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INTRODUCTION

The rationale for conducting this s tudy as well as the survey de-

sign and objectives are described in the Int roduct ion to the Fall 1975 report.

For the reader ’s convenience , the fol lowing comments  are  repr in ted  f rom

the Fall report.  Some references  are  added to ref lect  chronological  and

survey content changes.

Background and Objectives

- - There are a number  of factors  that are  related to a young man ’s

• decision to enlist in a m i l i t a r y  service ,  Factors such as national une m-

ployrnent and regional cultural environments  can have a strong bearing

upon enlistm ent . Othe r factors related to enlistment behavio r inc lude

youth’ s general attitude s concerning mil i tary servic e and their awareness

of the opportunities provided by- the services. These factors , especially

awa reness , are influenced lar gel y by promotion and advertising as well

as the many activitie s of service recruiters . Youths ’ atti tude s and aware-

ness also reflect the impact of variou s other influencers , suc h as their

• peers , parents and family, teachers , coache s, counselors , and cx-

servicemen.

General attitude s concerning militar ,r service can cha nge ove r time

partially because the pote ntial market of 17 to 21 year  old youths chan ges

every year as new youths enter and olde r one s leave this age bracket . The

_ _ _ _ _ _ _ _   _ _  
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outcome of recruiting effor ts  can be influenced by alte r ing military service p
attr ibutes such as sala r ies , bon uses , tr aining options , length of service , and

so on. The military services can also directly influence the propensit y to E i I -
serve throug h increas ing awareness  of these at t r ibutes  and by improving

attit udes by means of promotio n, advertising and recruiter efforts. Indirectly,

improved awareness and at t i tudes  can also be achieved by improving the

awareness and attitudes of the influencers of potential enlistment prospects.

Beginning  in 1971 , semi-annual  youth surveys  have been conducted

each Fall and Sprin g (excepting Spring,  1975) for  the Department  of Defense .

These surveys included interviewing a samp le of non-pr io r service 16-21

year  old male youths to gain insight into a variety of issues associated with

their  a t t i tudes  towa rd employ ment in general  and military service in part icular .

This present report provide s detailed anal ysis of the fourth of a four-part

survey (Fall 1975 , Spring 1976 , Fall 1976 and Spring 1977), with an examina - I ’

t ion of some changes between Spring 1976 and Spring 1977.

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 is to provide the Department and the Services with valid , timely, and

actionable data concerning the youth labor market on a cont ia.uing semI-annual I
tracking basis. This survey deals with propensity to serve in the military;

d

n 
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effecti veness of advertising and recruit ing efforts; impact of influencere ;

importance- of milita ry attributes; and characterization of yout hs by such

factors as their  demograp hics and life goals.

Th e informa tion gathered on this and the past three surveys has

three funda me ntal objectives. The f ir s t  objective is to gathe r info r mation

that has common utility for all the milita ry services.

Second ly, twenty-s ix  specia l recrui t ing areas we re isolated

throug hout the count ry  so that  special analyses could be performed on eac h

of them. These areas , r e f e r r e d  to as T racking A reas , co mpr ise one or

more geographic units of each of the services: Recrui t ing Detachments

(Ai r Force), Distr ict  Recru i t in g Commands (A r my) , R ecr uit ing Sta t ions

(Mari ne Corps) ,  and Recru i t ing  Dis t r ic ts  (Navy) .  Each service then can

track the study variables ove r t ime wi th in  actionable geograp hic areas

defin ed by recruiting boundarie s of each service.

Thirdl y, the study is designed to provide observations over tim e

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

It is anticipated that controlled experiments mig ’at be attempted over time

in the Tracking Areas to test such factors as pr. motional materials , re-

cruiting practices, and advertising strategy.

- . - • - - f Z L  :~~~~~~a - ~
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• Study Design

The survey involved 16-21 year old mates who do not have prior

or cur ren t  military involve ment and who are  not beyond their second year

of college . In total , 5 , 520 in te rv iews  were comp leted.

The survey  employed tele phone in terv iewing.  Respondents were

selected by random di g it d ia l ing .  A pproximately 200 interviews we re corn-

pleted in each of 26 t racking  areas. Thus , the study provides statistically

valid samples for  each t racking area and allows computat ion of total U .S.

e St i mates.

In the f i r s t  two waves of this study (Fall 1975 and Spring 1976),

onl y 13 t racking areas we re studied independent l y. The 13 areas cumu-

latively accounted for  about 65% of the U. S. “ mil i tary  available. ” The 13

t racking  areas were selected f r o m  a total of 26 b y using three crite ria:

a) maximizing the percentage of the potential app licant pool cove red , b)

providing suf f ic ien t  geographic d i spe r s ion  or regional coverage , and c)

l imi t ing the numbe r of recru i t ing  units to three or less per Service. The 
- -

tracking areas included in the f i r s t  two waves contain the following principa l

ci t ies  and/or  states:

L 

New York City

• A lbany/ Buffalo

• Harr i sburg

• Wa shington , D. C.

: ~~~~~~~~~~~~~ ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ • ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~
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• • Florida

• A labama/Mis s i ss ipp i/Tenuessee

i Ohio

• Mich i g an / in d i an a

• Chicago

• M i n n e s o t a / N e b r a s k a / N  orl. h Dakota/  South Dakota

• Texas

• S o u t h e r n  C a l i f o r n i a / A  r izona

• N o r t h e r n  C a l i f o r n i a

The  r’- - ma in d e r  of the c o u n t r y  was t rea ted  as one area  and was

r e f e r r e d  t~ as “balance of the  c o u n t r y ” . A pprox imately 400 interviews

were  conducted in t h i s  agg rega ted  area .
I ,

In the two most  recent  waves (Fall 1976 and Spr ing  1977), the sample

was aiioca ’ed t n  a l l  26 t r a c k i n g  a r eas .  In addi t ion  to the above 13 areas ,

i n t e r v i e w s  were  conduc ted  in these  add i t i on al  t r a c k i n g  areas:

• Ph i l ade lp hia

r • Boston

• P i t t s b u r g h

• R i c h m o n d / N o r t h  C ar o l i n a

• South C a r o l in a /Ge o r g i a

• New Orleans

• A rkansas

r -  • K e n tu c k y

• Des Moines

• W i s c o n s i n

11

- - - - • —_ ‘.--. .~~~~~
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• New Mexico/Colorado

• Washington/Oregon

• Kansas Ci ty/Oklahoma

A l l  in all , the 26 t r ack ing  areas account for  100% of the “ mi l i t a ry

available” in the continental U.S.

Detailed tabulations , r e f e r r ed  to in th is  repor t , are g iven in five

volumes.  Volumes  1 and 2 , which consti tute most of the anal yses , contain

both Spr ing  1976 and Spr ing  1977 data for those ques t ions  which arc con-

- ~idcred compa rable .

Volume 1: By Indiv idual  Tracking  A rea

V olume 2: By Enlistment Propensity Toward Active Duty in
the A i r  Force , A rmy ,  Mar ine  Corps  and Navy

Volume 3: By Schooling Status and G radei in H igh  School - -

Volu me 4: By A ge , Race , and Quality Groups

Volume 5: By En l i s tmen t  Propens i ty  T owa rd Reserves
and the Nationa l Gua rd

Volume : B y Enlistment. Propensity Toward Coast Guard

The inte rviewing for  this wave took place between April 11, 1977 and

May 28. 1977 .

- 

-
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Content of ths Interview

The inte rv iew focused on the fol lowing areas of inlormatlon:

( I)  Respondent demog raphics

• Age

• M a r it a l  status

• R a c i a l /e t h n i c  at f i l i a t i on

• Education

• E it ip luymen t

(2) Prop n s i t y  to enl is t  in  the m i l i t a r y

(3) A s s ess m e n t  of the impo rtance of job at t r ibutes  and t h e i r
• at ta in ab i l i ty  in the mil i ta ry

- - 
(4) Asses smen t  of adver t i s ing  recall and meaningfulness

• (5) Information seeking ac t iv i t i es  about enl istment
involvi ng self , recruiters , and other  in f lu encer s

(6) Attitudes of certain influencers toward serving in the
m i l i t a r y

(7) Nature and outcome of r ec ru i t e r contact

(8) Knowledge of current military starting pay

(9) The relative effect  of a $50 a month pay increase on
propensity to enlist in the military

(10) Knowledge and preferences about educational benefits

(11) Lif e goals and th eir  achi eval ib i ty in the military 
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Quest ionnaire_Change

The study desi gn permits  the l i -e lus ion of new e lements  f rom time

to t ime.  For examp le , in Fall 1976 a question was added dealing with the

effect of a $50 per n-tonth pay increase  on propensi ty  to serve in the mil i tary.

This item waj  retained in Spr ing  1977. The c u r r e n t .  survey has several  new

features: an item assessing which branch of Service is associated with the

concept “A rined Services ’ or “milita ry ”, questions about the recall and

meaningfu lness  of the adver t i s ing  program o( each se rv ice , and questions

assessing knowledge and preferences concerning Veterans 1 educational

benefits.

A few items from Fall 1976 were deleted in the Spri ng 1977 question- U

nai re. Respondents were no longer asked to associa te  adve rt i sing copy points

w i t h  speci f ic  services . The quest ions about i n f luence  of g i r l  friends/wives

and of fr i en d s  in the s er v i c e  we re also not asked. fl

Analy t ic  Comments

In such a Large study , many results are l ike l y to appear  which

are  due solely to chance or sampling variance. In order  to avoid being

deceived by such results , th i s  anal ys i s  delineates those resu l t s  which  arc

un l i k e l y to be due to chance or sample id iosyncras ies.  Specificall y,  all

s i g u l i f i c a n c e  s ta tements  arc based on the q50/0 confidence  level. This means

~~~~ there is less than a 5% likelihood that such a r e su l t  would occur sole ly due

to chance. 
-
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In the Spr ing  s u r v e y ,  pursuant  to 0MB suggestions , the effects  on

re sponse rate of a l te red  in s t r u c t i o n s  and s m al l  cash incen t ives  were exam-

ined. These fac tors  we re assessed by a s m a l l  s p l i t - s amp le e x p e r i m e n t .

- • 
The resu l t  of th is  e x p e r i m e n t  w i l l  be r epor ted  in de t a i l  in a separa te

document .  For presen t  purposes , it is s u f f i c i e n t  to r cp or t  tha t  the cash

• incent ives  inc reased response  r a t e  b y a v e r y  sma l l  a m o u n t  and d i f f e rent

i n s t r u c t i o n s  had no e f fec t .

The Lrack ing  a rea  d e s i g n  of t h i s  s tud y n e c e s s i t a t e s  that  the coll -ctcd

data be weig hted in o r d e r  for  us to make val id  e s t ima tes  of nat ional statis-

t ics,  in the  Fali  1976 and Spr i ng 1977 wave s of the  s tud y an improved

w e i g h t i n g  sys t em was used (see A p p e n d i x  III).  In  o r d e r  for  us to make S p r i n g

1976 to Spr ing  1977 c o m p a r i s o n s , the Spr ing  1976 data had to be re tabu la ted

ac c o r d i n g  to the new wci~~h t i n g  s y s t e m . As  a r e su l t , S p r i n g  1976 data repor ted

in t h i s  document  may d i f f e r sli g ht l y f r o m  what  was o r i g i n a l l y shown in the

Sp r i n g  1976 repor t . T h i s  w e i g h t i n g  s y s t e m  is d i s c u s se d  in  d e t a i l  in  A ppend ix

• III of t h i s  r e p o r t .

• 
-~~~~~~~~~~~~~~~~~~ - ~~~~~~~~~~• ~ -- - 

—•~~~~ — - --p—
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On data from the 13 original tracking areas , standard errors were

computed by means of the replicated sample procedure developed by W. E.

Dern ing (An Application O fA  Replicated National Sample In Consumer

Research, Proceeding s of the American Soc iety for Quality Control , 1961).

Use of this formula produced ~ta ’idard er ro r s  that averaged 10 percent lar-

ger than those computed on the weig hted national samples. Hence minimum

t value s we re adjusted upwards by 10 percent in tests of si gnificance on the

national sample (see Appe ndix I).

Sinc e Fall 1976 , onl y a minimum sample of telephone numbers has

been issued to interviewers.  Additional numbers then are issued in small

aubsamples until the correct numbe r of completed i nterviews is reached.

This procedure provide s tight control of the sam ple and is now standard for

the survey.

f -

U

• • - - - • • • . ~~~~~~~~~~~~~~~~~~~~~~~~~ 
--
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- -. EXECUTNE SUMMAR Y

Zutroduction

This report Is a discussion of the Spring 1977 wave (1. e., Wave W )  of
th, tracking study of youth attitudes toward serving in the armed force.. A

- - :  
- total of 5520 randomly selected males between 16 and 21 years of age were

A.

Interviewed by telephone. Approximately zoo interviews were condected In
•ach of 26 trackIng &r eas across the continental United States.

ç~~.

MaJor Conclusion of the Study

TM. wave of the study provides an 18 month historical persp.ctive

from which the following conclusion is drawn.

It appear s that the military services continue to hay, an Increasingly
more difficult j ob of attracting (In numbers and In quality) young men into

- th. all-volunteer force. The decline In propen sity to serve since Fall 1975
(Wave I) appears to be r.lat d to th. fact that a rrest., Dre~ortlon of
y~~~~

1
~~~~~ men between the are. of 16 and 21 have traduated hlrh school and

ar• now working foll-tlm s In civil ian occunattoflk

Today’s military Is an alternativ, to civilian occupations. This study
has described positive propensity youth as coming from relatively modest

r’ socio-.conomlc backgrounds. Periods of high unemployment affect the
•.

~I 

lees-educated. less-skilled, and less-alluent members of society th. most.
At svcb tlm•s, th, military may oft.r~~s4 )‘oun~g men their only opportunity

to advsac. tbems.lv.s. As the economy Improve., the job market improves

_ _ _ _  

as well. Accordingly, the military 1. no longer the sol. opportunity for a

- 

- • y~~.ng man with a mod st soclo-economic bsc~grou~d to Improve himself.
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Propensity to join th armed forces declined somewhat born SprIng 1976

to SprIng 1977. WhIle the propensity figures are down, these dsc1in.ii ~~X. not

statistically .ig Iftcant , A-. 1 Spring 197?, however, the declin, observed since 
-

- the first wav e of these studies (Fall, 1975) is significant for all services. It i.

____ apparent that St S. becoming increasingly more difficult to attract people to enlist
_ _ _  

4 .
______  

In the armed services - -

______ Tb. overa ll rank orde r of the activ e duty serv ices based on expressed * • ~~~~~~

propensity levels did not change from SprIng 1976 . The order Is as

follows: ~~~~~

* 
Percentag e

S~ rin& ‘76 Snr lng ‘77 ~~~~~~~~~~ Dec~.Ine

• Air Forc. 17. 5% 15. 7% 
- 

-1. 8 10. 3%

• Navy 16.4% 15.2% -1.2 7.3%

• Army 13.1% 11.8% -1.3 9.9%

• Marine Corps 11.8% 10. 7% -1.1 9. 3%

Voluntar y m ntions of military enlistment hay, always paralleled pro-

p.nsity changes. Voluntar y ment1on~ declined by a statistical ly significant - 
.

amount from Spring to Spring,- further evidence of a more difficult recruiting

market. 
-

Many of the variables that discrIr 4’~ate bstween positive and negative

propensity to sar~ in the military did not chan ge from Spring 1976. Recalled 
~~~~~~ I

Incidence of recruiter contact, both recent and long-term, remained steady,

~~~~~~~~~~~~~ the degree to which respondents report ed talking to thfluentii$~ sources about

enlistment did not chan ge. - 

- -

- 
~~~

—

• - 
- * The differences shown are not statistically signiflcsflt. . 

- 

- 

- ;  -

• 

- 
- 

- - - -

- - - -
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- Self-reported school enr~1lment In general dropped. Fewer SprIng 1977

resp ondent. report being in high school or in college. Also, more hive gradu-

ated from high school . The proportion of respond ents attend ing vocational

school dropp ed as well, Other significant change. includ e an incr ease in full-_f ~~~-~~:

time employment and a decrease In the proportion of unemployed respondent.: ; - ~~~~~~~ 
____________

who said they are not looking for a job . Self -‘repor ted academic quality of the ________

respondents dropped significantly,

is-.

Spring to Spring shifts occurred with respect to life goal achievement,

Relative to civ ilian life, the militar y was perceived to gain ground In three - 

-

-. of 12 areas: doing challenging work, ability to make own decisions and adven-

lure and excitement.

-
. 

- 

- The military experienced setback, with regard to perceived job se-

S 
curity and making a lot of money, but maintained It. position relative to
civilian life with respect to the perception of developing potential, respect

of friend s, working for a better soc iety, personal freedom, helping other

people, learni ng as much as one can and recognit ion and statu s

Difference. By Tracking Areas

~~~~~~~~ There are significant differences in the data across the 26 track ing
areas on all of the variable s Included In the tracking area analysis.n_______ 

In the fir st two waves , the markets where propensity was low for the
military wer, th. majo r metropolitan areas such as New York City and ~~~~~~~~~~~~~~~~~~~~ ,“
Chicago. This Is not true In the pres ent wave . Both area s tend to bs on par •jjj1 ’ ,/
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1.

with the rest of the countr y with respect to propensity to serve In the four

services (Chicago remaining below average in propensity toward the Army)

Southern California i. below the nation with respect to propensity to serve in

the Army and Marine Corps. Wisconsin is clearl y the poorest tracking area 
-

with respect to propensity to join the military. Wisconsin falls b low the -

national averages for all of the active services except the Army . -.

Propensity for the Reserve Components is especially low in Ohio ,

Chicago, Southern Californ ia and Philadel phia. -

• 

_ _
Perceptions of the Services -

A military career is perceived as allowing a young man to have ad- 
- .

•~~1

venture and excitement and job security. On the other hand, a militar y

career is perceiv ed as not permitlng a young man to enjoy person al freedom , -

make his own job-or iented decisions , or make a tot of money. • 
-

~~2
Young men value certain job attributes when considering jo ining the -

service. Two of these were perceived as being attaina ble in the service. 
- 

-

These were “teaches you a valuable trade or skill ” and “a career you can be - . 
.

proud of. ” Valued job attributes perceived as being hard to attain were “good ~~~
‘

benefits for you and your fa~~~ y, ” ”job you wanL,” and “opportunity to better -

your life .” 
- 

-
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Tb. Individual services were perceived differently. . The Air Force has

particular strength with respect to teaching a valuable trade or skill, provid-

ing a challenging job, enabling the servicema n to Improve himself , and

- - providing the serviceman with a career about which be can be proud. The

Army was associated most often with help In obta ining a college education . -

The Mar ine Corps was associated with train ing for leadership, and the Navy
- 

was equated with world travel .

Enllsted Startthg Pay 
-

One-half (49. 6%) of the sample claimed to have no idea of the level of

monthly enlIsted startin g pay. Among those who did give estimates, the

- average estimate was $381 which I. close to the true value of $374. However.

the averag es ra nge frcsn a low of $325 to a high of $433 across tracking ar eas

~~~~~~ Positive propensity men value good starting pay but did not think they

can achieve this in the militar y. A. Lu east surv eys, thos , with negativ , pro-

pens ity gave higher pay estimate s than did those with positive pro pensity to - 
-

enlist. The data suggest th*t the lower pay estimate among positive propensity

• people might pr esent a recruiting opportunity. Mar. tha n one-half (52. 4%) of
L the positive pr opensity group said they would be more likely to enlist if itarting

pay were increased by $50 a month. Among the negative propensity group, about

— one-in-six men said they would be more likely to enlist .

_  -
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Perceived Attitudes of Influencez s 
- 

—

Positive propensity men claimed that their parents are In favor of their
jo ining the service, particularly for the job training they will receive. Nega-
Live propensity men felt that their parents do not want them to join the military. UI’Los. of status, a desire for their sons to get a civilian education, fathers ’ nega-
Live experiences with the military and family separation and danger are the major
reasons given wh y some parents were perceived as opposing military service .
If respondents’ perceptions were accurate, these findings are impor tant since
parents are key Influencer s in the military recruiting/decisj on .mak4~ g process, 

~-: -

£~~- ~~~~~~as repeatedly established in this serie s of surveys . 
-

Adv~rt1ain~ Awareness

Approximately one-half of the respondents were aware of advertising for

specific serv ices. However , only about one-half of these same Indiv idua ls

~~~~~~~ could recal l any content of the advertising . In thi s respect all four service. - 

-

were comparabl e.

Among respondent. who did recall advertising content, they most ofte n

recalled copy points about teaching /learning a trade, job opportunities and ;-- .

enlisting. Respondents also frequen~ly recalled Marine slogans and travel

copy for the Navy. - • • 
-

~

•

t.r-
-,• .-, 

_ _ _

‘

~
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.~~ Educational Benef1tsiVe~erans’ E4ucatlonai Assistance Proarj rnl

It appears that there Is little knowledge about the current educational
• - benefits plan. Positive propensity men are -somewhat more familiar with the

provisions of the educational assistance program than negative propensity men.
- Positive propensity men also report greater expected participation independent

~, •  ~~~~
• - of the level of required savings. For all men the lowest level of required

savings ($25) was the most populAr .

A~tlve Services Versus Reserve Components target Marke t ProIil2

An att mpt was made to determine whether the National Guard and

Reserves draw from the same pool of men as do the active services. The

-
~~ 

S 

following differences are revealed with respect to the profile of those men

- 

- : who inte nd to join the National Guard or Reserves.

- - 

Those men who indicate a poaitive propensity for the reserve compo-

-

- 
nents , in contrast to those Interested in the active services, tend to be ...

b a

e Older
More likely to be White

V . 
•

- 
- - . More likely to be employed

- Less likely to be atud e~ts , although more of them are in college
___________ • More likely to be high school graduate s

- - - Les s likely to feel that , relative to civilian life, life goals can 
-

______ 

be more readily achieved in the military

- • Relatively more Inclined to join a reserve component than one
of the active services

5 - 5 - - -  - 5 -- - -  - 5 -- -- - - ~~~~~~~~~~------~~~~- - -~~~~~ —- -----------~~~~-- - 
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tv e  Duty Positive Propensity Respondents Target Market Profile

As in previous wave s of this stud y, the positive propensity candidate for

active military service can be described in contrast to his low propensity peers,

a s . . .  
- 

-
- •~~4 5

S Younger - -

• More likely to be non-White
e More likely to be unemployed and looking for work 1..
• Less educated - . -,

- —:.:• Having a less educated father : -

~

• Having lower values on the Quality Index

• Considering all - of the job attributes to be important when 
~~~~~~~~ ~~considering joining the service

• Feeling the military is relatively more likely to enable him
to achieve most of his life goals

e Underestimating the level of sta rting pay
e More motivated to enlist should pay be increased by $50 a -

month S

• Having had more recent recruiter contact

• Having sought info rmation on a military caree r by mail or
by phone S

• Having taken a mil itary test at a recru it ing station or In
high school

• Having discussed entering the military with parents or - -friend s
- 

- e Feeling relatives support his join ing the servke
• Having positive propensity for more than one service

R
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- NATIONA L TRENDS
SPRIN Q 1976 

~~~~~~ 
SPRIN G 1977
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SECTiON I

- Nat ional Trends - Spr ing 1976 to Spring 1977

Throughout this Investigation the principal measure has been

enlistment propensi ty (i. e . ,  the rated llkqllhood of serving on active

duty in each military service). This analysis begins with an examination

of those variables that are related to enlistment propensity . The primary

time frame for analysis is Spring 1976 to Spring 1977. Given this full-year

Spring to Spring time frame , seasonal effects are eliminated and observed

changes can be viewed as indicat ive  of under ly ing  t r ends .  Where it is

- appropr iate to do so , comparisons with previous waves are also made.

