RECRUITING AND ENROLLMENT ACTION PLAN

August 2004 through December 2005

WHATS AMATTA UNIVERSITY

“THE MEAN GREEN TREE TOADS”

1 MAY 2004

(BATTALION NAME HERE) – AUGUST 2003 THROUGH DECEMBER 2004.

EXECUTIVE SUMMARY:  Identify in ten sentences or less the key market factors that drive achievement of the contract/commission mission on the host campus.  Suggest that this paragraph is completed after the rest of the EAP is done.  Example:

“The Tree Toad Battalion at WAU includes cadets from a variety of backgrounds, but most have similar traits: they are attending WAU because of the school’s reputation as a quality, low-cost regional school (U.S. News) with access to a variety of metropolitan activities.  Our cadets, like most upper class SSU students, reside mostly off campus – we have found that maintaining program flexibility while providing adventure and “something different” have enabled us to successfully recruit and retain top-quality students.  Two of our 12 contracted cadets in MS XX are on scholarship (one three-year and one four-year), two are in the SMP program, and the others are non-scholarship.  In MS XY as well, two are on scholarship (one with additional funding from the Chancellor’s Excellence fund, providing us some great visibility) and two are SMPs.  While we would like to add to the SMP options, cadet time is limited – most are paying the rent and find that dropping their civilian jobs for a Guard or Reserve weekend job would be a cut in pay.  Instead of focusing on the incentives, we have focused on a spirit of teamwork and service.  RETENTION is a huge player for us – cadets have to feel engaged, challenged and rewarded.  Our most important recruiting campaign is the Progression campaign – we have to get their attention before they move off campus, or we risk recruiting students with travel and scheduling issues.  Progression cadets are also in the program longer (even if they enter as sophomores) and that builds team cohesion.  Incoming Freshmen is second priority, and we conduct a limited LTC campaign by following up on prospects we identified the previous year in the Progression campaign.”

1.  SITUATION ANALYSIS:  THE CAMPUS MARKET:  Standard information in which you choose one of the underlined options and provide data in the blank spaces.  For host and partnership schools only.  Affiliated schools are simply listed in sub paragraph c.  THESE WILL BE CHECKED WITH YOUR SCHOOLS  DIRECTORY MODULE – THEY MUST BE IN AGREEMENT.
a. Host School Name:  

Host School Name.  A high/medium/low cost public/private/denominational/military/civilian college/university with a full time enrollment (FTE) of _______ students.  The college/university draws students primarily from a national/regional/state-wide/local area.  Entrance into this school considered very/moderately/not very difficult and entering freshman have an average high school GPA of ____ and average SAT/ACT scores of __________.  Approximately _____% of the high school students who apply are accepted; approximately __________ transfer students enter each year, primarily from community colleges/other schools in the university system/other 4-yr schools.  Students who progress beyond freshman year tend to retain at this school because they _________________________________________.  At this school, a “Scholar-Athlete-Leader” would be _____________________________.  The most popular activities or sports are ___________________________________.  The school offers BA/BS degrees in ___ majors (incl nursing?); the three most common are _________________________________________.   The college is ranked ________ by U.S. News and World Report/Princeton Review/Petersons
b. Partnership Schools:

Partnership School Name.  A high/medium/low cost public/private/denominational/military/civilian college/university with a full time enrollment (FTE) of _______ students.  The college/university draws students primarily from a national/regional/state-wide/local area.  Entrance into this school considered very/moderately/not very difficult and entering freshman have an average high school GPA of ____ and average SAT/ACT scores of __________.  Approximately _____% of the high school students who apply are accepted; approximately __________ transfer students enter each year, primarily from community colleges/other schools in the university system/other 4-yr schools.  Students who progress beyond freshman year tend to retain at this school because they _________________________________________.  At this school, a “Scholar-Athlete-Leader” would be _____________________________.  The most popular activities or sports are ___________________________________.  The school offers BA/BS degrees in ___ majors (incl nursing?); the three most common are _________________________________________.   The college is ranked ________ by U.S. News and World Report/Princeton Review/Petersons
Partnership School Name: A high/medium/low cost public/private/denominational/military/civilian college/university with a full time enrollment (FTE) of _______ students.  The college/university draws students primarily from a national/regional/state-wide/local area.  Entrance into this school considered very/moderately/not very difficult and entering freshman have an average high school GPA of ____ and average SAT/ACT scores of __________.  Approximately _____% of the high school students who apply are accepted; approximately __________ transfer students enter each year, primarily from community colleges/other schools in the university system/other 4-yr schools.  Students who progress beyond freshman year tend to retain at this school because they _________________________________________.  At this school, a “Scholar-Athlete-Leader” would be _____________________________.  The most popular activities or sports are ___________________________________.  The school offers BA/BS degrees in ___ majors (incl nursing?); the three most common are _________________________________________.   The college is ranked ________ by U.S. News and World Report/Princeton Review/Petersons
c.  Affiliated Schools:  (listed names of affiliated schools – not discussed in the rest of the plan)


