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UNITED STATES ARMY RECRUITING COMMAND
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STRATEGIC PLAN FY02-FY07

“The Army - - active, guard, reserve, retired, veteran - - must recruit the force for ... recruiters to be successful.  I don't think we have fully energized the potential for doing this.  I want us to develop a comprehensive plan for organizing and energizing the entire force to help [recruiting]….  I don't want the plan to be a one-time event but a comprehensive effort to continuously and consistently accomplish The Army's recruiting mission.”

GEN Eric Shinseki, Chief of Staff of the Army

1.
Introduction

1.1 Purpose

USAREC’s strategic objective is to reconnect the Army with America by increasing the Army’s participation in community development activities that will result in increased Army awareness and recognition.  This will be accomplished by integrating the total force in support of Army recruiting and working with community civic, political, educational, and business leaders who can facilitate an increase of patriotism and a desire to serve their country in the Army.

The purpose of strategic initiatives should be to influence the next generation to join the Army.  What do we do now to prepare, motivate, and encourage the next generation to have positive propensity towards joining the service.  Part of the solution is to be part of America again, to be seen on the streets, to be part of the community, to gain the confidence of the schoolteachers, counselors, parents, and the respect of our peers.  

Strategic Partnerships (SP) is an integrated, systematic approach to identifying, managing, and sharing all of the Army programs involving community, educational, advertising, promotional, industry, and workforce initiatives.  Fundamentally, SP provides integrated strategies and guidelines on how the Army should interact with their communities and how, collectively, to support Army programs and recruiting initiatives that result in enhanced Army awareness, patriotism, and service to country.

1.2 Background

Historically, Army recruiting or armed forces recruiting has competed with academia and business for the same quality youth, that is, those highly motivated individuals who will become assets to their organizations. Educators and parents tend to see the Army as the choice for those with limited resources and opportunities. The Army has somewhat perpetuated that idea by using primarily economic and educational incentives targeted to the socio-economically disadvantaged classes. High school counselors are “graded” on how many seniors continue to post-secondary education, even though those seniors may be ill prepared, poorly resourced, not mentally ready, or too immature for the college experience. Business, likewise, continues to run into labor pool shortages when it comes to high quality, qualified individuals. These shortages now dictate business relocations to better-prepared areas. Businesses are also not shy about investing money and resources in the communities they occupy as a method of attempting to prepare their workforce. Scholarships, on-the-job training, and community and vocational college curricula that are custom-crafted for specific businesses are but a few of the programs available to the youth of today.  

The Army, on the other hand, has been and will always be one of our country’s premier trainers in job skills. Likewise, the Army is one of the most technologically innovative institutions of America. The Army’s cutting-edge innovations require increasingly smart and trainable individuals to join its ranks. Post-secondary education is not only a business requirement for advancement; it could also become a pre-qualifier for entrance into the Army of the future.  

High school graduation rates continue to be a challenge in many communities. Factors like weak college preparation classes, lack of resources, family obligations, and immaturity continue to contribute to a high college-dropout rate among our youth. Instead of academia, industry, and the military all competing for those individuals who survive the system (disregarding those who don’t), the Army can, through the establishment of community partnerships, put that individual on a “path to success.” This path to success not only can benefit the individual, but also the Army, the educational and business institutions, the community, and the nation as a whole.
2. Scope

This plan applies to all Army institutional elements and operating forces.  SPs are critical to meet manning requirements in support of Army Vision and Transformation initiatives.  The non-recruiting Army must be engaged in recruiting support, to include the community development required to raise and maintain a sufficiently qualified manpower pool from which to recruit the smarter soldiers who will be required to manned the equipment and accomplish the missions of the Objective Force and beyond.

3.
Mission

The mission of USAREC’s Strategic Partnerships is to reconnect the Army with America by increasing the Army’s participation in community development activities that will result in increased Army awareness and recognition.  This will be accomplished by integrating the total force in support of Army recruiting and working with community civic, political, educational, and business leaders who can facilitate an increase of patriotism and a desire to serve their country in the Army.

4.
Vision

USAREC’s Strategic Partnerships vision for the future is to establish partnerships that enable programs to revive pride in military service. We must transform the Army’s institutional force into integrated organizations that partner with their surrounding communities and America as a whole. Additionally, we leverage our information technologies to facilitate the integration of our total force assets in support of community activities.

