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I n t e g r i t y  -  S e r v i c e  -  E x c e l l e n c e 


Overview 


 Female Accessions Snapshot 


 Air Force Recruiting Service Marketing Strategy 
 Influencing the Propensity to Serve 
 Female Marketing Initiatives  
 Efforts to Recruit Women 


 Air Force Diversity Office Initiatives  


 Air Force Reserve Initiatives 


 Air National Guard Initiatives 


 Air Force Public Affairs Outreach 
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Female Enlisted Accessions 
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Female Officer Accessions 
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Air Force Recruiting Service 
Marketing Strategy 


 AFRS mission is to inspire, engage and recruit the best and 
brightest, most competitive and diverse youth to serve in the AF 


 Marketing objective: 
 Capture the attention of both youth and influencers, educate 


on AF opportunities and persuade them to act 


 Reaching a diverse audience is an enduring priority  
 Ensure all media includes messaging to diverse 


demographics (age, race, ethnicity & gender) 
 Tailor messages to address perceptions and cultural barriers 
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Influencing the Propensity to 
Serve 


 Findings from AFRS and JAMRS studies led to a TV and digital 
campaign specifically targeting females (adult influencers and 
youth) 
 “I’m an American Airman” commercial and “American 


Airman” series of on AIRFORCE.COM 
 Messages address female perceptions on achieving life goals 


and career interests  
 Proper messaging and careful media selection showed 


success in reaching non-propensed females at significantly 
higher rates than previous AF campaigns 
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Measuring Success &  
Hitting the Target 


 


Air Force Advertisement 
Aided Recall 


Male 


Male 


Female 


Female 


by Race/Ethnicity, Gender, Region 
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Female Marketing Initiatives 


Other initiatives: 
• AF recruiters attends annual conventions focused on 


women [aviators, nurses, etc] 
 


• FY14 Digital campaign, “Breaking Barriers” will 
feature several stories of women “pioneers” 


 
Marketing to women has been a focus for AFRS; 
research studies as well as JAMRS data were utilized in 
our products to tailor messages to young women and 
their adult influencers.  


AF Commercial: 
• In FY12 AF Recruiting Service produced a :30 


commercial featuring AF active duty women in 4 
different career fields (Officer and Enlisted); 100% 
of TV production funds were used to produce the 
"I'm an American Airman" female commercial 
featuring:  


 
• Fighter Pilot 
• Judge Advocate General Corps 
• Physician 
• Fire Fighter 


 


• $9.3M (55%) of the FY12 $16.9M TV media buy 
focused on female markets—ages 16-24 (youth) 
& 25-54 (influencers) 


 


American Airmen Series: 
• AFRS features eight AF active duty women as part of 


the American Airmen series on AIRFORCE.COM; 4 of 
the 8 were recently produced in 2012 or 2013. 


• Gen Wolfenbarger 
• SSgt Zaloudek 
• Lt Col Malachowski 
• Capt Holloway 







I n t e g r i t y  -  S e r v i c e  -  E x c e l l e n c e 


 Air Force changed some long standing accession policies that 
are more favorable to potential female recruits  
 Permits single parents the chance to serve with waiver 
 Provides commanders the ability to retain or re-access females that 


become pregnant during their initial training 
 If trainee becomes pregnant during BMT, she can re-enter training 


as soon as medically qualified without re-competing 


 Implemented Career Intermission Pilot Program (CIPP) in FY14  


 One-time temporary transition from active duty into the Individual 
Ready Reserve (IRR) for officer and enlisted Airmen to meet personal 
and professional needs outside the service 


 Child Development Center and Youth Center Programs  
 Single Active Duty Parents have priority over others for childcare 
 Bases offer Monthly ‘Give Parents A Break’ Program at no cost 
 Before and After School Programs Available at Youth Centers 
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Efforts to Recruit Women 
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AF Diversity Initiatives to 
Improve Female Accessions 


 Diversity Applicant Pool Goals 
 SECAF/CSAF signed “Applicant Pool Goals for AD Officers” 
 Intent: Align officer recruiting efforts to attract best & brightest 
 Female Officer Goal: 30% of officer applicants 
 Consistent w/ NDAA 2013 requirements for military officers to 


“reflect the diverse population of the United States eligible to 
serve in the armed forces, including gender specific, racial, and 
ethnic populations.” 


 Metric may not be used in a manner to undermine merit-based 
selection processes 


 Diversity Recruiting 
 Key Air Force Organizations support Society of Women 


Engineers (SWE) Conference & Job Fair  
 Seeks to recruit top female STEM talent into AF’s tech workforce   
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AF Reserve Initiatives 


 Community Outreach Programs 
 Randi Zuckerberg Science, Technology, Engineering, and Math (STEM) 


Initiative at Universities 
 Women in Aviation Conference (Average attendance at this conference is 


3,000+) 
 University of Washington WISE Conference - (Women in Science and 


Engineering) 
 Air Force Reserve PSA featuring SMSgt Nicole Canada from March Air 


Reserve Base 


 National Advertising Programs 
 Diversity/Careers in Engineering and Information Technology Magazine 


(Woman-owned diversity publication (full page ad and article) 
 Institute for Women of Aviation Worldwide (iwoaw.org) - Rotating Banner 


Campaign 1 year 2014-2015 
 American Military Women publication 2013 (Full page ad) 
 McChord Spring Fling for Women (recruiting event for Anchorage, AK) 
 2014-2015 Season UAA Women’s Basketball (Ad campaign) 
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Air National Guard Initiatives 
 Women are 17.97% of the ANG manning 


 In the last 4 years, female accessions have averaged 20.5% 


 On 17 April 2014, JAMRS research briefed the attributes and 
benefits of the ANG are the most favorable to women of any 
service they polled 
 40% polled stated they are interested in learning more 
 24% would be interested in joining 


 The ANG began to place additional emphasis on imagery & 
placement of advertisements to portray successful women in the 
ANG 


 Outreach events that have large concentrations of women with 
our target demographic are favored (Insane Inflatable, etc.) 


 Due to resource constraints, the ANG only has limited 
advertisement opportunities and outreach events 
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Public Affairs Outreach— 
AF News Service Female Features 


 Mar 14-Women’s Heritage 
honored with all female 
refueling mission AFNS, 
Fairchild AFB 


 Mar 14-First female assumes 
command of ANG fighter 
wing, AFNS, Boise ID 


 Mar 14-Standing tall for her 
country, AFNS, Seymour 
Johnson AFB 


 Mar 14-Airman perseveres, 
triumphs through multiple 
obstacles, AFNS, Sheppard 
AFB  
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 Apr 14-SecAF addresses women 
in national security, AFNS, 
Washington 


 Apr 14-Airman serves with pride, 
joins Air Force after “Don’t Ask, 
Don’t Tell”, AFNS, Travis AFB 


 Jun 14-Women’s symposium 
fosters networking, leadership 
development, AFNS, Norfolk VA 


 Aug 14-Tale of two sisters: How 
education helped shape two 
Airmen’s careers, AFNS, 
Langley AFB  
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Public Affairs Outreach— 
AF News Service Female Features 
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Number & Types of Positions Integrated / Still Closed Units Integrated / Still Closed 


Schools & Courses Integrated / Still Closed Ongoing Reviews / Cultural Studies 


• Positions Integrated: 99% of positions open to 
women 
 


• AF has no identified barriers and plans to open 
 


• Positions Closed are SOF related:    
• Tactical Air Control Party (TACP)  
• Pararescue (PJ) 
• Combat Rescue Officer (CRO) 
• Special Tactics Officer (STO)         
• Special Ops Weather (Ofcr/Enlisted) (SOWT) 
• Combat Control Team (CCT)  


• Units Integrated: All units open to women except in 
positions in the following occupations:   


 


• Tactical Air Control Party   
• Pararescue  
• Combat Rescue Officer  
• Special Tactics Officer         
• Special Ops Weather (Officer & Enlisted) 
• Combat Control Team 


All courses open to women except those specifically 
associated with closed occupations: 


• CRO/PJ Apprentice Course 
• CRO/PJ Indoctrination Course 
• CRO/PJ Development Course  
• CRO/PJ Advanced SERE & Paramedic Courses 
• STO/CCT Apprentice Course 
• STO/CCT AF Combat Dive Course 
• STO/CCT/SOWT Combat Control Sel Course 
• SOWT Apprentice Course 


 
  


 


• Validate Physical Tests and Standards:  
Developing and validating gender-neutral, operationally 
relevant, and occupationally specific physical standards with 
Air Education and Training Command, AFSOC, HAF/A1 
and RAND. 
• Validate Mental Tests and Performance Standards: 
Validating physical and mental qualification standards across 
AFSs, with specific emphasis on Battlefield Airmen 
occupations related to WISR 


 


Air Force WISR Update 
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Questions? 
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OVERVIEW 


• Recruiting Women 
• Recruiting Racial Minorities 
• Message Received In their words  
• Measuring Success 
• Measuring Success & Hitting the Target 
• Did we Change Perceptions 
• Ad Impact 
• Summary 
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Recruiting Women 


Other initiatives: 
• AF recruiters attends annual conventions focused on 


women [aviators, nurses, etc] 
 


• Previous TV campaign (It’s Not Science Fiction) 
featured women in prominent roles 
 


Marketing to women has been a focus for AFRS; 
research studies as well as JAMRS data were utilized in 
our products to tailor messages to young women and 
their adult influencers.  


AF Commercial: 
• In FY12 AF Recruiting Service produced a :30 


commercial featuring AF active duty women in 4 
different career fields (Officer and Enlisted); 100% 
of TV production funds were used to produce the 
"I'm an American Airman" female commercial 
featuring:  


 
• Fighter Pilot 
• Judge Advocate General Corps 
• Physician 
• Fire Fighter 


 
• $9.3M (55%) of the FY12 $16.9M TV media buy 


focused on female markets—ages 16-24 (youth)  
& 25-54 (influencers) 
 


American Airmen Series: 
• AFRS features eight AF active duty women as part of 


the American Airmen series on AIRFORCE.COM; 4 of 
the 8 were recently produced in 2012 or 2013. 


 
• Gen Wolfenbarger 
• SSgt Zaloudek 
• Lt Col Malachowski 
• Capt Holloway 
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Recruiting Racial Minorities 


Other initiatives: 
• AF recruiters attend major conventions focused on 


minorities [science, engineering, etc] 
 


• Executed minority focused campaign in digital, print, 
radio and TV targeting high achieving African 
American and Hispanic officer candidates (USAFA, 
AFROTC, OTS) in FY09-12 
 


AF TV Campaign: 
• In FY12 AF Recruiting Service devoted 45% of it’s 


$16.9M TV media spend on racial minorities 
• $7.6M campaign focused on African American 


and Hispanic influencer markets 
• Featured African American astronaut Hispanic 


cyber officer 
• Hispanic ad was Spanish language 
• AFRS did not fund a TV campaign in FY13 


American Airmen Series: 
• AFRS features nine AF active duty men as part of the 


American Airmen series on AIRFORCE.COM; 8 of the 9 
feature racial minority men including: 


 
• Gen Rice 
• Lt Gen McDew 
• Major Gen Stewart 
• Col Alvin Drew 
• 2 Hispanic Officers 
• 2 Hispanic senior NCOs 


Colonel Alvin Drew Captain Nicolas Aquino 
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3.  Images of Actions 
(11%) 


0
20
40


0 5 10 15 20 25 30


Message Received 
In Their Own Words 


What one image stood out to you in this advertisement? 


= Service 


= Intangible 


= Other Theme 


“Strong and passionate women wanting to contribute!” 
“The way people like their commitment to their country.” 
“Helping people and serving your country.” 


“The people are proud to be a part of the Air Force.” 
“I feel that the people who are displayed have great honor, and I feel uplifted by it.   
I also feel that there is great opportunity that can be achieved.” 


“The relation with normal people and people in the Military.” 
“I feel that it is trying to show women that it is not just men who join the Air Force.” 
“Women are strong and capable of being in the military alongside men.” 


Examples 


2.  Images of Vehicles 
(18%) 


Seconds 


Most Frequent Categories:  


“The baby 
picture at the 
beginning” 


“Basketball  
player” 


“Where the one woman 
was inside the jet  


all geared up” 


“The firefighter” 
The end when the woman 


says, "I'm an American 
Airman." 


1.  Images of Characters 
(52%) 


*Note:  Frequency is based on all images that were specific enough 
to be coded into particular images.  Counts are unweighted. 


Proportions may not add up to 100% because same 
respondents listed multiple images and themes. 


“The underside of 
the jet in flight” 


“The lady physician” 


“Air Force  
JAG uniform” 


= Lifestyle 


Female 
Characters:  


18% 


25% 


18% 


17% 


33% 


35% 
Mentioned 
women in 
the theme 


*Note:  Frequency is based on all images that were specific enough to be coded into 
particular images.  Counts are unweighted. Source: DoD Ad Tracking Study 
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Measuring Success 


• Marketing/advertising success has many components 
• Did we reach the target? 
• Did we change their perceptions? 
• Did we cause them to take action? 


