically
‘77 ‘78 Change Sign~ icant

Have Seen/Heard Advertising 64. 4 70. 4 ~~~0

Travel/see the courtry/world 6.6 11.0 +4.4 yes

M-~rt with ~quipment 3. 9 8. 6 +4. 7 Ye S

Want you to join/enlist 5. 4 8. 0 +2 . 6 yes

Teaching/learning a trade 8.1 7.9 - .2 no

Praised servic e 1.6 7.8 4-6. 2 yes

Men in training 3.2 7.7 +4.5 yes V

Opportunities 6. 5 6. 5 - -
Educational benefits 7 , 4 6.0 -1.4 no

Variety of jobs 6.7 5.2 -1.5 no V

SEogaris (e. g. ,Urtcle Sam needs fou) 3. 9 3. 0 - . 9 no

Men in uniform 2. 7 2$ + - 1 no

Adventure 1.5 2.6 +1.1 no

Good pay/good starting pay 4. 0 2. 3 -1. 7 yes

Equipment without men . 9 1. 8 + . 9 no

Fun/recreation .3 1.3 +1.0 yes

Men with guns . I . 2 + . 1 no

Men with flag . 1 . 1 — -

Other benefits (e.g.,health) 3.3 3.8 + .5 no V

Other rniscellaneoua mentions 8. 8 14. 8 +6. 0 yes

Don’t recall content 26.2 16. 7 -9. 5 yes

0

Have Not Seen/Heard Advertia4~g 35.6 29. 6 -6.0 V

Base* (1960) ( 880)

Source: Question 7a 
V

‘~‘ The reduced bases reflect the fact that each respondent was asked the advert ising
question for only one or two of the four m ilitary survices , or for  the joint advertisina.

V ~V V~ V ~~V__ 

•

V 

V 

V

I
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TABLE 4.3
(cont inued)

RECALL OF ADVERTIS ING FOR THE MARIN E COR PS
Fall Fall Statistically
‘77 ‘78 Chantze Significant

I I
Have Seen/Heard Advertising 63. 0 65.1 +2 V 1 no

Slogans (e. g., The few, the proud ,
the Marines) 16.7 19.9 +3.2 yes

Praised service 2. 8 8. 3 +5. 5 yes

Men in training 3.7 
6
. 0  +2.3 yes

Travel/see the country/world 3. 5 5. 9 +2. 4 yes

Men in uniform 4. 6 5. 1 + . 5 no

Men with equipment 2.0 4. 9 +2. 9 yes

Want you to join/enlist 3. 6 4. 5 + . 9 no

Teaching /learning a trade 5.0 4. 4 - . 6 no

Opportunities 4. 1 4. 1 - -

Education benefits 4. 3 2. 0 -2. 3 yes

Variety of jobs 3.9 2.0 -1 .9 yes

Adventure .9 1.4 + .5 no

Eq lipment without men . 4 1.4 +1. 0 yes

Good pay/good sta rting pay 1.4 1.4 - - V

Fun / rec rea t ion .6 .8 + . 2 no

Men with flag . 1 - 6 + . 5 yes

Men with guns .3 .4 + .1 no

Other benefits ( e . g . ,  health) 1.3  2 . 3 +1. 0 no

Othe r miscellaneous mentions 3. 9 5. 1 +1 . 2 no - 

V

Don ’t recall content 25 . 6 17. 8 -7. 8 yes

Have Not See~JHeard AdvertIs ing 37 . 0 34.1

Base* (1597) (1729)

Source: Question 7a

* The reduced bases reflect the fact that each respondent was asked thu advertisin g
question for only one or two of the four military sorvices , or for the joint advertising.

V

V
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TABLE 4.3

(continued)

RECALL OF ADVERTISING FOR THE NA VY

Fall Fail Statistically
‘77 ‘78 Change Significant

I I I
Have Seen/Heard Adverti 8~~g 62.0 63 . 9 +1. 9 no

Travel/see the country/world 14. 7 14. 5 - . 2 no

Adventure  5. 8 10.0 +4. 2 yes

Equipment without mec 3. 8 9. 5 +5. 7 yes

Want you to jo in/ enU st  5. 8 7. 4 +1. 6 no

Men with equipment 3. 4 6. 3 +2 . 9 yes

Teaching / learn ing a trade 3.6 5. 2 +1. 6 yes 
V

Praised se rvice 1. 6 4 . 2 +2. 6 yes

Opportunitie s V 3.6 3.8 + .2 no

Variety of jobs 3. 8 3.3 - . 5 no

Educational benefits 3.4 1.8 -1.6 - yes

Fun/recreat~ipn 1.3 1.5 + .2 no

Good pay/good starting pay 1.0 1.3 + .3 no

Men in uniform 1.9 1.2 - .7 no

Men in training 1. 4 . 5 - . 9 no

Slogan3 (e.g., Navy makes boys into men) . 4 . 1 - . 3 no

Men with flag . 1 - - 1 no

Men with guns - - - -

Other benefits (e.g., health) 1. 0 1.4 + - 4 no

Othe r miscellaneous mentions 2.9 5.4 +2.5 yes

Don’t recall content 25. 8 20. 2 -5. 6 yes

Have N0L Seen/Heard Advertisin~ -‘~-~-~ .L2. .
~~~~~

Base* (1596) (1699) 
V

Source: Question 7a

( 

* The reduced bases reflect the fact that each respondent was asked the advertising

question for only one or two of the four military surv ices, or for the joint advertisinj.

i_V 
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6. Beginning in early 1979 , the services will jo int ly sponsor

an advertising campaign. All four services will be

featured in the advertising content. As a baseline

measure for the future evaluation of this camraign , some

respondents in the Fall 1978 wave were asked the following

question:

“Will you please tell me everything you remember

about an advertisement that included all of the

military services that you have seen or heard

recently?” V

2 pproximately oneV~half of the respondents asked the

question thought they had seen or heard such advertising-

Flence, the baseline level of advertising awareness 
V

associated with joint service advertising is relatively

high (53.1%). This reflects “noise” or confusio.i among

young men, which is to be expected given the magnitude of
V

military advertislno targeted at the enlistment market.

It is un likely that the small scale testing V
of joint -

I
advertising which occurred prior to Fall 1978 could have ~

resulted in such a relatively high level of awareness. I ~

~)
The perceptions and attitudes of target market youths toward the

V military can be directly affected by what they see and hear in service J

— -~ V - V ~IV~
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advertising. 1~~lating advertising content recall to job attribute percep-

tions, therefore, provides some indication of the effectiveness of service
advertising.

Irrespective of service , the following copy points...

Were Recalled Most Often

- Travel/see the country/world

• Adventure 
V

Equipment without men

- Men with equipment 
V

• Slogans

• Praised service

Want you to join/enlist

Showed Significant Year-to-Year Increases in Recall V

Equipment without men

- Men with equipment V

Want you to join/enlist

• Praised service

Travel /see the country /world

• Men in trainin g V

Adventure V

Fun/recreation ~ ~ V V

V 

- Men with flag

V 
— V V V VV V ~~VV -~ V~ 
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Showed Significant Year—to—Ye ar Decreases in Recall V

- Educational benefitn

- Variety of jobs

• Good pay/good starting pay

Hence , the most memorable advertising recall tends to be messages

about the military per •;e rather than how individuals can benefit  from the 
V

service .

The discussion of job attribute perceptions in Section III revealed V

that both propensity groups considered “good benefits for you and your

family ” and “job you want” to be important attributes and relatively hard

to attain in the service . Negative propensity youths also value “pays

well to start” and “employer treats you well” and perceive each to be hard V

to attain in the service . At the same time , both propensity groups attach

little importance to travel. As measured by advertising recall and signi-

ficant year—to—year changes in recall , it appears that there is a degree

of incongruity between the most memorable service advertising content and

what target market youths consider to be most important.

Respondents aware of advertising fot a specific service were asked

to rate the meaningfulness to them of the advertising . A four—point scale was

used. Table 4.4 shows the results .

On the average, respondents rated each service’s advertising as being

somewhere between “somewhat meaningful” and “not very meaningful.” The ser-

vices do not differ  on this measure nor have the data changed significantly
V 

from Fall 1977. V

V V -_
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TABLE 4.4

PERSONAL REACTIONS TO ADVERTISING ABOUT

SPECIFIC ACTIVE SERVICES

Percent Who Believe
Advertising to Be

Service “Very/Somewhat” Meaning~fu1 Average ~~~~~~~ SamDle Base

Air Force 46.8% 2. 32 (319)

Army 46.8% 2.29 (470)

Marine Corps 42.7% 2.20 (817)

Navy 47.9% 2.31 (736)

Source: Question lb

* Scale Value: V

4 = Advertising very meaningful
3 = Advertising somewhat meaningful
2 = Advertising not very meaningful V

1 = Advertising not at all meaning ful V 

V
~~~~~

~V
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SECTION V

ANALYSIS OF’ ENLISThENT INCENTIVES

- ~

V 
-
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V 

SECTION V

Analysis of Enlistment Incentives

The issue of enlistment incentives is of paramount importance. As

part of their efforts to assure accession quality and quantity , the services have

offered various incentives . Single incentives and combinations have been offered.

In some cases, incentive packages have been made available across-the-board to

anyone enlisting in the military. In other cases, more attractive packages

have been offered to those individuals willing to serve in hard-to-fill skills

(e.g., combat) and for extended enlist2nent terms. The job attribute perception

data indicate that the military available male population primarily view military

service as a means to improve oneself economically .

In the Fall 1978 wave of the tracking study, a set of questions was

added about certain enlistment incentives in an attempt to learn more about

their attractiveness to young males. Specifically , respondents were asked to

consider the following in terms of their relative impact on enlistment propensity: 
V

- One year of full tuition for college

or trade school for each year of active

duty military service

V ;•
~~V V

- Shorter (two-year) enlistment terms

V 
. Increases ($50 , $100, $150) in monthly

starting pay

V V
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- Increases ($1,000, $2,000, $3,000) ~n V

cash bonuses

Respondents considered all four incentives. However, each respondent

considered only one of three levels of increases in starting pay, one of three

levels of increases in cash bonuses, and one of four levels of shorter enlistment

terms (i.e., Air Force, Army , Marine Corps, Navy). This was accomplished by

printing multiple vers ions of the questionnaire and assigning respondents to

each version on a random basis. Finally , the order of asking these questions

was rotated across respondents to prevent any order bias.

In order to understand respondents’ reactions to possible changes

in length of enlistments, starting pay, and cash bonuses, it is necessary to

also determine what they perceive the current levels of each to be.

Hence, respondents also were asked what they believe was the shortest length

of initi al enlistment for each service, the current level of starting pay, and V

whether the services offered cash bonuses for enlisting and how much. V

This section examines the results of these questions.