As the vision indicates, the Army must change its corporate culture from the “sales” concept to one that models an insurance or “investment” concept.  As a partner in the community, the Army will no longer take away intellectual capital without returning a better product.  Instead of competing with academia and industry for quality individuals, the Army will facilitate those individuals’ ability to study and to acquire skills, training, and further education. Ultimately, the Army’s goal must be to return the trained, experienced, and disciplined veteran to his community not only as a contributing member, but also as a leader among his peers, and a pathfinder towards the future. These changes will also impact the way the Army is structured and manned, how it conducts its business, measures its performance, how it is involved in communities, identifies its requirements, sets up its recruiting stations, and uses information technologies.

5.
Planning Assumptions

USAREC’s Strategic Partnership Plan must take into account the overall environment and market characteristics. Planning assumptions are as realistic as possible taken into accounts the changing environment of Army recruiting. We have taken into account the major characteristics of the three primary forces driving the partnership strategy: Hispanic market, college market, and labor market. A brief summary of the underlying characteristics used in planning and targeting our partnership strategy is enclosed.

5.1
Characteristics and trends of the Hispanic market

The Hispanic market is defined as those persons of Hispanic heritage. Realistically, since the base information is provided by the Census bureau, our fundamental statistics are based on the self-determination by those accomplishing the census surveys and those providing the information to the appropriate agencies based on their best interest. The Hispanic population is the fastest growing demographic in the United States and is projected to become 25 percent of the U.S. population by year 2025. The sheer magnitude of this increase also partially drives characteristics of the college and labor markets. The first generation Hispanic immigrants are generally under-educated as compared to the rest of the U.S. for their specific age groups.  The younger generation is attending high school, but its graduation rate is 42 percent, as compared to the general population graduation rate of 80 percent. The largest 10 recruiting battalion areas of Hispanic population are, in order:

1. Los Angeles

2. San Antonio

3. Miami

4. Phoenix

5. Southern California

6. New York City

7. Houston

8. Dallas

9. Sacramento

10. Chicago 

5.2
Characteristics and trends of the college market

The college market is defined as those qualified individuals who are planning to attend college, are currently attending college, have stopped-out of college, or have earned a certificate or degree from a postsecondary institution.  Specific sub-markets in the college market are:

(a)  Intention to attend / Enroute to college

          
College immediately

                
Delayed attendance

          (b)  Stop-outs

(c) Successfully attending

(d) College graduates
Even though the college continuation rate is at an all-time high (67 percent), graduation rates remain low. Roughly about a third of all college freshmen complete a bachelor’s degree in four years, with another third completing their degrees in an extended time frame. The last third never finishes a degree. Many factors contribute to this high dropout rate: money, poor college-preparatory classes, and family requirements. Even among those students receiving scholarship moneys, there is the requirement to work at least on a part-time basis for food, lodging, clothing, and miscellaneous expenses. This necessity for additional income clearly competes for study time, contributing to the high dropout rate, especially among those who may not have had proper preparation. Of those students entering college, about 33 percent enter community or a junior college (vocational programs included) with 66 percent entering four-year institutions.

5.3
Characteristics and trends of the labor market

The labor market is defined as those able to work.  However for USAREC purposes, we must further refine the qualified labor market as those with a high school diploma, between the ages of 17 and 34, who are non-prior service (i.e., with no previous military service).

According to the Bureau of Labor Statistics (BLS) in their report “METROPOLITAN AREA EMPLOYMENT AND UNEMPLOYMENT: DECEMBER 2001,” in December 2001, 305 metropolitan areas reported higher unemployment rates than a year earlier, 21 areas had lower rates, and five areas had rates that were unchanged.  Ten metropolitan areas had jobless rates over 10 percent, with seven of these in California and two along the Mexican border in other states.  Only three areas recorded rates below 2 percent, compared with 43 areas in December 2000.

Ninety-six metropolitan areas registered unemployment rates of at least 5.5 percent in December 2001, up from 34 areas a year ago. Meanwhile, 16 areas had rates below 2.5 percent, down from 90 areas in December 2000. Two areas in California posted the highest jobless rates: Visalia-Tulare-Porterville (16.3 percent), and Merced (15.5 percent); these are followed by Yuma, Ariz. (14.9 percent). Note that areas with large universities tend to have lower unemployment rates.  The lowest rates in December were in two such areas: Bryan-College Station, Texas (1.4 percent, and Columbia, Mo. (1.7 percent).