• Does not necessarily result in immediate accessions 
• We rely on extensive research from JAMRS to evaluate 


success 
• Accessions data reflects near term success 
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Measuring Success &  
Hitting the Target 
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Willingness to Talk 


Willingness to Act 


 Likelihood to Recommend 


Appealing Option 


New or Different 


Information Evaluation 


Visually Appealing 


Entertaining 


   Competitive Advantage 


Did We Change Perceptions? 
Evaluation Framework 


Appeal 


Message
Resonance 


Persuasion 
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Ad Impact: Persuasion…Taking 
Action 


Source: JAMRS, DOD Ad Tracking Study 


 The proportion of youth 
reporting that they 
discussed the option of 
joining with friends or 
family after watching 
“Colonel Drew” has nearly 
doubled since it was first 
tracked in early 2012 
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q. I discussed the option of joining the [Service] with friends or family 


2012 2013 


Discussed with friends or family 


Discussed with Friends or Family 


19% 


16% 


22% 


26% 
30% 


19% 


0%


10%


20%


30%


40%


Apr–Jun Jul–Sep Oct–Dec Jan–Mar 


= “Medevac” 
= “Colonel Drew” 
= “I’m an American 
    Airman” 
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Summary 


• AFRS marketing priorities include reaching the best and 
brightest, most competitive and diverse youth to serve in 
the Air Force 


• AFRS evaluates all media on reach to diverse 
demographics (digital, radio, print, TV, events, etc) 


• 100% of FY12 TV buy specifically targeted women or racial 
minority communities with tailored messages 


• Extensive independent research and accessions data 
confirms success in reaching and persuading target demos  
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Air Education and Training 
Command 


“The First Command” 
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Defense Advisory Committee on 
Women in the Services 


(DACOWITS) RFI 
Sep 2014 


Col Shirley Raguindin 
Chief Diversity Officer  


240-612-8392 
shirley.raguindin@ang.af.mil 
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ANG Diversity & Inclusion 


• Central Issue: Diversity directives/documents in place, time to execute plans 
• Objectives of Discussion: 


– Foundation: EO 13583, 2013 NDAA, AF Diversity Roadmap, AFI 36-7001 
• NDAA: Officers/Sr. Enlisted will reflect diverse US eligible population 


– Execution: 
• Continue ANG Diversity Strategic Plan 


– Where we are: 
• Officer/enlisted race/ethnicity accessions track with eligible population  
• Female, minority and Latino officer categories on uptrend since 2006; but 


recently declined in 2013 for Female GOs due to retirements 
• COA: Support for diversity & inclusion roadmap/initiatives across total force 
• COA: Continued progress with ANG Diversity Strategic Plan 


 



Presenter

Presentation Notes

1.  Foundation
     - Census:  Largest underrepresented groups across ANG are in Black (-4.23%) and Asian (-2.21%) 	communities 	(2003-2012 trending data)
        -- 4 states > 10% variance from the census in representing black community (AR, DC, MD and MS) 	compared to 1 or less for other minority groups.  
        -- 32% of the states mirror their community (w/in .5%) in > 2 groups (out of 7).

Execution in 2013:  
      - Due to DoD Conference Policy, 2012, only one approved (NAACP) attendance to national conferences
        -- Lt Gen Clarke represented CNGB and served as Awards Luncheon Key Note Speaker 
      - ANG base-local community engagement in 89 Wings and ANGRC due to community based architecture

Where we are:
      - Officers are less demographically diverse than enlisted.
      - Minorities are underrepresented among 05 and up; and SNCOs (Top 3) relative to other grades
      - Minority trends for Senior Officers have been slowly increasing overall
      - Largest non-Caucasian drop has been in Enlisted Black category; gone from 9.53% (9,014 mbrs) in 2003 to 8.95% (8,177 mbrs) in 2011, a loss of 837 mbrs.  
      - Female mbrs are more diverse overall (24.98% minority compared to 15.85% for males).
      - Female representation in black category is almost twice that of males (14.1% to 7.21%)
      - Female promotion pipeline is an issue.  Females are significantly underrepresented at higher grades.
      - Female representation lower than overall membership starting with 04 for officers and E5 for enlisted.
      - 9 of every 100 males are promoted to 06 or above compared to 4 of every 100 females.  Since 2003 this has been trending up for males and down for females.

Since 1989, total minority percentage has increased from 11% to 17.5% in 2008 and sustained at this level since 2008.
ANG workforce total of 1,278 members or 1.21% of workforce is proficient in more than one foreign language.        
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 Assignment Working Group RFI 


• RFI #2:  ANG does not specifically goal by gender   
– No numerical recruiting goal for female officers 
– No goals for the accession of women officers by 


recruitment sources (OTS, direct commission) 
• RFI #3:  ANG Outreach to Attract Women as Officer 


Candidates: 
– CSAF Diversity Focus Day Priorities and Initiatives 
– Military Leadership Diversity Commission (MLDC) 


Recommendation #9 to eliminate combat exclusion 
policies for women 


– ANG Diversity Strategic Plan, ANG Demographics 
 


 







UNCLASSIFIED / FOUO 


UNCLASSIFIED / FOUO SECAF/CSAF Diversity Focus Day  
Priorities & Initiatives 
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 Priorities: 
 Institutionalize, Attract, Recruit, Develop and Retain 


 Initiatives: 
 Implement annual accountability reviews with MAJCOM/CCs (30 Dec 14) 
 Properly resource the AF Diversity Office (30 Sep 13)  
 Shift some diversity outreach from strategic to tactical level (30 Dec 13)  
 Place City Outreach Coordinators in diverse cities (30 Sep 13)  
 Develop an accessions strategy informed by diversity (31 Dec 13)  
 Establish applicant pool diversity goals (30 Oct 13)  
 Educate AF Leadership/Airmen about diversity importance (30 Nov 13)  
 Forge AF Sabbatical Program: Career Intermission Pilot Program (Dec 14) 
 Increase female/minority officer retention (30 Nov 13) 



Presenter

Presentation Notes

Highlighted red indicates new initiatives that will be implemented by targeted dates by Total Force Air Force.
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MLDC – Women in the Services Review  
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Total AF detailed implementation plan to SECDEF to: 
 


- Eliminate gender-restrictive policies 
- Develop and implement occupationally-specific, 
operationally-relevant, gender-neutral physical  
    performance standards 
- Integrate women into closed occupational 
specialties in a climate where they can succeed 


 


Deadlines:   
Approved plan to OSD 15 May 13 
Validated gender-neutral standards will be used to 
assess and assign NLT Sep 15 
Integration activities complete NLT 1 Jan 16 
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UNCLASSIFIED / FOUO Implementing Diversity & Inclusion (D&I) 
Across ANG 


Implementing D&I in the ANG  
(AFI 36-7001) 
 
POC: ANGDC (ANGI 36-2110);  
Lt Gen Clark, ANGDC Chair 
 
Red = Changes from FY13 


 
 AFDC Quarterly FY14 
 CORONA, Quarterly FY 14 


ANGDC Quarterly FY14 
 NGB to adopt ANG strategy of 


Operationalizing Diversity 
 JDEC 7 Regions:  CNGB 


approved JDEC New Goals 
 


 


 NDAA 13 Annual Report 
 MLDC 40% complete; 55% 


in progress; 5% not started 
 ANGDC 59% completed; 


82% barriers removed 
 ANG Nationwide Survey 
 NGB Top 25 in US – Rated 


#7 from #14 in 2013  


 Going from Measures to Metrics 
 Data Transparency to Influence 


Policies, Procedures, Practices 
 Accountability 


 
 
 


STATUS 


DESCRIPTION & POC DATA 


WAY AHEAD 



Presenter

Presentation Notes

The ANGDC Strategic Plan is a 5 year strategy on how to create an organizational culture where D&I is valued as a mission readiness, combat multiplier; which in doing so, will allow every member in the organization to reach their highest potential

This requires leadership commitment at every level of the organization
Air Force Diversity Committee (AFDC), chaired by Secretary Ginsberg, SAF/MR meets quarterly with Total Force senior leaders
ANG Diversity Committee (ANGDC), chaired by Lt Gen Clarke, NGB/CF, meets quarterly with 35 committee members
Joint Diversity Executive Committee (JDEC), chaired by MG Reisch, established new 7 Region Construct and led by 14 total GOs
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UNCLASSIFIED / FOUO ANG Diversity Progress Overview 
as of 18 Aug 14 


– ANG Diversity Strategic Plan      Delta fr 
Dec 13 


• 59% or (27 of 46 Goals) Complete  +38%     
• 82% or (18 of 22 Barriers) Complete  +52% 


– MLDC Progress              
Delta fr Dec 13 


• 40% Completed (Green)    +10% 
• 55% In Progress (Yellow)    - 10% 
•   5% Not Started (Red)                           NC 


– NDAA 13 Annual Report      100% 
– NDAA 14 Annual Report    In Progress 
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  Assessment FY14 & Forecast FY15     


ANG Diversity Strategic Plan 
 Goals 


FY 12  FY 13 FY 14 
4Q  


FY15 
Forecast 


 


1 Leadership Commitment  
 


2 Workforce & Force Management  
 


3 Professional Development, Career 
Counseling, Mentoring 


 
     


4 Policy and Procedures  
 


5 Diversity & Inclusion Leadership 
Education and Training 


 
 


 
 


6 Strategic Communications  
 


7 Strategic Engagement and 
Community Outreach 


 
 


8 Recruiting and Retention  
 


Progress 
Key 


 
Operational 
and/or CF 
Approved 
 
In Progress 
and/or Pending 
CF Appr; On 
Track Can meet 
due date 
 
Initiated but 
Slow Progress 


 
Initiated, No 
progress 
Or  Not Started 


    



Presenter

Presentation Notes

Progress Key			                  Task  Key
Green     =  Fully Operational , 		                   Black:   Timeline/ Milestone   
Yellow    =  Initiated & On Track, Can meet due date	
Orange  =  Initiated w/ Issues: Slow Progress
Red         =  Initiated, No progress or Not Started
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ANG Demographics 
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ANG General Officer (GO) by Rank  
Demographic Snapshot as of March 2013 
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87.8% of all GOs in ANG are White (vs 93.6% Active; 95.5% AFR)  


Female Go Trending Up 2011 to 8.51% but Declined in 2013 to 3.23% (-5.28%) 



Presenter

Presentation Notes

 Since 2009, all GO categories are trending up except for White (91.33% in 2009 and 89.61% in 2012) and Native Hawaiian /Other Pacific Islander categories (0% in 2009 and 0% in 2012).
- Female GO categories have trended up 08 level from 2009 6.98% to 8.51% in 2011.  Recent data pending.
 Field Grade Officer (06) pipeline or bench shows since 2006 all minority, Latino categories are trending up except for white category (90.50% in 2006 and 89.14% in 2012) 
- Since 2009 Female GO on uptrend in 2011 to 8.51% but declined in 2013 to 3.23% (-5.28%).  This is due to attrition or retirements.
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Total ANG Population: 104,325 


20 Year Trend:  All Female, Minority  and Latino categories on Upward Trend 
 except for American Indian (AI) / Native Alaskan (NA) (-0.1%). 



Presenter

Presentation Notes

- Census 
- Largest underrepresented groups across ANG are in Black (-4.23%) and Asian (-2.21%) communities. 
- This holds true for census, snapshot and 2003-2011 trending data.  
   -- 4 states have greater than a 10% variance from the census in representing the black community 
      (AR, DC, MD and MS) compared to 1 or less for other minority groups.  
   -- 32% of the states mirror their community (within .5%) in more than 2 groups (out of 7).
20+ year trend analysis:

Total minority % since 1989:  upward trend from 11% to 17.5% in 2012 (+6.5%)
Latino % since 1989:  upward trend from 4.1% to 8.3% in 2012 (+4.2%)
Black % since 1989:  upward trend from 7.5% to 8.4% in 2012 (+0.9%)
Asian % since 1989:  upward trend from 1.7% to 2.6% in 2012 (+0.9%)
American Indian/Native Alaskan % since 1989:  downward trend from 0.9% to 0.8% (-0.1%) 
Female % since 1989:  upward trend from 12.5% to 18.7% in 2012 (+6.2%)

Since 1989 the Latino category has increased from 4.1% to 8.4% in 2012 (+4.3%); however there is room for improvement for this rapidly increasing demographic category.
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All Female and Minority FGO groups on Upward Trend since 2006.  Pipeline  
Concern for CGO in African-Am, AI/NA Declined 5.6% in 2006 to 5.1% in 2012 



Presenter

Presentation Notes

- Field Grade Officer (06) pipeline or bench shows since 2006 all minority, Latino and female categories are trending up except for white category (90.50% in 2006 and 89.14% in 2012) 
All female, Latino and minority FGO categories are on an upward trend since 2006.
-  But a pipeline concern for CGO in Black, American Indian/Native Alaskan since 2006 have declined (5.62% and 0.65% in 2006, respectively to 5.12% and 0.46% in 2012)
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Presenter

Presentation Notes

- Since 2006 all minority, Latino and female categories for officers trending up except for black category (4.91% in 2006) to 4.77% in 2012 (-0.14%).
- Pipeline concerns for CGOs 01 to 03 trending down for Black and American Indian categories.
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ANG Strategic Outreach  
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ANG Outreach Activities 


• NGB Best Practice Women in Aviation event led by Brig 
Gen Carol Timmons, ATAG, Delaware ANG  


• Joint Women's Leadership Symposium in 2014 attended 
by ANG, Washington National Harbor, MD  


• Officer Women Leadership Symposium, 20-21 Sep 14, 
Arlington, VA announced events ANG-wide; 
http://academywomen.org/events/ 


• Monthly ANG Leadership and Diversity Newsletter 
highlights nation-wide best practices, leadership, 
development, mentorship, new initiatives and 
demographic trends that impact workforce.  


• Pentagon Federal Women’s Program: CFD Member 
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DoD Gender Assignment Policy (U) 


• Information Brief 
 


• ARNG and ANG plans nested with Service Plans 
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Initial 2013 
ARNG 


Current 
ARNG 


Initial 2013 
ANG 
 


Current 
ANG 
 


Positions 93809 
 


87503 
(-6304) 


1038 
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(0) 


Sp Ops 4452 4452 206 206 
Occ 14 14 7 7 
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• ARNG SOF Career Fields closed same as Army 
 


• ANG SOF Career Fields closed same as Air Force 
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Army Progress Report (U) 


• Army Plan has two lines of effort 
– Opening of closed positions due to unit/locations (In process of opening) 


• Currently females make up 15% of the ARNG 
• ARNG positions affected/opened/filled - 21,217/ 6304 / 28 
• ARNG FA positions opened - 1311 
• 48th IBCT (GA) – 2,  86th IBCT (VT) – 2, 39th IBCT (AR) – 1, 41st IBCT (OR) – 1, 1/34th 


HBCT (MN) – 9, 2/34th IBCT (IA) – 2, 56th SBCT (PA) – 5, 27th IBCT (NY) – 4, and the 
256th IBCT (LA) – 2 


• Current MTOE positions opened: 13A, 25A, 25U30, 25U40, 35D, 35F30, 35F40, 42B, 
42A30, 42A40, 56A, 56M20, 62B, 65D, 68W30, 68W40, 70B, 74A, 74D30, 90A, 92Y30, 
92Y40 


– Opening of closed positions by occupation (Study to be completed Aug 15)  
• Approximately 71,592 ARNG positions impacted on 14 AOC/MOS   


• Messaging –  
– The NGB is fully engaged and the National Guard is incorporated within the Army's 


integration plan 
– The NGB is on track and follows Army guidance pertaining to the integration plan 
– The National Guard is a key participant in the gender integration studies and surveys 
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Air Force Progress Report (U) 


 
• Approximately 1244 ANG positions across the 7 occupations are 


impacted by WISR 
• Currently females in the ANG make up 17.9% of the force 
 
• The Air Force WISR plan includes completion of the Air Education and 


Training Command (AETC) Physical Performance Tests and Standards 
Study.  
– This study will establish gender-neutral performance standards by 


July 2015 
–  Intent is to open restricted positions by 01 JAN 2016 


 
• No ANG specific messaging  
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USSOCOM Progress Report 


• No ARNG and ANG positions opened to date 
 


• Positions closed by  Enabler  SOF Specific Total 
• ARNG -      2004      2448  4452 
• ANG -      1038        206  1244  
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SPECIAL OPERATION CAREER FIELDS 


• ARNG SOF Unique Career Fields closed same as Army 
 


• ANG SOF Unique Career Fields closed same as Air Force 
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Army National Guard (ARNG) 
Female Recruiting and Related 


Outreach 
 


Prepared by ARNG-GSS (Recruiting and 
Retention Division) in response to 


DACOWITZ RFI dated 1 AUG 14 
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ARNG Female Accession Rates/Quotas 


• The Army National Guard does not have quotas for 
female accessions.   
 


