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EXECUTIVE  SUMMARY 
 

The decision to join the military is a very serious one that should not be made lightly.  
Enlisting in the Armed Forces is an irreversible commitment to at least two years of wartime 
service.  Teenagers considering enlisting should do so based on an honest and straightforward 
appraisal of the facts, rather than glossy advertising campaigns that glamorize military service 
without acknowledging its dangers.   

 
This report presents facts about military recruitment and military service to help parents 

and students determine whether joining the military is appropriate or necessary.  This Executive 
Summary of the report summarizes the detailed information contained in the rest of the report.   

 
PARENTS  AND  CHILDREN  CONSIDERING  ENLISTMENT  

SHOULD  BE  AWARE  THAT: 
 

The Military Uses Aggressive Recruiting Tactics And Spends Billions Of Dollars On 
Advertising Firms To Convince Teenagers To Enlist. 
 

• Funding for military recruitment is on the rise.  The 2009 military advertising budget 
totals $20.5 Billion.  This money is used for slick ads and video games designed by the 
same marketing firms that create commercials for major corporations, such as Coca-Cola, 
McDonald’s and Nintendo.  These ads and video games do not accurately portray the 
lives of soldiers and do not mention the dangers of war. 

 
• Under the No Child Left Behind Act (NCLB), schools are required to give recruiters 

access to students and student information.  The NCLB and the Family Educational 
Rights and Privacy Act (FERPA) require that parents be told that they have the right to 
keep recruiters away from their children.  High schools throughout the State do not notify 
parents of this right adequately, or at all.  

 
• Under the NCLB, schools receiving federal funds must give military recruiters the same 

access to students as they give employers and college recruiters.  But, schools throughout 
the State give recruiters much greater access to students than is required by law.  There 
are no uniform rules in New Jersey for schools to control military recruiter behavior on 
campus.  School officials do not supervise military recruiters.  Lack of oversight allows 
recruiters to present students with unrealistic and false portrayals of military service. 

 

 



Recruiters Do Not Present Families with Important Facts.  With virtually unfettered access to 
high school students and limited oversight, military recruiters play up themes of adventure and 
patriotism while failing to present the realities of military service. 
 

• Casualties.  Military recruiters fail to adequately present the cost of military action.  As 
of October, 2008 4,734 American troops have been killed and 33,012 have been wounded 
in the wars in Afghanistan and Iraq. 

 
• Realities of War.   
 

o Students are not told that they will likely be sent to Iraq or Afghanistan, and that 
soldiers may be recalled for up to four separate tours of duty.  

 
o Students are not told that between 12-20% of Iraq veterans suffer from serious 

psychological problems related to their military service. 
 
o Recruiters give female students the impression that they will be out of harm’s 

way.  While women do not serve in front line combat positions, they work some 
of the most dangerous jobs at the front lines.   

 
o Female students are not informed about the dangers of sexual assault and 

harassment.  Of women receiving care from the Veterans Administration, 23% 
reported sexual assault and 55% reported harassment during their service.  
Furthermore, women report higher rates of psychological disorders than men. 

 
• Wounded Veterans do not Receive Adequate Health Care.  Given the prevalence of 

injuries in the line of duty, recruiters should inform students about the lack of health care 
for wounded veterans. 

 
o The U.S. Congress has found that numerous Veterans Administration centers and 

hospitals offer sub-standard health services. 
 

o Many injured soldiers are turned away from Veterans Administration centers on 
the basis that their illness was caused by a “pre-existing” condition not related to 
combat duty. 

 
o If you are injured in combat, the only other way to get full benefits is to suffer a 

“service-related” disability.  The VA has been routinely classifying serious 
injuries as “non-service-related.”  As a result, veterans do not receive health care 
coverage for injuries sustained during the war. 

 

 



o On average, veterans wait six months for the Veterans Administration to process 
medical claims.  The appeals process for rejected claims averages 3.5 years.  
Soldiers are not permitted to seek legal representation to expedite their claims. 

 
• Military Reserve Soldiers Are Real Soldiers. 

 
o Military Reserve soldiers are real soldiers and can be called to active duty at any 

time.   
 

o There is less support to Reservists who return from active duty. 
 

o Reserve soldiers suffer from higher rates of suicide. 
 

• Education. 
  
 If a student’s sole goal in joining the military is to pursue a college education, the student 
 should explore the many scholarship opportunities available in New Jersey and consider 
 participating in college ROTC programs. 

 
o The new GI Bill, which will start delivering education benefits in August 2009, 

makes it easier for soldiers to gain access to education funding.  But, the Bill still 
requires 36 months of active duty service and an honorable discharge (or its 
equivalent) before a veteran can receive benefits that would pay for a typical 
undergraduate degree.   

 
o There are numerous scholarships that are available in New Jersey that do not 

require military service.   
 

o If a student has good grades, the student should consider applying to the ROTC 
program as an entering freshman or during college.  In a college ROTC program, 
the military offers many scholarships that pay for students’ college education in 
full.  Additionally, ROTC graduates receive higher pay, more responsibility, and 
better benefits than enlistees who do not have a degree. 
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 I.     INTRODUCTION 

 Military enlistment is a major life decision and should not be taken lightly, particularly 

during times of war.  The United States has been at war in Afghanistan since 2001 and Iraq since 

2003.  These campaigns have come at a steep cost to America and its citizens.  As of October 

2008, 4,734 American troops have been killed and 33,012 have been wounded.  The military has 

extended soldiers’ tours in both length and number, and the length of their leave between tours 

has been shortened.  The impact of the increased strain on American soldiers has been profound.  

Aside from deaths and numerous life-altering injuries suffered by soldiers, rates of suicide, post-

traumatic stress syndrome, and instances of sexual assault and other criminal misconduct within 

the military have risen significantly. 

 Beginning in 2004, the military routinely fell short of its recruiting goals.  In response, 

the military began a multi-Billion dollar Madison Avenue-driven marketing campaign to sell 

military service to America’s youth.  Facilitating this effort is the No Child Left Behind Act 

(“NCLB”), a federal statute aimed at equalizing the quality of education throughout the nation.  

A little-known provision of that law aids military recruitment.  The NCLB requires public high 

schools that receive federal funding to give recruiters access to students and student information, 

including contact information of all juniors and seniors who fail to affirmatively “opt-out” of the 

information release.  But, many schools throughout the state fail to notify parents of their right to 

“opt-out” and to keep recruiters from their children.  As a result, children are exposed to 

aggressive recruitment tactics without parental knowledge or approval.   

 This report aims to provide as much information as possible so students and their families 

can make informed decisions about whether to join the military.  The report discusses: (1) the 
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military’s aggressive recruiting efforts; (2) how these tactics are imported to the high schools 

under NCLB; (3) the actual educational benefits available to new recruits; (4) how these benefits 

compare to non-military sources of educational financial aid; and (5) the impact of the war on 

current soldiers and veterans.  The report concludes with a series of recommendations to ensure 

that students who decide to enlist will do so based on an unbiased and full understanding of what 

it means to joint the military during wartime.  
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II.     THE  MILITARY  PURPOSEFULLY  USES  MISLEADING  
ADVERTISING  TECHNIQUES  TO  LURE 

ADOLESCENTS  INTO  ENLISTING 
 

A.     TAX  DOLLARS  FUND  AGGRESSIVE  MARKETING  TACTICS 

 To meet its human capital needs, the Department of Defense (“DOD”) “must convince 

about 200,000 people each year–the majority of them recent high school graduates–to join the 

military.”1  Convincing young people to join the armed forces means competing with other post-

secondary educational and career opportunities that are available to them,2 and asking high 

school students to defer or forego college and/or employment.  This has proved an increasingly 

difficult challenge as casualties mount and tours of duty lengthen.3  The harder it is to recruit 

teenagers to fight in Iraq and Afghanistan, the more tax dollars are spent on military recruitment 

advertising.  The budget for recruiting advertising campaigns nearly tripled from fiscal years 

1990 to 2003.4  The National Priorities Project reports that prior to 2006, more than $4 Billion 

per year was spent on recruiting related expenditures.5  According to the Department of Defense, 

the 2009 budget for military recruitment is up to $20.5 Billion.6 

 Indeed, under 10 U.S.C.A. § 503, the “Secretary of Defense is required by law to 

enhance the effectiveness of DOD’s recruitment programs through an aggressive program of 

advertising and market research targeted at prospective recruits and those who may influence 

them.”7  
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B.     THE  ARMED  FORCES  HIRE  TOP  ADVERTISING  FIRMS  TO  SELL  MESSAGES  OF 
ADVENTURE  AND  PATRIOTISM  THAT  DO  NOT  PORTRAY  THE  HARSH  REALITIES  OF 
WAR 

 
 Each branch of the armed forces has gotten more aggressive in its advertising efforts in 

recent years.8  As casualties mount, the U.S. military spends Billions of tax dollars to recruit our 

youth, using the same tactics as advertising agencies that create ads to sell cars, sugary drinks, 

and fast food. 

• In 2005, the Army entered into a five-year contract with global advertising firm McCann 
Erickson for $1.35 Billion of “advertising, promotional, and publicity programs to 
support all recruiting and retention programs.”9  McCann Erickson’s client list includes 
multi-Billion dollar, multi-national corporations such as: Microsoft, Johnson & Johnson, 
Coca-Cola, ExxonMobil, General Motors, American Airlines, Goodyear, Intel, and 
Pfizer.10  From 2000 to 2005, the Army had contracted with the Leo Burnett agency, 
which “handles many of the world's most valuable brands and successful marketers, 
including  McDonald's, Disney, Procter & Gamble, Marlboro, Altoids, Heinz, Kellogg, 
and Nintendo.11 

 
• The Navy spends over $90 Million taxpayer dollars annually on advertising and has a 

renewable $91.9 Million contract with the Campbell Edwald agency.12  This makes the 
contract worth $468.8 Million if the renewal options are exercised over four years.  
Campbell Ewald’s clients include Chevrolet, General Motors, Michelin, and OnStar.13 

 
• The Marines employ J. Walter Thompson Co. (“JWT”) of Atlanta, Georgia.14  JWT is the 

largest advertising agency in the United States and the fourth-largest in the world.15  The 
Marines multi-year contract with JWT is worth approximately $213 Million.16  JWT also 
represents Bayer, Johnson & Johnson, HSBC, and Rolex.17 

 
• The Air Force has contracted with Gurasich, Spence, Darilek and McClure (“GSD&M”) 

of Austin, Texas, whose clients include AT&T, Southwest Airlines, American Red Cross, 
BMW, John Deere, AARP, and MasterCard.18  The Air Force’s renewable contract is 
worth $57 Million annually.19   

 
 These contracts, paid for with tax dollars, are very lucrative for advertising agencies.  The 

Billions of dollars spent on advertising could be used for scholarships and other youth programs. 
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C.     THE  MILITARY  USES  BEHAVIORAL  PSYCHOLOGY  TO  CREATE  COERCIVE   
           MARKETING  CAMPAIGNS  TARGETING  ADOLESCENTS 

 
 The military has conducted extensive research into the psychological and behavioral 

factors that influence teenagers to enlist in the military.20  In 1999, the Department of Defense 

(“DOD”) charged the National Academies of Sciences’ National Research Council to do a four-

year study on youth attitudes toward the military and the effectiveness of advertising campaigns 

using the Youth Attitudes Tracking Survey (YATS).21  The Defense Manpower Data Center 

(DMDC) administers the YATS to students annually so that changes in youth “demographic 

trends, cultural characteristics, attitudes, and educational attainments” can be tracked by the 

DOD to formulate recruiting strategies.22  The DOD uses information derived from its 

behavioral research to guide its recruiting strategy and to influence teenagers to join the 

m .23 

 The military’s marketing campaigns emphasize patriotic themes and tales of adventure 

that appeal to teenage sensitivities, while downplaying the actual risks of war.  For example, the 

Army’s television commercials show soldiers in grassy settings performing athletic feats suc

jogging in formation, scaling an obstacle course, and leaping from a helicopter.  These ads, 

however, “omit all but the most fleeting images related to the all-volunteer Army’s biggest

endeavor ever: the war in Iraq.”24  Ads fail to point out that “signing up these days almost 

inevitably means deployment to combat zones in Afghanistan or Ira

more than 2,850 killed and 21,000 wounded have been soldiers.25” 

 Similarly, promotional materials left in schools by military recruiters fail to mention the 

negative consequences of war or the possibility of being deployed to Iraq or Afghanistan.26  This



lack of disclosure prevents a teenager from making an informed choice about a very serious life 

decision.  While adult consumers may be fair game for manipulation by sophisticated marketers,

impressionable teenagers should not be seduce

 

d into joining the military through psychological 

ctics that exploit adolescent vulnerabilities. 
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egative influences and outside pressures”; and the “transitory” nature of 

their character traits.33 

ta

  Adolescents Lack the Neurological Capacity to Make Fully Informed Decisions 

 The military is exploiting the fact that adolescents lack a fully-developed capacity to 

make informed decisions.  Teenagers are less likely to consider the long-term consequences of 

their decisions than adults who are only a few years older.27  In particular, “adolescents g

do not perceive or assess risk in the same way as adults,” and they “tend to make riskier 

decisions.”28  Neurological studies reveal structural differences between the adult and adolesce  

9  Scientific research conducted by the National Institute of Mental Health show

the greatest changes to the parts of the brain that are responsible for functions 
such as self-control, judgment, emotions, and organization occur between pube
and adulthood. This may help to explain certain teenage behavior . . .  such as 
poor decision-making, recklessness, and emotional outbursts . . . compared to 
adults the teens’ frontal lobes (the seat of goal-oriented rational thinking) are 
active . . .
power of the frontal cortex is n
adults.30 

 The United States Supreme Court has also recognized the psychological vulnerability of 

children and teenagers in several landmark decisions.31  In 2005, in discussing why the execution

of juveniles is unconstitutional,32 the Supreme Court cited “[s]cientific and sociological studie

documenting the tendency of adolescents to make “impetuous and ill-considered decisions”; 

their susceptibility to “n
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 As a result of drunken teens dying in auto crashes, Congress raised the minimum age for 

the purchase and possession of alcoholic beverages to 21.34  Increasing the national drinking age 

to 21 has saved “an estimated 20,000 lives in the past 20 years.”35  Recognizing the 

psychological vulnerability of children, Congress passed laws prohibiting slick marketing 

campaigns that glamorize risky behaviors such as smoking36 and drinking.37  For similar 

reasons, as the obesity rate among young people has soared, school officials and legislators have 

targeted the sale of unhealthy foods on school campuses.38  Adolescents’ neurological 

immaturity has also been noted by auto safety experts, who advocate raising the minimum 

driving age, because “16-year-olds, the youngest drivers licensed in most states, are too 

immature to handle today's cars and roadway risks.”39     

 While a broad consensus exists that teenagers lack the decision-making capacity of 

adults, the military deliberately exploits this immaturity by equating the military with video 

games and other entertainment.  This trivializes what should be a mature, serious, and sober 

decision to be made by teens and their families. 

 
     2.   Interactive Military Games Target Teenagers 

 Military recruiters’ ability to affect young people is greatly enhanced by captivating 

images shown in the various promotional materials that they bring to schools, including 

brochures, DVDs, videos, and electronic games.  Often the military prominently displays its 

promotional materials inside or nearby the school cafeteria, where the entire student population 

can be exposed to the recruiters’ messages. 
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 The Army employs a range of techniques to entice potential recruits.  It developed its 

own video game, “America’s Army,” which is available for free download at the Army’s 

recruiting website.40  The game has 6.5 million registered users according to the Army’s 

website.41  “America’s Army,” which has “become the gold standard for recruitment video 

games, cost $5.5 Million.”42  The Army also plans to use cell phone text messages, helicopter 

simulators in the back of eighteen wheelers, and visits to NASCAR and rodeo races.43  

“[R]ecruiters will visit schools and malls a few days before an event, offering free tickets and the 

chance to meet famous drivers or bull riders.”44 

 At one location, the Army displays customized vehicles and a black Hummer with an 

Army logo and “a high-end audiovisual system.”45  Two “flat-screen monitors” show Army 

footage from Iraq to the accompaniment of the Toby Keith song “American Soldier,” while a 

third monitor “displays images from an Xbox video game.”46  A road show attraction includes an 

aviation van with a new Special Forces vehicle, “which includes a simulated parachute drop.”47 

 The Air Force maintains a website that allows a visitor to chat with an Air Force advisor 

in real time.48  The Air Force features “‘USAF: Air Dominance,’ a simple flight simulator played 

on kiosks in Air Force mobile recruiting centers.”49  The Air Force also maintains a fleet of 

customized SUV’s and trailers called RAPTORS (Reaching America’s Public to Optimize 

Recruiting), which come equipped with interactive games and a scale model of the latest fighter 

jet.50  The Air Force deploys the RAPTORS at high schools, colleges, job fairs, sporting events, 

and in convention halls.51 

 The Navy has also joined the interactive game club with Strike and Retrieve.”52  This 

online game is “based on shooting skills,” and is geared for “teens and young adults.”53  “Strike 
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and Retrieve” involves a spy plane downed over the Atlantic.54  Players must “operate remote-

controlled submarines that navigate a fantastic world of undersea caves, dangerous fish and 

enemy subs.”55 

 The game landed a “T” rating, for Teenager, from the Entertainment Software Rating 

Board for its flashy graphics.56  A “T” rating means the material “may be suitable for ages 13 

and older” and “may contain violence, suggestive themes, crude humor, minimal blood and/or 

infrequent use of strong language.”  While the Navy’s director of the advertising plans division 

was initially displeased about the ‘T’ rating,” he soon realized that it was better for recruitment.  

As he stated, “our target market is teenagers.  If it were rated ‘E’ for Everyone, then a teenager 

might be less likely to play it because it’s not cool.”57 

 
     3.   The Military Exploits Adolescent Insecurities 

 The military combines traditional mass media marketing with psychological tactics to 

influence students to enlist.  The Army’s computer program, “the Blueprint,” trains military 

recruiters to:  

[a]nalyze students and make a pitch according to what will strike a 
motivational chord – job training, college scholarships, adventure. Signing 
bonuses, or service to country.58 

 
Military recruiters create a customized “pitch” for each individual student based in part on 

personal information gathered from the Armed Services Vocational Aptitude Battery test 

(ASVAB).59  The military: 

pitches the test to schools as a free career exploration program, but its manual 
notes that [the ASVAB] is also ‘specifically designed’ to ‘provide the recruiter 
with concrete and personal information about the student.’60 

 



 Military recruiters are instructed to “read yearbooks to ‘mysteriously’ know something 

about a prospect to spark the student’s curiosity.”61  While “it is only natural for people to 

resist,” military recruiters learn sales techniques for “closing the deal.”62  One such sales 

technique, the “challenge close” method, plays on adolescent male insecurities.  This technique  

works best with younger men. Be on friendly terms with your prospect, or this 
may backfire. It works like this: When you find difficulty in closing, particularly 
when your prospect’s interest seems to be waning, challenge his ego by 
suggesting that basic training may be too difficult for him and he might not be 
able to pass it. Then if he accepts your challenge, you will be a giant step closer to 
getting him to enlist.63 

 
 Recruiters view each teenager as a potential sale, rather than an individual who is trying 

to navigate the difficult years of adolescence.  Indeed, the Secretary of Defense’s Director of 

Recruiting Policy stated that the military concentrates on schools most likely to “maximize 

returns on the recruiting dollar [because] the advertising and marketing research people tell us to 

go where the low-hanging fruit is.  In other words, we fish where the fish are.”64 

 
D.     THE  MILITARY’S  SCHOOL  RECRUITMENT   PROGRAM  HANDBOOK  IS  A  SALES  PLAN   
            THAT  REFERS  TO  HIGH  SCHOOLS  AS  “MARKETS” 
 
  Recruiters must follow the military’s School Recruitment Program Handbook (“SRP 

Handbook”), which instructs them to “penetrate the school market” and achieve “school 

ownership.”65  To achieve “school ownership,” recruiters employ traditional corporate 

marketing strategies developed by multi-Million dollar advertising firms.  The SRP Handbook is 

a ten page document that gives detailed instructions to military recruiters, telling them how to

convince students to enlist (It is attached to this report as Appendix A.)  The SRP Handbook 

 

 10



 11

o students.66 

reveals that military recruiting is an exercise in pure salesmanship.  High schools are referred to 

as “markets” where recruiters make “sales presentations” t

 The SRP Handbook ignores completely that public schools are places for students to 

learn.  The SRP Handbook candidly states that following its instructions closely “is the 

cornerstone of mission accomplishment,” which is to “ensure an army presence in all secondary 

schools.”67  A military recruiter has successfully “sold” a student when he or she enlists in the 

military.  As popular support for the wars in Iraq and Afghanistan wane and casualties 

accumulate, to achieve “mission accomplishment,” recruiters are becoming fixtures in the public 

school system.   