4 r

I )
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5.1 Know1ed~e of Length of En1is~~~nt, Starting Pay, Cash ~c nus

Table 5.1 si~~~ riw’ the level of knowledge of positive and negative

propensity respondents with respect to length of enlistment for each ser-

vice, starting pay, and cash bonuses . The following conclusions can be

drawn:

1. Respondents were asked to indicate what they believed to be

the shortest length of initial enlistment for each service.

On the average , one-in—five respondent.; oule not answer the

question . The proportion of positive and negative propensity

respondents who knew the actual length of initial enlistment V

ranges from 22% to 31%. The two propensity groups differ  only

with respect to the Marine Corps .

V 2. Overall, 53.1% of the sample was able to provide an estimate

of starting pay. This is greater than the Fall 1977 figure of

49.9%. The average estimate given by all respondents was

$431.71. This is fairly close to the actual figure of $419.40.

The degree of variation in the estimate is large, however.

Approximately 11.3% of the total sample estimated monthly starting

pay to be more than $475, while 9.3% estimated it to be less than

$274 a month. In previous waves of the study, positive propensity

respondents have tended to give lower estimates of monthly

starting pay than those given by negative propensity youths. The

Pall 1978 wave is no exception. The average estimate of positive

propensity respondents was approximately $30 less than the estimate

given by those with negative propensity ; a statistically signif—

icant difference.

V ~~~~~~~~~~~ — —
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3. Overall, only 28.5% of the total Fall 1978 sample believed that

the services offer a cash bonus for enlisting. As Table 5.1 shows,

the two propensity groups differ on this issue. That is, a signif-

icantly greater proportion of positive propensity youths knew that

the sei vices do offer a cash bonus . Approximately three-fourths

of the respondents who believed that the services offer a cash

bonus for enlisting were able to make an estimate of the level of

the cash bonus. The average estimate given by all of these respon- V

dents was $872. This is far below the actual enlistment bonus

amounts ($1,500 to $2,500). As in the case of starting pay, there

was a great degree of variation in the estimates. Approximately

11.3% of the total sample .estimated the cash bonus to be under $500,

while 3.9% estimated it would be more than $1,500. The two pro-

pensity groups do not differ on this issue. 
V

Insofar as target market youths attach some degree of importance to

monetary compensation and perceive it to be relatively hard to attain in the

military, the levels of awareness of starting pay and enlistment bonuses may P

represent recruiting and advertising opportunities. That is, recruiting and

advertising messages directed at correcting these misperceptions may be effective.