The data reported in this  sect ion repre sen t  wei ghted total U S .

data obtained f rom t W e n t y- s ix  (Z6) t r ack ing  areas .  Th i r t e et -~ (13) of these

are the same as those used in the Spring 1976 wave of this investigation.

The balance are thirteen (13) tracking areas which in the Spr ing 1976 wave

were agg rega ted in to one group  and labeled as “balance of the country ’.

These th ir t ee n  (13) new tracking areas were first defined in the Fall 1976

wave. The sampling is described in detail in Appendix II.

-__-

~~~~~~~~~~~ —-- -•- ~~~~~~~~~~~~~~~~~~~~~~~ - ~1~~~~
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1. 1 Defini t ion of Propensity

Respondents were asked to indicate their likelihood of serving on

active duty in the A i r  Force , A rmy ,  Marine  Corps , and Navy , as well as

the Nat ional Gua rd . Rese rves , and Coast Guard .  A fou r -po in t  scale

was used to measure l ikel ihood:  “de f in i te l y ” , “ probab ly ” . “ probably not” ,

and “def in i t e l y not” (Question Sa A ppendix) . Pos itive propensity has been

ope rat iona l ly defined as a res ponse of eithe r “d ef in i te l y ” or “ pr obably

would serve ”. Negat ive  p rop ens i ty  is def ined  as a response of “ probabl y

not”, “definitely not” , or “don’t know/no answer ”.

1. 2 Adj ustm ent in Propensity

In the interest  of broadening the ability of the Tracking Study to

assess advertising effectiveness , an item measuring “top-of-mind”

awa reness of the mil i tary  services was added t~ the Spring 1977 survey.

It . is an tic ipated that this mea sure will continue to be part of the survey

Instrument on later waves. For a rne~ sure of this t ype of awareness to

• be useful , it must be taken before any military services are mentioned

by name by the interviewer. Accordingly, in the Spring 1977 survey

“top-of-mind” awareness was asked early in the interview (Question 4a)

— following a question of near- term occupational plans (Question 3i) and

just prior to asking propensity toward the individual services (Question

5a).

— 

The introduction of this awareness measure inflated the level 
S

of reported propensity In the Spring 1977 survey. In orde r that the data

— -~—-- -— -  —5—- - ---- • —-~--~--~~~- .~~~~~~~ _ —_———S_ --—-_-.-•—-S- _, ~____ .5•~~~~ _ 5 ?55 5-5 -~~•-sS•5555~~55~ ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ — -—- --5 -5- --—’ 5
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I be comparable to those of previou s wave s, an adjustment has been made to

the earlier propensity rates. It is based on the statistical relationship be-

tween spontaneously mentioned plans for a military career (Question 31) and

S propensity (Question 5a). The details of th is adjustment are explained in

detail in Appendix IV .

5-54

I S .’

{ .

I-

• 
-

—~~~ - -__ ~S --~~ _ _ _ _ _  -5- -

— 
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1. 3 Changes in Propensity

Positive propensi t y for all four services remained unchanged from

Spring 1976. While propensi t y f igures  are down , these declines are not

statist ically signif icant . The f inding s are g r ap hed in F igure  1. 1. The Marine

Corps , Navy , and A r my had compa rable decreases: -1.1 , -1. 2 , and -1.3

percenta ge points , respec t ively. Positive prope nsi t y for  the A i r  Force

decreased 1.8 percentage points . As  a percentage of the Spring 1976 prope n-

sit y figure , the Air  Force had the large st decrease ( 10. 2%) followed by the

Army ( 9. 9%), the Marine Corps (9 . 3%) and the Navy (7. 3%).

The index of pro-mil i tary  attitude has been another measure of

propensi ty for en l i s tment.  This index is derived from asking  respondent s

what they think they migh t  be doing dur ing  the next few years . The index

is a net measure of all unaided ment ions  of mil i tary service and is not

i nflated by the in t r o duc t ion  of the new quest ion on “top-of-mind” aware-

ness. The index , i l lustrated in Fi gure  1 .2 , decl ined s ign i f i can tly  from

Spr ing 1976 (5. 7°~ to 4. 5” ). En all four  waves , the index has paralleled

fluctuatio ’i s in positive propens ity toward each of the four services.

L~~~~~~~~~~~~~~
-1

~~~~~~~~~~~~~~~~~~~~_ - - - _.~~~~~~~~~~~~~~~~~

-

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ •~~~~~~~~~~~~ 
_ _ _ _ _ _ _
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FIGURE 1.1

POSITIVE PROPENSITY TO SERVE IN SPECIFIC SERVICES

S 
Sta tist icall y

AIR FORCE Change Significant. . . . . . . .. ... . ... ... . .
• . . . • . . . . . • • • • • •• • • • • • •  1 1WSpri rig 76 _............._._._......._ • /0

I -1.8 No
_ , S • ~~~~~~~~~~~~~~~~~~~~~~~~~ . . . . . .Spring ‘77 ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 15. 7%

ARMY

;pring ‘7 6 13. 1%

-1.3 No

~pri~1g ‘77 11. 8%

I A L E C PS

Spring ‘76 I 11.8%

-1.1 No
Spring ‘77 1.1111111 10. 7%

ii

[1
N A V Y

3pr ing ‘76 4 16.4%

f 5pring ‘77 15. 2% 

-1. 2 No

Source: Question Sa

S I

/

—
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- FIGURE 1.2

VOLUNTARY MENTIONS OF MILI TARY SERVICE
AMONG PLANS FOR THE NEXT FEW YEARS

Statist ically
Change Sign i f i can t

Spring ‘76 ,~~~~~~~ 
~~~

‘ 

~ 7% 
U

Spr ing  ‘77 ,~4 4. 5% 

1 2 Y es

‘ I

1-i
11 ,

Source: Qu e s t i o n  3i
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Table 1. 1 reviews the positive p r o p e n s i ty  f i g u r e s  for the four

services  recorded in each of the wave s of this inves t iga t ion .  Una ide d  mention
of jo in i ng  the mi l i t a ry  (p r o - m i l i t a ry  index) also is shown for  each wave .

On both measures there is a definite downward trend

over the four wave s with respect to intention to join the service. Moreover ,
- 

there is a noticeable seasonality effect , that is , fewer people in the Spring

than in the Fall express an intention to pursue a military career.

All in all , these indices of propensity to serve in the Armed Services ,

seen across time, suggest that it is becoming increasingly more difficult

to attract youth into the all-volunteer military.

‘1

E~
S

i-I
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TABLE 1.1

POSITIVE PROPENSITY TO SERVE IN SPECIFIC SERVICES
AND UNAIDED MENTI ON OF PLANS TO ENTER TI-IF MILITARY

Fall ‘75* Spring ‘7 6* Fall ‘76* ~pring ‘77

Air Force 20.4 17. 5 17.9 15. 7 [
Arm y 18.4 13. 1 14.5 11.8

Mar ine~~~orps 14. 9 11.8 12 .4  10. 7

Navy l9. ( 16 .4 [6. 5 15. 2

Unaided Mention of
Plans to Enter Mil i tary
(Pro-M ilitary Index) 8. 9 5. 7 6. 2 4. 5

IBase (All Respondents) (3176) (3001) (5475) (5520)

Propensity rates for the f i r s t  three waves have been adjusted upwards 4. 7% forS 

comparability with Spring ‘77 on the basis of the relat ionship between the pro-
military inde x and propensity (see Appendix IV for the detailed adjustment
procedure).

—I

—
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1. 4 Changes in Variables Related to Propensity

The re are a number of variables that have historical l y discriminated

between positive and negative prop ensi ty  groups . These variables and their

Spri ng 1976 to Spring 1977 changes are presented in Table 1.2 .

1. Recalled r ecru i t e r  contact (both shor t-t e rm and long-term)

was stable f rom Spring 1976 to Spring 1977. Recruiter
L contact for each of the services also did not change. 5

I ~ 2 . The incidence of talking to inf luent ia l  people about enlistment

S did not change.

- 

3. The incidence of taking a military-sponsored aptitude tert

in high school did not change signi f icant l y f r o m  Spring to

Spring.

4. The pursui t  of a career , whethe r civilian or military, invol.’c s

the conside ration of numerous factors .  One aspect of this

decision-making process is whether  cer ta in  life goals can

— 1~ 
be more readil y ach ieved in the mili tary or in civilian life .

During the past year the military strengthened Its position re-.
S 

lative to civilian life with regard to four life goal perceptions 
S 

- -

I 
[1 and lost ground with respect to two life goal perceptions.

I’S

- -“

~
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TABLE 1.2

CHANGES IN VARIABLES RELATED TO PROPENSITY

Spring Spring Statistically
‘ 7” . ‘77 Change Significant

Recruiter Contact (Ques. 8a & 9a)

Past 5-6 months - any service 24. 3 25.9 1.6 No
fl I

Ever - any service 47.6  49. 1 1.5 No

Ever Contacted By (Que s. 9b) -

Air Force recruiter 14.8 14. 8 -- No - -

Arm y recruiter 23. 1 23. 1 - - No

Marine Corps recruiter 14. 2 14. 5 + . 3 No

Navy recruiter 15.8 14.4 - 1.4 No

Talked About Enlistment With (Qu. 8c)

Friends with mili tary experienc e 38. 8 38. 6 - .2  No

Parents 35.7 34. 3 -1.4 No

~1S Teachers/Counselors 12.5 12 .8 + .3 No

Girl Friend/Wife 17.2 17. 9 + .7 No

Aptitude Test in High School By Armed
Services (Qu. 8c) - 17.4 18.3 + .9 No

Base (3001) (5520)

_ _ _  _  _ _ _  
_ _ _

U

S
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TAB LE 1.2

- - 
(Continued)

S 

Spring Spring Statistically
(j ‘76 ‘77 Change Significant

- 
- Life Goal Achievement

— Civilian Advantage Over Mil i tary (Qu. 11) 
-

Job Security 2.34 2 .50 + .l,c Yes

j Making a Lot of Money 3.84 3. 91 + • 07 Yes
- Develop ing Potential 2 .96 2 .99 + . 03  No

Respect of Friends 3.04 3.06 + .02 No
Working for a Better Societ y 3.02 3.03 + .01 No

I - - Personal Freedom 4.20 4. 09 - .11 Yes
Doing Challenging Work 2 .87 2 .79 - .08 Yes
Ability to Mak e Own Decisions 3. 90 3. 84 - . 06 Yes
Adventure  and Excitement z. 49 2 .43 - . 06 Yes
Hel ping Othe r People 2 .98 2 .96 - . 02 No
Learning •~s Much As One Can 2.94 2 . 92  - .02 No
Recogn i t ion  and Statu s 2 .86  2 .87 - .01 No

Base (300 1)  (5520 )

Scale:

M il i tary - much more likely + 1
Mil i tary  - somewhat more likel y +2
Eithe r mil i ta ry  or civilian +3
Civi l ian - somewhat mo re likely +4
Civ i l i an  - much more likely +5

-I

_ _ _ _  _ _ _  _ _  

5)
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Relative to civilian lif e , the mil i tary improved regarding :

persona l freedom , doing challeng ing work , ability to make

own decisions and adventure and exci tement .

The mili tary los t ground relative to civilian lif e in terms

of: job secu rity and making a lot of money.

1-i
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- 1. 5 Key- Demographics

Tables 1. 3 - 1. 5 profile the key demographic s of the Spring 1976

and Spring 1977 samples.

• Both samples are identical with respect to age and race.

As in previous waves, the data weig hting procedure , ex-

- plained in Appendix III , eliminates any sampling differences

on these two variables by balancing the results of each wave

to known “mil i tary available” statistics.
~5

• A hig her percentage of Spring 1977 respondents is employed.

This is especially true with respect to full time employment.

As a result , fewer young men currentl y are looking for em-

ployme nt.

• The percentage of respondent s currently attending school

dropped from Spring to Spring. This is true of repo rted hig h

I 

- 
school, vocational school and college atte ndance. At the

I ~~~ same time , more of the Spring 1977 respondents have gradu .

ated from high school. These findings suggest that more

- 
young men are pursuing full-time employment following high

- school graduation.

- LI
I
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TABLE 1.3

AGE AND RACE

Spring Spring
‘76 ‘77 

- - 
- 

S

Age L
16 18.4 18.5

17 18.6 18. 5 - .
18 17. 5 17. 5

19 16.7 16.6

20 14. 8 14.8

21 1 4 , L  14. 1

Race

White 85. 2 85.2

Non-white 13. 4 13 .9

I iRefused 1.4 .9

Base (All Respondents) (3001)  (5520)

_  _  

—-5-

- 

_

.

_
5 ~ ~~~~~~~ at--- - 

- ~~~~~~~~~~~~ _____~~5~~~~~~~~~ S 5 
_~~~~-__ _-- -5- - - .5

I. — ~~~~~~~~- — ~~~~~~~ --~~_——-- - ------ - ~~~~~~~~~~~~~~~~~ 



- -.5

TABLE 1.4 Page 34
- 

EMPLOYMENT STATUS

Spring Spring Statistically
‘76 - . ‘77 Chang~ Significant

Employed (Qu. 3f, 3g) 56 .9 60.2 + 3. 3

Full time 29. 3 32.0 
- 

+2.7 Yes

Part time 27 .7 28.0 + .3 No

Not Employed (Qu. 3h) 43. 1 39.7 - 3.4 Yes

Looking for a job 28 . 5 27. 2 - 1. 3 No

Not looking 14. 1 12.2 - 1.9 Yes

Not specified . 5 • 2 - . 3 No

Base (All Respondents) (3001) — 
- 

(5520) -

TABLE 1.5

SCHOOLING STATUS

Spr ing Spr ing Statistically
‘7 6 ‘77 Chang e Significant

Atte nd ing School (Qu. 3c~ 64 . 0 60.0 - 4.0 Yes

In hi gh school 46. 9 44 . 3 - 2 . 6 Yes

In vocational school 1 . 9 1 . 2 - . 7 Yes

In college 14.7 - .  - 12.7 - 2 .0 Yes

Not specified .5 1.8 + 1 . 3  Ye s

Not Attend i.ng~ School (Qu. 3d) 36 . 0 40. 0 + 4. 0 Yes

Hig h school graduate 27. 1 29. 9 + 2 . 8 Yes

Not high school graduate 8.9 10.0 + 1. 1 No

Quality Index (Mean) 6 .43 6. 29 - , 14 Yes

Base (All Respo ndents) (3001) (5520)

- -- -5 - ~~~~~~~~~ - - -~~ 5--5- --5- -- -5- -— —-  -5- --5—.-
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• As an additional means of demographtcally profiling the sample,

a quality index is computed for each responde nt. This index

is a composite measure based on self-reported grade s, number

of math courses , and the inclusion of science courses in high

school curriculum. Respondent quality declined from Spring L

1976 to Spring 1977. This decline was statistically significant.

This appears to reflect a significant shift in the mix of reported

hig h school curricula- from Spring to Spring. Specifically, fewer

Spring 1977 respondents report being in (or having been in) a

college preparatory program. This decline is offset by an in-

crease in respondents who reported be ing in (or , having been in) L

a vocational t raining program. These data are presented in the
a

tabulations: Volume II , pages 153 to 158.

The completion of the present wave provide s a full year perspective for

both the Spring and Fall sampling periods. In past reports , it was sugg ested

that two variable s - - full-time employment and high school graduate/not attending

~~~~~~ school - - could reasonably explain the observed shift s in propensity. It was

S rea soned that improveme nt s in the civilian job market make a military career

less attractive to a young man for whom the military may have been his best op-
- 

portunity for advancement ~n a poor economy. The Spring 1977 data continue to

support this hypothesis.

Propensity is examined in greater deta il In Section V.

- .5—---- - -—----5-5 -__- - — ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
-



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

M*flKRT ~~~CT$ S

Page 36

~~~~~~~ -,- - -

-~~ ~~~ . :7 
-

- -

- SECTION II
55

~

- 5

KEY RES ULTS BY TRAC KIN G AREA

~~
— -,

5~~~55 5 S~~~~
Ø
~5 ~~ •~~~~ -

s~, s;
- :~~~: -

- 
-

- - -c  - -

~~5

- -
9

~~ -~ !,~~ -;. 5 5~
S - - 

- - . :  - 
S -S 5

- 

1:



5 5 -- - -- - -

MARKET FACTS
Page 37

SECTION II

Performance Differences By Tracking Areas

The interviewing was conducted in 26 defined geographical areas referred

to as tracking areas. The tracking area approach localizes the i nfo rmation

j derived from this investigation and thereby make s it possible for the individual

service recru iting commands to receive feedback with respect to their per for-

mance within specific geographic areas.

I ~
- In the f irs t  two wave s of this study , the data were collected and reported

in terms of 13 geograp hical areas and the balanc e of the country. Beginning

S 
with the FaU 1976 wave , the balance of the cou ntry was divided into 13 additional

- tracking areas , crea ting 2 6 tracking areas in total.

This section is a discussion of key results by the 26 tracking area8. The

data are examined from two perspective s. The first  looks at whethe r data from

: 

- individual t racking areas d iffer spe - i f ic a l l y from national levels. The second

- S focuses on Spr in g to Spring changes within the original 13 tracking areas relative

• - to corresponding Spring to Spring national changes. This perspective enables us
- 

to determine whether observed changes within these individual tracking areas

are unique to the tracking areas or merely a reflection of a national occurence. S

I- 
~~~~~~~~~ ~~~~~~~~ 

:~~~~~~~~ — 
-

~~~~~~~~~~~~~~~~~~ -

-
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An example of computing the Spring to Spring difference in a particular

tracking area relative to the change in the total country is shown below using

positive propensity to serve in the Army in metropolitan Chicago (one of the

26 tracking areas in this study and one of the original 13).

Spring ‘77 Spring ‘76 Difference

CHICAGO 8. 3% 16. 3% -8. 0% U -

Total U , S. 11.8% 13. 1% -1.3% - -  
-

Ne t Change (C HICAGO Di fference minus 
- .

total U .S. D ifference) - 6.7% -

This exanp ie indicate s that the change in Chicago in positive propensity

to serve in the A rmy was 6 . 7 percentage points worse  than the corres-

p on d  ini g national change . When this -6. 7% change is tested for  statistical

s i g n i f i c a n c e , it is shown t~ be s i g n i f i c a n t  at the 95% level of confidence.  - 
—

Rela t ive  to what has occured nat ional l y, the change in the A r m y ’s posi t ive