 
     1.   Penetrating the School Market: Winning the Trust of School Administrators 

 Recruiters are instructed by the SRP Handbook to employ a two-step strategy.  First, win 

the trust of school administrators to gain maximum access to the student body and second, 

aggressively solicit students to enlist: 

[r]ecruiters must first establish rapport in the schools.  This is a basic step in the 
sales process and a prerequisite to an effective school program. . . . Once 
educators are convinced recruiters have their students’ best interests in mind the 
SRP can be effectively implemented.68 
 

The SRP Handbook provides recruiters with tactics to help win the confidence of school 

administrators, who can assist them in the recruitment effort.  Recruiters are told to give out free 

mugs, calendars and office supplies with the Army logo on them to school employees because 

“[s]omething as simple as an Army personal promotional item can help produce positive 

results.”69  Military recruiters are also instructed to be courteous and helpful to the school’s 

administration and faculty.70   
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 While this directive appears admirable at first glance, its explicit purpose is to win the 

trust of school employees and thereby facilitate “penetration” of the school market.  The SRP 

Handbook refers to educators as “tools” to further implement the military’s goals.  The SRP 

Handbook directs recruiters to employ aggressive solicitation techniques: “[i]f you can make an 

appointment for a sales presentation on the first contact, then do so.”71  The SRP Handbook is 

clear that unhindered and unchecked access to students is the crucial first-step in the recruiting 

sales process. 

 
     2.   Achieving “School Ownership” 

 After winning the trust of school administrators, a recruiter’s next required objective is to 

achieve “school ownership.”  To facilitate this “ownership,” recruiters are instructed to approach 

youths as early and as often as possible and to seek help from school administrators and popular 

students, or “centers of influence,” (“COIs”) in the recruiting process.  Perhaps the most 

disturbing aspect of this strategy is the deliberate targeting of children who are too young to 

enlist.  

 The SRP Handbook clearly instructs recruiters to target youths as early as possible.  The 

SRP Handbook tells recruiters that high school seniors are by no means the only intended 

audience for their message: 

 [r]emember, first to contact, first to contract . . . that doesn’t just mean seniors or 
grads; it means having the Army perceived as a positive career choice as soon as 
young people begin to think about the future.  If you wait until they’re seniors, it’s 
probably too late.72 
 

 The official policy of the military is to gain back door access to students who are not 

legally eligible to enlist in the military.  Indeed, the SRP Handbook encourages military 

recruiters to “[g]et involved with local Boy Scout troops,” because “[s]coutmasters are typically 
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happy to get any assistance you can offer.”73  “[M]any scouts are HS students and potential 

enlistees or student influencers.”74  What the Handbook fails to mention is that the actual age 

range for the Boy Scouts is ten to eighteen years old.  This means that military recruiters not 

only target younger high school students, but have access to boys as young as ten years of age, 

without any parental knowledge or permission. 

 The SRP Handbook exploits adolescent boys’ insecurities.  It specifically discusses that 

although most student COIs are not likely to enlist in the military, they should still be used as 

tools to recruit less popular students who look up to them:  

Some influential students such as the student president or the captain of the 
football team may not enlist; however, they can and will provide you with 
referrals who will enlist.75 
 

The SRP Handbook further requires recruiters to: 
 
Know [their] student influencers. Students such as class officers, newspaper and 
yearbook editors, and athletes can help build interest in the Army among the 
student body.  Keep them informed.76 
 

 A successful recruiter with many COIs working with him can insert the military’s sales 

pitch into every aspect of the lives of high school students.  A pervasive and aggressive 

marketing campaign is the essence of the “school ownership” that is the goal of the military.  

The SRP Handbook urges recruiters to establish rapport with COIs, so that they will then exert 

additional influence on potential recruits, instructing that “to effectively work the school market, 

recruiters must maintain rapport throughout the SY [school year] and develop a good working 

relationship with key influencers.”77  The SRP Handbook also provides “helpful hints and 

guidelines” for “working the school market” and using COIs in order to achieve school 

ownership: 

Be indispensable to school administrators, counselors, faculty, and students.  Be 
so helpful and so much a part of the school scene that you are in constant demand 
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. . . Never rely on guidance counselors as the sole COI in the school.  Cultivate 
coaches, librarians, administrative staff, and teachers . . . By directing your efforts 
toward other faculty members you may be able to obtain the information 
necessary to effectively communicate with students.78 
 
 

     3.   Implementing the SRP Handbook’s Twelve-Month Plan 

 Unlike college and vocational recruiters who typically visit schools once a year at a 

college or employment fair, the military seeks to have a constant, visible presence in public high 

schools.  Military recruiters are instructed to “eat lunch in the school cafeteria several times each 

month” in order to obtain “more visibility” and to “identify potential candidates” for 

enlistment.79  The Army’s “Calendar of School Activities”80 urges military recruiters to "wear 

[their] dress blues" to school events commemorating Martin Luther King, Jr.'s birthday and to 

participate in activities during Black History Month and Hispanic Heritage Month.81  There is 

no mention, however, of similar events such as Columbus Day and Saint Patrick’s Day, which 

are days of ethnic pride for Irish and Italian-Americans.82

 This apparent targeting of African-American and Hispanic students is confirmed by a 

United States General Accounting Office report, which found that “all of the [military] services 

have specialized campaigns to target diverse segments of the young adult population.”83  “For 

instance, the Navy created a Web site, called El Navy, which is designed to better communicate 

with the Hispanic market,” and “the Army has specifically tailored radio advertisements to reach 

the African-American market.”84  

 The SRP Handbook lays out a detailed twelve-month plan to achieve its high school 

enlistment goals.85  Recruiters’ selected monthly activities include: 

July 
Obtain a copy of the HS fall sports and activity calendars [and] arrange to have the schedules 
copied with the RS [Recruiting Station] address prominently displayed.  Post them 
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throughout the RS area, including restaurants, arcades, and anywhere else students 
congregate. . . . 

 
August 
Contact the school’s student government . . . to discuss what the Army and you can do to 
assist them in the upcoming SY [school year] (chaperon, give a speech, tour a reserve center, 
etc.) . . .  The football team usually starts practicing in August.  Contact the coach and 
volunteer to assist in leading calisthenics or calling cadence during team runs. . . . 
 
September 
Distribute desk calendars to your assigned schools . . . Attend athletic events at the HS . . . 
Get involved with the parent-teacher association . . . Obtain a tactical vehicle from a local 
USAR [“US Army Recruiting”] troop program unit and drive it in the parade with your 
future Soldiers riding along. . . . Deliver donuts and coffee for the faculty once a month. . . . 
Hispanic Heritage Month.  Participate in events as available. . . . 
 
October 
Homecoming normally happens in October.  Coordinate with the homecoming committee to 
get involved with the parade.  Use a tactical vehicle . . . Offer to be a chaperone or escort for 
homecoming activities and coronations. . . . Order personal presentation items (pens, bags, 
mouse pads, mugs) as needed monthly for special events. .  
 
November 
Basketball season begins.  Distribute new schedules for the basketball season.  Assemble and 
offer a color guard for the opening home game. . . Prior to Thanksgiving, many student 
organizations gather food baskets for needy citizens.  Offer your assistance and get involved. 
. . . Attend as many school holiday functions or assemblies as possible. . . .  
 
December 
Set up school career day presentations. . . .Contact college students who are home during the 
holidays (remember that many first year students do not return to school after the first 
semester). . . . Offer to be a timekeeper at football games. . . .Participate in HS holiday 
events. . . .  
 
January 
Turn up the tempo on contacting your juniors.  Get a jump on the competition. . . . Martin 
Luther King Jr.’s birthday is in January.  Wear your dress blues and participate in school 
events commemorating this holiday. . . . 
 
February 
Contact the HS athletic director and arrange for an exhibition basketball game between the 
faculty and Army recruiters.  This is an excellent way to build rapport in the HS. . . . Black 
History Month.  Participate in events as available . . . 
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March 
Prepare certificates for those faculty and staff members who have aided you in your HS 
recruiting efforts. . . . present these certificates at a COI [Center of Influence] event. . . . 
Continue to advertise in school newspapers and conduct class presentations. . . . 
 
April 
Track and field meets begin.  Offer to be a timekeeper or coach’s assistant. . . . Basketball 
season starts.  Offer assistance to the coach. . . . 
 
May 
Since Memorial Day occurs in May, there are normally many patriotic events . . . . Contact 
the HS to find out what events they are involved with and offer any assistance possible. . . .  
 
June 
Coordinate with your CLT to . . . send thank you notes to those staff and faculty members 
who have been helpful . . . . Secure and present USAR Scholar/Athlete Awards at HS 
graduation or award ceremonies . . . . Assist in arranging a color guard for the graduation 
ceremony. . . . Coordinate with school officials to determine if they can use your assistance 
during summer school.”86 
 
 

     4.   Military Recruiters Reach Children By Targeting Their Teachers 
 
 All four branches of the armed forces host all-expense paid workshops for educators.87  

The SRP Handbook blatantly states that “[if] recruiters successfully target the teachers first,” 

then they will “have another foot in the door.”88  Curtis Gilroy, the head of recruitment for the 

Department of Defense notes: 

Teachers are a significant influencer, there’s no question about it. . . . We just 
want the cadre of teachers, regardless of political persuasion or background, to 
speak about the military objectively.”89 

 
Allen Kanner, a clinical psychologist and researcher on military recruiting, calls the use of 

teachers “a very clever marketing technique,” and explains: “Teachers are role models, and if 

they approve of something, then the students believe the whole school system approves of it.”90  
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     5.   Service Members and Veterans Have Financial Incentives to Hide the Realities of 
War and to Perpetuate the Recruiters Sales Tactics. 

 
 In 2008, to increase enlistment, the military increased its bonus allowance from $1,00091 

to $2,00092 to members of the Army, National Guard, Army Reserve, retired service-members, 

and civilian Army employees who refer potential enlistees to recruiters.93  Authorized by the 

National Defense Authorization Act for Fiscal Year 2008, active service members or veterans 

who convince someone to enlist receives $1,000 when the referred enlistee commences basic 

training, and another $2,000 when the referred enlistee completes basic training and individual 

advanced training.94   

 Under this program, essentially every service-member acts as a recruiter.  The program 

encourages deceptive recruiting practices.  Service members have a financial incentive to glorify 

the war and to minimize negative experiences.   
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III.     MILITARY  RECRUITERS  EXERT  INFLUENCE  OVER  
TEENAGERS  WITHOUT  PARENTAL  CONSENT 

 
 Recruiters insinuate themselves in teenagers’ lives without their parents’ knowledge.  

“The interest of parents in the care, custody, and control of their children-is perhaps the oldest of 

the fundamental liberty interests” recognized in our country’s laws.95  These fundamental rights 

include a constitutionally protected zone in which parents can “direct the upbringing and 

education of children under their control,” without hindrance from the government.96  “This 

primary role of the parents in the upbringing of their children is now established beyond debate 

as an enduring American tradition.”97 

 Yet, parents are often unable to control the military’s influence over their children while 

they are at school, despite having a legal right to do so under the “opt-out” provisions of the No 

Child Left Behind Act (“NCLB”).98  The school setting is a powerful reinforcement for the 

military’s message, which is directed at impressionable high school students who are exposed to 

it year after year.99  

 Parental control over a child’s upbringing is widely understood to include the right to 

limit exposure to objectionable or harmful activities and substances.  Nobody questions a 

parent’s right to monitor a child’s driving privileges, or when necessary to take away the car 

keys; to impose a curfew hour; or to prevent a child’s alcohol and cigarette consumption.  

Parents may stop their children from viewing inappropriate material through various media 

controls.  They can ensure that the television shows their children watch are appropriate, by 

installing a v-chip, a parental blocking PIN or password, or requesting a lockbox from their cable 

provider.  Similarly, computer software such as internet filters and browser plug-ins prevent their 

children’s exposure to questionable websites and images.100  But, by the pervasive presence of 
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recruiters in schools, underage children are exposed on a regular basis to military recruitment.  

This is the case even when their parents opposed the military’s recruitment of their children. 

 
A.     THE  MILITARY  HAS  EXTENSIVE  INFORMATION  ABOUT  STUDENTS 
 

In order to recruit students, the military has to gain access to students and information 

about them.  The Department of Defense maintains a database of information on students eligible 

for recruitment (seventeen years of age and older, or juniors in high school).  The database 

contains students' names, contact information, birth dates, Social Security numbers, ethnicity, 

religious affiliation, and grade-point averages.  This database currently contains approximately 

30 million entries compiled from a variety of sources.  High schools are required through the 

NCLB to give military recruiters students' directory information, such as names, addresses, and 

contact information.  Once this basic information is entered into the database, military recruiters 

obtain additional information about students from commercial firms (including some that process 

college scholarship and loan applications), the Selective Service System, and state motor 

vehicles departments.101  

 
B.     THE  NO  CHILD  LEFT  BEHIND  ACT  REQUIRES  SCHOOLS  TO  NOTIFY  PARENTS  OF  

THEIR  RIGHT  TO  KEEP  RECRUITERS  FROM  CONTACTING  THEIR  CHILDREN 
 
 The NCLB is a federal law that aims to improve quality of education and standardize test 

results for public schools throughout the country.102  NCLB attempts to improve student success 

in reading and mathematics, and improve in teacher quality.  Amid these worthy goals, NCLB 

contains a provision totally unrelated to its educational goals.  That provision of the NLCB 

requires schools to open their doors to military recruiters and provide them with contact 

information of all students who are at least seventeen years old or members of the junior or 

senior high school classes.  The NCLB also contains a provision requiring schools to give 
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students' names, addresses, and telephone numbers to military recruiters who request them.103  

High schools risk losing federal funding if they do not comply with these provisions.  

Rutgers School of Law-Newark students and interns attempted to determine how these 

provisions were implemented in New Jersey high schools.  Students interviewed principals, 

guidance counselors, and administrators in forty-eight high schools in thirteen counties 

throughout New Jersey.  These interviews were done on an informal basis to provide a snapshot 

of military recruiting in New Jersey.  The interviews revealed that there is no consistency 

between how schools throughout the State handle military recruiters.  The interviews also 

revealed that military recruiters are largely unsupervised in their dealings with students.  School 

officials do not verify whether recruiters use deceptive practices and often give recruiters free-

reign of the cafeteria and other areas of the school. Why does this matter?  Because, as discussed 

earlier in this report, military recruiters are trained sales people who use carefully developed 

strategies, including tactics developed by the largest advertising firms to “sell” the military to 

students.  In doing so, they manipulate adolescent insecurities.   

The information we gathered breaks down into the following categories: the lack of 

authority over military recruiters in high schools, the disparity in the amount of access to 

students given to military recruiters and the access given to colleges and business recruiters, 

recruiter misconduct, and steps parents and students can take to restrict the military’s access to 

students and student information.  

 
     1.   There are No State or Local Policies for Monitoring Military Presence in Schools 

There is no uniform State-wide policy as to who is the main contact person at the school 

for military recruiters.  School boards and principals do not issue guidelines for dealing with 

recruiters.  As a result, it is often left up to the discretion of guidance counselors to supervise 
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recruiters.  Guidance counselors are the primary contact person for military recruiters in thirty-

three schools (69%), whereas principals are the main contact for recruiters in only eleven schools 

(23%).  In the remaining 8% of schools surveyed, secretaries and faculty members make 

decisions regarding recruiter access.   

This difference demonstrates that principals have largely delegated the authority to allow 

or deny access to military recruiters to guidance counselors.  At Dunnellen High School, a 

guidance counselor expressed frustration due to the lack of oversight.  She sought assistance 

from the principal when a recruiter violated the counselor’s procedures requiring recruiters to 

schedule appointments and obtain permission to roam hallways.  The principal refused to deal 

with the situation, explaining that it was the guidance counselor’s responsibility.  At South 

Plainfield High School, a guidance counselor was unsure how often recruiters visit classrooms 

because faculty members within individual departments at the school have the authority to 

determine if and when recruiters can visit their classrooms. 

 
     2.   New Jersey High Schools Give Military Recruiters More Access to Students Than is 
           Legally Required 

 
 The NCLB includes a provision requiring schools to give military recruiters the same 

access to students that they give college and business recruiters.104  Our study found that in 

trying to comply with the NCLB, high schools throughout New Jersey give the military 

recruiters significantly more access to students than is required under the law.  Under the NCLB, 

if a school allows on-campus recruiting, it must allow the same access to the military.  But, if a 

school does not have any on-campus recruiting by employers or colleges, it is not required to 

have the military recruit on campus either.   
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Recruiter presence and visibility in the high schools polled is generally strong.  In eleven 

out of forty-eight (23%) reporting high schools, recruiters from at least one branch of the military 

are present at least once a week.  Recruiters visit thirty-six of forty-eight high schools surveyed 

(75%) at least once a month.  In contrast, recruiters from higher educational institutions and post-

secondary employment opportunities visit most high schools solely during their annual career 

fair.  In most cases, the military is also present at those career fairs.  Several administrators 

interviewed characterized recruiters as informal school employees, referring to them as “quasi 

staff” and “part of the school community.”105  These statements demonstrate that the twin goals 

of penetrating high school communities and gaining the trust of school administrators have been 

successful in New Jersey. 

 Recruiters are most often visible in high school cafeterias, but their access in most 

schools is not limited to that area.  Seventy-one percent (71%) of schools allow military 

recruiters in the cafeteria where they can talk freely with all students.  One-third of the schools 

allow military recruiters to give presentations in the classroom.  But, less than one-forth of those 

presentations are related to classroom curriculum.  Some high school administrators, including 

the principal at Watchung Hills Regional High School, allowed the military access to 

classrooms, but are unsure of what information they impart to students.  At North Plainfield, an 

English teacher allowed military recruiters to makes presentations to the class about military 

service.  Other schools reported allowing recruiters to conduct physical competitions in gym 

class.   

In addition to recruitment in the schools, recruiters maintain a presence at sporting events 

and other extra-curricular activities.  At North Warren Regional High School in Blairstown, the 
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lacrosse team participates in an “adopt a marine” program and listens to soldiers speak about 

their experience in Iraq.   

In more than half of the schools surveyed, recruiters give out gifts to the students, such as 

key chains, t-shirts, calendars, school supplies, and computer accessories.  Summit High School 

reported that the recruiters bought lunch for the guidance counselors. 

 
     3.   The Military Abuses Unrestricted Access to Students to Employ Inappropriate 
           Recruiting Tactics 
   

Nine schools reported that recruitment behavior was so inappropriate that school 

administrators needed to intervene on the students’ behalf.  For instance, at Kearny High School, 

recruiters removed students from class without permission to encourage them to sign up for 

service.  At North Hunterdon High School, a guidance counselor discovered recruiters 

impermissibly smoking with students and removing students from classes.  Some of these 

incidents were remedied only when an administrator witnessed the inappropriate behavior 

him/herself, and then acted to correct it.  Most school officials however, stated they do not 

monitor the interactions between military recruiters and students.  For example, one principal 

stated he was unsure whether recruiters roamed the cafeteria, but assumed that recruiters “were 

following the rules.”106  It is possible that many more incidents of recruiter misconduct occur, 

but that school administrators are unaware of them because they do not monitor the military’s 

interaction with students.  

Several schools reported incidents of recruiters approaching students in areas where they 

were not allowed access, and incidents of recruiters pulling students from class without the 

administration’s authority.  For instance, at High Tech High School in North Bergen, the 

principal asked two Navy recruiters to stop approaching students in the food court, an area to 
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which they had previously been denied access.  At Maple Shade High School, the principal had 

to contact a recruiter’s commanding officer when the recruiter continued aggressively pursuing 

students who had initially expressed interest in the military and later decided not to enlist.  A 

guidance counselor at North Hunterdon Regional High School had to intervene when she saw a 

recruiter violating school policy by smoking with students in the parking lot.  Despite the need 

for intervention, officials at seven of the schools (78%) where intervention was required 

characterized school-recruiter relations as positive.  