• Until the recent lifting of restrictions on females in 
specific combat MOSs, ARNG could not enlist females 
in certain units. 


   
• In states with heavy Infantry, Special Forces and 


Combat Engineer force structures, lower rates of 
female membership should be expected. 
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Propensity vs. Recruiting 
• The statement   “Female propensity to serve has been 


identified by the services as the rational [sic] for their current 
accession rate/quotas for women” is an interesting one.  


• Suggests services, with declining resources and in context of 
an all-volunteer force, can “make” females want to serve in a 
general sense and in a particular military service. 


• Historically, the Joint Advertising, Market Research & Studies 
Program within OSD has been charged with promoting 
military service in a general sense. JAMRS has curtailed some 
activities due to declining resources. 


• The recruiting arms of the individual service components are 
responsible for using service-specific funding to attract 
qualified recruits to a particular service.  
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ARNG-Specific Propensity1 


• Male propensity to serve in the National Guard (13%) is lower 
than it is for active duty (19%). 


• Female-specific propensity to serve in the Guard is even lower 
(8%). 


•  ARNG is pleased with recent progress made in recruiting 
females.  While 15.8% of the total ARNG force is female, 
current accessions are 22% female.   
 
 
 


1  “Reserve and Guard: Knowledge, Impressions, and Interest, by Gender” Executive Note prepared by Joint 
Advertising , Market Research & Studies (JAMRS) Program, June 2014 
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ARNG Recruiting Outreach 
• Serving as an ARNG Recruiter is voluntary.  
• Currently, ARNG’s Recruiting and Retention Force is 10.4% 


female.   
• In 2013, it was 11% female.  
• In 2013, ARNG’s top enlisted field recruiter was female. 
• ARNG places value on marketing activities that successfully 


communicate ARNG opportunities to targeted recruiting 
markets, such as youth ages 17-24 with no prior service.  


• ARNG recruits individuals living within 50 miles of specific 
vacancies; media and creative strategies employed are 
inclusive ones which strive to reach qualified males and 
females from all walks of life.  However, a female Soldier living 
near an infantry unit might have to travel in excess of 50 miles 
to drill (i.e., potential negative impact for Soldier retention). 
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ARNG Advertising Outreach 
• Initiatives selected, in part, for their ability to assist in getting 


ARNG messaging to qualified prospects from under-
represented non-prior service populations, including females, 
living near locations where ARNG has vacancies include: 
 


 - Radio and television ads featuring female Soldiers discussing why Guard 
service matters to them and their communities, 


 
 - Outreach to female student-athletes via MaxPreps (a high school sports 


web site) leveraging team sports likely to appeal to female student-
athletes.  ARNG is "presenting sponsor" of site pages featuring girls’ 
volleyball and basketball and the “Tour of Champions” in-school awards 
ceremonies which enables Guard recruiters to recognize outstanding 
teams, 


  
 - ARNG-sponsored youth soccer camps that have heavy female 


participation and include appearances by female professional soccer star 
Mia Hamm, 
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ARNG Advertising Outreach, cont. 
 
-A female-oriented exercise and nutrition program featuring a female ARNG 
officer appearing on Stack for Women (online), 
 
-Recruitment ad campaigns with “Teen Vogue” and “Essence” magazines, 
 
-Showcasing  female Soldiers in JAMRS’ “Futures” magazine (distributed to US 
high schools) with the intent of getting youth to consider military service, 
 
- Direct marketing which delivers information on the benefits and 
opportunities associated with Guard service mailed to 100% of available 
names (both sexes). Response rates for these mailings indicate that materials 
are well received by females. 
  
-Creative (ad) materials developed for ARNG marketing programs consistently 
feature Soldiers of both genders. 
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Summary 


• ARNG Leadership wants to ensure that local Guard units look 
like, and proudly represent, the people of the communities 
across the nation in which ARNG serves.  Inclusive recruiting 
strategies are having a positive impact as evidenced by 
increased female representation among Soldiers joining the 
ARNG.  Specifically, ARNG’s female enlistments have increased 
by 4.09% over Q3 FY13. 
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 BACKGROUND: 
• On 24 JAN 2013, the Secretary of Defense, in collaboration with the Joint 


Chiefs of Staff, announced that Congress had rescinded the Direct Ground 
Combat Definition and Assignment Rule (DGCDAR). The Secretary of Defense 
and the Joint Chiefs of Staff also directed that all positions in the Armed Forces 
be assessed for the possible integration of women. 


• The National Guard Bureau is fully engaged and the Army National 
Guard (ARNG) is incorporated within the Army’s integration plan.  


• The NGB is on track and follows Army guidance pertaining to the 
integration plan  


• The National Guard is a key participant in the gender integration 
studies and surveys 


S2020 (WISR) 
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 Number of Positions opened and those still closed to females 
1)  Secretary of the Army Memorandum, SUBJECT: Notification to Open Positions 


to Women in All Open Occupations, 15 OCT 2013 
• The memorandum notified the Department of Defense of the Army’s 


intent to open approximately (33,000) positions to women in 132 open 
occupations in all components of the Army 


• The ARNG is in compliance with this memorandum and is incorporated 
within the Army’s intent 
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 Type of positions/units/schools/courses open and those still closed 
to female Soldiers 


1)  Army Directive 2013-19: (Expanding Positions for the Assignment of Female 
Soldiers), 6 AUG 13 
• The Department of the Army (DA) opened positions in specific 


occupational specialties down to battalion level in select brigade 
combat teams (BCTs). This encompassed 22 officer and enlisted 
occupational specialties and positions 


• The Director of the Army National Guard (DARNG) signed 
Memorandum, SUBJECT: FY 13 Army National Guard Expansion of 
Opportunities for Female Soldier (PPOM # 13-035) on 18 OCT 13: (Nine 
ARNG BCTs were authorized to assign Company Grade Officers and 
NCOs: E6/E7 to specified MOSs/AOCs) 
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 Type of positions/units/schools/courses open and those still closed 
to female Soldiers 


2)  Army Directive 2014-16: (Expanding Positions for the Assignment of Female 
Soldiers), 17 JUN 14 
•  DA is opening all positions in open occupations to women excluding 


currently closed occupations in engineer (12B enlisted),  field artillery 
(13B/D/F), infantry (11A/B/C/Z), armor (19A/B/C/D/K/Z) or special 
operations units, and positions with closed skill identifiers listed in the 
enclosure to AD 2014-16  


• MILPER Message Number 14-200 was released on 23 JUL 14 announcing 
the official guidance to implement AD 2014-16 


• The ARNG is currently staffing Implementation Guidance in accordance 
with AD 2014-16 and MILPER Message 14-200  
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QUESTIONS? 
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Regular Component Accessions by Gender and Service: Fiscal Years 2013, 2014 YTD*
Source: DMDC MEPCOM data


Within-Service Gender Percentages


Count Percentage Count Percentage Total Accession Count Percentage Count Percentage Total Accession
Army 57,865   84.14 10,911  15.86 68,776              43,232   84.04 8,213     15.96 51,445              
Navy 30,656   76.7 9,314    23.3 39,970              23,276   77.33 6,823     22.67 30,099              
Marine Corps 29,382   91.29 2,803    8.71 32,185              19,695   88.56 2,544     11.44 22,239              
Air Force 21,520   80.94 5,066    19.06 26,586              18,112   80.13 4,490     19.87 22,602              
Coast Guard 912 63.07 534 36.93 1,446                1,686     79.27 441 20.73 2,127                


* as of August 2014


Male Female Male Female
FY 2013 FY 2014*
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RFI #4, DACOWITS 


Army Efforts to Influence Female Propensity 
to Serve and Increase Female Accessions 
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In the Army 


Female Propensity Toward the Military and the Army 


% Definitely/Probably Likely to Serve 


Note:  Youth ages 16-21 
Sources:  DoD Youth Attitude Tracking Study (1984-99) and JAMRS’ DoD Youth Polls (2000-present) 
Questions:  YATS-Q503 Now, I’d like to ask you how likely is it that you will be serving in the Military in the next few years?  
YATS-Q510 How likely it is that you will be serving on active duty in the Army?  
Youth Polls- FPP9 In the next few years, how likely is it that you will be serving in the Military? 
Youth Polls- FPP10B_Q In the next few years, how likely is it that you will be serving in any of the following Military services [Army]? 


In the Military 


• Female propensity (likelihood) to join the Army is 5% compared to 8% for all military 
services. 







3 Army’s Marketing Efforts To Influence Female 
Propensity 
• 98% of all FY14 advertising funds target the General Consumer Market 


(GCM), which is gender neutral 
• Army uses gender and ethnic balance in all graphics, advertising, and 


collateral marketing materials 
• Army Reserve “Beyond the Uniform” Campaign on goarmy.com 


• 4 of 10 Soldiers selected are females 
• http://www.goarmy.com/home/beyond-the-uniform.html 


• “Starting Strong” Season 1 
• 3 of 10 stories feature women 
• http://www.goarmy.com/home/startingstrong.html 


• Army Strong Videos – stories featured on the goarmy.com website 
• e.g. JAG http://www.goarmy.com/army-videos.vid-d4a2dc84-9604-4fad-810c-


3041791d8835.autostart.html 
• Female-focused marketing efforts 


• “Unsung Heroes: The Story of America’s Female Patriots” video and education 
site for high school engagement and outreach efforts 


• http://unsungheroeseducation.com 
• Has been aired on PBS 


• USMA Direct Marketing Campaign with Female Target Test in 2014 
• Cover letter and email with female-centric messaging and imagery to test effectiveness  


on freshmen, sophomore HS girls; as of June there was a 9.4% response rate 



Presenter

Presentation Notes

50% general imagery and messaging, 50% women specific; 75K total; 10% per execution per 3 executions; 9.4% response rate for women centric vs. 7.4% standard; total was 8%; Overall 10%



http://www.goarmy.com/home/beyond-the-uniform.html

http://view.exacttarget.com/?j=fe6711707467017d7c15&m=ff011577756600&ls=fdc7157176620c7b7716737762&l=fe93137171660c7b75&s=fdf815777d6c027d75107377&jb=ffcf14&ju=fe3110727063057e751074

http://view.exacttarget.com/?j=fe6711707467017d7c15&m=ff011577756600&ls=fdc7157176620c7b7716737762&l=fe93137171660c7b75&s=fdf815777d6c027d75107377&jb=ffcf14&ju=fe3110727063057e751074

http://view.exacttarget.com/?j=fe6711707467017d7c15&m=ff011577756600&ls=fdc7157176620c7b7716737762&l=fe93137171660c7b75&s=fdf815777d6c027d75107377&jb=ffcf14&ju=fe3110727063057e751074

http://unsungheroeseducation.com/
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Forward 


 The Army focuses on increasing propensity 
to serve 


 The Army is hosting a two day Recruiting 
2020 Forum 18-19 Sep 


 CSA will receive forum out brief 19 Sep 
 Army Accessions Workshop 23-25 Sep  
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Appendix 
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Appendix: Recruiting & Promotional Imagery 
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Appendix: Female Focused Mail & Emails 
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The Defense Advisory Committee on Women in the Services (DACOWITS)  
19 September 2014 


Army Sexual Harassment/Assault 
Response and Prevention Program 


v1 


W3 
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DACOWITS RFI Request 


RFI #3: DACOWITS recommended in its 2013 Report that, ”DoD and 
the Services should combine efforts into one program to prevent and 
respond to sexual harassment and sexual assault.” DACOWITS, as 
well as experts on sexual harassment and sexual assault both in and 
outside DoD, recognize that there is a strong correlation between the 
two.  
 
DACOWITS requests briefings from the Navy and Army on their 
aligned sexual harassment and sexual assault programs. Please 
include: 1) The reasons/impetus for joining the two programs; 2) The 
benefits and challenges encountered; and 3) Any lessons learned. 
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Why Combine Sexual Harassment and Assault?  


 


 


      


Homicide


Sexual 
Assault


Sexual Harassment


Sexual 
Innuendo


Intentional, forced, non
consensual sexual contact


is explicitly sexual or A form of discrimination that 
contains sexual overtones


An indirect remark 
suggesting something rude 


or sexual in nature


Attack 
issue 
at the 
lowest 
level 


• The Army used the model of Clinical Psychologist, Dr. David Lisak, to evaluate and 
assess the correlation between sexual harassment and sexual assault. 