propens i t y in met ropol i tan  Chicago is s i g n i f i c a n t l y less fa vorable . 
~~~

- I

El
- ‘t
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Table 2 . 1 to 2. 13 summarize  the key tracking area data. Interpr e ..

tation of these table s has been facili tated by the following syste m of notation:

• Percentages that are si gnificantl y diffe rent from the U.S.

ave rage for a par t icula r serv ice  are s

- • CIRCLED if the entry is lowe r tha n th e U .S. average

• BOXED if the entry is hig her than the U.S. average

— - - Propens i t y to Serve

The key measure in th i s  s tud y is p ropens i t y to serve in the A rmed

Forces. A s  in past repor ts , the reader  is c’á~i tioned against making any ab-

solute i n t e r p r e t a t i o n s  of the p r o p e n s i t y data.  The propensi t y measure  is an

inde x of likelihood of e n t e r i n g  mi l i t a ry  service . A c c o r d i n g l y,  the propen si ty

- data should be i n t er p r e t e d  in a re la t ive  sense (e . g . ,  the i den t i f i ca t ion  of
L “hig h” versus  “low ” t r a c k i n g  a reas ) .  There  are  v a r i o u s  factors  such as

:_~ time of entry , enlisted man versus officer status, and the rates of mental

S - and physical qualification that enter Into any attempt to forecast accessions.

El The propensity to serve scale needs to be calibrated for purposes

of forecasting accessions to military service. Provision has been made to

accomplish the necessary calibration by determining conversion rates to

accessions for each level of expressed propensity to serve.

- -
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I
2. 1 Positive Propensi ty  by T racking A rea

Figures 2. 1 - 2. 7 g raph ically present the propensity data for active 
-

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

The overall rank order  of the active dut y services based on expressed 
-

propensity levels has remained cons is ten t  across all four  waves of this study.

Once again , the A i r  Force is highest  (15 . 7%), followed closely by the Navy

( 15 .2%). The A r m y  (11 .8%)  is t h i rd  and the Marine Corps  (10. 7%) fourth.

- The propens i t y to serve in the R e s e r v e s  is 16 .6% and for the National

Guard  t h e  f i g u r e  is 15 . 2%. R e s p on d e n t s  who expressed  posi t ive  propens ity

to serve in the R e s e r v e  Componen t s  also were  asked which  branches  of the

Rese rves  and Nat ional  Guard  they  would choose . The data are presented

in the tabu lations: Volume LI , pages 22 and 24 ; and Volume V , pages 22 and 24.
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Table 2. 1 summarizes the propensity data for each of the services within

each of the 26 tracking areas. Relat ive to national averages, the foilowing cx-

cepftaoa occu~ :

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

of 15. 7% in these tracking areas: Michigan/Indiana (11.5%),

Chicago (9. 2%), Minnesota /Nebraska /North Dakota/South Dakota

(11 .7%) , Philadelphia (9. 0%), and Wisconsin (11 .2%). Only one

tracking area - -  New Mexico/Colorado (22.4%) is above the national

average. 
- .

2. The Army has equal strength across all but four tracking areas.

Southern Califo r nia (7 .9%) and Kansas CIty /Oklahoma (7. 4%) are 
- -

below the national average of 11. 8%. South Carolina/Georgia

(17. 6%) and N ew Orleans ( 17. 2%) are above this U.S . average.

3. The overall propensity to serve in the Marine CorDs Ls 10. 7%.

‘iwo tracking areas deviate from this average. These are South-

ern California (6 . 7%) and WisconsIn (6 . 9% ). -

[5}
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4. Three tracking areas deviate from the Navy ’s national average of

15. 2%. These are Ohio (9. 9%) and Wiscons in (6. 9%) -wiitch fall

below the national average and Alabama/Mississippi/Tennessee

(20. 9%) whIch is significantly above the U.S. average.

5. The National Guard w ith a total U .S. average of 15. 2% is signifi-

cantly below average in Ohio (10. 8%), Chicago (9. 3%), Southern

California (8. 4%), Northern California (8. 5%), and Philadelphia

(8. 2%). RIc lu-nond/North Carolina (2 1.2%) ,  South Carollna /

Georgia (21 .0%),  and Arkansas (2 1. 3%) are all -above the U S .

ave rage.

6. The p r o p e n s i t y to se rve  in the Rese rves  is 16.6%. A lbany/

Buffa lo (12.0%), Ohio (11 .5%), Chicago (10.9%), Southern

California (10.9%), and Philad elphia (11.9%) are below average.

n Two t r a c k i n g  a reas  are above the U . S. average , These are

1-I arr i sburg  (23 . 3%) ari d F lor ida  (2~~ 0%).

7. The p ropens i ty  to serve in  the Coas t  Gua rd is relat ive ly low

in Ohio (6 . 4%) ,  Ch icago  (7 . 8%), W i s c o n s i n  (4 . 2%),  and Kansas

C i t y / O k l a h om a  (5 . 7%) .
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An analysis of propensity changes by tracking area between Spring

1976 and Spring 1977 reveals a number of sh Lft~ that diffe r significantly from

the corresponding Spring to Spring national changes in propensity. Six of

these shift s have occured in metropolitan New York City where all but the Army

have appeared to experience significant increases in propensity during the last

year. These shift s may be explained , in part , by the fact that beginning with the

Fall 1976 wave a new sampling procedure was used In the New York City track-

ing area. Spring to Spring shift s in propensity within this tracking area may be

a function of these demographic changes. With respect to other tracking areas,

the Air Force gained ground in Washington, D.C., while the Army lost ground

in Chicago and Southern California. The National Guard experienced a signi- - -

tlcant drop In propensity in the Ohio tracking area . (Note : The gain or decline

ahow n in the second line of each row in Table 2. 1 is the net difference after

subtracting the national Spring to Spring shift from the tracking area Spring to

Sp~ ing shift , illustrated on page 38. )
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- 
These data indicate that seve ra l t racking areas are  relatively

weak wi th  respect to p ropens i ty  to join any of the mi l i t a ry  services. These

areas are  Ohio , Chicago , Southern  Californ ia , Ph i lade l phia , and Wiscons in .

On the othe r hand , the mi l i tary  tends to have pa r t i cu la r appeal in southern

t racking areas.  These observed d i f fe rences among t r acking  areas as well

as d i f f e rences wi th in  t r a c k i ng  areas f r o m  Spr ing  to Spr ing  can be the

resul t  of such tac tors  as demog rap h i c s , economics , and mi l i t a ry  rec ru i t ing

efforts. Variables that are believed to influence propensity are examined

in de ta i l  in Sec t ions  IV and V .

2. 2 Twc. Fa~~t o r s  M e d i a t i n g  Between Expres sed  P ropens i ty  and Enl i s t -

m er it

Two i m p o r t a n t  m e d i a t i n g  fac to r s  between expressed prop ens i ty  to

serve in the m i l i t a r y  and actua l e n l i s t m ent  are expected t ime of en t ry  and

- 

- - whethe r the young man w i l l  e n t e r  as an enlis ted  man or as an o f f i cer .  Both

factors add furthe r m e a n i n g  to the p r o p e n s i t y  measu re .  A d iscuss ion  of

these two f ac to r s  fo l lows .

S 

i S ,



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

MARKET FACTS
Page 54

2. 2. 1 ~ xpected Time of Entry  Into Militar y Service

There appears to be a downward trend with respect to when a positive

propensity man expects to enter the active duty services . Near-term enlistment

intent has dropped from a high of 36% in Fall 1975 to around 30% in both Spring

1976 and Fall 1976 to the present level of 28%. The percentages of positive pro-

pensity men who say they will ente r the service w ithin the near future (within

two years) ,  or within the more distant future (more than two years ) ,  or who say

they do not know when they will enlist have not changed from Spring to Spr ing.

If near- term enlistment intent is broken down into its component s (i.e. , wfth in

six months, between six months and one year , more than one year but less than

two years ) ,  however , a s ignificant  shift in enlistment intent appears . Positive

propensity for men who say they will join the service within six months changes

from 8.5% in Spring 1976 to 5.9% in Spring 1977. The two Spri ng samples do

not diffe r with respect to respondent age . As  a resu lt , th is  change in expected

time of entry should be interpreted as indicative of an attitudinal change.

Hence , p ropens i ty  to enl is t  In the active dut y services is ‘ softened” somewhat

by a postponement in the Intended time of entry .
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Respondents with posit ive propensity for the National Guard/Reserves also

were asked when they expected to join these services. Compa red to the Spring

1976 wave , near-term enlistment drops significantly (to 19. 9% f rom 26 . 3%).

This decline is offset by an increase in positive propensity responde nts who say

that they do not know when they will enlist (to 45 , 4% f rom 35. 4%). “ompa red to

the previous Fall 1976 wave , howeve r , respondents are more certain about when

- 

- - 
they will join the Reserve Compone nts. Both near- term and long -te rm enlist-

ment Intent increase  signif icant ly from Fall 1976 to Spring 1977.

- 
As Table 2 . 2 ~how s , there arc several s ignif icant  d ifferences  in the data

across t racking a reas .  Alabama/Miss i s s ipp i /Tennessee  and Des Moine s are

below the U.S .  average with respect to enlisting in the active dut y services with-

in two years .  Southern California is below average wit h respect to lo ng-te rm

enlistment, while Des Moine s is above average. Both Boston and Albany /

Buffalo fall below the U. S. average with respect to being uncertain about time of

entry into the service.

Both Richmond/North  Carolina and Kentuc ky have a below-average percent

- - of posltlve propensity youth who expect to join the Reserve Components within

two years. The proportion of positive youth in Southern California who intend to

joIn the Nat ional Guard/Reserves in two or more years is significantly below the

U.S. average. U n c e r t a i n t y  about enlistment Inte nt is below average in Boston

m d  above average in Alba ny / Buffalo.
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As stated in past reports of this stud y, any attempts to forecast rates

of accession must consider  several factors . These are regional diffe rences that

occur for both positive and negative propensi ty,  expected time of en t ry ,  and

mental and physical  disquali f icat ion rates.

2. 2. 2 Off icer  Versus  Enl i s ted  En t r y  Expectat ions

Table 2 .3 shows the data for  officer  versus enlisted en t ry  expectations.

As  the table ind icates , 68. 9% of positive propensi ty  youth expect to enter  the

mil i tary  as enlisted men . Th i s  is a decline f rom the Spring 1976 f igure of

73. 7%. The  pe rcen t  of those wi th  positive propens i ty  who expect to enter  the

service as o f f i c e r s , howeve r , r emains  unchanged.  The balance of respondents

(5. 7% , not shown in the Table) do not know whether they would enter as enlisted

men or as officers. On a total U .S. basis, the data do not show any shift from

the prev ious Fall 1976 wave .

New Y o r k  Ci ty  and P it t sbur g  have the lowest percentage of positive 
S

p r o p e n s i t y  youth  who expect to enter the milita ry as en l i s ted  men. Just  the

opposi te  is t r u e  of Ohio and Des Moines.  With respect to expectations to

become mi li tary off icers , Mich igan/ I nd iana  and Des Moines are below the national

level , whi le  New York  Ci ty  is above this average.

1k 
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Har r i s b u r g  showed the onl y s igni f icant  Spr ing  to Spring shift in these

data. The change in percentage  of positive propens i ty  young men who intend

to enter  the service as enl is ted men exceeded the cor responding  national change

by 16 .5 percentage points . A t  the same time , the percentage  in tending to

t 
enter as off icers  had a net drop of 14. 3 percentage points.
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2. 3 AcademIc Achievemert and Derived Quality Index

A young recru it’ s success in the mili tary is cont ingent , in part , on his

mental abilities. As in past wave s of this study, the relative mental quality of

positive propensity respondent s is determined by asking him to report several

areas of academic information - - high school grades , hig h school education

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

courses covering electric ity and/or  electronics take n and successfully passed

in high school. A qual i ty index n u m b e r  is computed  for  each respondent  based

on his responses to these questions. Hig h school education program (I, e.,

college preparatory,  c ommerc ial business , and vocational) is not used in de-

veloping this index , sinc e it is difficult to assi gn scalar values to this factor.

The index ranges from a low score of 1 to a high score of 10. Table 2. 4 ex-

pla ins the derivation of the quality index.

Table 2 .4

(Num be r of Math Courses  (Sc ience Courses in
(High School Grades)  in High School) High School) 

—

V alue Value Value

A’s & B’ s 3 None 1 Yes 2

13’ s & C’ s 2 One 2 No , Not
:- Specified 1
-~ C’ s and Below I Two 3

Not Specified 0 Three 4

Four 5

Not Specified 0

~~
--- 55 - 

U
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The quality index data are reported in Table 2. 5. The national quality index -

value is 6 .29, down significantly from Spring 1976 (6 . 41) and from Fall 1976

(6 . 36). Levels of quality index show a regional patte r n. Quality index values are

below average in several southern tracking areas: Florida , Alabama/Mlssisslppf/

Tennessee , Ric hmond/North Carolina , New Orleans , and Kentucky.. On the other

hand , quality index values are above the U S , average in these eastern tracking

areas: New York City, Albany/Buffalo, Washington , D. C. ,  and Boston. The

quality index value in Southern California inc r eased significantly from Spr ing to

Spring. New York City declined significan tly on this measure dur ing this time

period. This decline is believed to be a reflection in the chang e in sampling pro-

cedure in this tracking area.

As Table 2 .4 shows , the number of math courses taken and passed is an lxii-

portant component of the quality index. Table 2. 6 showe that east coast tracking 
-

areas are superior to other areas In terms of the number of math courses re-

-

- ported taken and passed. Just the opposite is true of southern tracking areas.

While the high school curriculum doe s not figure directly into the der ivation

of the quality index , it contributes to an understanding of the propensity measure.

For example, young men enrolled in college preparatory courses are probably

S less likely than the average hig h school student to be inclined to pursue a mill-

tary career , since stude nts who have actually attended college are known to be

disinclined toward enlistment (see Table 5. 2 , page 139). 

~~~~~~ ---
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Table 2. 7 shows that the 26 tracking areas differ widely with respect to high

school education programs. Respondents in the east coast tracking areas and

in Southern Cal ifornia are more likely than their counterparts in other areas of

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

dents In the midwest and in at least one southern trac king area are more likely

to have had a vocational program.

A more detailed documentation of academic achievement, Including quality

index values, is available in Vol. 2 , pages 153 to 158 of the supplementa ry do-

cuments to this report.
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1~

2 ,4  Recalled Recruiter Contact

Table 2. 8 shows the level of recalled’ recent recruiter contact (pa st 5

to 6 months) for the total national sample and for each of the 26 tracking areas.

L Nationall y, 25. 9% of the sample report having had con tac t with a military re-

cruiter within the past five to six months. New York City and Boston fall below

this national average. Des Moines , Wisconsin and Kansas City/ Oklahoma are

- - 
significantly above the average. There are no significant Spring to Spring

changes in this measure relative to national cha nges.
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2. 5 Adequacy of Information Received From the Recruiter

Table 2. 9 shows the pe rcent of respondents who felt that they ii
recei ved inadequate info r mation from the various services. As  in the past , -

~

adequacy of information is defined in quantitative terms . Specifically,

each respondent who reported having had recrui ter  contact was asked

whether he felt that the info r mation provided was 

• A l l  the i n f o r m a t i o n  you wanted

• Mo st  of it

• V e r y  l i t t l e

LI
Inadequate i n fo rma t ion  was d e f i n e d  by a response  of “ very li t t le ” . - - s

On a nat ional  ba s i s , a l l  f o u r  ac t ive  dut y s e rv i ces  do reasonab ly

well. A t  wors t , onl y o n e - i n - s i x  respondents  fe lt that  the contact ing services

did not provide enoug h in fo rma t ion .  The A ir  Force does sli g h t l y better than - -

the othe r three  services  in th is  r egard .

Wi th  re spect to each service , the fol lowing conclus ions  can be

drawn:

k 

1. The Air Force does consistently well in every  tracking

area and especial ly well in the A labama/Miss i s si pp i/

Tennessee t racking area. On a Spring to Spring basis , 5 -

U
- -

S

5 5 5 ~5555~~~~~~~~~~~~~~~~~ C~~~~~~~~_ _ - -~~L~ 
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the level of d issat isfact ion with the amount of info r mation

C - 
received from recruiters increased significantly in A lbany /

Buffalo . 
-

2. Responden t s  in Bost on were  the most pleased with the infor-

mation received f r o m  A r n-iy r ec ru i t e r s .  Respondents in

I - R i c h m o n d / N o rt h  Carol ina were  the least pleased.

3. The Mar ine  Corps ’  i n f o r m a t i o n  prog ram is especially good

in W a s h i n g t o n , D. C , ,  F lor ida , R i c h m o n d / N o r t h  Carol ina ,

and Ken tuck y , The leve l of d i s s a t i s f a c t i o n , howeve r , r ose

I 

s ign i f i can t ly  in A lba riy/B u ffa ln , Minneso ta /Nebraska /Nor th  S

I 
- Dakota/South Dakota , and S o u th e r n  C a l i f o r n i a  f r o m  Spring

1976.

4. The re is a hig h level of s a t i s f ac t i on  wi th  the Navy ’s

informat ion  program in v i r tua l l y every  t r ack ing  area ,

especially in Texas and P it t sbu rg .  The Navy received an

p exceptiona l ly  poor mark in South Ca ro l ina /Georg ia .
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2. 6 Othe r Act ivi t ies  Concern ing  Enl is tment

The study has examined in all four wave s various behaviors related

to seeking informat ion about the mil i tary .  Each respondent is asked whether

or not he has under taken a series of info r mation seeking activities during the

Last six months.  The data are summarized in Table 2. 10 in te rms of the

percent of youth who say that they have under taken  a p ar t i cu la r  act ivity .

En l i s tmen t -o r i en ted  act iv i t ies  are  presented below in descending

order  of ment ion for the total  U .S. samp le . The re have been no major

sh i f t s in these behavi or s s ince the f i r s t  wave of the st ud y.

— 

• Talked wi th  f r i ends  in or out- of s e rv ice  38. 6%

• Talked wi th  one or both pa ren t s  34. 3%

• Taken apt i tude test  in hig h school given by
A r m e d  Serv ices  18.3%

• Talked wi th  w i f e / g i r l f r i e n d  17. 9% 11
• Talked wi th  teache r or gu idance  counselo r  12.8%

• A sked f o r  info r mation b y mail  12. 6%

• Physically or mentally tested at mi l it a ry
examin ing  s ta t ion 4. 5%

• Made to l l - f r ee  cal l  to get i n f o r m a t ion  3. 4%

— 
— —
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There are some diffe rences acros~ tracking areas with respect

to seeking info r mation about the pi il ltary .  New York respondents we re

somewhat less likely than youth in other areas of the country to seek in-

fo r mation about en listment. On the othe r hand , F lor ida  youth were some-

what more likely to have soug ht i n f o r m a t i o n.  
-

On a Spring to Spr ing basis , New Y o r k  C i ty  Increased in vir-

tually every area, This may reflect the change in the sampling procedure

in th is  tracking area. A lbany /Buf fa lo  inc reased in one area: talked with

teacher or guidance counselor.  F lo r ida  i n c r e a s ed  s ig n i f i c a n t l y  in three

areas: talked w i t h  f r i ends  in or out i f  S er v k l - , ta lked w i t h  t eacher or

guidance counselor , and ph y s i c a l ly  or menta l l y t e s t ed  at m i l i t a r y  examining

station, A laba m a / Ml s s i s s i p p i / T en n t - s sc - d ropp ed  s i~~n i f i c a n t l y in one area:

talked with one or both p a r e nt s .  M i c h i g a n / I n d i a n a  e~~p~’r i cn ced a s ign i f i can t

Sprlng .to-Sprtng Increase  w i t h  respe t t o  t a lked  w i t h  w i f e / g i r l f r i e n d ,

- . L : - . _~~~r ~~~~~~~~~ 
_~~~ _5’5~_~~~~~~~~ ~~~~~“ ‘~~~~ ‘~~~~SJ ~~~~ 5 --
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2.7 Knowledge of Monthly Enlisted Sta rting Pa~ 
-

Respondent. in each wave of the study have been asked to provide

unaided their beat estimate s of monthly enlisted ~taz-tIng pay before taxes.

For tabulat iqn purposes , the estimates of starting pay are coded by $50 in-

te*vals. S

Estimates  of monthly s t a r t i ng  pay are presented in Table 2.11 1- i
in te rms of the pe rcentage of r e sponden t s  who were not able to make an es-

t imate and the mean monthly  dollar value of sta rting pay (or those respon~ 
- -

dents who made an estimate,

The perce ntage of respondents  who could not make an estimate is -

49. 6% for the nation as a whole . This  fi gure  is s igni f icant ly highe r than the

co r r e s pon d i n g  f igu res  for the three preceding waves: 41, 6% (FaLl 1975),

44.4% ( S p r i n g  1976 ). and 43. 9% (FaLl 1976) . The  proportion of respondents

not able to make an estimate is pa r t i c u l a r l y low in Ohio.  I

The ave rage est imate  of st a r t i n g  pay for  the total U .S. sa mple is

$381 , ve ry close to the actual f igure  of $374 . Twelve of the 26 tracking

- - 

fl 1 ~t

I E~~
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- areas ranged from $12 to $53 above the U. S. average and nine of the areas

ranged from $7 to $56 below the U. S. average. The latter tracking areas repro -U
sent geographical area s In whic h ma rketing communicat ions could be implemented

to alter perceptions of monthly enlisted starting pay . Only five tracking a:ea s

are on par with the U .S. average. These are Chicago , Washington, D.C. ,

Richmond/North Carolina , Arkansas , and Kentucky.

The relat1~ nship between starting pay and propensity to serve is

- 
examined in more detail in Sectio n IV.
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2. 8 Perceived Diff icul ty  of Obtaining A Full Time Job

Labor market fac tors  can be expected to have an effect on enlist-

merit.  Une mp loyment rates typ ically vary f rom region-to-region and for  men - -

of d i f fe ren t  ages , and peop le ’s impress ions  of the job market  may ha ve a

grea ter  role in career  choice than the actual labor situation. In the survey

respondents  regula r ly have been asked how difficul t  they felt it was to get

a full t ime job .

Table 2 . 12 s u m m a r i z e s  young men ’s percept ions  of the market for

ful l  t i m e  jobs. Na t ionwide , 39. 3% of the samp le fel t  tha t  for  a person thei r

age ge t t ing  a full t ime job in t h e i r  area was ve ry  d if f i c u l t  or a lmost  im-

possib le , and 57. 7% felt tha t  it was somewhat  d i f f i c u l t  or not d i f f i c u l t  at all.

Many t r a c k i n g  a reas  depar t  in one d i r ec t i on  or the o the r  f r o m  the nat ional

average s .  Gene ral l y ,  those areas  in  which m or t ~ r e sponden t s  felt  tha t  a job

was ve ry  d i f f i c u l t / a l m o s t  imposs ib le  to get are  located in eastern or mid-

w e s t e r n  u rban reg ions , e .g. , New Y or k  C i ty ,  A l b a n y/ B u f f a l o , H a r r i s b u r g ,

Ohio . In Des Moines , W i s c o n s i n , Washington /Oregon , and Kansas  C i ty /

Oklahoma, more individuals felt that getting a full time job was only some-

what difficult or not difficult at all.
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SECTION III .

rends By T racking A rea

This section examines Spring to Spring changes with in tracking

• areas with respect to two key area8 of interest: positive propensity and

recalled recent rec rui ter  contact. In Section II shift s in these two factors

were viewed rela tive to nat ional changes. In this sect ion , these changes

are examined exclusive of the corresponding national changes.

3. 1 C hanges in Propensity

From Spring 1976 to Spring 1977 there have been. ve ry few

significant changes in propensity within tracking areas. Tables 3. 1 to

3. 4 present the Spring 1976 and Spring 1977 propensity figures for each

of the origina l 13 tracking areas with respect to each service.

U

I 

-

________________________________________________________ • •~~~ ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ ~~~~~~~~~~~~~~~~~~~~ ~~~~~~~~~~~~~~~~~~~~~~~~~~~~
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The following observations can be made from TabLes 3. 1 to 3. 4.

1. Positive propensi ty  for the ~~ir Force increased s ignif icant ly

f rom Spring 1976 to Spring 1977 in New York  C ity and 
- F

declined s ignif icant ly in Texas. The increase  in New York

Cit y may reflect  the diffe rence  in samp ling between the

two waves. This d i f fe rence  was discussed in Section II .

2. The proportion of young men who indicated that they would

be like ly to join the A r m y  dropped s ign i f i can t l y in Chicago

and Sou the rn  Ca l i fo rnia .

3. Posi t ive propen sity  for  the Mar ine  Corp s remained unchanged

in each of the origina l 13 t racking areas f r o m  Spring 1976

to Spr ing  1977.

4. Posit ive p ropens i ty  for  the Navy increased s i g n i f i c a n t l y

in New York C i ty .  As  in the case of the A i r  Force , this

may reflect the change In the sampling procedure in this

t racking area. During the same time period, the Navy

lost ground in Ohio.
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TABLE 3.1

CHANGE IN POSITIVE PROPENSITY
FOR THE AIR FORCE
BY TRACKING AREA

L Statistically
Spring ‘76 Spring ‘77 Change Significant

-~~~~~~ IL

New York Cit y 10. 3 20. 3 +10. 7 Yes

Albany / Buffalo 16 .7 14. 3 - 2.4 No

Ha rrisburg 16 .4 14. 8 - 1.6 No

Washington , D. C . 14. 7 2 1. 3 + 6.6 No

Florida 18. 8 19. 9 + 1.1 No

Alabam a/Mississipp i 2 2 .0  19. 3 - 2.7 No

Ohio 17.8 14.1 - 3.7 No

Mich ig an/Indiana 15 .4 11. 5 - 3.9 No

Chicago 12. 4 9.2 - 3. 2 No

M inne so ta/Nebra ska /
North Dakota /
South Dakota 14. 1 11. 7 - 2. 4 No

Texas 22. 9 14. 3 - 8. 6 Yes

Southern California 20. 3 16. 5 - 3.8 No

Northern California 16. 9 16. 6 - .3  No

—
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TABLE 3. 2

CHANGE IN POSITIVE PROPENSITY
FOR TBE ARMY

BY TRACKING AREA

Statistically
Spring ‘76 Spring ‘77 Change Significant t.