School administrators lack oversight of the information recruiters give to students.  They 

are therefore unaware if the information students receive is accurate.  An unsupervised 

presentation of the obligations and benefits of military service by recruiters can be misleading.  

At Central High School in Newark, a recruiter told a female student that women do not see front-

line combat.  This statement is at best grossly misleading.  Even though women technically do 

not have “combat positions,” they perform some of the most dangerous jobs on the front lines, 

such as flying jets and helicopter gunships, driving and fixing trucks in dangerous territory, and 

searching suspected terrorists in the field.  Each of these tasks can lead to fighting the enemy.   

At Snyder High School in Jersey City, a recruiter promised student that citizenship would 

be expedited for her non-U.S. citizen family members if she joined the Armed Forces.  In this 

instance, the Vice Principal stepped in to reprimand the recruiter for giving misinformation.   

These examples illustrate a need for administrators and counselors to assist with student 

decision-making.  Of the schools surveyed, not one provides information or counseling to make 

informed decisions about military service.  
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     4.   Students Who Do Not Support the Military Presence in Their Schools Are  
           Ostracized by Teachers and Students 
 
 Students who object to military presence in their high schools can be ostracized.  For 

example, at one high school in Southern New Jersey, a student was reprimanded and ostracized 

for refusing to participate in a recruiter-led gym class that simulated military training.  During 

the gym class, students were told to respond “yes sergeant” to the recruiter’s orders.  The penalty 

for failing to respond was 20 push-ups.  One student who refused to participate was removed 

from gym class for the day and initially given a “0” grade.   

 The student was later harassed by students and members of the school’s staff.  Students 

called him “un-American” and a “Communist.”  One student openly confronted him about the 

incident, sparking a public argument.  A teacher chastised the student for refusing to participate 

in the military exercise.  While doing so, the teacher referenced his grandparents who were 

holocaust survivors.   

 This example demonstrates that students who do not support military presence in their 

schools can be made to suffer when they express their views that the military has no place in the 

classroom.  It also shows that the military agenda has become such a part of the fabric of high 

schools that anyone who does not agree with it does not fit in. 

 
     5.   Parents Are Not Meaningfully Informed of Their Rights to “Opt-Out” Their Child 
           from Being Recruited 

 
Under the No Child Left Behind Act, high schools can lose federal funds if they do not 

disclose student information requested by the military.  But, the NCLB gives parents and 

students the right to prevent their school from sharing student information with military 

recruiters by signing an "opt-out" form.107  Schools must tell parents of their right to opt-out.108 

Many schools in New Jersey are not properly complying with this NCLB Act requirement.  



 26

 The Rutgers School of Law study found that in New Jersey there is no uniform policy to 

ensure that the opt-out requirements are being enforced.  Parental notification of the right to opt 

their child out of military recruitment varies from school to school or does not exist at all.  As 

stated elsewhere in this report, officials in only four of the forty-eight schools visited (10%) were 

aware of their opt-out obligations.  Some school officials did not even know what an opt-out 

was.  Schools that fail to meet their obligations under the NCLB give an unfair advantage to 

military recruiters and deprive parents of important rights regarding controlling strong influences 

on their children. 

Some schools in New Jersey put an affirmative obligation of opting-out solely onto 

parents.  Kearny High School provides a letter from the superintendent instructing the parents to 

draft a letter requesting to opt-out.  This task can be daunting, particularly to parents who do not 

have a good command of English, or who are too overwhelmed by work and parental obligations 

to take time to draft an opt-out letter.  Proof of this is that the guidance counselor at Kearny High 

School did not know of any families who have taken these affirmative steps to opt-out.  

Metuchen High School does not mail forms to families at all.  Instead, information on opting out 

is mentioned at the bottom of the last page of a newsletter from the superintendent’s office.  By 

placing the burden on parents to contact the school, school districts violate the NCLB Act. 

 Many school officials know of their opt-out obligations do not send out any opt-out 

information to parents.  These schools bury the opt-out information at the back of lengthy student 

handbooks.  This information is not prominent, and no direct notification or discussion about the 

opt-out requirement exists.  Without open and obvious notification to students and parents of 

their rights to “opt-out,” the notification requirement is not met.  
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 Other New Jersey schools approach their out-out obligations very differently.  

Bloomfield and Plainfield mail “opt-out” forms to families, but do not follow up or require that 

the forms be returned.  As a result, only 46% of parents at Bloomfield High School return the 

“opt-out” form and 13% of parents at Plainfield High School return the forms.  

In Montclair, there was no formal notification to parents that their children’s information 

was automatically given to military recruiters and no formalized process in which to opt-out.  An 

anti-military student group on campus, Open Your Ears, Open Your Eyes (“Oye Oye”), 

researched the NLCB act and discovered the “opt-out” provision.  The group created a simple 

opt-out form and received school board approval to send it to parents.  Prior to the start of the 

school year, the school sent these “opt-out” forms to the families of every high school student 

with their emergency contact forms.  Students were required to return the forms, either 

consenting or not consenting to having their information released to military recruiters, in order 

to receive their schedules and begin the school year.  The first year the policy was in place, 

Montclair High School reported responses from 98% of students, with 92% deciding to “opt-

out.”  Highland Park has adopted a similar policy to Montclair, achieving a response rate of 

approximately 85%. 

 
     6.   Schools are Under the Misimpression that if Parents Exercise Their “Opt-Out” 
           Right that the School is Obligated to Withhold Student Information from Colleges 
           and Employers 
 
 Our research shows that New Jersey schools misinterpret their obligations under the 

NCLB Act.  Officials in some schools erroneously believe that keeping student contact 

information away from recruiters means that the same contact information cannot be shared with 

colleges and employers.  This so-called "all or nothing" belief has no basis in the law.  

According to the federal Family Policy Compliance Office of the U.S. Department of Education, 
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the law does not require an "all or nothing" policy.  Thus, families have the right to opt-out of 

making their child's name available to military recruiters, while still making the same 

information available to other recruiters, such as colleges and employers. 

   
C.     SCHOOLS  THAT  FAIL  TO  NOTIFY  PARENTS  OF  THEIR  “OPT-OUT”  RIGHTS  ARE  IN 

VIOLATION  OF  THE  FAMILY  EDUCATIONAL  RIGHTS  AND  PRIVACY  ACT 
 

Schools that release information under the NLCB to military recruiters without informing 

parents of their right to opt-out not only run afoul of the NCLB, but also the Family Educational 

Rights and Privacy Act (“FERPA”).109  FERPA affirmatively states that educational institutions 

must inform students and parents before releasing their personal information. 

 FERPA is a federal law that protects the privacy of student education records.  The law 

applies to all schools that receive federal funds.110  FERPA gives parents certain rights with 

respect to their children's education records.  These rights transfer to the student when he or she 

reaches eighteen or attends a school beyond the high school level.111  Schools may disclose, 

without consent, "directory" information such as a student's name, address, telephone number, 

date and place of birth, honors and awards, and dates of attendance.  However, schools must tell 

parents and eligible students that directory information will be disclosed without prior written 

consent.  According to FERPA, schools must give parents and eligible students a reasonable 

amount of time to request that the school not disclose directory information about them.112  

Failure to comply with the requirements of FERPA will result in the loss of funds.113 

 FERPA requires schools to notify parents of their rights.114  However, the system of 

notification is left to the discretion of local schools.  Federal regulations interpreting FERPA 

describe this obligation of notification as an “annual requirement.”115  There is no requirement as 
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to the manner of notification.  In order to ensure that schools do not use insufficient means to 

address their notification requirements, there should be a statewide “opt-out” policy. 

 NCLB does not alter in any way high schools’ notification obligations under FERPA.  

High schools that fail to notify parents about the “opt-out” option under NCLB violate both 

NCLB and FERPA, and risk the danger of losing federal funding.  This funding provision, 

however, was included to ensure military access to high schools and student information.  Even 

though both NCLB and FERPA require that schools that fail to notify parents should lose 

funding, it is unlikely that the federal government will take funding away for providing the 

military with student access and contact information.  Thus, the parental protections that NCLB 

and FERPA put in place are rendered moot unless parents and schools assert their rights.   

 
D.     RECOMMENDATIONS  TO  PROTECT  PARENTS’  RIGHTS 

  We recommend that all schools adopt the notification process employed at Montclair and 

Highland Park and send a basic “opt-out” form along with paperwork that it is mandatory for 

students to return.  (These opt-out forms are attached to this Report as Exhibit B.)  Schools 

should take this action immediately to comply with the notice requirement of NCLB.  

Furthermore, notice of the right to “opt-out” should be mandated by the State and be uniform 

throughout New Jersey.  As part of this mandate, counties should be required to report annually 

to the State that all schools within each county have followed the uniform opt-out policy.   
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IV.     THE  JUNIOR  RESERVE  OFFICERS’  TRAINING   
PROGRAM  RECRUITS  CHILDREN  WHO  ARE  YOUNGER  THAN  17 

 
 As discussed above, the military aims to recruit young teens through the Boy Scouts 

and other programs, as well as by being omnipresent at high schools and sporting events.  There 

are other programs, such as the Junior Reserve Officers’ Training Corps (JROTC), which help in 

the effort to recruit young teens at public high schools.  Technically, recruiters are not permitted 

to approach students until they are at least juniors in high school or 17 years old.  Programs such 

as the JROTC, however, provide the military a way to reach students at a much earlier age when 

they are even less mature and more impressionable.  Some JROTC programs mislead young 

teens into believing that life in the military consists of fun activities such as marching, rifle 

competitions and summer camp trips.  No efforts are made to inform JROTC participants of the 

demanding and difficult realities of military life. 

 The JROTC is authorized by the National Defense Act and directs “[t]he Secretary of 

each military [branch to] establish and maintain a Junior Reserve Officers’ Training Corps . . . at 

public . . . secondary educational institutions.”116  To qualify for a JROTC program, a school 

must be able to maintain a unit of 100 students or at least 10% the school’s total enrolment.117  

To be eligible, students must be physically fit, in at least the ninth grade and citizens or legal 

residents of the United States.118  A school must also agree to “limit membership in the unit to 

students who maintain acceptable standards of academic achievement and conduct, as prescribed 

by the Secretary of the military department concerned.”119 

The JROTC’s official “purpose [is to] instill in students . . . values of citizenship, service 

to the United States, personal responsibility and a sense of accomplishment.”120  The JROTC 

pursues these goals by providing “a course of military instruction of not less than three academic 
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years’ duration.”121  There are currently 3,500 high schools with JROTC programs, 58 of which 

are in New Jersey.122  Of these programs, 21 are affiliated with the Army, 18 with the Air Force, 

14 with the Navy and 5 with the Marine Corps.123   

 The JROTC is partially funded by the United States Department of the Military.  The 

Secretary of the Department, “shall . . . provide necessary text materials, equipment, and 

uniforms and . . . such additional resources (including transportation and billeting) as may be 

available to support activities of the program.”124  JROTC instructors are retired military officers 

and the cost of instructor salaries is shared by school boards and the military.125  Despite this 

cost-sharing plan, the JROTC program comes at a considerable expense to the military.126  In 

fact, the Department of Defense spent $258,769,000 on the JROTC program in 2006 alone.127  

 
A.     THE  JROTC  RECRUITS  YOUNG  TEENS 

 Even though the United States military insists that the JROTC is not a recruiting tool, 

strong evidence indicates otherwise.128  First, the military itself boasts that 42% of all graduating 

JROTC cadets expect to “establish some connection with the military services” and that JROTC 

cadets are five times more likely to enlist than their non-JROTC contemporaries.129  Second, a 

1999 policy memorandum signed by Major General Stewart Wallace, commanding officer of the 

United States Army Cadet Command at the time, admits that the JROTC is at least in part, a 

recruiting tool.  The policy memorandum states: 

[w]hile not designed to be a specific recruiting tool, there is nothing in existing 
law, DOD directive or Army regulation that precludes either ROTC program from 
facilitating the recruitment of young men and women into the U.S. Army.130 

 
The memorandum also commands JROTC personnel to “[a]ctively assist cadets [who are high 

school students as young as 14] who want to enlist in the military [and] [e]mphasize service in 

the U.S. Army.”131  The memo also tells JROTC instructors to “facilitate recruiter access to 
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cadets in JROTC and the entire student body” and “[w]ork closely with . . . guidance counselors 

to sell the Army story.”132  The memorandum, which was subsequently cited with approval in a 

2001 military article,133 concludes by stating that “[t]he intent of these partnership initiatives is 

to [inter alia] promote synergistic effort of all Army assets [and] maximize recruiting efforts.”1

 Thus, the stated goal of the JROTC program has been to boost enlistment rates.  The 

JROTC program follows the military’s recruiting policy of “first to contact, first to contract,” 

which is laid out in detail in the Army’s SRP Handbook, discussed earlier, which states that if 

military recruiters “wait until [high school students] are seniors, it’s probably too late” to recruit 

them.135   

 The activities associated with the JROTC program emphasize military training and 

discipline to high school students as young as fourteen.  JROTC students are referred to as 

“cadets,” have military drill uniforms and are instructed to march and form ranks like real 

soldiers.136  Furthermore, cadets may join air rifle marksmanship teams and participate in local 

and national competitions.137  Cadets also are given military ranks within the program and learn 

military history from a textbook provided by the United States military.138   

 In addition to a military-based curriculum, extra-curricular activities and trips are also 

part of the JROTC.  These activities, such as Donna High School’s JROTC summer orientation 

trip, discussed below, demonstrate quite clearly how the JROTC is a recruiting tool for the 

military.  Like other aspects of military recruitment discussed in this report, the JROTC program 

uses manipulative tactics to recruit children.  
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B.     DONNA  HIGH  SCHOOL  MARINE  CORPS  JROTC  PROGRAM:   
          A CASE STUDY IN  MANIPULATING UNDERAGE  UNDER-PRIVILEGED  CHILDREN 
 

The JROTC program at Donna High School (“DHS”) is an example of how the slick 

recruitment advertising discussed above is successfully employed to convince under-age and 

under-privileged children to pursue a military path.  DHS is a public school in Donna, Texas, 

situated along Texas’ southernmost border with Mexico.  Donna is located in Hidalgo County, 

which has a median household income of $26,375 with 30.5% of the population living below the 

poverty line.139  Of the high school’s 1900 students, 99% are Hispanic.  71% of DHS students 

are eligible for free lunches under the Federal School Lunch Program.140  Free lunches are 

awarded under the Federal School Lunch Program based on the financial need of the stu

Generally, a student is eligible for a free or subsidized lunch if he or she is member of a 

household whose net income falls below the Federal Poverty Guidelines.142  By all measures, 

DHS is a high school largely comprised of low-income, Latino students.143    

DHS is home to one of the nation’s 260 national Marine Corps JROTC programs.144  The 

Department of Defense spent an average of over $65,000 per Marine Corps JROTC unit in 

2006.145  As part of the JROTC program at DHS, students take part in numerous extra-curricular 

activities including marksmanship competitions and field exercises at a local United States 

Marine Corps Military Academy.146   

 The JROTC program at DHS is not limited local military-style field trips, however.  The 

students at DHS enrolled in the JROTC program also participate in a summer “orientation” trip 

to Camp Pendleton in San Diego, that is supposed to give them a taste of life in the military.147  

The DHS JROTC orientation trip to Camp Pendleton is advertised on the Marine Corps JROTC 

website and appears to be indicative of the basic format of JROTC orientation trips.148 

 



             
 

(Student and instructor: DHS Air Rifle Marksmanship Team 2006)149 
 
 
     1.   Camp Pendleton 

The JROTC students from DHS spent a week at Camp Pendleton, California in the 

summer of 2006.  Camp Pendleton is one of the largest and most impressive military installations 

in the United States.  Camp Pendleton is a self-contained community, housing approximately 

25,000 active-duty Marines at any given time. 150  The Camp’s daytime population is estimated 

at 60,000.151  Camp Pendleton both trains and houses Marines and their families and covers ove

125,000 acres in a pristine natural area along the Pacific coast outside of San Diego.

r 

152  Its total 

economic impact is estimated at $2.3 Billion.153  By any measure, Camp Pendleton is an 

exceptional military base with seemingly unlimited  resources.  The camp is a far cry from the 

numerous, smaller, isolated and under-funded bases that make up the bulk of the United States 

military.  

Taking impoverished kids from the Texas-Mexico border to Camp Pendleton is an 

effective and highly manipulative way to sell them the military’s message.  
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     2.   DHS JROTC Trip to Camp Pendleton 

The JROTC students of DHS, ranging in age from 14 to 17, traveled to Camp Pendleton 

in the summer of 2006 with their JROTC unit.  The Marine Corps JROTC published a student-

written account of the orientation trip in the “JROTC News” portion of its promotional 

website.154  The student describes the trip as an experience “the cadets of Donna High School 

will remember for the rest of their lives.”155  For the students, the trip was more than a vacation, 

but rather provided a “broader outlook at military . . . life including training, living conditions 

and their dining facilities.”156  

But, the DHS JROTC trip was more of a teenager’s dream vacation than a simulation of 

life as a Marine.  Mock military training and motivational speeches delivered by military 

personnel were interspersed with expensive and exciting activities.  DHS JROTC students 

watched the San Diego Chargers football team scrimmage, met the players and cheerleaders, 

attended a San Diego Padres baseball game, traveled to Universal Studios and visited Camp 

Pendleton’s on-site bowling alley and arcade.157   

 

 

(DHS JROTC students in the Marine Barracks)158 
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(Bowling and Martial Arts Instruction)159 
 

 
The trip to Camp Pendleton included many activities beyond the financial reach of most 

DHS students.  By interspersing what the students considered the “dream activities of a lifetime” 

with military exercises, the Marine Corps misled the students into believing that enlisting in the 

Marines would provide an avenue to achieve this wealthy lifestyle.  In the words of the student 

author, “[t]he cadets and the chaperons (sic) cherished the beautiful treat of a first class baseball 

stadium,” and their “eagerness was . . . overwhelming” to visit Universal Studios.160    

Most of the activities to which the students were treated however, are not only out of the 

financial reach of the DHS students and their families, but also out of the reach of typical 

Marines.  For example, the tickets for the baseball game would cost approximately $50.00 each 

and general admission to Universal Studios is $64.00 per person.161  Enlisted Marine cannot 

afford those tickets.   Basic pay for a military enlistee currently starts at only $14,950 per year, 

which amounts to $287.50 per week.162  
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(Universal Studios, Hollywood)163 
 

The trip also encouraged the adulation and hero-worship of military personnel.  

Interspersed with the fun activities were speeches by military personnel and mock training 

exercises with military instructors.  For example, after watching the San Diego Chargers 

scrimmage, a Marine Corps General was introduced to the DHS students on the football field 

alongside Chargers players and cheerleaders.164  The MCJROTC website also contains a link to 

photos of the event, showing scantily-clad cheerleaders posing for photographs with the DHS 

students.   

The Marine Corps is channeling the message that by joining the military the students will 

gain the favor of highly attractive members of the opposite sex.  The boys can be like their 

football playing heroes and be cheered on by beautiful, half-naked women, and the girls can 

become the beautiful cheerleaders.  Packaging strength, beauty, sex and public adulation with a 

military message is even more powerful when delivered to a group of poor, minority children 

who have very few opportunities to gain prosperity. 
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(Pro football players with the General and DHS students)165 
 

 
 

(Chargers’ Cheerleaders with DHS students)166 
 
 

The JROTC introduced the DHS students only to the most elite and highly selected units 

in the Marine Corps, such as the Marine Corps SWAT and Crash Crew Fire and Rescue teams.  

SWAT team members “explained their mission, the qualifications, and the gratification of their 

job.”167  Cadets were also “able to handle the equipment utilized by the SWAT team after their 

presentation.”168  The cadets had a similar experience when they met the Marine Crash Crew 
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169  

Fire and Rescue Team and “participated in using the water hoses and equipment the Craw Crew 

uses to get the job done.”