(1).  School Name


(2).  School Name

b.  Demographic information:  For Host and Partnership Schools only.  Do not provide for affiliated schools.  COST FIGURES MUST AGREE WITH YOUR CCIMS DIRECTORY MODULE.
	Host School & Formal

Partnership Schools

	Primary Market

(e.g. Progression, Lateral Entry, Scholarship etc.)
	In State Tuition
	Out of State Tuition
	Avg Room & Board
	Avg Books & Fees
	Full Time Enrolled Freshmen
	Bachelor’s Degrees Conferred Last Year
	Gender %
	Race %

	
	
	
	
	
	
	
	
	Male
	Female
	White
	Black
	Asian/

Pac Islander
	Hispanic
	Native Amer

	(Host School Name)
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	(Partnership school name)
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	(Partnership school name)
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	(Partnership school name)
	
	
	
	
	
	
	
	
	
	
	
	
	
	



e.  Markets of Sustainment and Markets of Opportunity.


(1).  Current cadet population information:  For Host and Partnership Schools only.  Do not provide for affiliated schools.  If you have a cadet from an affiliated school, list them as part of the host total.  Data must agree with the CCIMS cadet data base at time of submission of the REAP.

	Host School & Formal Partnership Schools


	Total Cadets
	Contracted Cadets Source of Advanced Course Entry

	
	Non-Contracted
	Contracted
	Progress / Compress
	ACCT/AEO
	LTC
	SMP
	Vet / G-to-G

	(Host School Name)
	
	
	
	
	
	
	

	
	(Partnership school name)
	
	
	
	
	
	
	

	
	(Partnership school name)
	
	
	
	
	
	
	

	
	(Partnership school name)
	
	
	
	
	
	
	


(2)  Markets of Sustainment:  Cite specific markets from which current cadets have enrolled/contracted and WHY this should be sustained, (e.g. incoming freshman/local Guard/Reserve units/other markets or programs)
(3)  Markets of Opportunity:  After conducing a market analysis of cadets and the SAL pool on campus cite specific programs for expansion of recruiting effort and WHY, (e.g. intramurals/business or nursing school/dean’s lists/nursing school/other markets).
(4)  Lateral Entry Without Constructive Credit:  Cite which markets have been primary sources of this type of contracted cadet (e.g. Guard, Reserve, Veterans, JROTC).
(4)  Lateral Entry With Constructive Credit:  Cite which markets have been primary sources of this type of contracted cadet (e.g. LTC, Alternate Entry Option, Accelerated Cadet Commissioning and Training)
(5)  Competitor Programs   Concerns for other service ROTC program competitors and most successful Army ROTC counter-offers.  Cite specific offers the Navy, Air Force or Marine Corps might make, either in terms of sell/appeal of the program or in terms of incentives/packages, and the Army ROTC counter-offer.
(6) Feeder High Schools (Top 5)

	Feeder High School and distance from Host


	# or % of host incoming freshman from this school
	# cadets in ROTC from this school
	Total # HS Seniors
	Avg SAT or ACT score
	% going on to a 4-yr college
	Type JROTC programs (Army, Navy, Air Force etc.)
	Guidance Counselors/other POCs, with phone or contact info

	(High School Name-distance)
	
	
	
	
	
	
	

	(High School Name-distance)
	
	
	
	
	
	
	

	(High School Name-distance)
	
	
	
	
	
	
	

	(High School Name-distance)
	
	
	
	
	
	
	

	(High School Name-distance)
	
	
	
	
	
	
	


(7) National Guard/Reserve Units (Top 5)

	
	
	
	
	% drawing ed benefits
	
	