4

~~~~~ rV
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TA13Lt;  5.1

KNOWLEDG E OF LENGTH OF ENLISTMENT ,
STARTING PAY AND CASH BONUS

BY POSITIV E AND NEGATIVE PROPENSITY GROUPS

Positive Negative Statistically V

Propensity Propensi ty  Si~ ni ficant

Percent who know shortest
length of enlistment for: IOu. 14aJ*

Air Fo rce 29.1 Z9.O no

A rmy 31 .0  28. 5 no

Marine Corps 27.9 21 .6 yes
Navy 29.9 28.1 no

Average estimate of starting pay (Qu. 15a) $411.83 $440. 50 yes

Percent who know services offer
enlistment cash bonus (Qu. 16a) 32. 2 26. 7 yes

Averag.e estimate of cash bonus
(Q u. 16b)** $882 . 03 $872.  83 no

Base (1466) (3661) j V

* Base equals respondent s asked question for specific service.

** Base equals respondent s who know military services offer cash bonus.
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5.2 The Impact of Two—Year Enlistments on Enlistment Intent 
V

Table 5.2 examines the relative impact of two—year enlistments on

propensity to enlist in each of the active duty services. Usiny 4 four—point

scale of likelihood, respondents were asked to indicate whether or not they would

be more likely to consider loinina each service if the lenath of initial

enlistment were reduced from four/three years to two years.

The proportion of respondents who said they would be more likely to

consider enlisting ranges from 38% to 49% across the four services. The

concept of shorter initial enlistments appears to have comparable impact

among three of the four services. The Marine Corps is the exception in that

a smaller proportion of respondents indicated that they would be more likely

to consider enlisting.

The concept of two—year enlistments appears to have some appeal to

negative propensity respondents. That is, more than one—half of the respondents

who indicated that they would be more likely to consider enlisting were

those who had earlier (in the survey) expressed negative propensity for the

military This is true across services. The figures for each service are as

V follows:

Percent of those “more likely” to consider
joining who are negative propensity men.

Air Force 66.4%

Army 55.6%

Marine Corps 60.5%

Navy 62.1%

Reference to the average scale values in Table 5.2 indicates the
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TABLE 5.2

EFFECT OF TWO YEAR ENLISTMENT ON
LIKELIHOOD OF ENLISTIN G IN SPECIFIC SERVICES

Air Marine
Force Army Corps Navy

IL IL IL IL

More likely to join 49,2 46.2 37.9 4~.8

Much more likely 19. 0 14. 2 10 .9  17 . 4
Somewhat more likely 17. 6 17. 5 15. 1 18. 3
Juet a little more llkely 12.6 14.6 11.9 11.0

Not more likely t O j ~~j !~ 
46. 5 49. 8 55.2 49. 1

Don ’t know 4,3 4.0 6.9 4,2

Average 2.10 1.96 1.80 2.04

Base (1774) (1780) ( 856) ( 791)

Source: Question 14b

:

V * Mean scale values shown

Scale Value ;

~4 

4 = Much more likely
V 3 = Somewhat more likely

2 = Just a little more likely V 

V
V 

1 = Not more likely 
V

Thsrefore . larger values indicate greater pe:celved likel ihood. 

- -



Page 135

level of intensity of these attitudes. On the average, the total sample 
V

of respondents were “just a little more likely” to consider enlisting in

each service if the initial length of enlistment were reduced to two

years. V

Tables 5.3 - 5.6 summarize these data among key demographic groups

vis-a—vis the total sample. That is, the average estimate of each sub-group

is compared to the total U.S. average. Where the total U.S. average falls

beyond two standard errors of the sub-group’s estimate, statistical signi-

ficance can be inferred. With this in mind , the following conclusions can

be drawn:

1. Table 5.3 indicates that a two-year enlistment in the Air Force

has particular appeal to positive propensity men. Despite the

fact that the majority of those who said that that they would

be more likely to consider enlisting are negative propensity

men , among negative propensity men as a group, the appeal of

a two—year enlistment is below the U.S. average.

While the ratings among education sub-groups do not differ

from the U.S. average, the highest ratings were given by high

school students (i.e., the youngest respondents) and high school

dropouts.

While the ratings among racial sub-groups do not differ from

the U.S. average, Black and other non-White youths gave the

• highest ratings to a two-year enlistment in the Air Force .
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TABLE 5.3

EFFECT OF TWO-YEAR ENLISTMENT V
ON LIKELIHOOU OF ENLISTIN G

IN AIR FORCE

DEMOGRA PHIC ANALYSIS*

Fall Statistically
‘78 Sigriificant+

Total U.S. Estimate 2.10

Variable 
V

Positive propensi ty  2 . 37 yes - Higher
Negative propensi ty  1. 99 yes - Lower

lO th/ l ith g rade 2.22 no
Sen io r 2.11 no
In college 2 .02 no
Hi gh schoo l graduate  not in school 2 .02 no
Not high school graduate 2. 19 no

High quali ty index 2. 04 no
Medium qualit y index 2 . 16 no
Low quality index 1. 99 no

White 2.08 no
Black 2 .27 no
Other non-white  2 .22 no

Base (1774)

Source: Question 14b r

* Mean scale value s showii j
V Scale Value: 

~ V
4 = Much more likely
3 = Somewhat more likely V

2 = Just a little more  likel y 
V

1 = Not more likely V

Therefore , lar ger values indicate greate r perceived likelihood.

+ Statist ical significance based on total U .S . esti mate fall ing beyond the range
of two standard e r ro r s  of the In dividual variable estimate. Whe re stat istical
significance is Ind icated , the va r iable estimate is eithe r hliher or lower than
the U.S. average.

__ V 

—- I i
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TABLE 5.4

EFFECT OF TWO-YEA R ENLISTMENT
ON LIKELIHOOD OF ENLISTING

IN ARMY

DEMOG RA PHIC ANALYSIS*

Fall Statisticall y
V ‘78 Significant+

Total U. S. Estimate 1. 96

Variable

Positive propensi ty 2 .48 yes - Higher
Nega tive propens ity 1. 72 yes - Lower V

lOth / l l th grad e 2. 12 yes - Higher
Senior 2.00 no
In college 1. 70 yes - Lower V

Hig h school g raduate not in school 1. 85 V yes - Lower
Not hig h school g raduate 2 .24 yes - Higher

High quality index 1. 74 yes - Lower
Medium quality index 2.05 yes - Higher
Low quality index 2. 01 no

White - 
1.91 no

Black 2 . 27 yes - Higher
Othe r non-white  2 .23 yes - Higher 

V

Base (1780)

Source: Question 14b

* Mean scale values shown .~~ -

Scale Va lue: V

4 = Much mo re likel y
3 = Somewhat more likely

V 2 Just a little more  likel y
I = Not more likely -

Therefore , larger values indicate g reater per ceived likelihood.

+ Statistical significance based on total U .S. estimate falling beyond the range V

of two s tandard  er ror s  of the individu a l  variable estimate. Whe re statistical
significance is indicated , the va r iable estimate Is eithe r higher or lowe r than
the U.S. average .

— ~~~~~~~~~~~~~~~~~~~~~~~~~~ VVVV~~ V ~~~~~~ 
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TABLE 5. 5

EFFECT OF TW O -YEA R ENLISTMENT
ON LIKELIHOOD OF ENLISTING

IN MA RIN E CORPS

DEMOG RA PHIC ANALYSIS* V

Fall Statistically
‘78 Significant+

Total U. S. Estimate 1.8~

Va r iable

Positive propensity 2.28 yes - Higher
Negative propensity 1.62 yes - Lower

loth/ l l t h  grade 2.01 yes - Higher
Senior 1.88 no
In college 1. 57 yes - Lower
High school graduate not in school 1.67 no
Not hig h school graduate 2 .06  no

Hi gh qualit y index 1. 56 yes - Lower
Medium quali ty index 1. 92 yes Higher
Low quality index 1. 85 no

White 1. 77 no
Black 2. 19 yes - Higher
Other non-whi te  2 .02 no

Base ( 856)

Source: Question 14b p .

* Mean scale values showt ~
Scale Value:

4 = Much more likely
3 = Somewhat more likely -j 2 = Just a little more  like ly
1 = Not more likely V r

Therefore , la rger values indicate g reater  perceived likelihood. V

+ Statistical si gnif icance based on total U .S. estimate falling beyond the range
V 

of two standard e r r o r s  of the individual variable estimate. Whe re statistical
significance is Indicated , the va r iable est imate Is eithe r highe r or lowe r than 

V

the U . S. average .

L& 
V V V ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ ~~~~~~~~~~~~~~~~ •
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TABLE 5.6

EFFECT OF TWO-YEA R ENLISTMENT
ON LIKELIHOOD OF ENLISTING

IN NA VY

DEMOGRA PHIC ANALYSIS*

Fall Statistically
‘78 Sign ificant+

Total U .S. Est imate 2 .04

Variable

Positive propensit y 2. 39 yes - Hig her
Negative propensity 1. 90 yes - Lower

l Ot h/ l l t h  grade 2. 17 no
Senio r 2.22 no

In college 2.01 no
High school g rad uate not in school 1.81 yes - Lower
Not high school graduate 2 . 39 - yes - Higher

High qualit y index 2. 09 no
Medium quality index 2 . 00 no
Low quality index 2 . 09 no

White 2.03 no

Black 2.11 no

Othe r non-white  2 . 14 no

Base ( 791) 
V
.

Source: Questio n 14b 
V

* Mean scal e values sh own

Scale Val u e:

4 = Mu ch more likely V

V 3 Somewhat more likely
2 = Just a little more l ikely

V 

1 Not more likely

Therefore, larger values indicate g reater perceived likelihood. 
V

+ Statistical significance bas ed on total U.S. estimate falling be yond t he range
of two standard e r ro r s  of the Ind ividua l variable estimate. Whe re statistical

V 
s ignificanc e is indicated , the va r iable estimate is eithe r highe r - or lowe r than V

V 

t he U . S. av er age .

V - -  V V~~~~~V V
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2. As shown in Table 5.4 , a two-year enlistment in the Army has

above average appeal to positive propensity men and below

average appeal to negative propensity men. .4

lOth/lith grade students and high school dropouts gave it

above average ratings , while college students and high school

graduates gave it below average ratings.

A two—year enlistment in the Army appeals most to those with

average mental abilities and appeals the least to those with

above average mental abilities.

V With respect to race , Blacks and other non-Whites rated the

V concept higher than did Whites.

3. A two-year eni l’iti ent in the Marine Corps has above average

appeal to positive propensity men and below average appeal to

negative propensity men. 
V

Students in the lotli/llth grades found the concept

to be particularly a9pealing . Just the opposite is true of

college students . ‘)the r education sub-groups are on par with

the U.S.  average .

A two-year enlistment in the Marine Corps has particular appeal

among those with ave r age mental abilities and relativ.ly less

appeal among~ th. high mental quality index group .

--
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The relative appeal of a two—year enlistment is above the

U.S. average among Blacks. Other racial groups do not de-

viate from this average as shown in Table 5.5 for the

Marine Corps .

4. Table 5.6 summarizes these data for the ~~~~~~ Positive pro-

pensity men are above average with respect to a two-year

enlistment , while negative propensity men are below average

High school graduates not in school are below average and

high school dropouts are above average with respect to this

concept’s effect on likelihood of enlisting. Other education

sub-groups do not differ with the U.S. average.

Repondents within each mental quality group gave fairly

similar ratings, none- of which differ significantly from 
V

the U.S. average.

All three racial groups gave fairly comparable ratings to V

a two-year Navy enlistment. These ratings, moveover, do

not d i f f e r  from the U.S.  average.
r

5. Although not shown in Tables 5.3 - 5.6, respondents with

positive propensity for a particular service (as opposed to

any service), rate a two-year enlistment in that service higher

than two—year enlistments in other services. This suggests that
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the two—year enlistment incentive has its strongest appeal among

youths who already express positive propensity toward the

service offering the incentive.

Vj 
V
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5.3 The Impact of Increased Starting Pay on Enlistment Intent

Table 5.7 examines the effect of an increase in starting pay on

propensity . Three levels of starting pay increases were considered : $50 ,

$100 , $150 a month.

The proportions of respondents who said that they would be more

likely to consider enlisting in one of the active military services if pay

were increased by $100 or $150 a month are significantly higher than the

figure associated with a $50 a month increase. A $150 increase had vir-

tually no more impact on respondents than did a $100 a month increase (i.e.,

43.0 % versus 40.4% , respectively).

As in the case of shorter lengths of enlistments , negative propen-

sity men ~xpressed some degree of favorable intentions toward the military in

response to this question. The proportion of negative propensity respondents

who indicated that they would be more likely to consider joining the service

if pay were increased is shown below for each level of pay increase :

Percent of those “more likely” to consider
joining who are negativ~~~ropensity men.

$50 a month 46.2%
$100 a month 56.1%
$150 a month 55.0%

4

While a substantial proportion of respondents reacted favorably

toward the idea of a monthly pay increase, the intensity of their attitudes

appears to be “soft” . On the average , the total sample of young men were be—

tween “not more likely” and “just a little more likely” to consider joining 
V

one of the active military services if pay were increased from $50 to $150

a month.
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TABLE 5. 7

EFFECT OF INCREASE IN STARTING PAY ON

LIKE LIHOOD OF ENLISTIN G

Monthly Pay Increase 
V

$50 $100 _ UL,
V 

IL IL

More likely to join 32. 9 40.4 43. 0

Much more likely 8. 5 11. 4 12. 6 -
Somewhat more likely 12 . 6 17. 7 19. 3
Just a little rnore likely 11.8 11.3 11.1

Not more likely to join 61.3 53. 2 51. 2

V Don ’t know 5.8 6.4 5.8

Average* 1.66 1.86 1.93

Base (1711) (1768) (1721)

Source: Quest ion 15b r
V F~ V

Mean scale values shown 
V

Scale Value: 
V

4 = Much more likely
3 Somewhat more likely -

2 = Just a little more likely *

1 = Not more likely

Therefore, larger values Indicate greater perceived likelihood. 
t

1~~~ 
- * -~~~~~~ V 
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Tables 5.8 - 5.10 examine the pay increase data in ternis of the

important demographic variables . The following conclusions can be drawn :

1. A $50 a month pay increase has above average appeal among

posit ive propensity men and below average appeal among negative

propensity men.

lOth/llth grade students (i .e . ,  the youngest respondents) and