IL IL
New YorkCit y 8.2 10. 8 +2. 6 No

Albany/Buffalo 10. 1 10. 8 + . 6 No

Harrisburg 14. 0 13. 7 - .3 No t
Washington, D. C. ~4.3 14. 5 + .2 No

Florida 15.7 14. 7 -1 .0 No

Alabama /Mississippi 21 .5  14. 1 -7. 4 No

Ohio 11.9 11.2 - .7 No

Michigan/Indiana 12.8 9.3 -3. 5 No

Chicago 16.3 8.3 -8. 0 Yes

Minnesota/Nebraska /
• North Dakota /

South Dakota 13. 2 10. 2 -3. 0 No

• Texas 17. 1 12.6 -4. 5 No H
Southern California 15,4 i.9 -7.5 Yea

Northern California 10. 7 9.7 -1.0 No

• -

* 

~~~ rr — 

— — 

— —
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TABLE 3. 3

• CHANGE IN POSITIVE PROPENSITY
FOR THE MARINE CORPS

BY TRACKIN G AREA

Statistically
Spring ‘76 Spring 77 Chang~ Significant

IL IL
• 

1 New York C ity 7. 3 11.1 +3.8 No

Albany/Buffalo 9.7 8.8 - .9 No

Harrisburg 10. 7 13. 8 +3. 1 No

~~ Washington , D. C. 12 .1 12.6 + .5 No

Florida 14. 5 11. 5 -3. 0 No

~‘ t . Alabama/MississIppi 13.4 14.3 + .9 No

I Ohio 11.9 9.0 -2.9 No

Michigan/Indiana 14. 1 9. 5 -4. 6 No

Chicago 9. 4 8. 1 - 1. 3 No

Minnesota/Nebraska/
North Dakota /
South Dakota 9. 6 8.2 -1. 4 No

Texas 18.8 15.2 -3.6 No

- Southern California 12. 5 6 .7 
- 

-5.8 No

Northern California 10. 1 8. 0 -2 . 1 No

1 ‘-

n
I LI

17

-‘
4
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TABLE 3.4 H:

CHANGE IN POSITIVE PR OPENSITY
FOR THE NAVY

BY TRACKING AREA H

Statistically
Spring ‘76 Spring ‘77 Chang e Significant

IL IL
New York City 9. 1 19. 1 +10. 0 Yes

Albany/Buffalo 11.8 16.0 4.2 No

Harrisburg 19. 5 - 16.0 - 3.5 No

Washington, D.C. 15.4 17.6 2.2 No

Florida 19. 0 14.7 - 4.3 No

Alabama/Mississippi 18.9 20. 9 + 2 .0 No

Ohio 18.4 9.9 - 8.5 Yes 
-

Michigan/Indiana 18.0 11.1 - 6 .9  No

Chicago 12. 9 13. 0 + . 1  No

M innesota/Nebraska /
North Dakota / I , •~
South Dakota 11. 7 11. 4 - . 3 No ~

-•

Texa s 22. 1 14. 5 - 7. 6 No I
Southern California 17. 8 18. 5 + .7 No 

•

Northern California 14. 0 17. 7 + 3. 7 No

I ’ • -~• I_ _ 
•

• - 1 ’  ~
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3. 2 Recent Recruiter Contact

i.. As Table 3.5 indicates , the proportion of young men who recall

• having had recruiter contact within the past five to six months did not

change within any of the 13 tracking areas from Spring 1976 to Spring 1977. 

L 
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TABLE 3.5

CHANGE IN RECENT RECRUITER CONTAC T
BY TRACKING AREA

Statistically I
Spring ‘76 Spring ‘77 Change Significant 1

IL IL
New York Cit y 13. 4 20.1 +6 .7 No

Albany/Buffalo 22. ~ 27. 8 +5. 3 No

Harrisburg 22. 5 22. 7 + . 2 No

Washington, D.C.  24. 5 27. 3 +2. 8 No

Florida 23.0 22 .2  - .8 No

Alabama /M ississippi 27.2  22. 7 -4. 5 No 1

Ohio 21 .6  23 .1 +1 .5 No

Michigan/ Indiana  28.8 2 6 .9  - 1 .9  No

Ch~~ago 27 .7 29. 6 +1 .9 No

Minnesota /Nebraska /
North Dakota /
South Dakota 27 .6  27. 8 + . 1 No -

Texa s 20. 6 25.4 +4. 8 No

Southern California 2 3 .5  24. (~ + 1 . 1  No

Northern California 22 . 6 25 .7 +3. 1 No

Source: Qu. 8a 17

1’

_ _ _ _ _ _ _  • - . - .
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SOB ATTRIBU TES. LIFE GOALS.
ADVERTISING RECALL. PAY AND INFLUENCERS

A
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SECTION IV

I - In the study various factors are assessed which may affect a

young man’s decision to join the military. WhUe all the variables are

measured in term s of respondents’ perceptions, some tend to be basi-

call y psychological , i. e. an individual’ s life goals , and the importanc e
L

of various job attributes in deciding upon a career. Others are pro-

ducts of military information programs, namely, knowledge of starting

pay in the mil i tary,  and awareness of adve rtising for the various ser-

vices. A third set of factors consists  of important persons who may

influence the decision to ente r the mili tary.

i l l

4, 1 The importance of _.~~ b At t r ibu tes

Starting in Sprin g 197 a respondents have been asked to rate the
I.

importance of 11 d i f fe ren t  job attr ibutes.  The following 5-point rating

scale has been used each year:

- 
1 Extremely important

1. 4  2 = Very important

1 -  3 Fairly important

4 Not important at all

5 Don~t know/No answer
‘

1

i- -I

_Jr •—-— -~~~- -- --
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Table 4. 1 presents the average ratings of the job attributes

separately for individuals with positive and negative propensity for all

four active duty services combined. Both groups rate all the attributes

as at least somewhat important. Consistent with the finding s of past

years  the most important attributes include :

-- Teaches you a valuable trade or skill

-- Provides good benefits for you and your family

- - Gives  you an opportunity to better your life

- - Gives you the job you want

The job attributes rated least important have also been consistent

ove r the past three su rveys :

- - Tra ins  you for leadership

- - Has other men you would like to work with

- - Allows you to see many different countries of the world

While the diffe rences between the individual rating s of attributes are often

small and should be interpreted cautiously ,  the relative rank of the attri-

butes has been notabl y stable. Most young men seem to value more

highly career-related benefits (learning a trade , providing for family, op-

portunity to better life ) than the personal or s8c ial aspects of a job (leader-

ship, cornradery ,  travel).

-

~~~~~~~~~~~~~~
• - -~~~-~ _.~~.. p••- -____ _ _ s . .~.st fl,rz CyI j_fl~~~?fl! rL.1&i . ~~~~~~~~~~~~~~~~~~~~~~~~
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TABLE 4.1 - •

RELATIVE IMPORTANCE OF JOB ATTRIBUTES
RELATED TO POSTIVE AND NEGATIVE PROPENSITY GROUPS

ALL FOUR ACTIVE DUTY SERVICES COMBINED*

Po s itive Negative 
•

Propensi ty  
- 

Propensity
• Average Average

Importance Rank Importance Rank

Attribute:

Teaches you a va luable  t r ade
or sk i l l  1. 79 1 2 . 11 • .1

Provides good b enef i t s f o r
you and  y o u r  f amil y 1. 88 2 2 . 08 7

Gives y oc an o p p o r t u n i t y
to b et t e r  y o u  l i fe  1.90  3 2 .20 8

G iv e s  y~~u the  job you  want : 1.9 3  4 2 . 20 10

Is a c a r e e r  y ou  c~~n be proud of ’ 1. 97 5 2.41 6

Pays well  to s t a r t  2 . 07 6 2 . 27 11

Gives you a job  ~- h i ~:h is
chal leng ing 2 . 11 7 2 . 32 5

Hel ps you ~~‘t a co l lege  educat ion
• wh i le  you serve  2 . 16 8 2 . 35 4

T r a i n s  you fo r  l e a d e r sh i p  2 . ~3 9 2 . 55 3

H a s  o ther  men  you would  l i k u
to work with 2 . 56 10 2 . 81 9

Al lows  you to see m a n y  d i f f e r en t
• c oun t r i e s  of the wor ld  2 . 57 11 2 .9 0 2

* A smal ler  value means  g r e at e r  perceived importance.

Source;  Quest ion  6a .

~ 

• 
~~~~~~~~~~~~~~~~~~~~~~~~~~~~
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Positive propensity and negative propensity individuals are

largely in agreement about which job attributes are more Important. How-

ever, some differences between the two groups are noticeable. The positive

propensity group felt that every attribute was more important on the average

than did the negative propensity group. For the third consecutive wave,

positive propensity individuals rated learning a trade slightly higher than

benefits for self or family, whereas, on each survey,  the negative propen-

sity group has reversed  this order. Taking pride in one ’s career has also

been rated as more impo rtant by positive propensi ty  respo ndents than by

negative propensit y persons on all three su rv eys .  Those with a negative

propensity  for en ter ing  the mi l i t a ry  have consistentl y valued good starting

pay mcre hig h ly .

4 .2  Rat i ~~ of M i l i t a r y  on Job At t r ibu fc~

Does the mil i tary provide an opportunit ~r for  attaining these valued

career  objec t ive s?  Following the importance rat ing s, respondents were

asked whether these job at t r ibute s character ized any military service.

The young men in the sample general ly  felt that every job attribute

could be found in  the mi l i ta ry .  The data rang e from 95 pe rcent of the re-

spondents in the positive propensity group who felt that the mili tary teaches

you a valuable t rade or skill to 58 percent of the negative propensity re-

aponde nt s who believed that the mi l i t a ry  pays well to start. W ith respect

- •~~~ to rank order ing of the attributes, positive propensity respondents diffe r

from negative propensity respondents on two attributes: “Is a career you

_ _ _

~

_ _ •.•

~

_ _ •• _ • •_ _

~
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can be proud o f ”  (ranked higher by positive propensity respondents )

“Helps you get a college education while you serve ” (ranked lo~m~ r by

positive propens ity respondents).

Not suprisingly, a greate r proportion of positive propensity than

negative propensit y men felt that the attributes were attainable in the

Armed Services. The data are presented in Table 4.2.

I

• • _ _ • _---_

____________ 
~~~~~~~ - -  _________  
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For an attribute to help attract  prospects to en i i -~~, it must be

both important and perceived as attainable in the military. Hence, an

attribute ’s rank in importanc e and rank in a t ta inabil i t y ,  considered to-

gether , mat ’ be pa rtic ular l y i nfor m ative . A com par i son  for the positive

propensi t y g roup  of an a t t r i b u t e ’ s rank in Table 4. 1 w i th  its rank in L
Tabl e 4. 2 is i l lustrated below . Onl~ two of the 11 a t t r ibu tes  ranked in

I
the top half in impor tance  are  al s o among the top half in perceived at-

ta inahi l i tv .

R e l a t i v e ly  E a s y  R e l a t i v e ly  Hard
To A t t a i n  To At ta in  I 1

l eaches  va lu a l) l c  Good be nefits
t r a d e  for  yo u  and your

fami l y
Rela t ive ly  C a r e e r  vo~i can  be
Im p or t a n t  proud of Job you want

Oppo r tun i ty  to
bette r your life

Cha l l eng ing job Men  you would
like to work with

Re la t iv e ly  Opportunit y to
Less Important  t ravel  Pays well to

start
T r a i n s  for

• l e adersh ip  Helps you get a
college education
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TABLE 4.2

ATTA INABILIT Y OF JOB ATTRIBUTES IN THE MILITARY
RELATED TO POSITIVE AND NEGATIVE PROPENSITY GROU PS

ALL FOUR ACTIVE DUTY SERVICES COMBINED

• Positive Negative
Propensity Propensity

Rank Rank

• A t t r ibute:

Teaches you a valuable  trade or
skill 94 . 9 1 89. 0 1

Is a ca ree r  you can be proud of 93 . 1 2 . 5 81.4 6

Allows you to see many d i f f e ren t
countries of the world  93 . 1 2 . 5 88 . 6 2

• Gives you a job which is chal lenging 91 . 8 4 82 . 0 5

Trains you for  leadersh ip  90 .4 5 83.3 3

Gives you an oppor tuni ty  to better
your life 89. 7 6 77 . 4 8

Helps you get a college education
while you serve 88 . 1 7 83. 2 4

Provides good benefit s for you and
your family 86 . 7 8 77. 7 7

- 
Gives you the job you want 82 . 4 9 65 . 6 10

r Has other men you would like to
• [J work with 81.9 10 69. 7 9

Pays well to start 76 .3  11 58, 0 11

[1 Source: Quest ion 6b .

H -
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“Teaches you a valuable trade or skill” was ranked highest In

importance and attainability. Clearly this dimension is a strong point

• in the military recruiting effort. However , three important attributes

- - “Gives you the job you want, ” “Opportunity to better your life , ”

“Good benefits for you and you r family” - - were viewed as relatively

hard to attain in the military. These areas represent recruiting op-

portunities.

This pattern in the evaluation of job attributes among positive

propensity youth has now appeared in the surveys of Spring azx~ Fall

1976 and Spring 1977.

The same job attribute analysis appears below for negative pro-

pens ity respondents. Only one of the 11 attribute s is ranked high on

both importance and pe rceived attainability in the military -- “Teaches

you a valuable trade or skill. ”

Relatively Easy Relatively Hard
To Atta in To Atta in

Teaches valuable trade Good benefits for you
and your fam ily

Job you wantR elatively
• Important Opportunity to better •

• your life

• Pays well to start [1

Challeng ing job Men you would like to
Relatively Opportunity to travel work with {
Less Important Trains for leadership 

Career you can be
proud of

Helps you get a college
educat ion

________________ 

( 
~
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—
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The pattern in the evaluation of job attributes among negative

propens ity respondents is comparable to that of their positive propensity

counterparts, but with several exceptions. Both propens ity groups per-

ceive “Pays well to start” to be relatively hard to attain in the military.

J However , the negative propensity respondents attach more importance to

I pay than do positive propensity youth. Both groups attach relatively lower

- 
value to “Helps you get a college education ”, but differ in their percep-

tions of its attainability in the military. Finally, in sharp contrast to

positive propensity respondents, negative propensity youth ranked “Is a

career you can be proud of” both low in importance and perceived

• attainability. -

~ ____.- -- • - ____
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4. 3 Ratings of SpecIfic Services

Respondents also rated each job attribute In terms of the

specific service which moat characterized it. This evaluation

show s the image each service has for young American men. [
I

From the display in Table 4. 3 it is apparent that particular

job attributes are not exclusively associated with individua] ser-

vices, In no case did 50 percent of the respondents associate an

attribute with one service.

While the associations tend not to be strong, the following

patterns emerge:

I .  The Air Force is characterized by more attributes in

the eyes of responde nts than other services. It is

particularl y asBocia ted with “Teaches you a valuable

trade or sk ill , ” “Give s you a job which is challeng ing ,”

“Gives you an opportunity to better your life,” and “Is -

a career you can be proud of. ” The Air Force does not

receive markedly low associations on any attribute.

~~~ 2. The Army Li not associated with any of the attributes to

any great degree. “Helps you get a college education

while you serve ” Is the attribute most ofte n ident ified

wlth the Army. 

~Ii:
r . ~:; ~~~~~~~ 
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TABLE 4. 3

PERCENT INDICATING FOR WHICH SERVICES EA CH ATTRIBUTE
IS MOST TRUE

None !
A i r  Marine Coast Don ’t

~ orce Army Corps Navy Guard Know

-Y2~~ ~!L 1L iL Y~
Mt ribute

• Gives you an opportunity to
better your life 25 . 8 16 .0 12 . 7 15 . 6 3. 3 26 .6

Tra ins  you for  l e a d e r s h i p 14. 9 20 . 9 30 .6 10,9 2 . 1 20. 6

Teaches you a valuable
trade or sk ill 30. 8 22. 9 9. 8 17. 3 2 . 8 16 . 4

Helps you get a college
education whi le  you se rve  25 . 2 2 5 .9  8. 3 15.8 2 . 5 22 .3

Allows you to see m a n y
d i f f e ren t  c o u n t r i e s  of the
world 17 . 4 14 .2 6. 7 46 . 0 1.9  13. 8

Provides  good b enef i t s for
you and you r  f a m i l y  22 . 9 22 . 4 9. 4 15. 5 3. 1 26 . 7

Is a c a r e e r  you can he
proud of 26 . ~ 15 . 6 19. 7 15 . 7 3 .9  18. 6

Has other men you would
like to work with  20 . 1 17 . 0 11. 8 16 . 1 3. 7 31.3

Gives you a jo b you want  24 . 1 17 .4 7 . 3 14 .4 2 . 5 34 . 7

Gives you a job which  is
challeng ing 27 . 4 15 . 6 18. 6 15 . 6 3.2 ~9.6

• Pays well to start 21.0 13.9 8.6 11.2 2.4 42 .9

Base: All Respondents

Ii
Source: Question 6c. 

_________ 
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1~i
3. The Marine Corps is strongly associated with “Trains

you for leadership. ” Other attributes with moderate asso-

ciations with the Marine Corps are “Is a career you can be

proud of” and “Gives you a job wh ich is challenging.” On

the remaining eight attribute s, however , the Marine

Corps is mentioned less frequently than any other major

service.

4. The Navy is associated with “Allows you to see many dif-

fererit countries ” by more respondents than any other

major service, It is the most frequent association found

in Table 4. 3.

~ I
These patterns of association were detected, for the most part , in

the previous surveys.

,I 
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4.4 Achievabllity of Life Goals

Life goals are a broader concept than job attributes. Whether

life goal. or values are consistent with the milItary profession pre-

sumably will affect a young man’s decision to enlist. In addition, these

values may determine the advice he gives to friends, or seeks from

others.

As In past waves, respondents were provided with a list of 12

life goals and asked to rate whether each was more likely to be

achieved in the mil itary or in a civilian job . Rating s were made on the

following 5-point scale:

Scale Value

+1 = Much more likely in military service

+2 = Somewhat more likely In military service
+3 = Either military or civilian

• 
-
• E. +4 = Somewhat more likely In a civil ia n job

• +5 = Much more likely in a civilian job
I i

Table 4 .4 presents the average ratings for the po.ltive and

negative propensity group.. Results are generally In line with findIng s

from past waves.

a

-
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TABLE 4.4

ACH I EVAB I LI T Y OF LIFE GOA LS IN THE MILITARY RELATED TO POS ITIVE AND

NEGATIVE PROPE NSITY GROU PS

ALL FOU R ACTIVE DUTY SERVICES COMBINED I.

Posit ive Negative 
[Pro~en,*ty Propenaity

Mean Mean
Life Goal: Score * Rank Score* Rank

Adventure and excite ment 2. 06 1 2. 59 1

lob security 2 .23 2 2. 62 2

Doing challenging work 2. 32 3 3. 00 3

Learning as much ac you can 2. 40 4 3. 14 6

Developing your potent ial 2. 45 5 3. 22 8

Recogn ition and status 2. 49 6 3 .03 4

Working fer a better society 2.63 7 3. 20 7

Helping other peop Le 2.66 8 3 .10 5

Having the respect of friends 2.67 9 3. 23 9

Mak ing a lot of money 3. 47 10 4. 09 11 
-

Being abLe to make you r own decisions on the job 3. 57 11 3. 96 10

• Personal freedom 3.81  1Z 4.21 12

Sources Question Li

• Th. lowe r the score , th. bette r the rating for the military. The scale La explained at the beginn ing
of SectIon 4. 4.
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Both posit ive and negative propensity men see a mil itary

career as enabling:

• Adventure and exc itement

• Job security

whereas a civilian career better allows a person to achieve:

• Personal freedom

• Being able to make your own decisions on the job - • -

• Making a lot of money

2. As might  be expected , the positive propensity group gives

the mi l i t a ry  better marks  on all 12 life goals than does the

negative propens i ty  group.

3. The grea tes t  d i f ferenc e between the positive and negative

propensity groups appears on ‘Developing your potential”

where the positive group sees this goal as much more

achievable in the mi l i ta ry .  The smallest d ifferences be-

tween the groups are on “Job security , ” “Being able to

make your own decis ions” and “Personal freedom.” Both

groups see the mi1it.~ry as pr ov iding more secur ity, and

[ 

both groups see civilia n jobs as fostering more freedom

and individual decision-making .

ii
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4. 5 Top-of-Mind Awareness  of Specific Services

One measure  of adver t i s ing  e f fec t iveness  is “top-of-mind”

awareness, or the ini t ial  a s s o c i at i on s  an individual has with a give n con-

cept . In Spring 1977 a m e a s u r e  of 1top-of-mind” awareness was intro-

duced pr imar i ly  to es tab l i sh  base l ine  for future assessment of advertisirg

effect iveness .  Responde nt s w e r e  asked to ind ica te  which branc h of service

they thought of f i r s t , when thc  ‘A rme d  Services ’ or “mi l i ta ry ” are men-

t io ned.

- 
Resul t s  are  presente d in Table  4 . 5 . The Arm y is mentioned f irs t

by the grea tes t  number  of r e sp o n den t s .  followed by the Ai r  Force , Navy

and M a r i n e  Corps.  If f i r s t . s econd  ~ n d o ther  ment ions a re  combined ,

the Ar m y , Navy and A i r  For ce re cach  r amcd  by 60-70% of respondents,

while the M a r i n e  Corps  is named  b ; 4 .  l~~ . In the fu ture , t rends  in

awareness of each service  can  hr moni tored .

1~!
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TABLE 4.5

BRANCH OF SERVICE NAMED IN RESPONSE TO “ARMED SERVICES”

Percent of Respondents Who Mentioned
Specific Services

All
All Other Mentions

Service Mentioned First Mention Second Mention Mentions Combined

• i__
Army 36. 0 20. 0 13. 6 69. 6

Air Force 24 .1 20. 6 16 .8 61.5

Navy 20.2 - 31.1 17. 1 68. 4

Marine Corps 13.6 16.8 17. 7 48. 1

Coast Guard 1.6 2 4  6 . 1 10.1

• - 
Non~ /No Answer 4. 5 9,2 44. 6 58. 3

Source: Qu. 4a , 4b

I-.
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Table 4. 6 presents the relationship between “top-of-mind”

awareness (first association) of each service and propens ity . There is
• I

a clear association between these two measures. Men with a positive

propensity for a given service tend to initially associate the concept

“Armed Services” or “military” with that service. The circled values

in Table 4. 6 highlight this association. Hence, the “top-of-mind”

awareness measure appears to be a good advertising related tracking

indicator of positive propensity for specific services.

[
~1

- ~•~~,
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F1

4.6 Adve r t i s i ng  Content  Recall  Li
In past waves respondents ’ abilit y to ident i f y various adver-

t i s ing  copy points was assessed.  Findings f rom these earlier studies &

indicate that cor rect  recognit ion of copy points was relat ively low.

The Spr ing  1977 survey  did not p re sen t  adver ti s ing  copy for I.

recognition ; rather , respondents were asked to report everything

they remembered about advertising for  a specific service. While -

this que stion format is a more difficult task for individuals , it reduces

guessing.  The answers were coded into a set of categories and the re-

• suits are shown in Table 4. 7. Several conclusions can be drawn: -

1. Approximately one-ball of the respondents reported

that they had seen or heard advertising for the ser- - -

vices.  The Army (56%) and Navy (55. 4%) advertising

received highest recall. However , only about one-

half of these same individuals were able to recall

any specific advertising content .

2. Young men who could recall something about service -

adve rtising most often remembered information about -

learning a trade and job opportunities. These copy

• 

.

~ ~~ M ! ~~~~~~~~~~ . -. .
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TABLE 4.7

RECA LL OF ADVERTISIN G FOR IND IVLDUAL SERVICES

A ir  Force A rmy Marine Corps Na~ y

• 

- 

I I I I
Have Seen/Heard  Adve r t i s i ng;  Recal l  Conten t  ~~~~~ ~~~~~~~~~ �.~m.!

• T e a ch i ng/ l e a r n i n g  a t r ade  
~~ . 9

L. Oppor tun i tie s  3. 1

V a r i e t y  of jobs 2. 1 3 .3  1.4 1. 6

Men with equipment (4. 4 1, 4 1. ~ 3. ~

1 
E qui pment  w it h ou t  men 1. 9 .6 .6 2 . 8

Men in t r a i n i n g  . 8 2 .5 2 .7  .7

Men in u n i f o r m  .~~ 1. 2 2 . 6 1.3

- - Men w i t h  g u n s  - . 1 • 2 -

• Men w i t h  f lag — - • 1 -

I Want  you to j o i n / e n l i s t  3. 7 i 6~.l )  3. 3

E d u c a t i o n a l  b en e f i t s  3. 3 4 • 3 3 •  ~ 3 .2
7- --’.T r a v e l / s ee  the  c o u n t r y / w o r l d  2 . c •~~. 6 1. •~ )~~3• 3)

Good pay/Lzoud s t a r t i n g  pay I.  2 .6 . • 7

Slogans .~~~ 3 . 3 ~~~~~

- A d v e n t u r e  . 7 . 3 . 2 .2

• F u n / r e c r e a t i on  . 4 • 3 5 1. o

fl P r a i be d  se r v i c e  . 4 .5  . 7  .3

• Othe r b e n e f i t s  (o. g. , h e a l t h )  1. 9 2 . 1 1. 2 • 9

Other  mi sce l l aneous  m e n t i o n s  4 . 7 1 .2  6.0 7.6
• t Don ’t recal l  content  29 . 4 30 .8 2~~. 1 26, 3

1 Have Not Seen/Heard  A d v e r t i s i n g  .i! ~~~~ 
‘7 . ’ 4 4 . 6

Ba a~~ ( l ~4 l l ~ (1838 1 ( I ~~1 II  ( 1511)

* The reduced bases reile~-t t h e  fact  tha t  each r e spund en t  was asked the a d v e r t i s i n g  ques tion  for onl ythree of six services .

F The circled ent r i e s  ref lect  those Items ment ioned more frequently for each service . No st*tLstLc&lsignificanc e I. Implied.

• 
• .~~~~~~ • . • ~~ ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ - ~~~~~~ -~~~~~~~~~ - ~~~~~~~~~~~~~~~~ ~~~~~ -
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• points were commonly mentioned across services.

Mention of these copy points, however, was slightly

lower for the Marine Corps than it was for the other

services.

3. A d v e r t i s i n g  messages p r i m a r il y urging enl is tment  —~ I
- were  also recalled , especially In adver t isemen t s  by

the A r rny and Navy.

4. Reca l l  of a d v e r t i s in g  of a spec i f i c  sor t  w t s  clearly

linked with services  it ’.  two ins tances .  Trave l  content

was recalled relatively of ten for  Navy adve r t i sements .

and Mar ine  Corps  s logans were p a r t i c u l a r ly  memorable.

Of those recall ing a Marine slogan , 83 pe rcen t  reme m-

be red that the °M a r i ne s  were  looking for  a few good

m en. 0 Nei ther  of the two othe r s logans recalled ap - • • -

proaehed this Level of recall (See tabulations:  Volume

F 
II , page 86).

5. Fewe r than five percent of respondents recalled ad-

- ;

• 
vertising by any of the active services about pay.

~~ 

When an individual did recall adver t is ing b y a specific se rvice , I
t

he was asked how meaningful  the advert is ing was to him. Ratings were

made on a four-poin t  scale and the results appear In Table 4.8. t I

_ _ _ _- - --- _ _  
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II

L TABLE 4 .8

I ~

- PERSONAL REACTIONS TO ADVERTISING

ABOU T SPECIFIC ACTIVE SERVICES

Percent  Who Believe
A d v e r t i s i n g  to Be Sample

Service ‘~Ve ry h h / o S o m e w h a t 0  Meaning fu l A v e r a g e  Rat ing * Base

A i r  Force 51.9% 2 .53  363

A r m y  45 .5% 2 .61 461
I
’

M a r i n e  Corps  45. 8% 2 .64 399

Navy 48 .6% - 2 .53 510

- .  Scale Value:

+1 A d v e r t i s i n g  V e r y  Mean in g ful

• ÷2 = Adve r t i sing  Somewhat  M e a n i n g ful

1 +3 = Adver t i s ing  Not V e r y  Meaning ful

+4 = Adve r t i s i ng  Not A t  A l L  Meaning ful

-Source: Qu. 7e

i ‘ I