 But, students were not told that admission into the Marine SWAT team or Crash Crew 

requires high standardized test scores as a prerequisite for consideration.170  For example, the 

Crash Crew requires a high score on the mechanical, scientific and mathematical portions of the 

Armed Service Vocational Aptitude Battery standardized test as well as extensive, specialized 

training.171  Nor were JROTC students told that these units are generally open only to career 

Marines, as they require extended, specialized training.172   

 After meeting the SWAT Team, the cadets “were transported to a facility that had 

computerized simulation weapons,” which the author described as being “like playing X-Box in 

a theater size screen with real scenarios.”173  The weapons simulator placed the students behind a 

realistic machine gun, which fired beams of light rather than bullets.  In the “simulator,” the 

students took turns firing on computerized enemies in a totally safe environment.  To call the 

computerized machine gun game the students played a “weapons simulator” is a grave misnomer 

which equates firing a machine gun in combat with a video game.  The combat Marines 

encounter in Iraq and Afghanistan is vastly different from the sanitized “simulation” sold to the 

DHS students.  In Iraq and Afghanistan, the “enemy” is real and blends into the rest of the 

population and the bullets are real and deadly. 



 

(“Like playing X-Box” – Marine Weapons Simulator)174 

 
 The DHS JROTC summer camp is a successful Marine Corps advertising campaign.  The 

effectiveness of that campaign comes across in the DHS student’s report posted on the Marine 

Corps’ JROTC website.  The student author clearly idolizes Marines, emulating military speak 

and emphasizing the rank of the various military personnel who interacted with the students.175  

He says that the DHS JROTC students “will remember [Camp Pendleton] for the rest of their 

lives.”176  

 Regardless of the stated goal of the program, its impact is clear.  The JROTC “sell[s] the 

Army story,” just as its officers were ordered to do by the Army in its 1999 Policy 

Memorandum.177  Military service is presented as a path to fun and adventure to a captive and 

impressionable adolescent audience.  The military’s message is conveyed to JROTC children as 
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young as 14 through video games, mock training and the endorsement of professional football 

players and cheerleaders.   

 This packaging of the military lifestyle grossly overstates the benefits of enlistment and 

ignores its serious drawbacks and dangers.  The irony is that DHS students and real Marines 

actually do share much in common.  Both groups are largely poor.  Enlisting in the Marines 

would not provide the average DHS student a way to escape their unpromising life.  It will only 

change the scenery from Southern Texas to Iraq or Afghanistan, and add the risks of snipers, 

roadside bombs and firefights.  As a student wrote when leaving Camp Pendleton, “[i]t was time 

to say good-bye to the Marine Corps for now.”178  For a program whose goal is not military 

recruitment, the JROTC certainly is good at it.   
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V.   THE  IMPACT  OF  THE  ONGOING  WARS  ON  MEMBERS  OF  THE  ARMED 
FORCES:  WHAT  RECRUITERS  DO  NOT  TELL  STUDENTS  AND  PARENTS 

 

A.     MEMBERS  OF  THE  ARMED  FORCES  SERVE  UP  TO FOUR  TOURS  OF  DUTY179 

 Tours of duty do not have definite time limits.  The length of a soldier’s stay in any 

region depends on troop requirements, and may change during a soldier’s tour of duty.  As of 

August 1, 2008, President Bush ordered that troops that were newly deployed to Iraq would 

serve 12 month tours of duty.180  But, 16 months earlier, in relation to his new “surge” policy, 

President Bush had increased Iraq and Afghanistan tours of duty from 12 months to 15 

months.181  President Bush’s “surge” policy did not add new troops to Iraq; rather, it expedited 

deployment of soldiers already set to go to Iraq and increased the length of tours of duty.182   

 Like tours of duty, time at home between deployments, or “dwell time,” is not of a 

definite duration.  Currently, soldiers spend 12 months at home between tours.183  With a few 

exceptions, Marines have standard 7 month tours, with an average of 7 months between tours.184  

But, those schedules cannot be counted on or enforced.185   

 As such, high school students considering enlisting in the military should know that they 

can be deployed at any time, and as many times as the U.S. government believes is necessary to 

accomplish its military objectives.   



 

 
*Source- Alvarez, Lizette, Long Tours Can Make Home a Trying Front, The New York 
Times, February 23, 2007. 
 
 

B.     SOLDIERS  RETURNING  FROM  IRAQ  AND  AFGHANISTAN  SUFFER  FROM  BRAIN  
DAMAGE  AND  OTHER  PSYCHOLOGICAL  DISORDERS 

 
 Since the military actions in Iraq and Afghanistan began in 2002, over 1.5 million troops 

have seen combat.186  Of these soldiers, 29,320187 were wounded, and some sources estimate 

that 10 - 20% suffer from traumatic brain injuries.188  Approximately 7% to 15% of veterans 

from the wars in Iraq and Afghanistan suffer depression after their service.189  Between 6% and

11% of veterans of the Afghanistan war, and between 12% and 20% of veterans of the Iraq war

suffer Post Traumatic Stress Disorder (PTSD).

 

 

190  This is quite high compared to instances of 
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an war.  

PTSD in the general population, which averages at 5%.191  PTSD is an anxiety disorder trigge

by a serious traumatic event.192  Symptoms include flashbacks, nightmares, feelings of 

detachment, irritability, trouble concentrating and sleeplessness.193  A June 2004 study published

in the New England Journal of Medicine found that troops who fought in the Iraq war saw more 

combat than those who served in Afghanistan, which may account for the disparity in instanc

of PTSD between veteran of the Iraq war and veterans of the Afghanist

 The second national survey assessing mental health of Iraq veterans found that many 

reported significantly more mental health problems six months after their return from 

deployment than they did immediately after returning home.  The study found that while 12% of 

active duty Iraq veterans reported PTSD immediately after returning home, 17% reported PTSD 

upon reassessment six months later.  The increase in PTSD instances was much higher among 

veteran members of the National Guard and Army Reserve.  Upon immediate return from duty, 

13% of these veterans reported having PTSD.  However, at their six month reassessment, 25% of 

National Guard and Army Reserve veterans reported suffering with PTSD.   

 The rate of depression symptoms among combat veterans also increased dramatically in 

the six month period between screenings.  Active duty soldiers’ rate of depression symptoms 

rose from 5% to 10%, while rates for reservists rose from 17% to 36%.  Problems with 

interpersonal conflict194 also greatly increased during this period.195  In their first screening upon 

return from Iraq, 3.5% of active duty soldiers reported problems with interpersonal conflict.  

This number increased to 14% upon the second screening six months later.  Among reservists, 

problems with conflict rose from 4% at the first screening to 21% at the second screening.196  
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Post Traumatic Stress Disorder in Soldiers Returning From Iraq 
 Post deployment Health 

Assessment 
Post deployment Health 

Reassessment (Six months 
later) 

Active Duty  12% 17% 
National Guard and Army 
Reserve 

13% 25% 

*Source- Moon, Mary Ann, Returning Vet’s Mental Health Worsens Over Time, Clinical 
Psychiatry News, December 1, 2007. 
 
 
Depression in Soldiers Returning from Iraq 
 Post deployment Health 

Assessment 
Post deployment Health 

Reassessment (Six months 
later) 

Active Duty  5% 10% 
National Guard and Army 
Reserve 

17% 36% 

*Source- Moon, Mary Ann, Returning Vet’s Mental Health Worsens Over Time, Clinical 
Psychiatry News, December 1, 2007. 
 
 
Problems with Interpersonal Conflict in Soldiers Returning from Iraq 
 Post deployment Health 

Assessment 
Post deployment Health 

Reassessment (Six months 
later) 

Active Duty  3.5% 14% 
National Guard and Army 
Reserve 

4% 21% 

*Source- Moon, Mary Ann, Returning Vet’s Mental Health Worsens Over Time, Clinical 
Psychiatry News, December 1, 2007. 
 
 
C.     SUICIDE  IS  A  GROWING  EPIDEMIC  IN  THE  MILITARY 

In addition to suffering from a staggeringly high number of mental health problems, 

many veterans struggle with suicidal thoughts.  In 2005, more than 6,250 soldiers committed 

suicide.197  National Guard and Army Reserve veterans account for more than half of all suicides 

among Iraq and Afghanistan veterans.198  This figure is quite high, given that the National Guard 

and Reserves account for only 28% of all U.S. military forces deployed in Iraq and 



Afghanistan.199  According to Master Sgt. Marshall Bradshaw, the Army National Guard suicide 

prevention manager, the National Guard does not have the same level of suicide prevention 

resources and facilities as the active duty army.200  Upon completing a tour of duty, members of 

the National Guard and Reserves do not return to a military base, where active duty soldiers 

benefit from the support of fellow veterans.201  

 

202 
 

.     WOMEN  IN  THE  MILITARY  ARE NOT OUT OF HARM’S WAY 

    1.   Women Perform Dangerous Jobs 

 Over 160,000 women have been deployed to Iraq and Afghanistan, compared to 7,500 

who served in Vietnam and 41,000 who served in the Gulf War.203  Women are officially limited 

to combat support roles in war.  The truth however, is that women are often thrust into combat 

due to the nature of the Iraq war.  Women’s roles in combat are defined by a 1994 policy 

memorandum issued by former Secretary of Defense Les Aspin.  The memorandum states that 

women must be excluded from units “whose primary mission is to engage in direct combat on 

the ground.”204  A 2007 report commissioned by the DOD and authored by the RAND 

Corporation found that the military’s assignment policies regarding women and their exposure to 

D
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ilitary 

combat are not “clearly understandable.”205  The RAND report concluded that the vague 

assignment policies result in situations where the “letter” of the policies may be satisfied, even 

when women are assigned to units whose exposure to combat “the framers of the policy sought 

to rule out.”206   

 The RAND report makes clear that women are in no way insulated from danger in Iraq or 

Afghanistan.  For example, women presently hold military jobs such as truck drivers, gunners, 

medics, military police and helicopter pilots, which are all dangerous occupations.207  The 

danger of such occupations cannot be discounted, especially in non-traditional warfare situations 

such as those in Iraq and Afghanistan.  As Matthew Friedmand, executive director for the 

National Center for PTSD, has stated: “one of the most dangerous things you can do in Iraq is

drive a truck, and that’s considered a combat support role.”208  In fact, as of March 17, 2008, 106 

women had died in Afghanistan and Iraq, representing approximately 2.5% of all U.S. m

casualties.209  Statistics of injuries by gender are not released.   But, if the percentage of women 

injured are similar to fatality rates, then approximately 782 women have been injured in Iraq and 

Afghanistan.210  Female high school students should know that the exigencies of fighting in the 

global war on terror put every enlistee in danger, regardless of the technical characterization of 

their job title or unit assignment. 

 
      2.   Sexual Assault 

 Combat exposure is just one cause of PTSD and other mental health problems among 

veterans of the wars in Iraq and Afghanistan.  Women soldiers may suffer additional psychiatric 

harm if they are sexually assaulted and/or harassed while on active duty.  Sexual assault and 

harassment is referred to as Military Sexual Trauma (MST).  While there are no statistics 

available about the instances of MST in Iraq and Afghanistan, 23% of all women veterans using 
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health care from the Department for Veterans Affairs (VA) report sexual assault while in the 

military.  Additionally, an astonishingly high 55% of women and 38% of men using VA health 

care report being sexually harassed while in the military.211  Of women veterans reporting being 

raped by fellow soldiers, 37% report being raped multiple times and 14% report being gang-

raped.212  

MST statistics are shocking given the fact that rape is, in general, an under-reported 

crime.213  While current rates of rape under-reporting in the military could not be found, a 

Department of Defense policy change highlights that rape is pervasive.  In 2005, the DOD re-

wrote its rules so that victims of sexual assault can report abuse confidentially.  Such confidential 

reports open the door to counseling and treatment without “setting off an official 

investigation.”214  Since this change in policy, reports of military sexual assault have increased 

by 40%.215  

In light of the prevalence of MST, it is not surprising that women veterans report higher 

rates of mental anguish and PTSD.216  A VA study following the Gulf War demonstrates a trend 

suggesting that rates of sexual trauma rise during wartime and women were more likely to 

develop PTSD from sexual assault than from exposure to combat.217  Women soldiers have to 

suffer with both the stressors associated with combat and those rising out of sexual trauma.  This 

is especially significant today, when one in ten soldiers are women.218   

The command structure of military service also contributes to the psychological 

difficulties women face in dealing with sexual trauma.  A soldier commits a punishable crime by 

not obeying orders.219  Soldiers are trained to be completely subordinate to their superiors in the 

chain of command.  Indeed, it is a criminally punishable offense to disobey the orders of a 

superior officer.  One particularly traumatic experience many women soldiers report is combat 
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rape, where they are raped by men higher up in the military command chain.  Army specialist 

Suzanne Swift recalls her squad leader in Iraq knocking on her door late at night demanding sex.  

When she protested his demands, her sergeant ordered her “to do solitary forced marches from 

one side of the camp to another at night in full battle gear.”220  One female soldier reported that 

she was wrongfully accused of intoxication and was disciplined after she reported sexual 

harassment.221 

Women soldiers who survive sexual assault find little solace in the military discipline 

process.  Of 3,038 investigations of sexual assault in 2004 and 2005, only 329 resulted in a court-

martial, while 617 of perpetrators received less serious punishments such as demotions, transfers 

and letters of admonition.222 

 
E.     HOW  THE U.S.  FAILS WOUNDED VETERANS – THE HEALTH CARE CRISIS 
 
 In 2007, the media began reporting the abysmal conditions at the Walter Reed Army 

Medical Center.  News reports were full of descriptions of moldy, vermin-infested rooms with 

cheap mattresses and stained rugs.223  Once the beacon of the VA’s vast system of treatment 

facilities for injured soldiers, the Walter Reed Medical Center deteriorated after five years of 

sustained combat in Iraq and Afghanistan.224  The problems at Walter Reed are endemic of the 

VA healthcare system.  Veterans report similarly horrific experiences in many other VA 

facilities.  A veteran’s mother reported that The Naval Medical Center in San Diego had a room 

“swarming with fruit flies, trash overflowing and a syringe on the table.”225  Other reports of 

substandard care have come from Fort Knox in Kentucky, Fort Campbell in Kentucky, Fort 

Bragg in North Carolina, Fort Dix in New Jersey, and Fort Irwin in California.226 

 Perhaps even more troubling than the standard of care at many VA facilities is the 

difficulty many veterans face in receiving health care.  One particularly shocking story is that of 
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th care.”229 

Jonathan Schulze, a Marine who received two purple hearts for his service in Iraq.  Having 

returned from the war with severe depression, Schulze drove 75 miles to his nearest VA medical 

center in St. Cloud, MN.  When he arrived, he was told that the clinician he came to see was 

unavailable.  When he finally spoke to the clinician the next day, he learned that he was 26th in 

line for a bed in the center’s PTSD ward.  Four days later, he hung himself with a telephone 

cord.227   

 While Schulze’s story is dramatic, it illustrates the flaws of the VA system.  Soldiers are 

not receiving adequate health care.  A Government Accountability Office study found that 80% 

of soldiers returning from Iraq who showed signs of potential PTSD were not referred to mental 

health follow up visits.228  This is troubling given the fact that, according to the Associated 

Press, Veteran’s Affairs “has a backlog of about 400,000 pending medical claims and 

complaints, especially in mental heal

One particularly troubling trend is that approximately 22,500 troops have been released 

from service from the Iraq war because they allegedly have a “pre-existing personality disorder” 

that surfaced in “the heat of battle.”230  A discharge because of personality disorder prevents 

veterans from collecting medical benefits and disability insurance.231  Soldiers dismissed in this 

manner have to return the portion of their re-enlistment bonus for time they have not served 

under their contract.232  

By discharging 22,500 soldiers because of personality disorders, the military will save 

approximately $4.5 Billion in medical care over the lifetimes of injured soldiers.233  Since the 

start of the Iraq war, cases of personality disorder discharge have increased dramatically.234  
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Several critics, including military attorneys and veterans’ groups, have stated publicly 

that the “pre-existing personality disorder” diagnosis is a manufactured one, and is just an excuse 

for the U.S. to save money by denying benefits to veterans.236  As Russel Terry of the Iraq War 

Veteran’s Organization points out, every soldier must pass a thorough psychological screening 

upon entering the military and cannot serve if he or she has psychological problems.237  Any 

psychological problem, including “personality disorder,” should be detected during this 

examination.   

It is thus disingenuous for the military to claim, after the fact, that a soldier has a pre-

existing psychological disorder and to deny him benefits.  Steve Robinson, director of veteran’s 

affairs at Veterans for America, attributes the rise in personality disorder diagnoses to the 

overflow of wounded soldiers coming from Iraq.  He believes that doctors are quick to make this 

diagnosis in order to “free up space for the three or four [soldiers] who are waiting.”238  A third 

observer, a lawyer with Trial Defense Services in the Army, believes that doctors are ordered to 

make these diagnoses by commanders who want to get rid of un-deployable soldiers.239  

Whatever the reasons for the high rates of personality disorder diagnoses, challenging 

these diagnoses is quite difficult.  Claims can only be reviewed once through the Board for 

Correction of Military Records.  Even approved reversals of personality disorder diagnoses can 

take up to 18 months to take effect.240  Lawyers advising soldiers in challenging these diagnoses 
 51
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ate 

healthc

often advise them to petition their Congressional representatives.  This remedy is hardly the 

quickest or least cumbersome alternative for veterans seeking medical benefits.241  

For information on how veterans can increase chances of receiving appropri

are, see Appendix D. 
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VI.     STUDENTS  INTERESTED  IN ENLISTING  TO  RECEIVE  
EDUCATIONAL  BENEFITS  HAVE  OTHER OPTIONS 

 

 Almost all teenagers have a hard time deciding what to do after graduating from high 

school.  College-bound teens face the additional challenge of planning how to finance their 

education; a challenge that will only become more difficult with the ongoing economic problems 

in the United States.  For many students, enlisting in the armed services immediately following 

graduation appears to be the simplest and best way to obtain a free college education.  There are 

however, other options available to students who may not be able to afford college.  In addition 

to traditional tuition assistance, such as federal educational loan programs, private loan 

programs, university grants, university scholarships, and independent scholarship programs, the 

State of New Jersey and even the Armed Forces offer educational assistance programs that do 

not require a student to go to war before attending college.     

 For students whose primary motivation for joining the military is educational benefits, 

the alternative sources of financial assistance (listed below) may provide an immediate, viable, 

non-military route to attaining a college education.  For students who are motivated by 

patriotism, but who still want to earn a degree, enlisting immediately upon graduating from high 

school still may not be the best option.  These students should consider enlisting after or during 

college via the military’s Reserve Officer’s Training Program (“ROTC”).  Enlisting via the 

ROTC program provides a student with two advantages.  First, the student does not have to wait 

to get an education.  The ROTC program provides the student with significant immediate 

financial assistance.  Second, a college degree helps soldiers move up the ranks in the military, 

and often provides enlistees with a higher base salary.   
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 Students who are unsure what to do after graduation should keep all options on the table 

by applying broadly to colleges, and for scholarships, grants and/or other opportunities.  By 

taking these steps, a student and his or her parent(s) will be able to accurately weigh the risks and 

benefits of military enlistment and make a truly informed decision regarding whether to enlist.  

It took law students nearly 25 hours to find and read the various websites necessary to 

compile the information below.  Gathering scholarship information can be a daunting task for 

any parent or student, and is especially challenging to those who may not have access to the 

internet or other information sources.  It is therefore critical for guidance counselors and other 

school officials to provide this information to students, especially if the student makes clear that 

he or she is interested in the military because of the educational benefits of service. 

The following is a comprehensive listing of both State and military programs providing 

tuition assistance and other educational benefits to qualifying students.  Also provided in this 

report are the eligibility requirements and conditions of the programs.  This listing should assists 

parents, students and educators in determining whether military enlistment immediately 

following high school is the best option.242  The State programs, listed below, are in addition to 

other sources of funding such as federal educational assistance and private loans and 

scholarships, which also should be explored by students wishing to develop a full picture of post-

high school options. 
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A.     NEW  JERSEY  STATE  SCHOLARSHIP  PROGRAMS 

      1.   NJ STARS Program243 
 
 The NJ STARS program helps recent high school graduates attend community college by 

providing full-tuition scholarships to those that meek the eligibility requirements. 
 
  a.  Eligibility 

To apply for the NJ Stars Program, a student must graduate in the top 20 
percent of his or her high school class and apply for all other federal and state 
financial aid available to them. 
 

  b.  Benefits 
NJ STARS covers up to 5 semesters of the tuition and approved fees at New 
Jersey’s community colleges. 
 

  c.  Requirements for Recipients 
Once accepted in the NJ STARS program, a student must follow the following 
requirements:  
 

1. Enroll at a community college within 2 years of graduating from high 
school; 

 
2. Take a minimum of 12 college-level credits each semester, but no 

more than 15 credits; 
 

3. Enroll in an associate degree program; 
 
4. Maintain full-time enrollment; 
 
5. Achieve a minimum of a 3.0 GPA after the first year of enrollment in 

order to have NJ STARS funding renewed for a second year. 
 
