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EDUCATION is key COMPANY CORNER

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 mis-

sion 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 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 

the quality of life of its Soldiers, Civilians, and Family members.

The best way to store, search, sort 
and share your photos.

5

On the cover, 
Harrisburg 
Opportunity 
Center Future Soldier 
James Riley .
Photo by: Christine 
June, A&PA
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will almost always occur (Murphy’s Law #8 “What can go wrong, will 
go wrong”), with a healthier working list, the Recruiting Company 
can breathe a little easier when flooring applicants.  Should attrition 
occur, its effects are less important on the company’s mission because 
there are other applicants who can fill those gaps.  With detailed and 
targeted prospecting led by Station Commanders, and the Company 
can much more easily achieve its prospecting and production goals.  
Additionally, Company School Plans and Targeting Plans will succeed 
or fail based soley on the Station Commander directing prospecting.  
The Automated Lead Refinement List (ALRL) is a great example.  This 
contact percentage can be used as a benchmark of success or failure 
for a developing school plan.  It is up to the Station Commander to 
ensure that Recruiters are given specific contacts to achieve on a daily 
or weekly basis.  Without direct and actionable guidance, Recruiters 
will call off of their assigned lists, but without the sense of urgency 
that is required to achieved a 10% sustainable growth reflected on the 
ALRL.  Station commanders are the most important piece of prospect-
ing.  Without their involved and active leadership and participation, 
the Station and ultimately the Company’s prospecting goals will fall 
short.

Company Headquarters role in prospeCting operations 
    The company commander and company First Sergeant have an 
important role in managing Company prospecting operations.  With 
all of the tools and resources availble to the Company Headquarters, 
analysis of the mission and prospecting requirements literally start 
where the guidon is planted.  The Company’s School Plan and Tar-
geting Plan are derived from mission requirements, the company’s 
market share and the overall effects of the area of interest.  The com-
pany headquarters has full use of the staff and automated products 
that give a detailed picture of the battlefield.  In fact, there is so much 
information that one of the first jobs of a new company commander 
should be finding out which products are available on the USAREC 
Enterprise Portal work best for their respective areas of operations.  
Through the use of these products, the company will drive what the 
weekly prospecting requirements are or need to be.  Company com-
manders should find the “Prospecting Analysis” tool in Leader Zone 
very useful as a way to tally telephone and face-to-face attempts 
within their respective footprints.  Simple arithmatic can be used to 
determine if each recruiter achieved the pre-designated number of 
telephone attempts.  This part of the battle is the most important 
piece for the company headquarters.  When stations fall behind on 
their telephone attempts, the company headquarters should be 
standing by to enforce the standard and keep their stations on track.  
Only then can high prospecing numbers truly be achieved.  The Le-
high Valley Company enforces a standard of 250 telephone attempts 
per recruiter, per week.  With the total number of on-production 
recruiters that should equate to the company achieving a weekly 
telephone prospecting attempt of 7,500 telephone calls.  With an 
average contact success rate of 6 percent, this equates to roughly 450 
real-time contacts.  Each company should tweak its prospecting goals 
based off mission requirements, on-production recruiters, and conver-
sion data.

The company headquarters has the job of ensuring the station 
goals are being met.  Company commanders should have their indi-
vidual station commanders brief them in person on what their station 
goals are going to be.  This system worked best for Lehigh Valley 
because it gives station commanders ownership over their plans and 
is bottom driven but has room for top-down refinement. During these 
briefings, commanders provide input and guidance, and will ultimate-
ly approve or disapprove these plans.

Prospecting is the key to small-unit recruiting success and battle 
command at all levels of leadership across the Recruiting Battalion is 
what will move organizations to the objective.