• The Army considers the elimination of sexual innuendo and sexual harassment as 
fundamental to eliminating more extreme acts of sexual violence on the continuum of 
sexual violence 


• These acts and the attitudes that enable them do not just appear; rather, they are a 
culmination of other acts that encourage more egregious behavior such as sexual assault 
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• Feelings of Vulnerability to Sexual Assault:  Past experience with sexual harassment, 
crude and offensive behavior (COB), affected feeling vulnerable to sexual assault at their 
current installation/duty location 
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2012 Female Enlisted 


Large/Very Large
Extent
Small/Moderate
Extent
Not at all


86% 


59% 


14% 


38% 


3% 


No COB COB


2012 Female Officer 


Percent of females who felt vulnerable to sexual assault at their current installation/duty location 
given their experience with COB 


Impact of Sexual Harassment on Soldiers 


FY12 Army Human Relations Survey 


• 20% of males and 40% of females said the offender harassed them prior to the sexual 
assault incident 


• 13% of males and 15% of females said the offender stalked them prior to the incident 



Presenter

Presentation Notes

When comparing 2012 to 2009 data the extent to which females felt vulnerable to sexual assault on their current location/installation given their experience with crude and offensive behavior did not significantly change for any of the response option categories.

Sampling error ranges from ±2 for each rank group
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Benefits and Challenges 


Benefits: 
• Unity of purpose in combating the continuum of sexual violence. 
• Integrated policy for harassment and assault; operational execution 


under supervision of a single program. 
• Coordinated planning and communications efforts. 
• Co-located support to victims and complainants. 


 
Challenges: 
• Difficult to get individuals to ‘self-identify’ sexist attitudes and 


behaviors, and take steps to change. 
• Training Soldiers and Leaders to recognize and intervene to stop 


sexist behavior and sexually explicit language (harassment). 
o An example on Lessons Learned slide. 
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Sexual Harassment Reporting 


Overall, 23% of female respondents and 7% of male respondents who experienced sexual 
harassment filed a complaint 


Filed 
Complaint 


7% 


Did Not 
File 


Complaint 
93% 


Males who experienced sexual 
harassment 


13% 10% 
16% 17% 18% 


22% 


31% 
37% 


47% 


2006 2009 2012


COB USA SC


6% 5% 5% 
11% 9% 11% 


2006 2009 2012


COB USA


*Sexual Coercion is not included  for males due to insufficient sample size 


The type of sexual harassment affected the propensity for respondents to file a 
complaint 


Filed 
Complaint 


23% 


Did Not File 
Complaint 


77% 


Females who experienced sexual 
harassment 


FY12 Army Human Relations Survey 
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• Leadership and the prevention of sexual assault and sexual harassment are 
inextricably connected.   


• Poor Command Climate fosters sexual harassment which can prevent bystanders 
from intervening and can embolden predators. 


• Competence over Character—an Initial Military Training Example: 


o TRADOC survey of IMT New Soldiers established their definition of 
‘professionalism’ in Drill Sergeant (DS) or Advanced Individual Training Platoon 
Sergeants (AIT PSG)—in over 15,000 open-ended responses, New Soldiers 
defined ‘professional’ as: ‘squared away’, ‘PT stud’, ‘combat tested’, and ‘knows 
his stuff’. 


o Not a single response described a ‘professional’ NCO in terms of inter-personal 
skills. 


o When New Soldiers were specifically asked to indicate the extent to which DSs 
and AIT PSGs used or tolerated sexually charged or explicit language:   


 Approximately 1/3 of New Soldiers stated their DS or AIT PSG used sexually 
explicit language and tolerated sexual harassment. 


• New Soldiers generally do not associate ‘professionalism’ with use of appropriate 
language and/or discouragement of sexual harassment. 


 


Lessons learned 
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Army 
WISR Update 


Number & Types of Positions Integrated / Still Closed Units Integrated / Still Closed 


Schools & Courses Integrated / Still Closed Ongoing Reviews / Cultural Studies 


• Positions Integrated: ~ 55,000 
• Six occupations opened in May 2012 
• Positions across 133 occupations opened 


between May 2012 and August 2014 
 


• Positions Still Closed:  ~176,600 
• 14 Closed  occupations (1 – combat 


engineer, 3 field artillery, all infantry and 
armor 


• Units Integrated:  
 


• All units that are not in Special 
Operations are open across all 3 
components as of July 2014 
 


• List of major units still closed: None 
 


• Schools / Courses Integrated 
 


• Schools associated with six newly opened 
occupations are open 


 
• Schools/courses associated with closed 


occupations are closed.  Bradley Infantry 
Fighting Vehicle is in Congressional 
Notification 
 


• ARI continues to conduct surveys in units that 
have expanded opportunities to women 


• TRADOC is working  with USARIEM on the 
Physical Demands Study 


• TRAC is conducting Gender Integration Study 
 





		Army�WISR Update






DEFENSE ADVISORY COMMITTEE  
ON WOMEN IN THE SERVICES 


2014 Recommendations & 
Continuing Concerns 







Assignments Working Group 







• Recommendation 1: All Services should systematically 
increase the accessions of women into the enlisted ranks.  
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Accessions of Enlisted Women 



Presenter

Presentation Notes

 Advisory Mission Only, not Advocacy.

 50th Year.







• Recommendation 2:  All Services should devote 
resources to increase the recruitment of enlisted women.  
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Accessions of Enlisted Women 
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• Recommendation 3:  All Services should have targets 
to increase the representation of enlisted servicewomen.  
These targets should be benchmarked against the pool of 
eligible female recruits.  Furthermore, these targets 
should not be constrained by past or current 
representation of women in the Armed Services, nor 
estimates of the propensity of women to enlist. 
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Accessions of Enlisted Women 
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• Recommendation 1:  The DoD should ensure the 
Services open all closed units and positions to 
servicewomen as expeditiously as possible, but not later 
than January 1, 2016.  
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Full Integration into Closed Positions 
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• Recommendation 2:  Women qualified in occupational 
specialties should immediately be eligible for assignment 
to any military unit, to include previously excluded units. 
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Full Integration into Closed Positions 
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• Recommendation 3:  Physical standards should be 
validated to accurately predict performance of actual, 
regular, and recurring duties of a military job and applied 
equitably to measure individual capabilities.  
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Full Integration into Closed Positions 
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• Recommendation 4:  Marine Corps servicewomen 
should be given the same opportunities as their male 
counterparts to train for and be assigned to any unit or 
position for which they qualify.  Furthermore, the 
Marine Corps should discontinue their ITB/IOC 
experiments and allow qualified servicewomen that 
volunteer and that complete the courses to be awarded 
the MOS and assigned to infantry units. 
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Full Integration into Closed Positions 
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• Recommendation 5:  The Army should permanently 
open its Ranger School to female volunteers.   
Servicewomen should be given the same opportunities as 
their male counterparts to train for and be assigned to 
any unit or position for which they qualify.  
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Full Integration into Closed Positions 
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• Recommendation 6:  DoD should encourage 
collaboration between the Marine Corps and Army on 
product development, testing, and procurement, in order 
to facilitate prompt distribution of properly fitted 
individual combat equipment for servicewomen.  
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Full Integration into Closed Positions 
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Continuing Concern: 
 


• Marine Corps Experimental Task Force, currently 
known as Ground Combat Element Integrated Task 
Force (GCEITF) 
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Full Integration into Closed Positions 
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• Recommendation:  All Services should support 
innovative programs to provide mentoring opportunities 
for military women of all ranks/rates.  
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Career Mentoring/Progression 
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Continuing Concern: 
 


• Career Progression of Women 


14 


Career Mentoring/Progression 
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Wellness Working Group 







• Recommendation 1:  DoD should require the Services to 
publicize reports of sexual assault and their dispositions in a 
simple format accessible to a wide military audience, to be used 
in required training and other venues.   
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SH/SA Prevention & Response 
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• Recommendation 2:  DoD should require the Services to 
direct local commanders to publicize this same information, 
including information on reports and dispositions, at their 
specific installations. 
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SH/SA Prevention & Response 
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• Recommendation 3:  Sexual assault case disposition 
information to be publicized should include the number of 
reports and type of disciplinary actions taken as a result of 
sexual assault investigations.  Reasons should be provided for 
cases in which no disciplinary action is taken.   
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SH/SA Prevention & Response 
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Continuing Concerns:  
 


• Tracking of Members Who Have Committed        
Sex-Related Offenses 


• Military Justice Reform 
• Combined SH/SA Programs 
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SH/SA Prevention & Response 
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Continuing Concern: 
 


• Family Planning, Contraceptive Care, and General 
Reproductive Health Care  
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Reproductive Health Care 
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Influencing Female Propensity, Accessions and  
Retention in the Navy 


18-19 September 2014 


CAPT Dave Bouve 
CNRC N-9 


National Director of Marketing and Advertising 







Navy Female Propensity and Accessions 


Outreach and recruiting of women is critical to ensuring the U.S. military has the strongest 
possible pool of highly qualified individuals to draw from in meeting its leadership needs.  
 
The Committee has received briefings from the Services and OSD on the 


accessions of females into the military. Female propensity to serve has 


been identified by the Services as the rationale for their current accession 


rate/quotas for women. Since recruiters play an instrumental role in 


sparking women's interest in joining the military, the Committee would like 


a briefing on what efforts are being undertaken by each of the Services to 


influence the propensity to serve and to increase female accessions. 
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Female Accessions 


• Navy Recruiting Command (NRC) continues to expand female officer and enlisted 
recruitment to enhance the cross section of society throughout the fleet and the 
Navy. 
 


• Percentage of female accessions FY14 YTD is currently 22.5% for enlisted 
programs (will be 23.1% for the year – Aug and Sep strongly female) and 21.1% 
for officer programs.   FY13 was 23% Enlisted, 22.5% Officer. 


• Lower female officer percentage due to lower medical/higher URL mix in 2014 
 
• Female accession is an NRC priority   


• NRC recruits enlisted female accessions with a recruiting goal of 23% based upon ship 
berthing limitations.   


• There are no goals for female officers (different from enlisted accessions).  Boards 
select the best and fully qualified.  Gender selections are permitted for operational 
necessity only for Nuclear Submarine,  Nuclear SWO, and Nuclear Engineer. 


 
• Navy actively engages with several affinity groups (e.g., Society of Women 


Engineers) as well as groups like NAWMBA to establish national, regional, and 
local partnerships to build trust, establish relationships with influencers, create 
awareness, and increase female accessions.  
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Enlisted Women Accessions 
2003-2014 Active Component Non-Prior Service 


  FY   % Goal*      % Achieved     Raw numbers  


2003    16.9%             17.0%       6,875 


2004    16.4%           16.5%       6,480 


2005    18.9%           16.3%       6,117 


2006    21.0%           18.9%       6,848 


2007    19.9%           21.0%       6,825 


2008    20.8%           22.1%       7,183 


2009    20.9%           21.0%       7,391 


2010    21.0%           22.1%       7,524 


2011    23.0%           23.2%       7,733 


2012      23.0%           23.2%       8,421 


2013    23.0%           23.4%       9,356 


                YTD 2014**        23.0%   22.5%             6,619  
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*   % Goal for total NPS female accessions 
**  October 2013 through 18 August 2014 







Female Propensity 


• OSD’s Joint Advertising, Market Research & Studies (JAMRS) has identified 8% 
of females in society as being propensed for military service in comparison to 
19% of males. (2014 College Market Survey and a Fall 2013 Youth Poll) 
 


• NRC's initiatives to cultivate the female recruiting market is based upon 
numerous JAMRS studies and is focused on marketing and advertising, 
information resourcing, and the dissolution of cultural barriers and stereotypes 
such as:  


• "The Navy is a man's job“ 
• "Only traditional female jobs are available“ 
• "Can't be feminine” or “have a family and be in the Navy.” 


 
• Educating/Informing is key to recruiting the non-propensed.  Examples of tools 


developed to address this include Stories of Service, video roundtables, and 
integrated campaigns such as "Women Redefined" 
(https://www.facebook.com/womenredefinednavy).  


• “Women Redefined” along with other similar efforts are being used to influence women 
to enter into non-traditional jobs/specialties such as Explosive Ordnance Disposal, 
Navy Diver, and Air Rescue Swimmer. 


• Attained female goal for EOD/ND/AIRR for the first time in FY13.   
• 100% contracts but 94% shipping in FY14 due to 2 DEP attrites 
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Summary of Efforts 


Current efforts to identify:  
• NRC identifies female applicants in the same manner as male recruits: “whole-person” review 


based on mental, physical, and moral qualifications for enlistment. 
• Navy prefers “quality” applicants as measured by the Armed Services Vocational Aptitude Battery 


(ASVAB) score and attainment of diploma. 
 


Current efforts to recruit:  
• NRC uses integrated marketing and advertising, community outreach and engagement, and our 


total recruiting force to transform perceptions of the Navy among young women. 
• Increase the number of female recruiters, currently 13.4% of our recruiting force, a 1% increase 


over last year and the highest percentage the Navy has had. 
• New “Active Mentor” program under development to identify, train, and make available Active 


Duty volunteer mentors to whom prospects can reach out and ask the “what is it really like?” 
questions.  Female nuclear power under consideration for initial pilot of program. 


 
Current efforts to retain:  
• Navy maintains personnel stability by retaining top quality Sailors, regardless of gender, in the 


proper skills balance and in the required numbers. 
• Navy provides a range of retention incentives: monetary, opportunities to promote and receive 


training (eg. Basic, Advanced, and Professional Military Education). 
• Navy’s Career Intermission Program (CIP) provides greater flexibility in career paths. 
• Mentoring manifests itself in many forms in the Navy.  Mentoring programs are designed to 


develop and retain talent. 6 







Questions? 
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Enlisted Women 1st Term Retention 
2003-2014 


Year                                                                                                            RE+LTEs  


2003  N/A%         60.0%                 57.2%                31,545              2,690  


2004  N/A%         50.5%                 49.9%                31,245              2,653 


2005  N/A%         53.0%                 51.8%                29,178              2,702 


2006  N/A%         51.1%                 50.0%                27,050              2,379 


2007  N/A%         45.5%                 45.5%                25,696              1,869 


2008   48%         50.2%                 50.6%                24,529              1,957 


2009   54%         54.6%                 53.9%                24,797              2,143 


2010   55%         63.7%                 62.5%                26,122              2,912 


2011   59%         61.9%                 57.6%                27,518              2,933 


2012*  *33%       *33.9%                *33.0%                28,665             *1,159 


2013*  *48%       *38.8%                *36.9%                29,636             *1,351 


2014**   59%         62.8%                 60.9%              33,111       2,619  


9 


Data is for Active Duty USN Females.   
Data Sources: NES – End Strength, NRMS – Reenlistment Rates, RE (Reenlistments), LTEs(Long Term Extensions), Navy Goals – NAVADMINS 348/08, 321/09, 047/11  
* Navy reenlistment metric  was changed to be based on Sailors’ whose Soft EAOS falls within the current fiscal year (CFY) 
** 2014 data includes October 2013 – July 2014 
. 


