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 “This tour has really opened my 
eyes and has truly given me a new 
outlook on the Army.  I was able to 
say to my 16 year old, ‘We can talk 
when you are old enough.’  I think 
I not only shocked him by saying 
it, but I also shocked myself just 
hearing the words being spoken 
out of ‘my’mouth.”

~ Tina Gillow
Career Institute 

of Technology
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Harrisburg Battalion Vision
Harrisburg Battalion is committed to deliver excellence from  recruiting with integrity and providing 
quality service members as the strength of our all-volunteer Army.  We strive to consistently achieve 
mission requirements and inspire Americans to proudly serve within the profession of arms in support 

of their Nation.

Harrisburg Battalion Mission 
With integrity and selfless service, the    Harrisburg Recruiting Battalion provides strength to the Army, 

cares for the Soldiers, civilians, and families and develops  community support for the military.

1st Brigade Mission
Victory Brigade prospects, processes, and sustains future soldiers to achieve its FY10 precision mission 
requirements within the DA quality marks and resources allocated while simultaneously expanding 
both its market and number of partners; executes specified training and Command initiatives though 
discipline and adhering to standards in accordance with Army Values and Ethos all the while ensuring 
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Lt. Col. Stephen B. Lockridge
Battalion Commander

Command Sgt. Maj. Reginald K. Washington
Battalion Command Sgt. Major

The Army is People. They are the engine behind our capabilities, and the     
Soldier remains the centerpiece of our formation.  As leaders, we have a 

duty to take care of Soldiers and ensure they continue to progress as contrib-
uting members of the Army family by improving leadership skills and capa-
bilities.  Through our training and daily actions, our team illustrates that we 
understand and practice this fundamental tenant every day; however, there is 
still room for improvement in developing our Sodiers through emphasis on an 
area that significantly impacts Soldiers’ attitudes toward service, training, and 
mission accomplishment - well-being.  

What is Well-Being?
Well-being is defined as “the personal-physical, material, mental, and 

spiritual-state of Soldiers, civilians, and their Families that contributes to their      
preparedness to perform the Army’s mission”

Mission and Goals
Army well-being is directly linked to the relevance and readiness of our 

Army. Well- being programs focus on meeting the needs of Soldiers (Active 
Duty, Army National Guard and Army Reserve), DA Civilians, Veterans, Retirees 
and Families - before, during, and after deployment. In the past, the Army’s pro-
grams concentrated on the quality of life of our people - defined as a standard 
of living to which individuals, communities, and nations strive to meet or ex-
ceed. Army well-being organizes and integrates these quality of life initiatives 
and programs into a well-being “framework.” ...These goals address the primary 
and basic needs of each member of the Total Army Family - To Serve, To Live, To 
Connect, and To Grow.”

Programs and Resources
There are many programs and resources available to assist with establish-

Building more  resilient Teams

ighting capabilities.  But there is 
one piece of equipment in our 
vast inventory that we do not train 
on very well.  It is the most sensi-
tive, sophisticated and precious 
resource we have.   I’m referring to 
the individual Soldier.

We can train hundreds of Sol-
diers to march in mass formations, 
operate any vehicle or weapons 
system to near perfect execution, but we fail to train Soldiers to be better indi-
viduals.  The same rules, policies and procedures that make us a great fighting 
force must be the same driving force that makes us great human beings.  We 
must remember our force is made up of the sons, daughters, mothers, fathers, 
husbands and wives of our society.  Where we come from, how we were raised, 
our beliefs and values all play an important part in our makeup or character.  
Realizing and understanding this will help us see how well or how poorly 
prepared or trained we are in handling our Soldiers.  Moreover, we’ve moved 
forward in developing, and incorporating into our organizations and NCOES, 
available WEB based resources to help us understand ourselves to better un-
derstand one another.  Actively using and applying these available training re-
sources, we can better understand our Soldier’s personal profile (VBRAC and “I 
Will Never Quit on Life Video”) and help develop a mentally healthy Warfighter-
Soldier!

As we forge through the summer festivities of events, leaves, and NCOES    
attendance, I’d like to pause and discuss two topics; training and our Sol-

diers mental well-being. 
Training, that’s easy, the first thing to remember is this simple phrase; “Train-

ing is Everything and Everything is Training”-unknown.    Whether it’s going to 
Basic Combat Training, a PT formation or the Senior Leaders Course; lacing your 
boots, manning an ECP or establishing world-wide satellite communications; 
sounding off with,” Yes Drill Sergeant”, or “You get a line and I’ll get a pole”, to 
“Fall In, Receive the Report”, there is one thing that will always be true no mat-
ter what professional development level you are on, and that is - “Training is 
Everything and Everything is Training.”

We’ve learned and have been reinforced that NCOs are standard bear-
ers and train to maintain standards.  This concept is the basic building block 
which establishes our very reason for being.  So, when you don’t make that on 
the spot correction or you fail to enforce or uphold a standard, you have just 
trained a Soldier to be substandard.  That means you are setting them up for 
future failures.  Do not allow your leaders and peers of your unit to tell you that 
the things you have learned over the years will not work in your unit.  Now, 
the only way it will not work is if you do not apply it!  “Remember, although 
subordinates want and need direction, they expect challenging tasks, quality 
training, and adequate resources”-FM 6-22, 1-10.

As we have moved into the 21st century, we have become digitized, com-
puterized and synchronized. We will continue to possess and advance with 
high tech equipment to do many things to demonstrate our advanced warf-

“I know my SoldIerS and wIll alwayS place theIr needS above my own”-nco creed

Training is EvErything

ing an environment to better serve, 
live, connect, and grow.  Programs 
endorsed by the command consist of 
but are not limited to the following: 
Leased Housing, Gym Memberships, 
Work Hour Policy, Marriage Retreats, 
Family Time, Organization Days, Vic-
tory Brigade Risk Assessment and 
Counseling, Military Family Life Con-
sultants, and Personal Financial Coun-
selors, and Command Chaplains.

Leader Responsibility
It is our responsibility to become 

familiar with these programs and resources available in order to provide bet-
ter quality Soldiers and stronger Families within our formation.  Know your 
Soldiers and their Families; discuss how to best leverage these programs and 
resources with intent of making our Army stronger.  

Let’s continue to provide the Strength for Army as well as improve readiness 
from within our ranks by integrating well-being in our training, counseling, and 
daily practices until it becomes a routine part of our culture.  Investing in well-
being, makes our formations and Families stronger, more resilient, and better 
prepared to face the unforeseen challenges in the future.    

