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were tracked on a semi-annual basis. Beginning with the Fall 1980 survey, the sample size
was doubled to include females. Subsequent surveys have been conducted annually and include
cross-sectional samples of both sexes.

The 1980 YATS conducted 5217 interviews with young males in the Spring. In Fall 1980,
YATS included females for the first time, interviewing 5111 males and 5252 females in that
wave. The Spring wave marked a significant reversal of the downward trend in propensity
observed across the first eight waves of the study. The Spring 1980 data supported the
hypothesis of an inverse relationship between propensity and employment and job market per-
ceptions. It also revealed a significant positive shift in the collective perceptions and
attitudes of 16 to 21 year old males towards a draft registration. Again in the Fall 1980
wave an interest in military service appears to be linked to young peoples' reported
employment and job market perception. This is the Spring study.
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INTRODUCTI ON

This report covers the tenth wave of the Youth Attitude

Tracking Study. The rationale for conducting this study as well

~ as the survey design and objectives are described in the Intro-

duction to the report of the first wave (Fall 1975). For the

reader's convenience, the following comments about the study's

background and objectives are reprinted from that report.

Background and objectives

- There are a number of factors that are related to a young

man's decision to enlist in a military service. Factors such

as national unemployment and regional cultural environments can
have a strong bearing upon enlistment. Other factors related

4,,to enlistment behavior include youth's general attitudes concerning

military service and their awareness of the opportunities* provided by the services. These factors, especially awareness,

are influenced largely by promotion and advertising as well as

~R the many activities of service recruiters. Youth's attitudes

and awareness also reflect the impact of various other influencers,

such as their peers, parents and family, teachers, coaches,

counselors, and ex-servicemen.

General attitudes concerning military service can change over

time partially because the potential market of 16 to 21 year old

* youth changes every year as new youth enter and older ones leave

this age bracket. The outcome of recruiting efforts can be influ-

enced by altering military service attributes such as salaries,

bonuses, training options, length of service, and so on. The

" military services can also directly influence the propensity to

serve through increasing awareness of these attributes and by
improving attitudes by means of promotion, advertising and

recruiter efforts. Indirectly, improved awareness and attitudes

~.* .,,can also be achieved by improving the awareness and attitudes of

~ the influencers of potential enlistment prospects.
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In order to compete effectively in the youth labor market,

the Department of Defense has a continuing need to obtain current

attitudinal information concerning the nation's youth. The

principal purpose of this survey, therefore, is to provide the

*Department and the services with valid, timely, and actionable

data concerning the male youth labor market on a continuing semi-

annual tracking basis. This survey deals with propensity to serve

in the military; effectiveness of advertising and recruiting

efforts; impact of influencers; importance and achievability of

certain attributes; and characterizations of youth by such factors

as their demographics.

The information gathered in each of the 10 waves of this

study has three fundamental objectives. The first objective

is to gather information that has common utility for all the

military services.

Secondly, 26 special recruiting areas have been isolated

throughout the country so that special analyses can be performed

on each of them. These areas, referred to as Tracking Areas,

comprise one or more geographic units of each of the services:

Recruiting Detachments or Squadrons (Air Force), District

Recruiting Commands (Army), Recruiting Stations (Marine Corps),

- and Recruiting Districts (Navy). Each service is able to track

the study variables over time within actionable geographic areas

Sdefined by recruiting boundaries of each service.

Thirdly, the study is designed to provide observations over

time so that changes in attitudes and behavior can be detected and

appraised, and recruiting strategies modified accordingly.

Study Design*1.°

As in each of the previous waves, the survey sample included

16 to 21 year-old males who do not have prior or current military

"- involvement and who are not beyond their second year of college.

In the Spring 1980 wave, a total of 5,217 interviews were completed.

S.%
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The survey employed telephone interviewing. Respondents

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

Approximately 200 interviews were completed in each of the 26

tracking areas. These geographic areas account for 100% of the

"military available" male population in the continental U.S. Thus,

the study provides statistically valid samples for each tracking

area and allows computation of total U.S. estimates.

The 26 tracking areas are as follows:

0 New York City

* Albany/Buffalo

* Harrisburg

* Washington, D.C.

* Florida

0 Alabama/Mississippi/Tennessee

e Ohio

• Michigan/Indiana

* Chicago

* Minnesota/Nebraska/North Dakota/South Dakota

* Texas

* Southern California/Arizona

* Northern California
e Philadelphia

* Boston

* Pittsburgh

* Richmond/North Carolina

0 South Carolina/Georgia

* New Orleans

S Arkansas

* Kentucky

* Des Moines

* Wisconsin

o New Mexico/Colorado/Wyoming

* Washington/Oregon

* Kansas City/Oklahoma
",

- ".|
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In the first t,.? .aves of the study (Fall 1975 and Spring

1976 )' .. ,wever, only the first 13 tracking areas CNew York City to

Northern California) were studied independently. The remainder of

the country was treated as one area and was referred to as "balance

of the country."

Detailed tabulations referred to in this report are given

in five volumes. Voluumes I and 2, which constitute most of the

*] analyses reported in this study, contain both Spring 1979 and

" . Spring 1980 data for those questions which w2re the same in both J
waves. The five volumes of tabulaticns are as follows:

Vp.

Volume 1: By Individual Tracking Area

Volume 2: By Enlistment Propensity Toward Active L'-v in
the Air Force, Army, Marine Corps, Navy r.i Qoa:t
Guard

Volume 3: By Schooling Status and Grades in ii 7  A

Volume 4: By Age, Race and Quality Groups

Volume 5: By Enlistment Propensity Toward Reserves and the
National Guard and by Pro-Military Index

The interviewing for this wave took place between March 31,

1980 and May 9, 1980.

,%% Content of the Interview

The interview focused on the following areas of information:

(1) Respondent demographics

0 Age

0 Marital status

" Racial/ethnic affiliation

* Education

0 Employment

(2) Propensity to enlist in the military and stated
reasons against enlisting

'V.
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(.3) Nature and outcome of recruiter contact

3 involving self, recruiters, and other influencers

C)Conversations with certain influencers about
serving in the military

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

-. (7) Assessment of the importance of job characteristics
and their perceived attainability in the military

(8) Assessment of advertising recall and slogan identi-
fi cation

(9) Attitudes toward draft registration

(10) Effect of various incentives on enlistment propensity

The study design permits the inclusion of new elements and

the deletion or modification of others from time to time, as the

information needs of the Department of Defense and the services

change. The current survey has several such changes.

The following question appearing in the previous (Fall 1979)

Awave was deleted: awareness and understanding of the Delayed

* Entry Program. The list of job characteristics was modified by

* replacing "doing challenging work" and "being able to make your

own decisions on the job" with two attributes examined in previous

waves: "doing something for your country" and "adventure and

excitement."

The question pertaining to the relative effect on enlistment
: ~ propensity of increases and cagsin the bonus poiywas modified

to include one additional characteristic: "you can select your

place of assignment." At the same time, questions concernin~g tY-

following issues were added: awareness of enlistment bonus;

awareness of starting monthly pay and relative effect of current

pay level on enlistment propensity; perceived need for a draft

registration; and reasons for not wanting to enlist.
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Analytic Comments

The following important analytic commnents are reprinted from

previous reports.

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

are due solely to chance or sampling variance. In order to minimize

the effect of such spurious findings, this report delineates those

results which are unlikely to be due to chance or sample idio-,yn-

crasies. Specifically, when the report indicates that a finding I
is significant, this means that there is less than a five percent

likelihood that such a result would occur solely due to chance.

The use of stratified sampling in this study necessitates

that respondents be weighted unequally. Accordingly, it is not

correct to assess standard errors by methods which would be

appropriate with unweighted data. When the correct procedures

are applied, standard errors average 10% greater than those

- . obtained by applying the procedures ordinarily used with unweighted

data. Hence critical values for statistical significance were

adjusted upwards by 20% in tests of significance on the national
sample (See Appendix I).

Finally, the primary focus of the analysis is Spring-to -Spring

N: changes in key measures. Nevertheless, the reader should review

the previous nine reports in order to understand the pattern of

th dtaoerth fl 4h year period in which thiUs study has been
conducted.

.44 .*
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7.~

EXECUTIVE SUMMARY

rn~ Introduction

This is a report of the tenth wave (Spring 1980) of the

Youth Attitude Tracking Study. This study was initiated in

Fall 1975 and is a cross-sectional tracking of youth attitudes,

miliary.The attitudinal and behavioral data discussed in this

reprt rebased on 5,217 randomly selected males between the

a ages of 16 and 21. As in each wave, the data were collected in

an approximately 30 minute telephone interview. The sample was

* stratified in terms of 26 geographical areas (tracking areas)

* encompassing the Continental U.S. Approximately 200 interviews

* U were conducted in each area.

-- Major Conclusions of the Study

U The Spring 1980 wave marks a significant reversal of the
* downward trend in propensity observed across the first eight

waves of the study (Fall 1975 to Spring 1979) . Reported

* positive propensity for each of the active duty services

- increased significantly from Spring 1979, reaching the highest

levels recorded in the past three to four years.

* Throughout this series of studies, fluctuations in pro-

pensity have been explained in terms of changes in reported

employment and job market perceptions. The Spring 1980 data

support this relationship. The increase in propensity figures

parallels significant year-to-year declines in the level of

reported employment and significant year-to-year increases in the

proportion of young men who express pessimism about finding
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employment in their areas. Hence, the current recession

economy may help the services to meet their manpower needs.

The Spring 1980 wave also reveals a significant positive

shift in the perceptions and attitudes of 16 to 21 year old

males as a group towards a draft registration.

National Trends in Propensity

In the present wave, 32.8% of the respondents expressed2

positive propensity for one or more of the active duty services.

This is not only a significant increase from Spring 1979 (27.0%), 2
but is also the highest level of this figure recorded in the

ten waves of the study. Unaided mention of plans to enter

military service also increased significantly from year to year

* (4.2% vs. 5.8%). This statistic is based on asking respondents

what they think they might be doing in the next several years.

The propensity data for the five Spring waves are summarized

below. The services are rank ordered in terms of expressed pro-

pensity. This order has remained constant across the ten waves

* -' of the study.

National Trends in Propensity

Percent
*spring '79- Change

Spring Spring Spring Spring Spring Spring '80 Spring '76-
'76 '77 '78 '79 '80 Difference* Spring 080**

Air Force -17.5 15.7 17.0 14.1 18.3 +4.2 +4.6%

Navy 16.4 15.2 15.2 13.5 15.8 +2.3 -3.6%

*Army 13.1 11.8 12.4 11.2 14.5 +3.3 +10.7%

*Marine Corps 11.8 10.7 11.4 9.6 12.1 +2.5 +2.5%

Any Active
Duty Service 24.8 29.6 31.1 27.0 32.8 +5.8 32.2%

*The differences shown for each service are statistically significant at the

.95 level of confidence.

p *Represents the Spring '76 -Spring '80 difference as a percentage of the

* Spring '76 figure.

V-A



Page 11

In each wave of this study, a number of behavioral, per-

ceptual, and demographic variables have discriminated between

individuals who express positive propensity and those who

express negative propensity. These variables have helped to

explain, in part, the observed changes in propensity. While

positive propensity increased significantly from Spring 1979,

most of these variables remained unchanged. The following

key variables, however, showed significant changes from Spring

1979.

Increased Significantly Decreased Significantly

* Talked with girlfriend/ e Took military aptitude
wife about enlisting test in high school

. Mothers perceived to be * Reported employment
'.. pin favor of enlisting

* Reported school attendance

Differences by Tracking Areas

As in previous waves, the Southern states continue to be

the strongest recruiting markets. The following tracking area

appears to be particularly good for the services: South

Carolina/Georgia. The +.,eakest tracking areas, on the other

hand, appear to be in the industrial northern markets, especially

New York City. In general there has been little change in the

strong and weak tracking areas over time.

Attitudes and Perceptions with Respect to Job Characteristics

For the military services to compete with other public

-. and private employment sectors in the economy, it is essential

that the "military job" be perceived as encompassing valued job

attributes. Accordingly, this study has tracked the value 16

to 21 year old males attach to certain job characteristics and

their perceptions with respect to where these job characteristics

.
S. . . .................................................
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can be more readily realized; in military service or in a

civilian job. The results of these questions are summarized

below.

Positive propensity men value these job attributes most:

- Enjoy your job

. Good income

* Job security

- Teaches valuable trade/skill

_ Opportunity for good family life

" Developing your potential

but, they perceive the following job attributes to be more

achievable in a civilian job:

* Enjoy your job

- Good income

- Opportunity for good family life

These three attributes represent advertising and recruiting

-. opportunities for the services.

Negative propensity men value these job attributes the most:

0 Enjoy your job

* Good income

. Job security

0., * Developing your potential

. Opportunity for good family life

" Employer treats you well

O. and they perceive all but "job security" to be more achievable

in a civilian job. Communications that address the above six

attributes would help to increase the appeal of military service

among negative propensity men.
0_'

22 €2 ;- .. ..'•72i" ,Zxi"'-.' , .. , . .2.."" "-. ..". ii. -.. :,. ._. --*," ** ... * .. ." - . . . . . . . .
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Active Duty Positive Propensity Respondents Target Market Profile

The demographic, attitudinal, and behavioral profile of the

positive propensity individual has not changed since the first

wave of this study. He can be described in contrast to his

negative propensity peers, as:

* Younger

0 More likely to be non-white

* More likely to be unemployed

* Less educated

W Having a less educated father

- Having lower values on the Quality Index (a
measure of educational a*)ility)

0 Believing that the military is relatively
more likely to enable him to achieve
certain job characteristics

* Feeling more favorable about enlisting
after talking to a service recruiter

* Having had recruiter contact

* Having sought information about the
military by mail or by phone

" * Having discussed entering the military with
parents, friends, or teachers/guidance counselors

-. Feelina relatives and friends support
his joining the service

0 , Having positive propensity for more
than one service

* Having taken an aptitude or career guidance test
in high school given by the Armed Services "

0 More motivated to enlist should any of- the -I
following be offered: educational assistance,
starting pay increases, cash bonus increases.

o2V

-J'~- .
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The findings from this series of studies suggest that the

four active duty services appear to be drawing from a common

- pool of military available males, rather than from distinct

segments of this population. That is, they are attracting a

group of men whose demographics, perceptions and attitudes are

fairly similar. In many cases they are appealing to the same

individuals. This is reflected in the fact that over one-half

of the positive propensity individuals in each wave of this

study express positive propensity for two or more services.

These findings suggest, therefore, that the enlistment

decision is at least a two-step process. First the individual

decides upon the military and then chooses among the different

services. This is comparable to the classic marketing paradigm

where the consumer chooses to buy the product and then chooses

among alternative brands.

Advertising Awareness

During the three-year period in which advertising aware-

ness data have been collected, awareness of service advertising

has increased significantly for each source of recruitment

- advertising. Three years ago, approximately one-in-two re-

spondents expressed awareness of service advertising. Presently,

Oi this proportion ranges from two-thirds to four-out-of-five

respondents. While the increases in awareness for each adver-

tising source have been substantial, the Army has experienced

by far the largest increase (+ 44%)

r..
4 The advertising awareness data are summarized below:

"°.°. "
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Percent Aware of Advertising by Source

Percent
Spring '79- Change*

Advertising Spri~g Fall Spring Fall Spring F Il 1pring Spring '80 Spring '77-
Source '77 '77 '78 '78 'Y9 '79 '80 Difference Spring '80**

% _%_ _% %-- % -

Army 56.U 64.4 61.3 70.4 74.0 78.1 8U.8 +. 8* +44%-. 70. 74.2 +....T

Navy 55.3 62.0 58.1 63.9 71.5 73.6 70.3 -].2

Marine Corps 52.1 63.0 59.9 65.1 66.0 69.6 70.6 +4.6* +36%

" Air Force 49.2 59.1 54.8 60.3 62.2 65.0 66.6 +4.4 +35%

Joint Services .. .. .. 53.1 66.2 62.0 68.5 +2.3 +29%***

* The differences shown are statistically significant at the .95 level of confidence.

LI ** Represents the Spring .'77 - Spring '80 difference as a percentage of the Sprinq '77 fiqure

* Represents the Fall '78 - Spring '80 difference as a percentaqe of the Fall '/ fiqure,
since no data were collected prior to Fall '78.

The nature of the most memorable advertising messages has

changed over time. Messages about educational benefits and

learning a trade are becoming more dominant advertising themes,

as measured by service advertising awareness. The fact that

target market men value job characteristics that pertain to

improving oneself suggests that this change in copy recall is

a positive trend.

Attitudes Toward Enlistment Incentives

This study examined potential changes in three enlistment

incentives:

- Educational assistance (eliminating
monthly contribution by enlistees)

- Increases in current monthly starting
pay ($50, $100, $200)

0 Changes in the current bonus policy
% .- ($4,000 and $5,000, each where thc
.- recruit can select the place of assiqn:ent;

$3,000, $4,000, $5,000, each where the re-
cruit cannot select the place of assignment)

4. -. .. 2 -
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Respondents were asked three questions about these

- . incentives:

* Awareness of current offer

- Likelihood of enlisting given availability
of current offer

' Likelihood of enlisting given availability
of proposed changes in current offer

The information on incentives gathered in this study

provides the services with guidance in addressing three key

recruitinq strategy issues:

e What are perceptions of the current offer

" Which incentives are likely to be most
effective

* Whether proposed changes in current
incentives are warranted

1. Perceptions of Current Offer

Awareness of cash bonuses and current monthly starting pay

appears to be poor. Few young men knew that the services offer

cash bonuses. Moreover, they greatly underestimate the current

level of both cash bonuses and monthly starting pay. On the

other hand, awareness of the fact that the services offer educa-

tional benefits is quite high. Despite this high level of

awareness, a substantial proportion of respondents indicated
"  that they would be more likely to consider enlisting given the

availability of educational assistance benefits in general,

when made aware of the specifics of the current offer. This

suggests that providina information about the content of the

current educational assistance offer may be an effective i-c.-uit-

ing strategy.

O0
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2. Most Effective Incentives

Both the current and modified versions of educational

assistance and cash bonuses investigated here produce more of a

-I positive impact on enlistment intentions than do the current

and increased levels of startinq pay. While both educational

assistance and cash bonuses appeal to a substantial proportion

of negative propensity males, their greatest appeal is to youth

for whom the military is already attractive:

. the youngest

* the least educated

e those with average to below-average
educational abilities

3. Whether Changes are Warranted

Changes in educational assistance and cash bonuses investi-

gated in this study do not appear to be warranted. The proposed

changes in these two incentives produce no more of a positive

impact on enlistment intentions than do the current offer for

each of these incentives, when respondents are made aware of

both the current offers and changes.

Compared to the current offer, increases in monthly start-

ing pay of $100 and $200 result in larger proportions of young

men indicating that they would be more likely to consider

enlisting given the availability of these higher levels of pa'.

While this might suggest that a pay increase of at least $100 a

. < . month is warranted, the fact that this incentive appears to be

less attractive to young men than either educational assistan- e

Sor cash bonuses might make this less effective than increasinr!

awareness of the current educational assistance and cash bonus

offers.

. . -*.V1
- * z-- -
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By way of summary, the data suggest that the increases in

educational assistance and cash bonuses investigated here appear

to have less of an effect on enlistment intentions than does

increasing awareness of the current offers for each of these

incentives. This suggests that the first priority should be

given to addressinq this awareness issue.

Draft Registration Attitudes

Since the Spring 1979 wave, respondents have been asked

a series of questions with respect to their perceptions re-

garding the need for a draft registration, the degree to which

they favor or oppose registration, and the relative effect of

a draft registration on their enlistment intentions. Inter-

viewing for the current wave was concluded just prior to the

President's State-of-the-Union address.

There appears to have been a significant positive shift

in the perceptions and attitudes of 16 to 21 year old males as

a group towards a draft registration. Significant wave-to-

wave increases occurred with respect to the proportion of 16

to 21 year old males who:

* Perceive a need for a draft registration

* Favor a draft registration

0 Would be more likely to consider enlisting
if there was a draft registration

Relative to others in the survey sample, the registration-

related perceptions and attitudes of negative propensity youth,

older individuals and those who have attained a hiiher level of

education are less favorable. Nevertheless, the perceptions

and attitudes of these individuals also have shifted in a

positive direction in the last six months.