All Navy 
Zone A Goal 


All Navy 
 Zone A Executed 


Female Zone A 
Reenlistment Rate 


Female Zone A 
Begin End Strength  
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Unclassified 


Aligned Sexual Harassment and 
Sexual Assault Programs 


Rear Admiral Rick Snyder 
Director, Twenty-First Century Sailor Office 


(OPNAV N17) 
 


18 September 2014 
 


DRAFT // PRE-DECISIONAL 
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Navy 21st Century Sailor Office 
(OPNAV N17)  


N17 provides a  coordinated and streamlined Sailor resiliency and personal readiness policy effort  
to better support Sailors and their families 
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Navy 21st Century  
Sailor Office 


RDML Rick Snyder 


Behavioral 
Standards 


- Fraternization 
- Hazing 
- Signature 
Behaviors 


Suicide 
Prevention and 


Operational 
Stress Control 


Total Sailor 
Fitness 


- Family 
Readiness 
- Drug & Alcohol 
- Physical 
Readiness 
- Fleet & Family 
Support 
- Retired Activities 
Programs 


Sexual 
Harassment 
Prevention & 


Equal 
Opportunity 


Sexual Assault 
Prevention & 


Response 
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Sexual Harassment and  
Sexual Assault 


 Reasons/impetus for joining Sexual Harassment and Sexual 
Assault 


• Prevention of Sexual Assault/Sexual Harassment (SA/SH) must include 
acknowledgment of the entire Continuum of Harm (CoH) 


• Leveraging of synergies and efficiencies of effort 
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Low empathy, demeaning or 
discriminatory comments or behavior, 


stereotyping, unequal treatment, 
rules inconsistently enforced 


Unwanted behavior of a sexual 
nature that creates a hostile 


working environment including 
stalking, texting and emails 


Intentional sexual contact 
characterized by the use of force, 
threats, intimidation, or abuse of 


authority, or when victim does not 
or can not consent 


Leaders establish inclusive command 
environment, embrace diversity, 
model Navy ethos, promote 
intervention and mentoring; 
verbal/written counseling; disciplinary 
action as needed 


Documentation in 
Evaluation/Fitness Reports; 
disciplinary actions as 
appropriate 


Notification of Military Criminal 
Investigative Organization (MCIO); 
victim support and assistance; 
offender disciplinary actions as 
appropriate 


Commander’s Responsibilities and Actions 


Sexist Behavior Sexual Assault Sexual Harassment 


Leadership Drives Cultural Conditions 
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Sexual Harassment and  
Sexual Assault 


 Benefits and challenges encountered 
• Benefits 


o Coordination and consistency of efforts in addressing related behaviors 
o Prevention initiatives germane to both realms 


• Challenges  
o Different statutory and directive requirements necessitate independent 


programs: Navy policy, training, reporting  
o While both behaviors are destructive and fall along the CoH, reporting 


and response processes are separate and distinct 


 
 Lessons learned 


• Must consistently define/describe SH and SA to avoid confusion by Sailors 
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Navy WISR Update 


 Positions Integrated:  615  positions 
 267 Coastal Riverine Force positions 
 218 Active Navy positions in USMC units 
 130 Reserve Navy positions in USMC Reserve units 


 Positions Still Closed:  32,258/383,592 positions* 
 Surface Ships (enlisted on FFGs, PCs, MCMs)  
 Submarines (enlisted); officers on Seawolf and LA class 
 Special Operations (SEAL/SWCC) and enablers  


*Closed positions based on 2012 RAND Report and continue 
to be updated with force structure changes 


Number & Types of Positions Integrated/Still Closed Units Integrated / Still Closed 


 Units Integrated:  
 Coastal Riverine Force Delta Platoons 
 USMC Ground Combat Element units 


 Major units still closed: 
 Enlisted: FFGs, PCs, MCMs 


 Major units pending integration:  
 Submarine (enlisted on OH and VA classes, 


officers on Seawolf class) Congressional 
notification period commenced: 18 Jul 14 


 All Navy schools are open to women except: 
 Enlisted submarine schools will open after 


completion of Congressional notification period 
(expected late 2014) 


 Basic Underwater Demolition School (BUD/S) 
and all SEAL/SWCC courses 


Schools & Courses Integrated / Still Closed Ongoing Reviews/Studies 


 Naval Health Research Center (NHRC) is evaluating 
and validating gender neutral standards for the 
selection of SEAL and SWCC candidates.  NHRC is 
also conducting a comprehensive analysis of the 
physical demands underlying SEAL and SWCC 
operations.  


 Naval Manpower Analysis Center (NAVMAC) 
conducted a comprehensive review of all occupational 
standards for all ratings and Navy Enlisted 
Classifications. Navy is assessing if additional studies 
are necessary. 


Navy is committed to maximizing professional opportunities for women in every officer designator and enlisted rating.  





		Navy WISR Update
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DACOWITS QUARTERLY MEETING 
September 18-19, 2014 
Sheraton National Hotel—Pentagon City 
900 South Orme Street, Arlington, VA 22204 
 


Thursday, September 18 
Time Topic and Presenter: Location 


0800 – 0815 
Introductions and opening remarks by Designated Federal Officer COL Betty 
Yarbrough and Committee Chair Ms. Holly Hemphill 


Cavalier I, II, III 


0815 – 0830 
Status of Requests for Information 
Briefer:  COL Betty Yarbrough, DACOWITS Military Director 


Cavalier I, II, III 


0830 – 1030 


Update on WISR Implementation Plan – Part I 
Briefers: 


P&R:  Lt Col Robert J. Jackson, USAF, Asst. Director, MPP, OUSD (P&R) 
   USA:  COL Linda Sheimo, Chief, Command Programs and Policies Division  


• Ranger School 
USMC:  Col Anne Weinberg, Marine Corps Force Innovation Office 


Cavalier I, II, III 


1030 – 1045 AM Break Cavalier I, II, III 


1045 – 1200 


Update on WISR Implementation Plan – Part II  
Briefers: 


USN:  Dr. Jessica Milam, Women’s Strategy and Policy Lead 
USAF:  Lt Col Veronica Senia, Chief, Assignments Policy and WISR 
USSOCOM HQ:  COL Monroe C. Jones, Director, SOF female Integration IPT 


Cavalier I, II, III 


1200 Public Dismissed  
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Friday, September 19 
Time Topic and Presenter: Location 


0800 – 0830 
Morning remarks by Designated Federal Officer COL Betty Yarbrough.   
Introduction of incoming DACOWITS Chair and Presentation for outgoing 
DACOWITS Chair.   


Cavalier I, II, III 


0830 – 0950 


Improving Female Accessions  and Focused Recruitment  
Briefers: 


USA:  Ms. Andrea Zucker, Consumer Market Research Chief, ASA M&RA 
USN:  CAPT David W. Bouvé, Director of Navy Marketing & Advertising 
USMC:  Col Terence D. Trenchard, Marine Corps Recruiting Command 
USAF:  Col Joe Don Looney, Chief, Diversity & Inclusion, and  


Lt Col E. Jonelle Eychner, Air Force Officer Accessions and Training 
USCG:  LCDR Frances Fazio, Chief, Mission Support for USCG Recruiting 


Command 


Cavalier I, II, III 


0950 – 1000 AM Break Cavalier I, II, III 


1000 – 1100 


Sexual Assault/Sexual Harassment Alignment 
Briefers: 


USN:  RDML Richard P. Snyder, Director, 21st Century Sailor Office 
USA:  COL Geoffrey Catlett, Chief of Staff, HQDA SHARP Program 


Cavalier I, II, III 


1100 – 1230 Lunch Cavalier I, II, III 


1230 – 1300 
SAPRO Briefing  
Briefer:  MG Jeffrey J. Snow, Director, DoD Sexual Assault Prevention and 


Response Office (SAPRO) 
Cavalier I, II, III 


1300 – 1330 Public Comment Period Cavalier I, II, III 


1330 – 1345 PM Break Cavalier I, II, III 


1345 – 1445 2014 Propose and Vote on Assignment Recommendations  Cavalier I, II, III 


1445 – 1545 2014 Propose and Vote on Wellness Recommendations  Cavalier I, II, III 


1545 Public Dismissed  


 








Coast Guard Briefing to 
DACOWITS 


19 September 2014 
 


LCDR Frances Fazio 







Propensity Building: Strategic 
Marketing Efforts 


• Enlisted Rating Videos 
• Officer Videos 
• Marketing Materials 


Direct Commission Lawyer 
Direct Commission Intel Officer 
Maritime Academy Graduate Program 
College Student Pre-Commission Program 
Wilk’s Flight Initiative 


 







Propensity Building: Strategic 
Recruiting Efforts 


• Strategic Advertisements 
• Composition of 


Recruitment Workforce 
• Virginia Women’s Institute 


of Leadership 
• Hometown Recruiter 
• Officer Networks 







Propensity Building: Strategic 
Recruiting Efforts 


• Color Run 
• Women’s Athletics 
• Bonding 







Questions? 
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Efforts to Influence  
Propensity to Serve and  


Increase Female Accessions 
 


Brief to DACOWITS 
19 September 2014 


 
Col T. D. Trenchard  


Marine Corps Recruiting Command 







Agenda 


• Female Enlisted Accessions 
• Female Enlisted Propensity 
• Female Enlisted Recruiting 


–  Research 
–  Advertising 
–  Outreach Initiatives 
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Efforts Undertaken to 
Influence Propensity & Increase Accessions 


 • The Marine Corps is committed to attracting, recruiting, and retaining those men and women who 
are eligible and best qualified to serve in a multitude of occupational specialties across all elements 
of the Marine Air-Ground Task Force (MAGTF).  The Marine Corps believes that diversity of 
background, culture, race, ethnicity, and gender enhances our warfighting  capabilities across the 
spectrum of operations. 


• The recent opening of eleven previously closed career fields provides additional opportunities for 
women who are considering service in the Marine Corps.  The Marine Corps will evaluate and 
assess the implications these openings will have on female propensity to enlist and re-enlist on a 
continuous basis. 


• Concurrently, the Marine Corps Recruiting Command (MCRC) has taken deliberate actions to 
increase female accessions through outreach programs and focused advertising.  Engagement with 
the Women's Basketball Coaches Association (WBCA) at the national level and with individual 
coaches and their coaching staffs at the local level is an initial step to increase awareness of 
opportunities for females in the Marine Corps among key influencers.  The female leadership forum 
that is part of the Marine Corps‘ annual Summer Leadership and Character Development Academy 
at Quantico, VA is another outreach program to heighten awareness. 


• MCRC uses current research and assessment data to monitor female propensity.  Moreover, it uses 
this data to shape future advertising initiatives designed to increase awareness and generate leads 
in the female demographic.  This year, MCRC executed two million direct-mail outs to female high 
school seniors across the nation.  It updated its digital and web-based properties to reflect the new 
career field opportunities open to women. 


3 



Presenter

Presentation Notes

Commitment – to attract, recruit, and retain men and women who are eligible and best qualified to serve as Marines

Belief – diversity of background, culture, race, ethnicity, and gender enhances our warfighting  capabilities and keeps us connected to the American people we serve.

Opening – of eleven previously closed career fields provides additional opportunities for women to serve in the Marine Corps.

MCRC – deliberate actions to increase female accessions through increased accession requirements, outreach programs among key influencers, and focused advertising.  

Engagement with the Women's Basketball Coaches Association (WBCA) at the national level and with individual coaches and their coaching staffs at the local level is an initial step to increase awareness of opportunities for females in the Marine Corps.  

A female leadership forum that is part of the Marine Corps‘ annual Summer Leadership and Character Development Academy at Quantico, VA is another outreach program to heighten awareness.

MCRC uses current research and assessment data to monitor female propensity – JWT + JAMRS + CNA + Internal Activity/Trend Analysis.  

We use this data to shape future advertising initiatives designed to increase awareness and generate leads in the female demographic.

This year, MCRC executed two million direct-mail outs to female high school seniors across the nation and will do so again in Fiscal Year 2015 earlier.  

We also updated our digital and web-based properties to reflect the new career field opportunities open to women.
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Historic Enlisted Female Accessions 
 


• 10 year Non-Prior Service Regular female accessions 
Fiscal Year Mission Attained Accession % 


2004 2144 2160  7% 


2005 2282 2282  7% 


2006 2285 2320  7% 


2007 2375 2507  7% 


2008 2334 2467  6% 


2009 2530 2533  8% 


2010 2500 2510  9% 


2011 2500 2502  8% 


2012 2600 2603  9% 


2013 2800 2803  9% 


=Exceeded Goal 


* Marine Corps is on pace to assess  2800 Non-Prior Service females in FY14  



Presenter

Presentation Notes

-   Perhaps the most impactful action taken thus far has been to raise the female accession requirement.
This is a good news story that reflects the determination of the individual Marine in MCRC to accomplish his or her assigned mission.
This slide… snapshot… NPS RegF accessions… last ten years.
As you can see, we increased the NPS RegF accession requirement incrementally, year after year, and our recruiting force exceeded the requirement in 9 of the last 10 years.  MCRC never failed to meet the assigned requirement.
From 2004 – 2013, the NPS RegF requirement grew by 656 accessions.  This represents a 31% increase over ten years.
As FY2014 comes to a close, MCRC is poised to meet the current year requirement of 2,800 NPS RegF accessions.  This figure represents 9% of all Regular / Active component accessions (male + female) – up 2% from 7% in 2004.
The FY2015 NPS RegF accession requirement is the same as FY2014 – 2,800 females representing 9% of all Regular / Active Component accessions.
Key Point: At a time when USMC end-strength is drawing-down and resources are becoming more limited, it is critical for MCRC to maintain its personnel structure and its budget (recruiting operations and advertising) to continue achieving these accession levels.







Enlisted Female Recruiting 


• Early Opportunity MOS Openings.  MCRC begins contracting 1 Oct 2014, 
shipping beginning 1 Jan 2015. 