         While it may sound obvious that the 
         key to mission success lies with pros-
pecting, there is much more to the story than just recruiters making 
phone calls.  The Lehigh Valley Company has enjoyed a number of 
successful quarters due-in no small part-to continuous, targeted, and 
systematic telephone prospecting efforts.  Supporting that prospect-
ing effort was hours of realistic battle-focused training that bolstered  
recruiters’ experience in telephone prospecting and confidence in 
their abilities to make appointments with 79R trainers overwatching.  
Conducting training in this manner, we were able to have the recruit-
ing subject matter experts conduct on-the-spot coaching and men-
toring while the recruiters continued to call off of live lists.  Training as 
they would fight, Spartan Recruiters executed live-fire telephone and 
face-to-face prospecting missions as training with their station com-
manders providing continuous training-overwatch and directing the 
fight at their level.  The station commander fight is to ensure that the 
company’s prospecting objectives are achieved and is the most vital 
to achieving mission success.  The company headquarters section 
plans and develops the prospecting objectives based on the mission 
requirements, work ethic of the company’s recruiters, and planned 
achievements based on the company’s targeting and school plan.  tHe 
spartan prospeCting model consists of a three-tiered approach to better 
prospecting: battle focused training; station commander direction; 
and, targeting and analysis by the Company Headquarters.

reCruiter’s role in prospeCting operations 
    Recruiters are the foot soldiers in the prospecting fight!  Recruiters 
are literally where the rubber meets the road in terms of carrying out 
successful prospecting operations.  Lehigh Valley Company recertified 
all recruiters through successful training to combat telephone and 
face-to-face prospecting reluctance; thereby, ensuring quality pros-
pecting efforts.  Just like an Infantry Platoon must certify through live 
fire exercises and combined arms training, recruiting stations must 
ensure their Soldiers are confident in using the tools of their trade, 
and utilizing the proper counseling approaches during the Army 
interview.  This piece is very critical to mission success: ensuring your 
force is trained and ready to execute operations to the standards of 
the organization.  Once the company headquarters and the station 
commanders are satisfied with the training level of their recruiters, 
they can confidently unleash them on their target markets.

station Commander’s role in prospeCting operations 
    Station commanders are the most vital piece of the prospecting 
scheme of maneuver.  The company headquarters relies on the sta-
tion commander to carry out a myriad of tasks to a very high standard 
and in a very fast-paced environment.  Station commanders have the 
specific role of ensuring that the company’s objectives are achieved 
and that recruiters are conducting quality telephone and face-to-face 
prospecting within the areas assigned by the company headquarters 
and their individual markets.  Station commanders provide short-term 
daily and weekly goals to their recruiters through the IPR process.  This 
is the critical piece of the prospecting puzzle.  Recruiters will conduct 
any number of phone calls that they are directed to accomplish, still 
though, without leadership targeting their efforts, those efforts be-
come disjointed and as a result, the station and ultimately the com-
pany suffers.  The result with disjointed prospecting is lower market 
share, weak working lists and ultimately, fewer contracts.  A secondary 
effect of weak and disjointed prospecting is higher reliance on good 
floor conversion and utlimately leads to a toxic and high-stakes envi-
ronment that does not allow for attrition at the MEPS.  While attrition 

Story by Lehigh Valley Company  
Commander Capt. Steven Whitesell and 
1st Sgt. Aaron Acala.

The SparTan Model
prospeCting for Continued suCCess:  
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SIGNIFICANT EVENTS

OCTOBER
1  Army Rivalry Tour at Cedar Cliff - 1E2

2  Autumn Leaf Festival - 1E4

7  AAB Presentation - Berwick HS - 1E9

8  Army Rivalry Tour at State College - 1E7

  Army Rivalry Tour at Connellsville - 1E1

  Army Rivalry Tour at Northern - 1E2

4-10  NHRA - 1E3

12  Army Rivalry Tour at Franklin Regional - 1E1

18-22  Drill Sergeant High School Visits - 1E3

22  Army Rivalry Tour at Upper St. Clair - 1E5

  Army Rivalry Tour at Altoona - 1E7

29-31  Battalion Annual Training Conference

31  HALLOWEEN

NOVEMBER

5  AAB Presentation - Peters Twnshp HS - 1E5

8  AAB Presentation - Norwin HS - 1E1

9  AAB Presentation - Biglerville HS - 1E2

10  AAB Presentation - East Pennsboro HS - 1E2

15-17  Quarterly Training Brief

11  VETERANS DAY

19  Newcomers Briefing

25  THANKSGIVING

DECEMBER

7  PEARL HARBOR REMEMBRANCE DAY

25   CHRISTMAS 

Future Soldier James Riley shows Patriot News Reporter Liam Migdail-Smith how 
the America’s Army gaming console can train and educate Future Soldiers.   The 
America’s Army is a series of online video games developed by the U.S. Army that 

has been expanded to include versions for Xbox, Xbox 360 and arcade.