4

o. -b > .° - .7- . .. . - - -- . . . -. •
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Recruitment Strateg Iplications

Beginning with the Sprini 1979 wave of this study, the

findings have been discussed in terms of recruitment strategy

implications. These have been d~scussed under the following

headings:

0 Perceptions of services

* Indirect communications

;- Job placement
[.7

. Recruiter contact and aptitude testing in schools

- Enlistment incentives

[ - The strategies discussed in the previous reports are still

relevant. Those pertaining to perceptions of services have

U been discussed earlier. With respect to indirect communications,

the data again suggest that the services should direct attention

- to the role that parents and friends play in the enlistment

*decision-making process.

The remaining three areas of implications warrant further

,- comment.

1. Job Placement

The predominant motivation for enlisting appears to be a

desire to use the military experience as a stepping-stone to a

desirable civilian job. It is for this reason that the appeal

of military service is greatest among those who are the leas.

-" ": employable in the civilian sector. The services must avoi .

the image of the military as the "last alternative" and create

an image of military service as the equal of alternative job

opportunities. This may require more than changes in recruiting

comunications. It may be necessary to modify current policies

to:

.
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K -. ,

0 Provide volunteers with more opportunities to
assume military jobs that are similar to the
kinds of jobs they desire

. Allow greater o pportunities for individuals
to select their place of assignment

Given the apparent dynamics of enlistment propensity, the

current recession economy may provide the services with a

greater opportunity to attract more qualified individuals who

now may not be able to find satisfactory employment in the

civilian labor market.

2. Recruiter Contact and Aptitude Testing In Schools

2i 4"

There are a number of important factors in the recruit .

environment that the services can directly influence. Among

these factors are recruiter contact and aptitude testing in

schools. Until the present wave, reported recruiter contact

* with each service exhibited a downward trend. With the Spring

*! 1980 wave, this downward trend, at least for the moment, has

leveled off. However, the reported level of taking the ASVAD

in schools continues to decline significantly. This figure has

-:" dropped approximately 30% from Fall 1975 to Spring 1980. As

stated in the Fall 1979 report, the services should be attempting

to understand this decline and take steps to correct it.

3. Enlistment Incentives

Prior to making any changes in educational assistance,

monthly starting pay, and cash bonuses, the services should

initiate efforts to increase awareness of the specifics of the

current offer for each of these incentives, especially cash

bonuses and educational assistance. The imnact on enlistnent

. intentions of increasing awareness is likely to be equivalent to

that which would be generated by most of the proposed chanqes in

these incentives investigated here. Although its impact on
S2 2
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enlistment intentions may be less than that generated by cash

bonuses and educational assistance, special attention also
should be given to increasing the awareness of the current

level of starting pay.

Finally, the services should give serious consideration

to allowing more recruits to choose their place of assignment

as an enlistment incentive. Whether or not coupled with

another incentive (e.g., cash bonus), it appears to be very

-.appealing to 16 to 21 year old males.

- -.

|'.

I-,
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SECTION I

I NATIONAL TRENDS
SPRING 1979 vs. SPRING 1980
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SECTION I

?.% National Trends -Spring 1979 to Spring 1980

The criterion measure in this study is the rated likelihood

of serving on active duty in each of the four military services.

This measure is referred to as enlistment propensity and is
categorized as either being positive or negative. In Section I,
changes in propensity and the variables that are related to

* S enlistment propensity are examined. The principal time frame for

the analysis is Spring 1980. Key national data from the previous

~s nine waves, however, also are presented in order to examine the
pattern of these data over time.

The data discussed in Section I are based on total U.S. data
ellI - obtained from the 26 tracking areas. The data are weighted. The

rationale for weighting the data as well as the procedure used

are described in Appendix III. The sampling plan is described in

more detail in Appendix II.



Page 24

1. 1 -efinition of Propensity

Propensity is an attitudinal measure which summarizes the

- degree to which young men are predisposed to joining the military.

Propensity is operationally defined as follows: Respondents

first are asked how likely they would be to serve in the military

in the next few years. The question then is repeated for each of

the four active duty services plus the National Guard, Reserves

and Coast Guard. A 4-point scale of likelihood is used. Respon-

- - dents were classified into either having positive propensity or

negative propensity based on answering the question as follows:

Definitely

Probably__ 
Positive Propensity

Probablyno

Definitely not 1b Negative Propensity

* No answer

Throughout this series of reports reference is made to

positive and negative propensity respondents, specifically, the

sample of respondents is segmented into these two groups. Those

* in the positive propensity group are individuals who indicated

positive propensity for one or more of the four active duty

* - services. The negative propensity group is comprised of young

men who indicated negative propensity for all four active duty

services.

Op

A4
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1.2 -Changes in Propensity: Spring 1979 to Spring 1980

In the Spring 1980 wave, 32.8% of the respondents inter-

viewed expressed positive propensity for one or more active duty

services. This is a statistically significant increase from

Spring 1979 at which time the figure was 27.0%. Over time the

ratio of respondents who express positive propensity for any

* .~ active duty service has been approximately one-in-foux to one-

in-three. The current figure is the highest recorded in the 10

waves of the study.

Positive propensity for each of the four active duty

services also increased significantly from Spring 1979 to Spring 1960.
-- As Figure 1.1 shows, the Air Force (+4.2 percentage points) and

P the Army (+3.3 percentage points) registered the highest year-

4. to-year increases.

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

Pro-Military Index) also increased significantly from Spring

1979 to Spring 1980 (4.2% vs. 5.8%). The index is based on

~ .~ asking respondents what they think they might be doing during
the next few years. In each wave of the study, fluctuations in
the Pro-Military Index have paralleled changes in reported

positive propensity. The correspondence between these two

attitudinal measures of enlistment intentions appears to be
continuing (see Figure 1.2).

The positive propensity data for each service and the Pro-

Military Index data recorded in each of the 10 waves of this

study are summarized in Table 1.1. The table shows that the

current propensity figures for each service are at the highest
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Pag 26 FIGURE 1.1

POSITIVE PROPENSITY TO SERVE IN SPECIFIC SERVICES

Spring
'79-'80 Statistically

Z Change Significant

Air Force

Spring '76 •lEIEIEIE lM ll 17.5

Spring 77 IIIUIEIE 15.7

Spring '78 I•111111• 17.0

Spring '791lILE-IlIU 14.1

Spring '801IEI IEIEIUIl 18.3] +4.2 Yes

Arm
Spring 1761IIIIEl 13.1

Spring '7711•11111 11.8

Spring 178111I•IE• 12.4

Spring 179MIEI• IEI 11.2

Spring '80ll U •Illll 14.5_ +3.3 Yes

* Marine Corps

Spring 17611 EE1E 11.8

Spring 1771E1 U11 10.7
.,Spring 7811lN lE lN1 11.4

Spring 17911 IE 9.6

Spring 801 II 1I 1II 12.11 +2.5 Yes

.X Navy

Spring 17611l1l1IE IIE l 16.4

Spring 1771IINt•|U lII 15.2

Spring 17811 E I1 I I EI II 15.2

Spring 791I1II I II 13.5_

Spring '8olllEIIE I 15.8_j +2.3 Yes

4 Base: All Respondents

Source: Question 5a

Ph.*.t.- 
.
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UNAIDED MENTION OF MILITARY SERVICE
AMONG PLANS FOR THE NEXT FEW YEARS

Spring
'79-'80 Statistically

z. 2 Change Significant

Spring '76MIEI IEIEII 5.7

Spring '771 11miNI I  4.5

Spring '78UIEIEI I 4.4

Spring '7916N1 1011 4.2

Spring 8OI IhL INIU1 5.8] +1.6 Yes

Base: All Respondents

Source: Question 31

..-

:i
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levels recorded in the last three to four years. These data

I indicate a reversal of the downward trend in propensity observed

across the first eight waves of the study (Fall 1975 to Spring

1979) . By the previous wave (Fall 1979) , the downturn in

positive propensity appeared to have leveled off. The reasons
do for this dramatic turnaround in propensity are examined later in

this section.

As in each wave of this study, the Air Force and Navy have

the highest levels of propensity. The Army and Marine Corps

follow in order. Finally, since the first wave of the tracking

study, all four active duty services have shown similar wave-to-

* wave patterns of change with respect to propensity. The Spring

1980 wave is no exception.
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1.3 - Reasons for Not Enlisting in the Military

While positive propensity individuals may represent the

primary target market for recruiting efforts, the negative

propensity group of young men also may offer some recruiting

potential. "Reaching" this group, however, requires an under-

standing of the attitudes underlying their negative propensity.

Accordingly, negative propensity respondents in the Spring 1980

wave were asked their reasons for not wanting to serve in the

* military. This is the first time such a question has been posed

to respondents. By asking this question in future waves of this

study, the Defense Department and the services will be able to

track changes in these attitudes as a result of environmental
events, changing characteristics of the services, and/or recruit-

ing efforts.

The Spring 1980 data are summarized in Table 1.2. The

following conclusions can be drawn:

1. By far, the predominant reason for not wanting to
serve in the military is that the individual
simply has other plans for the future.

2. About one-in-four respondents, however, voiced
negative impressions of military service. The
most frequently mentioned reasons for not wanting
to serve in the military were psychological in
nature: lack of freedom, danger and separation.
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TABLE 1. 2

REASONS FOR NOT ENLISTING
IN THE MILITARY

-. Spring
'80

I.%

Reasons Given

Have plans for civilian job 31.0

Don't want to serve in military; unspecified 26.0

Lack of personal freedom 6.8

Danger/fear of injury 5.7

- .Separation/being apart 5.1

jPay inadequate 3.8

Loss of status 2.4

* .Negative military experience by father/friends 1.4

Living conditions 0.7

1Don't know/no particular reason 17.0

Base: Negative Propensity Respondents

~ Source: Question 18

A. '
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1.4 -Changes in Variables Related to Propensity

Presumably, changes in propensity are related to certain

events and psychological phenomena. In each wave of this study,

a number of variables have discriminated between positive and

negative propensity respondents. These variables include:

*Contact with service recruiters

*Talked about enlistment with influential
others

* Took Armed Forces aptitude test in high school
(ASVAB)

* Perceived attitudes of parents and friends
regarding military service

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

ing the year-to-year levels of these variables. What follows is

a discussion of the Spring-to-Spring changes in these variables

Csee Table 1.3).

1. The proportion of young men who reported having
had recruiter contact with service recruiters
within the past half year increased from Spring
to Spring. Recalled recruiter contact with any
service over a longer period of time also
increased from Spring 1979. Neither of these
year-to-year increases, however, was statis-
tically significant. Figures 1.3 and 1.4

* . summarize the recruiter contact data over the
U-...,10 waves of the study. From Fall 1975 to

Spring 1980, recalled recruiter contact within
the past half year increased significantly,
especially from Fall 1979 to Spring 2980.

* Recalled recruiter contact with any service over
a larger period of time increased during the
4 year.period of this study, but the
increase is not significant. The increase from
Fall 1979 to Spring 1980 for this variable,
however, is statistically significant.

- U .. ."A
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TABLE 1. 3

CHANGES IN VARIABLES RELATED TO PROPENSITY

Spring

Spring Spring '"9-'80 Statistically

'79 '80 Change Significant

Recruiter Contact (Qu. 8a & 9a)

Past 5-6 months - any service 25.4 26.9 + 1.5 No
" Ever -any service 48.9 50.9 + 2.0 No

Recruiter Contact With (Qu. 9b)

Air Force 12.8 13.5 + 0.7 No
Army 23.3 25.1 + 1.8 No

Marine Corps 12.9 13.6 + 0.7 No

Navy 15.2 15.2 - No

Information Sources

Talked with friends in
or out of service 37.7 37.5 - 0.2 No

Talked with one or both parents 36.0 36.9 + 0.9 No

-' Talked with girlfriend

or wife 15.2 19.1 + 3.9 Yes

Talked with teacher
or guidance counselor 10.8 11.3 + 0.5 No

Took Aptitude Test in High School
Given by Armed Services (Qu. 8c) 15.9 13.7 - 2.2 Yes

Perceived Attitudes of Parents/
Friends Toward Joining the

S-- Military (Qu. lOa, la & 12a)

Father in favor 27.4 28.5 + 1.1 No

Mother in favor 15.8 17.8 + 2.0 Yes

Friends in favor* - 11.5 - -

Base: (5203) (5217)

4] * Not asked in Spring 1979.

2:~~~~~~~~~~~~~ ~~~.-. . •.. , . ',. ,. . . .. - .. . - , . -. . . . -. . . . .. - - .- - . . . . . . . . ..-. . . . . .
". -"- ". ' ",. * " . - ". ". " "- " ". % . . .. . . . . . . . ..,,- .• .', • "
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Page ' FIGURE .3

RECRUITER CONTACT - PAST 5-6 MONTrHS - ANY SERVICE

Fall '75 -

Spring '80 Statistically 4
% Change Significant

Fall 751|I|I|I|I 1 24.7-

Spring '761E111 N IEN[ all 24.3
I4. Fall '761 I N I M I I ai 24.9

Spring '7711U 1 ] 1| 10 1 [ I 25.9
Fall '77i II I I1 26.0

Spring '781I i M I M I M• I 27.1

Fall '781II IEIlIEI 27.3

Spring '791[]IEIINi l 1 25.4

Fall '79EIMINIEMINI 23.8

Spring '80MIUINIUININ! 26.9- + 2.2 Yes

Base: All Respondents

Source: Question 8a

FIGURE 1. 4

RECRUITER CONTACT - EVER - ANY SERVICE

Fall '75 .
Spring '80 Statistically .4
Change Significant

Fall '75S1IUIUI[IEI 49.2-
Spring '76UINI[ IUINII 47.6
Fall '761111E IIMIEIEI 49.9

Spring '771IJMIEMIEI i1 49.1

Fall 7711 IEIINiE 50.0 -

Spring 78EI t]l[] mI*l j 52.5

Fall '78 I Nl IMI f lM1 52.3
Spring 179*10INi l[IN 48.9
Fall 17911IUEI1U l11 47.9

Spring '8011I I I IEi11 50.9 + 1.7 No

6ase: All espondents

Source: Questiun 9a

- *" , , , , . ' , - , \. . . . - , . U *, . . .. .
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2. Recalled incidence of contact with recruiters
from specific services did not change from
Spring 1979. As Figures 1.5 to 1.8 show,
this measure has remained constant across
time for all of the services except the Navy.
Recalled Thcidence of contact with Navy
recruiters decreased significantly from Fall
1975 to Spring 1980 (17.1% vs. 15.2%).

-3. The reported incidences of talking to influ-
ential others, such as friends with military
experience, parents, and teachers and counselors

* about enlisting remained unchanged from year
to year. The reported incidence of talking to
girlfriends and spouses about enlisting,
however, increased significantly.

4. The incidence of taking the Armed Forces spon-
sored aptitude test in high school declined
significantly from Spring to Spring. As
Figure 1.9 shows, the reported incidence of
taking the ASVAB has declined significantly
over time. This figure has dropped approxi-
mnately 30% from Fall 1975 to Spring 1980.

5. The proportion of respondents who perceive
their fathers and mothers to be in favor of
their joining the military increased from
Spring 1979. Only the figure associated with
mothers, however, is statistically signifi-
cant. As in previous waves, more fathers
than mothers and more parents than friends
were perceived to be in favor of their sons
serving in the military.

'VV
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FIGURE 1.5

RECRUITER CONTACT - AIR FORCE

Fall '75-
Spring '80 Statistically

% -Change Significant

Fall '751111111 1111111 1111 14.4-

Spring 176INIUIUIE 14.8

Fall '76111111111111111111 15.5

Spring '77111111111111111 14.8
Fall '7711I111111U1111 13.5

.p *~Spring '78U1IIII 14.2
*Fall '78E1IEIII 14.3

Spring 17 911E1 M JMIl 12.8

Fall '7 9EII 12.0

Spring '81111UIEIIN 13. 5 -0.9 No

Base: All Respondents

Source: Question 9b

FIGURE 1.6

RECRUITER CONTACT -ARMY

Fall '75-
Spring '80 Statistically
% Change Significant

Fall 17S1IIIIII 25.3

Spring 176IIIIII 23.1
.. , .,Fall '76 EI EIlI 24.3

4, Spring 177EIIIII 23.1
Fall '77 1 M 1IU 1EMU1 23.5
Spring '78EIIIIII 26.4

Fall 178111111E IIINJ 23.9

Spring '79EIU IINE11 23.3

Fall '79 11I IIIU1E 24.0

Spring '81INIEI1IIil 2 5. 1 - 0.2 No

b~ase: All Respondents

Source: Questicn 9b
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FIGURE 1.7

*RECRUITER CONTACT - 14ARINECOP

Fall '75 -

Spring '80 Statistically
% Change Significant

Fall '7511 I IN I N III 14.7-

,. Spring '76mII IUIE 14.2

Fall '76I•I•IUIEI 14.9

Spring '77M I IN IN IN 14.5

Fall '771•|•I•I•I 13.0
Spring '78I IE[] III I 14.9

Fall '78lI IIUI 13.7
Spring '7911EIUN II 12.9

Fall '7911II•1• 12.3

Spring '8oEIIIIII 13.6 - 1.1 No

Base: All Respondents

Source: Question 9b

FIGURE 1.8

-D RECRUITER CONTACT - NAVY

-q Fall '75 -
Spring '80 Statistically

% Change Significant

Fall 75II IEI UI II 17.1-

Spring 76iI IEIIII I 15.8
Fall 17611 IIEIEIEI• 17.5

Spring '77111EMIEIII 14.4

Fall 177ilIiII II 15.4
Spring 1781IEII IEIEII 17.4

Fall '781IEIEIUIEII 15.2

Spring 17911II IIII 15.2

Fall '7911 1 1 I UIEI 14.8

Spring 180 OIE 1I I1I I1 15.2 - 1.9 Yes

Base: All Respondents

PSource: Question 9b

...... ......... . , . ~. ..-. . -. -. ,-.•, ...-... .. . ... -*~.~.. W... '. -. .,,a ,%.,% . ... i ... .. ,-,' '-: -. 4* ,---* ,',*~~
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FIGURE 1.9

TOOK APTITUDE TEST IN HIGH SCHOOL GIVEN BY ARMED FORCES

Fall '75 -

Spring '80 Statistically
Z Change Significant

Fall '75EIEIEIE IIMEI19.8-
Spring '761IEIEIEIllli 17.4

Fall '761i1II IN11 18.1

Spring '77imIEII MINIM 18.3

Fall '771I1I ni nI IIE 18.3

Spring '78i IEII1I1 14.8

Fall '7811II IN IEI 16.4

Spring '7911 M I 1 mI 1 15.9

.4. Fall '7911 I EIE I I1 14.2
Spring '801IlInIIliE 13.7 6.1 Yes

'4-

Base: All Respondents

-Source: Question 8c

5-I

,'-., , 55 " . , " " . " . " , " ." . • . . - ° . - . .--.4.- ' ' " . ,- - ' ' . . . ' .
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1.5 -Key Deorahc

The demographics of the Spring 1979 and Spring 1980 samples

are shown in Tables 1.4-1.6. The following conclusions can be

drawn:

1. The data weighting procedure used in this study
eliminates any sampling differences with respect
to age and race by balancing the results to
known "military available" statistics. Hence,
the samples in all waves are identical with
respect to age and race. The data weighting

, W procedure is explained in detail in Appendix

2. Reported employment, especially full-time employ-
ment, among the sample of Spring 1980 male youth
is significantly below that recorded for the
Spring 1979 sample. Concomitant with the find-S ing of decreased employment is the finding that
the percentage of young men not employed and
looking for a job increased significantly from
Spring 1979. A hypothesis that has been pursued
in recent waves is that changes in propensity are
related to changes in reported employment. That
is, to the extent that a young man can find
satisfactory employment in the civilian sector,
,he may be less inclinzed to enlist. A correlation
analysis of the two sets of data tend3s to support
the above hypothesis.