Thanks for all you do!  Cold Steel!!!
Steel 6
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SIGNIFICANT EVENTS

AUGUST
2-5  State College Company ICI - 1E7

2-6   Harrisburg Pinnacle LS/RS

13   Battalion Organization Day

14   Steelers Passing League Competition 

   - 1E5 & 1E3

16   Safety Stand Down Day

18-21   SCAAR/RPC - Hagerstown, MD

23-26   Annual Recruiter Board

24-27   USAREC Battalion Headquarters Study

26-27   Accessions Zone Conference 

   - Philadelphia, Pa.     

30-31   USAREC SATB   

SEPTEMBER   

1   Army Iron Man, Wrestler of the Year, and

   Coach of the Year Competions start

   Presidential Fitness Boot Camp Starts

   Youth LDRShip Essay Contest Starts

   (Programs run Sept. 1 to Jan. 1)

3   New Recruiter Board

10-11   Spirit of America Show - Pittsburgh, Pa.

11-12   Wings Over Pittsburgh - 1E5   

18   Army One Source Shop Opening

   - Pittsburgh Reserve Center -1E5 

24   Newcomers Orientation       

OCTOBER
8   New Recruiter Board

7-10  2010 National Hot Rod Association Event

   (NHRA) - 1E3

29-31 Annual Training Conference (ATC)  

On the Cover                                                                                      

principal, several teachers, guidance counselors, college admissions 
representatives, a school nurse, and an athletic director.  

Located approximately 30 miles south of Richmond, Fort Lee is 
home to the U.S. Army Quartermaster School, and is also the new 
home for the Army’s Ordnance School, which is being relocated 
from Aberdeen Proving Ground, Md, as part of the Base Realignment 
and Closure (BRAC) initiative to improve efficiency and operational 
capabilities across the Department of Defense. 

During the tour educators observed firsthand a myriad of career 
training and education opportunities available to high school and 
college graduates in today’s Army.  Educators visited Advanced 
Individual Training (AIT) for parachute rigger and aerial delivery 
systems, laundry and bath, water purification, heating and air 
conditioning, and power generation.  In addition to training, educators 
were exposed to other aspects of “Army life,” including a tour of AIT 
barracks, family housing, and MWR facilities.  

Several participants noted, a definite highlight of the tour was 
eating lunch and conversing with AIT Soldiers in the Army’s largest 
military dining facility located on the new Ordnance Campus.  Equally 
impressive, according to several educators, were the state-of-the art 
maintenance training and classroom facilities.  Educators also got to 
experience the “fog of war” while conducting a simulated patrol as 
elements of a HMMWV convoy in Iraq, which required them to engage 
enemy forces while 
avoiding fratricide.  
As Eric Raphael from 
Phase 4 Learning Center 
commented: “It was 
pretty cool driving the 
lead Humvee during the 
combat simulation…I’m 
just glad I didn’t lead the 
convoy into the river!”     

When asked what 
she thought the most 
informative part of 
the tour was, Ms. Figueroa, assistant principal at William Allen High 
School stated: “the entire tour was interesting, but the new Logistics 
University, classrooms and excellent training our Soldiers receive were 
most interesting.”  

(Continued on pg. 13)

Educators Visit HomE of tHE 
QuartErmastEr 

Educator tour participants take time for a 
group photo at the Quartermaster Museum. 
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Mr. Eric Raphael, Phase 4 Learning Center, driving the 
lead HMMWV in a simulated convoy mission.

Story by Mark Mazarella
Education Services  Specialist

June 27 – 30, 2010, the 
Harrisburg Recruiting 

Battalion rolled out the red 
carpet for 15 educators who 
participated in the annual 
educators’ tour to Fort Lee, 
Va. Participants included 
representatives from both 
high school and colleges, 
including an assistant 
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Don’t have enough credits to order PPIs or RPIs for large events?    

Need access to order from the ADC?  

The Battalion A&PA office can help.  We can order PPIs and RPIs and have 
them sent directly to your station.  

Send your request via e-mail to 
Ms. Angela Walter at 

angela.walter@usarec.army.mil

Q: Where did you grow up? 

I was born in Oil City, Pa. My dad was in the Army so I grew up in various 
places Germany, Virginia, North Carolina, Texas and Indiana. My dad 
was also an Army recruiter so I did graduate high school in my home 
state - New Castle, Pa.

Q: What’s your background? How did you end up with the 
Harrisburg Battalion?

I have more than 30 years of public affairs, community and media 
relations, writing, editing, reporting, photography, and radio and 
television broadcast experience, as well as Web site design and 
management and social media networking. 

The bulk of this experience came as an enlisted journalist with the 
United States Navy before my retirement in 2001.

I am a graduate of the Defense Information School’s Basic Journalism 
Course, Intermediate Photojournalism Course, Public Affairs Supervisor 
Course, Newspaper Editor’s Course, Basic Broadcaster Course and the 
Navy Instructor Certification School. I have an Associates Degree in 
Liberal Arts from Park College, Md. 

I was a DINFOS Basic Broadcast Instructor, teaching classes in the 
five-week television skills and the three-week electronic journalism 
course to basic and advanced students representing all branches of the 
armed forces. 

I have earned several awards in Navy, Air Force and Army journalism 
competitions.

I joined the Navy after high school graduation in 1980. I was a print/
photojournalist/ broadcast journalist for 20 years serving in Puerto Rico, 
Diego Garcia, Thailand, Hong Kong, Korea, Japan, Hawaii, California, 
Washington D.C., Virginia, Spain, Sicily, Indiana, Maryland, Iceland and 
Italy. 

I became a U.S. Army civilian in 2003, working for the U.S. Army 
Garrison Kaiserslautern in Kaiserslautern, Germany, until June 2, 2010 
when I reported to the battalion. 

Q: What has been your most memorable moment working with 
the U.S. Army?

Working as a staff writer for both the Army’s Herald Post, serving four 
communities in Germany, and the Air Force’s Kaiserslautern American, 
serving a population of more than 54,000 in the Kaiserslautern military 
community.

Christine June
Public Affairs Specialist

SPOTLIGHT
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By Mike Snyder
Harrisburg Battalion Operations Waivers Analyst

Summer officially began on June 21, 2010, which also officially marks 
the “dog days of summer,” well almost.  We are currently entering the 

hottest stretch of summer, July, August, and September.  The increased 
temperature and the mix of alcohol induce heat exhaustion or possibly 
heat stroke when we are least prepared to notice it.  Imagine you are 
on your boat enjoying the hot summer day with some friends.  During 
this time you are consuming alcoholic beverages, skiing, fishing, or 
just relaxing.  Hours have passed and you start to feel nauseous but 
continue to engage in activities, resulting in you crashing your boat.  
As a result, the accident has killed everyone on board except you.  As 
tragic as this may seem, it becomes someone’s reality every year.  Since 
everyone doesn’t own a watercraft, we should apply similar concern 
when as it pertains to our privately owned vehicles (POV’s).  Our goal 
as Soldier’s, is to ensure we follow all the rules and guidelines, not only 
the civilian laws but also the Army regulations.  Drinking and driving 
has become a serious problem within America and Pennsylvania.  