	Unit/Type


	Total

# soldiers in unit
	# soldiers attending host/partner schools
	# in our ROTC program
	% of unit
	% of ROTC BN
	Other specific benefits offered
	Unit Commander/other POCs,

with phone or contact info

	(Unit Name / Type)
	
	
	
	
	
	
	

	(Unit Name / Type)
	
	
	
	
	
	
	

	(Unit Name / Type)
	
	
	
	
	
	
	

	(Unit Name / Type)
	
	
	
	
	
	
	

	(Unit Name / Type)
	
	
	
	
	
	
	


2.  MISSION:  Give a brief description of why the battalion has/has not achieved mission in the recent past.  Ensure you describe whether your current mission is right based on your market, and the prospect for mission achievement in the next few years.  Intent of this paragraph is to provide the battalion view on the mission you have and whether it is the appropriate one based on your market potential.  In the table below provide mission achievement for Mission Sets 01 through 05.  For USAREC Referrals use SMART referrals from most recent status report.

a. Contract and Commission Mission

	MSN SET


	SCHOOL


	LINE MISSION
	NURSE MISSION

	
	
	Contract
	Commission
	Contract
	Commission

	
	
	Msn
	Ach
	Msn
	Ach/Proj
	Msn
	Ach
	Msn
	Ach/Proj

	05
	(Host School Name)
	
	
	
	
	
	
	
	

	
	(Partnership school Name)
	
	
	
	
	
	
	
	

	
	(Partnership school Name)
	
	
	
	
	
	
	
	

	
	(Partnership school Name)
	
	
	
	
	
	
	
	

	04
	(Host School Name)
	
	
	
	
	
	
	
	

	
	(Partnership school Name)
	
	
	
	
	
	
	
	

	
	(Partnership school Name)
	
	
	
	
	
	
	
	

	
	(Partnership school Name)
	
	
	
	
	
	
	
	

	03
	(Host School Name)
	
	
	
	
	
	
	
	

	
	(Partnership school Name)
	
	
	
	
	
	
	
	

	
	(Partnership school Name)
	
	
	
	
	
	
	
	

	
	(Partnership school Name)
	
	
	
	
	
	
	
	

	02
	(Host School Name)
	
	
	
	
	
	
	
	

	
	(Partnership school Name)
	
	
	
	
	
	
	
	

	
	(Partnership school Name)
	
	
	
	
	
	
	
	

	
	(Partnership school Name)
	
	
	
	
	
	
	
	

	01
	(Host School Name)
	
	
	
	
	
	
	
	

	
	(Partnership school Name)
	
	
	
	
	
	
	
	

	
	(Partnership school Name)
	
	
	
	
	
	
	
	

	
	(Partnership school Name)
	
	
	
	
	
	
	
	


b. USAREC Referral Mission

	School Year
	School
	Mission
	Achieved

	SY 03/04
	(Host School Name)
	
	

	
	(Partnership school Name)
	
	

	
	(Partnership school Name)
	
	

	
	(Partnership school Name)
	
	

	SY 02/03
	(Host School Name)
	
	

	
	(Partnership school Name)
	
	

	
	(Partnership school Name)
	
	

	
	(Partnership school Name)
	
	


c.  Commander’s Intent for recruiting and marketing:  PMS provides his intent for the upcoming school year.  Standard information in which you choose one of the underlined options and provide data in the blank spaces.

I want to focus our marketing and recruiting efforts (Main Effort) on brining in high quality Scholar, Athlete, Leaders for Mission Set       and Mission Set      , via the Incoming Freshman/Registration/On-Campus Scholarship/LTC/ /Advanced Placement/High School & Pre-College LTC/AEO/Veterans/Guard and Reserve campaigns.   Supporting effort is the                                         campaign and                                recruiting. Our economy of force mission is the ___________________ campaign, which we will execute through ____________________________________ (e.g. “the High School and Pre-College campaign, which we will execute through mail outs from admissions and participating in campus tours).
d.  Key Tasks for Successful recruiting and marketing.  Examples
(1) Direct targeting of campus SALs with continuous follow up.

(2) Early offers of 4yr / 3yr AD allocations & BDE Pool use.