Gaming consoles, interactive video systems and mobile devices are now 
as common as desks, paper and pens at Harrisburg Recruiting Company’s 
opportunity centers.  Harrisburg is one of five U.S. Army Recruiting Command 
companies testing a new way of recruiting America’s Army – Pinnacle. 

The Harrisburg Opportunity Center hosted a Media Roundtable 
on Aug. 30 to discuss topics such as Pinnacle recruiting,  
year-end recruiting numbers, unemployment and its effect on local recruiting, 
benefits and opportunities through ROTC. Panel members were the ROTC Blue 
Mountain Battalion Commander Lt. Col. Peter Lugar, Harrisburg Recruiting 
Company Commander Capt. Eric Sutton, Harrisburg Recruiting Company 1st 
Sgt. Nathan Billips and Harrisburg Opportunity Center Assistant Commander 
Staff Sgt. James Slough. Future Soldiers, Michael Nieves, Ryan Blong and 
James Riley, were also on hand to give their personal views on why they joined 
the Army.

The future is the “Millennials,” which are today’s teens and 
twenty-somethings who entered adulthood at the start of the new 
millennium.

“Millennials are tech-savvy and embrace digital avenues of 
communication,” said Staci Cretu, the battalion’s Advertising and 
Public Affairs chief.  Pinnacle, said Cretu, helps Army recruiting to 
be tech-savvy, to speak the language of the “Millennials.”

Speaking the language translates to America’s Army Gaming 
Console, Career Navigator and convergent devices.  “These mobile 
devices get recruiters – the voice and face of the Army – out where 
they need to be – in the community,” said Harrisburg Opportunity 
Center’s Assistant Commander Staff. Sgt. Slough, who added he 
likes everything about these mobile convergent devices.

Story Continued on Page 6

“Pinnacle is an innovative approach to transform 
recruiting for the future,” said Lt. Col. Stephen 
Lockridge, the Harrisburg Recruiting Battalion 
commander, who added that Army recruiting had not 
fundamentally changed since the adoption of the all-
volunteer force model of the 1970s.

U.S. Army EmbrAcES HigH TEcH To 
rEcrUiT AmEricA’S FUTUrE

Story and photos by Christine June, A&PA
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The Harrisburg Recruiting Battalion initiated a 
photo gallery on Flickr in August that should 
be accessible to every Soldier and civilian at 
work.
    Soldiers and civilians can also access the 
photo gallery on their personal comput-
ers and through the battalion’s FaceBook 
Fan Page at https://www.facebook.com/
armyrecruitingBnHarrisburg. Just click the 
“My Flickr” tab. 
    The photo gallery is open to the public, which means that battalion’s family members, and 
Future Soldiers and their family and friends can view and download photos in the privacy of 
their own homes. (See the step-by-step downloading instructions.)
A social media tool, Flickr is a renowned online photo and video management and sharing 
application. Flickr organizes and manages photos for customer-friendly usage and archival 
purposes – including captions and titles for all photos. This photo gallery allows the public 
24/7 access to the battalion’s photo archive. There is no need to remember passwords. Just go 
to the site at http://www.flickr.com/photos/harrisburg_army_recruiting_battalion/. 
    Photo sets are lined up on the right-hand side. Currently, the battalion’s photo gallery has 
about 700 photos organized into more than 25 sets and one collection, and two videos. 
Themes range from the Media Roundtable held at the Harrisburg Opportunity Center to the 
battalion’s Organization Day, which is organized into five sets and one collection. 
Flickr allows the battalion’s Advertising and Public Affairs section to quickly make photos they 
shoot at awards ceremonies, training sessions and media events available to not only the 
entire battalion staff but also the public, including media outlets, centers of influence and very 
important persons. 
    Besides photos from the A&PA staff, recruiters and battalion staff can also contribute photos 
by downloading them on the Intranet SharePoint Collaboration Site in their designated fold-
ers. After downloading the photos, the final step is to notify the A&PA staff at 1ebn-apa@
usarec.army.mil on where the photos are located within the site.  Since Flickr is also a photo 
archival site, cut lines or captions are needed for each photo. The A&PA staff can assist with 
writing captions. 
    Basically, a caption lists the full names, duty titles and ranks if applicable of those pictured in the photo, official name of the event, date and 
location of the event, and description of the action taking place in the photo. Photo credits – full name and rank if applicable of the one who 
took the photo – should also be included.  Captions and photo credits can be in a word document included in the folder where the photos are 
or e-mailed to the A&PA in the body of the notification e-mail.   Another important reason that captions are needed is that they will be more 

