
GENERAL

     If your program has not/is not making commission mission, focus on those recruiting and retention efforts that lead directly to 
   Enrolling and retaining cadets That is the close fight.  Spend time and effort on indirect/influencer projects as a second priority.  

     That is the deep battle.

     Invite the director/counselors/key faculty to come and talk to your classes, MS I to MS IV, so that he/she can discuss the 

     services his/her department can provide your students in their search for a career.

     E-mail faculty members periodically with news on basic camp, scholarships, and other newsworthy items on things happening 

     in the ROTC program.  If there is a faculty newsletter, use this as a vehicle to publish and promote ROTC.

     Invite directors/counselors/key faculty to one of your more exciting training events.



ADMISSIONS AND RECRUITING

      On an annual basis you need to get the demographics and enrollment figures on your university and determine what your ROTC market is on campus.  This provides you focus and direction in your recruiting efforts.  Use the demographics to determine your feeder high schools and community colleges.  Focus only on your main feeder high schools/community colleges. Have your admission folks help you with this by having them provide you the priority of feeder schools for the University. Also havr them provide university retention rates and the size of your transfer market. Educate community college and selected high school counselors on what ROTC has to offer their students. It’s a good idea to set up periodic briefings for counselors so they are kept current and you get feedback on market changes. 

      Don’t forget that everybody is a recruiter.  The ROO coordinates the operations and the recruiting efforts get divided out 

      amongst the entire cadre

      Provide admissions a formal prospect list of your recruiting leads, especially those being considered for scholarships.  Without 

      a list, they have no way of tracking your leads to see if they enroll at the university.  You want the university helping you sell 

      ROTC because your prospects are never going to be in one of your classes if they are not first at the university. Have the PMS 

      hand carry the recruiting list to the Director of Admissions to keep the lines of communication and assistance open..

      The university recruiters are a valuable source in helping mine the high school market.  Get to know these people well.  Set up a 

      formal briefing prior to their recruiting trips to provide up to date information on scholarships, entry requirements, and ROTC 

      specific fact sheets/flyers.  Return the favor by using university view books and admission request on your recruiting trips.  The 

      intent is to add admission recruiters to your recruiting efforts as a “force multiplier”.

      Try the university president or get an influential alumni (retired general officer, congressmen, , etc.), to sign the letter that you 

      send to four year scholarship applicants.

      Have ROTC mentioned you in the university recruiting view book with a photo if possible.  Have an ROTC interest block on 

       their business reply card.   Use this as a one of your methods in generating prospect leads.

       See if your university hosts a high school or community college counselor information night that you can be a part of.

       Check and see if the university has supplied you with any information from the ROTC interest field on the SAT tapes.

       Get a list of next years incoming freshman and their intended major such as; business, criminal justice, and architecture.  Tailor 

       individual letters to students in their intended major and explain how the leadership training offered through ROTC will 

       enhance their management training or other area of learning.

       Develop a strong relationship with the transfer counselors at community colleges and make sure you get a veterans list from 

       them and from the host university.  Contact the veterans early and if the list isn’t too big, have your folks contact 

       them by telephone.  Sell the Basic Camp/SMP option to partnership school transfer and admissions counselors.

      Conduct AAR’s after each recruiting event to determine what worked/did not work, and adjust accordingly.

      The time span for contacts is short - follow up with prospects quickly.  Consider expanding the role of your senior cadets in 

      conducting follow up calls to prospects.

       Make sure your MSI and IIs are briefed early in the school year on the 2 year and 3 year on-campus scholarship program.  Not 

      a bad idea to have every student fill one out in class even if they initially don’t think they want to submit it Have a past winner 

      help  make the presentation.

       Get/keep your involvement in all the career fairs and the wide variety of other campus events that occur in the spring and fall.  

       Use your cadets as much as possible for these events.  Students sell students.

       Be a big player during the university’s summer orientation days and during registration.  It is your key to increased MS I 

       enrollment.  Tie in rappelling ,one rope bridge demonstrations or other action events. They really work!  Free food is always an 

       attraction too. This can be in the form of a  BBQ, Pizza party, or whatever.

       The Reserve/National Guard recruiters are the natural link to the SMP market.  Get to know and work closely with these 

       soldiers.  All cadre must know and understand the state college/tuition programs.

CAREER SERVICES

     Provide the Career Center with updated Basic Camp and Army Career VHS tapes, ROTC RPI’s,/flyers and fact sheets
    Get Basic Camp listed as a summer leadership internship in their internship binder.  If they list internships on their homepage 

    make sure that they list yours and establish a link back to your homepage.

     Again brief career service counselors periodically on  Army career  and internship opportunities

FINANCIAL AID

      Provide the Financial Aid office with updated Scholarship flyers and fact sheets.

      Provide a brief to the director and all counselors on the CBSP scholarships available from your program, the time lines for 

      Application submission and processing, and basic camp scholarship availability.

       See if there is place on their homepage and in their brochures to mention your scholarships.  If they list you on their homepage 

       make sure that they establish a link back to your homepage.

       Provide them the names of high school students that you interview for four year scholarships.  Also give them the names of 

       those students that select the university as one of the three schools that they want to attend if they win a scholarship.

       Provide them the list of four year scholarship winners and losers from the area so that their office can assemble a complete 

       package of financial aid available to the prospective student.

       Consider using one of their folks on your scholarship board.

        Tag along on any Financial Aid only recruiting trips.  Let them know about any National Guard tuition remission/assistance 

        programs your state  may have and other opportunities in the Guard /Reserves



NEWS PAPER /RADIO STATION

       Produce a calendar of events that occur during the remaining school year and give it to the newspaper editor.  Civilianize the calendar 

       (Calendar creator) and include events like FTX’s and military balls.  Providing them a calendar may get them to call you for a story instead of 

       you always calling them.

       Advertise before and after several of your campaigns because it keeps front of mind awareness in the minds of  your students.

       Introduce yourself to the new student editors and remember the lead times for articles.  Also, provide them with the who, what, 

       where, and when for any news event.  News articles are free advertising.



CADET TRACKING AND REPORTING

        Check the accuracy of cadet reporting at Cadet Command through the use of the Mission Management Briefer (MMB) and 

        Mission Set Strategies (MSR) accessable on the Cadet Command Home Page.  Your ROTCCMS/CSIMS clerk should bounce 

        these data bases weekly, and keep a historical record monthly.  Ensure cadets are reported in the right mission set, with the 

        correct status code, and the right source of entry.

        Any student that signs a 139-R is an enrolled cadet.  They must be entered into the data base with the correct status code.  

        Enrolled cadets not entered to help boost your retention percentage, are also not counted when budgets are allocated and pose 

        a liability risk should the cadet be injured during training.

        Use CC Form 104-R - with all students, MS I through MS IV.  Consider it a class assignment for Basic Course students.  

        See it as a tool that aids everyone - the student (he leaves the department with a plan to get through college), the university (it 

        helps keep the student on track to graduation) and the battalion - it allows you to place the cadet in the proper mission set, 

        thereby avoiding needless mission set migrations.

        Keep working on your five year plan.  It is a living document used to track current program status and identify/adjust 

        recruiting efforts.  See the five year plan as your vision for the battalion and the starting point for all recruiting.  Evaluate  

        your progress IAW your 5-year plan at each decision point.  You need to especially look at where you are at the 

        beginning of each enrollment period.  Your three year out mark and blitz year are critical times to evaluate your 5-year plan.  

        Determine what alternate actions you must pursue (e.g., if you do not enroll 18 to 22 MS II’s next school year, how will you 

        adjust your lateral entry and basic camp goals for the following year)?
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