(3) Strong links with local AR/NG Recruiters for HS market.
(4) Effective direct mail campaign executed through admissions.
3.  CONCEPT OF THE OPERATION:  CAMPAIGNS BY PRIORITY  : As a result of the internal assessment, the battalion is planning integrated marketing campaigns based on the recruiting and retention goals in the Enrollment Mission Planner (EMP) provided in Annex A.  Detailed activities and goals for the campaigns are provided in Annex B.  The priority and intent of our campaigns are:

a. High Priority:  Must be in agreement with your ANNEX B.
(1) Campaign:

Goal:

SAL Criteria:

Resources Planned:

Key Tasks:


-


-


-


-

(2) Campaign:

Goal:

SAL Criteria:

Resources Planned:

Key Tasks:


-


-


-


-

b. Medium Priority

(1) Campaign:

Goal:

SAL Criteria:

Resources Planned:

Key Tasks:


-


-


-


-

(2) Campaign:

Goal:

SAL Criteria:

Resources Planned:

Key Tasks:


-


-


-


-

c. Low Priority

(1) Campaign:

Goal:

SAL Criteria:

Resources Planned:

Key Tasks:


-


-


-


-

4.  RESOURCES:  Units must specify how they plan to use their resources at both the host and partnership schools.  This is especially critical for those schools with split based manning.

a. Personnel 

(1) Battalion method of conducting recruiting and marketing operations.  Choose one of the three listed methods that best describes your battalions task organization
Recruiting Team led by ROO, with GBR, and Admin Tech for scholarships

Split Operations in which ROO/GBR recruit and XO plans and executes marketing as a Marketing Operations Officer or MOO

Diffused recruiting in which the ROO plans and implements execution, PMS supervises ALL cadre in various recruiting areas of responsibility (e.g. MSIII instructor linked with athletics, MSII/Adjutant works with Dean/registrar for on campus scholars, ROO w/ admissions for incoming Freshman, GBR works swing shift to make late night and weekend prospecting calls/meetings, etc.).  
(2) Recruiting Operations Officer:

	Name
	Date Reported to Bn
	Date Assigned as ROO
	Component

(AD / AGR / COMTEK)
	Date Attended ROO Course

(Month / Year)

	
	
	
	
	


(3)  University cadre for upcoming SY 04 / 05 and location: (to include all non TDA Cadre such as units with HAI agreements, ARNG agreements, and university employees:

	Location (School Name)
	Officer
	Training NCO
	Administrative / Logistics

	
	Active/ AGR
	Contract
	USAR/ARNG
	Active/ AGR
	Contract
	Active/ AGR
	Contract
	GS
	Univ

	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	


b. Recruiting / Marketing Budget:  These dollar figures will be checked against Annex B and LAPS.  THEY MUST ALL BE IN AGREEMENT.
(1)  3rd Trimester of FY04 Dollars.  Enter the funds by type you submitted for the final trimester of FY04 in LAPS (Sep-Dec 04).  Pended items in LAPS drive UFR dollar input.  THESE WILL BE CHECKED AGAINST, AND MUST AGREE WITH ANNEX B AND YOUR LAPS FY04 3d TRIMESTER SUBMISSION.
	Type
	LAPS 

Contracts/Orders
	Out of Pocket
	Memberships
	LOCAL PURCHASE

	
	
	
	
	Print
	Specialty

	Planned 
	
	
	
	
	

	Un-funded Requirements (UFR)
	
	
	
	
	


(2)  FY05 MAP Dollars.  Enter the funds by type you submitted for the FY05 MAP in LAPS (Jan-Dec 05).  Pended items in LAPS drive UFR dollar input.  .  THESE WILL BE CHECKED AGAINST, AND MUST AGREE WITH ANNEX B AND YOUR LAPS FY05 MAP SUBMISSION.
	Type
	LAPS 

Contracts/Orders
	Out of Pocket
	Memberships
	LOCAL PURCHASE

	
	
	
	
	Print
	Specialty

	Planned
	
	
	
	
	

	Un-funded Requirements (UFR)
	
	
	
	
	


c. SCHOLARSHIPS:  Scholarship dollars for SY 04 / 05.  These are the scholarships you are recruiting to fill this year.  These are the scholarships that will be in force starting in the fall semester of 2004.  THESE WILL BE CHECKED AGAINST AND SHOULD AGREE WITH YOUR CCIMS SCHOLARSHIP MODULE.
	School
	Mission Set
	Dollars already allocated to contracted cadets
	Dollars available