Two Piedmont-region manufacturing centers recorded the largest over-the-year unemployment rate increases, Danville, Va. (+6.0 percentage points), and Hickory-Morganton-Lenoir, N.C. (+4.9 points). San Jose, Calif., which includes the Silicon Valley, had the next highest over-the-year rate increase (+4.8 points). Thirteen additional areas registered increases of at least 3.0 

percentage points, and another 45 had increases of 2.0 points or more. The 61 metropolitan areas with increases of at least 2.0 percentage points included seven of North Carolina's 11 areas and six of Michigan's nine areas. In addition, more than one-quarter of the 65 metropolitan areas in the West recorded unemployment rate increases of this magnitude. The largest over-the-year rate decreases were posted in Yuma, Ariz. (-3.9 percentage points), and Gadsden, Ala. (-2.5 points).  Two other areas recorded decreases of at least 1 percentage point.

Of the 51 metropolitan areas with a 1990 census population of one million or more, Miami, Fla., continued to report the highest unemployment rate (7.6 percent), followed by Portland-Vancouver, Ore.-Wash. (7.0 percent), and New York, N.Y. (6.5 percent). The lowest rates were in Hartford, Conn. (3.1 percent), and Columbus, Ohio, Orange County, Calif., and Washington, 

D.C.-Md.-Va.-W.Va. (3.2 percent each). All 51 large areas recorded rate increases over the year of at least 0.4 percentage point.  The largest increases were once more reported in San Jose, Calif. (+4.8 percentage points), and Portland-Vancouver, Ore.-Wash. (+3.9 points), followed by

Dallas, Texas, and Denver, Colo., each at +3.1 points.  Eleven additional areas posted over-the-year rate increases of more than 2.0 points.

Among the 274 metropolitan areas for which December non-farm payroll data were available, 152 reported over-the-year declines in employment, 120 reported increases, and two had no change. The largest over-the-year employment declines were recorded in New York, N.Y. (-95,400), Atlanta, Ga. (-60,400), San Jose, Calif. (-45,000), Detroit, Mich. (-42,700), and Chicago, Ill. (-41,700). Much of the employment decline in New York, N.Y., can be traced to the aftermath of the September 11th terrorist attacks on the World Trade Center. The numbers reflect both jobs that were lost due to decreased business activity and jobs that were lost due to firms relocating elsewhere. The largest over-the-year percentage declines in employment were posted in Danville, Va. (-5.6 percent), San Jose, Calif. (-4.3 percent), Decatur, Ill. (-4.1 percent), and Rockford, Ill. (-3.9 percent). (See table 2.)  The largest employment increases were reported in Tampa-St. Petersburg-Clearwater, Fla. (+40,100), followed by Dallas, Texas (+33,700), Washington, D.C.-Md.-Va.-W.Va. (+27,600), and Orlando, Fla. (+25,800).  The largest over-the-year percentage increases occurred in Fayetteville-Springdale-Rogers, Ark. (+4.4 percent), Brazoria, Texas (+4.2 percent), Jersey City, N.J. (+3.4 percent), and Tampa-St. Petersburg-Clearwater, Fla.  (+3.2 percent).

Over the year, non-farm employment decreased in 23 of the 38 metropolitan areas with annual average employment levels above 750,000 in 2000. The largest over-the-year percentage declines in employment in these large metropolitan areas were reported in San Jose, Calif. (-4.3 percent), Atlanta, Ga. (-2.7 percent), and Portland-Vancouver, Ore.-Wash. (-2.4 per-cent). Among the largest areas, Tampa-St. Petersburg-Clearwater, Fla., had the highest over-the-year growth rate (+3.2 percent), followed by Orlando, Fla. (+2.8 percent), Riverside-San Bernardino, Calif. (+2.4 per-cent), and Fort Worth-Arlington, Texas (+2.1 percent).

Over the year, employment growth was most widespread in services and government, with increases in 180 and 206 metropolitan areas, respectively.  Manufacturing continued to be the weakest industry division, with 244 metropolitan areas experiencing employment losses over the year.

6.
Program Evaluation

The measures of performance or metrics used to evaluate this program must be long-range and broad-based. The USAREC standard metric of performance, “contracts today,” cannot be applied.