The following statistics were collected in 2008 and show how we 
impact our lives, families, and friends by irresponsible acts.  In 2008, 
there were 11,773 drunk driving deaths.  Although it was a 9.7% 
decrease from 2007, these deaths could have been avoided.   As a 
direct result of drunk drivers, 216 children ages 14 and younger died, 
1,347 as occupants, another 34 died as pedestrians or bikers who were 
hit by drunk drivers (NHTSA, 2008).  Our actions directly impact not 
only our lives but can have a lasting effect on others.  Let us reflect this 
summer on our families and friends but let us do it responsibly.  Drink 
in moderation, drink sociably, but remember to never drink and drive 
and always make the right decisions.  Have a happy and safe summer.

National Highway Traffic Safety Administration (2008) United States 
Drunk Driving Car Accident Statistics, retrieved from, http://www.
nhtsa.gov

HEat & alcoHol don’t mix
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Army’s recruitment 
efforts, relating 
to new recruits 
and influencers.  
Knowing the 
characteristics and 
what motivates 
each member of 
these generations 
and developing operational practices can assist with recruitment 
efforts.  

“Different generations do have different communication needs.  I 
have found the young generation is very reliant on technology.  They 
respond to Facebook, Twitter, email, and text.  Influencers and 25-
30 year olds still respond to personal interactions the  best.” stated 

Capt. Terry Redd, Greensburg Company 
Commander 

The means to any communication 
practice is putting people into 
their “comfort zone” which can be 
accomplished by first understanding 
the values people have.  The events and 
conditions each of us experience during 
our formative years help define who we 

are and how we view the world.  The generation we grow up in is just 
one of the influences on adult behavior.

According to an article written by Jane Jopling, West Virginia 
Extension titled Understanding Generations, each generation has a 
favorite way to communicate. 

ARMy InfLuEnCERs 

The Silent Generation or Traditionalists

Have you ever heard a grandparent say, “When I was young, I did what 
was asked of me and never questioned authority?”  This is typical of the 
Silent Generation or Traditionalists as they were raised in an orderly 
society having clearly defined roles and responsibilities.  Veterans, 
parents and grandparents, ages 57-81 years old value honesty 
and their privacy and may find it hard to communicate their inner 
thoughts.  Typical to their name, this generation honors tradition and 
prefers formal communication such as mailed letters and face-to-
face interaction.  When conveying a message these traditionalists are 
seeking clear, concise messages making sure those messages whether 
verbal or written are not short , abrupt messages as they may come 
across as rude. 

Baby Boomers

Inviting the Baby Boomers, parents, teachers and business members 
to participate in an event is what they are looking for as they are 
the “show-me” generation.  Boomers, age’s 39-60 value hard work 
,will fight for a cause they believe in and enjoy healthy peer-to-peer 
competition.   This generation prefers to be invited to participate rather 
than sit back and watch.  Unlike their predecessor, boomers prefer 
clear communication without sounding controlling via e-mail, phone 
and answering machines, so if you don’t get them right away leave a 
message.

(Continued on pg. 13)

a “Generational” View 
By Staci Cretu, Chief, A&PA

While interpersonal and communication skills are taught during 
the Army Recruiter Course these skills are often forgotten or 

not at the immediate attention of a recruiters daily functions/tasks.  
Daily recruitment efforts focus heavily on intelligence, prospecting, 
interviewing, processing, Future Soldiers, training, sustainment and 
command and control but the key component to any successful 
recruiter is missing, communication.  More importantly how to 
communicate effectively to the appropriate audience to gain support, 
ultimately using the skill as a lead generation tool.

“Communication skills are the primary requirements to make it.  You 
have to be able to communicate with young men and women, their 
parents, the community whether it be people associated with schools, 
law enforcement agencies, etc, and also your Soldiers.  Communication 
is single most important thing that can make or break someone in 
recruiting, especially a Station Commander, said Sgt. 1st Class Will Foy, 
Uniontown Station Commander.  “I’ve 
never thought of a percentage of my 
day being focused on communication, 
but now that I think about it, at least 
95% of everyday is spent doing some 
sort of communication. There isn’t 
many times at all where I’m not talking 
directly to someone or communicating 
electronically back and forth.”

Stated in UM-301, The Recruiter Handbook, “in order to create 
interest within your community and enlist Future Soldiers, you must 
assume the roles of leader, communicator, planner, public relations 
expert, marketing expert and counselor. Communication is your 
center of gravity and is necessary for the execution of all recruiting 
operations.  You must communicate the Army story to all members of 
the community in which you live and work.” 

With increased importance on communication skills both verbal 
and written, many individuals continue to struggle, unable to 
communicate their thoughts and ideas effectively.  To do this, you must 
understand what your message is, your audience, and how it will be 
perceived. You must also consider the circumstances surrounding your 
communications, such as situational and cultural.

An essential component of any recruitment effort whether it be 
Future Soldiers or COI’s, are understanding your audience attitudes and 
approaches to communication.  Communicating different audiences 
is something we as humans often go without thinking about prior 
to engagement.  The communication styles of high school students 
differ from those of 18 to 22 year old college students and yet again 
for adults.  This insight can come from understanding the generational 
differences of communicators. 

The generational communication process is similar to understanding 
the Army’s tactical segments. The goal of the market segmentation is to 
group the target population together for the ability to place the most 
appropriate first enlistment message in front of each new target.  After 
that target population is reached, a recruiter must now communicate 
with that market segment, but how do you do this?  The more you 
understand how to reach people properly, the more successful you will 
be with responses.  

LIFESTYLE, ATTITUDES, BEHAVIORS

There are approximately eighteen distinct generations which are 
outlined in the book “Generations: The History of America’s Future”.  
Out of those generations there are four which are pertinent to the 

CommuniCation teChniques essential for reCruitment

“Communication is thus a process by which a meaning 
is assigned and conveyed in an attempt to create 
shared understanding.  It is through communication 
that collabaration and cooperation occur.”
                     ~Webster
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The diagram located in usAREC Manual 3-01, The Recruiter 
Handbook, figure 1-1, Recruiting functions Model has been 
altered to include the communication process through the 

recruiters functions.
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EDUCATION is key 

By Mark Mazarella, Education Services Specialist (ESS)

Those schools fortunate enough to have their own Junior Reserve Officers Training Corps (JROTC) program quickly realize the tremendous value to the school 
and its students.  Unfortunately, many schools that would like to initiate a JROTC program are unable to due to lack of resources, which includes the school 

district paying at least 50 percent of instructors’ salaries, providing dedicated classroom space and storage facilities, etc.  Other schools that apply for a JROTC 
program are placed on a multi-year waiting list, or simply do not rank high on the Army’s order of merit list for resourcing new programs.    