	(Host School Name)
	MS 08 4 Yr
	
	

	
	MS 08 3AD
	
	

	
	MS 07 3 Yr
	
	

	
	MS 06 2 Yr
	
	

	(Partnership school Name)
	MS 08 4 Yr
	
	

	
	MS 08 3AD
	
	

	
	MS 07 3 Yr
	
	

	
	MS 06 2 Yr
	
	

	(Partnership school Name)
	MS 08 4 Yr
	
	

	
	MS 08 3AD
	
	

	
	MS 07 3 Yr
	
	

	
	MS 06 2 Yr
	
	


  d.  INSTITUTIONAL/STATE INCENTIVES for SY 03 / 04:

(1) University cadet incentives:  (for both Host and Formal Partnership Schools)

a.  

b.  

(2) University cadre incentives :  (for both Host and Formal Partnership Schools)

a.  

b.  

(3) State National Guard cadet incentives above Federal Army National Guard education benefits:

a.  

b.  

5.  POINTS OF CONTACT:  

a.  Battalion POC’s:  Include full time TDA and Non-TDA personnel as specified in paragraph 4a above.
	School
	Rank & Last Name
	Duty Position
	Telephone
	Cell Phone
	Fax
	E-mail Address

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	


b. Web page:  

(1) ROTC Web page: (URLs here for host and all formal partnership schools)
(2) Linked to university web site by:  (describe icons/area in sequence a prospect clicks to arrive at ROTC web page from university home page)
(3) Date battalion verified link from www.armyrotc.com:  (Date here)
c. University POC’s:  (As a minimum you must list the POC for Admissions, Registrar, Veterans Affairs and Financial Aid for the host and all formal partnership schools.)
	School
	Name
	Position
	Telephone
	E-mail Address

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	


PMS Signature Block





ROO Signature Block

ANNEXES:

A – Enrollment and Mission Planner (EMP)

B – Campaign Plans

C – Budget Requirement Codes

 Annex A – Enrollment and Mission Planner, Enrollment Action Plan (Battalion Name Here) – August 2003 through December 2004. 

Download From Cadet Command Web Page

Annex B – Campaign Plans, Enrollment Action Plan (Battalion Name Here) – August 2003 through December 2004. 

	CAMPAIGN PLAN:  INCOMING FRESHMEN

	Primary Target Audiences:

  Incoming freshmen to ______________________ (Standard University – highlight key programs such as Honors College, etc.)

Nurse Audiences:

  1. ________ Admission Officer Prospects with interest in nursing (ACT 22 / SAT 1100):  (____________)

  2_________ incoming Pre-Nursing students:  (____________)



	Primary Objectives:

  Enroll_______new freshmen in MS 101 



	Campaign Priority:  _____  (Number _ of _)

	Budget:  $________  (Planned:  $_________)

	Month
	Activity
	$ and Budget Code
	Goal
	Result

	Aug 04
	
	
	
	

	Sep 04
	
	
	
	

	Oct 04
	
	
	
	

	Nov 04
	
	
	
	

	Dec 04
	
	
	
	

	Jan 05
	
	
	
	

	Feb 05
	
	
	
	

	Mar 05
	
	
	
	

	Apr 05
	
	
	
	

	May 05
	
	
	
	

	Jun 05
	
	
	
	

	Jul 05
	
	
	
	

	Aug 05
	
	
	
	

	Sep 05
	
	
	
	

	Oct 05
	
	
	
	

	Nov 05
	
	
	
	

	Dec 05
	
	
	
	


Annex B – Campaign Plans, Enrollment Action Plan (Battalion Name Here) – August 2003 through December 2004. 