.43. The percentage of respondents attending school,
especially high school, increased significantly
from Spring 1979. At the same time, the reported
proportion of high school graduates declined
significantly from Spring to Spring. These
changes in reported school attendance and level
of education achieved do not reflect any age
differences between the two Spring samples, since

J. the age and racial composition of the sample does
not change from wave to wave. Rather, the
observed differences in reported school atten-
dance and level of education achieved reflect
behavioral changes perhaps motivated by labor
market conditions.
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-AGE ADRC

1.Spring Spring
179 '80

16 18.5 18.5

17 18.5 18.5

18 17.5 17.5

19 16.6 16.6

20 14.8 14.8

21 14.1 14.1

Race

White 85.4 85.3

Non-White 13.9 13.8

Refused 0.6 0.8

Base: (5203) (5217)

Ar~ Source: Questions 3a and 23

V..
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." "-" EMPLOYMENT STATUS

Spring
Spring Spring '79-'80 Statistically

'79 '80 Change Significant

Employed (Qu. 3f, 3g) 66.2 61.2 -5.0 Yes

Full-time 37.3 32.2 -5.1 Yes

* " Part-time 28.8 28.7 -0.1 No

Not specified 0.1 0.1 - No

Not Employed (Qu. 3f, 3g) 33.8 38.5 +4.7 Yes

Looking for a Job 22.4 25.4 +3.0 Yes

• Not looking 11.1 12.2 +1.1 No

Not specified 0.3 0.9 +0.6 Yes

TABLE 1.6

SCHOOLING STATUS

- Spring
Spring Spring '79-'80 Statistically

'79 '80 Change Significant

.4z %_%

Attending School (Qu. 3b, 3c) 58.4 61.6 +3.2 Yes

In high school 44.3 46.5 +2.2 Yes

In vocational school 1.8 2.0 +0.2 No

In college 12.3 13.0 +0.7 No

Not Attending School (Qu. 3b,3c) 41.6 38.4 -3.2 Yes

High school graduate 31.5 28.8 -2.7 Yes

Not high school graduate 10.0 9.5 -0.5 No

Quality Index (Mean)* 6.40 6.39 -0.1 No

Base: (5203) (5217)

• Combination of Questions 21, 22 and 24

44
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4. The quality index is a composite measure based
on self-reported grades, number of math courses
taken and passed in high school, and the science
courses covering electronics and/or electricity
taken and successfully passed in high school.
A 10-point scale is used to compute this index,
as shown in Table 1.7. Both Spring samples are
identical with respect to quality index.

TABLE 1.7

High School Number of Math Courses Science Courses
Grades in High School in High School

-- Value Value Value

A's & B's 3 None 1 Yes 2

B's & C's 2 One 2 No, Not
Specified

* C's & Below 1 TWO 3

Not Specified 0 Three 4

Four 5

Not Specified 0
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.- Performance Differences By Tracking Areas

* Interviewing for this study was conducted in 26 defined

geographical areas referred to as tracking areas. The tracking

area approach localizes the information derived from this study.
- This makes it possible for the individual service recruiting

commands to receive feedback with respect to their performance

'4: within specific geographic areas.

.~ *..This section is a discussion of key results by the 26

tracking areas. The data are examined in terms of whether data

from individual tracking areas differ significantly from national
levels. Tracking areas that deviate from the U.S. averages are

-. highlighted.

Tables 2.1 to 2.11 summarize the key tracking area data.
~ Interpretation of these tables has been facilitated by the

following system of notation:

*Percentages that are significantly different
from the U.S. average for a particular service

.~ 'are ...

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

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

What follows is a discussion of the following data:

a propensity

0 respondent academic characteristics

* recruiter contactt

~ ,. *information seeking activities

*job opportunity perceptions

*information seeking activities

* .,. job oppotunity perceptions
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2.1 Positive Propensity by Tracking Area

The key measure in this study is propensity to serve in

one or more of the active duty services. As in past reports,

the reader is cautioned against making any absolute interpre-

tations of the propensity data. Accordingly, the propensity

data should be interpreted in a relative sense (e.g., the

identification of "high" versus "low" tracking areas). Any

attempt to forecast actual accessions based on these data must

take into account factors such as time of entry, and mental and

physical qualification rates. Since the propensity index does

* not include these factors, only relative interpretations can

be justified.

Figures 2.1-2.7 graphically present the propensity data

for active duty services as well as the National Guard, Reserves

-and Coast Guard across each of the 26 tracking areas. The,3

propensity data for the four active duty services were discussed
?~ in Section I. Propensity for the Reserves (15.7% vs. 20.6%) and

the National Guard (15.0% vs. 18.6%) showed significant Spring-

to-Spring increases. Propensity for the Coast Guard, however,

remained unchanged from Spring 1979 (11.8% vs. 12.2%). Respondents

who indicated a positive propensity to serve in the Reserve comn-

ponents also were asked which branches of the Reserves and

* National Guard they would select. The propensity figures are
* as follows:

Reserves -

Air Force 6. 3%
Army 5.9%
Navy 2.8%
Marine Corps 2.8%

National Guard

Army National Guard 10.0%

Air National Guard 7.5%

p...
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Table 2.1 summarizes the propensity data for each of the

services within each of the 26 tracking areas. Relative to

national averages, the following exceptions occur:

1. The propensity to serve in the Air Force
* deviates from the U.S. average of 18.3%

as follows in these areas:

Below Average Above Average

" New York City (12.6%) 0 Alabama/Mississippi/Ten-
nessee (26.0%)

. Boston (12.0%) 0 Texas (25.6%)

SPittsburgh (12.0%) * South Carolina/Georgia
(28.7%)

2. The propensity to serve in the Navy deviates from the
" U.S. average of 15.8% as follows in these areas:

Below Average Above Average

0 New York City (10.5%) 9 South Carolina/Georgia
(27.8%)

e Chicago (10.4%) * New Orleans (24.2%)

e Northern California
(10.9%)

.,

3. The propensity to serve in the Army deviates from the
U.S. average of 14.5% as follows in these areas:

Below Average Above Average

- New York City (8.4%) s South Carolina/Georgia
(23.5%)

e Chicago (8.7%)

- * Boston (9.4%)

e Washington/Oregon (6.1%)

-4"



Page 54

4. The propensity to serve in the Marine Corps deviates
from the U.S. average of 12.1% as follows in

these areas:

Below Average Above Average

o New York City (6.4%) (No above-average tracking
areas)

- Minnesota/Nebraska/North
Dakota/South Dakota
(7.1%)

o Washington/Oregon (6.1%)

5. The propensity to serve in the Reserves deviates from
'the U.S. average of 20.6% as fo-lows in these
areas:

6 Below Average Above Average

" New York City (13.7%) 9 Alabama/Mississippi/
Tennessee (27.8%)

* Southern California/
Arizona (14.0%) o South Carolina/Georgia

(35.4%)

" Pittsburgh (12.2%) . New Orleans (28.1%)

e Kansas City/Oklahoma
* (14.6%) o Kentucky (26.3%)

6. The propensity to serve in the National Guard deviates
from the U.S. average of 18.6% as follows in
these areas:

Below Average Above Average

e New York City (9.3%) * Alabama/Mississippi/
Tennessee (29.7%)

* Harrisburg (11.6%) o South Carolina/Georgia
(34.2%)

e Chicago (11.4%)

Northern California (9.7%)

o Pittsburgh (10.6%)
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7. The propensity to serve in the Coast Guard deviates
from the U.S. average of 12.2% as follows in I
these areas:

Below Average Above Average

a New York City (4.8%) * Florida (22.3%)

0 Harrisburg (7.7%) * Texas (18.6%)

* Chicago (6.2%) e South Carolina/Georgia
(19.2%)

* Minnesota/Nebraska/
North Dakota/South Dakota:...-
(7.9%)

' * Philadelphia (7.2%)

9 Pittsburgh (6.5%)

Propensity for each of the services within each of the

tracking areas tends to fluctuate widely from wave-to-wave.

This instability of the data reflects the relatively small

sample sizes (approximately 200) for each tracking area. Hence,

wave-to-wave changes in propensity can be a misleading indicator

of the relative geographical strengths and weaknesses of each

service. A more stable indicator is the general pattern of

these data over time. Accordingly, the military has consistently

registered above-average appeal in the southern tracking areas.

The South Carolina/Georgia tracking area has been a particularly

* strong market. On the other hand, the weakest markets have

been in the industrial northern areas of the country. The

New York City tracking area has consistently registered below-

average levels of propensity for all of the services.

-',

, .5.

"i , ," [ [ -.", " . . - ". - .-.--.. vv : . -. ... .-.*..--- * .- S . . .. "':-'-'
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2.2 Propensity to Work as a Laborer on Construction Jobs

Prior to being asked their propensity to serve in -the ser-

vices, respondents are asked to indicate their propensity to

work in the following types of jobs:

. Laborer on construction jobs

* Desk job in a business office

0 Salesman

Respondents who express positive propensity for military

service also tend to be the same individuals who express a

positive propensity toward working as a laborer on construction

jobs. As discussed in previous reports, this relationship

* seems reasonable in view of the fact that youth with positive

propensity for the military attach above-average importance to

learning a trade/skills. The tracking area data on propensity

5 for working as a laborer are an additional indicator of where

the services appear to have recruiting strengths and weaknesses.

Table 2.2 summarizes the Spring 1980 propensity data for

working as a laborer on construction jobs. Nationally,

propensity is 35.5%. This is a significant decline from
the Spring 1979 figure of 38.1%. One tracking area is

* -~ below the national level: New York City. Four tracking areas

* are above the national average: Minnesota/Nebraska/North Dakota/

South Dakota, Northern California, Kentucky, Des Moines.
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2.3 Academic Achievement and Derived Quality Index

Success in the service is partially contingent on one's

educational abilities. Critics of the all-volunteer force have

focused on the growing disparity between the ever-increasing tech-

nical sophistication of the military and the increasing number of

recruits with insufficient educational skills. In view of the

importance of this issue, this series of studies has tracked

the relative educational ability of positive propensity youth.

This has been done by asking respondents to report several

areas nf academic information: high school grades,

high school education program, mathematics courses taken and

passed in high school, and science courses covering electricity

and/or electronics taken and successfully passed in high school.

A quality index number is computed for each respc->cent based on

his responses to these questions. High school education.

program (i.e., college preparatory, commercial/'busines_;, rnd

vocational) is not used in developing this index, sl.ce "- s

difficult to assign scaler values to this factor. The _ndex

ranges from a low score of 1 to a high score of 10. :he

derivation of the quality index was explained earlier in

Table 1.7 (see Section I). Table 2.3 summarizes the qualitv
index data. The national figure is 6.39 which is comparable

to the Spring 1979 figure (6.40). Deviations from this

* national average are geographical in nature. Several southern

tracking areas are below this figure. These areas are: Florida,

Alabama/Mississippi/Tennessee, Richmond/North Carolina, South

'* Carolina/Georgia, and Kentucky. Quality index values are

* above the U.S. average in two eastern areas: New York City

*- and Boston.

The number of math courses taken and passed is an ii:crtant

4 component of the quality index. As in past waves of this

study, tracking areas in the northeast are superior to other

areas on this measure. Southern tracking areas, on the other
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.. hand, tend to be the weakest areas on this measure. The data

are presented in Table 2.4.

U
The high school curriculum is not a component of the quality

index. Its importance to this study, however, is that it

contributes to an understanding of the propensity measure. For

example, young men enrolled in vocational programs are probably

. more likely than their peers to be interested in military

service where they can get additional vocational training.

As shown in Table 2.5, the 26 tracking areas differ widely

with respect to high school education programs. There is an

above-average incidence of having had a college preparatory

*' curriculum in the northeastern tracking areas. Just the same

is true for vocational curricula in the southern markets.

The levels of these academic indicators as well as the

pattern of the data across tracking areas is consistent with the

data recorded in previous waves of the study.

4.

..

* . . 4. . . . . .

- ? ,-. - --- * . ** * . - *
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2. 4 Recalled Recruiter Contact

Table 2.6 presents the data for recent recalled recruiter

contact (past five to six months). only two tracking areas

deviate from the national figure of 26.9%. These are Minnesota/

Nebraska/North Dakota/South Dakota and Pittsburgh which are

both above the national average.



Page 70

-- ".4

cc w

,.. .. -4 ... H I

0w

• - ., IHI-

CC z w

.- W

00°

-C. . . I

E-4 mC .11

* ,'*0 0 0
-. ~~E-4 J f~H

w 0
cc 0- w

u C4

V~

* ~ ".404

*t 0 A0(

v~4 m *

0JCN

u0

.- JV uC 0V

dU 1

~ u



• *CuI -I , , 0 I, +

Page 71 1 H 1  2

C4"

.. 1

S-4o jH c

"%'. 0 0 .'II
cc

o4

-4 -

Cu

,, ~~ ~ w oo I
ccc

Cj14

O* I.4+ • I

. I.

CC

m cc

z 0CO

-4S

cca

4..41

0

d cio

x 0 0

1.4 - ".'.

0 Cj,

ci),.I ,l.,

9jdC

-4-

o~to

*.r .e.



Page 72

2.5 Type of Recent Recruiter Contact

Contact with service recruiters can be very direct and

personal, such as at a 'recruiting station, or more indirect and

anonymous, such as mail literature. This series of studies

has tracked recruiter contact since the first wave (Fall 1.975).

This issue is discussed below as part of the tracking area

* analysis and again in Section III. The analysis of these data

at the tracking area level provides the Department of Defense

and the services with additional feedback on recruiter contact
at a local level.

~ The Spring 1979 and Spring 1980 national levels of each
type of recruiter contact are summarized below. The bases for

Ithese figures are those individuals who reported havinct had recent

* recruiter contact.

Spring Spring Significant
179 '80 Change

Talked to recruiter
* by telephone 52.3 51.7 No

S Received recruiting
literature in the mail 45.3 46.3 No

Heard recruiter talk
at high school 48.6 46.1 No

Talked face-to-face
(not at station) 47.7 45.0 No

.~Went to a recruiting
station 26.4 25.6 No

Table 2.7 presents these data for each of the 26 tracking

areas. As the table shows, all of the types of recruiter contact

N7. i- .7.- le- * 4 4 - 7..-. . . . .
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* .*exh-ibit particular strengths and weaknesses across the tracking
areas. Th-is is especially true of "talked to recruiter by tele-
phone." These tracking area deviations show no particular

* geograph-ical pattern.
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2.6 Perceived Adequacy of information -Received

Table 2.8 shows the percent of respondents

they received inadequate information from the v

recruiters. Perceived adequacy of information

quantitative terms. Specifically, each respond,

- having had recruiter contact was asked whetherI

information provided was

* All the information you wanted

M Iost of it

* Very little

Inadequate information was defined by a re:

R little."

* Nationally, all four services do reasona-bl'
* only about one-in-five respondents felt that thE

S service did not provide enough information. Mo:

* services do not differ on this measure. On a S

* basis there were no significant changes in theI

of the information provided by the services.

Spring Spring
179 '80

Army 19.9 19.6

Navy 17.6 18.9

,arine Corps 19.9 18.7

i Force 15.4 17.3

.. te eevdiaeuteifrainfo h
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The data presented in Table 2.8 vary widely because of

the relatively small respondent bases in each case (i.e.,

respondents having contact with specific service recruiter in

a particular tracking area). The error ranges associated with

these estimates, therefore, are large. There is some variation

across tracking areas on this measure. A tracking area below

the national figure indicates strength for the particular

service.

%-V.

*"""

°<.--.
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2.7 other Activities Concerning Enlistment

* * In addition to recruiter contact, there are a number of

other activities that an individual can undertake with respect

* to seeking information about the military. Since the first wave

of this study, respondents have been asked whether or not

they have undertaken a series of information seeking activities

during the previous six months. Table 2.9 summarizes these

data in terms of the percent of youth who say that they have

undertaken a particular activity.

As the table shows, youth in New York City and in Des Moines

were below the national averages for several of these activities.

4Just the opposite is true for the South Carolina/Georgia tracking

area. The findings for New York City and South Carolina/Georgia

are consistent with the propensity data for these two areas.

The year-to-year changes in all but three of these activities

were discussed in Section I. The other three items -- "asked

for information by mail," "physically or mentally tested at

military examining station," and "made toll-free call to get

information" -- remained unchanged.
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2.8 Perceived Difficulty of Obtaining Either a Full Time or
Part Time Job

As discussed in previous reports, labor market factors can

be expected to have an effect on enlistment, particularly in a

weak economy such as the country is currently experiencing.

While unemployment rates vary from region to region and for

- - men of different ages and backgrounds, perceptions of the job

market may have a greater impact on career choices than the

actual labor conditions. Accordingly, this study has tracked

respondents' perceptions of the difficulty of getting either a

full time or part time job in their area of the country. The

Spring 1980 results are shown in Tables 2.10 and 2.11.

As Table 2.10 shows, 32.0% of the young men in the Spring

1980 study felt that it was "almost impossible/very difficult"

for someone their age to get a full time job. This is signifi-

cantly higher than the Spring 1979 figure (28.9%) and parallels

the actual change in the labor market during this time.

There are some variations in these perceptions across

tracking areas. Young men in New York City, Michigan/Indiana,

and Kentucky were particularly pessimistic about finding full

time jobs. Individuals in Texas, New Orleans and Kansas City/

* Oklahoma were the most optimistic.

Table 2.11 examines the data for part time employment.

Nationally, 17.0% of the respondents felt that it was 'almost

* impossible/very difficult" to find part time emrployment in their

areas. This figure also is significantly higher than the Spring

1979 figure (14.6%) .
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Several tracking areas deviate from the national average.

* New York City, Alabama/Mississippi/Tennessee, and Philadelphia

were above this average. Res-pondents in Kansas City/Oklahoma

were below the average. All in all, the national decline in

*employment opportunities may offer a national recruiting oppor-

tunity.
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SECTION Il!

AN1ALYSIS OF TARGE';T MARKETS
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SECTION III

Analysis Of Tarqet Markets

M a For the convenience of the reader, the background for the

- analyses discussed in this section is reprinted below from pre-

vious reports.

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

segmenting the pool of "military available" young men into those

men who are likely to be more receptive to the military's re-

cruiting efforts and those who will not. It is important to have

an understanding of what is related to one man's willingness to

consider the military as a career option and another man's

willingness to exclude the service from his career options. Such

an understanding should help the services maximize the ef-

fectiveness of their recruiting.

The present section first examines the relationship between

propensity and a number of demographic, attitudinal, and be-

• - havioral factors. The intent of this analysis is to identify

those factors that discriminate between positive and negative
propensity groups and it is undertaken for propensity for military

service in general as well as fur the individual services.

The following variables are included in this analysis:

bemographic Variables

S'0 Age (Qu. 3a)

, Employment Status (Qu. 3f, 3g, 3h)

S Race (Qu. 25)

• .'-,. * Educational Status (Qu. 3b, 3c, 3d, 3.)

. Education of Father (Qu. 20)

- . 4I .' , ***9.4*_ .- , . .-. • . ", . "- - - ." . " "
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J Importance of Job Characteristics (Qu. 13a)

Achievability of Job Characteristics (Qu. 13b)

Information Sources/Actions Taken
,-.

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

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

Influencers (Qu. 10a, lla, 12a)

Advertising Recall (Qu. 6a, 6b, 6c, 6d, 7)

Following this analysis of the positive and negative pro-

pensity groups, this section examines the demographic, attitudinal

and behavioral characteristics of young men who have graduated

from high school and are not currently attending school.

i~k-4.. •
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3.1 Probability of Serving

The criterion measure in this study is propensity. As

_ discussed in Section I, propensity is the rated likelihood of

enlisting and is measured on a four-point scale. Respondents

* who say they "definitely" or "probably" will enlist in a par-

ticular service are referred to as having positive propensity

for that service. Those who say they "probably will not" or

"definitely will not" enlist are referred to as having negative

propensity for a particular service. By aggregating all of the

respondents who express positive propensity for any one or

more active duty services, the sample is dichotomized in terms of

positive propensity and negative propensity individuals. This

segmentation is the primary focus of this section.

The strength of respondents' enlistment intentions can be

gauged by looking at the distribution of responses within the

measure. Table 3.1 presents the prcpensity measure broken

down into each of its response alternatives. The following con-

clusions can be drawn:

1. Among the great majority of positive propensity

respondents the intention to enlist is at best

tentative. This is reflected in the fact that

nine-out-of-ten positive propensity responses

* fall into the category of probably will enter military

* service. This pattern of positive propensity

responses has been consistent across services

and across the 10 waves of this study.

2. In recent past waves, the largest single category

of negative enlistment intentions consisted of

respondents who said that they will definitely
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TABLE 3.1

DISTRIBUTION OF RESPONSES FOR MEASURE OF PROPENSITY

Air Marine

Force Army Corps Navy

% z %_

Definitely 1.8 1.6 1.5 1.3

Probably 16.5 12.9 10.6 14.5

Probably not 40.3 38.7 38.0 39.0

Definitely not 39.6 45.1 48.2 43.5

Don't know/not sure 1.8 1.7 1.7 1.7

Base: All Respondents

Source: Question 5
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' not enlist. While this is still true for

three of the four services, the disparity

between the two response categories is

narrowing. The Air Force exemplifies this

change. Hence, strong negative feelings

toward enlisting seem to he softening, at

least momentarily.