Whatever the reason, the Harrisburg Recruiting Battalion has created a way for schools without a JROTC program to offer their students a similar experience, 
without the requirement to resource an actual JROTC program.  S.T.A.R. (“Students Taking Active Roles”) is a partnership between the high school and local Army 
recruiters created to leverage the expertise and resources of local U.S. Army Soldiers in order to provide students with leadership, citizenship, and character 
development by helping students develop skills that will enable and encourage them to take active roles in their own life, within their family, their school and 
community.  The ultimate goal is for these students to graduate high school with the skills, confidence, and desire to pursue enriching postsecondary options.  

While not a replacement for JROTC, the S.T.A.R. Program emulates many aspects of JROTC, while functioning as a recognized student-led, school-sanctioned 
club, just like the Key Club, SADD, National Honors Society, or any other recognized club.  Like other recognized clubs, the S.T.A.R. Club has an assigned faculty 
advisor (such as a teacher, coach, or administrator); however, the difference is that the S.T.A.R. Club is administered by the school’s assigned Army recruiter, who 
provides the content, structure, and routine oversight for the program.   

The program leverages existing USAREC resources, such as March2Success, ASVAB Career Exploration Program, Boost-Up Drop-Out Prevention program, 
Planning for Life, and other resources available through the Army’s education website (ArmyEdSpace.com), as well as select Army and TRADOC lesson plans 
utilized in various professional development courses and programs of instruction, such as junior and senior ROTC programs, and basic and advanced non-
commissioned officer courses.  The recruiter employs these resources combined with his or her own personal and professional skills, such as problem solving, 
time management, goal setting, decision-making, interpersonal skills, and the Army’s values-based leadership doctrine—skills instilled in Soldiers beginning 
on day one and reinforced at every level through formal and informal training 
and professional development—to help students succeed in everyday life, 
while promoting self-discipline, pride, confidence, responsibility, teamwork 
and self-respect. 

In addition to classroom instruction, S.T.A.R. Club students have opportu-
nities to learn through hands-on activities, such as land navigation, physical 
fitness training and competition, field trips, color guard, and drill and ceremo-
ny, etc.  As with the JROTC program, based on seniority in the program, stu-
dents are assigned to perform various command and staff positions to instill 
a sense of “ownership” for the program.  Students function as a unit and are 
expected to plan and execute events and activities (to include developing op-
erations orders and conducting AARs, etc.), as they assume increasing levels 
of responsibility within the program.    

One of the greatest benefits of the S.T.A.R. Program is its flexibility to adapt 
to school needs.  As a club, students may meet with the recruiter during or 
after school as little as once per week.  On the other hand, one school district 
in the Harrisburg Battalion saw so much potential with the program that the 
district requested that the program go beyond club status and instead be of-
fered as an elective course, for credit, that will meet for 50 minutes five days 
per week, and is open to all students in grades 9-12.   

While the concept may not be new to USAREC, the S.T.A.R. Program formal-
izes what many recruiters are already doing to some degree at their schools 
to engage students while being a role model and mentor for these students.  
The program provides the added value of the recruiter earning the reputation 
as a resource and contributor, rather than being seen as a distraction or some-
one only there to “make numbers” and take away from the school.  

For more information, or to obtain a sample course syllabus, contact the Har-
risburg Recruiting Battalion ESS at mark.mazarella@usarec.army.mil.

StudentS

   taking

      active

           RoleS
“s.T.A.R.” Leadership Club Provides High schools JROTC-Like Opportunity

Sample Non-Military Topics Include:

• Time Management  • Physical Fitness & Nutrition
• Study Skills & Strategies  • Values-Based Leadership
• Conflict Resolution  • Assertiveness Skills
• Problem Solving   • Public Speaking
• Goal Setting   • Personal Finance
• Decision Making   • Disaster Preparedness
• Team Building   • Career Exploration

Sample Military Topics Include:

• History of the Army  • Phonetic Alphebet
• Army Values   • First Aid
• Military Time (24-hr clock)  • Physical Fitness Test
• Drill and Ceremony  • Land Navigation/Orienteering
• Military Rank Structure  • West Point & ROTC Programs

Additional Optional Club Activities: :

• Community Service Projects • Leadership Counseling
• Field Trips   • Awards Banquet
• Sporting Event Participation • Weekly Meetings
• Fundraisers   • Seminars
• Movie Days   • Leadership Reaction Courses
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THE “COLD STEEL” FAMILY

By Karen Jowers 
Military Times

A new Defense Department program dubbed eSponsorship electronically connects relocating service members to sponsors in 
their new unit who are trained to help them get information they need as they move to a new duty station. 

The program, with a website at http://apps.mhf.dod.mil/esat, has been operating since March without publicity from the Defense 
Department. Some troops reportedly have found the program by chance. 

The site provides training to sponsors, who are selected by their units to help service members get the contacts and resources 
they need before they move to a new installation. The sponsor’s duties are mandatory. Issues range from driver’s licenses to family 
members with special needs. 

The program was developed as an effort between the services and the Defense Department’s Office of Military Community and 
Family Policy to address long standing problems with sponsorship programs run by the services. Service members have complained 
that under those programs, they were assigned sponsors who weren’t helpful, or got no sponsor at all. 

The program lets commands track whether sponsors are meeting the requirements to help newcomers. 
Sponsors must have a Common Access Card to use the 

system. Online training takes about 15 minutes; units also 
arrange for detailed training of up to a few hours through the 
relocation assistance programs at on-base family centers. 

After being assigned to newcomers, sponsors enter a 
newcomer’s name and contact information into the system, 
which generates a service-specific e-mail welcoming the 
newcomer, to which the sponsor can add. 

That letter contains a link to a needs assessment, which 
the newcomer fills out and submits. The sponsor takes steps 
to address those needs. Sponsors and newcomers also can 
communicate by phone or e-mail. 

Three weeks after the newcomer settles in, the system sends 
a form to gather feedback about the process

program Helps ease troops nto new 
Duty stations 

Visit 
www.militaryhomefront.dod.mil 

Scroll down to “Military Installations” or “Plan My Move” icons 
on the left. 