2.   NJ STARS II244 
 

The NJ STARS II program provides successful NJ STARS participants with additional 
tuition coverage at any public four-year college or university in New Jersey.  Thus, if the 
requirements of NJ STARS and NJ STARS II are complied with, a student can earn an 
undergraduate degree with their tuition completely paid by the State. 
 

  a.  Eligibility 
NJ STARS II is a program limited to NJ STARS graduates who have earned 
an associates degree, graduating from community college with a GPA of 3.0 
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or better.  Students also have to reapply for all available state and federal 
financial aid to be eligible for NJ STARS II. 
 

  b.  Benefits 
NJ STARS II provides a full tuition and approved fees scholarship at any 
public, 4-year college or university in New Jersey.  The NJ STARS II 
program also ensures that all credits achieved at community college under NJ 
STARS are fully transferrable. 
 

  c.  Limitations 
NJ STARS II does not cover room, books and board and is limited to public 
colleges and universities. 
 

For more information on the NJ STARS and NJ STARS II programs, please visit 
http://www.njstars.net/. 

 
 

3.   Educational Opportunity Fund245 
 

New Jersey’s Educational Opportunity Fund  (“EOF”) provides participating colleges and 
universities with the means to assist students from difficult or underprivileged 
backgrounds achieve college educations through mentoring, tutoring and financial 
assistance. 

 
  a.  Benefits  

The EOF provides grants for both undergraduate and graduate studies,246 and 
provides individual grants that range from $200 to $2,500 (up to $4,350 for 
graduate coursework).  The EOF also provides support services for enrolled 
students, such as counseling, tutoring and developmental coursework. 
 

  b.  Eligibility 
To be eligible for EOF assistance, a student must meet the following 
requirements: 
 

1. Attend an institution of higher education in New Jersey; 
 
2. Be a New Jersey resident; 

 
3. File a Free Application for Federal Student Aid (“FAFSA”); 
 
4. Grants are typically available only to students who grew up in poverty 

or faced other difficulties as a child and/or adolescent. 
 
  c.  Limitations and Conditions 

EOF assistance is limited to participating colleges and universities 
participating in the program (currently this represents 42 institutions in New 
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Jersey).  Furthermore, each institution is responsible for implementing the 
program and set is own criteria for the EOF admissions process and has 
limited spaces available each year.  

 
For more information, visit:  
http://www.nj.gov/highereducation/EOF/EOF_Eligibility.htm.   
For a list of participating institutions visit: 
http://www.nj.gov/highereducation/EOF/EOF_programs.htm. 

 
 

4.   New Jersey Higher Education Student Assistance Authority247 
 
The following scholarships are smaller-scale individual awards, often administered by 
specific branches of the State government.  Although these programs are not as 
comprehensive as the NJ STARS or Educational Opportunity Fund, they are still 
important sources of assistance that high school graduates should apply for if eligible. 

 
a.   Edward J. Bloustein Distinguished Scholars  

Provides $1,000 to exceptional NJ students who rank in the top 10% of  their 
classes and have a combined SAT score of 1260 (regardless of their financial 
need). 

 
b.   Urban Scholars 

Provides $1,000 to exceptional NJ students attending NJ colleges in urban and 
economically distressed areas. Students must rank in the top 10% of their 
classes and have a minimum grade point average (GPA) of 3.0 (regardless of 
financial need).  

 
c.   Outstanding Scholar Recruitment Program  

Up to $7,500 per year to outstanding NJ students at participating New Jersey 
educational institutions.  Grants are dispersed based on class rank and SAT 
score.  The minimum class rank is the top 15%, and the minimum SAT is 
1250.248  

 
d.   Survivor Tuition Benefits Program 

Provides free tuition at New Jersey educational institutions for the spouses 
and dependants of law enforcement officers, fire fighters, or other emergency 
services personnel who were killed in the line of duty.  

 
e.   Dana Christmas Scholarship for Heroism 

Provides up to $10,000 to recognize young New Jerseyans for exceptional acts 
of heroism in honor of Dana Christmas, the late Seton Hall student who is 
credited with saving the many lives of her fellow students during a fire on 
January 19, 2001. 
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f.   New Jersey World Trade Center Scholarship Fund 
Provides up to $6,500 per year for college studies to the surviving spouses and 
children of New Jersey residents who died as a result of the terrorist attacks 
against the U.S. on September 11, 2001.  

 
g.   Law Enforcement Officer Memorial Scholarship Programs 

Provides scholarships to the dependent children of New Jersey law 
enforcement officers who have died in the line of duty, for full-time 
undergraduate studies at accredited NJ educational institutions. 

 
 
B.     MILITARY  EDUCATIONAL  BENEFITS  AVAILABLE  TO  HIGH  SCHOOL  ENLISTEES 
  

 On June 30th, 2008 President Bush signed House of Representatives Supplemental 

Appropriations Act 2462 into law.  Title V of HR 2462, the “Post-9/11 Veterans Educational 

Assistance Act of 2008,” (“Post-9/11 VEAA”) replaces the existing Montgomery GI bill, which 

did not offer clear or adequate educational benefits.249     

 
 1.   The Basics of the Post-9/11 VEAA 

 The Post-9/11 VEAA provides educational benefits for veterans who have or will 

complete a minimum amount of active-duty service since September 11, 2001.250  The act will 

begin delivering educational benefits to veterans on August 1, 2009.251  The Post-9/11 VEAA 

amends the Montgomery GI Bill,252 which was widely criticized as having sub-standard 

educational benefits. 

 
 2.   Entitlement Eligibility 

 To be eligible for educational assistance under the Post-9/11 VEAA, a person must have 

completed:  

a. a minimum of 90 days of aggregate service in the Armed Forces or 30 days of 
continuous service in the Armed Forces and be released due to a “service-
connected disability”253  
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OR 
 

b. minimum of 90 days of aggregate service and a qualifying discharge:  

(1) an honorable discharge;  

(2) a release “characterized as honorable” by the relevant 
Secretary, and placement on the retired list or transfer to a 
reserve Marine Corps or Fleet unit, or placement on the 
“temporary disabled list;” 

 
(3) a release for further service in the Armed Forces in a reserve 

component after service characterized as honorable by the 
relevant Secretary; 

 
OR 

(4) a discharge or release due to: (a) a preexisting medical 
condition; (b) hardship; or (c) a physical or mental disability 
that was not the result of the individual’s own willful 
misconduct, but interfered with active duty.254   

 
 Once a soldier is eligible for educational assistance under the Post-9/11 VEAA, the 

amount of time s/he served in active duty dictates the amount of his or her educational benefits. 

 
 3.   Amount of Educational Assistance 

 There are two main routes to becoming eligible for educational assistance under the Post-

9/11 VEAA.  The first is based on length of service in active duty, and is predicated on the 

nature of one’s discharge from the military.255  The second is based on suffering a “service-

connected disability,” (injury in the line of duty).256  Maximum benefits are available for up to 

36 months (9 months per year for a typical 4 year undergraduate degree program).  For those 

who do not qualify for the maximum entitlement (36 months active duty, or service-connec

disability) the length of entitlement does not change, but the amount received is reduced to a 

percentage of the maximum, which is as follows: 

ted 
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a.    Tuition Assistance: up to the cost of the most-expensive approved 
 “institute of higher learning” (IHL) in the same State as the school 
 attended by the eligible veteran.  These payments are made directly 
 to the school, which simplifies the process for veterans.257 

 
b.    Housing Assistance: matching the amount that an active-duty 
 member of the armed forces in the E-5 pay grade with dependants 
 would receive in the same ZIP code where the school is located.  
 This amount can be found under section 403 of title 37 of the US 
 Code.258 
 
c.   Books and Supplies Assistance: up to $1000 per year.  This 
 amount is divided by the number of semesters or quarters and paid 
 to the veteran.259 
 
d.   Rural Relocation Assistance: of $500.  Veterans moving from 
 locations classified as highly rural may apply to receive a one-time 
 payment of $500 if they are traveling far enough to attend 
 school.260 
 
e.   Tutorial Assistance: available if a veteran’s professor or 
 instructor deems it necessary in the course and such  course is a 
 necessary element to the veteran’s curriculum.  If approved the 
 maximum tuition assistance is $1200 per year, paid out as $100 per 
 month.261 
 
f.   Licensure and Certification Test Assistance: full payment for 
 approved tests up to $2000 regardless of a veteran’s entitlement 
 percentage of the maximum, discussed below.  This amount is 
 considered separate and does not affect other entitlements.262 
 
g.   Yellow Ribbon Assistance at More Expensive Institutions: 
 schools that charge higher tuition than that of the most expensive 
 in-state public institution may participate in a cost-sharing program 
 with the military.  The school and the DOD will split the cost of 
 attendance.  The formula will be determined on a case-by-case 
 basis.263 
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 4.   Amount of Educational Benefits 

  a.  Maximum Entitlement: 36 Months of Service or a “Service-Connected  
  Disability” 
 

 Veterans who are eligible for assistance due to a service-connected disability are entitled 

to the maximum benefits automatically under the Post-9/11 VEAA.264  Otherwise, the amount of 

entitlement of any veteran under the Post-9/11 VEAA is tied to the length of his or her service.  

To be eligible for the maximum entitled mentioned above, a veteran must have completed 36 

aggregate months of active service and receive a qualifying discharge.265  Otherwise, a veteran is 

entitled to assistance that still continues for 36 months but is paid as a percentage of the 

maximum as follows: 

(1) 30 Months of Service – 90% of maximum entitlement 

(2) 24 Months of Service – 80% of maximum entitlement 

(3) 18 Months of Service – 70% of maximum entitlement 

(4) 12 Months of Service – 60% of maximum entitlement 

(5) 6 Months of Service – 50% of maximum entitlement 

(6) 90 Days of Service – 40% of maximum entitlement266 

  
 A typical active-duty service obligation for new enlistees is 2 - 6 years, with the majority 

of enlistment contracts specifying a 2 or 3 year commitment.  Thus, a solder who completes a 

minimum 2 year commitment of active duty and who receives a qualifying discharge would be 

eligible for 80% of the maximum benefits according to his state and ZIP code of residence. 
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 5.   Transferability of Benefits 

 Section 3319 of the Post-9/11 VEAA generally authorizes the transfer of educational 

benefits from veterans to their spouses and/or children.267  The act itself allows the Secretary of 

Defense to authorize the Secretary of each branch of the military to promulgate specific 

regulations outlining the specifics of transferability under the Post-9/11 VEAA.268  According to 

the Department of Veterans Affairs, regulations regarding transferability will be forthcoming 

before August 1, 2009 when the act begins to deliver benefits.269 

 
 6.   Expiration of Benefits 

 
 The benefits a veteran is entitled to under the Post-9/11 VEAA must be used within 15 

years.  This period begins at the time of the soldier’s last discharge from active duty.270 

 
 7.   Conclusion 

 The Post-9/11 VEAA provides veterans with meaningful educational assistance.  

Veterans however, cannot begin receiving benefits until August 1, 2009.  Veterans must serve 3 

years of active duty service, or be injured in the line of duty in a manner considered to be 

“service-connected” in order to receive full educational benefits.  The act covers only 9 months 

per academic year for a typical 4 year undergraduate degree.  This means that the veteran must 

cover non-academic year costs personally and must graduate on schedule, without summer or 

winter session schooling.  Anyone considering joining the military should compare these benefits 

with scholarships, State and federal financial aid, and ROTC programs.  The educational benefits 

provided under the Post-9/11 VEAA should also been considered in the context of the risks of 

military service during wartime.  Anyone considering enlisting should be mindful that the term 

“service-connected” disabilities may be interpreted very narrowly.271  Disabilities that the 
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average person would consider “service-connected” are often excluded by the Veterans 

Administration, as discussed earlier in this report.   

 
C.     MILITARY-BASED  EDUCATIONAL  ASSISTANCE  FOR  COLLEGE  STUDENTS  AND 
           GRADUATES 
 
 The Army, Navy, Air Force and Marine Corps all maintain ROTC programs which offer 

generous scholarship opportunities to graduating high school seniors and college students who 

have not completed their degrees.  The ROTC is used by the military branches to recruit and 

train highly skilled officers.  As such, scholarships are awarded based on a student's merit and 

grades, not financial need.272  The ROTC allows graduates to start active-duty military service as 

officers.   

 Each branch of the military administers its own ROTC program.  But, the eligibility 

requirements are roughly the same for all ROTC programs.  As such, for the sake of brevity, the 

Army ROTC program will be used as an example where necessary. 

1.   ROTC College Students Can Be Called Into Active Duty after One Year of 
College 

 While ROTC programs offer students an opportunity to go to college before military 

service, the military reserves the right to call students to active duty after one year of college 

classes.  For more information, visit: http://www.army.com/enlist/rotc-faqs.html. 

 2.   Benefits273  

 The Army offers two, three, and four-year ROTC scholarships, depending on when a 

student applies to the program.  Once accepted, a student receives a tuition scholarship as well as 

additional allowances to pay for books and fees.  Most graduates of the program begin their 
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active-duty commitment as officers, with more specialized training and higher pay than soldiers 

who enlist immediately after high school. 

 Living Expenses are also covered under ROTC scholarships.  Students can earn certain 

amounts depending on their progress in the Army ROTC curriculum.  The monthly living 

expenses stipend for a ROTC student is as follows:  

Monthly Living Stipends for College ROTC Students 

    Army274 Navy275 Air Force276 Marines277 

1st year: $300  $250  $300  $250 

2nd year: $350  $300  $350  $300 

3rd year: $450  $350  $400  $350 

4th year: $500  $400  $450  $400 

 
 3.   Eligibility Requirements278 
   

• U.S. citizenship 
 

• Between 17 and 26 years old 
 

• Able to meet physical standards 
 

• Agree to accept a commission and service on Active Duty or in a Reserve 
Component (U.S. Army Reserve or Army National Guard).  This requires a total 
of an 8-year military commitment (4 years in college and 4 years active duty after 
graduation).   

 
 

4.  Academic Requirements  
   
 Army: 

High school GPA of at least 2.50, high school diploma or equivalent and a 
minimum of 920 on SAT or 19 on ACT (excluding required writing test 
scores).279 

 
  
 



 Navy:  
High school diploma or equivalent, score a minimum of 530 in Critical Reading 
and 520 in math on the SAT or score 22 on English and 21 on Math on the ACT.  
The test score requirements are reduced for students graduating in the top 10% of 
their high school class. 280 

 
 Air Force:  

College enrollment, good academic standing, pass the Air Force Officer 
Qualifying Test, be selected by a board of Air Force officers.281 

 
  Marines:  

High school diploma or equivalent, minimum of 1000 composite SAT score or 22 
composite ACT.  The test score requirements are reduced for students graduating 
in the top 10% of their high school class.282 

 
 

For more information and to apply to ROTC college programs, visit:   

• Navy and Marine Corps: https://www.nrotc.navy.mil/aboutnrotc.cfm 

• Army: http://www.goarmy.com/rotc/ 

• Air Force: http://www.afrotc.com/ 

  
D.     ENLISTMENT  BENEFITS  FOR  COLLEGE  STUDENTS  AND  GRADUATES NOT ENROLLED IN 

ROTC PROGRAMS 
 

 There are many other advantages to enlisting in the military during and after college.  A 

selection of these benefits is listed below and should be explored by college-bound students 

interested in serving in the military. 

 
 1.   Advantages to Enlisting During College 
 

Higher Sign-On Bonuses283 
Those with Associates Degrees and college credits also qualify for higher sign-on 
bonuses. 
 
Better Pay284 
Those with Associates Degrees and college credits qualify for higher pay than 
enlistees who are only high school graduates. 
 
More Elite Jobs 
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Those with Associates Degrees and college credits are also much more likely to 
qualify for elite jobs and training programs. 
 
Navy Baccalaureate Degree Completion Program285 
Available to students enrolled in college degree programs who wish to attend the 
Navy’s officer candidate school upon graduation.  Provides financial assistance to 
students to facilitate completion of an undergraduate degree.  Unlike ROTC, this 
program does not offer officer training during college.    
 
Air Force In-College Scholarship Program 286 
Offers scholarships to college freshmen and sophomores in any degree program.  
Like the Navy Baccalaureate Degree Completion Program, this program does not 
offer officer training during college. 
 
Health Services Program 
The Army offers full-tuition plus stipend scholarships to students pursuing any 
accredited medical, dental, veterinary, psychology or optometry program in the U.S. 
or Puerto Rico.  The student must serve one year in the Army for every year that he or 
she receives a scholarship. 

 
 
 2.   Benefits of Enlisting as a College Graduate 
 
 In addition to receiving the benefits listed directly above, college graduates who enlist 

may reap additional benefits.  The military has student loan repayment programs which can help 

enlistees repay existing student loans.  Additionally, college graduates may be eligible to enlist 

directly into the officer candidate schools of the various military branches.  This puts them on a 

fast-track to interesting careers with better pay and benefits. 
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VII.     CONCLUSION 

 There are many alternative routes to receiving a college education that do not involve 

military service.  Enlisting in the armed forces is a serious and irrevocable commitment.  It 

should be considered once a student has a complete understanding of the various post-high 

school opportunities available to him or her.  For some students, enlisting upon graduation from 

high school will be the right choice.  Some students may reconsider the decision to enlist once 

they are made aware of other educational opportunities to which they may be entitled.  This 

Report highlights numerous options available to high school students.  It is an effort to provide 

meaningful information so that families can make informed decisions concerning military 

enlistment. 

 This report also discusses how many high schools are failing their students by giving 

military recruiters unlimited access to students.  Recruiters are ordered to “sell” the military to all 

high school students, even the ones who are too young to enlist.  The military’s 2009 recruitment 

budget is $20.5 Billion.  The military uses our tax dollars to pay the same advertising firms that 

help sell sugary soft drinks and junk food to come up with slick video games and advertisements 

to convince teenagers to enlist.  These advertisements do not give students an accurate picture of 

military life and strategically exploit adolescent insecurities for recruitment purposes. 

 High schools fail families by neglecting their obligations under federal law to notify 

parents that they have the right that we hope keep recruiters from their children.  This report 

contains recommendations that we hope the State legislature, school boards, high school 

administrators, parents and students will adopt to ensure that parents and high school students are 

informed of their rights to keep recruiters away from children.   
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VIII.     RECOMMENDATIONS 

 
To protect the rights of students and parents, and to ensure that schools throughout the 
state comply with both NCLB and FERPA, we urge that the following recommendations be 
implemented immediately.  
 
 
LEGISLATURE 
 

• Pass a State-wide opt-out policy that includes the following provisions: 
 

o Require schools to include an opt-out check box on a mandatory emergency form 
(see mandatory emergency information form) OR print as a stand alone form and 
require its return along with other mandatory forms 

 
o Require schools to distribute opt-out forms within the first few weeks of each 

school year 
 
o Honor opt-outs for the entire time a student spends in a particular high school, and 

eliminate the need for annual opt-out forms 
 
o Translate the opt-out form into different languages in multilingual districts 
 
o Require guidance offices to keep visible copies of opt-out forms  
 
o Require school boards to certify compliance with the above policy to the New 

Jersey State Board of Education by the first week of classes of each academic 
year. 

 
 
SCHOOL BOARDS 
 

• Pass a resolution that includes the following provisions: 
 

o Limit military recruitment to number of visits by colleges and other post-
secondary options (i.e. college fairs) 

 
o Limit military recruitment to the same single location where college and employer 

recruiters meet students (usually the guidance office) 
 
o End recruiter abilities to roam halls and approach students 
 
o End recruiter classroom presentations  
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o End recruiter access to teachers lounges 
 
o Ensure that information given by recruiters is accurate  

 
o Require military recruiters to sign in/sign out 
 
o Require schools to collect and make publicly available recruiter data such as: 

 Recruiter frequency on campus 

 Dates of requests for student contact information 

 Submissions of student information by military branch, class level and age 
of students, and number of students opting out 

 
o Require a formal grievance procedure for incidences of military 

misconduct/misrepresentation 

 Make grievances known to recruiters’ superiors  

 Deny access to recruiters engaging in misrepresentation/misconduct 

o Provide equal access to students to groups that provide information about non-
military public service and anti-war groups 

 
 
HIGH SCHOOL ADMINISTRATORS & GUIDANCE COUNSELORS  
 

• Incorporate recommendations for School Boards and Legislature listed above 
 
• Publicize parents’ “opt-out” rights regarding their children and military recruitment 
 

o Make “opt-out” forms and information available in the guidance office 
 
o Post “opt-out” forms and information on school’s website 
 
o Discuss “opt-out” information at meetings with parents 
 

• Understand that No Child Left Behind requires equal access to students for military 
recruiters, but it does not entitle the military to unlimited access 

 
• Ensure that information given by recruiters is accurate  
 

o Identify one staff person to talk with students interested in enlisting  about pros 
and cons of service, and the reality of benefits 
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o Notify parents and students  of the identity of this person 
 
o Develop a benefits fact sheet to disseminate to students containing accurate 

information about military benefits 
 

• Limit student’s information released to name, phone number, and address only 
 

o Do not include additional information about ethnicity, participation in student 
organizations, etc.  