3. As in previous waves, approximately one-half

of the sample label themselves as either

probably likely or probably not likely to

enlist. This apparent uncertainty in their

attitudes toward military service may make

this group susceptible to recruiting comimuni-

* cations.

.
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3.2 Demographic Variables

in each wave of this study the positive and negative pro-

pensity groups have differed with respect to their demographics.

Table 3.2 profiles the two propensity groups in terms of 15

demographic variables. The positive and negative propensity

groups differ significantly on all but one variable. The

differences between the groups have been observed in each of

the previous waves.

The two propensity groups differ as follows:

1. Positive propensity youth are younger. Although
not shown in the table, the proportion of youth
who express positive propensity decreases with
increasing age.

2. Positive propensity youth are more likely to be
unemployed and looking for work.

3. Blacks and other non-white male youth make up a
greater proportion of the positive propensity
group than they do of the negative propensity
group.

4. Concomitant with the age finding is the fact that
high school students make up a greater proportion
of the positive propensity group than of the
negative propensity group. Likewise, college
students and high school graduates who are not
currently in school are more likely to be in the
negative propensity group.

5. Throughout this series of studies fathers' edu-
cation has been used as an index of socio-economic
status. This index indicates that Positive
propensity youth come from more modest socio-
economic backgrounds. Fathers' education is
explained below.*

*Education of fathers was measured on an eight-point scale.
1. Did not complete high school
2. Finished high school or equivalent
3. Adult education program
4. Business or trade school
5. Some college
6. Finished college (four years)
7. Attended graduate or professional school
8. Obtained a graduate or professional degree

] WVNM
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TABLE 3. 2

ANALYSIS OF PROPENSITY TO SERVE IN THE MILITARY

DEMOGRAPHIC ANALYSIS+

Positive Negative
' ~Propensity Propensity

Variable

Average age* 17.93 18.53

Not employed/looking for work 32.6 21.7

Blacks 17.0 8.8

Other non-white 2.8 1.8

Students 65.6 59.5

10th grade 17.7 9.1

11th grade 23.2 14.7

1-2 years of college 6.2 16.4

High school graduate, not in school 22.1 32.2

rnEducation of father* 2.80 3.44

- ~ Quality index* 5.93 6.63

College preparatory curriculum
in high school 33.6 48.9

Vocational curriculum
in high school 49.3 34.7

Comercial/business curriculum
in high school 15.3 15.0**

A's and B's in high school 20.4 32.1

Base: (1713) (3449)

*Mean scale values shown

+ The two groups differ significantly on all variables except
where indicated

*Not statistically significant



* Page 97

6. Positive propensity Youth tend to have weaker
academic backgrounds as indicated by the quality
index, their high school curricula, and their
reported high school grades.

Table 3.3 profiles the demographics of the positive pro-

pensity groups for each of the four active duty services and the

Reserve components. Profiles for the negative propensity groups

'4 have been omitted since they resemble the overall negative pro-
pensity group shown in Table 3.2. As shown in Table 3.3, the

Reserve components appear to be attracting higher quality

individuals.
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DEMOGRAPHIC ANALYSIS
POSITIVE PROPENSITY GROUPS +

p INDIVIDUAL SERVICES

Air Marine National
Foc Army Corps Navy Gjuard Reserves

Variable

Average age* 17.88 18.00 17.94 17.96 18.11 18.13
Not employed/
looking for work 32.3 35.8 32.6 32.3 31.7 32.9
Blacks 18.2 22.2 19.6 17.0 19.2 19.5
Other non-white 3.1 3.4 3.6 3.0 1.9 2.1

S Students 66.5 61.61-/ 64.01-/ 65.7 60.9" 62.2-L/
10th grade 18.5 19.6 20.2 17.7 15.7 14.2
11th grade 23.7 20.7 22.3 21.7 20.8 22.3
1-2 years of college 6.9 5.5 5.3 7. 6886
High school graduate,

S not in school 22.8 22.9 20.5 21.5 25.2 25.5
Education of father* 2.82 2.55 2.68 2.77 2.80 2.85
Quality index* 6.05 5.58 5.80 5.90 5.99 6.09

% College preparatory
curriculm in

S high school 36.1 25.4 29.3 33.1 33.3 36.1
Vocational
curriculmm in

S high school 48.1 55.9 51.7 48.1 47.6 47.0
(4 Commercial/business

curriculum in
high school 14.3 16.9 17.3 16.0 17.3 15.0
A's and B's in
high school 22.0 16.4 20.1 20.3 22.8 23.0

tz Base: (950) (751) (627) (821) (963) (1057)

*Mean scale values showni

+ The positive propensity group for each service differs significantly from
its corresponding negative propensity group on most variables, except
where noted.

-'Difference not statistically significant from corresponding negative
S propensity group.
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3.3 Importance of Job Characteristics

The following comments are repeated from previous reports

for the convenience of the reader.

As a means of better understanding respondents' job decision-

making process, they were asked to consider 12 job characteris-

* tics and to indicate the importance they attach to each. The

job characteristics are those that are believed to be most

salient to 16 to 21 year old youth when considering a job.

Insofar as the services must compete with industry and other areas

of the public sector for manpower, it is essential that the

"military job" encompass valued job attributes. Hence, this

question provides important feedback to the services for purposes

of developing effective recruiting strategies.

Table 3.4 compares the two propensity groups on the 12

attributes. Both groups consider all of the attributes to be

somewhat important, especially "enjoy your job", "good income",

and "job security". Likewise, both groups attach relatively

less importance to such attributes as "recognition and status",

"adventure and excitement", and "doing something for your country."

Relative to negative propensity youth, positive propensity

youth rated six of the attributes as more important, especially

the issue of patriotism ("doing something for your country").

On the other hand, negative propensity yoi'th attached greater

importance to "enjoy your job" and "employer treats you well"

'4 than did positive propensity males.

A statistical analysis of these data reveals that differences

between positive and negative propensity youth with respect

to these characteristics tend to be general and not service

specific. Hence, it appears that the services are drawing upon

young men with similar job attribute values as well as similar

demographics.



Page 100

* TABLE 3.4

* ANALYSIS OF PROPENSITY TO SERVE IN THE MILITARY
IMPORTANCE OF JOB CHARACTERISTICS*

Positive Negative
Propensity Propensity Difference

Job Characteristics

Enjoy your job 3.36 3.43 -0.07

Good income 3.33 3.34 -0.01 *

Job security 3.30 3.30 --- *

Teaches valuable trade/skill 3.29 3.17 +0.12

Opportunity for good family life 3.25 3.19 +0.06

Developing your potential 3.23 3.24 -0.01 *

*Retirement income 3.20 3.11 +0.09

Gives you the job you want 3.17 3.17 --- *

Employer treats you well 3.14 3.19 -0.05

Doing something for your country 2.94 2.54 +0.40

Adventure and excitement 2.70 2.44 +0.26

Recognition and status 2.62 2.42 +0.20

Base: (1713) (3449)

Source: Question 13a

*Mean scale values shown

Scale Value: 4 - Extremely important
3 - Very important
2 -Fairly important
1 Not important at all
Therefore, larger values indicate greater perceived
importance. The two propensity groups differ
significantly except where indicated.

*Not statistically significant
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3.4 Achievability of Job Characteristics

As discussed in previous reports, for a job cnaracteristic

to be an enlistment motivation, it must be valued and perceived

as something that can be readily achieved in the military.

Hence, after being asked how important they considered each job

characteristic to be, respondents were asked to rate the 12

characteristics in terms of whether they could be more readily

achieved in military or civilian life. A five-point scale was

used. An average rating less than 3.00 indicates that the job

characteristic is perceived to be more achievable in the military;

a rating above 3.00 indicates that the characteristic is per-

ceived to be more achievable in a civilian job.

The job characteristic perception data are shown in Table

3.5. Relative to the negative propensity group, positive

propensity youth considered all of the job characteristics to

be more achievable in the military than in civilian life. The

* two groups differed the greatest on two attributes, "gives you
* the job you want" and "enjoy your job."'

On an absolute basis, positive propensity youth considered

four attributes to more achievable in a civilian job. These

were: "employer treats you well", "good income", "opportunity

for good family life", and "enjoy your job."

On an absolute basis, negative propensity youth considered

five of the 12 attributes to be more achievable in the military.

These were: "doing something for your country", "adventure

and excitement", "teaches valuable trade/skill", "job security",
and "retirement income."

As in the case of job attribute values, the differences

between propensity groups on these perceptions tend to be

general and not service specific.
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U TABLE 3. 5

ANALYSIS OF PROPENSTY TO SERVE IN THE MILITARY
ACHIEVABILITY OF JOB CHARACTERISTICS*

Positive Negative
Propensity Propensity Difference

Job Characteristics

Doing something for your country 1.68 1.90 -0.22

Adventure and excitement 2.20 2.62 -0.42

-' Teaches valuable trade/skill 2.38 2.89 -0.51

Job security 2.53 2.84 -0.31

- Developing your potential 2.66 3.23 -0.57

Retirement income 2.68 2.98 -0.30

Recognition and status 2.71 3.14 -0.43

Gives you the job you want 2.96 3.60 -0.64

-~PEnjoy your job 3.31 3.91 -0.60

Opportunity for good family life 3.42 3.99 -0.57
Good income 3.46 4.00 -0.54

Employer treats you well 3.62 3.94 -0.32

Base: (1713) (3449)

Source: Question 13b

~ 4. *Mean scale values shown

Scale Value: 5 - Much more likely in civilian
4 4-Somewhat more likely in civilian
3 -Either civilian or military
2 - Somewhat more likely in military
1 -Much more likely in military
Therefore, asmaller value indicates relatively greater
military likelihood. The two propensity groups differ
significantly on all characteristics.
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"Doing something for your country" is the job character-

istic that respondents felt was most likely to be achitved in

* the military. Given the current favorable mood of the country

toward the military, the services should consider promoting

the im~'portance of this attribute.

For an attribute to be a source of enlistment motivation,

individuals must perceive it to be both relatively important

and attainable in the military. Figure 3.1 illustrates this

comparison for positive propensity respondents in the form of

a two-by-two matrix. The analysis involves dividing the 12 job

characteristics into two groups: those perceived to be more

N achievable in the military and those perceived to be more

achievable in a civilian job. Next, within each group, the job

N characteristics are rank ordered in terms of their relative

importance. The top six attributes are those considered to be

relatively important and the balance are those that can be

considered to be relatively less important. A similar analysis

-~ was done for negative propensity youth and is presented in

V Figure 3.2.
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FIGURE 3.1

POSITIVE PROPENSITY RESPONDENTS

" More Achievable More Achievable
in in

, Military* Civilian Job**

Relatively Job security Enjoy your job
Important Teaches valuable Good income

trade/skill
.< .Opportunity for

Developing your good family life
potential

Relatively
Less Retirement income Gives you the
Important job you wantDoing something for

,' your country Employer treats

you well
Adventure and
excitement Recognition and

status

-%

*-Based on scores of less than 3.0 on the job characteristic
achievability scale (See Table 3.5)

** Based on scores of 3.0 or higher on the job characteristic
achievability scale (See Table 3.5)
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FIGURE 3.2

NEGATIVE PROPENSITY RESPONDENTS

More Achievable More Achievable
in in

Military* Civilian Job**

Rlt l Enjoy your job
¢ Relatively

Important Good income

Job security Developing your
potential

Employer treats
you well

Opportunity for

good family life

Teaches valuable
Relatively trade/skill
Less
Important Retirement income Gives you the

*1 job you want

Doing something for 
"u

your country

Adventure and
excitement

Recognition and

status

Based on scores of less than 3.0 on the job characteristic
achievability scale (See Table 3.5)

** Based on scores of 3.0 or higher on the job characteristic
achievability scale (See Table 3.5)

i A
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As shown in the matrix, three important job characteristics

-enjoy your job", "good income" and "opportunity for good

family life"--were perceived by positive propensity youth
to be relatively hard to attain in the military. These

attributes, therefore, represent recruiting opportunities.

Negative propensity youth considered five valued job

characteristics as relatively more attainable in a civilian

job. These attributes were: "enjoy your job", "good income",

"developing your potential", "employer treats you well", and
"$opportunity for good family life." These represent advertising

and recruiting opportunities.
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3.5 Information Sources. Actions Taken. Advertising Recall

Recruiter Contact, Influencers

Propensity to serve in the military may be understood,

in part, by considering a number of information-oriented

activities. Some of these activities may be self-initiated,

* such as asking for information by mail. In other cases, the

individual may be a passive recipient of information, such as

in the case of advertising. Examining this information
receipt process, therefore, provides insight into enlistment

propensity.

Table 3.6 summarizes the information-oriented activities

of the two propensity groups. As in previous waves, positive

and negative propensity youth differ significantly on most

of these activities. The following conclusions can be drawn

from the table:

1. Compared to th~ir negative propensity counterparts,
those in the positive propensity group are more likely to
have discussed enlistment with influential others.
The two groups do not differ on the one activity
that individuals cannot control--direct mail
literature.

2. Positive propensity men are more likely than others
to have asked for information by mail and by telephone
and to have been tested for the services.

3. Except for recall of Air Force advertising,
respondents in the two propensity groups do not
differ with respect to their recall of service
advertising.

The two propensity groups also differ with respect to

* several aspects of recalled recruiter contact. These data

are summarized in Table 3.7 and discussed below:

1. Significantly more positive than negative youth
reported having had recruiter contact at some time
in the past.
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TABLE 3.6

ANALYSIS OF PROPENSITY TO SERVE IN TIE MIILITARY

INFORMATION SOURCES, ACTIONS TAKEN, ADVERTISING RECALL

Positive Negative Statistically
Propensity Propensity Significant

Information Sources (Qu. 8c)

Talked with one or both parents 56.7 27.0 Yes

Talked with friends in or
Sout of service 54.0 29.3 Yes

Received recruiting literature
.' in the mail 45.3 46.9 No

Talked with girlfriend or wife 29.5 14.0 Yes

.' Talked with teacher or guidance
* counselor 19.1 7.4 Yes

Actions Taken (Qu. 8c)

Asked for information by mail 18.9 6.7 Yes

UTook aptitude test in high school
given by Armed Services 15.4 12.9 Yes

, Physically or mentally tested at
:: military examining station 6.9 2.7 Yes

Made toll-free call to get

Sinformation 4.2 1.2 Yes

,. Advertising Recall: % Recall
SSeeing/Hearing (Qu. 6a)*

Air Force 74.7 64.9 Yes

i' Army 77.6 81.6 No

Marine Corps 72.6 70.3 No

;P Navy72.5 70.2 N

Joint Services Campaign 67.5 68.6 No

SBase: (1713) (3449)

*base: Respondents Asked Question for Specific Service
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ANALYSIS OF PROPENSITY TO SERVE IN THE MILITARY
RECRUITER CONTACT

Positive Negative Statistically
Propensity Propensity Significant

Recruiter Contact: (Qu. 8a & 9a)

Past 5-6 months - any service 31.7 24.6 Yes

Ever - any service 56.1 48.7 Yes

Type of Recruiter Contact in
Past 5-6 Months (Qu. 8b)

Talked face-to-face (not at station) 17.7 9.2 Yes

Heard recruiter talk at high school 15.9 10.5 Yes

Talked to recruiter by telephone 14.9 13.2 No

Went to recruiting station 11.8 4.3 Yes

Recruiter Contact Initiated by

Respondent (Qu. 9d)*

-, Air Force 55.8 33.2 Yes

Army 42.6 22.2 Yes

Marine Corps 48.6 25.6 Yes

Navy 48.0 27.3 Yes

Recruiter Information Considered
Adequate (Qu. 9e)*

Air Force 84.5 81.8 No

Army 80.6 80.4 No

Marine Corps 79.7 82.7 No

Navy 80.2 81.7 No

Felt More Favorable About
Joining After Talkint to
(Service) Recruiter (Qu. 9f)*

Air Force 44.0 22.6 Yes

Army 36.5 18.8 Yes

Marine Corps 43.9 17.9 Yes

Navy 42.1 21.4 Yes

Base: (1713) (3449)

* Base: Respondents Asked Question for Specific Service

}v.
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2. With respect to the type of recent recruiter contact
reported, the two groups differ on all but "talked
to recruiter by telephone."

*3. Among positive propensity respondents who reported
having recruiter contact, approximately one-half
said that the contact was self-initiated. The
ratio among negative propensity youth is significantly

:. lower.

*4. As in previous waves, the two groups do not differ
with respect to the perceived adequacy of infor-
mation received. Nevertheless, by a ratio of 2:1,
positive propensity men felt more favorable than
negative propensity individuals about enlisting
after talking to a recruiter. This may have been
due, in part, to the fact that significantly more
positive propensity men initiated the recruiter
contact.

Respondents were asked to indicate what they believed

to be the attitudes of their parents and friends toward their

enlisting. The results are summarized in Table 3.8. As shown
4 in the table, positive propensity men were more likely than

Itheir negative counterparts to perceive their parents and
friends to support their joining the military. More fathers

than mothers and more parents than friends were perceived to be

' in favor of military service. These findings may reflect the

' fact that people tend to perceive that important others share
their attitudes and perceptions.

'.IA
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TABLE 3.8

ANALYSIS OF PROPENSITY TO SERVE IN THE MILITARY

PERCEIVED ATTITUDES OF PARENTS/FRIENDS
TOWARD JOINING THE MILITARY

Positive Negative Statistically
Propensity Propensity Significant

z z
Mother

In favor 27.9 12.6 Yes

Against 32.0 48.0 Yes

Neutral 35.8 34.6 No

Father

In favor 42.7 21.5 Yes

Against 12.1 25.0 Yes

Neutral 35.4 44.6 Yes

Friends

In favor 20.2 7.1 Yes

Against 22.7 39.3 Yes

Neutral 52.8 48.5 Yes

Base: (1713) (3449)

Source: Questions 10a - 12c
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3.6 Relationship Between Propensity and Recruiter Contact

There are many ways in which to inform young men about the
all-volunteer force. The most direct means is through re-

-. cruiter contact. Through contact with service recruiters, young
men become more knowledgeable about military service. This

experience, in turn, may positively or negatively influence
their attitudes toward military service. Whether recruiter
contact produces enlistment propensity or just the opposite is

- beyond the scope of this study.

With the above in mind, Table 3.9 relates propensity for

each service to contact with a recruiter from that service.
- The proportion of respondents expressing a positive attitude

toward a particular service and who also reported that they

had contact with a recruiter from that service ranges from
- 21% to 33.5%. The comparable figures among negative propensity

youth are significantly lower in all cases.
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TABLE 3.9

- EVER HAD CONTACT WITH RECRUITER FROM SPECIFIC SERVICE

RELATED TO PROPENSITY FOR THE SAME SERVICE*

V ." Propensl.y for Individual Service

Positive Negative Difference

Contact With

Recruiter From

Air Force 21.0 12.0 +7.0

Army 33.5 23.8 +9.7

Marine Corps 23.2 12.3 +10.9

Navy 25.5 13.2 +12.3

,ase: The Appropriate Positive and Negative Propensity Groups
for Each Service

Source: Question 9b
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3.7 Enlistment Decision Process

As shown in previous waves of this study, the four active

duty services appear to be drawing from a common pool of

"military available" males, rather than from distinct segments.
Table 3.10 shows that positive propensity individuals, on the

average, felt positive about more than two services. For

example, one-half (50.8%) of the young men who expressed

* positive propensity for the Marine Corps also expressed positive

propensity for the Air Force.

The conclusion drawn from Table 3.10 is consistent with

4 *1 the within-and-across service analysis of demographic variables

and job characteristic perceptions discussed earlier. In

earlier reports, it was reasoned that the enlistment decision

involves a two-step process. First the individual decides

upon the military and then chooses among the different services.

This is comparable to the classic marketing paradigm where the

consumer chooses to buy the product and then chooses among

alternative brands. The Spring 1980 data suggest that this

hypothesis remains valid.

k.7

M6
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TABLE 3.10

EXTENT TO WHICH PROSPECTS SHOW POSITIVE
PROPENSITY FOR MORE THAN ONE SERVICE

Air Marine
Force Arm Corps Navy

%_ % %

Also Show Positive Propensity
V for These Services:

Air Force 100.8 50.8 51.4

Army 3 . o10.c~).~ 41.8

Marine Corps 33.6 .83~~o. 39.5

Navy 44.6 45.6 0i.6

Average Number of
-Active Duty Services 2.15 2.36 2.55 2.33

Base: (950) (751) (627) (821)

* Source: Question 5

J iw~
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- -*3.8 High School Graduates Not in School

The all-volunteer force requires individuals who have

the maturity and educational abilities necessary to operate
-increasingly more sophisticated weapons and systems. For this

-: reason the services have been particularly interested in attract-

ing high school graduates who are not pursuing any additional

- formal education. Compared to high school dropouts, they tend

to be more mature and mentally capable. Moreover, they are

more likely than others to be responsive to the vocational

training offered by the services.