– 2131 – Towed Artillery Repairman/technician* 
– 2141 – Assault Amphibious Vehicle Repairman/technician* 
– 2146 – Main Battle Tank Repairman/technician*  
– 2147 – Light Armored Vehicle Repairman/technician (Infantry-like assignment)* 
– 0842 – Field Artillery Radar Operator 
– 0847 – Field Artillery  Sensor Support Man 
– 7212 – Low Altitude Air Defense Gunner 


 
*Assignments remain restricted from ground combat arms units pending completion of experimentation. 
 


• MCFIP Programs offered on voluntary basis only; no involuntary program 
assignments. 
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Presentation Notes

This slide reflects some of the previously restricted MOS that will open up to females.
Effective 1 October 2014, MCRC will begin contracting and assign these PEFs to females on a voluntary basis
These females are not eligible to ship to recruit training until 1 January 2015.
While these MOS will be open to females, some assignments to ground combat arms units will remain restricted pending further experimentation.







Estimating Size of Target Market 
78% of Youth Population are Low Quality & Ineligible  


Sources: CPS  (Sept 2012 –Feb 2013); Department of Defense Youth Poll (Fall 2012); Note: QMA is the official DoD metric for eligibility. 


16-21 Year Old
Population


High Quality
(AFQT >= 50)


HQ + Eligible HQ + Eligible + Propensed


Male
Female


Total: 13,829,365 


Total: 5,631,178 


Total: 526,055 


F: 7,606,151; M: 6,223214 


F: 3,097,148; M: 2,534,030 


F:152,556; M:373,499 


50% 


55% 


45% 


47% 
53% 71% 29% 


50% 


Total: 25,579,225 
F: 12,789,613; M: 12,789,612 


There are an estimated 152,556 highly-
qualified, service-eligible, and propensed 


16-21 year old females within a youth 
market of 26 million. (0.5%) 
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Presentation Notes

The next three slides speak to the challenge going forward in terms of the quality, eligibility, and propensity of the 16-21 year old youth population – our current and near term target mark population
The data is broken down by gender – starting with the total population distilling down to what we consider to be a HIGH QUALITY (AFQT of 50 or above) + ELIGIBLE (Physically, Mentally, Morally, Educationally Qualified) + Propensed. 
The bar graph to the right represents what DoD considers the quality “propensed” market that all of the services compete for versus colleges, universities, and other employment / career opportunities in the private sector.
It will be necessary for MCRC to be properly resourced to win this battle for talent, especially in the female demographic.
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Female Youth Market:   
Propensity to Serve in the Military 


30% 
19% 


6% 


42% 
55% 


73% 


23% 23% 17% 


Propensed Probably Not
Propensed


Definitely Not
Propensed


18% 
7% 5% 


67% 
78% 78% 


9% 12% 13% 


Propensed Probably Not
Propensed


Definitely Not
Propensed


Does the repeal of the policy prohibiting women from serving 
in combat roles make you more or less likely to join the 


Military? 
(Youth Ages 16 to 24) Males                      Females 


Source:  Youth Poll; Ad Tracking Survey (Jan 2013–Mar 2014) 


% Probably/Definitely 


24% 
21% 


10% 
8% 
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In the next few years, how likely is it that you will choose to serve in the Military? 
Youth Ages 16–21 


Male 


Female 


More Likely Less Likely Doesn’t Change the Likelihood 


 
 


Announcement of lift of 
ban on women in combat 


Military Self-Efficacy 
(Fall 2013; Youth Ages 16–21) 


 


% Probably/Definitely Yes 
How confident are you that you can sucessfully complete 
the following: 
                    Males      Females 
 


 
Complete Boot Camp 
 
Leave Family/Friends 
 
Fight in a War 


 


  59% 


  46% 


  35% 


  29% 


  28% 


  9% 
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Presentation Notes

This slide is based on the most current JAMRS data  (June 2014) from a survey conducted in the Fall of 2013.
While not a sharp decline, propensity among males and females is trending downwards
In terms of self-efficacy among females (capacity for producing a desired result or effect; effectiveness), only 9% of respondents are confident that they can successfully fight in a war.
With respect to the policy change prohibiting women from serving in combat roles, it is premature to draw conclusions.  The data in the bottom-right of this slide offers a reference point prior to experimentation. 








Female Youth Market:   
Barriers to Serving in the Military 


Source:  JAMRS Youth Poll ; JAMRS College Market Study (2014)  8 
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How likely is it that joining the Military would 
allow you to have an attractive lifestyle? 


(% Likely/Very likely; Youth Ages 16–21) 


Males 


Females 


College Market Youth Perceptions 
(% Agree/Strongly Agree; College Market Study) 


 


 


 


 


 
 


16% 


42% 
22% 


48% 


People who become officers are
people like me.


The Military has jobs for people
with my career interests.


31% 


38% 


34% 


46% 


55% 


33% 


43% 


50% 


58% 


66% 


Interference with college


Other careers interests


Possibility of psycholgical
injury or trauma


Leaving family/friends


Possibility of physical injury
or death


Females Males


What would be the main reason(s) why you would 
NOT consider joining the U.S. Military? 


(Spring 2013; Youth Ages 16–21) 
 


Military Self-Efficacy 
(Fall 2013; Youth Ages 16–21) 


 


How confident are you that you can successfully complete 
the following: % Probably/Definitely Yes 
 
                       Males      Females 
 


 
Complete Boot Camp 
 
Leave Family/Friends 
 
Fight in a War 


 


  59% 


  46% 


  35% 


  29% 


  28% 


  9% 
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From the same JAMRS survey…
Attractiveness of the military lifestyle is trending sharply downwards, especially in the female demographic – half of what it was in 2004.
Reasons female respondents provided for not wanting to join the military differ most sharply from their male counterparts in the top three categories in the bar graph at top right… Possibility of physical injury or death, separation from family & friends, the possibility of psychological injury, all of which are part of life in the infantry and other combat arms units.










The Marine Corps is its own category. 
For the Marines, convincing females 


considering the military may be just as 
difficult as convincing the non-


propensed females. 
 


Females do not view their role as that of 
a warrior of the Marine sort.  


Female Recruiting Research 


This does however, confer on the Marines 
a kind of freedom – the freedom to focus 
on females with desirable characteristics 


as defined by the Marine Corps. 


The concepts of “Making Marines” and 
“Developing Quality Citizens” may 
resonate with propensed and non-


propensed females.  
 
 


Mixed views were expressed on potential changes 
to DOD policy regarding combat-related MOSs and 
potential changes to the physical fitness 
requirements for females in the Marine Corps.  
 
While some thought the changes would make 
them less likely to serve, most felt that both 
policies were empowering, as they did not want to 
receive special treatment based on their gender.  
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Advertising slide.  

Conclusion: Glass Half-full.

To fully understand the potential impact of these policies on accessions, though, full quantitative study is needed with a particular focus on the impact among the most propensed. 








Enlisted Pamphlet / Poster 
Officer Pamphlet 


Poster 


Female Exclusive Advertising (Efforts) 


Online Content Print Ads 
10 
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Presentation Notes

1) Implementation of a Female Discussion Panel during the WRR Educators Workshop. While the audience consists of both male and female educators, the purpose of the panel is to help dispel myths and misconceptions concerning women in the Marine Corps and military. 
2) In June 2014 WRR started consolidating and reporting female prospecting results  (CAIs) as a segment of the Marine Corps Force Integration Program  (Recruiting LOE).  Additionally, within the same program, we inform and  query all female applicants on the 11 previously closed Military Occupational Specialties. RS/RSS analyze female prospecting through list penetration.
3) FY12 - Female Poster creative made by 8th MCD (JWT) to supplement the MCRC "Wanted" creative that was being done at the time.
4) FY13 - Female Billboard creative made by 8th MCD (JWT) .
5) FY14 - The 12th MCD partnered with a San Diego Women's Rugby Club targeted specifically at the female athlete participants.
6) FY14 and previous years - The 12th MCD partnered with Huntington Beach Culture and the US Surf Open to specifically target the women surf participants and audience attendees to see the annual surf classic.

In addition, many of our event partnerships in high schools and colleges target--or are open to--both men and women...especially relating to sports partnerships.  Along those lines, OSOs will often request partnerships with colleges for multiple sports teams (e.g. targeting men's basketball one week, and women's basketball the following month).  As a means of targeting both male and female athletes, our Districts also have sport partnerships with states in their AO.  Three notable examples are:  Texas High School Coaches Association (8MCD), Minnesota High School Coaches Association (9MCD), and the California Interscholastic Federation (12MCD).    

Lastly, WRR's partnerships with ASA Entertainment attract both male and female high school students.  Similarly, WRR's partnership with American Collegiate Sports for the American Collegiate Intramural Sports and Fitness program for OSOs is open to both men and women on participating college campuses.








Efforts to Influence Propensity to Serve  
and Increase Female Accessions 
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WBCA 2014 WBCA 2014 


WBCA 2014 Educators Workshop 2014 WBCA 2014 


Local High School Basketball  Game 2014 
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Presentation Notes

The Marine Corps is committed to attracting, recruiting, and retaining those men and women who are eligible and best qualified to serve in a multitude of occupational specialties across all elements of the Marine Air-Ground Task Force (MAGTF).  The Marine Corps believes that diversity of background, culture, race, ethnicity, and gender enhances our warfighting capabilities across the spectrum of operations.

The recent opening of eleven previously closed career fields provides additional opportunities for women who are considering service in the Marine Corps.  The Marine Corps will evaluate and assess the implications these openings will have on female propensity to enlist and re-enlist on a continuous basis.

Concurrently, the Marine Corps Recruiting Command (MCRC) has taken deliberate actions to increase female accessions through outreach programs and focused advertising.  Engagement with the Women's Basketball Coaches Association (WBCA) at the national level and with individual coaches and their coaching staffs at the local level is an initial step to increase awareness of opportunities for females in the Marine Corps among key influencers.  The female leadership forum that is part of the Marine Corps' annual Summer Leadership and Character Development Academy at Quantico, VA is another outreach program to heighten awareness.

MCRC uses current research and assessment data to monitor female propensity.  Moreover, it uses this data to shape future advertising initiatives designed to increase awareness and generate leads in the female demographic.  This year, MCRC executed two million direct-mail outs to female high school seniors across the nation.  It updated its digital and web-based properties to reflect the new career field opportunities open to women. 


Implementation of a Female Discussion Panel during the Educators Workshop. While the audience consists of both male and female educators, the purpose of the panel is to help dispel myths and misconceptions concerning women in the Marine Corps and military. 

2) In June 2014 MCRC started consolidating and reporting female prospecting results  (CAIs) as a segment of the Marine Corps Force Integration Program  (Recruiting LOE).  Additionally, within the same program, we inform and  query all female applicants on the 11 previously closed Military Occupational Specialties. RS/RSS analyze female prospecting through list penetration.

3) FY12 - Female Poster creative made by 8th MCD (JWT) to supplement the MCRC "Wanted" creative that was being done at the time.
4) FY13 - Female Billboard creative made by 8th MCD (JWT) .
5) FY14 - The 12th MCD partnered with a San Diego Women's Rugby Club targeted specifically at the female athlete participants.
6) FY14 and previous years - The 12th MCD partnered with Huntington Beach Culture and the US Surf Open to specifically target the women surf participants and audience attendees to see the annual surf classic.

In addition, many of our event partnerships in high schools and colleges target--or are open to--both men and women...especially relating to sports partnerships.  Along those lines, OSOs will often request partnerships with colleges for multiple sports teams (e.g. targeting men's basketball one week, and women's basketball the following month).  As a means of targeting both male and female athletes, our Districts also have sport partnerships with states in their AO.  Three notable examples are:  Texas High School Coaches Association (8MCD), Minnesota High School Coaches Association (9MCD), and the California Interscholastic Federation.    

Lastly, partnerships with ASA Entertainment attract both male and female high school students.  Similarly, WRR's partnership with American Collegiate Sports for the American Collegiate Intramural Sports and Fitness program for OSOs is open to both men and women on participating college campuses.













 


        Questions? 


12 







DACOWITS Briefing Request 
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“Outreach and recruiting of women is critical to ensuring the U.S. 
military has the strongest possible pool of highly qualified individuals 
to draw from in meeting its leadership needs. The Committee has 
received briefings from the Services and OSD on the accessions of 
females into the military. Female propensity to serve has been 
identified by the Services as the rational for their current accession 
rate/quotas for women.  
 
Since recruiters play an instrumental role in sparking women's 
interest in joining the military, the Committee would like a briefing on 
what efforts are being undertaken by each of the Services to 
influence the propensity to serve and to increase female accessions.”
  







Determining Female Accessions 


• Goals are set by Manpower and Reserve Affairs, Headquarters Marine Corps (HQMC) at 
the beginning of each Fiscal Year (FY). 


 
• Goals are determined through the combined efforts of several entities within HQMC, and 


guided by the Commandant of the Marine Corps 
 
• Benchmark for measurement 


– Accessions are phased into four month periods and each is assigned a percentage of 
the overall end of FY aggregate. 
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Fiscal Year 
Female Enlisted 


Mission 
2014 2,800 
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Source by Gender 
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AREA
CANVASSI


NG


LIST
CANVASS WKI/Cal POOLEE


PRIORITY
PROSPECT


CARD


CmdRecrui
ter Other


F 28.30% 9.20% 7.82% 23.87% 10.20% 14.13% 6.48%
M 26.16% 11.22% 8.40% 25.84% 10.74% 12.18% 5.45%


0.00%


5.00%


10.00%


15.00%


20.00%


25.00%


30.00%


Generally equal between the genders 
across the various sources. 


Data derived from 
MCRISS as of 1 Sep 
2014 
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Area canvassing and poolee referrals are the two most productive source of female (and total) accessions.
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Units Integrated / Still Closed Number & Types of Positions Integrated / Still Closed 


Ongoing Reviews / Cultural Studies  Schools & Courses Integrated / Still Closed 


Marine Corps WISR Update (U) 


• Schools / Courses Integrated: 
• Infantry, Tank, Assault Amphibian, 


Artillery, schools are integrated in support 
of Entry Level Training and Ground 
Combat Element Integrated Task Force 
Research 


•  School / Courses Remaining Closed: 
• Basic Reconnaissance Course (BRC)  


 
 
 


• Ongoing and Planned Research Efforts 
• Expand Unit Assignments (1Qtr 15) 
• Expand Entry Level Training Research (3Qtr 


14 - 3Qtr 15) 
• GCEITF (3Qtr 14 – 3Qtr 15) 
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• Positions and occupations opened to date: 
• MOS 0203 Ground Intel Officer 
• Company Grade and SNCO positions at 


Bn Headquarters for Tank, Artillery, 
Assault Amphibious, Combat Engineer, 
Combat Assault, ANGLICO, and LAAD 
battalions in active and reserve 
components:  FY 15 Structure  (388 Active 
/213 Reserve positions) 


• Positions Remaining Closed: 
• Combat Arms specific positions within 


MOSs, some  Artillery MOSs, and CSO.  