high school dropouts rate.1 the concept higher than did others ,

while those in college and high school graduates gave belOW

average ratings .

A $50 a month pay increase has above average appeal to those in

the low mental quality index group and below average appeal to

those in above average mental abilities.

Blacks and other non-Whites are above the U.S. average. The

data are shown in Table 5.8.

2. As shown in Table 5.9, a $100 a month pay increase has above
t

average appeal among positive propensity men and below average

appeal to negative propensity men.

A $100 a month pay i ncrease also has above average appeal among

l0th/1ltI~ grade students and high school dropouts and below

average appeal among college students and high school graduates

not in school.

L 

_ _ _ _ _  _ _ _ _ _V ____ — 

V
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TABLE 5 . 8

EFFECT OF $50 A MONTH PAY INCREASE
ON LIKELIHOOD OF ENLISTING

DEMOG RVA PHIC ANALYSIS*

Fall Statistically
‘78 Si gn i f ican t+

Total U.S. Estimate 1.66

Variable

Positive propensit y 2 . 29 yes - Higher
Negative propensity 1.40 yes - Lower V

V lO th / l ith grade 1.91 yes - Hig her
• Senio r 1.75 no

In college 1.40 yes - Lower
Hig h sc hool graduate  not in schoo l 1. 52 yes - Lower
Not hig h school g raduate 1. 88 yea - Hig her

High quali ty index 1. 49 yes - Lower
Medium qua l i ty  index 1. 72 no
Low quality index 1. 80 yes - Higher V

White 1. 61 no
Black 2 .20 yes - Higher
Other non-white 2.01 yes - Higher

Base ( 1711)

Source: Question 15b

V 
- * Mean scale values shown V

Scale Value:

4 = Much mo re likely
3 Somewhat more llk ily
2 = Just  a little more likel y
1 = Not more likel y

Therefore , L a r g e r  value s indicate g r e a t e r  perceived likelihood.

+ Stat is t ical  si gn i f icance  bas~ d on total U .S. est imate fal l ing beyond the range
of two s t andard  e r r o r s  of the ind~vidi*al variable estimate. Whe re statistical
signif icance  is indicated , the variable eitimiite is eithe r hi g her - or lower than
th e U . S. average.
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TABLE 5.9

EFFECT OF $100 A MONTH PAY INCREASE
ON LIKELIHOOD OF ENL~~TIN G

DEMOG RA PHIC A NA LYSIS*

Fall Statisticall y
‘78 Si g n i f i c an t +

Tot ;iZ U .S, E s t i m a t e  1.86

Va r iable

Positive propensity 2.48 yes - Higher
Negative propensity 1.63 yes - Lower

lOth/llth g rade 2. 15 yes - Higher
Senio r 1.95  no
In college 1.62 yes - Lower
Hig h school g raduate not in school 1.68 yea - Lowe r
Not hi gh achool graduat e 2. 13 yes - Higher

Hi gh qualit y index 1. 62 
V 

yes - Lowe r
Medium qua l i ty  index 2 .01 yes - Hig her
Low qual i ty  index 1. 82 no

White 1.83 io V

Black 2. 17 yes - Higher V

Other no t - -whi te  2 .09 yes - Hi gher

Base (1768) V

Source: Questio n lSb

* Mean scale value s shown

Scale Value:

4 = Much mo re likely
3 Somewhat more likely
2 = Just  a little more likel y
I = Not more likely

The refore , la rger  value s indicate g reater  perceived likelihood.

+ Stat is t ical  signi f icance  based on total U .S. estimate fal l ing beyond the range - r
of two s tandard e r r o r s  of the ind~vidual  variable estimate. Whe re statistical
significance is indicated , the va r iable estin-~ate is eithe r higher or lower than
the U. S . average .
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TABLE 5. 10

EFFECT OF $150 A MONTH PAY INCREASE
ON LIKELIHOOD OF ENLISTIN G

DEMOGRA PHIC ANALYSIS*

Fall Sta t is t ica l ly
‘78 Signi f ican t+

T~1 •iI U . S. Estiin. ,t ’ 1.93

Variab le

Posit ive p ropensit y 2 . 50 yes - Higher
Negative propensi ty  1.69 yes - Lower 

V

lO t h/ l it h  grade 2. 15 yes - Higher
Senio r 1.97 no
In college 1. 59 yea - Lower
Hig h sc hool graduate  not in school 1. 77 yes - Lower
Not high sc hool graduate  2 . 32 yes - Hig her

Hig h qual i ty  index 1. 74 yes - Lower
Medium q u a l i t y  index 1. 94 no

V 

Low qual i ty  ind ’~x 2 . 15 yes - Hig her

White 1.88 no
Black 2. 35 yea - Hig her
Othe r n o n - w h i t e  2 . 24 yes - Hi gher

Base (1721)

Source: Question l5b 
V

* Mean scale values shown V

Scale Value:

4 = Much more likely
3 = Somewhat more  likel y
2 = Just  a l i t t le more l i k e t y
I = Not more  likel y 

V

The re fo re , l a rge r  values Indicate g r e a t e r  perceived likelihood.

+ Stat is t ical  si gn i f i c ance  baa’~d on Lot .~l U .S. estimate falling beyond the range
of two st anda rd  e r r o r s  of the i n d i v i d u a l  variable estimate. Who re statistical

) si gn i f i cance  is indicated , the variable ea l im dte  ii eithe r higher or lowe r than
the U . S . average .

-~~~~ V
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Those in the medium mental quality index group consider the

concept particularly appealing. Just the opposite is -true of

those in the high mental quality index group.

Blacks and other non—Whites are above average with respect to

a $100 pay increase.

3. Table 5.10 indicates that positive propensity men are above

the U.S. average with respect to a $150 a month pay increase

and negative propensity men are below this average. j
The relative appeal of a $150 a month pay increase among educa-

V 
tion , mental quality , and racial sub—groups is fairly similar

to that observed for the other two levels of monthly pay increase.

•

-— 
— V V _ V~~~ V . 

~ 
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5.4 The Impact of Increased Cash Bonuses on Enlistment Intent

Table 5.11 summarizes the effect of an increase in cash bonuses on

respondents ’ intentions to join one of the active duty services . Three levels

of cash bonus increases were considered : $1,000 , $2 ,000 , $3 ,000.

Approximately one-half of the respondents said that they would

be more likely to consider the military if these cash bonus increases were

offered. There are no differences among the three levels of increases con— 
V

sidered. Hence, a $1,000 cash bonus increase might be as effective as hiciher

levels of increases.

The proportion of negative propensity men responding positively was • 
V

substantial. The figures are shown below:

Percent of those “more likely” to con-
sider joining are negative prooensity men

$1,000 55.8%

$2,000 61.1%

$3,000 55.2%

• r

V VV
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V TABLE 5. l1 
V

EFFECT OF INCk~EASE IN CASH BONUS

ON LIKELIHOOD OF ENLISTING V

- Bonus Increase

$1, 000 $2~ oO0 $3.000

IL IL IL

More likely to join 51.7 52.3 51.2 V

Much more likely 18. 8 20 . 0 20. 0 V

Somewhat more likely 20. 5 20. 8 20. 6
Just a little more likely 12 . 4 11. 5  10.6

Not more likely to join 43. 6 ~~~~ 42. 9

Don ’t know 4.7 4.7 5,9

Average* 2 .15 2.19 2. 19 
V

Base (1650) (1774 ) (1776)

Source: Questio n 16c - 1
* Mean scale values shown

Scale Value; V

4 = Much more likely V

3 = Somewhat more likely
2 = Just a little more likely V

1 = Not more likely 
V

Therefore , larger values indicate greater perceived likelihood. 
V

I
—~ V — V -- 
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According to Table 5.11, the three levels of cash bonus increases ,

on the average , elicited responses of “just a little more likely ” to con- 
V

sider joining the service. V

Tables 5.12 - 5.14 suninarize the rating data for the three levels

of bonus increases. The following conclusions can be drawn :

1. A $1,000 increase in cash bonuses has above average ratings

among positive propensity men and below average appeal among

negative propensity men.

Students in the lOth/llth grades and high school dropouts are

above average and those with a high school education or beyond

are below average with respect to the appeal of a $1,000 increase

in cash bonuses.

The idea of a $1,000 bonus increase has particular appeal among V

those with average or below average mental abilities. On the

other hand , those in the high mental quality index group are

below the U.S. average. - 
V

A $1,000 cash bonus increase is particularly appealing among Blacks

and other non-Whites. White respondents, however , do not differ

from the U.S. average. The data are shown in Table 5.12.

V ~~V V V V ~~~~~~~~~~~
V
~~
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TABLE S. 13 V

EFFECT OF $2 , 000 lib4CR~~ASE IN CASH BON US
ON LIKELIHC~~L) OF ENLISTIN G

I

DEMOG RA PHIC ANALYSIS*

V Fall Statistically
‘78 Significant+

____ 2 . 19

Var iab le

Positive propensi ty  2 .81 yea - Higher
Negative propensit y 1. 95 yes - Lower 

V

lOth/l ith grade 2.51 yes - Higher
V Se n io r 2 .28 no

In college 1.98 yes - Lower
High schoo l graduate not in school 2.00 yea - Lower

- Not hi gh school g raduate 2. 35 no V

Hi gh qual i ty  index 2 . 00 yes - Lower
Medium qual i ty  index 2 .27 yes - Higher
Low quali ty index 2 . 24 no

White ~~. 12 yes - Lower
Black 2.. 80 yes - Hig her V

Othe r non-whi te  2 . 64 yes - Higher V 

-

Base (1774)

Source: Question l6c -
•

* Mean scale value s shown - 

- V

Scale Value:  
V

4 = Much more likely -

3 = Somewhat more  likel y
2 = Just  a little more like ly
1 = Not more likel y

Therefore , l a rger  value s indicate g rea te r  perceived likelihood.

+ Stat is t ical  si gnificance bas’,d on total U .S. estimate fal l ing beyond the range
of two ~~andard e r r o r s  of the ind~vi dua l  variable esti’-~ate. Who re statistical V

s i gn i f i c ance  is indica ted , the var iable  est imi~te is eithe r hig her  or lowe r than I
the U . S. average .

V V . V V ~:. ~
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TABLE 5. 12
- EFFECT OF $1, 000 INCREASE IN CASH BONUS

ON LIKELIHOCI) OF ENLISTING

DEMOG RA PHIC ANALYSIS*

Fall Statistically
‘78 Signi f icant +

‘
VFl ~~ I . I  I Li . S . E~L ui .iti~ 

V 2 . 15

Var iable

Po s itive propensi ty  2 . 81 yes - Higher 
V

Negative propensi ty  1. 86 yes - Lowe r

l Ot h / l i t h  grade 2 .49 yes - Higher
Senio r 2 .24 no 

V

In college 1.69 yes - Lower
High schoo l gradua te  not in school 1. 98 yes - Lower
Not high school graduate 2. 50 yea - Higher —

High quali ty index 1. 87 yes - Lower
Medium qual i ty  index 2. 25 yes - Higher V

Low quality index 2 . 30 yea - Higher

White 2.09 nO

Black 2 .67 yes - Higher
Ot her non - white 2 . 5 0  yes - Higher

Base (1650)

Source: Questio n 16c

* Mean scale value s shown i 1~

Scale Value:

4 = Much more likel y
3 Somewhat more likely ~~• -

2 = Just a little more  likel y
1 = Not more likely 

V

The refore , l a rger  values indicate g rea te r  perceived likelihood.

+ Stat is t ical  si gn i f icance  based on total U S , estimate fal l ing beyond the range
of two s tandard  e r r o r s  of the Indiv i dua l  variable est imate.  Who re statistical
significance is ind icated , the variabl e es t imate  is eithe r highe r or lower than

V
’)  the U . S. average . V

[ 1
: 

V~~~~~~~~~ V~~~~



• --
‘
- w --—--~~~~~~ V • V V V V

Page 155

TABLE 5. 14

EFFECT OF $3, 000 INCREASE IN CASH BONUS
ON LIKELIHC~OD OF ENLISTING

DEMOGRA PHIC ANALYSIS*

Fall Statistically
‘78 Significant+

Tt,t iil U. S. Estiin.ite 2 . 19

Va riable

Positive propensity 2. 94 yes - Higher
Negative propensi ty 1.86 yes - Lower 

V

lOth/lIth grade 2. 53 yes - Hig her
Senio r 2 . 35 yes - Hig her
In college 1,9 5  yes - Lower
Hig h school graduate  not in school 1.94 yea - Lower
Not hi g h school gradua te  2 . 35 no

Hi g h qualit y index 1. 91 yes - Lower
Medium qua l i ty  index 2 . 33 yes - Higher
Low quali ty index 2 .2 2  no

White ~ 14 no
Black 2 . 67 yes - Higher V

Other non-white 2.49 yea - Higher

Base - (1776)

Source: Question 16c

* Mea n scale value s shown

Scale Value :  -

4 = Much mo re likel y V3 = Somewhat more likel y
2 = Just a l i t t le  more  likel y
1 = Not more likely J

There fore , l a rger  values indicate g r ea t e r  perceived likelihood .

+ Statist ical  s ign i f icance  based on total U.S . estimate fall ing beyond the range
of two s tandard  e r r o r s  of the individual  variable est imate . Who re statistical
s ign i f i cance  is indicated , the va r iable es t imate  is eithe r hig her  or lower than
the U .S. average .

-
- 

i.J .
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2. A $2,000 increase in cash bonuses has above average appeal to

positive propensity individuals and below average appeal to

negative propensity men.

Among education sub-groups, a $2,000 cash bonus increase has

particular appeal among lOth/llth grade students. Just the

opposite is true among college students and high school graduates.

Mental quality is also a discrimating variable with respect to

the appeal of a $2,000 cash bonus. High quality index respondents

are below the U.S. average, while medium mental quality index

individuals are above this average.

A $2,000 cash bonus increase is particularly appealing to Blacks

and other non-Whites. Whites, on the other hand, are below the

U.S. average. The data are shown in Table 5.13..

3. As shown in Table 5.14 , a $3 ,000 increase in cash bonuses has

particular appeal to positive propensity men . Negative propen-

sity men , however , are below the U.S. average .

High school students are above average and college students and

high school graduates are below average with respect to the •

appeal of a $3,000 bonus increase.

.‘~~~~‘
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Those in the high mental quality index group are below

average and those in the medium mental quality index group

are above average with respect to the appeal of a $3,000 bonus

increase .

A $3,000 cash bonus increase is particularly appealing among

Blacks and other non—Whites. White respondents do not differ

from the U.S. average. The data are shown in Table 5.14.

— -F- V~~ V~~ 
V 

—
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5.5 The Ia~act of Educational Assistance on Enlistment Intent

Table 5.15 summarizes the effect of tuition assistance on respondents’

intentions to join one of the activie duty services. As Table 5.15 shows,

51% of the total sample said that they would be more likely to consider

joining the service in return for tuition for college or trade school. Among

this subset of the sample , a majority ( 5 8 . 5 % )  were those who had expressed

negative propsensity for the military.

The apparent ispact on enlistment intent is softened by the fact

that respondents , on the average , were “just a little more likely’ to con-

sider joining an active duty service.

Table 5.16 shows the relative appeal of educational assistance 
V

among demographic groups. The following conclusion can be drawn:

o Educational assistance has above average ratings among positive