The all-volunteer force has had difficulty attracting

high school graduates. This is reflected in the decreasing

proportion of enlistees with high school diplomas. To help

the services attract high school graduates, this series of

studies has examined the demographics and enlistment-oriented

attitudes and behavior of this subgroup of 16 to 21 year old

males. The following is a discussion of this group as they

I appear in the Spring 1980 wave.

In the Spring 1980 wave, 28.8% of the sample are

individuals who have graduated from high school and are-not
currently in school. Tables 3.11 and 3.12 examine this group

in terms of their demographics, attitudes, and behavior

vis-a-vis the total sample. The following conclusions about

this group emerge:

1. Demographically, the group of high school graduates
who are not in school are below the U.S. averages
for 16 to 21 year old males with respect to these

* 4 characteristics: not employed and looking for
work, Black, having taken a college preparatory
curriculum in high school and reported high school

~.i .. ~grades. On the other hand, they are above-average
with respect to having taken a vocational or
commercial high school curriculum.
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TABLE 3. 11

DEMOGRAPHIC ANALYSIS OF HIGH SCHOOL GRADUATES NOT IN SCHOOL

High School Total Statistically
Graduates Sample Significant+

* Variable

*Not employed/looking for work 12.7 25.4 Yes-lower

*Blacks 10.5 11.7 Yes-lower

*Other non-white 1.8 2.1 No

Education of father* 2.91 3.22 No

*Quality index* 6.36 6.39 No

College preparatory curriculum
in high school 31.6 43.8 Yes-lower

Vocational curriculum
*in high school 47.9 39.6 Yes-higher

Com~mercial/business curriculum
*in high school 19.4 15.1 Yes-higher

A's and B's in high school 20.8 28.2 Yes-lower

*Base: (1502) (5217)

1 Iean scale values shown

* + Statistical significance based on total U.S. estimate falling beyond

the range of two standard errors of the individual variable estimate.
"There statistical significance is indicated, the variable estimate is
either higher or lower than the U.S. estimate.

JV
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TABLE 3.12

ATTITUDINAL/BEHAVIORAL ANALYSIS OF
HIGH SCHOOL GRADUATES NOT IN SCHOOL

* PROPENSITY TO SERVE IN THE MILITARY, INFORMATION SOURCES, ACTIONS TAKEN

High School Total Statistically
Graduates Sample Significant+

3 Positive Propensity (Qu. 5)

Air Force 14.4 18.3 Yes-lower

S Army 11.5 14.5 Yes-lower

Marine Corps 8.6 12.1 Yes-lower

Navy 11.7 15.8 Yes-lower

Information Sources (Qu. 8c)

*. Talked with friends in
or out of service 36.3 37.5 No

Talked with one or both parents 28.4 36.9 Yes-lower

* Talked with girlfriend or wife 18.7 19.1 No

Talked with teacher or
guidance counselor 5.8 11.3 Yes-lower

s Actions Taken (Qu. 8c)

Took aptitude test in high school
given by Armed Services 15.0 13.7 No

Asked for information by mail 8.0 10.7 Yes-lower

Physically or mentally tested at
military examining station 4.6 4.1 No

Made toll-free call to get
* information 2.3 2.1 No

: Base: (1502) (5217)

+ Statistical significance based on total U.S. estimate falling beyond
the range of two standard errors of the individual variable estimate.
Where statistical significance is indicated, the variable estimate is
either higher or lower than the U.S. estimate.
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TABLE 3.12

ATTITUDINAL/BEHAVIORAL PROFILE OF
HIGH SCHOOL GRADUATES NOT IN SCHOOL

RECRUITER CONTACT

High School Total Statistically
Graduates Sample Significant+

Recruiter Contact: (Qu. 8a & 9a)

Past 5-6 months - any service 22.1 26.9 Yes-lower
Ever - any service 59.2 50.9 Yes-higher

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

Air Force 37.1 41.4 No

Army 22.3 29.4 Yes-lower

Marine Corps 34.0 34.3 No

Navy 30.2 35.6 Yes-lower

Recruiter Information Considered

Adequate (Qu 9e)*

Air Force 83.9 82.7 No

Army 83.0 80.4 No

Marine Corps 80.5 81.3 No

Navy 85.7 81.1 Yes-higher

Felt More Favorable About
Joining After Talking to
(Service) Recruiter (Qu. 9f)*

Air Force 26.2 30.2 Yes-lower

Army 22.0 25.0 Yes-lower

Marine Corps 27.7 27.5 No

Navy 26.5 29.7 No

Base: (1502) (5217)

". * Base: Respondents Having Contact with Specific Service

+ Statistical significance based on total U.S. estimate falling beyond
S - the range of two standard errors of the individual variable estimate.

Where statistical significance is indicated, the variable estimate is
either higher or lower than the U.S. estimate.
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TABLE 3.12

ATTITUDINAL/BEHAVIORAL ANALYSIS OF
* -, HIGH SCHOOL GRADUATES NOT IN SCHOOL

.. , *wADVERTIS ING RECALL

High School Total Statistically
.~ .. Graduates Sample Significant+

Advertising Recall: %Recall
Seeing/Hearing

Air Force 61.1 66.6 NO

Army 78.6 80.8 No

Marine Corps 73.5 70.6 NO
V~:-
d Navy 67.0 70.3 No

Joint Services Campaign 67.2 68.5 No

3Base: Respondents Asked Question for Specific Service

* Source: Question 6a

.4 . + Statistical significance based on total U.S. estimate falling beyond
the range of two standard errors of the individual variable estimate.

* Where statistical significance is indicated, the variable estimate is
-either higher or lower than the U.S. estimate.

N,~
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TAL 31

ATTITUDINAL/BEHAVIORAL ANALYSIS OF
N HIGH SCHOOL GRADUATES NOT IN SCHOOL

JOB CH-ARACTERISTIC ATTITUDES

High School Total Statistically
Graduates Sample Significant+

Relative Importance of Job

Characteristics

Enjoy your job 3.41 3.40 No

Good income 3.38 3.33 Yes-higher

Job security 3.37 3.30 Yes-higher

Developing your potential 3.26 3.24 No

Teaches valuable trade/skill 3.25 3.21 No

Opportunity for good family
life 3.22 3.21 No

Retirement income 3.20 3.14 Yes-higher

Employer treats you well 3.19 3.18 No

Gives you the job you want 3.15 3.17 No

Doing something for your country 2.65 2.67 No

Adventure and excitement 2.51 2.53 No

*Recognition and status 2.48 2.49 No

NBase: (1502) (5217)

Source: Question 13a

*Mean scale values shown

Scale Value: 4 - Extremely important
3 -Very important
2 -Fairly important
1 -Not important at all
Therefore, a larger value indicates greater
perceived importance.

+ Statistical significance based on total U.S. estimate falling beyond
the range of two standard errors of the individual variable estimate.
Where statistical significance is indicated, the variable estimate is
either higher or lower than the U.S. estimate.

AI
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N ' TABLE 3.12

ATTITUDINAL/BEHAVIORAL PROFILE OF
HIGH SCHOOL GRADUATES NOT IN SCHOOL

. JOB CHARACTERISTIC PTIHCE.TIONSit
4,

High School Total Statistically
Graduates Sample Significant+

Achievability of Job
Characteristics

Doing something for your country 1.83 1.89 No

Adventure and excitement 2.62 2.48 Yes-higher

Job security 2.71 2.73 No

Teaches valuable trade/skill 2.80 2.72 Yes-higher

Retirement income 2.85 2.88 No

Recognition and status 3.00 2.99 No

Developing your potential 3.12 3.04 Yes-higher

Gives you the job you want 3.40 3.39 No

* Enjoy your job 3.83 3.71 Yes-higher

Opportunity for good family
life 3.84 3.80 No

Employer treats you well 3.89 3.83 No

Good income 3.93 3.82 Yes-higher

S'. Base: (1502) (5217)

Source: Question 13b
4

* '.4 * Mean scale values r' ,wn

Scale Value: 5 - Much more likely in civilian
4 Somewhat more likely in civilian
3 Either civilian or military
2 = Somewhat more likely in military
I -Much more likely in military
Therefore, a smaller value favors the military.

+ Statistical significance based on total U.S. estimate falling beyond
the range of two standard errors of the individual variable estimate.
Where statistical significance is indicated, the variable estimate is

.- ,either higher or lower than the U.S. estimate.

-- !
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2. High school graduates are below the U.S. averages
with respect to propensity to join each of the
active duty services.

%3. Consistent with their below-average levels of pro-
V. pensity is the fact that high school graduates who

are not in school are below-average with respect
to talking to their parents and school personnel
about enlistment and asking for recruiting infor-
mation by mail.

4. This target miarket is above the U.S. average with
respect to reported long-terr. recruiter contact.
This may reflect the interest service recruiters
have in these individuals. With respect to reported
recruiter contact during the past six months,
however, this group is below the U.S. average.
High school graduates also are below the U.S.
average with respect to reported self-initiated
recruiter contact with Army and Navy recruiters.

5. High schooi graduates who are not in school are on
par with the U.S. averages with respect to the
perceived adequacy of information provided by
three of the four services. They are above-average
with respect to the perceived adequacy of Navy
information. This group is less likely than
others to feel more favorable about enlisting after

* talking to Air Force and Army recruiters.

*6. This target market is on par with national averages
with respect to recalling service advertising.

7. The high school graduate group attach above-average
importance to the job attributes: "good income",
"job security", and "retirement income." In
addition, they view civilian life as better enabling
the achievement of five of the 12 job characteristics.
"Job security" and "teaches valuable trade/skill"
were the only valued job characteristics that high
school graduates perceived as being more attainable
in the military.

The Spring 1980 profile of high school graduates who are

not in school is consistent with profiles developed in the

previous nine waves of this study. This profile of the high

school graduate group's demographics, attitudes and behavior

vis-a-vis national averages indicates that this group is

generally on par with the total population of 16 to 21 year old
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"" [' males. As such, the data do not reveal any recruiting or
"* advertising opportuniities that could be directed at this group

.q for the purpose of enhancing their accession levels.

4
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SECTION IV

a ADVERTISING AWARENESS
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SECTION IV

Advertising Awareness

All forms of advertising are used by the services to commun-

140 icate the benefits of belonging to the all-volunteer force. This

advertising has been presented as individual service campaigns

and, in recent years, as a joint service campaign. The tracking

study is a convenient vehicle for measuring awareness and recall

of this advertising. This provides the services with important

feedback on the relative effectiveness of their advertising

efforts. Starting in the Spring 1977 wave, respondents have been

asked what they remember about advertising for each of the active

duty services. Since the Fall 1978 wave, respondents also have

been asked a similar question with respect to the joint service

advertising campaign. Finally, in the Fall 1979 wave and in the

present wave, respondents also were asked to associate service

I slogans with the appropriate source (i.e., the four active duty
services and the joint campaign).

A discussion of the Spring 1980 advertising data follows.

Mo
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4.1 Top-of-Mind Awareness of - iiic Services

One measure of advertising is "top-of-mind" awareness, or

the initial associations an individual has with a given concept.

Accordingly, respondents were asked to indicate which branch of

service they thought of first when the terms "Armed Services"

or "military" are mentioned.

As shown in Table 4.1, the Army was the service mentioned

V first most often. The Air Force, Navy and Marine Corps followed

in that order. When first, second and all other mentions are

combined, the proportion of respondents naming any one of the

active duty services is approximately three-quarters (Army, Air

Force and Navy). The figure for the Marine Corps is somewhat

lower. The pattern of these data has been fairly consistent

across time.

The relationship between "top-of-mind" awareness (first

association) of each service and propensity to join that service

is examined in Table 4.2. As in past waves, the two measures

appear to be related. That is, people with positive propensity

V for a particular service tend to name that service first in

response to the terms "Armed Services" and "military." The

relationship appears strongest for the Army and Air Force.

Approximately one-half (52.0%) of the young men who expressed

positive propensity for the Army first associated Army with the

two terms.

Likewise, slightly less than one-half (47.4%) of those who

^N .expressed positive propensity for the Air Force first associated

Air Force with the two terms. For the convenience of the reader,

the circled values in Table 4.2 highlight these associations.

No statistical significance is implied by this notation.

1 . : . ," . - L . : _. . , , , % _ . . . .
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TABLE 4.1

BRANCH OF SERVICE NAMED IN RESPONSE TO "ARMED SERVICES"

Percent of Respondents Who Mentioned: "-.Specific Services

All
First Second All Other Mentions

Mention Mention Mentions Combined

Service Mentioned

Air Force 25.8 20.9 25.7 71.5

Army 36.3 21.3 17.6 74.6

Marine Corps 14.5 18.1 29.1 60.8

: Navy 16.8 29.2 26.1 71.3

d Coast Guard 1.6 2.2 9.9 13.3

None 5.0 3.3 19.9 27.6

Base: All Respondents

Source: Questions 4a, 4b and 4c

Z1
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4.2 Advertising Content Recall

q, .

Advertising awareness is measured by asking respondents to

recall everything they remember seeing or hearing in advertising

for either a specific active duty service or about the joint

services campaign. Any one respondent is asked about only one

source of advertising. This is accomplished by creating differ-

ent versions of the questionnaire and randomly distributing them

across respondents. The levels of advertising awareness recorded

for each-service since the Spring 1977 wave are summarized in

- Table 4.3. Data for the joint services campaign, however, are

shown only for the last four waves. This is the period during

which this campaign has been monitored by the tracking study.

As in each wave, respondents' comments have been coded into

a set of response categories to facilitate interpretation and

provide continuity over time. These data are shown in Table 4.4

for each advertising source.

The following conclusions can be drawn from Table 4.3 and

Table 4.4:

1. During the three-year period in which these data
have been collected, awareness of service adver-

tising has increased significantly for each
* source of recruitment advertising. Three years

ago, approximately one-in-two respondents
expressed awareness of service advertising.
Presently, this proportion ranges from two-thirds
to four-out-of-five respondents. While the

% .. increases in awareness for each advertising
source have been substantial, the Army has exper-

ienced by far the largest increase (+44%).

'Fi
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TABLE 4.3

RECALL OF SERVICE ADVERTISING

SPRING 1977 - SPRING 1980 SUMIIARY

Increase

Spring Fall Spring Fall Spring Fall Spring Spring '77-
'77 '77 '78 '78 '79 '79 '80 Spring '80*

• % % % % % % %

Air Force 49.2 59.1 54.8 60.3 62.2 65.0 66.6 +35

Army 56.0 64.4 66.3 70.4 74.0 78.1 80.8 +44

Marine Corps 52.1 63.0 59.9 65.1 66.0 69.6 70.6 +36

Navy 55.3 62.0 58.1 63.9 71.5 73.6 70.3 +27

Joint Services - - - 53.1 66.2 62.0 68.5 +29 **

Source: Question 6a

. Represents the Spring '77 -Spring '80 difference as a percentage of the
Spring '77 figure

* Represents the Fall '78 -Spring '80 4ifference as a percentage of the
Fall '78 figure, since no data were collected prior to Fall '78

.9
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-4.'-RECALL OF ADVERTISING FOR THE AIR FORCE

U Spring
-Spring 

Spring 179-180 Statistically
'719 '80 Change Significant

Have Seen/Heard Advertising 62.2 66.6 +4.4 No

Educational benefits 4.8 8.4 +3.6 Yes

-Teaching/learning a trade 5.3 8.4 +3.1 Yes

Men with equipment 6.0 8.1 +2.1 No

Want you to join/enlist 3.9 7.7 +3.8 Yes

Equipment without men 6.0 6.0 -- No

*Variety of jobs 3.8 5.1 +1.3 No

Best service/praised service 0.2 4.4 +4.2 Yes

Opportunities 4.7 4.3 -0.4 No

Men in uniform 1.2 3.3 +2.1 Yes

Travel/see the country/world 3.8 2.7 -1.1 No

Adventure 1.8 2.2 +0.4 No

ISlogans (e.g., Fly with the
Air Force) 1.0 1.9 +0.9 No

Good pay/good starting pay 2.5 1.6 -09No

Men in training 1.5 1.6 -*0.1 No

Fun/recreation 1.0 1.5 +0.5 No

.2 Men with flag -- 0.1 -- No

Other benefits (e.g., health) 1.2 1.4 +0.2 No

-. *. Other miscellaneous mentions 7.8 7.8 -No

-. Don't recall content 29.0 25.9 -3.1 No

JHave Not Seen/Heard Advertising 37.8 33.4 -4.4 No

.Base:* (1050) (1010)

Source: Question 6a

*The reduced bases reflect the fact that each respondent was asked the

* advertising question for only one or two of the four military services,

or for the joint advertising.

t 4
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TABLE 4.4

RECALL OF ADVERTISING FOR THE ARMY

Spring
Spring Spring 179-180 Statistically
'79 '80 Change Significant

Have Seen/Heard Advertising 74.0 80.8 .+6.8 Yes

*Educational benefits 9.7 17.7 +8.0 Yes

Teaching/learning a trade 5.7 16.3 +10.6 Yes

Want you to join/enlist 10.3 12.4 +2.1 No

Variety of jobs 4.9 8.3 +3.4 Yes

Men with equipment 4.8 8.0 +3.2 Yes

Travel/see the country/world 6.9 7.6 +0.7 No

Slogans (e.g., Uncle Sam
needs you) 4.8 6.9 +2.1 No
Good pay/good starting pay 5.6 6.5 +0.9 No

Men in training 6.7 6.1 -0.6 No

Men in uniform 2.7 4.9 +2.2 Yes

Opportunities 6.0 4.9 -1.1 No
Aventure 3.7 3.7 -No

Fun/recreation 1.9 3.0 +1.1 No
Equipment without men 1.1 2.0 +0.9 No

Best service/praised service 0.5 1.8 +1.3 Yes
Men with guns - 0.1 -0.1 No

Other benefits (e.g., health) 2.9 2.6 -0.3 No

Other miscellaneous mentions 13.1 10.4 -2.7 No

Don't recall content 22.7 20.5 -2.2 No

Have Not Seen/Heard Advertising 26.0 19.2 .-6.8 Yes

Base:* (1039) (1048)

Source: Question 6a

*The reduced bases reflect the fact that each respondent was asked the
advertising question f or only one or two of the four military services,
or for the joint advertising.
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RECALL OF ADVERTISING FOR THE MARINE CORPS Page 134

Spring
Spring Spring '79-'80 Statistically
'79 '80 Change Significant

1 ~ Have Seen/Heard Advertising 66.0 70.6 +4.6 Yes

Slogans (e.g., The few. The
proud. The Marines.) 17.4 18.2 +0.8 No

Want you to join/enlist 6.2 8.5 +2.3 No

*Men in training 5.9 7.0 +1.1 No

Teaching/learning a trade 3.1 6.3 +3.2 Yes

Educational benefits 4.4 5.9 +1.5 No

Men in uniform 5.7 5.6 -0.1 No

Men with equipment 2.8- 4.5 +1.7 No

Travel/see the country/world 3.7 4.1 +0.4 No

Variety of jobs 2.8 3.9 +1.1 No

%Opportunities 2.9 3.5 4-0.6 No

Good pay/good starting pay 2.1 2.7 +0.6 No

Best service/praised service 2.3 1.9 -0.4 No

Equipment without men 1.5 1.6 +0.1 No

Adventure 2.0 1.4 -0.6 No

-Fun/recreation 0.5 1.2 +0.7 No

Men with guns 0.5 0.7 +0.2 No

Men with flag 0.3 0.3 -- NO

Other benefits (e.g., health) 1.8 1.5 -0.3 No

Other miscellaneous mentions 6.8 9.0 +2.2 No

Don't recall content 23.1 23.2 +0.1 N

Have Not Seen/Heard Advertising 34.0 29.4 -4.6 No

Base: * (1044) (1035)KSource: Question 6a
*The reduced bases reflect the fact that each respondent was asked the
advertising question for only one or two of the four military services,
or for the joint advertising.
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RECALL OF ADVERTISING FOR THE NAVY

Spring

Spring Spring 179-'80 Statistically
'79 s80 Change Significant

Have Seen/Heard Advertising 71.5 70.3 -1.2 No

Travel/see the country/world 15.5 13.8 -1.7 No

- .Adventure 
11.4 11.7 410.3 No

Want you to join/enlist 7.9 10.7 +2.8 No

Teaching/learning a trade 5.3 8.7 +3.4 Yes

lien with equipment 6.3 7.6 +1.3 No

Educational benefits 4.8 7.6 +2.8 Yes

Equipment without men 8.5 6.2 -2.3 No

*q.Variety of jobs 4.2 4.6 -10.4 No

M:len in uniform 2.7 3.8 +1.1 No

Opportunities 3.8 3.2 -0.6 No

Good pay/good starting pay 2.7 3.0 +0.3 No

Fun/recreation 2.0 2.5 490.5 N~o

Men in training 1.6 1.8 +0.2 No

Best service/praised service 0.3 1.2 40.9 Yes

Slogans (e.g., The Navy makes
boys into men) 0.2 0.7 40.5 No

lien with flag - 0.2 -- No

Men with guns 0.2 0.2 -- No

Other benefits (e.g., health) 1.7 1.1 -0.6 No

Other miscellaneous mentions 9.8 7.0 -2.8 No

Don't recall content 23.1 21.5 -1.6 No

Have Not Seen/Heard Advertising 28.5 29.6 +1. No

- ~ Base:* (1024) (1024)

Source: Question 6a

*The reduced bases reflect the fact that each respondent was asked the

advertising question for only one or two of the four military services,

or for the joint advertising.
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TABLE 4.4

RECALL OF ADVERTISING FOR THE JOINT SERVICES

Spring
Spring Spring 179-'80 Statistically

179 '80 Change Significant

Have Seen/Heard Advertising 66.2 68.5 +2.3 No

Teaching/learning a trade 6.2 17.4 +11.2 Yes

Mention all/several services 2.1 14.9 +12.8 Yes

Educational benefits 8.0 13.8 +5.8 Yes

SWant you to join/enlist 9.0 9.5 +0.5 No

Opportunities 7.4 8.3 +0.9 No

Men with equipment 4.7 5.0 +0.3 No

SGood pay/good starting pay 3.5 4.9 +1.4 No

Travel/see the country/world 8.1 4.2 -3.9 Yes

.. , ... Slogans (e.g., Navy makes

. ~ boys into men) 5.4 3.9 -1.5 No

Men in training 31.9 3.7 -0.2 No

Men in uniform 2.6 2.9 +0.3 No

Equipment without men 2.7 2.8 +0.1 No

~,Adventure 5.3 2.1 -3.2 Yes

Other miscellaneous mentions 7.6 10.6 +3.0 No

SDon't recall content 22.1 18.8 -3.3 No

Have Not Seen/Heard Advertising 33.8 31.5 -2.3 No

Base:* (1045) (1094)

* ~ Source: Question 6a

*The reduced bases reflect the fact that each respondent was asked the
~ *~ advertising question for only one or two of the four military services,

or for the joint advertising.
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2. As shown in Table 4. 4, spring-to-Spring
advertising awareness for the Air Force
increased by 4.4 percentage points. This
increase is not statistically significant.