Units Integrated: 
• Expand Unit Assignments (EUA) to include NCOs 


down to Company/Battery level 
(2285 AC/630 RC positions) 


• Open 11 MOSs in previously closed units 
(2,111 AC and 549 RC positions) 


• 3 in artillery 
• 2 in LAAD 
• 6 in ground ordnance vehicle  maintenance 


Units Remaining Closed:  
• Infantry, Recon, MARSOC Units 


,  





		Marine Corps WISR Update (U)






USSOCOM 
WISR Update 


Number & Types of Positions Integrated / Still Closed Units Integrated / Still Closed 


Schools & Courses Integrated / Still Closed Ongoing Reviews / Cultural Studies 


• Positions Integrated:  42,200 
 


• 7,500 integrated in various MOS since policy 
elimination 


 


• Positions Still Closed:  21,600 
 


• 19,000 SOF specialties: SF, Rangers, SEAL, 
SWCC, Marine Raiders, Battlefield Airmen 


• 2,600 tactical-level enablers 
 


• Units Integrated since policy elimination:  
 


• 160th SOAR at all levels 
• SF Battalions 


 


• Units Still Closed: 
 


• 75th Ranger Regiment 
• SF Companies 
• Marine Raider Companies 


• Schools / Courses Integrated 
 


• 160th SOAR aircrew training 
• Military Free Fall 


 


• List of major schools / courses still closed 
 


• SOF-specific assessment, selection, and 
qualification courses 


• Ongoing reviews / studies 
 


• RAND study of unit cohesion - survey/focus 
groups of male SOF operators; ongoing 


• JSOU study of elite team performance - 
literature review/interviews; ongoing 


• KU study of cohesion/impacts - survey/focus 
groups of male and female Army SOF; ongoing 


• Validation of SOF standards - RAND, NHRC, 
OPM, AETC; July 2015 





		USSOCOM�WISR Update






DoD Sexual Assault Prevention and 
Response Office (SAPRO) Update 


 
DACOWITS Quarterly Meeting 


September 19, 2014 


Major General Jeffrey J. Snow 
Director, DoD SAPRO  







Agenda 


• Background: Report to the President 


• Report Content  


• Surveys & Focus Groups 


• Notional Points of Analysis 


• Metrics/Non-Metrics 
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Background: Report to the President 


• December 20, 2013: POTUS directed SECDEF to provide 
a report demonstrating progress in the DoD on Sexual 
Assault Prevention and Response by December 1, 2014 
 


• February 2014: Joint Chiefs of Staff (JCS) approved 
POTUS report format and metrics and submitted them to 
the White House 
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• Scope: Selected Initiatives from FY12-FY14 
• Format: 


 DoD Overview 
 By Line of Effort: Metrics & Non-Metric Areas 
 Statistical Section 


 Surveys 
 RAND Military Workplace Study   
 Survivor Experience Survey 


 Focus Groups 
 Service, NGB and Coast Guard Enclosures 
 UCMJ Review (Office of the General Counsel) 


 


Report Content 
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Survivor Experience Survey 


• Who: DMDC 


• When: June-September 2014  


• Why: To obtain feedback from survivors on services and resources 


recently received or used  


• Population: Military survivors who filed a sexual assault report since  


October 1, 2013 


 Includes both Unrestricted and Restricted Reports 


• Results: DoD-wide analysis of responses (not by Component) 
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Focus Groups 


• Who: DMDC 
• When: July-August 2014 
• Why: To solicit qualitative feedback beyond survey data 
• Results: DoD-wide analysis of common themes (not by Component) 


INSTALLATIONS 
 
 
 
  
 
              POPULATIONS 
 
                   


              


 
 
 
 
 


 


Trainees 
E1-E2 (some E3-E4) 


Training Installations 
Males / Females 


Junior Enlisted 
E3-E4 


CONUS Installations 
Males/Females 


Mid-Level Enlisted 
E5-E6 


CONUS Installations 
Males/Females 


Junior Officers 
02-03 


CONUS Installations 
Males/Females 


Senior Enlisted 
E7-E9 


CONUS Installations 
Mixed 


Installations: Army Navy USMC USAF NG 
Training Ft Gordon Pensacola Camp Johnson Sheppard AFB N/A 


Operational Ft Riley Norfolk Camp Lejeune JB Lewis 
McChord 


Shelby (ARNG) 
Gulfport (ANG) 
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RAND Military Workplace Study  


• Who: RAND Corporation 


• When: August-September 2014  


• Why: To estimate the past year prevalence of sexual  


harassment and sexual assault 


• Population: Active & Reserve Components 


• Status: Currently fielding survey 


• Results: 


 Top line results to be included in POTUS Report 


 Full report and analysis to be released Spring 2015 
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• Align Military Justice with Crime 
Victims’ Rights Act 


• Special Victims Counsel 
• Balanced Expedited Transfer Options 
• Victim Input to Post-Trial Action Phase 
• Improved Response and Victim 


Treatment 
• Reporting of Sexual Assault 
• 50 Year SAPR Record Storage 
• SARC/SAPR VA Certification Process 
• DoD Safe Helpline 
• SAFE/SANE Access for Victims 


       


Restricted Report 


Unrestricted Report 


• Pre-Service Misconduct Screening 
• Basic Training 
 14 Day SAPR Program Brief 
 Full SAPR Training 


• Advanced School Training 
• Pre-Command Training 
• Recruiter-Recruit/Trainee-Trainer Policy 
• Command Climate:  Visual Inspections 
• Commander Effectiveness 


Assessments 
• SAPR Accession Training/Selection 


Initiatives 
 Recruiters, MEPS, ROTC 


• Command Climate Assessments 
 Updated SAPR Items 
 Required within 120 Days; 1 Year 


Thereafter 
 Results Elevated to Next Echelon 


Commander 
• Sexual Assault Stand Down 


Prevention 
• Policy Requirements 
• Legislation 
• Strategy 
• Interventions 
• Outcomes 


• Employ Specialized 
Victim Interviewing 
Techniques 


• Deploy Special Victims 
Capability 


• Criminal Laboratory 
Capability and 
Turnaround Time 


• Victim Investigative 
Experience 


Incident 


Victim Advocacy 
• Policy 


Requirements 
• Legislation 
• Strategy 
• Interventions 
• Outcomes 


 


• Special Victims 
Counsel 


• Special Victims 
Capability 


• Enhance Pretrial 
Investigations 


• Elevating 
Disposition Authority 


• Response Systems 
Panel Report 


• Joint Service 
Committee UCMJ 
Review 


Investigation      Accountability 


Notional Points of Analysis 
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For the metrics on the following pages, please note the 
definitions below: 


Nr Metric Name Related Line(s) of 
Effort 


Type of Metric: 
- Input (MOP) 
- Output (MOE) 


Projected Data Sources New Metric in FY13 or 
Existing Trend Data 


The Line(s) of 
Effort addressed 


by the Metric.  


The data 
stream(s) to be 
used to support 


the metric.   


For the purposes of this report, there will be two 
types of metrics used: 
• Input (Measure of Performance - MOP): A 


metric that addresses task accomplishment. 
Answers questions such as: “Did we do a 
thing?” or “How many of a thing did we do?” or 
“How long did something take?” 


• Output (Measure of Effectiveness - MOE): A 
metric that addresses our impact on a problem 
or a change in behavior or a system.  Answers 
questions such as: “Are we doing better or 
worse?” or  “Have our actions changed 
something?” 


• New Metrics are those which have 
recently been created.  There will 
be little or no historical data 
available.  Nevertheless, the metric 
was created to assess a specific 
aspect of the military sexual assault 
prevention and response system. 


• Existing Trend Data are those 
metrics that have been measured 
for some period of time.  There may 
be several years worth of historical 
data available. 


Metrics Definitions 
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Nr Metric Name Related Line(s) of 
Effort 


Type of Metric: 
- Input (MOP) 
- Output (MOE) 


Projected Data Sources New Metric in FY13 or 
Existing Trend Data 


1 Past Year Prevalence of Unwanted 
Sexual Contact Prevention MOE RAND Existing 


2 Prevalence vs. Reporting 
Prevention 
Victim Advocacy. 
  


MOE RAND + DSAID Existing 


3 Bystander Intervention Experience 
in Past 12 months Prevention MOE DEOCS 


  New 


4 Command Climate Index – 
Addressing Continuum of Harm Prevention MOE DEOCS 


  New 


Metrics (1 of 3) 


Legend: 
DEOCS = DEOMI Equal Opportunity Climate Survey (Frequency:  Monthly) 
DSAID = Defense Sexual Assault Incident Database (Frequency: Quarterly) 
MCIO = Military Criminal Investigative Organization (CID; NCIS; AFOSI)  
RAND = RAND Military Workplace Study 


OTJAG = Office of the Judge Advocate General  
SARC = Sexual Assault Response Coordinator 
VA = Victim Advocate 
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Nr Metric Name Related Line(s) of 
Effort 


Type of Metric: 
- Input (MOP) 
- Output (MOE) 


Projected Data Sources New Metric in FY13 or 
Existing Trend Data 


5 Investigation Length Investigation MOE/MOP MCIO Reports  Existing 


6 
All Certified SARC and VA 
Personnel Currently Able to Provide 
Victim Support 


Victim Advocacy MOP Service Manning Data 
  New 


7 
Victim Experience: 
- SARC/VA Support 
- Special Victim Counsel Support 


Victim 
Advocacy 
Accountability 


MOE Survivor Experience 
Survey 


New 
  
  


8 Victims Declining to Participate in 
the Military Justice Process 


Victim Advocacy 
Accountability MOE DSAID 


OTJAG Reports of Trial Existing 


Metrics (2 of 3) 


Legend: 
DEOCS = DEOMI Equal Opportunity Climate Survey (Frequency:  Monthly) 
DSAID = Defense Sexual Assault Incident Database (Frequency: Quarterly) 
MCIO = Military Criminal Investigative Organization (CID; NCIS; AFOSI)  
RAND = RAND Military Workplace Study 


OTJAG = Office of the Judge Advocate General  
SARC = Sexual Assault Response Coordinator 
VA = Victim Advocate 
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Nr Metric Name Related Line(s) of 
Effort 


Type of Metric: 
- Input (MOP) 
- Output (MOE) 


Projected Data Sources New Metric in FY13 or 
Existing Trend Data 


9 
Victim Retaliation: 
- Victim Perspective 
- Command Climate Perspective 


Victim 
Advocacy 
Accountability 


MOE 


Survivor Experience 
Survey 
DEOCS 
RAND 


New 


10 
Victim Experience: 
- Victim Kept Informed Regularly in 
the Military Justice Process 


Victim Advocacy 
Investigation 
Accountability 


MOE Survivor Experience 
Survey New 


11 Service Members’ Perceptions of 
Leadership Support for SAPR 


Accountability 
Prevention 
Advocacy 


MOE DEOCS New  


12 Reports of Sexual Assault Over 
Time 


Victim Advocacy 
Accountability MOE DSAID Existing 


Metrics (3 of 3) 


Legend: 
DEOCS = DEOMI Equal Opportunity Climate Survey (Frequency:  Monthly) 
DSAID = Defense Sexual Assault Incident Database (Frequency: Quarterly) 
MCIO = Military Criminal Investigative Organization (CID; NCIS; AFOSI)  
RAND = RAND Military Workplace Study 


OTJAG = Office of the Judge Advocate General  
SARC = Sexual Assault Response Coordinator 
VA = Victim Advocate 
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Nr Topic Area Related Line(s) of 
Effort Projected Data Sources New  or Existing Trend Data 


1 Command Action – Case 
Dispositions Accountability DSAID/OTJAG Reports of Trial Existing 


2 Court -Martial Outcomes 
 Accountability DSAID/OTJAGs Existing 


3 
Time Interval: Report to Sexual 
Assault Court Outcome 
 


Accountability 


Start: DSAID: DD Fm 2910 
 
End Point: DSAID/OTJAG: 
Report of Trial  


New 


The following items will be included in the report but are not “metrics.”  These items address 
the military justice process.  There will be no effort to direct these aspects or outcomes, as 
doing so may constitute illegal or undue command influence on military justice.  However, 
given the substantive interest in the military justice system and how it functions, these items 
will be used to describe or illustrate certain aspects of the system. 