propensity men and below average appeal among negative propensity 
V

men.

o High school students are above average and high school graduates

and high school dropouts are below average with respect to the

appeal of educational assistance. •

o Respondents in the medium mental quality index group are above

average and those in the high mental quality index group are

below average with respect to educational assistance.

_ _ V VV~~~~~~~VV~~ V

V -~~ V V •  V 
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TABLE 5. 15

EFFECT OF EDUCATIONAL ASSISTANCE ON

LIKE LIHOOD OF ENLISTING

Fail
‘78

More likely to j oIn 51. 0

Much more likely 19. 8
Somewhat more lIkely 18. 9
Suet a little more likely 12. 3

Not more likely to j oin 43. 7 
V

Don ’t know 5. 4

Average* 2. 16

Base: AU Respondents

Source: Question 13

* Mean scale values shown

Scale Value:

4 = Much more likely
3 = Somewhat more likely
2 = Just a little more likely

= Not more likely

Therefore, larger values indicat e greater perceived likelihood. 
V

V V
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TABLE 5. 16

EFFECT OF EDU CA TIONA L ASSISTANCE
ON LIKELIHOOD OF ENLISTING

DEMOG RA PHIC ANALYSIS*

Fall Statistically
‘78 Significant+

Total U .S. Estimate 2.16

Variable 
V

Positive propensity 2 . 77 yes - Higher
Negative propensity 1.91 yes - Lower V

lO th/ l i t h  grade 2 .48 yes - Higher
Senio r 2 .33 yes - Highe r
In college V 1.85 yea - Lower
High school graduate not in school 1. 96 yes - Lower

• Not hig h school graduate . 2.27 no

High quality index 2 .09 yes - Lower
.Medium quali ty index 2 .21 yes - Higher V

Low quality index 2 . 09 no

White 2. 12 yes - Lower
Black 2. 55 yes - Hig her
Othe r non-white  2 .40 yes - Higher

Base (5199)

Source: Question 13

* Mean scale values shown V

Scale Value:

4 = Much mo re likely
3 = Somewhat more likely I ,2 = Ju st a little more likely
1 = Not more likely

Therefore , larger  value s Indicate g reater perceived likelihood.

+ Statistical significance based on total U.S. estimate falling beyond the range
of two standard e r r o r s  of the individual variable estimate. Whe re statistical V 

V

significance is indicated , the variable estimate is eithe r hig her  or lowe r than
the U .S. average.

V — 

V 
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o Educational assistance has particular appeal among Blacks and

other non-Whites. On the other hand, White youths do not differ

from the U.S. average.

All in all, it appears that the four incentives affect enlistment

intent in fairly similar ways. That is, approximately one-half of the sample

indicated that they would be more likely to consider enlisting (albeit “just

a little more likely”) if any of the incentives were offered. In all cases,

those with negative propensity make up the majority of those who express

this intention. Nevertheless, negative propensity men as a group are, on the

average , less favorable than positive propensity men toward these incentives. 
V

Finally, each incentive has particular appeal among those individuals for whom

the military is already attractive: the youngest, the least educated, those

with average to below average mental ability as measured by the quality index,

and Blacks and other non-Whites. V

I
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5.6 Eff ect of Two—Year Enlistments, Monthly P~~y Increases, Cash
Bonus Increases, Educational Assistance: Demographic Su.m~ary

In the previous sections , the relative impact of var ious incentives

on the likelihood of enlisting was examined. This analysi s focused on each

incentive and examined where it appeared to have particular appeal or

lack of appeal among demographic sub-groups . This section , by contrast ,

focuses on each demographic sub-group and highlights which incentives

appear to appeal the most to that particular group . For purposes of this

analysis, average ratings given by each demographic group to each incen

tive are sii~ n~rized in Table 5.17. The three highest ratings given by eac

demographic group are underlined to indicate relatively “high appeal.”

There is no statistical significance , however, implied by this notation .

The followIng conclusions can be drawn fr~~ Table 5.17.

1. Irrespective of demographic grouping , of the four enlistment

incentives considered , increases in cash bonuses app ear to

generate the most appeal (i .e . ,  based on the f requency of highest V

ratings). Educational assistance is second. Monthly pay increases

and a two—ve~r enliat,”ent in the Marine Corps appear to be the

least appealing.

2. Positive propensity individuals react most favorably to in-

creases in cash bonuses . A two—year Air Force enlistment is

most appealing to those in the negative propensity group followed

by a $2 ,000 increase in cash bonuses and educational assistance .

3. High school students , for the most part , are attracted by caah

V — V_ _ V V V V _ ~~ _ . 
~I V • ~~ VL
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bonus increases. Two—year enlistments in either the Air Force

or Navy are the most app ealing to college students . Hi gh school

graduates rate a two—year Air Force enlistment and cash bonus

increases highest. High school dropouts tend to find cash

bonus increases to be most appealing.

4. Two-year enlistments in either the Navy or Air Force and educa-

tional assistance are most appealing to those in the high mental

quality inde x group . Cash bonus increases , on the other hand ,

appeal most to those in lower mental quality index groups .

5. Whites rate both cash bonus increases and educational assistance

highest. Blacks and other non-Whites rate cash bonus increases

highest. - • 
V

All in all, while cash bonus increases h~ve wide—spread appeal ,

educational assistance appears to have particular appeal to the following

V 
target markets: negative propensity individuals, high school seniors,

high mental quality index individuals , and Whites . V

4
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.~PPENDIX I

STATISTICAL RELIABILITY

Because respondents are weighted unequally it is not correct to assess

standa rd errors by method s which would be appropriate with unweighted data .

Hence, standard error s were ccsnputed for all those variables reported

at the national level, using a replicated sample procedure developed by W.E. Deming

for use with we..ghted data (Proceedings of the ASQC, June 5, 1961).

Standard errors estimated in this way averaged 10 percent greater than

those obtained by applying the procedures ordinarily used with unweighted data. - 
- - V 

V - 

-

The accompanying tables provide 95% confidence intervals for percentages

observed in this study which are ten percent larger than those obtained by

ordinary binomial methods.

ii 
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STATISTIC AL. RELIABIL ITY FOR DETERMINING ACCURAC Y
OF PERCENTS WITHIN A SINGLE SAMPLE C

At the 95% level of confidence V

Ma gnitud , of Expected or Obs er vød Percent
Sample 10% 20% 30% 40% 50%

100 6.4 8.7 9.8 10. 6 l0. 8 
V

200 4.8 6.2 6.9 7.5 7.6

400 3 .3  4 .3  5 . 0 5. 2 5. 4
600 2. 6 3 .5  4. 1 4 .3  4 5 .
1000 2.,1 2,8  - 3 .1  3 .3  3 ,4 -

2000 1 , 4 2 .0  2 .2  2 .4  2.4 
V V

2600 1.3 1.7 2.0 2 . 1  - 2.1 V

3000 1.2 1.6 1.8 2.0 2.0

‘~ Not to be used for compar ing observations from different group . of
respond ent s

** Observed percent ± the appropriate number shows by how much the
observat ion could vary due to sampling error

STA~ IST ICAL RELIABILITY FOR COMPARING PERCENTS
BETWEEN TWO INDEPENDENT SAM PLES* V

At the 95% level of confidenc e

Avera ge of the Two Observed Percent s V

of Each 10% Z0% 30% 40% 50% 
V

Sampl e V

100 9.2 12. 2 14.0 14. 9 is.ã
200 6.4 8.7~ . 9.8 10.6 10.8

400 - 

. 4.6 6.2 V 6 .9  7 .5  7.6
600 3. 7 5.0 5.8 - 6.2 6 .3  **

1 000 2.9  3.8 4.5 4.7 4.9
2000 2.1 2.8 3 .1  - 3 . 3  3.4

• 2600 1.8 2.4 2.8 2 .9  3.0
3000 1.7 2.2 2 .5  2.8 2.8

* Not to be used for measur ing accuracy of percents within a single
sampl e

•* Minimum dlffer .nc e required be tween the observed percent s In th .
two sampled populations to be statisticall y different

V ~~~_V VV ~___ I
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API’ENDIX II

TRACKING AREA CONCEPT

The “Tracking Area ” concept is an integral part of the study objectives.

It is designed to allow each Service to relate the findings to one or several

r ecruiting districts. I’:ach Service has a different number of recruit ing districts

with some local discretion as to advertising and recruitment allocations. A

Tracking Area represents the commonality among Services. Data collection and

analysis based on Tracking Areas allows comparison, evaluation, and goal setting

within each Service on a local basis. V

V —

V 

- The Tracking Areas were constructed’ around these criteria: 1) to limit

- -
~~ the number of Army District Recruiting Commands, Navy Recruiting Districts, Air

V 

Force Recruiting Detachments (Squardrons) and Marine Corps Recruiting Stations

to three each or less per Tracking area, 2) to see that the TA’ S have a high

commonality among services, i.e., a high percentage of the counties’ Military

Available being common to all four services , and 3) to represent regionally - 
V

meaningful clusters of recruiting districts for the Services.

For purposes of this research, 26 TA’s were defined which account for

every county in the Continental United States. This strategy provides for

national conclusions to be drawn from the survey findings , as well as individual

findings for the 26 TA’s.

_ _ _ _ _  
L
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Since each Tracking Area is to contain undivided Recruiting Districts

for each Service, some counties occur in more than one TA. For all 26 areas

the cumulative overlap is 13 percent.

The percentage of Military Availables in the United States accounted

for by varying numbers of tracking areas is approximately as follows:

Number Percent
of TA’s Military Available

Top 5 28.7

Top 10 52.9

Top l3 V 65.].

Top 15 72.2

Top 18 81.2

Top 20 86.8

All 26 100.0
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APPENDIX III

WEIGHTING OF RESPONDENTS

The need to compare characteristics of individual tracking areas leads

naturally to a study design in which the nulnberd of respondents in each tracking

area are approximately equal. However, since the tracking areas contain

unequal numbers of military availables, we cannot estimate national statistics

by simply adding up the data for all the respondents; respondents in larger

tracking areas should be weighted more heavily than those in smaller tracking areas.

The respondent weighting system used in this wave represents an improvement

over that of earlier waves. In the first two waves each respondent was classified

into one of 156 cells on the basis of tracking area, age, and race (13 tracking

areas X 6 age categories X 2 -races = 156 cells). The actual number of military

ava
V
hables corresponding to each cell was estimated from census data. The weight

for respondents in a cell was then simply the estiamted number of military

availables corresponding to that cell divided by the number of respondents in’ the

cell.

I
The problem with that weighting method was that for some cells with few

respondents (such as blacks in certain age categories in certain tracking areas)

the denominator of the weighting fraction was quite variable. This led to weights

that varied considerably from cell to cell, an undersirable property since it

leads to some loss of statistical precision in the data.

~~b . V
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The weighting system used since the Fall 1976 wave is somewhat different

jn principle, in that fewer weights are required. One weight is computed for

each tracking area and another for each age/race combination. The weighting

constant for each cell is simply the product of the appropriate tracking area

and age/race weights.

Since fewer weights are computed by this method (26 tracking areas plus 12

age/race combinations = 38) than by the old method (12 X 26 312) they are much

more stable and the variation between effective weights applied to individual, cells

is reduced substantially. This should lead to some increase in statistical
precision.
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V j ob No K382

M ILITAR Y SERVICE STUDY
— Qu.stto.naire

i , r i R..pci,dest
• Dat. ii  I I i _ i I 16 Numb.r 7[ I I I I j o

Mo~~~ Day Tier

V.rston Numbe r It IM.rv lsws r Numb., 12 F 1 I 114
Interview

Tim. Int. -vI.w Began ___________AM/PM Tim. isL~ 1 1 117
(IF CONTINUfl4G SURVEY FROM SCREENE R. CIRCLE RES PONDEN TIS AGE UNDER QU. 3a AND BE GIN
INTERVIEW WI TH QU . lb. )

REINTRO DUCE YOURSE LF AND PUR POSE OF THE SURVEY IT TALKING WITH NEW RESPONI)EN’r :

H.llo. rm ______ of Ma rket Fact.. May I please sp.alc wlth 7
(RESPONDENT’S NAME) V

We are coadecting a surv.y to fled out young men ’ s attitude, toward toture occupatloLa and would like to have
your opinion. Your household has been chosen by chance. Any information you glvs us is completely confidential.
Thur . 1. an outside chanc, you may be cafl.d by my employer just to check that I did speak wIth you. Do you
have some time to be ta*ervtew.d now on this survey? (17 NOT, RE QUEST SPECI FIC APPOINTMENT AND (18-24
RECORD ON SCRE ENER.) op,n)

3a. First of all. jus t to be acre lam Interviewing the right pereon , what is your age please?
Under 16. . Q1-0(TERMINATE ) 19 05 

V

16 20 06
17 03 21 07 ( 25)
is 04 22 Ii over .08 - 4TERMBIATE)

3b. Ar e you att..dtng school now ?
Yes 1
No 2 0 (IEI P TO QU . 3d) t26)

3c. What Is your current year In school? (IF NECESSARY . A~~C :) What typ. of school is it?

10th Grade (High School ) . , . . . .  1 27) let year of 4-year college (Freshmen) . 6 1
11th Gr ade (Hig h School) 2 2nd year of 4-year college (Sophomore) 7 L~~ (SKIP TO
12th Grade (Hig h School) • . . . . .  3 i. t  year of Jun ior/Comm unity college . 8 0(3 . 3f)
F I rst year of spe cia l tra ining In 2nd year of JunlnrlCornmunltv cours e - 9 .4

vocational or trade school . • . . 4 [3rd yea r of college. 0 I~P”yER M INATE
Second year of spe cia l tra ining in 14th year of cnIl~~~e or møre 1 j(c8 )

vocational or trade school . . • . S 
(SKIP TO QU . 31) 

3d. Ar . you a high school graduate ?

Yss 1 0(SlCIP TO QU . 3f) No ~~~~~~~~ (29) V

3.. How many years of schooling have you completed?

Less than 1 year of High School. . . 1 Z ’ y.ar s of H igh School 3 (30)
1 year of High School 2 3 years of High School 4

Sf. Are you currently emp loyed? -

Yes I ‘
~
‘
~~~~7 