* -' At the same time, the percentage of young men
who said that they could not remember what
they had seen or heard in the Air Force adver-
tising decreased but not significantly. Among
respondents who could recall the content of
Air Force advertising, messages about educa-
tional benefits, learning a trade, scenes of
men with and without equipment and messages
urging enlistment were the most memorable
copy points. This overall pattern of recall
is comparable to that observed in recent waves,

although the rank ordering of the copy points
has changed.
Significant Spring-to-spring increases in

recall occurred with respect to these specific
copy points: educational benefits, teaching/ evie
learning a trade, want you to join/enlist,betsri/

praised service and scenes ot men in uniform.

3. Spring-to-Spring advertising awareness for the
Arm increased significantly. As in previous

- ** waves, the level of awareness of Army adver-
tising was the highest of the different
advertising sources tracked. Coupled with the
significant increase in advertising awareness
was a non-significant decrease in the proportion
of respondents who said that they could not
remember what they had seen or heard in the
advertising.

The most memorable copy points were messages
about educational benefits, teaching/learning a
trade and messages urging enlistment.

Significant year-to-year increases in recall
occurred with respect to six copy points:
educational benefits, teaching/learning a trade,
variety of jobs, scenes of men with equipment

1%4 and men in uniform and messages praising the
service. on the other hand, significant
decreases occurred with respect to only one copy
point: scenes of men with guns.

4 
1
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4. Advertising awareness for the Mari.e Corps
increased significantly f rei S?-ng to Spring.
At the same time, the percentage of respondents
who could not recall specific copy points remained
unchanged. As in the previous waves, the most
memorable copy points were Marine Corps slogans.

Teaching/learning a trade was the only copy
point for which recall increased significantly.
There were no significant year-to-year declines
in the recall of any copy points.

5. In contrast to the other services, awareness of
Navy advertising decreased slightly from Spring
to Spring. This drop was not significant.

As in previous waves, the most memorable copy
points were messages about travel and adventure.

* Messages urging enlistmnent also were recalled
frequently.

The following copy points showed significant
year-to-year increases in awareness: teaching/
learning a trade, eucational benefits and
messages praising the Navy. There were no
significant Spring-to-Spring decreases in the

recall of any copy points.

6. Awareness of the Joint Services Campaign
increased slightly from Spring 1979 to spring
1980. This inQrease is not significant.

The most memorable copy points were messages
about teaching/learning a trade and educational
benefits and awareness of the fact that all
four services were featured. Awareness of

N ~. these three copy points also increased signifi-
cantly from Spring to Spring. The substantially
large increase (+12.8 percentage points) in the
year-to-year awareness of "mention all/several
services" may indicate that this campaign is
becoming mnore distinguishable fron other service
advertising.

There were significant year-to-year decreases in
the awareness of two copy points: travel and
adventure.
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By way of summary, in the Spring 1980 wave, the following

copy points

Were Recalled Most Often

* Teaching/learning a trade

, Educational benefits

* Travel/see the country/world

a Adventure

* Want you to join/enlist

9 Slogans

* Men with equipment

* Men in training

Showed Significant Year-to-Year Increases in Recall

* Teaching/learning a trade

* Educational benefits

* Men with equipment

* Best service/praised service

Variety of jobs

Men in uniform

* Want you to join/enlist

Showed Significant Year-to-Year Decreases in Recall j

e Travel

* Adventure

* Men with guns
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Figure 4.1 summarizes the most memorable copy points across

. time for each service. As shown in both Table 4.4 and Figure
4.1, the nature of the most memorable advertising messages has

changed over time. Messages about educational benefits and
- learning a trade are becoming more dominant advertising themes,

_ as measured by service advertising awareness. This is a positive

trend.
.%

.

,e,
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.,
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4.3 Recognition of Service Advertising Slogans

Slogans have long been an integral part of service adver-

* tising, especially for the Marine Corps. Slogans always have

been an effective means of generating and sustaining brand

awareness. Tracking the recognition of service advertising

slogans, therefore, is another means of assessing the effective-

ness of service advertising. Beginning in the Fall 1979 wave,

respondents were asked to associate service slogans with their

correct advertising source.

In the Spring 1980 wave, as in the Fall 1979 wave, respon-

dents were read a series of slogans currently used or used in

the recent past in service advertising and asked to name the

correct source of each slogan. Tables 4.5 and 4.6 summarize the

data. The correct responses have been circled to facilitate

interpretation. No statistical significance is implied by this

* notation. The following conclusions can be drawn from the table:

1. "Join-the people who've joined the (Army)."
and "The Few. The Proud. The (Marines)."
were correctly identified most often.

2. The following slogans generated some
confusion: "This is the (Army) ." "The&
(Navy). It's not just a job. It's an
adventure-," and "Maybe you can be one of

* us (Marine Corps)." Moreover, respondents
were as likely to associate "(Air Force) ,
A great way of life." with the Army or Navy
as they were to name the Air Force.

3. Only one-in-ten respondents could correctly
associate the Joint Service slogans with the
correct source. However, as discussed below,
this is higher than in the previous wave.
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p TABLE 4. 5

RECOGNITION OF SERVICE ADVERTISING

SLOGAN

Associate Slogan with This Advertising Source

Air Marine Joint

Arm Force Navy Corps Advertising

% % %_ z z

Slogan

"This is the ___ (4.) 8.4 19.9 8.2 4.1

"Join the people who've 1 ~ .

Lljoined the ___.-(9) 4.3 10.1 311.2

* of A gret."a 28.0 20.3 9.6 5.7

It's not justP a job. It's an
adventure." 35.2 9.0 (~ ) 8.9 4.0

"The few. The proud.

-The ."7.3 5.7 6.0 2.6

f~q Maybe you can be one
- -of us." 10.6 15.9 13.2 9.1

"A chance to serve, a
4chance to learn." 33.1 19.2 16.6 7.1

"It's a great place

*to start."' 35.9 15.4 17.3 8.4

&d Base: All Respondents

Source: Question 7

Circled percentages represent respondents who correctly identified the

slogan.
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TABLE 4.6

CORRECT ASSOCIATION OF SERVICE ADVERTISING SLOGANS
FALL 1979 vs. SPRING 1980

Percent of Respondents Who Correctly
Associate Slogan with Service

Fall '79-
Fall Spring Spring '80 Statistically
1 79 '80 Change Significant

Slogan %_%_

"This is the 237.6 47.6 +10.0 Yes

"Join the people who've
joined the ____.80.3 79.1 -1.2 No

_____Agreatway

of life." *Aget ay23.4 28.7 +5.3 Yes

_______ It's not just
a job. It's an adventure." 47.2 40.5 -6.7 YesI

"The few. The proud.
The 267.3 71.6 +4.3 Yes

"Maybe you can be one
of us."~ 35.2 37.5 +2.3 Yes

"A chance to serve, a
chance to learn." 8.0 11.5 +3.5 Yes

"It's a great place
to start." 7.8 11.0 +3.2 Yes

Base: All Respondentsa

Source: Question 7
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4. As shown in Table 4.6, the level of
correct identification of service slogans
increased significantly from Fall 1979 to

Spring 1980 for all but two slogans. This

is a positive trend. The exceptions were
"Join the people who've joined the (Army)"
which remained unchanged and "The (Navy).
It's not just a job. It's an adventure."
which declined. This decrease in the cor-
rect identification of this Navy slogan
parallels the statistically non-significant
decline in awareness of Navy advertising.

' .°

hq .

.9 -
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SECTION V

ANALYSIS OF ENLISTMENT INCENTIVES

Nil
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SECTION V

Analysis of Enlistment Incentives

The use of incentives has been an integral part of the

* services' efforts to attract cualified individuals to the

military in general and to hard-to-fill jobs in particular.
* Educational assistance packages, cash bonuses, shorter enlist-

ments, and pay increases are some of the incentives that have

been used.

In the Spring 1980 wave, as in the Fall 1978 and Fall 1979

9 waves, a set of questions was added about certain enlistment

incentives in an attempt to learn more about their attractive-

3 ~ ness to 16 to 21 year old males. The criterion measure is the

extent to which respondents report that they would be more

9 likely to consider joining one of the active duty military

services given the availability of the particular incentive.

The present Spring 1980 wave focused on possible modifi-

S..- ~ cations of three types of incentives:

o Educational assistance (eliminating monthly
contribution by enlistees)

* Increases in current monthly starting pay
($50, $100, $200)

e Changes in the current bonus policy ($4,000
and $5,000, each where the recruit can select
the place of assignment; $3,000, $4,000, $5,000,

p4 each where the recruit cannot select the place
of assignment)
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Each respondent considered all three incentives. However,

he considered only one of three levels of increases in starting

pay and one of five levels of change in cash bonuses along with

the one level of educational assistance. (This was accomplished

* by printing multiple versions of the questionnaire and assigning

respondents to each version on a random basis. The order of

asking these questions was rotated across respondents to pre-

vent any order bias.)

Respondents were asked several basic questions with

respect to each of these incentives. These questions focused

on the followinq:

9 Perception of current incentive

* Impact of current incentive on enlistment
intention

* Impact of modification of incentive on enlistment
intention

As stated in previous reports, the information on incen-

tives gathered in this study provides the services with

guidance in addressing two key recruiting strategy issues:

0 W-hat are perceptions of the current offer

*Which incentives are likely to be most effective

* vhezher proposed changes in current incentives
are warranted

The data derived from this study should be used to assecs

the relative magnitude of effects on enlistment intentions of

(1) one incentive versus the other and (2) different levels of
each incentive.
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3 operationally, this means examining the data in three ways.

First, the data are examined in terms of the proportion of

respondents who indicated that they would be more likely to

consider joining the military given the availability of each

incentive. The degree to which these attitudes are held also

* is examined.

Secondly, the responses to each incentive are examined

in terms of relevant demographic subgroups. Specifically,

mean scale ratings are shown for each demographic group. Those

groups whose ratings differ significantly from the national

average are highlighted. These are groups for whom the specific

* incentive is either particularly appealing (i.e., rated higher

than the national average) or particularly less appealing (i.e.,
* rated lower than the national average).

Finally, the data are examined in terms of the degree to

which the different levels of each incentive cause negative

.'S~ .4propensity respondents to indicate that they would be more

likely to consider enlisting in the military.

A discussion of the findings follows.

-A
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5.1 The Impact of a Modification in Educational Assistance
on Enlistment intent

Respondents were asked three que.,tions with respect to

educational assistance. The first was concerned with their

awareness of the fact that the services offer financial assis-

tance for post-military schooling. The second question examined

reactions to the current educational assistance package and

the third question assessed reactions to possible changes in

this package. The questions were as follows:

*34 Do you think the military services offer
financial support for schooling after you leave
the service?

0 Veterans of the military services can receive
financial support for schooling. For those
willing to place $50-$75 of their monthly pay in
an educational savings account, the government
will add $2 for every $1 they save during their
tour of duty. The ma-ximum amount of this benefit
is $8,100. Knowing this, would you be more likely,
or not, to consider joining one of the active duty
milita-ry services?

* If you did not have to contribute a portion of
your monthly pay in order to receive this
educational benefit, would you be more likely, or
not, to consider joining one of the active duty
military services?

The data are summarized in Tables 5.1 - 5.4. The following

conclusions can be drawn:

1. Not shown in the tables is the finding that
nearly all of the respondents (85.9%)incae
that they knew that the services offer financial
support for schooling after leaving the service.
The two propensity groups did not differ on
this measure.

2. For both the current and modified versions of
educational assistance, nearly as many respon-
dents said that they would be more likely to
consider joining. Overall, the current anc,
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TABLE 5.1

EFFECT OF CURRENT EDUCATIONAL ASSISTAN~CE
ON LIKELIHOOD OF ENLISTING

Spring
'80

More likely to consider joining 42.8

Much more likely 11.9

Somewhat more likely 20.2

Just a little more likely 10.7

Not more likely to consider joining 52.8

Don't know 4.4

Average* 1.91

p Base: All Respondents

Source: Question 17b

* * Mean scale value shown

Scale Value: 4 = Much more likely
3 - Somewhat more likely
2 -Just a little more likely
1 Not more likely
Therefore, larger values indicate greater perceived
likelihood.
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Page155TABLE 5.2

EFFECT OF CURRENT EDUCATIONAL ASSISTANCE
ON LIKELIHOOD OF ENLISTING

DEMOGRAPHIC ANALYSIS*

Spring Statistically
'80 Significant+

Total U.S. Estimate ** 1.91

.'. ., Variable ***

Positive propensity 2.50 Yes-higher
Negative propensity 1.61 Yes-lower

16 years old 2.31 Yes-higher
17 years old 2.11 Yes-higher
18 years old 1.84 No

.1- 19 years old 1.73 Yes-lower
20 years old 1.65 Yes-lower
21 years old 1.67 Yes-lower

lOth/lith grade 2.25 Yes-higher
Senior 1.98 No
In college 1.64 Yes-lower
High school graduate, not in school 1.65 Yes-lower
Not high school graduate 1.92 No

High quality index 1.80 Yes-lower
Medium quality index 1.97 Yes-higher
Low quality index 1.91 No

White 1.92 No
Black 1.90 No
Other non-white 1.79 No

Source: Question 17b

* Mean scale values shown

Scale Value: 4 = Much more likely
3 = Somewhat more likely

2 = Just a little core likely
1 = Not more likely
Therefore, larger values indicate greater perceived
likelihood.LI ** Base: All Respondents

*** Base: Appropriate Respondent Groups for Each Variable

+ Statistical significance based on total U.S. estimate falling beyond
the range of two standard errors of the individual variable estimate.
Where statistical significance is indicated, the variable estimate is

* either higher or lower than the U.S. average.

'"* """" ', '' "- . ''""S....L -" "
" " ' ',".', "", . -". : """ -"''"., -; "- .- ' - ." "- " . " - '
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I TABLE 5.3

EFFECT OF CHANGE IN EDUCATIONAL ASSISTANCE
ON LIKELIHOOD OF ENLISTING

Spring
'80

More likely to consider joining 4~3.8

Much more likely 16.5

Somewhat more likely 17.7

Just a little more likely 9.6

Not more likely to consider joining 51.9

-.- Don't know 4.3

Average* 1.99

Base: All Respondents

I Source: Question 17c

*Mean scale value shown

Scale Value: 4 -Much more likely
3 - Somewhat more likely
2 - Just a little more likely
1 - Not more likely
Therefore, larger values indicate greater perceived
likel1ihood.

to
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TABLE 5.4

EFFECT OF EDUCATIONAL ASSISTANCE WITHOUT CONTRIBUTING PAY
ON LIKELIHOOD OF ENLISTING

DEMOGRAPHIC ANALYSIS*

Spring Statistically

'80 Significant+

-otal U.S. Estimate ** 1.99

Variable ***

Positive propensity 2.51 Yes-higher
Negative propensity 1.73 Yes-lower

16 years old 2.26 Yes-higher
17 years old 2.17 Yes-higher
18 years old 1.89 Yes-lower

19 .ears old 1.88 Yes-lower
20 years old 1.79 Yes-lower
21 years old 1.83 Yes-lower

10th/lith grade 2.24 Yes-higher
Senior 2.03 No
In college 1.82 Yes-lower
High school graduate, not in school 1.81 Yes-lower
Not high school graduate 1.94 No

High quality index 1.94 No
Medium quality index 2.03 No

Low quality index 1.96 No

White 1.99 No
Black 11.99 No
Other non-white 1.88 No

Source: Question 17c

Mean scale values shown

Scale Value: 4 = Much more liKely

3 = Somewhat more likely
2 = Just a little more likely
I = Not more likely
Therefore, larger values indicate greater perceived
likelihood.

** Base: All iespondents

Base: Appropriate Respondent Groups for Each Variable

4.. + '-itList iC l ;i:,nificanceo a r based on total [. . est-mate failling bey'ond

toe range o wo standard rrrs t h dividI varible etit
"ere statist ical signi ticance is nd .C.tyJ, t!,e variahle estinate is

tither higher or lower than the 1,.S. averao,1-.
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3 modified versions of educational assistance do not
differ with respect to the proportion of respondents
who said that they would be more likely to consider
joining the services given the availability of this
incentive.

3. The modified version of educational assistance
elicited a somewhat stronger response than the
current version. That is, the extent to which
respondents would be more likely to consider

joining is stronger for the modified version,
as reflected by the significant differences in the
respective average ratings (1.99 vs. 1.91).

4. Tables 5.2 and 5.4 examine the educational assis-
tance data in terms of relevant demographic sub-
groups. As shown in the tables, the demographic
subgroups in whom the services are most interested
tended to give below-average ratings to both

-- educational incentives. The only noteworthy
difference in these demographic profiles is that
respondents in the high educational ability group
gave below-average ratings to the current educational
package but were on par with the national average

. with respect to the modified version. All in all,
the two forms of this incentive do not differ with
respect to their impact on demographic subgroups.

5. One indication of the relative effectiveness of
recruitment incentive is its impact on negative

,I propensity respondents. That is, what proportion
of negative propensity individuals indicate that

" they would be more likely to consider joining
given the availability of the incentive? Not
shown in the tables is the fact that 31.4% of the
negative propensity group said that they would be
more likely to consider enlisting given the
availability of the cur.:ent educational assistance.
The figure for the modified version was 34.2%

6. By way of sunmary, the data suggest that the
Ompdt of modifying the educational assistance

n -c nit irP wruI] d be ,iore nualitative than
ti%.,. That is, such a chanrc miIht

' - r. ," f;: ;ti-. .r; th- e eni st-c nt ro ,'nsit.F. t t t.ior t,,an increase the p- t
, _t in i _I;, raJ and negative ,  pi trn: t,

I I a:-who P h c-ies rt po .t
1 ' .C t t lnt Cf . Iather, tan wci

. to increase awareness this iii cf tI ve.
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5.2 The Impact of Increased Starting Payon Enlistment Intent

Respondents were asked the following three questions with

respect to starting pay:

* As far as you know, what is the monthly starting
pay for an enlisted man in the military -- before
taxes are deducted?