- ~~~~~~~~~~~~~~ -~~-~~~~~~~~ -- — -
- — .— ~~~~~~~~~~~~~~ .~~~~~~~ —---~~~~ —~~~~~ -~~~ ~—— -~~~~~~~~~~ •~~ — __________
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Adver t i s in g by all se rvices was rated on the average between “Somewhat j
meaning ful” and °No t very meaning ful. ‘~ There are no differences

among the services on this measure . -~

r

I .

ii

S 
- ‘  I

Ii•.1

1_ i
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4. 7 Starting Pay

In the past three waves of the survey, the respondents have

been asked to estimate the sta r ting monthL y pay for  an enlis ted man

in the mi l i t a ry .  The Level of mi l i ta ry  s ta r t ing  pay estimated by the

Spr ing  1977 samp le is presented  in Table 4. 9.

Ove r t ime , perceptions of s t a r t ing  pay have gradual l y increased

in magni tude . The average es t imate  in Fal l  1976 was $374 , the actua l

Leve l of s t a r t ing  pay at that t ime . In Spr ing  1977 the average estimate

is $381.

Im p o r t a n t  to u n d e r s t a n d i n g  how young  men perce ive  mi l i tary

s t a r t i ng  pay is the fact  that 49. 6% have no answer  or indica ted  that

they did not know in response to th is  ques t ion .  O n l y 34% of the sampLe

were  ab le to guess wi th in  $100 in e i t h e r  d i r e c t i o n  of the actua l Level

of pay. Whi le  the same may be t r u e  of othe r p ro fess ions , it appears

that the clear major i ty  of young men between 16 and 21 are poorl y

in fo rmed  about s t a r t i ng  pay in the mi l i t a ry .  These  data a re  presented

in the tabulat ion s:  Volume II , pages 126 to 127.

A p henomenon noticed in previous wave s reappears  in Table

4. 9. The positive p ropens i ty  g roup  givea lower est imates of s ta r t ing

pay than does the negative propens i ty  group.  In preceding reports  it

has been suggested that positive propensity individuals  tend to have

1] Lowe r salary expectations because they are d rawn f rom more modest

F soclo-economic backgrounds than negative pr ol .ensi ty  individuals.  

)
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L
TABLE 4 .9

ESTIMATE OF STARTIN G PAY
BY POSITIVE AND NEGATIVE PROPENSITY GROU PS

Posit i ve Negat ive  Di f fe rence
• P ropens i t y P r o p en s i t y  (Posi t ive minus N egative )

A n y  Se rv ice  $366 $387 -$2 1

A i r  Force $368 $384 -$16

A r m y  $367 $383 -$16

Marine  Corps  $370 $382 -$12 I.

Navy $374 $382 -$ ~

Tota l  Samp l.e $381

Source: Question iDa

-

~~~~~~~~~~
4

~
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A n  analysis  to support this reasoning appears in Table 4. 10.

Using  fa ther ’s education as an index of socio-economic back ground ,

a clear re la t ionshi p appears between father ’s educational  a t ta inment

and a respondent’ s es t imate  of s tar t ing pay . Whe n thei r  fa thers  have

had at least some education beyond hi g h school , the respondents  make

an es t imate  $23 hi g her on the average  than those  whose fathers have less

than a hi gh school educa t ion .  In add i t ion , whi t e  respondents  made an

est imate $20 hig her on the average  th an non-whit . e responden t s .  This

too probabl y r e f l ec t s  the Soc j o-economic  d i f f e r e n c e s  between these

two g roups  r a the r  t han  any real  r ac ia l  d i f f e r en ce .

A mong job a t t r i b u t e s  iuve s tiga ted  in this ser ies  of s u r v ey s ,

good s t a r t i n g  pay has c o n s i s t e n t l y received r an k i n g s  of moderate

impor tance  by both pos i t ive  arid nega t ive  p rop ens i ty  r e spon dents .

However , it is viewed as the a t t r ibu te  wh ich  is least achievable in the

m i l i t a ry .  Since p os i t ive  p ropens i t y i r .div iduals  have tended to u n d e r -

est i ruate ’th e  t rue  leve l of sta r t ing pay in the m i l i t ar y ,  it has been

suggested that  co r r ec ti ng  m i s p e rc e p t i o n s  about s t ar t i n g  pay mig ht

have a pos it ive  impact on r e c r u itm e nt ,

• H
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TABLE 4. 10

ESTIMATE OF STARTING PAY
BY SOCIO- ECONOMIC BACKGROUND

- 1~1• Educat ion of Father

Less Than Hig h School $367

Hi gh School $377

More Than  High SchooL $~~9t )

Race

• Black and Other  N u n - W h i t e  $364

W h it e  $384

T A B L E  4. 11

EFFECT OF $50 PAY RAISE ON L IKELihOOD OF ENLISTING
R E L A T E D  TO POSITIVE A N D  NEc T I v i ~; PR O PEN SiTY G R O U P S

A L L  FOUR ACT IVE DU LY SERVICES COMBINED

P o sit i v e  N~~ga t i v c
P ropens i t y

More likely 52. 4 17. 7

Not more like l y 36 .3 73. -a

• Don ’t } çn ow/ N o A r i s w e r  11.3 9.3

ii;
Source: Question ~flb

I
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Star t ing in Fall 1976 , an item Was introduced to gauge the

effect of a $50 increase  in s t a r t ing  pay on likelihood of enlisting.

A pproximately one-half  of positive p ropens i t y men , 52 .4  percent ,

indicated that they would be more likely to enlist  with such an added

inducement  (see Table 4 .11) . A mong negative propensit y men , 17. 7

percent  said that they would be more likel y to en l i s t  if s t a r ting  pay

were inc reased. These figures  are  simila r to f ind ings  of Fall 1976

and suggest  that accura te  informat ion  about pay and pay increases  has

recru i t ing  potential  for a Large  number  of those who are  negative ly

disposed toward e n l i s t m e n t .

El

~ 
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4. 8 Influencers

The Fall 1976 survey assessed for the f i rs t  time each young

man ’ s percept ions of the attitudes of parents , f r iends ,  and spouse

toward his joinin g the mil i tary.  Parents of positive propensity ind i-

vidual s were perceived to be in favo r of the mili tary almost twice as

often as parent s of negative propensi ty respondents.

The cur ren t  wave repeated ques t ions  abt~ut parent s attitudes.

Table 4. 12 presents how re spondents  perceive  the attitude s of the i r

fathers  and mothers toward enlistme nt. A patterr. of f in d i ng s similar

to the Fall 1976 survey appears:

I .  M o r e  fa thers  ari d mothers  of p~ s it iv e  propensity  in-

dividuals are perceived to be favorable to their  jo in ing

the service than parent s of negative propensity indivi-

duals .

2. Fewer mothers than fathers of young men in either

• propensity group are perceived as favorable toward

enlistment , but more mothers of hig h propensity pros-

pects are favorably disposed.

( 1

ii-
t~

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  
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TABLE 4.12

PERCEIVED ATTITUDES OF INFLUENCERS TOWA RD
JOINING THE MILITARY

RELATED TO POSITIVE AND NEGATIVE PROPENSITy GROUPS
ALL FOUR ACTIVE DUTY SER VICES COMBINED

Positive Negative
Propensity Propensity

Father

In favor 45 .9  24 . 1
A gai n st 8. 3 18 . 5
N e u t r a l  38 , 0 50 , 3
Don ’t Know 3 . 2 4 . 3

Mothe r

In favo r 34 .8  16 .4
A g a i n s t  20 .8  34 . 1I - 

Neut ra l  39. 4 44 , 4
Don ’t Know 3. 5 4. 2

Source: Qu. 12a

_ A-
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When asked why their parents favor or oppose their joining

the military, respondent s c ite somewhat d ifferent reasons for pate rnal

opposition than maternal opposition. However , fathers and mothers

are perceived to have fairly similar reasons for favoring enlistment.

These reasons are categorized and reported in Table 4. 13.

1. Parents are perceived to favor enlistment for reasons

dealing with job training and maturity.

2. Mothers ’ pe rce ived opposition to m ilitary se rvice most

often relates to danger and separation. Fathers’ per-

ceived reasons opposing enlistment are rather evenly

distributed among a desire for their sons to get a

c ivilian education, the father s negative experiences

with the military, danger , family separation and loss

of status.

People often believe that others around them have similar att i-

tudes. Hence one cannot be sure that these young men are completely

accurate when they report parental attitudes. Nonetheless, the dif-

ferences in perceived attitudes between parents of positive and nega-

t ive propensity youth s suggest that pare nt s are a very important source

of Influenc e on the decision to enlist . This finding may be useful in )
formulating more effective recruitment strategies.

~~~ ~~~~~~~~~~~~~~~~~~ 
• -
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TABLE 4.13

COMMEN TS ABOUT ENLISTMENT IN THE MILITAR Y
ATTRIBUTED TO INFLUENCERS

ALL FOUR ACTIVE DUTY SERVICES COMBINED
Positive Negative

Propensity Propensity
• Father 

.12 —

Favorable Comments

Job Training 24 .1 13. 6
Maturity 15.3 12.5
Exciting Job 13.2 7.2
Benefits 12. 8 9. 5
Patr iot ism 9~ 1 7. 9

• Unfavorable Comments

Civilian Education 2 . 9 8. 8
Father ’s Negative Experience 2. 0 5. 9
Danger 2. 0 5. 1
Separation 1.8 5, 5
Loss of Statu s 1. 3 7. 7

Mother

Favorable Comments

Job Training 21 .2  9. 4
Matur i ty 13. 0 8.3
Exc iting Job 10.0 4 .5
Benefit s 8.4 6.0
Patriotism 3.6 3.2

U nfavorable Comment s

L Separation 12 .3 16.4
Danger 8.3 16.4
Civilian Education 4.6 9 ,4
Loss of Status 1.9 7,4
Father ’s Negative Experience 1.0 2. 5

Source: Qu. 12b

)
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SECTION V

Analysis of Propensity

Previous sections have traced national trends in propensity

to serve , trends within tracking areas and differences between tracking

are as, and some factors related to choice of a military career. In this

• section the propensity measure re ceives close examination and its relation-

shij~ to demographic, attitudinal and behavioral variables are presented.

Propensity was assessed by Question Sa in the Spring 1977 survey

in the same manne r as previous waves. Responde nt s were asked to indicate

how likely it was that they would serve in each of tF~ specific services.

The following alternatives we re read to each person:

Definite1’ 
“

‘‘}.. Positive Propensity Group

ProbablL , . , ,J

Probably nor
l

Definitely not Negative Propensity Group

(No answerj _J

Those who answered “def.initely or probably ” with respect to one

of the four major active services are classified as positive propensity.

Other. , including thoBe who f ailed to answer, are classified as negative

propensity.

-L 
_ _ _   

- -
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As such, its specific relationship to enlistment is not certain, but it is

undoubtedly correl ated with future enlistment. It may be useful to follow-

up Individuals of different propensity groups to determine ultimate accession

rates and fact ors which affect high and low propensity men. However,

psychologists have found that the best predictor of an individual’s future

act typically is a statement about what he expects to do in a situation.

The measure of propensity is a measure of this type.

Th~ purpose of this sectio n is to prov~da a finer-grained analysis

of propensity. First the measure itself is examined. Then those factors

are identified which discriminate between positive and negative propensity

groups for the military service in general and for the individual services.

Demographic variables, attitudinal variables, and behavioral /environmental

variables are examined as follows:

Demographic variables 
- 

-

• Age (Qu . 3a)

• Employment Statu s (Qu. 3f , 3g, 3h)

• Race (Qu. 23)

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

• Education of Father (Qu. 18)

• Quality Index (See Section II)

A t t i t u d i n a l  Var iab les

• Importance of Sob Attributes (Qu . 6a)

• Achievability of Life Goals in the Military (Qu. 11)

__ _  

LI:__________ _________ _ 
— ~~~~~~~~~~~~ ~~~~~~~~~~ ~~~~~~~~~~~ —
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Environmental /Behavioral Variables

• Recruiter Contact (Qu. 8a, 9a)

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

- .  • Influencers (Qu, l2a)

• Discussion with Parents (Qu. 13a)

‘ I

I-

I-

I
-
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Propensity consists of young men’s ratings of their probability of

entering any of the four major services. While most analyses in this re-

port examine positive versus negative propensity, scrutiny of the distri-

bution of responses within the measure leads to some interesting observa-

tions. Table 5. 1 presents the propensity measure broken down into each

of its response alternatives.

Several conclusions can be draw n:

1. Very few young men indicate that they are definitely goin g

to ehter the military service. The great majority of re-

spondents in the positive propensity group rate themselves

as probable entrants rathei~ than definite entrants.

2. The largest single category, by a small margin , consists

in those who say that they will definitely not enter a given

mil i tary  service.  This ranges from a low of 40. 7 percent

for the Air  Force to hig h of 48. 4 percent for the Marine

Corps.

3. Albout 50 percent of respondents label themselves as proba-

bly likely or probably not likely to join a military service.

The combination of these middle ground respondent s con-

stitute s the majority for each service , with the except ion

of the Marine  Corps. This group of young men, who are

not st rongly committed for or against a military career ,

appear to provide a large , fertile market for recruitement

programs.

_ _  __________ 
~~~~~ _ _ _  _ _ _ _  _ _ _ _ _ _ _
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H
L TABLE 5.1

DISTRIBUTION OF RESPONSES FOR MEASURE OF PROPENSITY
.. 

AND CHANGE FROM SPRING 1976

• 
A i r  Force A r m y  Marine Corps Navy

Response

Definitely 1.5 1. 1 1.0 1.5

Probabl y 14.2 10.7 9.8 13.7

Pro 1~ab1y Not 39. 4 39. 2 37. 1 38. 8

Defini te ly Not 40. 7 45 .3 48 .4 42 .3

Don ’t Know/No A n s w e r  4 .2  3, 6  3.7 3 , 7

ii
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1~.

5. 2 Demographic Variableø - 
-

Demographic differences between the positive and negat ive propen-

sit y groups are presented in Table 5. 2. The statistical reliability of these

differences were assessed by computing F ratios. AU the comparisons

appearing in the Table 5. 2 are statistically significant .

The differenc e between the positive and.negative propensity groups

can be characterized as follows:

1. Positive propensity individuals are younger.

2. Considerably more positive propensity individuals are un-

employed and looking for work.

3. Blacks comprise over twice as great a proportion of the

positive propensit y group as of the negative propensity

group. Other non-Whites are also more highly represented.

4. Hig h school student s make up a hig her proportion of the

positive group than of the negative group, but college etu -

dents are almost three times as likely to have a negative

propensity for military service. Hig h school graduates who

are no longer In school are also more likely to be found In

the negative propensity group.

~~~~
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TAB LE 5 .2

ANALYSIS OF PROPENSITY TO SERVE IN THE MILITARY
PROFILES ON DEMOGRA PHIC VARIABLES 

-

Posit ive Negative
Va riab le Pro pens it y Propensity ~ j gn 1fj cant

Av e rage A ge 1 7. 75 18. 59 yes

Not emp loyed/looking fo r work 36.5 % 23. 1% yes

B lacks 14. 1% 6 .2 % yes

Other Non-White  7. 5% 4. 2% yes

Students  68 . 7% 56.1% yes

lOth G rade 17. 6% 7.7% yes

I l t h G rade 26. 2~ 13.5°~ yes

1-2 years of coLlege 5. 7’~ 15 .8% yes

Hig h School gradua te , not in school 19. 2% 34. 7% yes

Educatinn of Fatbe r * 2 . b5 3. 19 yes
I- - i

Qua lit y I ndex * 5 . 82 (~. 5 1  yes

*Mean scaLe values  shown

L 

-

I,

I-

I
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5. The quality index, detailed in Section II, indicate s that

positive propensity individuals have weaker academic pre-

paration. Positive men appear to come from lower socio-

economic backgrounds , at least as indexed by father ’s

education.

E ducat ion of fa ther was measured on an ei ght point scale:
1. Did not complete hi gh school
2. Finished hig h 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

-
~~
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The demographic profile of the individual services has also been

examined and the characterist ics of men with a posit ive propens ity for

each service appear in Tabl e 5. 3. Profiles for the negative propensity

g roups have been omitted sinc e they resemble the profile of the overall

negative group shown in Table 5. 2 . Statistical tests have been condu cted

which compare each service ’ s positive propensity group to the correspo nd-

ing negat ive propensity group for each variable. Entries in Table 5. 3

were all found to be significantly different from the characteristics of

the negative group.

The di?ection of the diffe rences b~ Eween positive and negative groups

within each service are identicall y the same as the patte rn of differences

shown in Table 5.2 for the ove rall mi li t a ry  anal ysis . The educational pro-

f i le  (college , father S s education , qual i ty  index) of the A i r  Force group is

somewhat hi gher than the othe r active services , and this  face t of the Army

group tends to be lower, but othe rwise  demograp hics are s imi lar  across

the active se rv ices,  Thus it appears that all services  drew upon pools of

youths with fairly similar demograp hic prof i les , and that these youth s diffe r

in a fairl y constant fashion from negative propensity youths.

R elative to the active services , the demographic s of those with

positive propensity for the Reserve components diffe r In that these m di-

• ‘ viduals tend to be olde r , more likely to be white , more likely to be out

of school and employed and have a higher quality Index.

I
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TABLE 5.3

DEMOGRAPHIC PROFILES OF
POSITIVE PROPENSITY GROUPS - :

INDIVIDUAL SERVICES

Air National
Force A rmy - Marines Navy Guard Reserves

Age* 17. 77 17. 79 17. 69 17. 76 18.04 17.88

Blacks 14 . 9% 20 . 8% 16. 6% 14. 6% 15. 1% 12 , 8% •

Other Non-White 8. 0% 7. 5% 9. 1% 8. 5% 6. 0% 7. 7%

Not Employed: 
-

Looking for work 37.6% 41.3% 36.4% 36.3% 33.6% 34,2%

Students 70 .8% 65 . 5% 68 . 5% 68 .8% 61.7% 66 .7%

10th grade 17 .9% 16 .9% 20 . 6% 17 .0% 15. 1% 15.4%

11th grade 25 . 5% 26 .2% 26 ,9% 26 .4% 21 . 5% 24 .2%

1—2 Years of
College 7. 1% 4. 7% 4. 4% 5. 8% 7. 0% 8. 6%

Hi g h School Gradua te
Not In School 20. 2% 18. 5% 18. 2% 18.8% 24 . 6% 21 .4%

Education of
Father* 2 . 71 2 .32 2 . 45 2 . 73 2 . 60 2 .79

Quality Index* 5. 97 5. 59 5.72 5.78 S, 86 6 .01

* Mean scale vaLues shown 
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5. 3 Importance of Job Attributes

Part of Section IV exam ined the relative importance of job

attrlbttes as perceived by 16-21 year old males. At this point , attention

is focused upon the different percept ions of positive and negative propen-

sit y men. Tabl e 5. 4 provide s this comparison.