Non-Metric Areas to Be Addressed (1 of 2) 


Legend: 
DEOCS = DEOMI Equal Opportunity Climate Survey (Frequency:  Monthly) 
DSAID = Defense Sexual Assault Incident Database (Frequency: Quarterly) 
MCIO = Military Criminal Investigative Organization (CID; NCIS; AFOSI)  
RAND = RAND Military Workplace Study 


OTJAG = Office of the Judge Advocate General  
SARC = Sexual Assault Response Coordinator 
VA = Victim Advocate 
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Nr Topic Area Related Line(s) of 
Effort Projected Data Sources New  or Existing Trend Data 


4 Time Interval: Report to Sexual 
Assault NJP Outcome Accountability 


Start: DSAID: DD Fm 2910 
  
End Point: DSAID/OTJAG:  
NJP Form or Command Action 
Form 


New 


5 Time Interval: 
Initial Disposition Decision Accountability Service data New 


6 DoD Action in Sexual Assault Cases 
Declined by Civilians Accountability MCIO and OTJAG data New 


Non-Metric Areas to Be Addressed (2 of 2) 


Legend: 
DEOCS = DEOMI Equal Opportunity Climate Survey (Frequency:  Monthly) 
DSAID = Defense Sexual Assault Incident Database (Frequency: Quarterly) 
MCIO = Military Criminal Investigative Organization (CID; NCIS; AFOSI)  
RAND = RAND Military Workplace Study 


OTJAG = Office of the Judge Advocate General  
SARC = Sexual Assault Response Coordinator 
VA = Victim Advocate 
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Questions 
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Back-Up 


16 







Agreed Upon Report Requirements 


• Demonstrate DoD-wide SAPR efforts and leadership to POTUS 
• Exhibit command climate that is intolerant of harassment and assault 
• Illustrate comprehensive prevention and response system 
• Show clear measures of progress - both quantitative & qualitative: 


 Demonstrate signs of culture change 
 Measure outcomes of tasks and initiatives in Lines of Effort 
 Include past-year (FY14) prevalence rate of unwanted sexual contact 
 Show improved victim satisfaction and confidence in the system: 


 Demonstrate that reports progress as intended through the system 
 Describe experience of victims qualitatively 
 Address concerns of retaliation 
 Illustrate how investigations proceed appropriately 


 Provide review of the military justice system to include recent reforms (OGC) 
 Show that cases are being processed correctly 


• Offer examples of best practices, projects, and interventions 
• Identify what other reforms, if any, are necessary 


17 







Review of Military Justice System 


(To be completed by OGC) 
 


• Overview of the military justice system 
 


• Major differences between the Uniform Code of Military Justice (UCMJ) and 
civilian justice systems 
 


• UCMJ procedures prior to SECDEF’s April 20, 2012 withholding of initial 
disposition authority in certain sexual assault cases  
 


• Major reforms in processing and adjudicating Sexual Assault Cases 
 


• Overview of how military sexual assault cases arising after December 26, 2014 
will be handled 
 


• Additional potential UCMJ reforms  
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Assessment 
• Methods To Be Used: 


– DoD Metrics (Existing and Proposed) 
– Surveys (Prevalence, Victim Experience, SARC/VA) 
– Focus Groups 
– Service-authored Assessment Reports 


• Specific Points of Assessment and Methods developed collaboratively with 
Services 
 


• Data Sources: 
– RAND Military Workplace Study 2014 (Active and Reserve Component) 
– 2014 DEOMI Equal Opportunity Climate Surveys (DEOCS) 
– 2014 DoD Survivor Experience Survey  
– Military Criminal Investigative Organizations Reports 
– Office of the Judge Advocates General - Reports of Trial  
– Defense Sexual Assault Incident Database (DSAID) 
– Service Manning Data 
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CMC Guidance 


CMC White Letter 1-14 (12 March 2014) 
 
“In reviewing the requirements of every closed MOS and unit as well as the 
outstanding, and in many cases heroic, performance of female Marines 
during the course of our Nation’s longest conflict, I am confident in their 
ability to serve in a greater capacity than the previous policy allowed. 


 
As we continue to broaden opportunities for female Marines, we will not 
lower standards and we will not sacrifice the high combat readiness that 
America demands of her Marines. 
 
Should our research efforts conclude that we should not open a particular 
MOS or occupational field, we will pursue an exception to the current 
policy with the Secretary of the Navy and the Secretary of Defense.” 
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GENDER 
INTEGRA-


TION 


ATTRACT, 
RECRUIT, 
PREPARE 


TRAIN, 
EDUCATE, 
DEVELOP 


GROW, 
MENTOR, 
RETAIN 


MARINE CORPS FORCE INNOVATION OFFICE 


ADVOCACY & SPONSORSHIP 


LEADERSHIP & ACCOUNTABILITY 


TALENT MANAGEMENT 
2045 


Work Life 
Balance 


 
Mentoring 


 
Retention 


Improved 
Evaluation & 
Counseling 


 
Balance 


Assignments 
 


Diversity 
Education 


Candidate 
Selection 


 
Marine Officer 


Narrative 
 


OCS/TBS 
Preparation 


 
Occupational 


Screening 


Expand Unit 
Assignments 


 
Expand Entry-
level training 


 
GCE 


Occupational 
Standards 


 
Open 11 MOSs 


 







Campaign Design – A Deliberate, 
Measured, and Responsible Approach 


Mission:   No later than 1 Jan 2016, the US Marine Corps integrates female Marines into 
previously closed occupational fields and units to the maximum extent possible IOT maintain the 
highest levels of combat readiness by capitalizing on the full potential of every Marine.  Be 
prepared to recommend exception(s) to the 2013 policy. 
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Endstate: 
• Analysis 


complete 
• Standards 


validated 
• OccFlds 


Integrated 
 
 
 
 
 


• Gender barriers 
eliminated 


• Policies & 
directives in 
place 


Legislation (N
D


A
A 1994, 2011 &


 2014) 
and SEC


D
EF D


irectives 


LOE 1: Expand Unit 
Assignments* 


LOE 2: Expand ELT  
Research Studies 


LOE 3: GCE Integrated Task 
Force 


LOE 4: Early MOS Opening* 


R
esearch &


 
Assessm


ent 


*Requires Congressional Notification 


CMC Decisions & 
Recommendations  







The Future of Occupational Standards and 
MOS Specific Physical Assessments 


Enlistment 


Recruit 
Training 


MOS 
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Graduation 
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Enlistment Transformation MOS Training OPFOR Service 
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Unit 
Type 


Artillery Air Naval 
Gunfire 
Liaison 
Company 


Tanks Assault 
Amphibious 
Vehicles 


Combat 
Engineers 


Low Altitude 
Air Defense 


Active 1st Bn 10th Marines 
2nd Bn 10th Marines 
1st Bn 11th Marines  
2nd Bn 11th Marines 
3rd Bn 11th Marines 
5th Bn 11th Marines 
1st Bn 12th Marines 
3rd Bn 12th Marines 


1st ANGLICO 
2nd ANGLICO 
5th ANGLICO 
 


1st Tanks 
2nd Tanks 


2nd AAV 
3rd AAV 


CAB 
1st CEB 
2nd CEB 


2nd LAAD 
3rd LAAD 
 
*Notification 
to open 7204 
& 7212 
submitted to 
Congress 


Reserve 
 


2nd Bn 14th Marines 
3rd Bn 14th Marines 
5th Bn 14th Marines 


3rd ANGLICO 
4th ANGLICO 
6th ANGLICO 


4th Tanks 
 


4th AAV 4th CEB 


Previously, the Marine Corps has assigned female Marine officers and Staff NCOs to the above units’ 
headquarters.  Under expanded unit assignment, we will assign additional female officers and Staff NCOs to 
these units.  Further, we will assign female NCOs to these commands.  Finally, we will expand assignment 
of female Marines down to the maneuver company and firing battery level. 


LOE 1: Expand Unit Assignments 
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LOE 1 Implementation Timeline 
 


• NDAA mandated congressional notification complete 


1Qtr FY 15 Orders finalized and issued  


1Qtr FY 15 Marines with PCA orders report to gaining commands 


2Qtr FY15 Marines with PCS orders report to gaining commands 







LOE 2:  Expand ELT Research 
(as of 3 Sept 14) 


• ITB research: 97 female grads to date, cumulative grad rate = 44.1% 
• IOC research: 20 female volunteers to date, zero grads; expanded research 


will include 3 OPFOR-SE company grade female officer volunteers for IOC 1-
15 (2 Oct) 


Propensity to Volunteer 


Cumulative female Marine MCRD 
graduates 1902 


Cumulative female Marines eligible 
to volunteer* 862 


Cumulative ITB female volunteers 
at MCRD 268 


Female DORs at SOI-E  
Check-in 31 


Cumulative female volunteers 
toward research study 222 


Female volunteers in the training 
pipeline 2 
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*ITB Prerequisite  is a 3rd 
Class PFT/CFT on the male 
age 17-26 scoring chart. 


D E A B C D E A B C D A B C D
Female Marines


Trained** 13 11 8 21 12 6 9 9 18 39 22 12 13 23 4


Female Marines
Graduated 2 10 5 7 8 2 5 5 8 20 12 1 1 8 3
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Female Marine Volunteers at ITB 


ITB Company 


**All companies subsequent to the initial D Co include a number of recycled students 







LOE 3: Ground Combat Element 
Integrated Task-Force (GCEITF) 


• Purpose-Built, Integrated Ground Combat Arms Unit 
• Research study hypothesis: an integrated unit under 


gender-neutral standards will perform equally as 
well as a gender restricted unit; hypothesis will be 
tested via operational evaluations 


• Review and refine gender-neutral occupational 
standards in the execution of individual and 
collective tasks 


• Quantify tasks, conditions, and standards that have 
previously been largely qualitative 
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Significant Events: 
 
Jun 2014   Screen and recruit volunteers 
Jul - Oct 2014  Marines trained at Formal 
  Learning Centers (FLCs) 
Nov 2014 - Feb 2015   Unit level training at Camp 
  Lejeune 
Mar - Jun 2015  GCEITF Operational Evaluation 
  at MCAGCC, MWTC, and CPEN 
Aug 2015   Research study report complete 
Sep 2015   CMC Decision  /  
  Recommendations 







0311 Task Sheet 
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MOS Unit / Weapon 
or System Task Sub-task 


Measurements 
Task Parameter Estimates 


 (Collective = C, Individual = I) 
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0311, 1371, & PI 
Squad / M16A4, 


M4, M27, & 
M249 


Conduct Ground 
Attack 


Move from Assembly Area to 
Assault Position   C,I       I I 12 97   1000 4.8 N 


[INF-MAN-4001/3002] 


Move from Assault Position to 
Attack Position   C,I       I I 12 81   100 6.4 N 


[INF-MAN-4001/3002] 


Negotiate Wall & Window 
Obstacles   C,I       I I 12 81     6.4 N 


[0300-MOUT-1001/1002 ] 


Fire and Movement to Objective 
C   C,I   C I I 12 81   300 6.4 Y 


[INF-MAN-4001/3002] 


Move Casualty to Casualty 
Collection Point   C       I I 12 97 663 100 6.4 N 


[INF-MAN-4208] 







UNIT:  Squad (Reinforced) 
 
SITUATION: 
Friendly squad is about to be 
overrun. Squad (+) moves to 
reinforce and conduct 
supported attack.  
 
SCHEME OF MANEUVER: 
STAGE 1:  Movement  
1. AA-AP:  1 km w/ Assault 


Load and crew weapons 
 


STAGE 2:  Engagement 
STAGE 2A:  0331 
1. Move to SBF & Engage 
2. Shift/Cease/Displace 
STAGE 2B:  0341 
1. FAM/Hip Shoot 
STAGE 2C:  0311/0351 
1. Negotiate Wall Obstacle 
2. 300m Fire-n-Mvnt to OBJ 
3. Repel Counterattack w/ 


SMAW Engagement 
4. Engr Bangalore Breach 


 
STAGE 3:  Casualty 
Evacuation (CASEVAC) 
1. Each Fire team conduct 


100m CASEVAC to CCP 


Notes: 
1. Range 210 or Range 107, 29 Palms (TBD). 
2. Life-fire from 2 March – 21 April 2015.  6 days on; 1 day off.   
3. Geometry of fires will be offset so that each component of Stage 2 may 


occur simultaneously, without interfering with the other elements.  
4. Evaluate four MOSs simultaneously in an operationally realistic scenario.  


 


ASLT POS 


LOD 


ATK POS CCP 


1k
m


 M
ov


em
en


t 


ALL 03XX 
CASEVAC 


0311/0351 
Negotiate Wall 


Obstacle 


TRP 2 


TRP 1 
Assembly 


Area 


AA1001 
AA1002 


Loads 
• Fighting Load – 81 lbs 
• Assault Load – 97 lbs 
• 0331 (M240G) – 149 lbs 
• 0341 (60mm) – 143 lbs 
• 0352 (SMAW) – 86 lbs 


Infantry Day 1: Squad (Rein) Attack 
Example 
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Firing Data Collection 







5.97% (20) 


 LOE 4: USMC Primary MOSs 
(Officer/Enlisted) 
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94.03% 
(315*) 


Focus of Research 
0302 Infantry Officer 
0306 Infantry Weapons Officer 
0311 Rifleman 
0313 LAV Crewman 
0321 Reconnaissance Man 
0331 Machine Gunner 
0341 Mortarman 
0351 Infantry Assaultman 
0352 Antitank Missileman 
0369 Infantry Unit Leader 
0372 Critical Skills Operator 
0802 Field Artillery Officer 
0811 Field Artillery Cannoneer 
0844 Field Artillery Fire Control Man 
0848 Field Artillery Operations Man 
0861 Fire Support Man 
1802 Tank Officer 


1803 
Assault Amphibian Vehicle 
(AAV) Officer 


1812 M1A1 Tank Crewman 
1833 AAV Crewman 


Non-Entry Level MOS 


Opened to Female Marines 16 Jul 
0803 Targeting Acquisition Officer 


0842 Field Artillery Radar Operator 
0847 Field Artillery Sensor Marine 
2110 Ordnance Vehicle Maint Officer* 
2131 Towed Artillery Repairman/Tech* 
2141 Assault Amphibious Vehicle Repair* 
2146 Main Battle Tank Repair* 
2147 Light Armored Vehicle Repair/Tech* 
2149 Ordnance Vehicle Maint Chief* 
7204 Low Altitude Air Defense Officer 
7212 Low Altitude Air Defense Gunner 


Focus of Research 


Open to Female Marines 


LOE 4 Significant Events 
• NDAA mandated congressional notification complete 
• MCRC is prepared to begin contracting 1Qtr FY15 with 


a projected shipping date 2Qtr FY15 


*Assignment restricted to non-GCE units 
(e.g. MLG) until GCE units are formally 
opened. 







Research Organizations 


Ops Analysis Division 
• Overall Research Integration 
• Lead for Expand Unit 


Assignments 
• Long-term longitudinal study 


Marine Corps Recruiting 
Command 
• Propensity Studies 


Training & Education 
Command 
• Lead for Expand ELT 


Research Studies 


Marine Corps Operational 
Test 
& Evaluation Activity 
• Lead for GCEITF 


Center for Naval Analyses 
• Analytical backbone 
• Study of historical USMC integration 


efforts 
• Current force research: deployability 


rates, physical performance 


Research and Development 
Corp 
• Allied Nations integration efforts 
• Long-term longitudinal study 


Naval Health Research 
Center 
• Stress indicators study 


University of Pittsburgh 
• GCEITF Focus 
• Develop physical, physiological, 


and performance predictors of 
MOS success 


• Peer review of GCEITF 
research plan 


Red Team 
• Evaluate all Research and 


Assessment 
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Questions 
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