	CAMPAIGN PLAN:  PROGRESSION

	Primary Target Audiences:

1. __________ Current Freshmen (or second semester Freshman or rising Sophomores)

(__ ACT/__ SAT, __ GPA if established):  (_________)

2. __________ Current MS I and MS II cadets (__ ACT/___ SAT, __ GPA if established):  (________)

3. __________ Current Freshmen (etc.) in School of Nursing



	Primary Objectives:

  1. Fall Semester:      Enroll ______________ in MS I 

                                   Enroll ______________ into MS II (validate MS I)

                                   Enroll ______________ into compression course (MSI/II)

.                                  Retain ______________MS I students into MS II

                                   Contract ____________ MS II students into MS III

  2. Spring Semester:  Enroll _______________ into Basic Course

                                   Retain _______________ of MS I students into MS II

                                   Retain _______________ of MS II students into MS III

          

	Campaign Priority:  ______  (Number _ of _)

	Budget:  $________  (Planned:  $_________)

	Month
	Activity
	$ and Budget Code
	Goal
	Result

	Aug 04
	
	
	
	

	Sep 04
	
	
	
	

	Oct 04
	
	
	
	

	Nov 04
	
	
	
	

	Dec 04
	
	
	
	

	Jan 05
	
	
	
	

	Feb 05
	
	
	
	

	Mar 05
	
	
	
	

	Apr 05
	
	
	
	

	May 05
	
	
	
	

	Jun 05
	
	
	
	

	Jul 05
	
	
	
	

	Aug 05
	
	
	
	

	Sep 05
	
	
	
	

	Oct 05
	
	
	
	

	Nov 05
	
	
	
	

	Dec 05
	
	
	
	


Annex B – Campaign Plans, Enrollment Action Plan (Battalion Name Here) – August 2003 through December 2004. 

	CAMPAIGN PLAN:  LATERAL ENTRY (qualified)

	Primary Target Audiences:

________ Current reservists, and guardsmen (SAL qualifications:______)

________ Other veterans or Prior Service students (SAL:_____), 

________ Eligible students with JROTC (SAL:_______)



	Primary Objectives:

1. Contract _______________ veteran / reserve / guard cadets for advanced placement into MS III. 

2. Complete ____ GFRD guard applications, and complete ____ dedicated GFRD National Guard application (Specify GPA, etc)



	Campaign Priority:  ______  (Number _ of _)

	Budget:  $________  (Planned:  $_________)

	Month
	Activity
	$ and Budget Code
	Goal
	Result

	Aug 04
	
	
	
	

	Sep 04
	
	
	
	

	Oct 04
	
	
	
	

	Nov 04
	
	
	
	

	Dec 04
	
	
	
	

	Jan 05
	
	
	
	

	Feb 05
	
	
	
	

	Mar 05
	
	
	
	

	Apr 05
	
	
	
	

	May 05
	
	
	
	

	Jun 05
	
	
	
	

	Jul 05
	
	
	
	

	Aug 05
	
	
	
	

	Sep 05
	
	
	
	

	Oct 05
	
	
	
	

	Nov 05
	
	
	
	

	Dec 05
	
	
	
	


Annex B – Campaign Plans, Enrollment Action Plan (Battalion Name Here) – August 2003 through December 2004. 

	CAMPAIGN PLAN:  LEADER’S TRAINING COURSE, ALTERNATE ENTRY or ACCT

	Primary Target Audiences:

______ Eligible sophomore students with a GPA of _____ 

______ ACCT-eligible sophomore students with a GPA of _____ , and additional SAL criteria of:

_______________________________________________________________________________________

______ Transfer applicants, including those to the College of Nursing (3.0 GPA):  (_________________)



	Primary Objectives:

Recruit ___ quality sophomore students to attend LTC this summer, and contract a minimum of ______.

Recruit ___ quality sophomore students to attend LTC next summer as part of AEO (contract in the fall).

Recruit ___ quality sophomore students for ACCT, and contract a minimum of ______.



	Campaign Priority:  __________ (Number _ of _)

	Budget:  $____+_  (Planned:  $_____)

	Month
	Activity
	$ and Budget Code
	Goal
	Result

	Aug 04
	
	
	
	

	Sep 04
	
	
	
	

	Oct 04
	
	
	
	

	Nov 04
	
	
	
	

	Dec 04
	
	
	
	

	Jan 05
	
	
	
	

	Feb 05
	
	
	
	

	Mar 05
	
	
	
	

	Apr 05
	
	
	
	

	May 05
	
	
	
	

	Jun 05
	
	
	
	

	Jul 05
	
	
	
	

	Aug 05
	
	
	
	

	Sep 05
	
	
	
	

	Oct 05
	
	
	
	

	Nov 05
	
	
	
	

	Dec 05
	
	
	
	


Annex B – Campaign Plans, Enrollment Action Plan (Battalion Name Here) – August 2003 through December 2004. 