7. Programs

7.1 College First – Educational Partnerships

The first component of the strategic partnership plan is the College First Initiative. College First provides high school grads the opportunity to earn an associate degree prior to Army service. This test program enables high school diploma graduate applicants who score in the top half of the Armed Forces Qualification Test to attend up to 2 years of post-secondary education prior to accession.

USAREC introduced College First in February 2000.  This program option is offered to 40 percent of the country and allows young men and women to attend post-secondary institutions for two years before entering the active component.  The program was designed to assist in the penetration and expansion of 2-year community colleges, vocational and technical school markets.  Three test cells were established within the command at inception.  Test Cell A contains 24 battalions and is not authorized to participate in the test.  Test Cell B contains 9 battalions and participants have the option to enlist into the Delayed Entry Program (DEP) or enlist into the Army Reserve while attending school.  DEP participants will not attend Initial Active Duty Training (IADT) until accessed into the active component.  Applicants enlisting in the Army Reserve must complete IADT during their two years in the program and participate in all required training with their reserve unit.  Test Cell C contains 8 battalions and participants must enlist into the Army Reserve, complete IADT and participate in all required training with their reserve unit.    Participants enlisted into the Delayed Entry Program (DEP) under Test Cell B, receive a monthly stipend of $150 during their enrollment in the post-secondary institution.  Participants enlisting under the reserve option in Test Cell B and C do not receive the monthly stipend however, receive pay and allowances for IADT and duty performed with their reserve unit.  All participants are required to access into the active component upon the completion to the 2-year program.  Participants completing or withdrawing from the program prior to the 2 years will not be required to repay the monthly stipend or pay and allowances received.  Participants that received the stipend and do not access into the active component will be required to repay the stipend amount received while in the program.  Changes to the Fiscal Year 2002 National Defense Authorization Act (NDAA) increase this program option from 24 months to 30 months.  All participants will receive stipend payments.  Participants will receive $250 per month during their first year and $350 per month during their second year.  Payments will not exceed 24 months.  Participants will also receive a $3000 enlistment bonus during their initial enlistment in the active component.  While loan repayment eligibility language has been removed, participants remain eligible for bonuses and Army College Fund.  Implementation of the changes under the NDAA is yet to be determined.
7.2 ARMY Partnership for Youth Success (PaYS)

The Partnership for Youth Success Program as an opportunity for a specified number of applicants to obtain employment, in the private sector, upon honorable discharge from Active Duty or completion of initial entry training for Army Reserve soldiers.  Initial focus for PaYS is on FORTUNE 1000 and companies large enough to provide a useful, long range forecast of job opportunities. The PaYS program will also establish partnerships with smaller, local companies that can influence the Top Ten Hispanic markets.  Partnerships with regional and local companies are assessed based upon the reputation and stability of the candidate company, current distribution of available PaYS jobs in the target market, and opportunities to establish relationships with local recruiters.
7.3 Workforce Development

Workforce development is being created by the union of the “College First” program and the “PaYS” program.  It is the basic cycle of taking an individual, providing educational incentives, training them on a skill, providing the experience that is required for certification or expertise, and returning them to the community with preferential hiring in a company of their choice.  This cycle build the community’s labor pool, which in turn, allows the community to market itself and attract more businesses, creating jobs and financial opportunities.

7.4 TF Black & Gold (TF Cooper)

TF Black and Gold is more than resources.  Propensity is not ultimately defined by how many commercials and recruiters you see; but by the delicate balance of the benefits of service vs. the cost associated with service.  Benefits include money, education, and the whole TEAMS concept.  It also includes self-pride, and not only the support of your family, but also the praise of your classmates and your neighbors.  Cost can be measured as time ROI, as well as risks associated with the job.  Why do people become policemen and firefighters?  Considerably more risk than the Army, but they have pride in their jobs, and the respect, support and praise of their neighbors, everyday.  We, in the Army, go away, live in post behind closed gates, and socialize with others just like us.  We forget why and whom we fight for, America forgets we are fighting for them.  We do not only have to show the community we care, but most also show the soldiers that America understands, or at least recognizes the sacrifices soldiers are willing to make.