* The monthly starting pay for an enlisted man is
$449. Knowing this, would you be more likely, or
not, to consider joining one of the active duty
military services?

a Assuming that everything else about the military
service stays the same as it is now, if the starting
pay were increased by ($50/$100/$200) a month,
would you be more likely, or not, to consider
joining one of the active duty military services?

Tables 5.5-5.10 summarize the data. What follows is a

discussion of the findings.

1. Not shown in the tables are the findings pertaining to
respondents' knowledge of current monthly starting
pay for an enlisted man. The average estimate was
$352, almost $100 less than the actual figure ($449).
Thirty-four (34%) percent of the sample were able to
guess within $75 in either direction of the actual
level of pay. The average estimates of positive
"'d negative propensity men did not differ signifi-
cantly ($348 vs. $355). While the same may be true
of other occupations, it appears that the vast
majority of 16 to 21 year old men are not well-
informed about starting pay in the military. This
lack of undersfzanding has been documented across th:
five years oi this stud'. This suggests that the -,orvices
should attet t<; increase alaIo>(S. , thc, ictee ] ve]

OL startin'] pa

2. After l"carnin the level 01 current o1:nthi,' startin
pay, only (fl -n- ive r11,r1ient3 n.Iictd ti,. t t:e>'
u'eul t u , I r. 01/ ,_a co sicdi'c lln ins i;eI n '.'rh C
As ST,,t 1 i )tu 5.7, this fi,ul rnc:,a "'o t .
With r t 't) v F ' 1- Ye o ::t-tt s
especi l i .'100 i, i d ,0 i a iion fi 1n *,'>

3. Thef mrriie versos (, this incent ivo t icit. "
ect i n ll ryson s ';hsn the current a$200 ron,

'spetCi, l' a '$200 a montli lu]cre,7e _
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TABLE 5.5

EFFECT OF CURRENT MOTfHLY STARTING PAY
ON LIKELIHOOD OF ENLISTING

Spring
'80

More likely to consider joining 21.4

Much more likely 5.1

Somewhat more likely 10.1

" Just a little more likely 6.2

Not more likely to consider joining 74.9

Don't know 3.7

Average* 1.43

Base: All Respondents

Source: Question 16b

M Mean scale value shown

Scale Value: 4 = Much more likely

3 = Somewhat more likely

2 = Just a little more likely
1 = Not more likely

Therefore, larger values indicate greater perceived

likelihood.

I S. =

.5,.

4

.[•S* . * S-* * . . . . . . . . . . *

* . A. . S * **
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TA-BLE 5. 6

EFFECT OF CURREN4T MONTHLY STARTING PAY
ON LIKELIHOOD OF ENTLISTING

DEMOGRAPHIC ANALYSIS*

Spring Statistically
'80 Significant+

Total U.S. Estimate **1.43

Variable**

Positive propensity 1.94 Yes-higher
Negative propensity 1.18 Yes-lower

16 years old 1.71 Yes-higher
17 years old 1.60 Yes-higher

* ~18 years old 1.42 No
19 years old 1.31 Yes-lower
20 years old 1.23 Yes-lower
21 years old 1.24 Yes-lower

l0th/llth grade 1.68 Yes-higher
Senior 1.47 Yes-higher
In college 1.17 Yes-lower
High school graduate, not in school 1.24 Yes-lower
Not high school graduate 1.59 Yes-higher

High quality index 1.25 Yes-lower]
Medium quality index 1.49 No
Low quality index 1.56 Yes-higher

White 1.43 No
Black 1.43 No
Other non-white 1.10 Yes-lower

Source: Question l6b

SMean scale values shown

*Scale Value: 4 = Much more liKely
3 = Somewhat more likely
2 -Just a little more likely
1 - Not more likely
Therefore, larger values indicate greater perceived
likelihood.

S **Base: All Respondents

**Base: Appropriate Respondent Groups for Each Variable

+ Statistical significance based on total U.S. estimate falling beyond
the range of two standard errors of the individual variable estimate.
Where statistical significance is indicated, the variable estimate is

either higher or lower than the U.S. average.
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TABLE 5.7

EFFECT OF CHA14GE IN MONTHLY STARTING PAY
ON LIKELIHOOD OF ENLISTING

Spring
'80

Monthly Pay Increase

$50 $100 $200

* More likely to consider joining 27.6 36.7 43.1

Much more likely 7.3 11.0 15.8

Somewhat more likely 12.0 15.0 16.2

. Just a little more likely 8.3 10.6 11.0

Not more likely to consider joining 69.3 60.1 53.2

Don't know 3.2 3.2 3.7

Average* 1.56 1.76 1.95

aB-e: All Respondents

9 Source: Question 16

* Mean scale values shown

Scale Value: 4 = Much more likely
3 - Somewhat more likely
2 - Just a little more likely
1 - Not more likely

*Therefore, larger values indicate greater perceived
likelihood.

- N

"."v <' -''. .;',?. .> " ."".'., ."''. ,'',-''-.''.-.. .'-.. . .".. .,".".."-'.. .... ."".-.. . . .'.v.. ,."..,..--.. . .- v.. .",.' , ",.
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TABLE 5.8

- EFFECT OF $50 A MONTH PAY INCREASE
ON LIKELIHOOD OF ENLISTING

DEMOGRAPHIC ANALYS IS*

Spring Statistically
'80 Significant+

Total U.S. Estimate ** 1.56

Variable ***

Positive propensity 2.11 Yes-higher
Negative propensity 1.29 Yes-lower

16 years old 1.83 Yes-higher
17 years old 1.75 Yes-higher
18 years old 1.52 No
19 years old 1.46 Yes-lower
20 years old 1.32 Yes-lower
21 years old 1.37 Yes-lower

10th/lith grade 1.79 Yes-higher
Senior 1.61 No
In college 1.26 Yes-lower
High school graduate, not in school 1.35 Yes-lower
Not high school graduate 1.84 Yes-higher

High quality index 1.39 Yes-lower

Medium quality index 1.61 No
Low quality index 1.68 Yes-higher

White 1.56 No
Black 1.55 No
Other non-white 1.00 Yes-lower

Source: Question 16c

• lean scale values shown

Scale Value: 4 = Much more likely
3 = Somewhat more likely
2 - Just a little more likely
I = Not more likely
Therefore, larger values indicate greater perceived
likelihood.

• * Base: All Respondents

• * Base: Appropriate Respondent Groups for Each Variable

+ Statistical significance based on total U.S. estimate falling beyond

the range of two standard errors of the individual variable estimate.
Where statistical significance is indicated, the variable estimate is
either higher or lower than the U.S. average.4.. __
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1, TABLE 5. 9

* .. EFFECT OF $100 A MONTH PAY INCREASE
ON LIKELIHOOD OF ENLISTING

DEMOGRAPHIC ANALYSIS5*

Spring Statistically
'80 Significant+

Total U.S. Estimate **1.76

Variable**

Positive propensity 2.41 Yes-higher
Negative propensity 1.43 Yes-lower

16 years old 2.12 Yes-higher
17 years old 1.98 Yes-higher
18 years old 1.72 No
19 years old 1.67 No
20 years old 1.50 Yes-lower
21 years old 1.49 Yes-lower

l0th/lith grade 2.14 Yes-higher
Senior 1.77 No
In college 1.42 Yes-lower
High school graduate, not in school 1.53 Yes-lower*Not high school graduate 1.84 No

High quality index 1.56 Yes-lower
Medium quality index 1.81 No
Low quality index 1.96 Yes-higher

White 1.76 No
. Black 1.76 No
jOther non-white 1.61 No

Source: Question 16

*Mean scale values shown

Scale Value: 4 Much more likely
3 Somewhat more likely
2 Just a little more likely
1 -Not more likely
Therefore, larger values indicate greater perceived

~I -~likelihood.

*Base: All Respondents

**Base: Appropriate Respondent Groups for Each Variable

011 + Statistical significance based on total U.S. estimate falling beyond
the range of two standard errors of the individual variable estimate.
Where statistical significance is indicated, the variable estimate is

L* either higher or lower than the U.S. average.
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TABLE 5. 10

EFFECT OF $200 A MONTH PAY INCREASE
ON LIKELIHOOD OF ENLISTING

DEMOGRAPHIC ANALYSIS*

Spring Statistically

'80 Significant+

Total U.S. Estimate **1.95

4 Variable**

4Positive propensity 2.69 Yes-higher
~- ~Negative propensity 1.57 Yes-lower

16 years old 2.27 Yes-higher
17 years old 2.12 Yes-higher

18 years old2.6N
19 years old 1.83 No
20 years old 1.69 Yes-lower
21 years old 1.53 Yes-lower

l0th/lith grade 2.21 Yes-higher
Senior 2.11 No
In college 1.67 Yes-lower

High school graduate, not in school 1.70 Yes-lower

Not high school graduate 2.03 No

1ligh quality index 1.64 Yes-lower
Medium quality index 2.11 Yes-higher

Low quality index 2.01 No

White 1.91 No
Black 1.96 No

Other non-white 4.00 -4-1 Yes-higher

Source: Question 16

*Mean scale values shown

Scale Value: 4 = Much more likely

3 =Somewhat more likely
2 = Just a little more likely
1 = Not more likely
Therefore, larger values indicate greater perceived

likelihood.

*Base: All Respondents

SBase: Appropriate Respondent Groups for Each Variable
%.

+ Statistical significance based on total U.S. estimate falling beyond

% the range of two standard errors of the individual variable estimate.
Where statistical significance is indicated, the variable estimate is

either higher or lower than the U.S. average.

* .-++ Reflects small base

. .. . .. ... ....
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4. Tables 5.6, 5.8, 5.9, and 5.10 show the impact of
both the current and modified versions of starting

"U pay on demographic subgroups. As these tables show,
all of the versions of starting pay have similar
impacts on demographic subgroups. As in the case
of educational assistance., older respondents, hiah
school graduates and those in tne nigh educational
ability group gave below-averaae ratinas to the
different packages of pay.

5. With respect to the impact of starting pay on the
enlistment intentions of negative propensity youth,
the data suggest that this incentive has less
appeal than educational assistance among this group.
Specifically, the proportion of negative propensity
respondents who said that they would be more likely
to consider enlisting given the current level of
starting pay was 10.3%. For the three proposed
modifications in pay the figures were 16.4% (+ $50

*a month), 23.7% (+ $100 a month), and 29.2% (+ $200
a month).

6. Relative to the current starting pay level, the data

suggest that increasing monthly pay by at least
$100 a month both strengthens the enlistment propensity
attitude as well as increases the proportion of young
men who express more positive enlistment intentions.

-.

F, .

..

<!:

"'

4'--. '.". ,.,., ',' 7V ' , ,,. .''-. , ' -. '. '- -- .","- ' '- ". "- '-.',,
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5.3 The Impact of Increased Cash Bonuses on Enlistment Intent

Respondents were asked four questions with respect to

enlistment cash bonuses. The questions were as follows:

e As far as you know, do the military services
offer individuals a cash bonus for enlisting?

* How much is this bonus? Even if you aren't sure,
please give me your best guess.

e The military services offer a cash bonus of up
to $3,000 for enlisting. The bonus is offered
only in certain combat related jobs, requires
an additional year of service, and, in general,
you can select your place of assignment. It is
paid at the end of your initial training. Knowing
this, would you be more likely, or not, to consider
joining one of the active duty military services?

*Assuming that everything else about the military
services stays the same as it is now, if the
cash bonus were:

* increased to $4,000

* increased to $5,000

*$3,000 but not allowed to select place of
assignment

* $4,000 but not allowed to select place of
assignment

0 $5,000 but not allowed to select place of
assignment

would you be more likely, or not, to consider
Joining one of the active duty military services?

Tablpes 5.11-5.i.q surriarize the responses to these quies-
tions. The following conclusions can be drawn:

1. Not shown in the tables is the fact that only 39.7%
of the total sample knew that the services offer
cash bonuses for enlisting. The two propensity
groups did not differ on this measure. When asked
what they believed the amount of the bonus to be,
20.4% could not venture a guess. The averaqe

estimate was $959. Again, the two propensity groups
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TABLE 5.11

EFFECT OF CURRENT BONUS POLICY
ON LIKELIHOOD OF ENLISTING

Spring
'80

4%

-1*'More likely to consider joining 42.1

Much more likely 12.4

-. *Somewhat more likely 18.8

.4..Just a little raore likely 10.9

Not more likely to consider joining 53.5

SDon't know 4.4

3Average* 1.90

Base: All Respondents

Source: Question 15c

* * Mean scale value shown

Scale Value: 4 -Much aore likely
3 = Somewhat more likely
2 -Just a little more likely
1 - Not more likely
Therefore, larger values indicate greater perceived

likelihood.
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TABLE 5.12

EFFECT OF CURRENTr BONUS POLICY
ON LIKELIHOOD OF ENLISTING

DEMOGRAPHIC ANALYSIS*

Spring Statistically
'80 Significant+

Total U.S. Estimate 1.90

Variable**

Positive propensity 2.46 Yes-higher
Negative propensity 1.61 Yes-lower

16 years old 2.22 Yes-higher

17 years old 2.06 Yes-higher
18 years old 1.87 No
19 years old 1.75 Yes-lower
20 years old 1.69 Yes-lower
21 years old 1.69 Yes-lower

l0th/lith grade 2.18 Yes-higher
Senior 1.95 Yes-higher

In college 1.61 Yes-lower
Hligh school graduate, not in school 1.67 Yes-lower
Not high school graduate 2.03 'Yes-higher

High quality index 1.75 Yes-lower

Medium quality index 1.96 Yes-higher
Low quality index 1.96 Yes-higher

White 1.92 No
Black 1.88 No

Other non-white 1.86 Yes-lower

Source: Question 15c

*Mean scale values shown

Scale Value: 4 = Much more likely
3 = Somewhat more likely
2 = Just a little more likely
1 = Not more 'Likely

Therefore, larger values indicate greater perceived
likelihood.

**Base: All Respondents

SBase; Appropriate Respondent Groups for Each Variable

+ Statistical significance based on total U.S. estimate falling beyond

the range of two standard errors of the individual variable estimate.
Whcre statistical significance is indicated, the variable estinate is

#2 either higher or lower than the U.S. average.

~. .
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TABLE 5.14

EFFECT ON ENLISTING OF $4,000 CASH BONUS

DE.lOGRAPHIC ANALYSIS*

Spring Statistically

'80 Significant+

Total U.S. Estimate ** 1.90

Variable ***

Positive propensity 2.46 Yes-higher
Negative propensity 1.58 Yes-lower

. 16 years old 2.23 Yes-higher
17 years old 2.06 Yes-higher
18 years old 1.91 No
19 years old 1.72 Yes-lower

" 20 years old 1.59 Yes-lower
21 years old 1.83 No

"%

lOth/lith grade 2.12 Yes-higher
Senior 1.94 No
In college 1.52 Yes-lower

-' High school graduate, not in school 1.71 Yes-lower
Not high school graduate 2.32 Yes-higher

High quality index 1.73 Yes-lower

Medium quality index 1.97 No
p> Low quality index 1.98 No

White 1.88 No

- .Black 1.91 No
Other non-white 2.07 .0

Source: Question 15

,, * Mean scale values shown

Scale Value: 4 = Much more likely
3 = Somewhat more likely
2 Just a little more likely
1 = Not more likely

rherefore, larger values indicate greater perct1-.-,d
likelihood.

** Ba;e: UIll Respondents

* Base: Appropriate Respondent Groups for Lach Variable

+ Statistical significance based on total U.S. esti:rate tlling bo\'nd
the range of two standard errors of the ind ivid, ai waric esit.
',,'here st;r tist ical significance is indicated, the vzr-iI,. tLitj is
either high_er or lower than the U.S. average.

?.]-...................................................
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TABLE 5.15

EFFECT ON ENLISTING OF $5,000 CASA BONUS

U DEMOGRAPIIC ANALYSIS*

Spring Statistically

'80 Significant+

Total ,.S. Estiomate ** .11

Variable ***

Positive propensity 2.72 Yes-higher

Negative propensity 1.80 Yes-lower

16 years old 2.45 Yes-higher

"'. 17 years o 1 2.26 No

- 18 years old 2.10 No

19 years old 2.10 No

20 years old 1.81 Yes-lower

21 years old 1.80 Yes-lower

lOth/llth grade 2.45 Yes-higher

Senior 2.13 No

In college 1.86 Yes-lower

High school graduate, not in school 1.92 Yes-lower

Not high school graduate 1.89 Yes-higher

High quality index 2.05 No

Medium quality index 2.15 No

Low quality index 2.12 No

White 2.18 No

• Black 2.07 No

Other non-white 1.99 No

Source: Question 15

-. * Mean scale values shown

Scale Value: 4 = Much more likely

3 = Somewhat more likely

2 = Just a little more likely

I ot more likely
Thetrefore, larger values indicate greater perceived

likelihood.

•* Base: All Respondents

• base: Appr(,priate Respnndent Groups for Each Variable

* %" + 1 !-t:t .tu;l ignificance based on total U.S. eht-mnte fall lGd
the range of two standard errors of the individual variabet I ',ftrate.

'.; +:r2 ttr,i. l ,si "nif"'anco is 'ni d e ] hep v i ,], t , ::! , ,

eithier hi, her rr 1owt-r than the U.S. aver ,(,.

* * -* . - .'-~ . . ,
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T-U LE 5.16

EFFECT ON ENLISTING OF $3,000 CASH BONUS
.- WITHOUT SELECTION OF PLACE OF ASSIGNIMENT

DEMOGRAPHIC ANALYSIS*

Spring Statistically

180 Significant+

Tc:l U.S. EsLiriate ** 1.37

Variable ***

* Positive propensity 1.66 Yes-higher
Negative propensity 1.23 Yes-lower

16 years old 1.60 Yes-higher
17 years old 1.38 No
18 years old 1.38 No
19 years old 1.35 No.
20 years old 1.32 iho
21 years old 1.19 Yes-lower

lOh/1ith grade 1.53 Yes-higher
Senior 1.30 No
In college 1.29 1;o
High school graduate, not in school 1.24 Yzs-lower
Not high school graduate 1.56 No

High quality index 1.23 Yes-lower

Medium quality index 1.44 No
Low quality index 1.43 No

White 1.40 No
Black 1.36 No
Other non-white 1.76 N,o

Source: Question 15b

* Hean scalo valuies shown

Scale Value: 4 = luich -,ore Likely
3 = Somewhat more likely
2 JusL a lit]Lh more likely

I Not more likely
Therefore, larger values indicate greater perceived

AL i ike Tho.

• ,** aP: A\~ Resop~nden ts

S,rc,)r-ia(ie te;pc' eotd -, ro'ips; tor Eac'h Vvra-hle

+ S't' e t i st icil Lgnificaioe baicd on total U.S. t-;tjite fallin; buyond
tWO .tawlor. -i : )t f tAlWic [ndividtan] 'riahl e ostimate

w. r ;I it jcal s i'ni ,icace indic, ted, the variable estimate "s

tithn r h' hU or lwer than the .5. ax', , .
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TABLE 5.17

EFFECT ON ENLISTING OF $4,000 CASH BONUS
WITHOUT SELECTION OF PLACE OF ASSIGNMENT

DEMOGRAPHIC ANALYSIS*

Spring Statistically
'80 Significant+

Total U.S. Lstimate 1.50

Variable *

Positive propensity 1.83 Yes-higher
Negative propensity 1.31 Yes-lower

16 years olc 1.74 Yes-higher
17 years old 1.43 No
18 years old 1.52 No4
19 years old 1. 50 No
20 years old 1.53 No
21 years old 1.19 Yes-lower

l0th/lith grade 1.62 Yes-higher
Senior 1.49 No0
In college 1.46 No0
figh school graduate, not in school 1.31 Yes-lower
Not high school graduate 1.76 No

High quality index 1.33 Yes-lower
Medium quality index 1.57 No
Low quality index 1.61 No

White 1.44 No

Black 1.53 No0
Othe r non-white 4.00 Yes-higher

%

Source: Question 15

* Meani scale values shown

Scale Value: 4 Muhmore likely
3 Somewhat more likely

02 Juist a Little more likely
1~ No- ore likely

Therefore, larger values indicate greater perceived

;: .\ppropriate R(espoident Groups for Each Variable

S+ Sta-listical significance basod oni total U.S. estimate falling beyond
the rt;.of tw,- sta:ic-r orrors )f the individual variable estim-.ate.

i4 hre statisticabL sigiiificdncu( is indicat'ed, the variable estimate is
~i herhiger r L,wu2r thani the U.S. averag e.