 
• Provide equal access to students to groups that provide information about non-military 

public service and anti-war groups 
 
• Notify students that they do not have to take the Armed Services Vocational Aptitude 

Battery test  
 
 
PARENTS 
 

• Know that you have a right to opt your child out of military recruitment lists  
 
• If no opt-out policy exists at your child’s school 
 

o Demand it 
 
o Write an affirmative letter opting out (see sample letter) 
 

• Get involved 
  

o Understand your rights  
 
o Voice your concerns 
 
o Run for local school board 
 
o Attend school board meeting and submit a request for a resolution 
 
o Raise awareness of opt-out policies and rights to other parents and with school 

officials 
 

• Inform your child that he or she does not have to take the Armed Services Vocational 
Aptitude Battery test 
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STUDENTS 
 

• You do not have to speak to recruiters  
 
• You can opt-out yourself (see NCLB § 9528) 
 
• You do not have to take the Armed Services Vocational Aptitude Battery (ASVAB) test 
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Chapter 1
Introduction

1-1. Purpose
The purpose of this handbook is:

a. To provide a single-source guidance docu-
ment, combining regulatory requirements and
successful techniques and ideas to assist staff
and recruiters in building and maintaining an
effective School Recruiting Program (SRP).

b. To provide a school calendar of events
and significant activities and ensure an Army
presence in all secondary schools.  School own-
ership is the goal.

c. To assist in the training of new recruiters
and serve as a reference guide. The tech-
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niques and programs contained in this hand-
book have been proven to be successful
throughout this command.  They are time-tested
techniques and if properly implemented, can
assist the recruiting force in developing, imple-
menting, and maintaining the SRP.

1-2. References
Required and related publications and referenced
forms are listed in appendix A.

1-3. Explanation of abbreviations
Abbreviations used in this pamphlet are ex-
plained in the glossary.

1-4. SRP
a. The SRP is a well planned, prioritized, and

coordinated effort designed to create positive
awareness and interest in available Army pro-
grams among students, parents, educators, and
centers of influence (COIs) within the commu-
nity.  It is designed to assist recruiters in pen-
etrating their school market and channeling their
efforts through specific tasks and goals to ob-
tain the maximum number of quality enlistments.
The SRP is also an important part of an inte-
grated recruiting prospecting-lead generation
program that ensures total market penetration.
Teamwork at all levels is essential to the execu-
tion of the SRP.

b. The SRP has four distinct phases: Sum-
mer, Fall, Winter, and Spring and its success is
dependent upon the development and imple-
mentation of a sound school plan.  School plans
for the upcoming school year (SY) are devel-
oped at recruiting battalion (Rctg Bn) and re-
cruiting company (Rctg Co) level during the 4th
quarter of the current SY. The plans will include
procedures for establishing school priorities,
Armed Services Vocational Aptitude Battery
(ASVAB) testing goals, directory information ac-
quisition objectives, and a college expansion
plan. Also included in the school plan is a ma-
trix which lists mandated activities which should
be completed on a monthly basis by each mem-
ber of the Rctg Bn, Rctg Co, and recruiting sta-
tion (RS) recruiting team.  Commanders and
the field force at all levels should continually
assess their school programs and recruiting
activities to see what type of impact they have
on production.

c. The objective of the SRP is to assist re-
cruiters with programs and services so they
can effectively penetrate the school market.
The goal is school ownership that can only lead
to a greater number of Army enlistments. Re-
cruiters must first establish rapport in the
schools.  This is a basic step in the sales pro-
cess and a prerequisite to an effective school
program.  Maintaining this rapport and estab-
lishing a good working relationship is next.  Once
educators are convinced recruiters have their
students’ best interests in mind the SRP can be
effectively implemented.

d. The SRP is the cornerstone of mission
accomplishment, without a strong high school
(HS) program you cannot have a strong grad

recruiting program. The RS that has a solid,
results-orientated SRP will be successful in the
schools.  Establishing, executing, and maintain-
ing the program is ultimately the responsibility of
the RS commander and individual recruiter.  The
process is ongoing.  Like the farmer who fails to
guard the hen house, we can easily lose our
schools and relinquish ownership to the other
services if we fail to maintain a strong SRP.

1-5. General
This is not a policy document. This is a guide-
book and a resource and reference manual.

Chapter 2
School Relations

2-1. Purpose
The relationship between Army recruiters and
educators in a school district is a potential source
of comfort and conflict for both parties.  Before
you can expect any type of assistance from
school officials or be accepted by students you
must first establish rapport and credibility. You
must convince them that you have their stu-
dents’ best interests in mind. They need to know
that your interest in their students goes beyond
enlisting them and extends to a genuine con-
cern for their future.  The purpose of this chap-
ter is to outline some of the ways to establish
and maintain rapport, identify key influencers,
and review basic preparations for the upcoming
SY.

2-2. Establishing and maintaining rapport
Establishing rapport with school officials is a
key step in maintaining access to schools.  To
effectively work the school market, recruiters
must maintain rapport throughout the SY and
develop a good working relationship with key
influencers.  Here are some helpful hints and
guidelines that you should know about and fol-
low when working the school market.

a. Schools are autonomous and every school’s
organizational climate and structure is different.
Recruiters should be aware of this and be flex-
ible in tailoring approaches.  Changes often oc-
cur in the school’s administration (new princi-
pal, new school board, etc.).  Because of this,
recruiters must work constantly to maintain and
improve school relations.

b. Never forget to ask school officials if there
is anything you can do for them and their
students. Don’t be looked upon as someone
always asking for something. Give something
back to the schools.

c. The recruiter is the Army in the school.
Be the Army in every way. Absolute profes-
sionalism and integrity is demanded.  Be indis-
pensable to school administration, counselors,
faculty, and students. Be so helpful and so
much a part of the school scene that you are in
constant demand, so if anyone has any ques-
tions about the military service, they call you
first! Remember, always be professional when
dealing with school officials.

d. Recruiters need to make sure school offi-

cials understand why school recruiting is
necessary. Many don’t, so it’s difficult for them
to be supportive of recruiting needs.  Using the
Educator/Centers of Influence (E/COI) Presen-
tation or Speaker Kit which are available through
the Rctg Bn education services specialist (ESS)
and the Rctg Bn advertising and public affairs
staff will help.

e. Always schedule a courtesy visit with the
principal and assistant (vice) principal(s) be-
fore school starts if possible, but at least early in
the SY.  The Rctg Co or RS commander should
go with new recruiters on the first visit to each
school. Make early appointments with the coun-
seling staff as well. The Rctg Co commander
visits the school superintendent.

f. Never rely on guidance counselors as the
sole COI in the school.  Cultivate coaches, li-
brarians, administrative staff, and teachers, es-
pecially those whose subjects correlate with
Army programs. By directing your efforts to-
ward other faculty members you may be able to
obtain the information necessary to effectively
communicate with students.

g. Knowing and following the school’s ground
rules on access and school visits can make or
break a recruiter’s SRP.  Find out as early as
possible what the rules are, and remember, they
can change.

h. Never react negatively to a school’s re-
fusal to do something you’ve asked.  Look for
another way to achieve your mission.  Always
maintain your composure and present a posi-
tive image to school officials.  If you have a
problem, ask your chain of command and the
Rctg Bn ESS for assistance.

i. Always keep school staff (especially coun-
selors) informed when you have a student who
may be processing for enlistment.  If you abso-
lutely must schedule a senior during school time,
clear it with the school officials as far in advance
as possible.

j. Don’t discuss civilian life or jobs negatively
with school officials or students. Also, don’t make
comparisons between your income and those
of school personnel. The Army isn’t for every-
one and the pride and professionalism you show
will make the point that Army life has a lot to
offer.

k. Attend as many school activities as possi-
ble. Offer your Army training and experience,
your sports and hobby knowledge, etc., as a
resource to the school.  In general, attend events
in uniform; of course, if you are coaching a sport
or working in a shop, you should dress appro-
priately.

l. If at all possible, never send another Sol-
dier who happens to be assigned to the Rctg Co
or RS to your school without you. As a rule,
school officials prefer to have only the assigned
recruiter on campus.  If it’s necessary to have
another Soldier visit the school, be sure to call
them in advance to explain the situation and
request permission.

m. When school opens each year, be sensi-
tive to the fact that school officials will be very
busy and may resent an early “invasion” by
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recruiters. Preparation for making initial con-
tacts with your HSs should be as follows:

(1) Find out at end of the current SY (or in
the summer) when the staff will be ready to
meet with you next SY.

(2) Make sure you speak with the adminis-
trator responsible for school rules and regula-
tions as early as possible.

(3) Always keep relationships with students
on a professional level.  Students tend not to
respect recruiters who try to become buddies.
Remember, damage can be done to school re-
lationships by careless remarks made to stu-
dents.  They may be reported to school offi-
cials.  Examples include talking about other stu-
dents’ ASVAB scores; negative comments about
other services; or even worse, expressing nega-
tive opinions about school officials.

n. School recruiting is critical to both short-
term and long-term recruiting success.  Re-
member, first to contact, first to contract...that
doesn’t just mean seniors or grads; it means
having the Army perceived as a positive career
choice as soon as young people begin to think
about the future.  If you wait until they’re se-
niors, it’s probably too late.

2-3. School profile
If you think of each school as an individual with
needs and interests, it will be easier to under-
stand what the school profile is all about.  For
example, one school may place a premium on
its music program; another may give promi-
nence to its athletic program.  One school may
place more emphasis on its academic scholar-
ship program.  Each school has a distinct chain
of command structure. An effective sales ap-
proach would be to tailor a program to fit the
needs and interests of the individual school.
Study the school folders from previous years.
Plan your activities and set forth your objec-
tives for each school.  Look for helpful people
you didn’t even know about.  Look for things
which were used or tried in the past that worked.
It will be surprising the number of problems that
can be solved by doing what some other re-
cruiter has already done.  Seek out important
details about assigned schools (i.e., school col-
ors, mascots, whether they voluntarily or man-
datory test ASVAB and at what grade). You
should have a strip map to the school from the
RS, showing both distance and time to travel.
Get involved in activities at the school which
support its priorities.  Contact the Rctg Bn ESS
and the advertising and public affairs staff for
historical information and Army unique programs
and services which may be used in assigned
schools (e.g., Concurrent Admissions Program
(ConAP), College First, and March 2 Success).
Many times you can use Total Army Involve-
ment in Recruiting activities or COI events in
conjunction with activities going on at your
schools. This will help give you and the Army
the positive exposure you need within the
schools.

2-4. Student influencers
Not every student will enlist in the Army.  Like
parents and faculty members, student influenc-
ers play an important role in your SRP. Students

who stand out as leaders among their peers are
typically student influencers.  Know your stu-
dent influencers. Students such as class
officers, newspaper and yearbook editors, and
athletes can help build interest in the Army among
the student body.  Keep them informed.  Tell
them about the excellent educational benefits
and the opportunities available in America’s
Army. Some influential students such as the
student president or the captain of the football
team may not enlist; however, they can and will
provide you with referrals who will enlist.  More
importantly is the fact that an informed student
leader will respect the choice of enlistment, in
turn, future Soldiers feel good about their deci-
sion to join. Future Soldiers can also be tre-
mendous influencers. Something as simple as
an Army personal promotional item can help
produce positive results.

2-5. Educator, parent, and business influ-
encers
Many educators, parents, and business lead-
ers are not aware of the multifaceted opportuni-
ties that America’s Army offers young people.
Ensure the total community is cognizant of what
programs and services are available not only
for students but for school systems, parent’s
groups, and the business community as well.
Never pass up the opportunity to address the
parent-teacher association.  Keep them in-
formed.  Provide them with information on the
benefits of an Army enlistment. Members of the
community can provide guidance and serve as
positive influencers.

2-6. Trimester system of senior contacts
a. A senior’s plans for the future can, and

will, change throughout the last year of HS.
Plans to go directly into the workplace or attend
college will change as the student confronts
reality. For example, work-bound students may
realize that they lack the necessary training and
experience to land a good paying job or for some
college-bound students who planned on con-
tinuing their education the expected scholar-
ship money didn’t materialize.  You need to de-
velop a prospecting plan that will help you iden-
tify and capitalize on these changes when they
occur.  You should use a positive approach and
contact the high school seniors as follows:

(1) First contact.  Contact the students dur-
ing the summer between their junior and senior
year; this plants awareness of the Army in their
minds.  Remember, first to contact, first to con-
tract.

(2) Second contact.  Contact the students
sometime during the first quarter, after school
begins.  Give them time to allow the hustle and
bustle of the new SY to settle down.  At this
point, seniors should begin realizing that they
will graduate in 9 months or less.  Encourage
them to take the ASVAB when it is offered in
school. They will start considering, possibly for
the first time ever, their future plans and goals.

(3) Third contact.  Contact the seniors in the
early spring.  At this point of the SY, the stu-

dents should be certain about graduation.  They
should know about college application, accep-
tance, and financial aid arrangements. The end
of their lives as HS students is approaching
fast.  This is the time reality sets in. For some it
is clear that college is not an option, at least for
now.  Let them know that the Army can fulfill
their college aspirations later on.

b. Don’t get the impression that you have to
contact seniors three times before you ask them
to join the Army.  If you can make an appoint-
ment for a sales presentation on the first con-
tact, then do so.  Remember, that you will prob-
ably need to tailor your sales message to meet
the stage of the SY.

c. In summary, this chapter provided you
with an overview of some of the key elements
that affect your SRP.  The calendar of events in
chapter 5 gives you an overview of what US-
AREC Reg 350-6, table 3-5, requires you to do
and some ideas you might want to initiate on a
quarterly basis.

2-7. Preparation for the upcoming SY
a. There are some basic preparations that

should be completed prior to the beginning of
the SY.  Have you:

(1) Reviewed the school plan for the upcom-
ing year?

(2) Initiated school folders for assigned HSs
and colleges?

(3) Contacted your summer grads?
(4) Obtained faculty lists from your assigned

schools?
(5) Talked to the Rctg Bn staff about ex-

pected support?
(6) Identified and met with the counseling staff

at your schools?
(7) Identified and met your local college

ConAP point of contact?
(8) Scheduled a faculty COI breakfast or lun-

cheon?
(9) Attended some of the summer school ac-

tivities?
(10) Received training on ASVAB promotion

and interpretation?
(11) Scheduled Army-assigned schools for

ASVAB?
(12) Restocked your recruiting publicity item

(RPI) racks at HSs and colleges?
(13) Scheduled a Junior Achievement pre-

sentation?
(14) Met the professor of military science

(PMS) for Junior Reserve Officers’ Training
Corps or Reserve Officers’ Training Corps
(ROTC)?

(15) Made your schools aware of the Scholar/
Athlete Awards Program?

(16) Completed the HS and college priority
evaluation sheets?

(17) Located the school Web site for school
term schedule?

(18) Scheduled “Back to School” activities?
b. As an Army recruiter, there’s not a single

thing on the above list that is not a part of your
having a successful program.  These are the
basics, the obvious, the originals, the stuff you
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do without thinking.  Stop for a minute and see if
maybe you could do them a little better, a little
more completely, or even a little more creatively.
You never know, even the basics can be im-
proved with a fresh, innovative look.

c. These basic preparations are expounded
upon in chapter 5 using a calendar of school
activities format.

Chapter 3
School Guidelines

3-1. Purpose
The purpose of this chapter is to set forth guide-
lines and expectations for both school officials
and Army recruiters throughout the SY.  These
guidelines assume that representatives of all
the armed services are accorded a reception in
the schools equal to the reception given to the
representatives of other career and educational
institutions.

3-2. Annual planning meeting
It is desirable that an annual meeting of school
officials and armed services’ recruiting repre-
sentatives be conducted prior to the beginning
of the SY.  A key objective of the meeting should
be to develop a clear understanding of the school
district policy and procedures in the coming year.

a. Ideally, faculty representatives should in-
clude the principal, the head of the guidance
department, and the school counselor with pri-
mary responsibility for military career informa-
tion.

b. Each Service’s recruiting representatives
with supervisory or liaison authority and the des-
ignated recruiter for that school would attend.
Recruiting representatives would be expected
to provide the name, address, and telephone
number of their respective commanding officer
to facilitate quick resolution of misunderstand-
ings.

c. Issues to be discussed at the annual plan-
ning meeting should include:

(1) Recruiter access to students.
(2) School district policy relating to the re-

lease of student directory information.
(3) Student absences for recruiting activi-

ties.
(4) ASVAB testing program.
(5) Armed services’ stay-in-school policy.
(6) Current information on armed services’

education and career opportunities.
(7) An informational meeting early in the SY

for all interested faculty members with armed
services’ representatives.

(8) Mutual expectations for the SY.
d. The school representatives are encour-

aged to discuss and make available the materi-
als normally provided students.  For example:

(1) Student Handbook.
(2) Course catalog and schedule of classes.
(3) School activities; major events in the

school calendar.
(4) School organization chart.
(5) A school map or floor plan.

3-3. Recruiter expectations of school of-
ficials
It is reasonable for the armed services’ recruit-

ers to expect school officials to:
a. Allocate opportunity for presentations and

individual student contact on armed services’
careers and educational opportunities on par
with other career and educational institutions.

b. Display information on armed services’ ca-
reers and educational opportunities along with
information on all other career and educational
opportunities.

c. Assist with the interpretation of ASVAB test
scores as requested by students and parents.

d. Assist in developing awareness of career
and educational opportunities offered by the
armed services.

e. Release student directory information in
accordance with legislative and school district
policies.

f. Invite recruiters to participate in career fairs,
college nights, and other activities where non-
school personnel present career and educa-
tional options.

3-4. School officials expectations of re-
cruiters
It is reasonable for school officials to expect
armed services’ recruiters to:

a. Encourage all students to stay in school
to graduate.  (Don’t assume school officials know
this as a fact.  Reinforce this often.)

b. Reinforce student participation in aca-
demic, technological, and vocational courses
appropriate to their career plans.

c. Encourage acceptance of the ASVAB pro-
gram and aid in interpretation of the results.

d. Contact students within the guidelines es-
tablished by school officials.

e. Present clear, accurate, and complete in-
formation to students, giving honest answers
on both positive and negative aspects of mili-
tary life, so that students may make informed
choices.

f. Visit the school in accordance with guide-
lines established at the annual planning meet-
ing.

g. Make appointments in advance for visits
to school officials.

h. Have written permission from a student or
parent, if the student is a minor, before request-
ing school records.

Chapter 4
School Folders and Army Recruiting In-
formation Support System School Infor-
mation Screens

4-1. Purpose
USAREC Form 446 (High School Folder) and
USAREC Form 1256 (Postsecondary School
Folder) are designed to assist recruiters in de-
veloping an effective and consistent SRP.  The
folders are used by recruiters to document es-
sential information on each assigned school.
School folders will be prepared on all assigned
schools to include postsecondary institutions. All
school visits will be documented.  Each recruiter
will maintain a written account in the school folder
of all activities in the school that impact recruit-

ing.  School folders are also used to identify key
educators and evaluate specific programs and
provide each recruiter with a historical refer-
ence of past and current performance and pro-
ductivity.