7.5 Junior ROTC

Junior ROTC is a strategic initiative that allows us to present the idea of the military lifestyle to High School students.  By mission, JROTC attempts to create better citizens, but also emphasizes military values, and presents the idea of the military lifestyle.  JROTC could fall under the proponency of the OSP, but it requires the prior integration of cadet Command and USAREC, or at least the constant coordination within the commands to fully exploit the JROTC potential and the community visibility it provides.

8. Marketing Strategy (Areas of priority)

8.1 Recommended priority targets

Priority areas are designated primarily as the cross section of weak labor opportunities and college-age population as determined by both general and Hispanic population. The data used comes from different government sources and will have to be adjusted yearly as areas compete for resources.

1. Richmond, VA 

2. Miami, FL

3. Southern California (San Jose to San Diego)

4. Portland-Vancouver, OR-WA

5. Albuquerque, NM

6. Phoenix, AZ 

7. Chicago, IL

8. New York City

8.2
Targets of opportunity

We must also recognize that the political conditions may dictate that we involve other communities not in the top priority list.  These communities may yield a degree of support from prominent leaders that would benefit the national program.

1. El Paso, TX

2. San Antonio, TX

8.3
Existing partnerships

As of this time, there are existing College First partnerships that have not been properly resourced. It is to the benefit of the Army to continue these existing programs and resource them properly as we strive for regaining the military pride among our communities.

1. Dallas, TX

2. Tucson, AZ (Pima County) 

9.        Management Strategies

9.1 U.S. Army Strategic Partnerships Executive Committee

An executive committee that reports directly to the Chief of Staff of the Army (CSA) should guide the Army efforts in strategic partnerships. The CSA will provide guidance and will make determinations on resource allocation when multiple goals cannot be accomplished. USAREC would serve as the executive agent for Strategic Partnerships, but will take guidance and enlist support from the Executive Committee.

The Executive Committee should meet once a year or at the summons of the CSA for the purpose of approving Strategic Partnership objectives and establishing goals and degrees of support to the different initiatives.

The proposed composition of the Executive Committee is as follows:

1. Chief of Staff of the Army (CSA - Chair)

2. U.S. Army Recruiting Command (USAREC - Executive Agent)

3. Office of the Chief of Army Reserve (OCAR)

4. Cadet Command

5. National Guard Bureau (NGB)

6. Forces Command (FORSCOM)

7. Training and Doctrine Command (TRADOC)

8. Army Material Command (AMC)

9. U.S. Army Corps of Engineers (COE)

10. ASA M&RA

11. DCSPER

12. DAMO-FMP

13. OCPA

14. PERSCOM

15. Community and Family Support Center

16. Center for Military History

17. Old Guard

18. Military District of Washington

19. SOC/CONAP 

9.2 America’s Army Community Advisory Council

The Strategic Partnership should also enlist the help of prominent community leaders ranging from the fields of academia to industry; these leaders will facilitate and serve as a sounding board for Army initiatives. This advisory council should be comprised of approximately 10-12 community leaders who can contribute in-depth advice. The council should not only cover a wide variety of disciplines, but it also should attempt to include geographical, as well as ethnic, cultural, and social representations. The intent would not be to enlist presidents or CEOs of corporations, but rather those community leaders whose influence reaches across regions or areas of expertise. Officers or board members of national organizations could be used, as well as community leaders or persons with the power to influence policy writing in support of Army objectives.

9.3
Office of Strategic Partnerships

USAREC, as the executive agent for Strategic Partnerships, should establish The Office of Strategic Partnerships (OSP). OSP, by nature, cannot reside within another directorate nor compete for internal resources within a directorate. The reason is clear: In the battle for resources that include manpower, time, and money, a directorate usually tends to prioritize the near mission rather than the long-term. It is hard to resource expensive memberships and long-term developmental programs, when the same amount of dollars can be applied to advertising or promotions that usually results in the immediate gratification of contracts. The OSP should be an independent organization that reports directly to the USAREC command group with an independent resourcing stream. Additionally, any contracting requirements should be requested directly by the OSP, with proper authorizations and contracting channels, without requiring another directorate’s approval or budgeting.