Once you plug in an installation, you’ll see a link on the far 
right that allows you to request a sponsor. 

to reQuest a sponsor: 

A 24/7 Resource for
Military Members, 
Spouses & Families

Call and Talk Anytime

Source: Army Suicide Prevention

Shoulder to Shoulder: “I Will Never Quit on Life,” features 
vignettes and testimonials of members of the Army Family 
who received help for psychological distress or who assisted 
an individual in need. Designed to be used as a supplemental 
resource for the Army-approved suicide prevention and 
awareness training model, ACE (Ask, Care, Escort), the video 
illustrates how we can work together to keep each other, and 
our Army, mentally fit.

For Immediate Concerns: 

The Army Suicide Prevention Office is not a crisis center 
and does not provide counseling services. If you are feeling 
distressed or hopeless, thinking about death or wanting to die, 
or, if you are concerned about someone who may be suicidal, 
please contact Suicide Prevention Lifeline at 1-800-273-TALK 
(8255).

NEW SUICIDE PREVENTION VIDEO!
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By Christine June
Public Affairs Specialist

German Television Reporter Stephan Bachenheimer heard something he 
liked June 24 at the Harrisburg Opportunity Center in Harrisburg, Pa.

“Do you think you can get that ‘swoosh’ sound again,” he asked the Harrisburg 
Opportunity Center Assistant Commander Staff Sgt. James Slough, who at the 
time was operating the center’s new Career Navigator, an interactive video 
system that shows more than 150 job opportunities in the Army. 

Bachenheimer was shooting a segment on how America recruits its Army 
for a television program about the way the U.S. operates with an all-volunteer 
force. It aired July 9 on Deutsche Welle TV, Germany’s international network. 

“The story that I am doing is how does it look with a professional Army.” 
Bachenheimer said, “In Germany…we have a draft service.”

The program compared the German draft service with America’s all-
volunteer force, said Bachenheimer, who has been based out of Washington 
D.C. for seven years. 

The station’s reporters in Berlin interviewed members of the German Army 
or Bundeswehr on the same or similar topics that Bachenheimer conducted 
with the American military. 

How this comparison was done, explained Bachenheimer while he was still 
at the Harrisburg center, was by in-depth segments on how each country’s 
military force addresses certain topics such as career opportunities.  

“We are not trying to convince anybody. The style of the station is to 
analyze what is the situation,” said Bachenheimer. “We are just saying, ‘okay 
what we know as common opinion or knowledge – is it actually true or not?’ 
We are just trying to investigate and question.”

As an example, Bachenheimer cited, “The argument you hear very often 
in Germany is that a professional Army is self-selected – only one type of 
people (join) – they are all Gung ho, and it’s something crazy that we all do 
not want.”

Researching whether or not this argument and a few others were true, 
Bachenheimer interviewed recruiters and Future Soldier Nick Fiaschetti, 23, 
who enlisted in the Army March 2.

“Why did you choose the Army,” asked Bachenheimer at the start of the 
interview.

“The Army seemed the best fit – a great opportunity to better myself.” 
Fiaschetti paused before adding, “The Army presented an opportunity for me 
to be a leader – to lead Soldiers.”

Looking at it from another angle, Bachenheimer asked the Harrisburg 
Recruiting Company Commander Capt. Eric Sutton, “Why do you think people 
join the Army? Is it the education, training or adventure?”

Without hesitating, Sutton replied, “I think it’s the current logo – ‘Army 
Strong.’ It just entices you. You just feel that you can be strong in whatever job 
(in the Army) you decide to do. It’s a great draw for people.”

Besides the interviews and footage shot at the Harrisburg center, 
Bachenheimer covered Marine Corps training at the Marine Corps Base in 
Quantico, Va., and a naturalization ceremony at the White Oak Armory in Silver 
Spring, Md., for his segments in the program.

Germany’s international network DW-TV broadcasts throughout the world, 
except – interestingly enough – Germany.

“We are a foreign station – an international broadcasting corporation – so 
by law, we cannot broadcast in Germany; we can only broadcast abroad – just 
like BBC World Service,” Bachenheimer said. 

A satellite television service, DW-TV broadcasts in both German and 
English, and has an online news site. Both offer news, background information 
and magazine features with a European perspective.

The American military portion of the program can be found by clicking on 
“US Armee” at the lower right side of http://www.dw-world.de/amerika.  This 
segment is in German.

German Deutsche Welle TV Reporter stephan Bachenheimer films staff sgt. James 
slough, the Harrisburg Opportunity Center assistant commander, as he reviews 
Army opportunities with future soldier nick fiaschetti June 24 at the Harrisburg 
Opportunity Center in Harrisburg, Pa. Bachenheimer was filming at the center for 

a program about the u.s. all-volunteer force that aired on DW-TV July 9. 
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no ComParison:
german tV Documents How america recruits its army

mecHanicsburg recruiters 
generate 60 leaDs at Jubilee Day
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 A Jubilee Day participant spins 
the Prize Wheel at the Mechan-
icsburg u.s. Army Recruiting 
station booth June 17 at the 
82nd Annual Jubilee Day in 
Mechanicsburg, Pa. sgt. 1st 
Class Brian Greene, the Me-
chanicsburg Recruiting station 
assistant commander, said that 
about 1,000 people, including 
several members of the cham-
ber of commerce and high 
school teachers, visited the 
booth. Besides the prize wheel, 
the Mechanicsburg recruit-
ers also hosted a raffle giving 
community members a chance 
to win an Army strong IPod 

nAnO. This raffle, said Greene, generated 83 leads and four future soldier referrals. “An out-
standing event – we were able to talk to a lot of people about the Army, and we were thanked 
by everyone we talked to throughout the day. More than 60,000 people attended this event, 
which is known as the largest, longest running one-day fair on the East Coast. 

for more photos of the event, visit the battalion’s facebook fan page at 
www.facebook.com/armyrecruitingBnHarrisburg.
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recruiters star in liVe call-in raDio sHow

Craig Cohen, host of WITf smart Talk, prepares (left) Dr, Lenny Wong, research  professor in 
the strategic studies Institute from the u.s. War College in Carlisle, sgt. 1st Class Brian Greene 
and sgt. 1st Class Jon Blose, both from the Mechanicsburg Recruiting station, for the hour, live 
call-in radio show June 29 at the station’s studios in Harrisburg, Pa. The main topic was military 
recruitment and what motivates young women and men to join the military. subtopics ranged 
from applicants today being too fat to fight to education benefits. There were nine phone calls 
and two e-mails from the surrounding area, Kentucky and  Arkansas. some callers posed dif-

ficult questions about the wars in Iraq and Afghanistan, PTsD and deployments. 