No 2~~~ ’~~ js (3 1)  4

lg.  Are you working full time or lb. Are you currently looking for a job .
part  tim.? or act ?

Fuil tim e I Ye s I No 2
Part time 2 (32) (33)

SI. Now , Jet ’s talk about your plan s for the next few year s .  What do you think you might be doing ?
(DO NOT READ LIST. PROSE WITH “ANYTHING E LSE?”. ET C. ,  UNIIL UNPRODUCTIVE .)

Going to school.. I Working ..Z Zoiaing the survioc.. 3—j Doing nothing..4

Other (DESCRIBE), 
1 (34)

3$. IF RESPONSE ABOVE IS ‘JOIN THE SERVICE ” , ASK: You mentl!n.d that yaw might be joining the
service , whIch branch would that be? (RECORD UNDER 3$)

3k, WhiCh typi of servIc e would that be: Active Duty, Reserves, ~or National Guard) ? (RECORD ONLY N

ANSWER UN DER 3k BELOW. ) V 
V

SE. Type 01 S.rv lcs V

-~~~~ Active National Don’t Know
Bra~ cb ol Scrvlce Duty Reserves Guar d Tan.

Air Force I 0 1 2 3 4 (36)

Army 2 ~~~ 2

Co*st Guard ~ 0 1 2 - 3 (3$)

Mar ine Cospe 4 —~~~~0 1 2 . 3 o S )
Navy $ 0 1 2~~~ - 3 (40)

Den t Rae’. I,eaab 6 ~~ I 2 I 4 (4%)

___ ____________________________________ -I..--.
— -V
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31. How easy or difficult is it for someone of your age to get a I uU time lob In your are a ? Would you
- say it is almost impossib le , very diff icult , somewhat difficult or not d ifficult at al l?  (R E C (J J < D

BELOW . )

3 m .  How abou t getting a Dart time lob -- would you say it is almost impossible , v e r y  d i f f icu l t , somewhat
difficult or not d ifficu lt at all? (RECOR D BELOW . )

Full Time Part.Time

Almost impossible 1 (42) 1 (43)
Very d ifficult 2 2 -
Somewhat difficult 3 3
Not difficult at all 4 4

(DON’T READ) Don ’t know 5 5

4*. When I mention ‘Arm .d Servicea ’ or “military”, which br&nch of Service do you think of first?
(DO liQI READ ALTERNATIVE ANSWER S. RE CORD BELOW UNDE R QLJ . 4a. ) V

4b. What is th . neat branch you think of ? (DO NOT READ ALTERNATIVE AN SWERS. RECOR D
BEL OW UNDE R QU. 4b. )

4c. Are there any others that corn, to mind? (DO liQI RE AD ALTER NATIVE ANSWERS. RECOR D V

BELOW UNDER QU. 4c.) -
V QU ,_~! QU. 4b QU. 4c

First Second All Other
Mention Mention Mentions

(44) (45) (46)

At r Force 1 1 1
Army 2 2 2
Coast Gua r d 3 3 3
Marlne Corpe 4 4 4
Na v y 5 5 5

None 6 6 6

5*. Now , I’ m going to read you a list of several things whic h youn g men your age might do In the next
few years. For each one I read , please tell me how likel y it Is that you wiU be doing that. For in-
stance , how likely is it that  you would be ... (READ STATEMENT)? Would you say “Definitely,
“P robably, “ “Prob abl y Not . ‘ or Definitely N o t ? ”

Don ’t
Probably Defin itel y llnow/

Definitely Prob a bl y Not Nat Not Su.ç

START Workin g as a laborer on constructio n jobs . , . 1 2 3 4 5 (47)

AT ¶~X~ Workin g at a desk in a business office I 2 3 4 S (48)

in the milit ary 1 2 3 4 5 ~49)

TIONS) Working as a salesman 1 2 .1 4 1 (50)

Serving in the National Gusrd 1 ~~~~~ 2 3 4 S (51)

(Is that :h. Air Na t . Guard UI or the Army ~~~~ Gua r L12 ? Don ’t )‘now L~~ (52)