9.3.1 Proposed Initial Structure for the OSP

a. Director for Strategic Partnerships (COL)

b. Deputy Director for Strategic Partnerships (LTC)

c. OSP Executive Secretary

d. Congressional Affairs Officer

e. Corporate Relations Officer

f. Academic Relations Officer

g. Workforce Development Officer

h. Media Relations Officer

i. Program Manager for College First

j. Program Manager for PaYS

k. PaYS Marketing support staff (6)

l. PaYS Technical support staff (5)

The proposed infrastructure above reflects the lessons learned from the sole initiative USAREC currently managed by a program manager. However, as the program matures and the numbers of partnerships increase, the number of personnel should increase to maintain optimal customer support. An argument can be made that recruiting brigades and battalions should become the regional partner managers; however, this cannot be done within the current battalion structure without augmenting the necessary resources, to include personnel authorizations and fenced moneys for these programs. Once again, the argument is that recruiting units are measured against monthly production requirements rather than long-term objectives. If, for example, a battalion commander must choose between attending a partner’s meeting and a recruiting function, he/she will always choose the function that will result in immediate contracts. 

9.3.2
OSP Mission

The Office of Strategic Partnerships (OSP) mission should be

A. The command’s proponent for Partnerships, community and national.

B. Program managers for College First & PaYS, expand as required.  
C. Executive agent for TF Black & Gold coordination with Army Installations
D. Lead agency for the integration of the National Guard into one-brand accessions and recruiting.
9.4
Customer Service

Customer service should be the paramount focus of each partnership manager. Recruiting tends to have a “use it when you need it” mentality about customer service. This attitude must change to reflect the investment model mentioned earlier in this paper. A community partnership requires a long-term commitment to the member partners and the communities we are involved with.   Each partnership should include a sound strategy for maintaining and nurturing the relationship.

9.5
Program Growth

If USAREC is to execute the Strategic Partnership Program, a decision will have to be made whether to integrate this function within the USAREC command structure or regional partnership support offices. This decision consider command and control, proximity to airports, and cost-benefit analysis of each particular extension. Possibilities for growth include assigning a partnership officer within the existing USAREC structure (i.e., brigades and battalions), existing regional program managers controlled by national headquarters, or integration of the partnership responsibilities going to a state-based system relying heavily on the Army National Guard structure. It is not the intent of this plan to select a growth strategy, but rather to identify this issue early in the process, to get CSA guidance and executive committee involvement.

9.5.1 Proposed growth strategy

A.
FY02 (current)
Augmentation of the USAREC PaYS Team

B.
FY03


Expansion to USAREC Brigades

C.
FY04


Expansion to USAREC Battalions

D.
FY05


Liaison to State National Guard and RSC’s

E.
FY06


Re-structuring along State borders

F.
FY07


Integration of ARMY Accessions/Recruiting

9.6 Resource Requirements (Budget)

In addition to manning, a sufficient budget should be established to begin this program, as well as identifying a supporting budget stream at Department of the Army, earmarking moneys in the Army’s POM separate from the TRADOC and USAREC budget if possible.

The different moneys allocated to this program would have to be the sum of Army initiatives taken under the OSP proponency, as well as currents level of funding for COI programs, strategic advertising, and existing budgets currently authorized and projected for the functions of the OSP.  Budgets will have to be allocated in a yearly basis through the USAREC budget process.

10.
Recommended actions for the CSA

A. Continue to encourage the Army leadership to support Army recruiting initiatives.

B. Adopt the concept of this paper and designate USAREC as the Executive Agent for Strategic Partnerships.

C. Include this program as an Army critical mission and direct that the POM includes proper resource allocations to support this program.

D. Call to action the Executive Committee to immediately convey the CSA’s support for this initiative and gain subordinate commander’s support.

11.
Conclusions

The Strategic Partnerships plan is a roadmap to achieving the integrated all-Army approach to support Army recruiting for years to come.  This plan also supports the Army vision of manning the force with quality soldiers, civilians, and leaders, while returning America’s citizens as leaders of character who will continue to build our nation.

The strategic partnership plan accomplishes USAREC’s strategic objective to reconnect the Army with America by increasing the Army’s participation in community development activities that will result in increased Army awareness and recognition. It is not only the integration of various programs within USAREC, but also the integration of programs that support community activities at each military installation in the country.

The Army must partner with each community in the country. We must portray the Army as both useful and significant not only in each person’s life but the Army’s relevance to their community.  USAREC recruiters must reflect the values of their applicants and support the vision they have of themselves and their communities.  Recruiters must understand the needs of the community and the applicants, only through satisfying those needs, they can hope to enlist those persons.
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