The interview is online at www.witf.org and be viewed on WITf TV at COMCAsT Demand
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By Christine June, Public Affair Specialist

The Association of the United States Army Keystone Chapter honored teamwork during its 
annual Army Birthday Celebration June 27 at the Pennsylvania National Guard Training 

Center in Fort Indiantown Gap, Pa. 
Individual Recruiter of the Year awards 

is one of the highlights of the celebration’s 
award ceremony where the association gives 
recognition to the NCO and top recruiters of 
the Pennsylvania Army National Guard and the 
Harrisburg Recruiting Company. 

However, individual awards were not going 
to work this year for the Harrisburg Recruiting 
Company, which became a pinnacle company 
last year. 

“Under the team (Pinnacle) concept, 
we couldn’t choose one, two or even three 
individuals who were the best,” the Harrisburg 
Recruiting Company’s 1st Sgt. Nathan Billips 
explained in his speech why the association 
recognized every recruiter assigned to the 
company. 

The company’s three Opportunity Center 
assistant commanders received the awards on 
behalf of their recruiters – a total of 35.

Representing 13 recruiters was the Lancaster 
Opportunity Center’s Assistant Commander Staff 
Sgt. Eric Morgan. The Reading Opportunity Center 
Assistant Commander Staff Sgt. (P) Jeffery Miller 
represented 12 recruiters, and the Harrisburg 
Opportunity Center Assistant Commander Staff 
Sgt. James Slough represented 10 recruiters. 

“Each center played key roles during the 
transformation,” Billips explained. “We would 
not be where we are now without these three 
centers.”

Comparing legacy to pinnacle recruiting, 
Billips told the audience of about 20, which was 
comprised of association members, award winners 
and their guests.

“The Legacy method of recruiting that everybody is used to has one Soldier who is directly responsible 
(for enlisting an applicant) from making the initial contact all the way to monitoring the applicant in the 
Future Soldier Program,” Billips said. “As a pinnacle company, we work as a team so what we have is 
different Soldiers taking care of each step of the process.” 

Billips added that he can already see the improvements that pinnacle has made to the Harrisburg 
Recruiting Company.

“Pinnacle has made our recruiters better at what they do and shorten their workload by coming 
together from all sides as a team to make the mission happen,” Billips said.

He also explained that pinnacle has shortened the time that recruiters can build their knowledge base 
by almost two years. 

Regarding the change of the number of awardees for the company, the AUSA Keystone Chapter 
President Jerry Nelson, a retired first sergeant, said “It’s not an issue at all. We will continue to provide 
recognition like we always have and if it means providing it to three or 35 then that’s what we will do.” 

The mission of the AUSA Keystone Chapter, according to its Web site, is to “represent every American 
Soldier by: Being the voice for all components of America’s Army; fostering public support of the Army’s 
role in national security; and, providing professional education and information programs.”

Besides the Harrisburg Recruiting Company, the association’s Keystone Chapter also recognized Sgt. 
1st Class Daniel Geyer as the Recruiter of the Year for the Pennsylvania Army National Guard.

Other winners included Staff Sgt. Joseph Parsons, from Battery “A,” 1st Battalion, 109th Infantry 
Regiment, as the Pennsylvania Army National Guard NCO of the Year and Spc. Jonathan Hontz, from 
Headquarters and Headquarters Battery, 1-109th Infantry Regiment as the Pennsylvania Army National 
Guard Soldier of the Year.
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This Just In...

Clarion Company welcomes the newest addition 
to the leadership team, 1st. sgt. Robert Welborn.  
Welborn is not new to the duties of a first sergeant. 
This 24 year soldier comes to the company from 
saint Petersburg Recruiting Company where he 
was also the first sergeant.  Weldon is seen here 
accepting the nCO sword from Clarion Company 

Commander, Jason shick.
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Left to Right: Incoming 1st sgt. Lawrence nelson III, 
Capt. Terry Redd and outgoing 1st sgt. Aaron friday.

August 13 commemorated the change of                   
responsibility for Greensburg Company.  Held at 
the 14th Quartermasters in Greensburg, 1st sgt. 
Lawrence nelson III accepted the guildon from 

1st sgt. Aaron friday.

recruiter of tHe year 
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staff sgt. James slough, the Harrisburg Opportunity 
Center assistant commander, stands with his wife, 
Tasha, after receiving a Recruiter of the year Award 
on behalf of 10 recruiters June 27 at the Associa-
tion of the united states Army Keystone Chapter’s 
Army Birthday Celebration at at the Pennsylvania 
national Guard Training Center in fort Indiantown 

Gap, Pa. 
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The Lancaster Opportunity Center Assistant 
Commander staff sgt. Eric Morgan, stands with 
his mother, Arnetta, after receiving a Recruiter 
of the year Award on behalf of 13 recruiters June 
27 at the Association of the united states Army   
Keystone Chapter’s Army Birthday Celebration.
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The Reading Opportunity Center Assistant 
Commander staff sgt. (P) Jeffery Miller stands 
with the Harrisburg Recruiting Company 1st 
sgt. nathan Billips after receiving a Recruiter of 
the year Award on behalf of 12 recruiters June 
27 at the Association of the united states Army 
Keystone Chapter’s Army Birthday Celebration. 

pinnacle aDDs to annual awarDs ceremony
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10,000 Soldier Enlists

army reserVe recruiting assisting program 
(ar-rap)

By Bill Irwin
Public Affairs Specialist

When Johnstown Reserve Recruiter Sgt. 1st. Class Andrew Folmar followed 
up on a lead posted to his referral system he had no idea he was about 

to enlist a milestone Soldier in the U.S. Army Reserve. When Patrick Beam, 
decided to enlist into the U.S. Army reserve, he became the 10,000 Soldier to 
do so through the Reserve AR-RAP program, having been referred by his wife, 
2nd Lt. Ashley Beam.

 AR-RAP, the Army Reserve Recruiting Assistance Program is a referral 
program run by a contract company to provide referrals to the Army Reserve. 
The company solicits and trains recruiter assistants (in this case Lt. Beam) in 
the Army Reserve referral process. 

Recruiting Assistants can earn money assisting the Army Reserve by 
identifying well-qualified men and women for service in the Army Reserve. 
Assistants can earn $2,000 for each new recruit who reports to Basic Training, 
or Basic Officer Leadership Course, and for each prior service member who 
affiliates with a unit for four months and have attended a Battle Assembly in 
the last 60 days. 

Army Reserve recruiting assistants identify individuals within their sphere 
of influence to develop potential Soldiers, promote the benefits of service in 
the Army Reserve, work with recruiters to prepare their referrals for processing 
and mentor future Soldiers. 