o ) Serving in the Reserv es  1 2 ‘

~~~~

‘ 3 4 5 (53)

~s that the Air Force Army 
2 Coast usrd Marine Corps 

~ 
or Navy Don ’t 

~I (54)
Reserve Reserve Reserve Reserve Reserve Know ~ 

V

Serving in the Air Force (Active Duty)  1 2 4 5 (55)

o ) Serving in the Army (Active Duty) I 4 s (56)

Serving in the Coa.t Gua rd (Active D u t y ) .  . .  1 2 4 ~ 
(~~

) ~~ V V
V

Serv ing in the Marine Corps (Active Duty)  , ,  1 2 4 ~ (58) (
Serving in the Navy I 2 4 5 (59)

~ r
I ’

I L

_____ -- -
V
- I
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6a. I’d like to read several statements. After I read each statement , please tell me how bo pc1rtanf you feel V t
would be if you were considering Jo ining th, serv ice. Here ’s the first one . (READ S T AT I M EN f l  D~V

consider that Extremely Imnortant. Very lrnnc�rts.nt, Fa irly Imnort ant, or Not Imoortant At All? ( k I E K V

FOR EACH STATEMENT) V

Qu. (,bQu. 6* T rue of
How Imoortant Any Service

START Not
AT ‘X ”  Extremel y Ve ry Fairly Important Don’t )on ’ t
(SE !~ IN STRUCTIONS )  - Imp. ~~~~~ ~~~~~~ At AU Know’ Yes N,~ i.V :novV

I ~~mployer tr eat s you well 1 2 3 4 5 (60) 1 2 3 (11) 
V

Doing something for
yo’~r c ’u n t r y  1 2 3 4 5 (6 1)  1 2 3 ( 1 2 1

Gives you an opportunity
to better your life 1 2 3 4 5 (62 )  1 2 ( 1 ’ )  V

Tra in s you for leadersh ip. . . 1 2 3 4 5 (63)  1 2 3 ( 14 ,

( ) T~~aeh~ y y o u -~ - .-aluable V 
V

trade .~~~ ~kiIl  1 a 3 4 5 (64) 1 2 3 (15)

I Helps you get college -

education 1 2 3 4 5 (65) 1 2 3 W I  
V

ALlows yi~u to ~ee many
diufer , nt count ries  of
the world 1 2 - 3 4 5 (~ 6) 1 2 3 (17)

Provide s good benefits
for you and your family . . 1 2 3 4 5 ( 6 7 )  1 2 V 3 (18)

I Is a career  you can be I

pr oud of I 2 3 4 5 68. 1 2 S ( 19)

I H a s other men you would
lik e to wu:k wit i 1 - 2 3 4 5 (69)  1 2 3 ( aOl

) G ives  you the job yo u want . - 1 2 3 4 5 (70 )  1 2 3 (21)

I Gives  y u a ob whi, h
is chall enging 1 2 3 4 5 (7 1i  1 2 3 (22)

Pays well to s ta r t  1 2 3 4 5 (72)  1 2 5 (23)

(73-78 open) (24-27 V V

79 L~IL 80
Cerd 3
Dup 1- 1 0

L b .  I’m goin g to read th e stat ement a again. The first one is. - .(READ). Do vo~ th ink thie is tru e of any .~f V i ,C V

se rv ices ,  or not~

(GO TO YELLOW OPE N EN D  ?.NSWER SHEET)

V

V
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Now , let ’s go on to another subject.
128

8*. In the last six n .onths , have you had any  contact  with a mi l i t a ry  r t~~r i
represent ing  the active mili tary ?

V 
Yes 1 No 2 (SKIP ro Q’J. S.~) ——-——- (2~J )

8b. How w er ~~~ ,rou in contac t  wi th  the recrui ter? (READ EACH
STATEMENT.  START WITH THE “X ’d ” I T E M .)

START In th& ~a s t
V AT ‘tX” Six Mo~ihs

(SEE INSTR UCTIONS)
Have you gone to a recrui t ing station and ta lked

to a recruite r 1 2 (30)

Have you talked face- to - face  with a recruiter
somewhere other than at a recruiting stat ion . . . 1 2 (3 1)

Have you heard a recruiter give a talk at  your
high school 1 (32 )

Have you talked to a local recruiter by tele phone   1 2 (33)

Have you received recruiting literature in the mail  1 - 2 (34 )

8c. (ASK E V E R Y O N E )  In the last six months (READ EACH ~~ —

STATEMENT . START WITH THE “X ’d ” ITEM . (35-40 ‘V’pen)
Yes No

Have you discussed the possibili ty of e n l i s t m e n t  
V

with friends a l ready  in the service or w h o  have 
V

been in the service 1 (41) -

Have you talked with a teacher or guidance counselor
at school about possible enlistment 1 2 (42)

Have you talked with your girl friend or wife about
possible enlistment (43) 

V

Have you talked with one or both parents about
poisible enlistment I (44)

Have you taken an aptitude or career guidance lest
in high school g iven by the armed serv ices . . . . 1 2 (45) —

Have you made a Loll-free call for infoz-matic’n
about the military 1 2 (46)

Have you asked for information about the military
by mail i 2 ( 47 ) 

I

1~

,

Have you been physically or mentally t es ted  at a
military examination station 1 2 (48)
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I has- s several more questions about military recruiters .  (IF “NO” TO QU. Sa , ASK QU . 9a. OTHERWISE , SKIP
TO QU. 9b. )

a 
9a . Have you cv :r had any contact with any n:Ui :ary rec ruiter?

Yes I No 2.5(SKIP TO QU. 10 ; (49)

95. You sly you ,av e been in contact with a mili tary recruiter. What br aMb or branches of the servic e did they
r ep r en en t ’  ( R E C O R D  BF. LOW . PROBE . )  Any other milita ry recruiter? (PROBE UNTIL UNPflOI))V~CT(VE.)

Don ’t
Air Force Army Mprin. C Or D S ~~~~~ V

R e c r u i t e r s  repres en ted 1 2 
V 

6 (50)  
V

9e. (IF I V A I I V  FO R C E ” , V A R \ L Y V V  CR 
uPk I A R 1 NE  COR PS • AS K:) Did TOthe ) N A ~V E SERVI CE )  r e V  r u i ter  QU 10re pre sent the READ A L T E R -  51 I56~ (6 1 )NATIVE ANSWERS - EXCEPT

FOR ‘DON’T KNOW V ) ~~ Active Ai r Active Army Di~ Act ive
For. r . 1  Army National Mari a .. . 01

.“. i r  ‘V , . t iv f l e l  Guard . , .02 Maria.
Guard . V V 

- 
2 Army Reserve . 02

At e Force Reserve.  .03 Don ’t Know . ~T)
Reserv e  . ~~ 3 Don t Know. .04

Don ’t K now 4 I I
(ASK QU . 94-g FOR EACH V I A C T I V E I V  I I
R E C R U I T E R  CONTACT OR VD ON i T
KN O W ”  FOR THE .‘..: ‘ FORCE .ARMY ,
AN D  : AP. YNE CORPS • AND FOR EACH S
N A V Y  CcVNTACT. ASK ALL QUES-
TIONS FOR A SERVICE BEFORE
GOfll(; (N TO THE NEXT.)

94. Did the ~
V
~~~\ I F  SERVICE)

recru iter contact t oo  first , or
you cont act him ’ (52 )  (57) (6Z) (66)

(ecru te r yont ac ted first  1 1 1 I

Re spo ndent ,00t a: ted first 2 2 2 2

9e. h o w  adequate wa s t he inf ,I r ma V
tion you got from the ( N A \ V E
SE R V I C E )  recru i ter  - Did he
give you 5~~l (88) ‘63) (6 7)  

V

All the info r ma tio n you wanted V V 1 1 1
\~~oa t V . f it 2 2 2

Cr. cry  litt le 3 3 3

‘if. W a n  your attitude toward joining
):~A ?I E S E R V I C E )  rn~,re or Is..
favor ., bl e than be fore you talk ed
to t he recruiter , or didn ’t it
c h - , n ge - 

.i~ (59) (64) (68)
i’t , , r r favorable 1 1 

(GO TO
Di dn ’ t chan ge 4~~O I’O L N S f R I C I Y C C \  I?”ST RUCTIO N

BEFORE ot:. ~~ ‘ 2 ~ z ~~ 2~~~~~~~ E F O RVVE QV .
L e c s  f V V 3 ~ 

9h)

9~ . I S .  th&, V I I ’  E A D  A L T E R N A T I ’ L s ’  5) (60)  (65)  (69) V

?.Iucl: more favor able V V  i 1 1 1

SIi8 iItI~ f l l V C C favorable . .. . . ,. ,  2 2

5L~ htl~ less (avo, able 3 3 3

:~‘ - . h  C s.  Is- V VrS b l r 4 4 4 

- 

I V

4 j  (IF ~C CL ~I.LIE~~ COI~1 V~CT E D  i~EvPC~ D. (70.73 o n) V~ V
FIRST , QU .  94 CODE 1 , 00 tO NF .I C- I .y ’~~i~i

OR Q ~~. 10) -
9), . “ho or what in fl ..~ nced you to t a lk V

L I V  a ) - A ~ t S E R V  ICE)  rho r~~ i t V  r ‘ (75)  (76) (77)

Advertis ing I 1 1 V

Friends 2 2 2 2 V

Wife 3 3 3 3

Parents 4 4 4 4

School personnel 5 5 5

No one/nothin g ~~~~~~~~~~~~~~ V 6 6 6 6 “v,,,, V

Other (PLEASE SPE C !., . i  - V

— 

o’~ , . t : V .oW ‘ 9 9 9 I V,ir~
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10. I am going so read a Dat of IiIr goal. tha t  young men lii,. yours elf ,,i*g ht have .  A. I r,’ad each one ,
pt ,Vs.e tell ens whether you fee l  you would be mers lIk ely to achieve t h u  goa l in She mi l i t a ry  aern ice
Or ii i r iv i l ia i ,  job , or could it be achieved in either one? (READ FIRST GOAL. 3J’ IMJL11ARY~I

OR ‘CIV ILIAN , “ ASK :) W0014 you say you would be (much more iikely or somewhat  mere likely V

to  a n ,  i i ’- , ’ h i ,  goa l in the ,r,ilitaiy) OR (somewhat more or much  more l ike l y to  achieve  thu g~ sl
in .- ,vi l ,a , ,  iob)? (RECORD IJEL OW .