4-2. Information
The data recorded in the following sections of
the school folder reflect a profile for each school.

a. Front cover. Annotate priority and docu-
ment information on type of school and enroll-
ment.  Record ASVAB information and produc-
tion accomplishments and always keep infor-
mation current.

b. Inside front cover. School profile to include
faculty, student, ROTC information, and a
monthly list of school events.

c. Inserts. Inserts include a list of school
activities, school priority evaluations, college
matrix, and college assessment form. All school
visits will be documented.

d. Inside back cover.  A continuation of the
school profile to include information on school
advertising, access, and directory information.
Also, list the career days and the date and edu-
cator tours scheduled. Also, space is provided
to store necessary school information that is
not addressed on the folder itself (e.g., newspa-
per ads, directory lists, and other pertinent in-
formation).  Keep all current ASVAB lists in the
appropriate school folder.

e. Outside back cover. Space is provided
to track future Soldiers.

4-3. Filing and disposition
School folders are initiated on 1 July or the next
available workday.

a. The RS commander will hold current year
school folders; however, it is the recruiter’s re-
sponsibility to keep the data current.

b. School folders are maintained for a mini-
mum of 2 years in the RS inactive files.

4-4. Information screens
The Army Recruiting Information Support Sys-
tem (ARISS) school information screens are
designed to make it easier for the recruiter to
access information about his or her school. This
function will allow the recruiter to have updated
historical data on the school’s performance and
productivity. This tool used in conjunction with
the paper-based school folder (USAREC Form
446) will enhance a recruiter’s ability to design a
productive SRP. The ARISS school informa-
tion function is divided into three screens. They
are:

a. The School Information screen. This sec-
tion is for school profile data. The basic school
information (i.e., names, address, telephone
number, etc.,) is an automatic input from the
ARISS Top of the System. The recruiter will
input faculty and academic information.

b. The School Activities screen. Recruiters
will use this screen to document all accomplish-
ments at the schools (who, what, when, where,
why). This screen will display what has been
accomplished and the next scheduled activity
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at the school.
c. The Student Information screen. Recruit-

ers will use this screen to maintain a list of key
students and people at the school. Recruiters
will enter the title (coach, newspaper editor, presi-
dent), name, e-mail address, and telephone
number of these key personnel.

Chapter 5
Calendar of School Activities (Month-by-
Month) Overview

5-1. July
a. July is the month that your school pro-

gram officially begins.  Initiate your school fold-
ers (USAREC Form 446 and USAREC Form
1256) on 1 July or the next available duty day.

b. Contact school officials for appointment to
discuss new or changed Army programs, con-
firm this year’s school policies, and schedule or
confirm ASVAB dates.

c. Schedule career day, job fair, presenta-
tions, etc.

d. Request directory information from regis-
trar, dean, principal, or helpful school adminis-
trator (preferably electronically).

e. Restock RPI rack, request activities cal-
endar, sporting event schedules, etc.

f. Training, ideas, and resources.
(1) Attend Rctg Co training or update train-

ing on ASVAB, ConAP, Junior Achievement Pro-
gram, and Federal school access laws.

(2) Each RS should receive a supply of desk-
top calendars for delivery to schools and key
education staff.  Contact the advertising and
public affairs staff for specific dates of delivery.

(3) Try to obtain a schedule of HS faculty or
college staff meetings. Coordinate through your
company leadership team (CLT) for a COI event
for the faculty. A luncheon presentation of what
the Army offers young people will enhance your
relationship with the entire school faculty.  Start
with our shared goals for students of staying in
school, off drugs, and out of trouble.

(4) Many faculty members are prior service
or are current members of the United States
Army Reserve (USAR). Try to identify these
individuals and develop them as COIs. Your
goal is to develop as many COIs as possible in
the schools.  Don’t forget the administrative staff
since many of them act as representatives for
the school policymakers.  Establish and main-
tain rapport and always treat them with respect.
Also, have something to give them (pen, calen-
dar, cup, donuts, etc.,) and always remember
secretary’s week with a card or flowers.

(5) Obtain a copy of the HS fall sports and
activity calendars.  Contact the CLT to arrange
to have the schedules copied with the RS ad-
dress prominently displayed.  Post them
throughout the RS area, including restaurants,
arcades, and anywhere else students congre-
gate.

(6) Join the local chamber of commerce.  This
is a great source of potential COIs and very
important persons.  The chamber of commerce
is also an excellent source of obtaining demog-

raphic data and market trends.  The chamber
schedules speakers...schedule the com-
mander.

(7) Make an appointment to discuss the up-
coming SY with the PMS or Director of Junior
Reserve Officers’ Training Corps.

(8) Visit ConAP points of contact at your as-
signed colleges.

5-2. August
a. Determine ASVAB scheduling of assigned

schools.
b. Training, ideas, and resources.
(1) Contact the school’s student government

and set up a meeting to discuss what the Army
and you can do to assist them in the upcoming
SY (chaperon, give a speech, tour a reserve
center, etc.).

(2) The football team usually starts practic-
ing in August.  Contact the coach and volunteer
to assist in leading calisthenics or calling ca-
dence during team runs.

(3) Use your split-training USAR future Sol-
diers at every opportunity.  Ask them to assist
you with school activities that correspond with
Army activities.  Ensure that using the Soldiers
does not interfere with their school obligations.

(4) Remember that, although the faculty is
working at full strength in August, things around
the HS tend to be hectic during this time of year.
Make an appointment prior to going to the HS.

5-3. September
a. Continue to establish rapport with the HS

faculty.  Begin your ASVAB program and sched-
ule the exam as early as possible.

b. Arrange for ASVAB pretest promotion ac-
tivities.

c. Arrange for ASVAB interpretation activi-
ties.

d. Develop a plan to visit all schools and post
in your planning guide.

e. Get dates of college career days and
nights.

f. Training, ideas, and resources.
(1) Distribute desk calendars to your as-

signed schools.
(2) Discuss the benefits of the ASVAB with

school officials.  Talk with students and faculty
about the ASVAB being a no-cost service that
students can use to help determine their future
career paths.  Explain benefits of junior testing
to the counseling staff.

(3) Attend athletic events at the HS.  Make
sure you wear your uniform and have RPIs on
the Montgomery GI Bill (MGIB), Army College
Fund (ACF), and ConAP and have plenty of
business cards.

(4) Get involved with the parent-teacher as-
sociation.  At this stage, many parents will be
pondering how they will finance their child’s edu-
cation.  The Army is a viable option for them and
the student.

(5) Many communities have Labor Day ac-
tivities, parades, etc.  Get involved through the
local chamber of commerce.  If your school has
a color guard, offer to train them in drill and

ceremonies.  Obtain a tactical vehicle from a
local USAR troop program unit and drive it in the
parade with your future Soldiers riding along.

(6) The HS registration may be hectic.  Go
to the HS, offer your assistance in registration
and any other administrative help you can give.
Remember: You need all the blueprint informa-
tion on your HS you can get.  The good HS
program is a proactive one; the early bird gets
the worm.  This means, first to contact, first to
contract.

(7) Coordinate with school officials to eat
lunch in the school cafeteria several times each
month.  This will give you more visibility, and will
help you identify potential candidates for any
opportunities and enhance your contact mile-
stones.

(8) Deliver donuts and coffee for the faculty
once a month.  This will help in scheduling class-
room presentations and advise teachers of the
many Army opportunities.

(9) Hispanic Heritage Month. Participate in
events as available.

5-4. October
a. Determine ASVAB scheduling of assigned

schools.
b. Training, ideas, and resources.
(1) Homecoming normally happens in Octo-

ber.  Coordinate with the homecoming commit-
tee to get involved with the parade.  Use a tac-
tical vehicle as described in paragraph 5-3.  Of-
fer to be a chaperon or escort for homecoming
activities and coronations.

(2) Contact Army-assigned unscheduled
schools for ASVAB.

(3) Many schools publish their first issue of
their newspaper in October.  Coordinate with
the Rctg Bn advertising and public affairs staff
to place an advertisement.  Ensure that we meet
all financial obligations in a timely manner.

(4) As the month before elections, October
is a great time to give presentations to school
history and government classes about the elec-
toral process and how the Army serves a vital
role in the security of our nation.

(5) Get involved with local Boy Scout troops.
Scoutmasters are typically happy to get any
assistance you can offer.  Many scouts are HS
students and potential enlistees or student influ-
encers.

(6) Order personal presentation items (pens,
bags, mousepads, mugs) as needed monthly
for special events.

5-5. November
Training, ideas, and resources.

a. Basketball season begins.  Distribute new
schedules for the basketball season.  Assemble
and offer a color guard for the opening home
game.

b. Prior to Thanksgiving, many student or-
ganizations gather food baskets for needy citi-
zens.  Offer your assistance and get involved.
Offer your RS as a collection point and volun-
teer to distribute the food baskets.

c. Attend as many school holiday functions
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or assemblies as possible.  Wear your class A
or dress blue uniform when appropriate.

d. Observe Veterans Day by planning a lun-
cheon to honor school faculty members who
are veterans and invite all faculty members (ex-
cellent COI function).

e. During November, “Education Week” oc-
curs throughout the United States.  Coordinate
a COI event for key officials.  Contact the Rctg
Bn ESS and advertising and public affairs staff
for ideas and implementation guidance.

5-6. December
Training, ideas, and resources.

a. Set up school career day presentations.
b. Contact college students who are home

during the holidays (remember that many first-
year college students do not return to school
after the first semester).

c. Offer to be a timekeeper at football games.
d. Participate in HS holiday events.
e. Get with other service recruiters and com-

pare the size of your future Soldiers pool to
theirs.  Are you behind the power curve?  Which
service is doing well and what should you do to
alter your sales presentations?

f. Establish a point of contact at the school to
obtain HS letters and/or transcripts during the
holidays.

g. By December our future Soldier popula-
tion is substantial in several schools.  Inform the
principal, in writing, about the educational ben-
efits earned by his or her students.

5-7. January
Training, ideas, and resources.

a. Obtain a list of mid-term graduates and
contact them as soon as possible.

b. Turn up the tempo on contacting your jun-
iors.  Get a jump on the competition.

c. Dr. Martin Luther King Jr’s birthday is in
January.  Wear your dress blues and partici-
pate in school events commemorating this holi-
day.

d. Contact your first-year college students
to see if they returned to school.  How is their
second semester financial situation?

5-8. February
Training, ideas, and resources.

a. Coordinate and execute Total Army In-
volvement in Recruiting events.

b. February is an excellent time to take ad-
vantage of active duty for special work and home-
town recruiter assistance Soldiers.  Contact last
year’s graduates who are in the USAR and in-
volve them in activities at their alma mater HS.

c. Conduct an educator luncheon (COI) and
invite the Rctg Bn commander to be the guest
speaker.

d. Contact the HS athletic director and ar-
range for an exhibition basketball game between
the faculty and Army recruiters.  This is an ex-
cellent way to build rapport in the HS.  Ensure
that the school does not conduct the game dur-
ing any event where they charge admission.

e. Black History Month. Participate in events

as available.

5-9. March
Training, ideas, and resources.

a. Have the Rctg Bn advertising and public
affairs prepare certificates for those faculty and
staff members who have aided you in your HS
recruiting efforts.  Have the Rctg Bn or Rctg Co
commander present these certificates at a COI
event.

b. Continue to advertise in school newspa-
pers and conduct class presentations.

c. Award certificates of appreciation to key
influencers.

5-10. April
Training, ideas, and resources.

a. Continue involvement with the chamber of
commerce.

b. Arrange now for next SY’s ASVAB testing
dates with the school administrator.

c. Track and field meets begin.  Offer to be a
timekeeper or a coach’s assistant.

d. Baseball season starts.  Offer assistance
to the coach.

e. Followup with school administrators to en-
sure USAR scholar/athlete nominations have
been submitted to the Rctg Bn advertising and
public affairs section.

5-11. May
Training, ideas, and resources.

a. Armed Forces Week activities.
b. Since Memorial Day occurs in May, there

are normally many patriotic events in the com-
munity and in the schools during this month.
Contact the HS to find out what events they are
involved with and offer any assistance possible.

5-12. June
Training, ideas, and resources.

a. Coordinate with your CLT to have the Rctg
Bn commander send thank you notes to those
staff and faculty members who have been help-
ful to you during the SY.

b. Secure and present USAR Scholar/Ath-
lete Awards at HS graduation or award ceremo-
nies.

c. Coordinate with school officials so you can
present certificates to those future Soldiers who
have enlisted during the SY.

d. Assist in arranging a color guard for the
graduation ceremony.

e. Coordinate with school officials to deter-
mine if they can use your assistance during
summer school.  The faculty is normally short-
handed during the summer and they will prob-
ably welcome your help.

f. Maintain close contact with your future
Soldiers.  Secure their HS diplomas and ensure
you get copies of them to the Military Entrance
Processing Station prior to their ship date.

Chapter 6
ASVAB

6-1. Program description
ASVAB, developed at the direction of the De-
partment of Defense (DOD), is offered through
the student testing program to HSs and other

educational institutions.  The program serves
as a means of sharing extensive knowledge
and experience in aptitude testing, career plan-
ning, and occupational information with students
and their counselors, and as a means of stimu-
lating interest in military jobs and training oppor-
tunities in the armed services.

6-2. Purpose
Within the United States Army Recruiting Com-
mand (USAREC), ASVAB is designed to:

a. Provide the field recruiter with a source of
leads of high school seniors and juniors quali-
fied through the ASVAB for enlistment into the
Active Army and Army Reserve.

b. Provide HS students and their counselors
with a tool for vocational career exploration
through evaluation of students’ current aptitudes
as measured by the ASVAB and the occupa-
tional data provided from Army classification
experience.

6-3. Recruiter responsibilities
a. Coordination of ASVAB scheduling in Army-

assigned schools.  The form used is USMEPCOM
Form 601-4-3-R-E (Student ASVAB Test
Record).

b. ASVAB test promotion in HSs, vo-tech
schools, and postsecondary institutions in as-
signed area.

c. Be present during testing sessions in as-
signed schools to ensure proper coordination.

d. Serve as test proctors, as required.
e. Use ASVAB service printouts to your ad-

vantage in contracting and enlisting qualified per-
sonnel.

f. Observe and abide by school mandated
restrictions on the use of ASVAB printouts to
contact students.

g. Assist schools in the process of interpret-
ing the ASVAB test results to students.

h. Request additional training, as needed, on
marketing the ASVAB and test interpretation
from the ESS.

6-4. Marketing the ASVAB
a. As a recruiter, one of your most important

responsibilities will be arranging the ASVAB in
your schools.  This process is called “Market-
ing the ASVAB.”  Each SY you receive a list of
Army-assigned schools from the Military En-
trance Processing Station in which you are re-
sponsible for scheduling the ASVAB.  Some
schools that traditionally test have already been
scheduled prior to the SY and others only allow
testing on a voluntary basis.  You need to con-
centrate on both scheduling those schools that
do not have a test date and encouraging all
schools to test classwide.  The Rctg Bn ESS
should be able to provide you with guidance and
assistance in those schools that elect not to
administer the ASVAB.

b. Marketing the ASVAB requires that recruit-
ers know the rules of the school and the key
decision makers.  The school guidance coun-
selor is usually responsible for student testing
and career development.  The principal runs
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the school, sets the policies, and for the most
part is the key decision maker.  However, in
some cases the school’s policy on testing is
established by the superintendent and/or school
board.  Once you know who makes the deci-
sion, you need to followup with a meeting or
presentation on the benefits of ASVAB testing.

6-5. Benefits
a. First, from the recruiter’s perspective, the

ASVAB is not only a valuable tool used to main-
tain and improve school relations but it is also
specifically designed to provide recruiters with
a source of prequalified leads.  The ASVAB pre-
qualifies potential applicants academically be-
fore more expensive and time-consuming medi-
cal and moral qualifications are done.  The
ASVAB recruiter printout provides information
you can’t get from any other list.  It gives the
recruiter the students’ Armed Forces Qualifica-
tion Test scores, military aptitude composites,
and career goals.  It identifies the best potential
prospects for recruitment that allows recruiters
to work smarter.  The printout provides the re-
cruiter with concrete and personal information
about the student.  The information is important
when initially discussing careers and educa-
tional incentives with potential applicants.  The
ASVAB recruiter service printout is a working
document that provides recruiters with a list of
students qualified for military service with test
scores that are valid for enlistment for 2 years.

b. The ASVAB is also a comprehensive ca-
reer exploration program that benefits all stu-
dents and schools that participate.  The ASVAB
testing program provides students with a struc-
tured approach to career and vocational plan-
ning, identifies student academic strengths and
weaknesses, and provides information on stu-
dent interests to assist in career and educa-
tional decisionmaking.  Schools benefit from the
program because ASVAB and all the related
services and materials are provided at no cost.
Schools receive a cost effective career explo-
ration program that meets or exceeds most
state-mandated career planning policies.  For
college-bound students the ASVAB is a very
reliable academic ability predictor and is a good
practice test for the Scholastic Aptitude Test
and American College Testing.

6-6. March 2 Success
a. March 2 Success is a highly interactive

online program to provide HS and college stu-
dents easy access to test preparation. The
program, sponsored by the Army, allows young
men and women to participate in up to 30 hours
of instruction in more than 50 self-paced online
lessons covering Math, English, and test-taking
skills.

b. The goals of the Army’s March 2 Success
Program are:

(1) To build the image with students, par-
ents, and educators that the Army is high tech
and career oriented.

(2) To build rapport and strengthen the work-
ing relationship between recruiters and school

officials.
(3) To enhance test scores, including the

ASVAB.
c. Recruiters are encouraged to offer this

online test preparation program to schools at no
cost to them. This will provide all students the
opportunity to improve their test-taking skills and
improve their standardized test scores. By de-
veloping and offering this program the Army is
extending its commitment to success to young
adults still in school by becoming partners in
education. For more information, brochures,
and posters contact the Rctg Bn ESS.

d. Recruiters are authorized to recommend
this program to applicants in order to prepare
for the ASVAB.

Chapter 7
Education Incentives

7-1. General
Over the years individuals have stated that
money for college was one of the dominant rea-
sons for their enlisting in the Army.  In response
to the needs of individuals wishing to further
their education at a college or vocational-tech-
nical school, the Army offers six programs that
provide financial assistance to attend college
during and after service.  They are the MGIB,
ACF, Selected Reserve GI Bill, Loan Repay-
ment Program (LRP), eArmyU, and tuition as-
sistance (TA).  Additionally, some states offer
special veterans educational benefits. These
programs will fit many needs:

a. For students who want to attend college
after completing Army service.

b. For students who want to join the Army
after completing college.

c. For students who want to join the Army
with some college credits and continue both as
a college student and serve in the Army.

d. For students who want to attend college
while in service.

7-2. Purpose
a. To encourage college-capable individuals

to defer their college until they have served in
the Army.

b. To fill the various Army skills with capable
individuals.

c. To demonstrate to the education commu-
nity that the Army is concerned with assisting
Soldiers by providing financial assistance for
postsecondary education.

7-3. Recruiter responsibilities
a. Be familiar with all aspects of these pro-

grams.
b. Offer each of these programs according

to the needs of the individual.
c. Inform HS counselors of the MGIB, Se-

lective Reserve GI Bill, ACF, and TA programs.
d. Ensure that teachers, counselors, and

parents receive information and RPIs on these
programs.

e. Discuss the LRP with college financial aid
officers, college graduates, and college students.

f.  Be familiar with state-sponsored veterans
education programs.

Chapter 8
ConAP

8-1. General
ConAP assists recruiters in enlisting college-
bound, Army-eligible prospects into the Army
while at the same time arranging for them to
make a plan to enroll in a Servicemembers Op-
portunity College. ConAP is an initiative of US-
AREC, with cooperation of 1,700 participating
colleges, to increase the number of Army veter-
ans and reservists who enroll in college and
use their MGIB education benefits.  The pro-
gram helps prospects realize that an Army en-
listment prepares the way to college since en-
listees establish a “home college” that accepts
transfer credits and recognizes Army training
and job experience for possible college credit.

8-2. Purpose
The purpose of ConAP is to develop leads, cut
losses of future Soldiers, and enroll more veter-
ans and reservists in college.

8-3. ConAP benefits
a. For recruiters, ConAP develops leads

among young men and women interested in
college and who need money for college.  It also
creates mutually beneficial contact with college
admission officers.

b. For new Soldiers who formally state their
intent to enroll, the process is completed when
they are eligible for MGIB education benefits;
and they have created an all important plan to
attend college after leaving the Army.

c. It benefits the HS by enabling more gradu-
ates to go to college with access to MGIB edu-
cation benefits.

d. Colleges benefit with higher enrollments
of mature, motivated students with job experi-
ence and financial resources, and since the ap-
plication process is complete, the Soldier has
bonded with a “home college.”