likely shared with media outlets, COIs and VIPs, as well as contacts within 
Flickr.
    Currently, the battalion’s photo gallery can easily share photos with 85 
contacts. These contacts include U.S. Army, several U.S. Army bands, U.S. 
Army Racing, several U.S. Reserve Army Officer Training Corps units, other 
U.S. Army recruiting brigades and battalions, several U.S. Army units, as 
well as Soldiers and their family members. Flickr also works extremely 
well with the other battalion social media tools such as FaceBook www.
facebook.com/armyrecruitingBnHarrisburg, Web site http://www.usarec.
army.mil/1stbde/1ebn/battalion.shtml and the recently initiated Twitter @
ArmyStrongPA.  For more information on the battalion’s social media initia-
tives, contact the A&PA office at 1ebn-apa@usarec.army.mil or by calling 
717-770-7252.

Q: Where did you grow up? 

Although I was born in Greenville, Pa. I grew up 
in Flint, Mich.

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

I enlisted in the U.S. Army in July, of 1989 as a 
Combat Engineer.  After 21 years in the Army, 
I was selected by USAREC to serve as the 
Operations NCOIC for Harrisburg Recruiting 
Battalion.

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

Every day is my most memorable, I have been 
in for 21 years, and it has been way too long for 
me to say this day is better than the one before. 
Every day is special; everyday is an opportunity 
to improve your fighting position. So to answer 
your question, today was the most memorable, 
due to the fact that it just occurred.

Master Sgt. Jerry Shavrnoch
Operations NCOIC

SPOTLIGHT
The best way to store, search, 
sort and share your photos.

New online photo gallery for 
the battalion.
Story by Christine June, APA

  FLICKR Downloading instructions: 

  1.  Visit the U.S. Army Harrisburg Recruiting Battalion’s  
  Photo Gallery at http://www.flickr.com/photos/harrisburg_   
  army_recruiting_battalion/
  2.  You can only download one photo at a time. Select 
  your photo by double clicking on it.
  3.  Select “Actions” on top of the selected photo.
  4.  Select “View All” and choose the size you want.
  5.  Select “Download.”
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A bouncing castle was one of the 
events for children 

Continuted from Page 4

America’s Army Game
America’s Army is a series of online video 

games developed by the Army that has been 
expanded to include versions for Xbox, Xbox 
360 and arcade.  “It provides the public a virtual 
Soldier experience that is engaging, informative 
and entertaining,” said Capt. Eric Sutton, the 
Harrisburg Recruiting Company commander. “It’s an attracter for applicants 
who are either visiting the office or even walking down the hall.”  America’s 
Army is a useful tool to train and educate Future Soldiers, applicants who have 
joined the Army and are waiting for basic training. 

Career Navigator
An interactive video system, the Career Navigator “is an awesome tool 

that shows (young men and women) a visual of what kinds of jobs the Army 
can offer them,” said Sutton, who added that there are more than 150 job 
opportunities in the Army. 

Each job opportunity is explained through an action-packed video and 
narration from an actual Soldier currently doing that particular job in the 
Army. The navigator also shows and explains other important information 
pertaining to being a Soldier, such as pay scales as one’s career advances in 
the Army. These Career Navigator interactive videos can also be shown on 
palm-held convergent devices to young men and women hanging out at the 
mall, watching a football game or just out in the community.

Other high-tech equipment for the internal workings of Pinnacle are an 
event Kiosk with computer system and monitor, pocket projectors, mobile 
recruiter workstations and Live Scan computer programs to conduct 
background checks. 