The positive propensity group rates each job attribute, on the

average , as more important than doe s the negative propens ity group.

The greatest difference on any attribute appears for “Is a career you can

be proud of.” Compared to the negative propensity group, positive propen-

sity men feel this attribute is particularly important.

r

I~~~~~
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TABLE 5.4

ANA LYSIS OF PROPENSITY TO SER VE IN THE MILITARY
MEAN RATINGS OF IMPORTANCE OF JOB ATTRIBUTES *

Positive Negative
Job Att r ibutes Propensity Prope nsi ty Difference+

Is a career you can be proud of 1. 97 2. 41 44

Trains  you for leadershi p 2 . 23 2 . 55 . 32

Gives you an opportunit y to
bet ter  your life 1. 91) 2 . 20 . 30

Allows you to see m a n y  d i f fe ren t
count r ies  of the wor ld  - 2 . 57 2 . 90 . 33

Has othe r men you would like to
work with 2 . 56 2 .81  . 25

Gives you a job which is
chal leng ing 2 . 11 2 . 32 21

Gives you the job you wa nt 1.9 3  2 . 20 . 27

Teaches you a valuable t r ade
or skill  • 1. 79 2 . 11 . 32

Provides  good benef i t s  for you
and your  famil y 1.88 2 .08 .20

Pays  well to start  2 .07  2 . 27 .20

Helps you get a college educat ion
while you serve 2 . 16 2 . 35 . 19

* The scale used for  this anal ys i s  is:

+ 1 = Ext remel y Important

+2 Very  Im portant

+3 Fairly Impo rtant  
—

+4 = Not Important At AU

+~ No Answer 
-

Therefore , smaller values indicate more perceived importance .

+ In the d i f fe rence  co lumn a la rge  value indicates that the positive propensity
group considers the attribut e as more Impo rtant than the negative propensity

• 

group. A ll differences a re si gn if icant ly greater than zero. 
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The difference between the propensity groups for each of the services

appears In Tabl e 5. 5. Entries in this table are differences in importance

ratings between the positive and negative propensity groups . To assist

the reader , differences of +. 30 or greater have been circled. Gener ally,

the results for individual services are similar to those for overall

propensity found in Table 5.4. Some variation among services is

apparent, however . For example , the propensity groups for the Army,

Marine Corps and Navy have more disparate values than those of the other

- services with respect to “Allows you to see many different countries of the

world. ”

t ~~~
-

- 
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TABLE 5.5

IM PORT ANCE OF JOB ATTRIBUTES

DIFFERENCES IN IMPORTANCE VALUES

BETWEEN POSITIVE AND NEGAT IVE PROPENSITY GROUPS*

A i r  Mar ine  National
Job A t t r i b u t e s  Force A r m y  Corps  Guard Reserves  -

Is a ca ree r  you can be proud of 1I~
-
~i~ ~~ ~II~1~I~ 

-

Tra ins  you for  l eade r sh i p . 26 .23

Give s you an opportuni ty to
be t t e r  your  life .25  .32  .26 . 26 .22  .26

Allows you to see many d i f f e rent
c o u n t r i e s  of the wor ld  . 26 . 36 

~i
•
~

-
~i:::~ 

.20  .24  - 
-

Has o ther  men you wouLd l ike
to work  wi th  • 24 . 2 7  . 24 .22  .27

Gives  you a job w h i c h  is
chal lenging .20 . 2 2  .22  . 19  .18 .21

Giv es you a job you wa nt .28 .22 . 19 . 2 4  .17 .25

Teach es you a valuable trade
or skill .33 .31 .24 .24 .23 .27

Provides good benefits for you
and yo ur famll y .18 .21 .20 .19 .21 .21

— 
Paye well to start .17 .23 .18 .18 .15 .13

Hel ps you get a college educa-
tio n while you serve .26 25 . 16 .25 • 17 .23

* The entries in the table are difference s in mean ratings between the po sitive and negative pro—
pens ity groups for e&ch service. Refe r to Volume II, page. 33 to 43 for the complete data.

All d i fferences between positive and negative propens ity are statistically sign ificant. The positive
propensi ty g r oup fel t each attr ibute to be relativel y more important than the negative group in every
case. _______ - --
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5.4 AchievabU~ty of Life Goal s

Positive and negat ive propensity groups should be distinguishable

with respect to whether they feel that life goals can be better achieved In

military or civilian life . Table 5. 6 present s the findings for this issue.

A low average rating indicates that the goal is perceived to be more achiev-

able in the military; a rating above 3. 00 indicates that the goal is more

achievable in a civilian career.

For every goal the positive propensity group views military life

as better enabling achievement than the negative propensity group. The

d ifference between the two propensity groups is particularly great in the

cases of “Developing your potential , ” “Learning as much as you can , ”

and “Doing challenging work . ” Howeve r , even positive propensity men

do not view a milita:: y career as a means to “M aking a lot of money, ”

and ac hieving “Personal freedom. ” Ne gative propensity men view all

life goals as more attainable in civilian life except “Doing challeng ing ’

work , ” “Adventure and excitement, ” and “Job security . ”

H
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TABLE 5.6

ANALYSIS OF PROPENSITY TO SERVE IN THE MILITARY

ACHIEVAB I L I TY OF LIFE GOALS
AVERAGE RAT I NGS *

Differenc e
Positive Negative Favoring

Life Goal Pro pensi~~ Propensity MiLitary

Develop ing your pote ntial 2. 45 3. 22 • 77

Doing challenging work 2. 32 3.00 .68

Learning as much as you can 2 .40 3. 14 • 74

Adventure and excitement 2.06 2 .5 9  .53

Making a lot of money 3. 47 4. 09 . 62

Work ing  for  a bette r socie ty  2 .63  3.20 . 57

Having  the respect of f r i e n d s  2 .67  3. 23 • 56

Recogn i t i on  and status 2. 49 3.03 54

Being  able to make your  own d e c i s i o n s  on the job 3. 57 3. 96 39

Personal  f reedom 3.81 4 .21  .40

Helping other peop Le 2.66 3. 10 .44

Job secu rity - 2 . 2 3  2.62 .39

*The scale used was:

+ I Much more like ly In mili tary - -

+2 Somewhat more likel y in mili ta ry

+ 3 Either civilian or military

~~~~~~~ +4  Somewha t more likel y in c iv i l ian

+5 M uch more likel y in civilian

- • Therefore a smalle r value indicates relatively greater military likelihood. The g roups diffe r significantl y on ~~~ I
- ~ all goal.. 

3- !
- 

-
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The achievabiit y of life goals is tabulated for individuals with

positive propensity towards each service in Table 5. 7. The data repre-

sent the difference in the ratings of each goal between the positive and

negative propensity groups for eac h service. Diffe rences of . 60 or

greater have been circled to assist the reader. No statistical signifi-

canc e is implied by this notation. The profile s for the active services

once again are fairly similar.

The National Guard and Reserves provide somewhat different

patterns. For achieving every goal except “Adventure and Excitement”

the difference between positive and negative propensity groups for the

Nationa l Guard is less than for the Activ e Services. This means s ini-

ply,  that individuals with a positive propensity toward the National

Guard view mil i tary  life in a fashion more similar to negative propensity

— indiv iduals. This pattern of smaller differences between positive and

negative propensity men appears in weaker form with the Reserves.  in

other words, achievability of life goals does not discriminate between

propensity groups for the Reserve components as well as it does for the

corresponding active service propensity groups.
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TABLE 5.7

ACHIEVAB I LITY OF LIFE GOALS - - 

-

DIFFERENCES BETWEEN POSITIVE AND NEGATIVE PROPENSITY GROU PS*

A ir Marine National
Force Army Corps ~~~~ Guard Reserves

Developing your potential 

~~~~ 
~~~ ~~ - ~~~~~ . 50 . 56

Learning as much as you can ~~~~~ .45 . 49

Doing challeng ing work  
~~ 

(~ ) . 56 . 5 7  .44 .49

Recogn i t ion  and sta tu s  • 4L~ . 57 • 43 • 45 . 44 • 44

Making a lot of money .57 
~~~~~~~~~~ 

. 59 . 56 .48 . 49

W o r k i n g  for a be t t e r  socie t y .55  . 56 .52 .48 .39  .47

Having  the respeLt  of f r i e n d s  . .52  • 48 • 49 . 4 1 .49

A d v e n t u r e  and exc i t emen t  .42 . 47 . 46 . 47 .48 . 52

Personal  freedom . 35  .46 . 48 . 31 • 33 .31

Help ing  othe r peop le .37 . 44  . 3(- .38 .23 .39

Being able to make your own
decisions on the job .43 .48 .31 .37 .25 .30

Job security . 39 .34 .26 . 34 .20 .33

* Entries in this table are differences between corresponding positive and negative propensity
groups In ratings of achievability of l i f e  goaLs in the military. In this table a positive value means
the positive propensity group felt the goal was relatively more achievable in the military than the
negative propensi ty group. A l l  values are s i g n i f i c a n t l y g rea te r  than zero.

--__ - 

1
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5, 5 Information Sources, Actions Take n. Recruiter Contact,
Influenc ers

F u - ~m a recruiting standpo int , this section details a particularly

important set of variables. Some factors which distinguish positive and

nega tiv e propensit y men are potentially controllable by the military, e. g.

recru iter contact. Othe r factors , such as information sources , might

constitute elements in the process of making a decision to enlist. Table

5. 8 compares the two propensit y groups in term s of the people with

whom enlistment was discussedand enlistment-related action initiated.

Some respondents from both propensity groups have discussed en-

listment with var ious  people , but talking about a mili tary career with

parents , friend s with mil i tary  experience, or others is far more common

among those with positive propensity. They are  also more likely to have

sought information either by mail or by calling a toll-free info rmation num-

ber. More young men with a positive propensity have been tested by the

A rmed Services eithe r in hi gh school or in a military examining station.

In summary,  positive propensity indiv iduals are far more likely

to have discussed a military career or to have engaged in various enlist-

ment - related actions. All these differences are statistically significant

and most are large in absolute magnitude, i. e., positive propensity men

are often twice as likely to have talked to someone or have engaged In the

given action.
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TABLE 5.8

ANALYSIS OF PROPENSITY TO SERVE IN THE MILITAR Y

INFORMATION SOURCES, ACTION TAKEN , RECRUITER CONTACT

Positive Negative
Propensity Propensity Significant

Information Sources

Talked with one or both
parent s 56.4 24.8 yes

Talked with friends already in
the service or who have been
in the service 57. 3 30. 7 yes

Talked with teacher or
- guidance counselor 23. 1 8.3 yes

Talked with wife or g i r l f r iend  29 .7  13. 1 yes

Actions Taken

Asked for i nformation by mail 20. 7 9. 1 yes

Made toll-free call to get F -

information 7. 5 1. 7 yes

Physically or mentally tested
at a military examining station 7. 4 3. 4 yes

Taken aptitude test in hig h
school given by Ar med Services 22 . 5 16. 6 yes

Recruite r Contact (ever) 51. 8 48. 1 yes

Recruiter Contact (past 5-6 monthsj 32. 6 22. 9 yes

Recruite r Contact Initiated by
Recru~ e~.. 50.2 70. 1 yes

Recruiter Info rmation Considered

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~Ade~ u:te~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ i 
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- 
t TABLE 5.8

ANALYSIS OF PROPENSITY TO SERVE IN THE MILITARY
L INFORMATION SOURCES , ACTION T A K E N ,. .RE CRU I T E R  CONTACT

(Continued) -

Positive Negative
Propensity Propensity Significant

I - .  IL

Inf luen t ia l  Sources In Favor of
En l i s tmen t

I - 

Fathe r 45. 9 24. 1 yes

Mothe r 34. 8 16. 4 yes

Parental Discussion

Father  9.4 4.8 yes

Mothe r 10. 6 - 3.8 yes

Both Father  and Mother 35. 8 15. 9 yes

Source: Qu. 13a

1.
n 

_ _ _ _ _  _ _ _ _  _ _ _ _  
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The relationship of recruiter contact to propensity has been

examined and the findings also appear in Table 5. 8. While more posi-

tive propens ity respondents have at some time had contact with a re-

cru iter , the difference between the two propensity groups is small,

though stat ist ically significant. Recruiter contact during the past 6

months shows clearer differences between positive and negative pro-

pensity groups, with 9. 8 percent more positive propensity men having

such contact. When contact with a recruiter has occurred , a clear

majori ty,  70. 1 percent , of nega tive propensity respondents indicate

that the contact was initiated by the recru iter. On the other hand,

49. 8 percent  ( IOO % -50 .2%) of positive propensity respondents indicate

that their  contact with a recrui ter  was se l f - in i t ia ted .  No differences

appear in terms of the perceived adequacy of recrui te r information.

Table 5. 9 relates propensity towards each service to contact with

a rec ruiter from that service. For each of the services , the propensity

groups differ  in contact with a recruiter. These differences are statis-

tically sig nificant .

- 
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TA B LE 5.9

EVER HAD CONTACT WIT H RECRUITER FROM SPECIFIC
SERVICE RELATED TO PROPENSITY FOR THE SA ME SE R VICE*

Propensity for Individual Services

-‘ Positive Negative Diffe rence

H -~~~~~

Air Force 25.2 12.8 +12.4

- 

A r my 29. 6 22 .2 +7. 4

Mar ine  Corps 19. 1 14. 1 +5 .0

Navy 22 . 0 13. 1 +8. 9

Base: All respondents

1

~

t~j

* Contact (in the last fi ve to six months) was not asked for  individual
services.

I
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5.6 Enlistment Decision Process

In this report an individual is defined as having a positive

propensity for military service if he has indicated that he definitely or

probabl y will enter any of the four major active services . Table 5. 10

demonstrates the extent to which this occurs in the Spr ing 1977 sample.

From Table 5. 10 it is clear that a large number of men who have

a positive propensity for each of the active services are also positive to-

wa rds one or more other services. This is the case most often for in-

dividuals with positive propensit y toward the Arm y and Marine Corps.

Even those with a positive propensity toward the National Guard or

Reserves often show a positive disposition towards the active services.

This finding re inforces  conclusions drawn by the a nalysis of

demograph ic va r iables that the va r iou s act ive services, for the most

part, draw upo n the same or a similar pool of young men. It is also con-

siste nt with the notion that many individual s initially decide upon a military

career and then choose between the different services. . -

[H
[
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TABLE 5.10

THE EXTENT TO WHICH PROSPECTS SHOW
POSITIVE PROPENSITY FOR MORE T H A N  ONE SERVICE

A i r  M a r i n e  N a t i o n a l
Force A r m y  Cr.~ ps ~~~~~~~~~~ Gua rd Reserves

Also Show Positive PropensiP y
For These Services: j

A i r  Force 100. 0 46 .2  47 .7  49. 4 41 .0  38.6

A r m y  34 (, 100. 0 ~R .0 37 . 8 3 -~. 6 35 .5

M a r i n e  Corp ~ 32 .5  43 .8  100. 0 36 .9  31. 3 30. 1

Navy 47 .9  ~) . 0  ~2 . 4  100.0 39. 5 38.9

National  f lua rd  39. ( 44. 7 ~ ~. 4 39 .5 100. 0 50. 4

Reserves  40 .7  50. ~ 4~~. ‘ 42 . 4  55 .0  100.0

Average  Numbe r of Se rv ices  2 .95  3. 34 3. 3~) 3.06 3.01 2 .94

(Ba su) (86~ ) ((~-)0~ (5~~2) (8 4 1) (840) (916)

Source: Qu . 5a

I
I

_ _ _ _ _ _ _ _  _____   
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5.7 Active Duty Versus National Guard/Reserves

Throug hout Section V differences between services have been

examined. In this subsection men with positive propensity for the

National Guard and Reserves  are compared with men having a positive

propen sity for the active services. From Table 5. 10 it is apparent

that many individuals who have a positive propensity for the National

Guard or Reserves are also favorabl y disposed towards the active ser-

vices , but of all the inter-service comparisons mutual propens ity is

greatest between the Reserves and the National Guard.

The demographic profile for the National Guard/Reserves is 
- -

compared with the profile for the active services tn Table 5. 11. A pat -

tern of small differences is apparent : those with a positive propensity

for the National Guard /Reserves  tend to be olde r , less oft en high

school students but more often college studerht s , more frequently out of

school , and less likely to be looking for work . Persons with th3se charac-

teristics presumably antic ipate that the part time demands of the National

Guard/Reserves  would bette r fit their l ife s ituation. By comparison, men

with a positive prope nsity for the active services are somewhat more

likely to be looking for work or fac ing high scl~~ol graduation. Such tran-

sitional periods are more compatible with entering into full time military

commitment. [

I i 
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TABLE 5.11

DEMOGRAPHIC PROFILES
OF POSITIVE PROPENSITY GROUPS

ACTIVE SERVICES VERSUS RESERVE COMPONENTS*

Acti ve Services Reserve Components

A ge 17 75 17.88

1..
Blacks 14. 1% 12 .8%

Other  Non-White  7. 5% 7. 7%

Not Employed: Looking for  work  36 . 5% 34. 2%

Students  68~ 7% 66. 7%

loth G rade 17.6% 15.4%

Ilth G rade 26.2% 24.2%

1.2 years of College 5.7% 8.6%

Hig h School G raduate Not  In School 19. 2% 21.4%

Education of Father* 2.65 2.79

Quali ty Indcx* 5.82 6.01

* Averages of mean scale value s shown.

I
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I-
Table 5. 12 compares how positivep ropensity men for the

active services and National Guard/Reserves v~ew the achievabil ity

of life goals in military life compared to civilian life. Except for

“ recognition and status” , which both positive propensity groups rate -

equally, there is a tendency for men with a positive propensity for

the active services to rate life goals as slightly more achievable in

the military than men with a positive propensity for reserve corn-

ponents. The differences are always very small in magnitude,

however.

Ii

_ _ _ _ _ _ _  _ _ _ _ _  
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TABLE 5 .12

ACHIEVABILITY OF LIFE GOALS
- 

RATING S BY INDIVIDUALS WITH POSITIVE PROPENSITY
FOR THE ACTIVE SERVICES AND RESERVE COMPONENTS*

A ctive Services Reserve Components

- . Learning as much as you can 2. 40 2. 52

Developing your potentiaL 2.45 2.55

Doing challenging work 2.32 2.41

Working for a better society 2. 63 2.68

Being able to make your own decisions on the job 3. 57 3. 62

• Job security 2. 23 2.28

Making a lot of money 3.47 3.51

Adventure and excItement 2. 06 2. 10

Helping other people 2.66 2. 71

Per•onal freedom 3. 81 3. 83

- Having the respect of friends 2.67 2. 68

•. Reco gnition and status 2. 49 2. 49

Scale: - + I Much more likely In the military
+2 = Somewhat more likely In the military
+3 = Either civilian or military
+4  = Somewhat more like ly In civilian

-
•_  +5  r Much more likely In civilian

* Differences have been ave raged to give equal weight to each service .

—

V .

1~ _ 
_ _ _ _ _ _ _
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5.8 Summary Comments on Active Services

From this analysis of positive and negative propensity groups a

profile has emerged which characterizes the likely candidates for active -

duty military servicer F ind ings  f r o m  previous wave s provide conf i rmat ion - 

-

-

that the high propensity young man in contrast to his low propensity peers

can be characterized as:

Demographics 1 :;

• Younger • •

• More likely to be unemployed

• More likely to be non-white

• Less educated

Having a les. educated father

• Having lower values on the Quality Index

Aftib~ides, Beliefs, Values -

• Feeling that Important job attributes can be foun4 in the
military -

• Believing that the military is relatively more likely to
enable achievement of life goals

• Underestimating military starting pay

• Relatively more motivated to enlist ehould pay be
increased $50 a. month

_____________________________________________ 

[F -
Environmental/Behavioral Variables

• Having had recent contact with a recruiter

• Having sought info rmation on a military career by mail -
~~~~ -

o r b y p hone

[
~~~
()

t 

_ _ _ _ _ _ _ _ _  
___________ _ _ _ _ _ _ _ _ _
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• Having taken an Armed Services test at a recruiting- .  station or in high school

• Having discussed entering the military with parents orfriends

• Feeling that his parents are more favorable to his en-
tering the mil itary

I
- .

I

_ _ _  

Ji~~~_____________________________________ ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ ~~~~~~~~~~~~~~~~~~~~~ ~~~~ -- - - ~ - - - - - - cr  - ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ ~~~~~~~~



Page 164

- _____

SECTION VI -

KNOWLEDGE AND PREFERENCES CONCERNING
. EDUCATION BENEFIT PROGRAMS

- 
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SECTION VI

6. 1 Knowledge and Preferences Conceni ing Educational Benefit Programs

The design of the tracking study allows the acquisit ion of additional

Information by adding new questions. Often this may be done only for a single

wave, but if the Information is found to be particularly useful , the Issue can

be monitored on an ongoing basis. Such new items are best inserted late In

the questionnaire so tha t they cannot confound wave-to-wave comparis ons of
L. selected survey measures.

In Spring 1976 a set of questions about knowledge of the GI Bill was In-

- troduced ~~~i a one-tim e baiis, It was found that young men had a general

understanding of the educational benefits available in the Armed Services, but

that the specifics of the GI Bill were poorly understood. Positive and negative

propensity Individuals did not diffe r significantly on overall knowledge.