Beam (22), who met her husband while they were still in high school, 
enlisted when she was 18 and is serving with the 458th Engineer Battalion in 
Johnstown, met her husband while they were still in high school. After some 
discussions with her husband about their future and what the Army Reserve 
had to offer to enhance their quality of life, she placed his name in the AR-RAP 
program. 

However it wasn’t a hard sell, “I’ve been thinking about it since high school,” 
said Patrick, “however at the time I wasn’t ready, nor mature enough.  I had 
some growing up to do. Now is the right time for me.” 

Both realize that the job market in the civilian sector is tight and doesn’t 
appear to be improving anytime soon. Both reflect on the fact that in their 
opinion the Army Reserve offers excellent educational benefits, and promotes 
a family-community friendly atmosphere.  

Patrick ships in September, will the separation be difficult for the couple? 
“No,” stated Ashley, we both know it is part of the process, and I also will be 
training during at the same time, so we both will be busy and it is all part of 
the growth process.”

According to Patrick, the $2,000 bonus his wife would receive did not 
influence his decision. “As I said it (enlisting) is something I was considering 
doing anyway, besides that I am also getting a bonus of more than $10,000 for 
my Reserve job. I will tell you this though,” Patrick stated, “I plan on finishing 
college and apply for my officer’s rank. I am ready to start my service, and 
intend to serve with honor.”      

Ph
ot

o 
by

 B
ill

 Ir
w

in
, A

&
PA

Patrick Beam, his wife 2nd LT. Ashley Beam and sgt. 1st Class 
Andrew folmar gather at Johnstown station to receive the 
news of Patrick’s milestone 10,000 soldier enlistment status 

under the u.s. Army Reserve AR-RAP referral program.

pennsylVania passing league 
cHampions nameD

By Bill Irwin
Public Affairs Specialist

As part of the battalion’s 2010 “Army Strong Tour,” which includes the Army 
Iron Man competition, the Army Coach of the year, the Army Strong 

Wrestler of the year and the Army Rivalry Tour, the Pennsylvania Passing 
League (PPL) launched into its first year. 

The Pennsylvania Passing League is a 7-on-7 game for high school football 
players. The league is broken into two camps PPL-East and PPL-West.  The 
west camp opened June 6 at Gateway High School in Monroeville and pitted 
16 Western Pennsylvania teams against each other to be named league 
Champions-West.  

Fifteen schools participated with 14-man teams in the 7-on-7 games July 
24 at the Susquehanna Township High School in Harrisburg. 

The PPL-East Champions, Manheim Township High School, and the PPL-
West Champions, Gateway 
High School, will meet 
each other in an exhibition 
game during halftime at the 
Pittsburg Steelers preseason 
opener against the Detroit 
Lions Aug. 14 at Heinz Field in 
Pittsburgh.

The winner of the East-West 
game at Heinz field will then 
advance to the national 7-on-7 
nationals in Williamsburg, Va.

Each matchup started by 
a pool drawing, which was 20 

minutes long with a running clock. With each possession the team had four 
plays to achieve a first down. If a first down was achieved the team then had 
four more plays to score. There are also opportunities for points by taking an 
interception in for a touchdown.

For both league championships recruiters acted as escorts for the teams, 
scorekeepers, on field referees and game managers. 

Left: Gateway High school team members celebrate  
their victory as PPL-West Champions.
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Manheim Township Running Back scott  sallade runs the ball from 
the 40-yard line and scores the first touchdown in the PPL- East 
Championship game against Coatsville High school. Manheim easily 

passed Coatsville, 40-8, to become the first PPL-East Champions.
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‘Don’t ask, Don’t tell’ surVeys Hit serVicemembers’ inboxes
By Sgt. 1st Class Michael J. Carden, American Forces Press Service

obama announces return of tHe saVe awarD

WASHINGTON (July 7, 2010) -- At noon today, Defense Department officials e-mailed surveys to 400,000 
servicemembers as part of a special review to prepare the military for a potential repeal of the so-called 
“Don’t Ask, Don’t Tell” law that bans gays and lesbians from openly serving, Pentagon officials announced 
today.

Gen. Carter F. Ham, commander of U.S. Army Europe, and Jeh Johnson, the Pentagon’s top lawyer, 
head the review panel that’s assessing the current law.

“The voice of the servicemembers is still vitally important,” the general said, noting that although 
amendments to the current law were approved by legislators in May, lawmakers still require the Penta-
gon review.

“This is draft regulation, it is not yet enacted into law, and there are several hurdles yet to come,” Ham said.
The group has been meeting with troops and family members since February. Surveys also were distributed because time and financial con-

straints precluded meeting with every single member, Ham explained in a recent Pentagon Channel interview.
The surveys will give the panel a baseline of information that best represents the military’s 2.2 million servicemembers and their families, Ham 

said, stressing the importance of servicemember feedback.
Engaging the force may be more important now than before the amendments were passed, Ham said.
Half of the surveys went to active-duty servicemembers, and half were sent to the reserve components. Troops who received the surveys were 

selected based on age, rank, service, component, military specialties, education, marital status and other factors to ensure broad and thorough 
feedback on a potential repeal, Ham said.

The working group also plans to continue meeting with servicemembers and families, Ham said. He and Johnson have met with troops at “a 
large variety of bases, posts, camps and stations around the country,” the general said, adding that they’re planning to meet with troops stationed 
overseas as well.

Such sessions have proven invaluable to the working group, Ham added.
“What these sessions do afford is an opportunity for Mr. Johnson and myself to speak directly to servicemembers, to hear in their own words 

what their assessment of the impact of repeal of the current law would be should Congress decide to take that action,” he said. “Those sessions 
provide us context. They provide us substance to what we know we will get statistically from the survey and put it in real terms of how real ser-
vicemembers feel about this.”

An online inbox also is available for military and civilian members of the Defense Department. Troops can log into http://www.defense.gov/
dadt with their common access card to provide their input. This site is not confidential; however, directions from the site, as well as in the survey, 
are provided for members who wish to continue a “confidential dialogue” with non-Defense Department members of the working group, the 
general said.

Once servicemembers enter the confidential site, they will be given an untraceable PIN number they then can use to log on from any com-
puter.

This tool will allow gay and lesbian servicemembers to remain anonymous and establish confidential communication, Ham explained. It’s 
available to all servicemembers, he added, because some may not feel comfortable providing candid remarks.

“It is vitally important that servicemembers continue to be open and frank and totally honest with us in their feedback,” Ham said. “That 
certainly has been the case to date, whether it’s been a large-group session or a small group or the online inbox. The servicemembers and their 
families have been invaluable to Mr. Johnson and myself.”

“We need that to continue in order to do our jobs and be representative of the force as we address the significant policy matters that would 
follow repeal of this law, if that is what Congress decides to do,” the general said.