" Page 175

TABLE 5.18

EFFECT ON ENLISTING OF $5,000 CASH BONUS
WITHOUT SELECTION OF PLACE OF ASSIGNIMENT

DEMOGRAPHIC ANALYSIS*

Spring Statistically
'80 Significant+

Total U.S. Estimate ** 1.46

Variable ***

Positive propensity 1.85 Yes-higher
Negative propensity 1.29 Yes-lower

16 years old 1.58 No
17 years old 1. 59 No
18 years old 1.45 No
19 years old 1.38 No
20 years old 1.22 Yes-lower
21 years old 1.46 No

10th/lith grade 1.57 Yes-higher
Senior 1.55 No
In college 1.35 No
High school graduate, not in school 1.31 Yes-lower

--Not high school graduate 1.55 No

High quality index 1.34 Yes-lower

Medium quality index 1.52 No
Low quality index 1.48 No

White 1.54 No
Black 1.39 No
Other non-white 1.46 No

Source: Question 15

* Mean scale values shown

- Scale Value: 4 = Much more likely
3 = Somewhat more likely
2 = Just a little more likely
I = Not more likely
Therefore, larger values indicate greater perceived
likelihood.

** Base: All Respondents

•* Base: Appropriate Respondent Groups for Each Variable

+ Statistical significance based on total U.S. estimate falling beyond
the range of two standard errors o' the individual variable estimate.

Where statistical significance is indicated, the variable is estimate
either higher or lower than the U.S. average.



Page 176

did not differ on this measure.

2. Somewhat less than one-half of the respondents said
that they would be more likely to consider enlisting
given the availability of the current cash bonus
plicv.. As shown in Table 5.13 this proportion
actually decreases for the $4,000 version (40.7%)
and increai-es to 49.6% for the $5,000 version.
Eliminatina che option of choosing one's place of
assignment totally undermines the appeal of this
incentive.

3. Relative to the current version and the other modi-
fied versions, the $5,000 cash bonus option elicited
the strongest response. Of all the incentives

*examined in this study, respondents gave the highest
average rating to the $5,000 cash bonus.

4. Tables 5.12, 5.14, 5.15, 5.16, 5.17, and 5.18
examine the appeal of the various cash bonus policies
among demographic subgroups. Response to both the
current and the modified versions are quite similar
to that for the other incentives. That is, the
appeal of a cash bonus tends to be less appealinq to
the most attractive taroet market qroups.

* " 5. The proportion of negative propensity youth who

indicated that they would be more likely to consider

enlisting given the availability of the current cash
bonus policy was 31.2%. The corresponding figures
for the $4,000 and $5,000 versions were 27.9% and
38.1%, respectively. When the ootion of selecting
the place of assignment is taken away, the appeal of

...-. this incentive among negative propensity youth
decreases dramatically. The figures for the $3,000,
$4,000, and $5,000 levels of this version of cash
bonuses were l 5%, 15.1%, and 14.92, respectively.

6. By way of summary, the data suggest that changes in
the current cash bonus policy may not be warranted.
Of the modifications considered, the $5,000
option had the most appeal. While this modificatioi
elicits a somewhat stronger response, the proportion

"of young men in (Teneral and negative propensity
indivLduals in particular who express positive
enlistment intentions is only marginally higher than
that achieved by the current policy. As in the case
of }oth educational assistance and monthly starting
pay, this suggests that the services consider initiating
actions to increase awareness of this incentive.

"* !
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By way of surmary, the data suggest that the increases in

educational assistance and cash bonuses investigated here appear

to have less of an effect on enlistment intentions than does

increasing awareness of the current offers for each of these

incentives. This suggests that the first priority should be

given to addressing this awareness issue.

For the readers' convenience, response to the incentives

is summarized in Table 5.19.

I

' j



'j 0C nC 1n 'D CC- V* * In- NS Z 7 3u
0 W c- 0- C- V)L%- r nI I naI

-- 4 -4 U)

-4-

c CD D CaC)C 0 I % 4O -I

r2~ *- .- 4 Q E -A W ~ ' ca ~ '. ~ ~ ~

00j 00

-4 E -4 4\U L

0- w Li 0H H (V~~
a3~ <J uTh a ~~- Ic (71 1. I nI> 2f(1CDot cc

LQ () 0 -4

-4 -- 1-4-. C"~- C

* Uc

0~

*U) .Z0-C

C)4 Cio 00c r o- n -4-T-4 c4I)rc o -

Cfr r- r-e a1 D .n Cm *l C) * n *0>

-4 ol J ) U- I>a (N N - 0 a o - ) a 1 r - - 0 al aQ. -4- a

0-f4 INJ -- 1 N qC4r4 N r

0n>1c CD a-' In C- OC4r YN It NMM

n w CD> a- (NJ a a N r- aD - -T r-I ti 0 )00l -r- a aa a a a a a

aa

0 W- I
oL >.) *-4 00r C-IC)c -' '4I 0()z' n )C

.4l .x .4 . . . . .
04 <l C-4 -~ -a - C-- -

o~~A ti.aJ-4 C
"-4~ ~ ccC ai

It a) -4)C~a- >

.< 0 >14.. r-CMcCa nC1 n C,(1I

.- O v r C4 0 c r cO CD00 a% 0 71 O 0 > 0- It .1C
hi .1j- 'la w w. . . . . a . . . .-

.gJ 04 C-ZC. U
4.J " CiU-

.. acn ta - C

aa E .

%a~ -K 'C C) 0
4.c COO E~- LA , aC

U ~ ~~~~~ o5>.. ~ Z Ca * -U 4
* a~. 30 000Ca0'l~a~CIn

.4CC . a3 4 -1: C(I) t

CC CC -~~-4 > .Ci-- 1-1 UZ-4 U ) a a
0 0)) ~ .0- aO CI ~ i- 0-a 0-.- U

F- acz a-. ) 0- 0 w clc

-- 4 0 0



Page 179

SECTION VI

PERCEPTIONS AND ATTITUDES

TOWARD DRAFT REGISTRATION

-4

!V
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SECTION VI

Perceptions and Attitudes Toward Draft Registration

Since its inception, the all-volunteer military has been

the subject of great debate. In recent months this debate has

intensified. A major focus of the discussion is whether the

country could quickly mobilize enough trained manpower in case

of an armed conflict. This has caused both supporters and

critics of the all-volunteer military to question the need to

reinstitute draft registration. A resumption of registration

could arouse emotion regarding military service. The impact on

voluntary enlistments of renewed intensified social feelings

about military service is unknown. In order to determine what

this impact might be, it is necessary to first gauge reaction to
V4 the draft registration concept. To determine this reaction,

*three questions must be asked. These are: Do target market

* :.iyouth perceive a need for'registration? What are target market

youth's attitudes about having to register? What, if any, impact

4' ~. will registration have on enlistment intentions?

one year has passed since the draft registration questions

were first asked. Since that time, several key events have

occurred that may influence male youth's attitudes toward mnili-

tary service. These are the hostage situation in Iran, the

4 Russian invasion of Afghanistan and recent reinstatement of

draft registration which occurred just after the interviewing

for the current wave. Hence, the Spring 1980 wave provides an

important one-year perspective on this critical issue.

A discussion of the data follows.

P%
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-6.1 Perceived Need for Draft Registration

In the Spring 1979 wave arnd again in the Spring 1980 wave,

respondents were asked whether they felt that a draft registra-

*tion was necessary to provide a strong defense for this country.

Specifically, respondents were read the following statement and

asked to indicate the degree to which they agreed or disagreed

with it. The statement was as follows:

"Requiring all 18 year olds to register for the draft
is necessary to provide a strong defense for America."

In the Spring 1979 wave, less than one-half of the sample agreed

with this statement. In the current wave, this proportion is now

over one-half (44.3% vs. 58.8%). As Table 6.1 shows, not only has

the proportion of male youth who feel that a draft registration

is necessary increased, but so has the strength of this per-

ception, as reflected in the average scale ratings (3.16 vs. 3.75).

These year-to-year increases are statistically significant.

Table 6.2 examines the response to this issue in terms of

relevant demographic subgroups. As the table shows, positive

propensity youth and the youngest (16 years old) and oldest

(21 years old) individuals expressed above-average agreement

with the statement. Interestingly, those most directly affected

by a draft registration (i.e., 18 and 19 year -olds) expressed

below-average agreement with the statement.
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TABLE 6. 1

PERCEIVED NEED FOR DRAFT REGISTRATION

"Requiring all 18 year olds to register for the draftis necessary to provide a strong defense for America."

Spring Spring

'79 '80

Agree with Statement 44.3 58.8

Strongly agree 13.0 21.6

Generally agree 19.9 25.5

Agree just a little 11.4 11.7
3.

- Disagree with Statement 55.7 41.2

Disagree just a little 9.1 8.5

Generally disagree 19.4 13.3

Strongly disagree 27.2 19.4

SAverage* 3.16 3.75

Base: All Respondents
S

Source: Questions 14a, 14b

.*M *ean scale values shown

Scale Value: 6 = Strongly agree
5 - Generally agree

.-. ,- 4 = Agree just a little
-. 3 = Disagree just a little

2 2 Generally disagree
a.... *I =Stroag1) disagree

Therefore, larger values indic.te stronger

agreement.

*L44* *?9

L 
~ ..,
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TABLE 6. 2

PERCEIVED NEED FOR DRAFT REGISTRATION

"Requiring all 18 year olds to register for the draft
is necessary to provide a strong defense for America."

DEMOGRAPHIC ANALYSIS*

Spring Statistically
'80 Significant+

Total U.S. Estimate **3.75

* Variable**

*Positive propensity 4.25 Yes-higher
Negative propensity 3.50 Yes-lower

16 years old 3.86 Yes-higher
17 years old 3.81 No
18 years old 3.58 Yes-lower
19 years old 3.53 Yes-lower
20 years old 3.75 No
21 years old 4.03 Yes-higher

l0th/Ilth grade 3.87 Yes-higher
Senior 3.71 No
In college 3.70 No
High school graduate, not in school 3.76 No
Not high school graduate 3.53 Yes-lower

High quality index 3.76 No
Medium quality index 3.78 No
Low quality index '3.68 No

White 3.77 No
Black 3.75 No
Other non-white 3.24 No

Source: Question 14b

*Mean scale values shown

Scale Value: 6 = Strongly agree
5 - Generally agree
4 = Agree just a little
3 = Disagree just a little
2 = Generally disagree
1 = Strongly disagree
Therefore, larger values indicate greater perceived
likelihood.

**Base: All Respondents

SBase: Appropriate Respondent Groups for Each Variable

+ Statistical significance based on total U.S. estimate falling beyond
the range of two standard errors of the individual variable estimate.
Where statistical significance is indicated, the vaciable estimate is

.4. either highier or lower than the U.S. average.
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6.2 Attitudes Toward Draft Registration

Beginning with the Fall 1979 wave, respondents were asked
71 to indicate the degree to which they favored or opposed a draft

registration. Table 6.3 presents the data for both the Fall 1979

* - wave and the current wave. As the table shows, there was a

statistically significant positive shift in attitudes toward a

* - .-draft registration from Fall 1.979 to Spring 1980. In the Fall

1979 wave, one-in-four respondents expressed some degree of

approval of a draft registration. In the Spring 1980 wave, this

ratio has increased to better than one-in-three young men. The

proportion of youth who had no opinion on the subject remained

unchanged.

Table 6.4 examines the response to this issue in terms of

different demographic subgroups. Positive propensity youth and

the youngest respondents expressed above-average approval of a

draft registration. High school graduates, 18 year olds, and

PC those in the lowest educational ability groups, on the other

hand, expressed below-averagje approval.

Critics of a draft registration have argued that a return

to the draft will be the inevitable consequence of registration.

While the reality of this is questionable, the perception of it

happening may be strong enough to influence the present enlist-

ment intentions of certain individuals. As a means of studying

this possible phenomenon, respondents in the Fall 1979 wave were

v asked whether they would be more likely or less likely to

~ consider joining the service in the event of a draft reqistra-

tion. The question was repeated in the Spring 1980 wave and the

9, two-wave data are summarized in Table 6.5. A discussion of the

results follows.



'"4 Page 185

TABLE 6.3

ATTITUDE TOWARD DRAFT REGISTRATION

Fall Spring
'79 '80

Strongly in favor of it 7.0 12.8

Somewhat in favor of it 17.5 23.7

Neither in favor nor against it 24.2 23.4

Somewhat against it 21.2 18.6

Strongly against it 30.2 21.4

Average* 2.50 2.88

Base: All Respondents

Source: Question 14d

* lean scale values shown

Scale Value: 5 = Strongly in favor of it
4 = Somewhat in favor of it

3 = Neither in favor nor against it
2 = Somewhat against it
I = Strongly against it

Therefore, larger values indicate stronger favor.

-- 4.

4..,

-4.a

4-" -7". '. ,t e,:. -._.i.".,.'ze'."-',_- ''-.v -''.""' ' ' , ' ' ' ', ." ', , , , . Z' . . - .,.. ."'.-'

- un nn nm. n4~ mI1II' l N M ' , -
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TABLE 6.4

ATTITUDE TO;)ARD DRAFT REGISTRATION

DLEAOGKAPHIC AI4ALYS :S*

Spring Statistically

'80 Significant+

Total U.S. Estimate ** Z.88

Variable *"*

Positive propensity 3.39 "es-higher

Negative propensit.' 2.62 Yes-lower

16 years 01 -2.97 Yes-higher

17 years old 2.96 ND

18 years old 2.79 Yes-lower

19 years old 2.79 No

20 years old 2.81 No

21 yeairs old 2.94 No

1Oth/itrh grade 3.0 Yes-higher

Senior -.90 No

In college 2.,7 No
High school gradcate, not in school 2.80 Yes-lower

Not high school graduate 2.71 Yes-lower

High quality index 2.93 N"

Medium quality index 2.88 No

Low quality index 2.79 Yes-lower

White 2.91 No

Black 2.86 No

Other non-white 2.89 No

Source: QuLstion 14d

* Mean scale values shown

Scale Value: 5 = Strongly in favor of it
4 = Somewhat iii favor of it

3 =Neither in favor nor again,;t it
2 = 7,omthat against it

I = Strongly against it

Therefore, larger values indicate stronger r,- .'

** Base: All Respondents

* Base: Appropriate Respondent Groups for

+ Statistical significaiice basel on t .l I.

the range of two standard error!; (4 h,. 'i
Where statistical signif ,carn, .

either higher or lower Lta . .
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As the table shows, the proportion of male youth who indi-

cated that they would be more likely to consider enlisting

increased significantly from Fall 1979 to Spring 1980 (43.4% vs.

52.2%). Moreover, the table shows that the strength of this
R

% attitude also has shifted in a positive direction.

Table 6.6 examines these data in terms of demographic sub-

groups. The demographic differences shown are consistent with

those seen with respect to the other perception and attitude

data discussed in this section. Moreover, it is not surprising

that positive propensity youth would be more inclined than
others to consider enlisting should draft registration become a

-~ reality. The age and education differences reflect the fact

that the positive propensity group consists of a disproportion-

ate number of younger males.

By way of summary, there appears to have been a significant

positive shift in the perceptions and attitudes of 16 to 21 year

old males as a group towards a draft registration. Relative to

others in the survey sample, the registration-related perceptions

and attitudes of negative propensity youth, older individuals

and those who have attained a higher level of education are less

favorable. Nevertheless, the perceptions and attitudes of these
individuals also have shifted in a positive direction in the

last six months.

'IV With draft registration now a reality, future waves of this

study can measure the actual imatof reitainon enlistment

intentions.
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* .0 TABLE 6.5

EFFECT OF DRAFT REGISTRATION ONp LIKELIHOOD OF ENLISTING

Fall Spring
079 1180

More likely to Join 43.4. 52.2

Much more likely 13.6 19.3

~ 00.Somewhat more likely 16.5 21.6
LA Just a little mote likely 11.3 11.1

Less likely to join 47.8 40.4

Don't know 7.9 7.4

4 *Average* 1.96 2.22

Base: All Respondentsa

Source: Question 14e

* Mean scale values shown

Scale Value: 4 - Much more likely
3 - Somewhat more likely
2 - Just a little more likely
1 - Not more likely
Therefore, larger values indicate greater perceived
likelihood.
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* * TABLZ 6.6

.1'* uvccr OF DRArT REGISTRATION
OK LIKELIHO00 OF FULISTIN

LZNOGRAPHIC ANALYSIS*

Spring Statistically
'g Siittficmot

Total U.S. Estimce 2.22

Variable eta

Positive propensity 2.71 Yes-ilgher
Negative propensity 1.96 Yes-lower

* 16 years old 2.34 Yes--4igter
17 years old 2.30 Ye-higher
18 years old 2.22 N
19 years old 2.15 No
20 years old 2.10 Yes-lover
21 years old 2.1 No

10th/lIlt grade 2.33 Yes-higher
Senior 2.28 No
In college 2.19 NO
Kish school graduate, not in school 2.09 Yes-lover
sac high school graduate 2.1$ NO

Nish quality index 2.24 No
Nedim quality index 2.23 No
Low quality index 2.13 Yes-lower

White 2.28 N
Black 2.1? Yes-lower
Other non-white 2.12 No

Source: Question 14e

a flean scale values shown

Scale Value: 4 * Much more likely
3 -Sosewhat more likely
2 - Just a little more likely
I Less likely
Therefore. larger values indicate greater perceived
likelihood.

Base: All Respondents

B,, Sase: Appropriate Respondent Groups for Each Variable

+ Statistical significance based on total U.S. estimate failing beyond
the range of two standard errors of the individual variable estitate.
Wihere statistical significance is indicated, the variable estimate is
either higher or lover than the U.S. average.

M -..
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MILITARY SERVICE STUDY Card 6
Open End Answer Sheet Dup 1-10

CP.T

6a. Will you please tell me everything you remember about advertising for the Active
Army that you have seen or heard recently. (PROBE) What did the advertising say?
What did it show?

4 12
Have not seen advertising ...................... 0

Have seen advertising, can't remember content ... X(13-43 open)

6b. Have you seen or heard recruiting advertising for any of the other active duty
military services recently?

Yes..1 No ....... 2 -o"(SKIP TO QU. 7) (49)

6c. For which other active duty military services do you recall seeing or hearing
advertising recently? (DO NOT READ. RECORD ALL MENTIONS BELOW.)

Air Force ......... 1 Marine Corps ....... 3 (50)
%Army .............. 2 havy .............. 4

6d. (IF RESPONDENT IS AWARE OF ADVERTISING FOR ACTIVE ARMY (QU. 6a) AND ONE OR MORE
OTHER SERVICES (QU. 6c), ASK:) Have you seen or heard this advertising for the
(SERVICES MENTIONED) as separate ads for each service, or have you seen or heard
the (SERVICES MENTIONED) in the same ad or have you seen or heard both types of
ads?

Separate ads for each service .... 1IMore than one service In ad ....... 2 (51)

Both types of ads ................ 3

7. 1 am going to mention some slogans used by branches of the Armed Services in their
advertising. After I read each slogan, please tell me which service uses it. The
first slogan is (READ FIRST SLOGAN). Is this slogan used by the Army, Air Force,
Navy, Marine Corps or all four active duty services together in the same ad or
commerical? (REPEAT FOR EACH SLOGAN. DO NOT REPEAT BRANCHES. THE WORD 'BLANK"
MUST BE READ.)

START AT "X All Four Services
( SEE INSTRUCTIONS) Air Marine Together In Same Ad

Slogans Arm Force Navy Coprs Or Commercial

"BLANK". It's not just a Job.
It's an adventure .................. 1 2 3 4 5 (52)

%"BLANK. A great way of life." ... . 1 2 3 4 5 (53)

"The few. The proud. The BLANK." 1 2 3 4 5 (54)

()"Join the people who've joined
the B3LANK.......................... 1 2 3 4 5 (55)

'Ntaybe YOU Can be one of us."... 1 2 3 4 5 (56)

"A Chance to serve, a chance
to learn."............................ 2 3 4 5 (57)

" This is the BLANK.".................. 2 3 4 5 (5R)

'It's a great place to start.. 1 2 3 4 5 (59)
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