The present survey included four new questions about educational bene-

fits. QuestIon 14 assessed knowledge of the current educational benefit pro-

gram In which the government contributes $2. 00 to an educational savings account

• for every $1. 00 whIch an individual contributes. Respondents were required

to identify this program from among three possible alternatives. Each alterna-

[ tive received 20-40 percent of the choices (Table 6.1). This suggests

1~
Ii 

_ _ _
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TABLE 6.1

KNOWLEDGE OF CURRENT EDUCATION BENEFIT PROGRAM S

Positive Negative
Benefit Alternatives Propensity Propensity

Eligible for up to 36
months of tuition assistance 28. 7 30. 2

Government adds $2.00 for
every $1.00 saved* 39.9 31.2

Eligible for up to 18
months of tuition assistance 20. 7 20. 6

Don ’t know/No answer 10.8 18.0
I ,

Base: AilPespondents

1 1  
- 

~~~~~~

_

* Correct alternative. The difference between the positive and negative 
- -

propensity groups Is statistically significant.

Source: Qu. 14

_ _ _ _ _  __________ _ _  ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~
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that considerable guessing ocurred. The positive propensity group selected

the correct program (I . e., government adds $2. 00 for every $1. 00 saved)

more often than the incorrect alternatives, and significantly more often than

the negative propensity group. Hence , It appears that , while knowledge of the

specifics of the current educational benefit is not very great , positive propensity

men are somewhat more informed than nçgative propensity men.

Variations in the level of the individual ’s contribution to this program

were exam ined in the succeeding question . The finding s in Table 6 . 2 show

that the majority of respondents indicated that they would partic ipate if savings

of $25 , $50 (correct minimum alternative ) or $75 (correct maximum alterna-

tive) per month were required , but that an optional $25 level was preferred by

the greatest number. At each level of individual saving for the program, posi-

t ive propensity men reported a greater expected partic ipation than negative

propensity men.

In summary, it appears that there is little knowledge about the current

educational benefit s plan. Positive propensity men are somewhat more fami-

liar with it than negative propensity men. Likewise, they report greater cx-

pected pa rtic ipation irrespective of the level of required savings. For all men

the lowest level of required saving s was the most popular. —

__________ ~~~~~~~~~~~~~~4J:



_____________________________- -

MARKET FACTS - .

Page 168

[
TABLE 6.2

EXPECTED PARTICIPATION IN ALTERNATIVE EDUCATIONAL PROGRAMS - 
-

I I
L

Perce nt Indicating That They Would Partic ipate

Positive Negative
Alternative Programs Propensity Propensity

If you had to save
$25 a month 79. 2 73. 0

If you had to save -

$50 a month* 72. 1 66. 2

~- i i
If you had to save

$75 a month* 62 .3 56 .3 
--

Base: All Respondents 
- -

* Cor r ect alternatives. The difference between the positive and negative propensity -
-

groups is statistically significant for  all alternatives. -‘ -

Source: Qu. 15a, b, c

____________  —----~~~- - ---— -- - -- 
-— -——-—-

-- -• ‘ - . -— ~~~~~~~•~~~-- ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ ~~
-_--



r~
- 

~~

- - - -  - -
~~~~ 

--
~~~~~~~~~~

--—— •

~~~

- - - -

~~~~~~~
---

~~~~~~~
- -- -  

~~~~~~

-

~~~~~~~~~~~~~~~

-- --- - -

~~~~~~~~~~ ~
_

-- -

~~~~~~~ 

r 

MARKET ~ ACTR ~~ ~~~~~~~~

- - 

~ ~~~~

~~~-

~~~ •~ -~~~ 

Peg. 169
- •

~~-

t~~ -~
,-_
~

_
-~- ~ ~

- -

- 

~
•
, 

~~~~~~~~~~~~~~ 

H 
• ~ 

- 

~ 

•

~

—

~~ ~~

~~~. ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~

~~ 
_ _ _

,- 
• -

L ~ 
__ - 

—

~~~ ~ 
APPENDICES

.- • ~

L.. 
- 

- .  -
---

- -
~

-

~ ~ 
-

~ 
.
;~~ 

- 

- 
~~~~~~~~ 

- 
• 

- —

-
~ 

-
~~ - - - 

-
~~ 

- 

~ 

- - - •
.- - 

- •
-

:~~~~~~~~~~~~~~~~~~~~~~~

~~~~

;~ 

- 
-  - - •

~ 
_ •c’ -!~-

1~

• 

~ 

~
-‘
* 

y

~~~~~~~ _ 

.

_ _



—S

MARKET FACTS
Page 170 - •

Because respondents are weighted unequall y it is not correct

to assess standard errors  by methods which would be appropriate with

unweig hted data. 
1

Hence , standard errors  were computed for all those variables 

~~repo rted at the national leve l u sing a replicated sample procedure developed

by W. E. Derning for use with wei ghted data (Proceedings of the ASQC,

June 5, 1961~. 
- .

Standard errors estimated in this way averaged 10 pe rcent

grea ter than those obtained by appl y ing -the  procedures ord inart iy used 
- -

with unwelghted data. -

The accompanying tables provide 95% confidence intervals for 
••

•

percentages observed ~n this study which are ten percent larger than those

obtained by ordinary binomial methods. ___Ir.-
~~~~~~~~ 4~ ,

_ _ _  ‘It
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STATISTICAL RELIABILITY

STATISTICAL RELIABILITY FOR DETERMINING ACCURACY
OF PERCENTS WITHIN A SINGLE SAMPLE *

At the 95% level of confidence

Magnitude of E~~~ected or Observed Percent
Sample 10% 20% 30% 40% 50%

Size 70% 60%

100 6. 4 8. 7 9.8 10. 6 10.8
200 4.8 6. 2 6 .9  7.5 7.6

400 3.3 4.3 5.0 5.2 5.4
600 2. 6 3. 5 4. 1 4. 3 4. 5
1000 2.1 2.8 3.1 3.3 3.4
2000 1.4 2 .0  2 .2 2 .4 2 .4

2600 1.3 1. 7 2 . 0 2 .1  2 .1
3000 1.2 1. 6 1.8 2 .0  2 .0

Not to be used for comparing observations from different groups of
respondents

** Observed percent 
± 

the appropriate number shows by how much the
observation could vary due to sampling erro r

STATISTICAL RELIABILITY FOR COMPARING PERCENTS
BETWEEN TWO INDEPENDENT SAMPLES*

At the 95% level of confidence

Average  of the Two Observed Percents
of Each 10% 20% 30% 40’7o 50%
Sample 80% 

~~~~~~~~~~ 
50%

100 9.2 12.2 14.0 14.9 15.2
200 6.4 8.7 9.8 10. 6 10. 8

400 4.6 6. 2 6.9 7 .5 7.6
600 3 .7 5.0 5.8 6. 2 6.3 **

1000 2 .9  3.8 4. 5 4 .7 4.9
2000 2.1 2.8 3. 1 3 .3 3.4

2600 1.8 2 .4  2 .8  2 .9  3.0
3000 1.7 2. 2 2. 5 2.8 2.8

* Not to be used for measu~~ing accuracy of percents within a single
- sample

** Minimum difference required between the observed percent s in the
two sampled populations to be statistically different

1.
-

I

- -
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APPENDIX U

TR ACKING AREA CON CEPT

The “Trackin g Area ” concept is an integral part of the study ob- L

j ectives.  It is de signed to allow each Service to relate the finding s to

one or several recruiting districts .  Each Service has a different nurn - 
-

ber of recruiting districts with some local discretion as to advertising . -

and recruitment allocations. A Tracking Area represents the common-

ality among Services. Data collection and analysis based on Tracking

Areas allow s comparison, evaluat ion , and goal sett ing within each -

Service on a local basis. -

The Tracking Areas were con structed around t~iese cr iteria:

1) to limit the number of Army District Recruiting Commands, Navy

Recruiting Districts, Air Force Recruiting Detachments and Mar ine - .

Corps Recruiting Stations to three each or less per Tracking Area , 2)

to see that the TA’s have a high commonality among services, i. e.,  a - -

high percentage of the counties ’ Military Available being common to all 
-

fou r Services and 3) to represent regionally meaningful clusters of

rec ruiting districts for the Services.

For purposes of this research, 26 TA’s were defined which ac- 
- .

c ~ s n t  for  every county in the Continental United States. This strategy

~~~~~~~~~~ for national conclusions to be drawn from the survey findings, - -

• .,.u s &adividusl findings for the 26 TA’s.

~~~~~~~~~~~~~~~~~~~ ~~~~~~~~~~~~~~~~~~ - _~~~_ __.__~~ . -~~- — - - - - - -—--—-—--—--
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Since each Tracac ln g Area is to contain undivided Recruiting Dis-

t r icts  for each Service, some countie s occur in more than one TA.

[ For all 26 areas the cumulative overlap La 13 percent.

The percentage of Military Avatlable s In the Un ited State s ac-

counted for by vary ing numbers of tracking areas is approximately as

follows:

Number Percent
of TA’s MElitar y Available

Top S 28.7

Top 10 52. 9

H Top l3 65. 1

Top 15 72 .2

Top iB 81.2

Top 20 86.8

AU 26 100.0

1;

.4

- - - - - __________ _________________ ____________________ ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ _
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APPENDIX III

WEIGHTIN G OF R ESPONDENTS

The need to compare characteristic s of individual tracking areas

lead s naturally to a stud y design in wh ich the numbers of respondents in

each tracking area are approximatel y equal. However , since the track-

ing areas contain unequal numbers of military avallablea , we

cannot estimate national stat ist ics b y simply add ing up the data for all the

respondents; respondents in larger  t racking areas should be weighted

more heavil y th an those in srnaUer tracking areas.

The respond ent weig hting system used in th ie  wave represents an

improvement over that of earlier waves.  In the fir st two wave s each

[ respondent was cLassified into one of 156 cells on the basis of tracking

area , age , and race (13 t racking areas  x 6 age categories x 2 races 156

cells). The actual number of mi l i ta ry  available a corresponding to

each cell was estimated from cen su s data. The weight for respondents in

a cell was th en simp ly the estimated number of military availables

corresponding to th at cell divided by the number of respondent s in the cell.

The problem with that weig ht ing method was that for some cells

w ith few respondents (such as black s In certa in age categorie s in certain

fi érackln g areas) the denominator of the weighting fraction was quite variable.

t i —  
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-

This led to weight s that varied considerably from cell to cell, an wide-

sirable property since it lead s to some loss of statistical precision In

the data. 
-

The weig hting system used in the current wave is somewhat dif- 
-

feren t in principle , in that fewer wei ghts are required. One weight Is

computed for each tracking area and another for each age/race combi-

nat ion. The weighting constant fox~ each cell is simply the product of

the appropriate tracking area and age/race weights.

Since fewer weight s are computed b y this method (26 tracking

areas plus 12 age/race combination s 38) than by t he old method I
(12 x 26 = 312) they are much more stable and the variation between 

F

effective weights applied to ind ividual cells is reduced substantially. -

This should lead to some increase in statistical precision.

For purpose s of comparison the Spring , 1976 wave of the study was

retabulated using the same techn ique. All results for Spring , 1976 in th is

report are based on the new weight ing techn ique , and will theref or e

diffe r slightl y from result s as ori ginally reported.

ci i-

t 

_ 
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APPENDIX IV

ADJUSTMENT IN PROPENSITY

The Youth Attitude Tracking Study contains two questionnaire

items on military enlistment propensity. One item covers voluntary

ment ions  of mi l i ta ry  se rv ice  as so m ething a young  man might  do in the

next few years  (Q. 3i). The second ite m is a forced  rating of like-

lihood of joining the m i L i t a r y  serv ice  (Q. 5a).

The two p r o p e n s i t y measures  have been hig hl y corre la ted  in past

t r ack ing  s u r v e y s .  A s  one p ropens i ty  measure inc reased , the othe r

measu re  also inc reased. Conversl y ,  as one measure  decreased , the

other  also decreased .  With  knowledge of the s t a t i s t i c a l  re lat ionshi p

between the two measu res  and g iven the  value of one of the p ropens i t y

measures , one can es t imate  the value of the second p r o p e n s i t y  measu re .

This  p rocedu re  was followed in e s t i m a t i n g ,  give n v o l u n t a r y  p ropens i ty ,

what the forced p ropens i ty  r a t i n g  value would have been for  each m i l i t a r y

service if the ‘top-of-mind” awareness que stion had not been asked.

The adjustment serves to remove f rom the forced propensity measure any

disto r tion introduced by plac ing a- new “top-of-mind” awareness

question in this questionnaire between the voluntary and forced propensi ty

measu res.

~

- r
_ _
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The propensIty adjustment was computed by regressing average

enlistment propens ity for the fou r active services on unaided mention of

the military as a career choice for Fall 1975 , Spring 1976 and Fail 1976 .

The relationship between average propensity and unaided mention of the

military was linear. This regression line had a slope which was virtually

identical to the slope of the regression of unaided mention with each of

the services. Figure 1 illustrates the relationship between propensity

and unaided mention of the military as a career. This slope had a

value of 1. 125. Using Fall 1976 to Spring 1977 reference points, un- - 
-

aided me ntion of the mil i tary as a career dropped from 6. 2% to 4. 5%,

a drop of 1. 7 percentage points. If 1.7 is multiplied by the regression

slope of 1.125 the result is 1.91. This represents the drop in average

propensity we would have expected if the “top-of-mind” question had not

been asked,

The expected average propensity for Spring 1977 is derived by

subtracting 1. 91 from 10. 6 (the average propensity for Fall 1976). The

result is 8. 7. This 8. 7 is what the average propensity for Spring 1977

would have been without the “top-of-mind” question. The observed

average propensity is 13. 4. The difference between the expected and

observed figures is 4. 7. ThIs 4. 7 1. the correction factor. 
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FIGURE 1

L RELATIONSHIP BETWEEN PROPENSIT Y AND

- 
UNAIDED MENTION OF THE MILITARY AS A CAREER

Propensity 
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~-ta r !~nt  Faci~s , Inc.. 100 0. Wac kcr  Drive . Chicago, lflinois 60606 0MB U 2 -R -0 3 3 9  Job No. H390-2

I .  - MILITARY SERVICE SI wJy Qu. I _____________

- Screening Quc.tions 
_____________ 51j: V

V iL tn rk ,  I Eucts Rep,. _________________________________________—- . 
6 8

I i. Id Station —- _________________________ 
I):,. - 

~~~~~~~~~~~~~~~ I L

Ttme liii. D~ gan A M/ P M  Time Eflded AM/PM ________ ____________

- 

— 

(i.D. ~) ;L L IEE1I I I J.~u
L f l? t i  - ouuc I Io . USED: A [ 1  U ~ ) (21)

I .  1- ~ !hc*-e a young man in your 1-nuachold in this age group? (DO NOT INCLIJUE SONS LIVING A V t A Y
A l  ~CHoflL.. ) 

V (I}2HMINAIL AND ItEccr~D ON
V.-. 7 No 2 

~~~CALL k~-:Cob1) 511FF AS “NOR’)

2a . How ‘ .‘.y (young men are thcr~~ in your household between the agea oI 16 and 21)?

- 2 3 4 S or nm, _________ 
(WI-tilE IN N~~M$ER) (22)

Jh . W hat is h~s . g .  pleas’- ? (Wh at arc their agee . please - - please start with ti- c oldest.) (RECORD BELOW .)
Qu Sa

( . .r r c f l tly
a ir .  or Sr. In M i l it a r y  S t -rv ice ,
in CnU.-ge- N~ tio@aI Guard or Reserves

- 
or in Qu. Sb Qu. Sc Qu 3d

Qu. 2b -  A.~.a Grad. School Now lie. LI. en Will Be
11 L~ £2 i~L ILL li2 ILL lit.

( I )  1 2 r-:~ Li. 1~ ~~~ .1 1 r~~ Li :~~ Lj i  L~ (23-2 7)

- -  (2) L.,i 2 ~ 6 L i  [
~ i LI Li Li 3 (28 —3 2 )

~ ) Ci L~ 1J3 [.~ 5 M L 1 L2 1 ~ Li L~~2 Li E~~ 
(33 .37)

(4) Li 1_~~~~[ .~. E 4 [ 5 [b  1 .~~~~ I , 2  Hj 1T~ L i  . (38-42)

- 3a. DI:IERMINE FOR EACH) Is (NAME FIRSt AGE) currently a Junior or Senior in college or attend ing
Graduate School ? (RE COI1 T) ASOVE .)

I 
3b. (DR rE R MIN E  FOR EACH) I. h. curr.-iptIv in .n l i it s ry  a~ rv i ee . Nat ional Guard  or the RescV rvea?

(THIS DOES NOT INCLUDE ROT C.) (kE CORD ABOV E .)

tJ 3c. (TI E ERMINE FOR EACH ) las he 
~~~

.- 1&L ~~~~~ ~° .n t l i t a r y  service . Nation a l Guard, or the Reierves?
(THIS DOE S NOT INCLUDE R OR . )  (KE(;oI% ABOV E .)

ad. ( D E t E R M I N E  FOR EACh ) Ha. lie ~g Lacca~~
eL mr service in a branch of the Armed Forcea and now

V is wait ing for the date whe n hr is to go on active duty ? (THIS DOES NOT INCLUDE ROTC.) (RECORD

L ABOVE. ) V

NOTE: QUAU} YING MALE S ARE THOSE WHO ANSW ERED “NO ’ 10 QU. 3a , 3b , Sc AND 3d. LIST THE
#~~ES OF THE QUALIFYING MEN III- LOW (STAR T ING W iT h THE OLDEST ) AND GO TO YOUR
“RESPONDENT SELECTION SHEET” tO DETERMINE WHO TO INTERVIEW . THEN, ‘X ”  ONE OF
TIlE BOXES BELOW TO INDICATE W HEUIER OR Nor AN INCENTIVE IS OFFERED (THIS IS
NOTED ON YOUR TELEPHONE LISTING SHEETS).

$1.00 incentive ,l ~~~ ‘ $2. 00 Incentive [ii 
7 

No incentle, ~

I NEAt, THE FOLLOWING: S~~ce the rest  of this interview askS for the opinions of young men. may
I please talk to (NAME SELECTED RESPONDENT)? You may tell him we will send him (NAME

• - AMOUNT OF INCENTIVE) to thank him for helping us.

________________________________ 

- 
Asea and Fit.t Name s of Qualilvine Male.

TELEPHONE NUMBER (Oldest) 1. —
(Next Oldest) 2. —

f - (Next Oldest) 3. __________________________________

(Next Oldest) 4. __________________________________

MAKE UP TO FIVE CALLBACK APPOINTMENTS TO COMPLETE INTERVIEW WITH MALE SELECTED. IF
UNABLE TO C~~(TACt , RECORD NAME. ADDRESS I. TELEPHONE NUMBER ON SHEET PROV IDED.

let App’t: Date —~~~~~~~~ Tln,e ______________ Result : __________________________________

2nd A 41- ’t: Date _______________ Time _______________ Ru- ult: ____________________________________

3rd App ’t: Date ______________ Time ______________ Result: __________________________________

f 4th App’I: Date _______________ Time _______________ Ri-suIt: ____________________________________

L) 5th App’t: Dste _______________ Time _______________ Result: ____________________________________

KEEP TRACK OF TERMINATES. CHECK HERE IF NO ONE ZNF HOUSEHOLD QUALIFIES OR IF (43) (44-78 opea )
NO INTERVIEW IS CONDUCTED 80-1

-----— ~~~~~~~~~~~~~~~~ -V- -~~ - —-- -~~~~~~~~~~

_ _ _ _ _  --. - . - - . 
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MILITAR Y SERVICE STUDY
• (Qualified Resp on den t )

Cd. 02
Mark.t F*cts ’ R.pr. (Dup. 1-4) a

Fi.Zd &atlon 
___________________________________________________

• Tim. Interview Began 
________ AM/PM Time Ended ________ AM/PM

‘I

CHECK INTRODUCTION USED ON SCREENING PAGE. USE CORRESPONDING “MAIN INTERVIEW
INTRODUCTION.” -

3a. Fir.t of all, just to be sure lam interviewIng the right  person, what Is your age please? 
-

16. . . .D~ 19 . . . Li~ t~~ ) -

l 7 . . . . [) T 0 . . . 0 3  I
18. , . .D~ 21 .

3b. Are you sttend ing school now ?

Y.s 1 -‘—0 (ASK QU, 3c AND THEN SKIP TO 0G. 31) (6) -

No Z”0 (SKIP TO QU. 3d) 
-

3c. What I. your current year In school ? (IF NECESSARY. ASK:) What type of school ii it?
lOth Grade (High School) 1 1st year of 4—year co llege (Freshman ) . .6 (7)
11th Grade (High School) 2 2nd year of 4-year college (Sophomore) .7 112th Grade (High School) 3 lat year of Junior/Community college . .8 I IFirst year of special training in 2nd Year of Junior/Community coliae e . .9 1

vocational or trade school .  . . ~ 3rd year of college 0 ITERMINATES.cond year of spe c ial training in 4th year of col1e~ e or more 
-.vocat ional or trade school. .  . 5

3d. Ar. you a high school graduate ?

Yes 1 “0 (SKIP TO QU, 31) No 2 (8)

3.. How many years of schooling have you completed? j
Les, than 1 year of High School . . 0 2 years of High School. . - . . - (9)
1 year of High School 1 3 year. of Hi/ h ‘~ch’ ‘1. -

31. Are you currently ernploycdl
• Yea 1 No 2 (10)

3g. Ar. you w~
’
rking full time or 3h. Are you currently looking for a job,

part time ? or not ?

Full time 1 (11) Ye. I No 2 (12) I -
- Part time 2

31. Now, let ’. talk about your plan. for the ne*t few years. What do you think you might be doing ?
(DO NOT READ LIST . PROBE WITH “ANYTHING ELSE?’ , ETC., UNTIL UNPRODUCTIVE.)

• ~~~~ mth~~ry

Going to schoo l 0 Work ing 0 Doing nothing Li I -
Military (RECORD BELOW. IF RESPONSE IS ‘JOIN THE SERVICE, ” DETERMINE BRANCH

~~ TYPE. IF BRANCH OF SERVICE ~~~~~~ IS MEN T IONED, DETER MINE ~~~~~~~~~~
• - IF ~~L, OF SERVICE ,~~~~~~~~~ IS MENTIONED, DETERMINE BRA N CH.

Tvoe of Service
Active Nationa l Don’t litton

• Branch of Service Thgr Re.erve. Guard_ Tvn.
Air Forc 1 2 3 4 (13)
Army 6 7 8
Con.t Gus rd 9 

- 
0 .-- R

Marine Corps I ‘
~ 

• --- 3 (*4) rNavy 4 5 --- 6

j  Don ’t know branc h 7 $ 9 0

I 

.

• 
-
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L
Jj. How ea sy or diffi’ult ii it for so..,eone of your age to got a full tint, lob In your area? Would you( say it I’. lu,o.t intpcsslble. very difficult . son *w ltat difficult or not difficult at all? (RECORD(
3k. How about getting a ourt time job -- would you say it is almost impo..ible, v ery difficult. sosn.wha*

difficult or not difficult at all? (1tECO’tD BEl OW ,)
3k.

Full Time I’Irt Tim,

AI,,,ost impossible 1 ( IS) 1 (16)
Very ditf i-cult 2

• - Som ewhat  difficult 3 3
Hot ijift is ott at all 4 4

Don ’t know 

4a. ‘Vh,cn I mention “A’,o..~l ~~~~ ~i~~- s ” or “mihil.s ry, “ which branch of Service do you think of f i r s t ?
(DO 

~~~ 
REA L)  ALi El-’NA tPdE ANSWERS . laICORI) DELOW .)

-lb. W hat Ia the ni-a: breoch ~ou tl,s,. . s i?  (DO NOT READ ALl ERNAIIVE ANSWERS. RECORD I -~IIEL(JW .1 - l irst Second All Other
Mention Mention MentIon.