Also, 150,000 surveys will be mailed to military spouses by the end of the month, Ham said. Ham stressed the importance of promptly com-
pleting and returning the surveys. The hope, he said, is that that all of the surveys will be submitted within 45 days of receipt, he said.

The working group’s final report is due to Defense Secretary Robert M. Gates by Dec. 1

By Jim Garamone, American Forces Press Service

WASHINGTON (July 12, 2010) -- President Barack Obama wants 
federal employees to submit their ideas for eliminating government 
waste and saving American taxpayers’ money as part of the 2010 SAVE 
Award program.

Obama made the announcement in a video on the White House 
website July 8.

“If you see a way that the government can do its job better or do 
the same job for less money, I want to know about it,” he said.

The program - its acronym stands for “securing Americans’ value 
and efficiency” -- began last year and was an instant success.

“In just three weeks, federal employees submitted more than 
38,000 ideas identifying opportunities to save money and improve 
performance,” said Peter Orszag, director of the Office of Management 
and Budget.

Nancy Fichtner, a fiscal program support clerk at the Colorado Vet-
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erans Affairs Hospital in Grand Junction, Colo., received the 2009 SAVE 
award for her proposal that saved about $2 million. She suggested that 
the Veterans Affairs Department find a way to reuse medicines that are 
prescribed by physicians, but not used by patients.

The deadline for submissions is July 22, with the winners being an-
nounced in September.

“In a change from last year, we also are asking federal employees 
to help rate the submissions from their fellow workers,” Orszag said. 
“This new feature will allow employees to apply their insight to the 
evaluation process, making sure the best ideas make it into the fiscal 
2012 budget.”

Some of the most innovative ideas for efficiencies and savings come 
from those federal employees on the front lines, Obama said.

Civil servants interested in submitting their ideas should go to 
http://SAVEAward.gov.
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BATTALION NEWS (continued)
(Continued from pg. 6) A “Generational” View

THE TARGET

Gen Xers

Although many Generation Xers, ages 23-43, have distrust in institutions for 
long-term security they are eager to climb the corporate ladder yet making 
time to live outside of work.  Gen X seeks an abundance of information, when 
providing it make sure the message is short, understandable and informal.   
Being the first of the ‘tech-savvy’ generation they appreciate communication 
via e-mail and depend on their cell-phones.  Scanned documents are more 
likely to be read than a mailed letter or newsletter.

Gen Y or Millennials

With most of this generation never using a postage stamp, Generation Y 
or Millennials, are part of a generation that rivals the baby boomers in size.  
Under the age of 23, this generation gets there generational name “Gen Y” 
because they have a firm desire to know the reason behind everything that 
is happening.  Sixty-seven percent of members, rarely impressed by new 
technology, will continue to broadcast personal information online such as 
Facebook in order to stay connected according to Pew Internet and American 
Life Project.  

Army Strong is a message that speaks to this generation as they respond 
to concise action words.  When communicating with the Y generation, 
emphasize fun and that all senses will be stimulated with music being a big 
factor of this generation.   This group has the most access to evolving and new 
technologies – such as DVR’s, instant messaging and wireless phones and is 
the preferable communication mechanism.

(Continued from pg. 4) Eduators Vistit Home of the Quartermater

While participants were kept busy throughout the day, they managed to fit 
in some time leisure activities, including a visit to the Post Exchange (PX) and 
Clothing Sales, as well as “teambuilding activities,” putting their marksmanship 

skills to test during force-on-force “laser 
tag” following a catered barbeque meal 
at Swaders Sports Park in nearby Colonial 
Heights.  The tour was capped off by 
educators attending the 2010 Soldier’s 
Show in the Fort Lee Theater, along with 
over 600 highly motivated AIT Soldiers 
in what could only be described as an 
electrifying experience!  

The annual educators’ tour 
consistently receives high marks from 
attendees.  In fact, virtually all who have 
participated over the years—many 
with little or no previous knowledge or 
experience with the military—remark 

on how they were enlightened by this experience, and as a result are better 
able to promote the Army as a viable option for their students.       
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Mr. Jerry ferraro, Greater Latrobe 
High school Teacher, gets strapped 
into a parachute by two Army Rigger 

Instructors.

When asked how communication skills play a role in recruitment efforts, 
Redd stated, “Communication is critical to recruiting operations. You must 
be able to quickly identify the needs of the audience and then tailor your 
message to the group or individual.  Eighty percent of my day is spent on 
communication with either my Soldiers or the public. ” 

Much of a recruiters “job” is constantly networking and interacting with the 
community and prospects.  First understanding how you and your generation 
communicate will allow you to better communicate with others.  Adapting 
to generational communication differences allow for optimal positioning and 
messaging of your Army story.  How well you are able to recognize, respect, 
and adjust to other people’s way of communicating and “doing things” is a key 
to success in recruiting and retention support to the force.

Story by Staci Cretu, Chief, A&PA
Photos by Bill Irwin, Public Affairs Specialist

On June 15, 2010, as part of the US Army’s 
235th Birthday celebration, the Army 

invited local educators and their guests from 
select Western PA School Districts to enjoy the 
Pirates vs. White Sox game at PNC Park.  

In addition to enjoying the birds-
eye view and luxury of the World Series 
Suite, they learned about numerous FREE 
educational programs and resources 
available to help their schools retain and 
graduate students.

Left:   Western PA school 
District educators and 
their guests to enjoy 
the Pirates vs. White sox 

game at PnC Park.  

James Cannon, Public Affairs specialist 
with Range Resources accepts the united 
states flag for the company’s support of 
Our Community salutes of Pittsburgh. L 
to R: Terrie suica-Reed, President, PHAsE 
4 Learning and Our Community salutes 
of Pittsburgh Chair, James Cannon, 
Range Resources and Lt. Col. stephen 
B. Lockridge, Harrisburg Recruiting 

Battalion Commander

Left: Lt. Col. stephen B. Lockridge presents Capt. 
Terry Redd, Greensburg Company Commander with 
the Army Achievement Medal for his service and 
commitment to supporting Our Community salutes 

of Pittsburgh.

army birtHDayCelebration

235th 

future soldiers (left) Mark Ascyn, Benjamin Macklin, Ryan Granstrom and Michael Reese show 
their Army strong pride after graduation ceremonies at Valley High school in new Kensington, 
Pa. This was the first year that future soldiers from Clarion, Pittsburgh and Harrisburg Recruit-
ing Companies were able to wear Army strong sashes at their high school graduations. During 

some of these ceremonies, future soldier bonuses and college monies were announced.

future solDiers wear army sasHes at graDuation

Army Pride:
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August is Antiterrorism Awareness Month