8-4. Recruiter responsibilities
a. Pass out ConAP literature to leads, par-

ents, HS officials, college officials, and civic lead-
ers.

b. Meet the ConAP points of contact at your
local colleges and create a good working rela-
tionship.  Remember that these individuals are
also your doors to the rest of the college.

c. Inform every enlistee of the benefits of
ConAP.  Assist them in filling out the necessary
forms.

d. Maintain your enlistees’ interests in ConAP
and you will have few losses of future Soldiers.
Call it good future Soldier management.  Studies
have shown that enlistees participating in ConAP
are three times more likely to ship than those
not participating in ConAP.

Chapter 9
E/COI Tours

9-1. General
E/COI tours are designed to be professionally
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enriching experiences for key influencers.  They
are not junkets or rewards for cooperation with
recruiters.  Tours are resources that must fo-
cus on those areas (access, ASVAB testing,
and release of directory information) that need
special attention.  Tours provide E/COIs the
opportunity to view Soldiers in a training envi-
ronment.  Many participants become informed
supporters who publicize and promote Army
opportunities with students, graduates, and other
key influencers.

9-2. Purpose
The purpose of E/COI tours is:

a. To support the recruiting force by improv-
ing recruiter access to the school market.

b. To pass on the following messages to tour
participants:

(1) Education and training opportunities in
America’s Army are excellent.

(2) Army interest in Soldier welfare and devel-
opment matches the concern educators have
for their students.

(3) Training and educational opportunities
make the Army a competitive choice worthy of
consideration by every graduating HS student.

c. To request support from educators and
key influencers for improving access to
schools, arranging availability of directory infor-
mation, and administering the ASVAB.

9-3. E/COI tour nominations
Rctg Bns are authorized and funded to conduct
at a minimum, one E/COI tour per fiscal year.
Each Rctg Co is limited in the number of nomi-
nees depending on the size of the tour.  It is
usually the recruiters who submit the nomina-
tions.  Don’t just nominate friends of the Army.
Mix in some pro-Army selections with open-
minded neutrals and undecided influencers.
Choose people who can help.  Key influencers
among HS students are guidance counselors
and teachers who can testify as to the quality of
Army educational benefits and technical train-
ing.  Key policymakers are principals, superin-
tendents, and school board members who can
establish a more favorable policy toward school
access, ASVAB testing, and release of direc-
tory information.  College administrators, finan-
cial aid counselors, admissions officers, and
registrars can support recruiters and influence
students at the postsecondary level.

9-4. Recruiter responsibilities
a. Assess your school market to determine

problem areas.  Identify those key influencers
and policymakers who can help remove the bar-
riers to recruiting.

b. Submit your nominations through appro-
priate channels to the E/COI tour program man-
ager.  Provide accurate address information for
written invitations.

c. Followup with the nominee to ensure that
the tour invitation is received.  Coordinate with
tour program manager if your tour selection has
agreed to participate.

d. Escort and transport tour participants to

and from the departure point.
e. Immediately following the tour, followup with

your E/COIs.  Accept volunteered support and
request additional assistance (testing, access,
etc.).

Chapter 10
Postsecondary Schools Recruiting Pro-
gram

10-1. Colleges and universities
The college recruiting market consists of re-
gionally accredited 2-year (community and jun-
ior colleges) and 4-year (colleges and universi-
ties) degree-granting postsecondary institutions.
This market is an excellent source of potential
Army enlistments due to the high percentage of
students who drop out of college, particularly
during the first 2 years.  Colleges are shared
markets within RSs.  The Rctg Co commander
is responsible for initiating the actions required
to establish an ongoing college recruiting pro-
gram.  RS commanders are responsible for en-
suring that recruiters work their assigned col-
leges in a planned, systemic manner and the
assigned recruiter will serve as the college’s
point of contact for all recruiting activities.  In all
contacts with college officials, recruiting per-
sonnel should emphasize that the Army is only
interested in recruiting former students who have
dropped out and those students who are about
to graduate, and in helping current students stay
in school through enlistment in the USAR.

10-2. Other degree-granting institutions
Operating institutions of higher education legally
authorized to grant degrees are not limited to
colleges and universities. Vocational-trade
schools are nationally accredited 2- and 4-year
degree-granting private for profit (proprietary)
postsecondary institutions. These institutions
are recognized by the American Council on Edu-
cation and listed in the degree-granting section
of the Accredited Institutions of Postsecondary
Education book published for the Council of
Higher Education Accreditation.  These busi-
ness schools and technical institutes are wide-
spread and represent a “hidden” market that is
often times ignored by the recruiting field force.
The Rctg Bn ESS, Rctg Co commanders, and
RS commanders need to identify the degree-
granting vocational-trade schools in their area
of operation and approach and treat this market
in a manner similar to 2-year colleges.  When
discussing Army recruiting with school officials
from these institutions emphasize placement in
a skilled specialty, educational incentives, and
accelerated promotions.

10-3. Nondegree-granting institutions
Another segment of the postsecondary recruit-
ing market that is often overlooked is fully ac-
credited postsecondary certificate and diploma
programs. These schools are recognized by
the American Council on Education and listed in
the nondegree-granting section of the Accred-
ited Institutions of Postsecondary Education

book. This category includes postsecondary
vocational-technical schools, career centers,
academies, learning centers, training centers,
and technical institutes.  These institutions train
for specific occupations and careers.  Examples
of occupations include:  Practical nursing, com-
puter operator, medical assistant, automotive
repair, welding, hairstyling, truck driving, and
cosmetology.  When discussing Army recruit-
ing with students and graduates from these in-
stitutions, stress skill training and related Army
occupational specialties.

10-4. School visits
a. The Rctg Co commander should take the

lead on initial visits to colleges.  Initial visits should
accomplish the following:

(1) Conduct a meeting with the ConAP point
of contact at each participating college.

(2) Identify and collect demographic infor-
mation about the college, faculty, and students.

(3) Introduce the assigned recruiter to key
COIs within the administration.

(4) Use the Solomon Amendment to request
college student recruiting information.

(5) Establish a schedule and location for
Regular Army and USAR recruiters to interview
interested students.  Locations should be mutu-
ally agreed to by the school and the recruiter.

(6) Identify and request displays, RPIs, pub-
lic service announcements, and advertising out-
lets throughout the college.

(7) Orient the recruiter to the layout of the
campus.

b. Effective recruiting on the college campus
requires recruiters to understand differences
which exist between colleges and HSs.

(1) Students are older and more mature on
college campuses.

(2) Students and/or parents are paying tu-
ition to attend college.  Personal debts can ac-
crue and student loan repayment plans can be
very appealing to these students.

(3) College personnel may feel threatened
by the presence of Army recruiters on campus.
Every effort must be made to avoid giving the
impression that the Army is on campus to cause
students to drop out of school.

(4) College students are more focused on
opportunities in the workplace following gradu-
ation.  Use of the USAR Job Vacancy Report
will provide students with information on part-
time Reserve positions in the area.  (The USAR
Job Vacancy Report, which is produced monthly
by the Rctg Bn operations section and found on
the goarmy.com Web site, can serve as a want
ad, but more importantly it will generate leads.)

(5) The following are also effective tools to
assist in the recruiting process on the college
campus.

(a) MGIB and ACF.  (Money to continue post-
secondary education.)

(b) LRP.  (Money to pay off federally-insured
student loans.)

(c) ConAP.  (Program to enroll in college con-
current with Army enlistment.)

(d) DOD Student Testing Program.  (Pro-
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gram to further enhance student career explo-
ration.)

(e) Accelerated promotion for education.  (In-
creased rank and financial incentive for
postsecondary education.)

(f) Army Civilian Acquired Skills Program.  (In-
creased rank and financial incentive for post-
secondary training and experience.)

(g) Specialized Training for Army Reserve
Readiness.  (A USAR program which pays for
training in health care specialties.)

(h) Warrant Officer Flight Training.  (Flight
training.)

(i) Army Continuing Education System and
TA.  (Inservice education programs and up to
100 percent TA.)

(j) ROTC and Officer Candidate School pro-
grams.  (Commissioning programs.)

10-5. Recruiter activities
a. Develop a working relationship with as

many of the following as possible:  Director of
student affairs, career placement officer, col-
lege registrar, financial aid officer, dean of stu-
dents, director of student housing, veterans af-
fairs officer, PMS, ConAP officer, department
chairpersons, and any professor in a specific
field that might be helpful in making presenta-
tions or communicating Army opportunities.

b. Obtain a copy of the college catalog which
contains information about the academic calen-
dar for the SY. It also contains the programs of
study.

c. Plan a future Soldier event and invite the
ConAP representative at the college to make a
presentation and assist in completing college
applications.

d. Invite key staff to participate in upcoming
educator tours.

e. Work with the placement office to help stu-
dents who are looking for jobs.  In a number of
cases this office is helping graduates find full-
time work after graduation, but some will be in-
terested in part-time situations, such as the
USAR.  (Use the USAR Job Vacancy Report.)

f. Work with the financial aid officer to make
presentations on the LRP.

g. Request through the chain of command to
take a morning class using Army TA.

h. Target vocational markets. The nonreturn
rate in vocational programs is extremely high
because students get enough training to be-
come employable. Vocational instructors real-
ize this. Recruiters should target one depart-
ment (e.g., Allied Health) per month by offering
class presentations on available jobs, by con-
ducting job interviews at scheduled times, and
by offering USAR opportunities to allow students
to continue their college education.

10-6. Stop-out cycle
a. There are certain times during every se-

mester when, if students are going to drop out,
they will do so.  For those schools on the quar-
ter system, the same principles apply, but the
number of weeks will differ.

(1) The first is usually 6 weeks into the se-

mester when a student can withdraw with no
academic penalty and still receive a refund.

(2) The second is usually 11 weeks, plus or
minus, into the semester when a student can
still withdraw with no academic penalty but does
not receive a refund.

(3) The third is after the semester ends and
grades are received, and tuition must be paid
for the next semester.

b. Generally, attrition during the first year of
college is higher than in subsequent years, and
occurs especially at the mid-term grading pe-
riod, at the end of the first semester, and again
at the end of the second semester.  Students
drop out during this time because they are home-
sick, have to work, are out of money, or are in
academic difficulty.

10-7. Lessons
To summarize this section there are five les-
sons that apply to postsecondary recruiting.

a. Visit the campus and pick up the college
catalog that contains information about the aca-
demic calendar for the SY, profile of the school,
and major programs of study.

b. Visit and introduce yourself to four key
administrators:  Registrar, financial aid officer,
job placement officer or career counselor, and
veterans affair officer.  USAR recruiters should
also leave a copy of the USAR Job Vacancy
Report at the job placement office.

c. Focus on the freshman class because
they will have the highest dropout rate.  They
often lack both the direction and funds to fully
pursue their education.

d. Review the catalog and focus on the times
when students are most likely to consider leav-
ing school.  (Review para 10-6, stop-out cycle.)

e. Coordinate with school officials on a time
(monthly) and place (student center) to set up
an information table.  You may not talk to many
students initially, so don’t get discouraged, but
as the semester progresses more students will
talk with you about their future and what the
Army has to offer.

Chapter 11
Release of Student Recruiting Information

11-1. Solomon Amendment
Establishes a policy whereby the military ser-
vices are provided the same opportunities to
inform postsecondary students of military ca-
reer options as are available to other
employers. The policy also identifies the ac-
tions that can be taken against any institution
that has a policy of denying or effectively pre-
vents for the purposes of military recruiting en-
try to campuses, access to students on cam-
pus, or access to student recruiting information
(lists).

a. Postsecondary institutions can be denied
access to certain Federal funds for preventing
military recruiting on campus.

b. DOD will determine if the postsecondary
institution has a policy or practice that either
prohibits or in effect prevents:

(1) Entry to campus or access to students
(who are 17 years of age or older) on cam-
puses for the purpose of military recruiting; or

(2) Access to student recruiting information
(lists) pertaining to students (who are 17 years
of age or older). Student recruiting information
is defined as: Name, address (local or perma-
nent), telephone number, age (or year of birth),
level of education (e.g., freshman, sophomore),
or degree awarded for recent graduate, aca-
demic major, and degrees received. Postsec-
ondary institutions need not provide other
information. Though the colleges are not re-
quired to sort this information, most have the
capability to do so and are willing to sort this
information upon request. They can also charge
a reasonable fee for providing this information.

c. There is a sample letter (see USAREC
Reg 601-104, fig E-1) commanders and recruit-
ers can use when requesting student recruiting
information. Requests for this information should
be made once every semester or term.

d. Provided are the procedures if a
postsecondary institution fails to comply with
the Amendment.

(1) Recruiters will report any noncompliance
and provide any documentation to the Rctg Bn
ESS.

(2) Rctg Bns will identify the problem and at-
tempt to devise an acceptable solution.

(3) A memorandum with appropriate docu-
mentation will be submitted through channels to
the Assistant Chief of Staff, G-5, Education Di-
vision, for further followup and action.

11-2. Hutchinson Amendment
Establishes recruiter access to secondary
schools. Each local educational agency shall
provide to DOD, upon a request made for mili-
tary purposes, the same access to secondary
school students and to directory information
concerning such students, as is provided gen-
erally to postsecondary education institutions
or to prospective employers of those students.

a. DOD in cooperation with the Secretary of
the military department concerned, will desig-
nate an officer (O-6) to visit a school that denies
a request for recruiting access. The designated
officer will seek to have the meeting within 120
days of the date of the denial of the request for
recruiting access.

b. If after the initial meeting and at the end of
120 days recruiting access is still denied the
Secretary of Defense will notify and request
assistance from the chief executive of the
State. The Secretary of Defense will also pro-
vide the Secretary of Education a copy of the
notification.

c. If after 1 year of the notification, access is
still denied the Secretary of Defense will report
the school’s denial of recruiting access to:

(1) The specified congressional committee.
(2) Senators of the State in which the school

is located.
(3) The member of the House of Represen-

tatives who represents the school district.
d. The requirements of the Amendment do
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not apply to private schools which maintain a
religious objection to service in the Armed
Forces.
NOTE: This amendment went into effect July
2002.

11-3. Reauthorization of the Elementary
and Secondary Education Act of 2001

a. Also known as the No Child Left Behind
Act of 2001.

b. Section 9528, Armed Forces Recruiter
Access to Student Directory Information, re-
quires:

(1) Secondary schools to provide access to
students’ names, addresses, and  telephone list-
ings.

(2) Recruiters be provided the same access
to secondary school students as is provided to
postsecondary institutions and employers of
prospective students.

c. Only exceptions to this law are private
schools that can provide a verifiable historical
religious objection to military service.

d. Parents have the right to “opt out” by re-
questing that their student’s name, address, and
telephone listing not be released to the military
services.

(1) At the beginning of each SY, schools must
provide parents with the opportunity to “opt out”
having student directory information released
to the military.

(2) The military can be singled out, so par-
ents can allow information to be released to post-
secondary institutions and not to the military.

(3) Due to the right to “opt out” recruiters will
receive lists with less than 85 percent of the
names from some schools.
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Appendix A
References

Section I
Required Publications

USAREC Reg 350-6
Recruiter Production Management System.
(Cited in para 2-6c.)

USAREC Reg 601-104
Postsecondary Schools Recruiting Program.
(Cited in para 11-1c.)

Section II
Related Publications

AR 601-210
Regular Army and Army Reserve Enlistment
Program.

AR 601-222
Armed Services Military Personnel Accession
Testing Programs.

AR 621-5
Army Continuing Education System (ACES).

USAREC Reg 1-18
Management of Centers of Influence Events.

USAREC Reg 350-7
Recruiting Station Production Management Sys-
tem.

USAREC Reg 350-9
Recruiting Company Production Management
System.

USAREC Reg 350-10
Recruiting Battalion Production Management
System.

USAREC Reg 601-59
Department of Defense Student Testing Pro-
gram.

USAREC Reg 601-81
Educator/Centers of Influence Tour Program.

USAREC Reg 601-95
Delayed Entry and Delayed Training Program.

USAREC Reg 601-101
Education Enlistment Credentials.

USAREC Reg 621-1
Montgomery GI Bill, Army College Fund, and
Loan Repayment Program.

USAREC Reg 621-2
Concurrent Admissions Program.

Section III
Prescribed Forms

This section contains no entries.

Section IV
Referenced Forms

USAREC Form 446
High School Folder.

USAREC Form 1256
Postsecondary School Folder.

USMEPCOM Form 601-4-3-R-E
Student ASVAB Test Record.
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Glossary

ACF
Army College Fund

ARISS
Army Recruiting Information Support System

ASVAB
Armed Services Vocational Aptitude Battery

CLT
company leadership team

COI
centers of influence

ConAP
Concurrent Admissions Program

DOD
Department of Defense

E/COI
educator/centers of influence

ESS
education services specialist

HS
high school

LRP
Loan Repayment Program

MGIB
Montgomery GI Bill

PMS
professor of military science

Rctg Bn
recruiting battalion

Rctg Co
recruiting company

ROTC
Reserve Officers’ Training Corps

RPI
recruiting publicity item

RS
recruiting station

SRP
School Recruiting Program

SY
school year

TA
tuition assistance

USAR
United States Army Reserve

USAREC
United States Army Recruiting Command



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

APPENDIX  B



SAMPLE  EMERGENCY  FORM  OPT-OUT  LANGUAGE 
 

Schools should include the following language in the mandatory emergency information form: 
 
 
 

Release of Information to Military Recruiters: 
 
Your child’s name, phone number, and address WILL be released to the 
armed forces, military recruiters, and military schools UNLESS you  
specify below that you want to withhold this information. 
 
Withholding information from the military DOES NOT affect 
transmission of information to colleges or employers. 
 
__ DO NOT release my child’s contact information to military recruiters 
without my prior written consent. 
 
Name of Child  ______________________________ 
 
 
Name of Parent  ______________________________ 
 
 
Parent’s Signature:  ______________________________ 

 

 

 

 

 

 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

APPENDIX  C 



 

 SAMPLE  OPT-OUT  LETTER  FOR  PARENTS 
 

 
[DATE] 
 
Dear administrator of [NAME OF HIGH SCHOOL]: 
 
We are exercising our right under the No Child Left Behind Act of 2001, and hereby request that 
the name, address, and telephone listing of: 
 
[PRINT NAME OF STUDENTS] 
 
who is a current student at your school, NOT BE RELEASED to military recruiters.   
 
Please note: withholding information from the military DOES NOT affect transmission of 
information to colleges. 
 
 
 
[PRINT NAME OF PARENT OR LEGAL GUARDIAN]  ________________________ 
         Print Name 
 
[SIGNATURE OF PARENT OR GUARDIAN]   ________________________ 
         Signature 
 
[SIGNATURE OF STUDENT]     ________________________ 
         Signature 
 

 

 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

APPENDIX  D 



 

 VETERAN  HEALTHCARE 
FACT  SHEET  FOR  STUDENTS  AND  SOLDIERS 

 
1) Do not wait to be injured before you know your entitlement to benefits.   

 Military service is dangerous, and the process for receiving off-duty aid is long and full 

of pit-falls.  Knowing the military’s policy for healthcare coverage is necessary before you start 

your service.   

 

2) Keep meticulous medical records.  

  A Purple Heart is not adequate evidence of a military injury.  In order to receive any 

disability benefits, soldiers must prove that their injury was a “result of military service.”  VA 

doctors are warned not to believe soldiers’ accounts of their injuries, so come prepared.287  The 

last thing an injured soldier wants to do is have to worry about whether he or she will be covered.  

Unfortunately, if a service-member does not keep a good account and records of the incident that 

led to their injury, as well as their medical history from before military service, the VA may deny 

his or her claim.   

 

3) Submit claims immediately, and be prepared to wait.   

 Visit http://www.va.gov and download a 21-526 claim form.  Know that you will have to 

wait to receive assistance, and be ready for a possible denial.  According to the VA, the average 

amount of time it takes to process a claim is six months.288  Critics argue that the six month 

statistic is not accurate as it includes the processing of pension claims and classifies documenting 

death as resolved claims.289  If a claim is denied, the appeals process takes an average of 3.5 

years.290   



 

4) Take advantage of a Benefits Delivery at Discharge (BDD) program.   

 Some military installations allow wounded soldiers to submit disability claims to the VA 

before discharge.  While this may not reduce your total wait time, filing  a disability claim before 

discharge means that you may need to wait less time after discharge to know if you are covered.   
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