(17) (18) (19)
Al, F,’r,~ 1 1 1
/ t rnsy 2 a 2

I ( _ O s_. ~ G ,aa:1  3 3 3
I) - sos- t sri)~ 4 4 4 

5 5 5 

0 0 0

• “is “low h i,, - ‘oi - , ‘ is m.d you a list oh severa l hin~ ,s which young men your age might do in the next
Lw f ears.  bor sb one I read. pleas. tell sue sow likely it Is th is t you will be doing that. For in—

~Iane • ho~ t i ;  1, a ii that you woulil bs~ . - .  (READ STATEMENT)? Would you say “Definitely,
Proljs, ’slv - s— . t.~ lil y Not . ‘ or “I)cf iuitely Not?

- I - Don ’t
Probably Definitely lfnow /

/~~[n itc1v Prolui t,ly Net Not Not Sure

- 
t% or~ ifl~ a, a latss, i,-r on .u,ssIr’ ,, : io., jobs 1 2 3 4 - 5 (20)
1% ~~rk~~s . - a sb ,  is In a b;i51.ies~ e l f , , ,- 1 2 3 4 5 (21)

-‘ ti .,- “ ilitire 1 2 _I 3 4 5 (22)

‘5 o r -  - - - :1. s.s,a ,m 1 2 3 4 S (23)

I I S e r s e s . .,, ‘~ationsl Guard 17 2 ~‘~ 7 3 4 5 (24)

I • )I~ ih5t  th~ Air National suardi J1 or the Army National Cinard [.3 ? Don’t Know 03 I (25)

i s  ii. s Reservea 1 7 27 3 4 5 (26)

(I ‘s:- .is.: Air Force 
I A r.-’y Coast Guard Mar ine Cerpa 

~ 
or Navy 

~ 
Don ’t 6) (27)

ht,- . s rve  R e - i c r . , -  I R , - s s ,rv s -  Reserve Know

I - i. r-  ~~~ In s, A ir 1 urce (a,- - is ,  ~tut y)  1 2 3 4 5 (28)

I S~. - i . in th, Ar,,,~ (ac,ivt duty) I 2 3 4 5 (29)

I S.-r - ing In bc s on.t Guard (active duty) I 2 3 4 5 (30)
l • I ) Sersing in Lb.- Marine Corps (as-the duty) 1 2 3 4 5 (31)

I I Servlu. A - jj it_.’ sms-v lacLie. duly) 2 3 4 5 (32)

• ( (/.-‘fK Qlj . Sb- Sc II- ‘)FFINITEL~~” OR PROBABLY ’ 10 ANY OF THE I SERVICES OK NATIONAL GUARD!
L. It l-~s~.RVEs. OR ic ~ \ULIIARY SERVICE IN GENERAL (BOXED ITEMS). OTHERWISE , SKIP TO QU, 6. ASE

lW. Si, SE )’A t~’\TELy FOR “ACTIV E DUTY” AND FOR NATIONAL GUARD/RESERVES.)

[ Sb. When do you ‘is lnk you will join (military service/National Guard/Reserves)? (RECORD BELOW ,)

Act ive Duty Guarda/Rea. rvcs

‘-‘/ithln I ,uanths 1 (I t)  1 (34)
r s Hct*esa 6 months m l  one yea r 2 2
I slofe than 1 ye ar but l,-ss than 2 years 3 3

- ~ years or ware 4 4
,ofl ’I know S S

I - Do you exp ect s - rn would entsr tb’ serv ice .. .s ’ ’-nlii’u’mI man or cc  en officer?

“ oUsted man 1 (351
JUicer 

I

1 

_ _  
_

- • - , - •
• •

• - - ~~ •- -
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L

6a, I’d lik , t o read sev eral statement.. AItsr I read each statement, plea.. tell me how important you feel
it would be it you w .re considering joining thu service. Hers ’s the firs t one. (READ STATEMENT)
Do you coos Mer that Extreme ly Important, Very Important, Fairly Important , or Not Important At AU?
(REPEAT FOR EACH STATEMENT)

Not
START Extremely Very Fairly Important Don’t 

- -

.ULL& Imn. ~ina~. ,j~~~~~ At All ~~~~~~~~

( ) Givs s you an opportunity
to bette r your life 1 2 3 ~‘ (36) -—

( I Trai n, you for leadership 1 2 3 4 5 (37)
Teache s you a valuable trade

or ski ll 1 2 3 4 s (38)
Helps you get a college education

wh il. you s erve 1 2 3 4 5 (39)
I Allows you to see many

different countries
a( the world 1 2 3 4 5 (40) 1~

Provide , g ood benefits for
you and your family 1 2 3 4 5 (41) U

I, a career you can be
proud of 1 2 3 4 5 (42) 

1~~
•

Ha. other men you would
liii. to work with 1 2 3 4 5 (43)

( ) Give , yo u the job you want 1 2 3 4 5 (44)
Gives you a jab which I.

challenging 1 2 3 4 S (45)

~~y. well to Start I 2 3 4 5 • (46)

6b. I’m golag to read the .tate m.nts again. Th~ f i rst ace ii ... (READ). Do you think this is true of may
ol ~ s ssrvlcss , or cot ?

6c. (17 “YES” TO QU.6b ASE:) WhIch~~~~ .ervIce is this most true of? (SINGLE RESPONSE

ONLY)

Qu. 6b Qu. 6c
Trus of

Any S.rv ica Moat True ~~ ;
START Don’t Air Coast Marine Don ’t ~~. 

- 
-

___  ~~~~~~ Corns Nave

( ) Give, you an opportunIty 1.
to bett.r your lit I 2 3 (47) 1 2 3 4 5 6 (58)

Tra ins 7., for leadership 1 2 3 (48) 1 2 3 4 S 6 (59)
Teach., you a valuable trade

or chill I 2 3 (49) 1 2 3 4 5 6 (60)
Helps you get a college

• - education whit. you ~•rve . . . I 2 3 (50) I 2 3 4 5 6 (61)
Al lows you to sue many

different coontr ins of the
world 1 2 3 (51) I 2 3 4 5 6 (62)

Provide, good benefit s for - -

you and your family 1 2 3 (52)  1 2 3 4 5 6 (63) 
- 

-

Is a career you can • -

be proud of 1 2 3 (53) I 2 4 5 6 (64)

• ( I Has other me. you would
lik e to work with I 2 3 (54) 1 2 3 4 5 6 (65)

( ) Gives you a job whIch Ie
challenging 1 1 3 (56) I 2 3 4 S 6 (67) U -

~~y. well to start 1 2 3 (57) 1 2 3 4 5 6 (68)

• 

j  

Gives you th. jab you want . . . . 1 2 3 (55) 1 2 3 4 S 6 (66 )

_________ 

[ h I
— 

— 
i_ I 

-~~-‘-o--—
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7a. If you were advisin g a friend who was thinking of entering a Service,
which Service would you recommend ? (DO NOT READ ALTERNATIVE
ANSWERS. )

Air Force .  . .1 Marine Corps . .4 (69)
Army 2 Navy 5
Coast Guard  . .3 None 0

7b. Will you please tell me everything you remember about the advertising 70for the Army Reserve or Army National Guard that you have seen or
heard recently. (PROBE:) What did the advertising say ? What did it _____

sh ow? What was the main idea the advertising was trying to get across?

1
71

1 
5

-
-• Have ~~~ seen advertising 01 SKIP TO 72

Have seen advertising, can ’t remember content . . XJ QU. 7d

7c. How do you feel about the advertising for the Army Reserve or Army
National Gua i~d? Would yo u say it was , personally . . . .  (REA!)

I ANSWER ALTERNATIVES. )

Very meaning ful to you 1 (73)

- - Somewha t meaningful  to you 2
Not very meaning ful to you 3
Not at all meaningful to you 4

7d. What do you remembe r about the advertising for the Active Army ?
(PROBE:) What  did the advertising say ? What did It show ? What
was the main idea the advertising was try ing to get across?

H . i
74

1
Have ~~~ seen advertising 01 SKIP TO
Have seen adver t is ing , can ’t remembe r ‘~ontent . . XJ QU. 8a

7e5 How do you feel about  the adver t i s ing for the Active Army ? Would you
say it was , personally . . . .  (READ ANSWER ALTERNATIVES. )

- 
Ve ry meaning f ul to yoi~ 1 (76)

I - Somewhit meaning ful to you 2
• 1. Not very  meaning ful to you 3

Not at all mean ing ful tc . you 4

1 (77—79
open )
80-2

I Cd. 3
L Dup.

1-4

fl (5-22

I. open)

- Ii

•~~~~ ~~~~ - - - - .-~~—‘ - ~~~~~~~~~~~~~~~~~~~~~~ - - 
-
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1. 

-

Now, let’s go on to another subject. -

8a. In the last six months, have you had any contact with a military recruiter
representing the active military ?

Yes No 2 (SKIP TO QU . 8c)  (23)

8b. How were you in contact with the recrui ter?  (READ EACH
STATEMENT . STAR T WITH THE “X’d ” ITEM .)

In the Last
START Six Months 

-

HERE Yea

( ) Have you g orse to a recruiting station and talked 
-

to a recruiter ,  . 1 2 (24)

( ) Have you talked face-to-face with a recruite r
somewhere other than at a recruiting station .  . . 1 2 (25)

( ) Have you heard a recruiter  g ive a talk at your
high school .  . . 1 - 2 (26)

( ) Have you talked to a local recrui ter  by tele phone . . . 1 2 (27 )

( ) Have you received recruiting literature in the ma il . . 1 - 2 (28) 
- -

8c. - (ASK EVERYONE ) In the last six months (READ EACH 14
STATEMENT . START WITH THE 1X ’d ” ITEM)

Ii
( ) Have you discussed the possibility of enlistment

with friends already in the service or who have u
been in the service . 1  2 (29)

( ) Have you talked with a teacher or guidance counselor
at school about possible enlieLment .  . . . . . . . . . 1 2 (30)

( ) Have you ta lked with your g irl friend or wife about — -

possible enlistment . . . . . . . . .  1 2 (31)

( ) Have you talked with one or both parents about
possible enlistment . . . . . . • . . 1. 2 (32)

‘ ( ) Have you taken an aptitude or career guidance test
• in high school g iven by the armed services 1 2 (33)

• ( ) Have you made a toll-free call for information
about the military . . . . . . . . .  1 2 (34)

( ) Have you asked for information about the m ilitary
• by niall . . . . . . . . . . . . . . . . . . 1 2 (35) ii

( ) Have you been physically or mentally tested at a
milltary exa m fnatton s t a u o n . . . .  . . . . 1  2 (36)-

~~~~~~~~~~~~~~~~~~ 

.

--

~~~~~~~~~~~~~~ 

_ _ _- ---
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L. Page ?

I have ..veral more qusettou s about milit ary rsc ruiiers . (IF “ NO” TO QU, So. ASK QU, St . OTHERWISK,
• 

- 

SKIP TO QU. 9b .)

St. Have yo u ever ba4 any contact wi th any milita ry rectntter~
Yes 1 No 2 (SKIP TO QU. 10) (37)

Sb. You say you have b e n  in contact with a milhiSry r cruiter. What branch or branches of th, serv ice
did they represe nt? (RECORD BELOW. PROSE.) Any other military recruiter? (PROBE UNTIL
UNPRODUCTIVE. )

Marine Guest Don ’t
Air Fore. Ar my Cor~ a

Recruiter. repreeent.d 1 ~~~ 
2 •‘ •7 3 ‘ 7  4 5 6 (38)

Sc. (iF “AIR FORCE.” “ARMY,” OR / I / StIP
“MARINE COR PS, ” ASK:) ~~ I I / 

t
ro

(NAME SERVICE) recr uiter repre- / I I QU 10)
sent the (READ ALTERNATIVE I I
ANSWERS - EXCEPT FOR “ (39) 

~ 
(43 1 ~ (4?)

“DON ’T KNOW”)? Active Air cUre cliv.
Force. . Qi’-’~ Army . .01-~ ~.arines Di

Air Nat, rmy Nat. Mirute
G~i~4. , Guer’i. . C~ I Rcaerve £~

- Air Force rmy Don ’t Know ç13
Reserve, Q~ I Reserve, D I

Dcn ’tKnow Dg I Don ’tKnew Ol I
(ASK QU. Sd-f FOR EACH “AC TIVE ’
RECRUITER CONTACT OR “DON’T
KNOW ” FOR THE AIR FORCE, ARMY .

him? (40) (44) (48) (51) (54)

Recrui ter co ntacted first 1 1 1 1 1

Rsepcndent contacted first . . . . 2 2 2 2 2

Sr. How adequate was the information
you got from the (NAME SERVICE)
recruiter? Did he give you  (41) (45) (49) (54) (55)

All the Information you
wanted 1 1 1 1 1

Moat of it 2 2 2 2 2

Or, Very little 3 3 3 3 3

St. Wa. you r attitude toward joining (NAME
SERVICE) more or less favorable than
befo re you talked to the recruiter , or

• d:dn’l it change ? (42) (46) (50) (53) (56)

More Favorable
(Wa. that ....)

Mach more favorable I 1 1 1 1
• or , Slightly more favorable . . . . 2 2 2 2 2

~ 1dn ’ t ~~a~ne 3 3 3 3 3
Lii. Favorahla

- 
(Was t h a t . , . . )

• Slightl y lee, favorab le 4 4 4 4 4
or , Much lees favorable S S S 5 5

10,. A. far as you know , what is he .tarting MONTHLY pay for an ENLISTED MAN in the military --
before taxes are deducted ? (ROUND TO THE NZAJIJST DOLLAR.)

(WRiTE IN) $ __________________________ Don ’t Know C.PC “1 1 I 1 ioo
I~~ , U the start ing pay were incr ee..d by $SO a month, would you b. more likely, or not , to consider

joining one of the active military eervics a?
More Likely 1 ~~ Wou1d it be  (61)

• 
- Much more likely 2

Somewhat more likely . .  3
lust a little more likely . .  4

Not mOru likSly :

• - -  - • •~k• . _~~~,L. . , 5 f l  _~~- ~~ ,_  ‘5 f’fl 2~ ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~
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11. 1 am going to read a list of life goals that young men Like yon reeli might have. A. I read etch one,
please tell me whether you feel you wo uld be more likely to achieve thi, goal in the military service
or In a civilian job, or could it be achieved i~ either on e? (READ FIRST GOAL. IF “MILITARY”
OR “CIVILIAN, ” ASK:) Would you say you would be (much more likely or somewhat more likely
to achieve this goal in the military) OR (somewhat more or much more likely to achieve this goal
In a civilian job)? (RECORD BELOW .) 

- 
-

Military Either Civ ilLan
Much Somewhat Military Somewhat Much
More M~~0 or More More

Likely Likely Civilian Likely 
~~~~~~

Personal freedom 1 2 3 4 5 ((-. / )

Developing 5our potent4al 1 2 3 4 5 (U )

Sob aecu rity . i.e., a steady job 1 2 3 4 5 (6~ )

Making a lot of money 1 2 3 4 5 (6 - :
Work ing for a better soci ety 1 2 3 4 5
Having the respect of friends 1 2 3 4 5 (67)

Doing cha lleng ing work 1 2 3 4 5 ( - - j

Adv enture and exc itement I 2 3 4 5 (6’) ) j
Learning as much as you can 1 2 $ 4 5 I -~)
Help ing other peop le 1 2 3 4 5 (71 )
Being able to make your own decisions

on the j ob I 3 4 •
~ ( 7 k )

Recognition and status 1 2 3 4 (7 ) - - - 
-

Juit a few more quest ion .. How would your parents feel if you told them you w ,- re thinking about jo ining ~~~~ ‘

any of the military services?

lZa . Would your ~~~~~ be in favor of your joining the *it’~ vice . agaln at it. or n.-utral? ~~
(IF “IN FAVOR , ” ASK:) Would he be very much in favor of it or slightly in favor of i t ?  I I

(IF “AGAINST , ’ ASK): Would he be slightly against ir or very much again.: it?
(REPEAT QUESTION FOR “MOTHER. ”) (RECORD BELOW .)

Fa~j~~~ Mother
(6) — -

DON’T HAVE U 0

124 FAVOR ‘ 
- 

-

Very much 1 1 - -
Slightly 2 — -

4GAINST
Slightly 3 . -
Very much -i 4

NE U T R A L s
DON’T I<NOW (, 6

LZb. (ASK FOR EACH PERSON IN QU, 12. WHO WAS “IN F’AVUR ’ fli t AGAI NST” ) You ~~ i,I
your (NAME PERSON) would be (IN FAVOR OF/ AGAINST) your joinin~ one of the- mil itary
services. Why do you thin k (he /s he) wou ld h-el that way ? (DON’T hEA U A L T E R N A T I V E
ANSWERS. )

Fath.ir Mother
FAVORAB LE COMMEN-rS (7) (9)

- Patriotism 
Grow ing up/maturity 2 2
Benefits are good 3
Exciting job/career 4 4
Jot, training/learning t. car~er 5 5

Other than the above 6 6

UNFAVORABLE COMMEN1~ (d) (10)
Separation /being apart 1

•~ Danger /fear of injury or d,-~ t I ’ 2 4
Loss of status of military vs. civilIan statue cart -t i-

(e.g., “You can do better than being a sol dio r ” ).  1 3
Civilian education 4
Negative military experience b-j father S S

Other th an the ehove ~- 6

L

~~~~~~~ r,~’ _Srf laf -Z ~ —
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(ASK QU , 13a & 13b IF “YES” TO “TALKED WITH ONE OR BOT H PARENTS”

-- QU. 8c , PAGE 6.

13*. You told me you had discussed the possibility of join ing the military with
one or both of your parents. Which pa r ent did you disc u ss it w ith --
your father , your mother , or both ?

Father 1 Mother 2 Both 3 (11)

13b. In your discussions , who is usually the one t~ b r ing up the poesiv ility of
joining the military -- you or your p arent (s )?

Res pondent 1 Parents 2 Both/not sure 3 (12)

14. You probably know that ve terans  of the military service can receive
fi nancia l support for schooling, Please tell me whi ch of the f ollowing
three state mente best describe s the educational assistance program
available to those current ly  entering the service, (READ STATE-
MENTS . START WITH “X ’d” ITEM .)

START
HERE

Those who complete their  tou r of Service are  elig ible
fo r up to 36 months  of tuition assistance 1 ( 13)

For those willing to place a portion of their  pay in an
educationa l saving s account , the gov ern ment will add
$2. 00 for every $1. 00 they save during their  three
year tour 2

Those who complete their tour of Service are elig ible
for up to 18 tnonths of tuition a s s i s t ance  3

Don ’t know 

15.. There is a cur ren t  educational benefits program that involves setting aside
a por tion of you r mon thly paycheck , and after three years the government
will add $2 . 00 of educ ational assistance for every $ 1.00 saved. Given
th at the c u r r e n t  starting monthly pay is about $375 , a nd assuming you
jo ined the mi l i ta ry ,  do you think you would participate in this educational 2
savings p r o g r a m  if you had to save $25.00 a month?

Yes  I No 2 Not sure 3

15b. Wh a t if you had to save $50. 00 . month?

Yes 1 No 2 Not su re 3 
( 16)

l5c. Do yo u think you would p art icipate if you had to save $75. 00 a month ?

Yes 1 No 2 Not sure 3 (17)

16. (REFER TO “RESERVE TERM DESCRIPTIONS” AND “PAIR SHEETS”
FOR THIS QUESTION .)  So far we have been talking about the military in

• ge neral.  Now , I’d like to a k  you one question about the Reserves. In
the Reserve . ., . .  (READ PA R AGRAPH INDICATED BY THE FIRST TWO’
DIGIT NUMBER OPPOSITE THE PAIR TO BE USED). A l s o , , , ,  (READ
PARAGRAPH INDICATED BY THE SECOND TWO-DIGIT NUMBER
OPPOSITE T I-F PAIR TO BE USED).

I want to read you two brief description s of possible Reserve situations.
Pl.ase tell me In which situation you ’d be ~~~j,g, likely to join . (READ PAIR. )

(IN BOXES BELOW RECORD: (1) RESPONDENT’S ANSWER; (2) FIRST
TWO-DI IT NUMBER;  (3) SECOND TWO- DIGIT NUMB ER;  (4) FOUR-
DIGIT N U M B E R .)

• ~t~~I I L] I  I II I I 1 126
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CLASSIFICATION SECTION

Now , I have a few questions to help us put our participantS into prope r groups . Remember that the information
you give us is completel y confidential.

Are you married , s ing le , sep arate d or divorce d?

Married 1 Single 2 Se pa rated / Divorce d /Widowed 3 (27)

18. What was the highest educational level your f ather complete d ? If you are not Cure . please
give me your best guess. - -

Did not comp lete high school 1 Fin ished college (four years )  ~ (28)
Fin is hed high school or equivalent .  2 Attended graduate or profe ssi on a l
Adult educat ion program 3 school 
Business or tra de schoo l 4 Obtained a graduate or prof essional
Some col lege S degree 6

19. Wha t (are/were) your average grades in hig h school ? (READ LIST OF GRADES. )

A’ s and B ’ s 1 (DON ’T READ) (2 9)
B’ s and C ’ s 2 Does not app ly S
C’ s and D’s 3 Don ’t remember 6 - -
D’ s ~od below 4

20. What education program (gre you/were yo ’ i) in, in hig h school ’ ( READ ALTERNATIVES)

College prepa ratory 1 Commerc ia l or bus ines , training 2 Vocat ional 3 (30)

21. Which of the following mathematics courses . if any, did you take ~~~~gj3, in high school ?

Elementary Alegebra 1 Intermediate Algebra . .  - .3 (3 1)
Plane Geometry 4 Tr igonometry 4

(DON’T READ) None of these 5 —-s

22. Did you take ,sn~~~ggJ ~ny science course, in high school which covered electricity or electronics?

Yes 1 No 2 (32)

23. Just to be sure we are representing all groups in our survey , please tell me whether you
describe yourself aa . . . (READ 1.1ST )

Cuban 1 Other Spanish . . - 4 Orienta l . . . 7 (33)
Mexican—American .  2 American Indian . - 5 White 8
Puerto Rican 3 flack I, Refused , . . Ii

24. Name of Respondent

Addr ess _______________________________________________________ — -

City/State ________________________________ Zip Code ____________ _______________

Iele phone number ,.. ,.,..J — 
34 1”I I I I ]38

25. Next, I would like to know your Social Security Nember. Because of a recently enacted law, I must
tell you that the authority to request thla information I. given in 10 USC 136. Providing this inlorma—
tin is voluntary on your part and there are no consequences if you choose not to do so. This Informa —
lion Is necessary to enable us to re—contact you in the fu ture regarding your decisi on s.

What is your Social Security Number?

-__—‘ —‘ ~ 
. ~I7[ ~ ~~~~~ 

I I ~LJ47
Ref used , ,

Your opinions h.,vs been very helpf ul and I appreciate the time you took to participate in this survey. Thank you.

~~~~~~~~ I M P O R T A N T :  10 MAKE THIS A VALID INTERVIE W . PL EASE RF.GORI3 ON PAGE 1 AND HERE
THE I. D. NUMBER FROM YOUR CALL RECORD FORM. [ i

48L11 ii I II I 1 154
- (55—79 F

open)
80-4

11
• ___- -- ~- -~~--- -- - 
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