	CAMPAIGN PLAN:  HIGH SCHOOL/PRE-COLLEGE  (IF JUSTIFIED BY MARKET)

	Primary Target Audiences:

1. ____ Feeder high schools

2. ____ JROTC schools

3. ____ Admissions Purchased List of Students taking ACT/SAT (etc)



	Primary Objectives:

  1.  Recruit ___  ROTC scholarship applicants with ________________________ as 1st choice

  2.  Develop __________ prospect leads for incoming freshmen/registration campaign



	Campaign Priority:  __________ (Number _ of _)

	Budget:  $____+_  (Planned:  $_____)

	Month
	Activity
	$ and Budget Code
	Goal
	Result

	Aug 04
	
	
	
	

	Sep 04
	
	
	
	

	Oct 04
	
	
	
	

	Nov 04
	
	
	
	

	Dec 04
	
	
	
	

	Jan 05
	
	
	
	

	Feb 05
	
	
	
	

	Mar 05
	
	
	
	

	Apr 05
	
	
	
	

	May 05
	
	
	
	

	Jun 05
	
	
	
	

	Jul 05
	
	
	
	

	Aug 05
	
	
	
	

	Sep 05
	
	
	
	

	Oct 05
	
	
	
	

	Nov 05
	
	
	
	

	Dec 05
	
	
	
	


Annex B – Campaign Plans, Enrollment Action Plan (Battalion Name Here) – August 2003 through December 2004. 

	CAMPAIGN PLAN:  GREEN-TO-GOLD (REQUIRED FOR COUNTERPART BATTALIONS)

	Primary Target Audiences:

____________- Division) and support units, Fort _____________________________, ___)



	Primary Objectives:

1. Recruit __ GG SAL applicants (scholarship or non-scholarship) with our host as their designated university.

2. Recruit a total of __ GG SAL applicants for Army ROTC nationwide; assist the gaining battalion.



	Campaign Priority:  _______  (Number ___ of ___)

	Budget:  $____+_  (Planned:  $_____)

	Month
	Activity
	$ and Budget Code
	Goal
	Result

	Aug 04
	
	
	
	

	Sep 04
	
	
	
	

	Oct 04
	
	
	
	

	Nov 04
	
	
	
	

	Dec 04
	
	
	
	

	Jan 05
	
	
	
	

	Feb 05
	
	
	
	

	Mar 05
	
	
	
	

	Apr 05
	
	
	
	

	May 05
	
	
	
	

	Jun 05
	
	
	
	

	Jul 05
	
	
	
	

	Aug 05
	
	
	
	

	Sep 05
	
	
	
	

	Oct 05
	
	
	
	

	Nov 05
	
	
	
	

	Dec 05
	
	
	
	


Annex C – Budget Requirement Codes, Enrollment Action Plan (Battalion Name Here) – August 2003 through December 2004. 

CODE

MARKETING/ADVERTISING DESCRIPTION

  A
LAPS (Trimester item approved in MAP – see Appendix D of CC Reg 145-17)

  B
LAPS $ transferred to IMPAC card for local purchasing marketing items 

  C
Recruiting Publicity Items (RPI) ordered from www.therecruiterstore.com (free)

  D
University Funds
CODE

MARKETING/ADVERTISING DESCRIPTION
   1

Contract for campus newspaper ad

   2

Contract for magazine/program ad

   3

Contract for local radio spots

   4

Contract for mailing list / student roster

   5

Contract for mailing services

   6

Print direct mail letters

   7

Print envelopes

   8

Print local brochures

   9

Print poster / inserts

   10

Print business reply cards

   11

Order RPI’s

   12

Contract for film / photo processing

   13

Contract for exhibit space

   14

Contract for transit / billboard advertising

   15

Print bus cards / billboard materials

   16

Other printing (describe)

   17

Order giveaway items

18 Other (describe)

EXAMPLE:
-A poster ordered off of LAPS would be A9

-A locally created brochure reproduced by your university print shop would be D8 

* remember that you can’t use government funds for printing other than through the Document Automation and Production Service (DAPS) or the Government Printing Office (GPO) – see CC Reg 145-35, Local Purchase Outside of LAPS for more info
NOTE: Adjust these objectives to fit the program entry options available on your campus





NOTE: Adjust these objectives to fit the program entry options available on your campus








3
D-1