Milita r y Eithe r Civ ,l i~fl
Much Somewhat Military Somewhat Much
More More Or More More

~~~~~~~ Liicslv C ivitiafl I..ilcels’ j J~~~l

Enjoy you r job 1 2 3 4 5 (16 )
l er . o n a l  fr eedom 1 2 3 4 5 (~ 7)
Devvlop ing your  p o : en l t a l  1 2 3 4 5 (~ 5)
Job arciirily, i . e .  V . tead y job 1 2 3 4 5 19) V

Making a lot of money I 2 3 4 5 (20)
Working for a better Societ y 1 2 3 4 5 (z;~
Havi,ig the respect of friends 1 2 3 4 5 (22)

Doing challeng ing work 1 2 3 4 5 23)
Advc’,i:arr and eitcitrn,eol 1 2 3 4 5 (24 )
Lea ~- c~ng an mitch as you can 1 2 3 4 5 (25)

Hel ping othor people 1 2 3 4 5 (2k)
I C in g  able to make your own decision .

On I I I . ~ j ob I 2 3 4 (27)
Rc:0 1,iitloi i and sta tu s  I 2 3 4 S (28)

l u s t  a few ,,,oev questions. how would your parents feel if you told th oni you we rr flunkin g about J a i l in g
ar .y  of Lie , , i , t i t s r v  s e r v i c e. ?

i t  a. Would your(fut her \tnothor) be in favor of your joining the servtr e . againsi it , or neutral?

Fa~~~
(29) (32)

Don’t Have t-ø’(ASI< 00, h a  FOR MOTHER) l. c($KIP TO 017, lId)

In Favor 2~~~’(ASK QU. l lh ) 2 -ø.(ASKQU . j ib  FOR MOT TlE R)

Against 3~~~4AS K QU . lIe )  3-Ø.(ASK QU. l I e  FOR MOTHER)

Neutral 
~1~~~ASK au. Il a FOR MOTHER)  ~ L.(SlaP TO 00 . lid)

Don ’t Know 

lt b .  (IF “IN FAVOR ” . A S K :)  W ouldOse\sh.) be very much in favor of it or slightly in fa~or of It?

il~ li~Fath.r
(30) (33)

Very  Much ll~~~ASK 00. Ila  FOR KI OT HE R )  tl~~~$~ 3p TO QU. l Id
Slig htly zJ zJ

t ic. (IF “AG A~~ ST”~ ASK:) Wouidthe\ahs) be slightly against it or very much against it’

j1~~
(31) (34)

Slightly t
~ .~~ASK 00. l I a  FOR MO’I’HER) hl~~(SlcIP TO QU. l Id)

Ve ry Much zJ zJ

l i d  (ASK F OR EA C H  P t  ) V  -‘ON IN O t t . Ia WHO W A S  “IN F AVOR”  Oft “AGAINSt “) You, said
your ( N A M E  PER SON) would I , -  (IN FAVOR OF/AGA INSI ( your Jn tn mg on,’ of the mi l i t a ry

V Wsy do you th in k (lie / s ir )  would fee l  that way ( 1)0)4’)  ‘FAll ALTERNATIVE
ANSIt’FR~,. )  V

kiitu~L ~~~~~~~
‘

I ,5v4.)f s A I S L l :  COMMI .Nrs (35) (37)

Pa t r i o t i s m  1 1
Growin g  u i p / : V . a t v r t t y  2
L i r n e f l i s  .r , -,,,,, ’i 3 3
Ea r iLl,,g j i, l i /c . iu i r 4 4

m l ,  r a i n a n g / i : ’ a r l u l n g  a ca re , ’r  S S

Other  than  the aluave h I, V

UN FA V OJ~~~~J .4 OM\ (ENIS (~~I V )  (3$)

~
V p a ra t ion /br in g  apar t  I I

G , , , ge r / f . a r  of l nj m ~ry or den, ,), ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 2
V I f l e s  ~.f .1_ un of u s i lt t u t ry  vs .  ci et t is u ,  s t, , t u s  ( V  t I - I  t

( e . g . ,  “You can do bu L i r fI ,a .  be in g i, V, o) , I i c r “). . . . 5 3
V Civilian r,t’,cattofl (Going t o  s’-hool/nontinuing

edu cstton) 4 4
Neg at ive m i l i t ar y  .‘x pL .r ,cncr  by f a t h e r , . . . . .  S

V 
Oth er than 1,:- shin, I, I.

12 , (LOOK BAC K TO QU . Sc , PAGE 4 , I F”  NO” VfO~~ K~~~
’
~O ONE OR BOTH PARENTSJ SKIP TO QU , 13)

In your Iliuc’is.lons with your p ar . -n l .  ,bout the poss ib i l i t y  of your  sinius i the m i l i t a r y ,  who is
u I u , h I ,V V : ,, on,. to bring up the .ub jeru -— you or y o l u r  I , I o ’ l t e r  or in thee?

Res pondent I Mothet 2 Father P405 sur e 4 (3 9)

I i i
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1 3. If the m i l i t a r y  service, offered to give you on. year of fu l l  tu it ion for college or t r u i l e

school for each year that you aerved on activ, duty in the mili ta r y,  would you be won , l i ke ly ,
• or not, to consider joining one of the active military services?

More likely ~ Would you be.
Not more likely. . . . 4 Much sore likely j V

Don ut know 5 Somewhat more likely (41)
or , lust a little more likely . 3

14a. When a person join, the Ar53’ he has to enlist for a certain number of years. What is the V

shortest length of time that a person has to enlist for in the Army? (Do NOT READ
ALTERNATIVES)

l year 1 V

2 years 2
3 years 3
4 years 4 (42)
5 years 5

G years 6
More than six years . . . 7

DOfl~~t know 8

l4b. When a pereon joins the Army he has to enlist for 3 years. Assuming that everything else
about the Army stays the same as it is now, if this length of initial enlistment were reduced
to two years . would you be more likely, or not, to consider joining the Army?

More likely D ø~Would ~rou be.
Not sore likely. . . . 4 Much more likely I
Donu t know . 5 Somewhat sore likely. . . . 2 (43)

or , Just a little more likely . 3
(44—50 open)

l5a. As far as you know , what is the starting MONTHLY pay tor an EHLISTSD MAN in the military —-
before taxes are deducted?

(WRITE IN) $________________ Don’t know DX 51 L I J”iIjIilJ 54

lSb. Asauleing that everything else about the military services stays the sante as it is now, if the V

starting pay were increased by $50 a month, would you be more likely-p or not , to consider
joining one of the active military services?

More likely D—-—-----* Would you be. . .

Not more likely. . . . 4 Much more likely 1
Don~t know 5 Somewhat sore likely. . . . 2 (55)

or , Just a little sore likel y . 3
(56—60 open)

l6a. As far as you know , do the military services offer individuals a cash bonus for enlisting?

Yes 1. (6 1)  V

No 2-*’(SKI P TO QtJ . 16c)

1G b. 1(0w such is this bonus? Even if you ag en ’ t sur e please give me your best guess? (DO NOT
READ ALTERNATIVES)

Less than $500 1
9500 — 9999 2
$1 ,000 — $1,499 3
$1,500 — $1,999 4 (62)
$2,000 — $2,499 5
$2,500 — $2 ,999 6

$3 ,000 or more 7
Don u t know 8 -

16c. The military service, do offer a cash bonus . Assuming that everything else about the military
ssrvicem stays the Sante as it is now , if the cash bonus were increased by $3 ,000, would you
be more l ike ly ,  or not , to consider joini nq the active military services? 

V

Mo re l i k e l y  ~~ ‘ W oul d you be.

Not more likely. . . . 4 Much sore likely 1 ‘
V

Don u t know 5 Somewhat more likely. . . . 2 (63)

or, Just a little more likely . 3

(64-70 open)
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CLASSIFICATION SECTION C

Now , I have a few question s to help us put ow par tici pants into prope r group ,. Remembe r that the information
you give us is comp letel y confidential.

17 . A re you married , sing le , separated or divorced?

Marr ied  1 SIng le 2 Separated/Divorced/Wid owed 3 (71)

16. What was the highest educational level your fathe r completed? U you are not sure, pl.eaae
g ive me your beat guess.

Did not com plete high school 1 Finished college (four years) 6
Finished high schoo l or equival ent .  .2 Attended g raduate or professional (fl)
Adult  educati on progra m 3 school i
Business or grade school 4 ~btained a graduate or proiesa ional
Some coflege 5 degree 8

19. What ( a r e/ w e r e )  your average grades In high school? (READ LIST OF GRADES .)

A’, and B ’s 1 (DON’T READ)
B’s and C’s 2 Does not apply S
Ctm . and D’s 3 Don ’t remember . . , . 6 (73)
D’s and below 

V

20, What  educat ion program (are you/were you) In , in high school ? (READ ALTERNATIVES)

College preparatory 1 Commercial or business trainin g 2 Vocational 3 (74)

21.  Whi ch of the following mathematics courses, U any, did you take and Dass in high school?

Elementary Algebra .  . .1 IntermedIa te Algebra. . 3
Plane Geometry 2 Tri gonometry 4 (75)

(DON ’T READ ) None of these . , . . S

22. Did yo u t ake and pass any science cour ses in high school which covered electric ity or electroni cs?

Yes 1 No 2 (76)

23.  Just to be sure we are representing all groups In our survey, please tell me whether you
deu c r ibe yourself ae . . . (READ LIST)

Cub an 1 Other Spanish . . . 4 Oriental. . . 7
Mexican-Amer ican . . 2 American Indian . . S White . . . , 8 (7~
Puerto Rican 3 Black 6 

Refused . . . 9 (7aopeig

GO TO YELLOW OPEN END ANSWER SHEET , QU. 24 AM) 25 TO RECORD RESPON-
DENT NAM E , ADDRESS, TELEPHONE NUMBER AND SOCIA L SECURITY NUMBER.

I
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MIL ITAR Y SERVICE STUDY Card 6
PAPER C PENCIL Dup 1-10a V OP EN END ANSWER SHEET

7a. will you please tell me everything you remember about the advertising for the Active Army
that you have seen or heard recently. (PROBE) what did the advertising say? What did
it show?

Have not seen advertising L~~~~SKIP  TO ~ tJES TION 7d) -

Have seen advertising, can ’t remember content. . . 
(13-14 open)

7b. How do you feel about the advertising for the A c t iv e  Army ? Would you say it was ,
p e r s o n a l l y . . .  (READ ANSWER ALTERNATIVES)

Very meaningful to you 1

Somewhat meanin gful to you. . . 2 ( 15)
Not very meaningful to you. . . 3

Not at alt meaningful to you. . 4 ( 1 6 — 5 5  open)

7 c .  D i d  a n y  of the  a d v e r t i s i n g  you r e c a l l  s ee ing  or  h e a r i n g  abou t the  ~~~ iye Army inc 1u ~ie a n y
o t h e r  m i l i t a r y  s e rv i ces?

Yes 1 ( 5 6 )

No 2 ( 5 7 — 5 9  Open)

I F  RESPONDENT IS AWARE o~ A D V E R T I S I N G  FOR ACT~ ”E ARMY (00.  7a)  RECORD “ YE S” IN Q U .  7d AND 1
GO TO W H I T E  Q U E S T I O N N A I R E , 00. 8 a,  PAGE 4 .  __j

7 d .  Have  you seen or  h e a r d  r e c r u i t i n g  a d v e r t i s i n g  f o r  a n y  of  the  a c t i v e  d u t y  m i l i t a r y  s e r v i c e s ?

Yes 1 ) 6 u (
No 2

GO TO W H I T E  Q U E S T I O N N A I R E , QUESTION B a ,  PA GE 4 .  ]

~ 4 .  Na me of Respondent  _~~~~ __ — - - - - ~~~~~~~~~~~~~~~~~~~~~~~~~ -

Add tess

C i t y / S t a t e  - - V~~~~ _ _ V  Z i p  Code

Telephone  N u m b e r  __ .__ / _ V V V V ~~~~~~~~~~~

2 5 .  N ex t , I would  l i k e  to know y o u r  Soc ia l  S e c u r i t y  N u m b e r .  Because of a t e c en h l y  e n a c t e d  law ,
I m u s t  t e l l  you t h a t  the  a u t h o r i t y  to r e qu e s t  t h i s  i n f o r m a t i o n  is  g i v e n  in 10 USC 136. Pro-
v i d i n 3  t h i s  i n f o r m a t i o n  is v o l u n t a r y  on ~‘our p a r t  and t h e r e  a r e  no consequences if you choose
no t  to  do so. Th i s  i n f o r m a t i o n  is  n e c e s” ar y  to e n a b l e  u~ to re-contact you in the future
regarding your decisions.

W h V 3 t is you r  Social  S e c u r i t y  N u m b e r ?

6l LL~~~11 I j / L 1 1 16 9  N o n e . .  . 0  R e f u s e d . . . X

Your  op in ions  have been v e r y  h e l p f u l  and  I a p p r e c i a t e the t i m e  you toot to p a r t i c i p a t e  in t h i s

s u r v e y .  Tha n k you.

I

TO MAKE THIS  A VALID I N T E R V I E W , PL E ASE RE C 014 0 V l V gr  TA , STATE AND COUNTY N U M B E R  FROM YOUR CALL RE CORD
FORM.

(TA) js’rATE) V]COUNTY) 71 (1J
flT 1 T T  1 T 1 (78 open)

70 L VJ...~~VVJ _V J VV J ~ J J_J 76 79 (,~~l~ j  80

BE SURE TO RECORD “COMPLETED INTERVIEW” CODE S ON SCREENER UNDER RESULT OF FINAl. ATTEMPT. ATTACH
OP EN END ANSWER SHEET AND S C R E E N E R  TO BAC K OF Q U E S T I O N N A I R E .

V T ime Interv iew E—ded _ _ V V V _ V A M / P M

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~