The U.S. Army Recruiting Companies – Radcliff, Ky., Montgomery, Ala., 
Tyler, Texas, and Los Angeles are the other USAREC companies that have been 
transformed under Pinnacle. 

U.S. Army EmbrAcES HigH 
TEcH To  rEcrUiT AmEricA’S 
FUTUrE

Story and photos by Christine 
June, A&PA ORG DAY

Despite the rain and the fact it was Friday the 13th, about 400 
Soldiers and civilians and their family members attended the 
Harrisburg Recruiting Battalion’s ORG Day Aug. 13 at the New 
Cumberland Reserve Center and several Defense Distribution 
Center facilities on the New Cumberland Army Depot in New 
Cumberland, Pa. 

Activities were planned for families and children, and 
tournaments were held for morale bonding for Soldiers and 
Civilians. Tournaments included:  Golfing, bowling, softball, 
basketball and volleyball. Golfing and Basketball Tournament 
Champions are the Pittsburgh Recruiting Company. Bowling 
and Softball Tournament Champions are the Carlisle Recruiting 
Company. Volleyball Tournament Champions are the Harrisburg 
Recruiting Battalion. 

The Harrisburg Recruiting Battalion Commander Lt. Col. 
Stephen Lockridge and Command Sgt. Maj. Reginald Washington 
presented each of the tournament winners with trophies during 
an award ceremony, which closed out the day’s activities. 

 

Right: The Basketball 
Tournament Championship 

game was between Pittsburgh 
and LeHigh Valley Recruiting 

Companies. It was a tight game 
with Pittsburgh squeaking by 

with a 15-14 win.  

Left: Staff Sgt. Robert Maloney, from the 
Pittsburgh Recruiting Company’s Monro-
eville Recruiting Station, watches his putt 
on the 7th hole during the Golf Tourna-
ment.  He did indeed make the shot, help-
ing the Pittsburgh Recruiting Company win 
the tournament. 

Left: Sgt. 1st Class Theodore 
Zuppa, from the Greensburg 
Recruiting Company’s Mon 
Valley Recruiting Station, 
serves hamburgers. Besides 
hamburgers, attendees got a 
choice of hot dogs, barbecued 
pork and a variety of salads 
and desserts. 

Right: The State College 
Recruiting Company’s 
Lewistown Recruiting 
Station Commander Sgt. 
1st Class Charles Harman 
plays his part in a “pickle” 
during a qualifying game 
between State College 
and LeHigh Recruiting 
Companies. LeHigh Com-
pany won this game 2-0, 
but it was Carlisle Recruit-
ing Company that would 
go on to win the Softball 
Tournament

Harrisburg Recruiting Battalion’s  
2011 U.S. ALL AMERICAN BAND MEMBER 

SELECTION TOUR
The 2011 U.S. Army All-American Bowl Selection Tour kicks off September 

23. This year’s Selection Tour will recognize more than 200 high school 
football and marching band U.S. Army All-Americans from across the 

United States. The All-Americans will be honored by a local Army represen-
tative at a special ceremony in front of classmates, family and media. 

OCTOBER

7   Megan Gallagher-Clarinet- Berwick 

NOVEMBER

5  Laura Bertoni-Alto Sax- Peters Township 

8  Carl Kurinko-Trumpet - Norwin 

9  Jordan Snyder- Marching Baritone - Biglerville  

10  Cassandra Debroissee - Color Guard-East Pennsboro
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         Spirit of America came to Pittsburgh Sept. 
10 and 11 and left a massive wave of patriotism 
and support for the Army in its wake. Spirit of 
America is one of the U.S. Army's largest commu-
nity outreach events. Since its inception, hun-
dreds of thousands of people have experienced 
the patriotic pageant. With music, precision drill 
demonstrations and historical re-enactments, this 
action-packed performance offers inspiration and 
entertainment for everyone.  
 More than 300 active duty U.S. Army Sol-
diers from the Military District of Washington 
participates in Spirit of America.  Featured are the 
premier ceremonial troops of the 3rd U.S. Infantry 
Regiment (The Old Guard) and The U.S. Army Band 
"Pershing's Own." Elements of The Old Guard who 
participated include The Old Guard Fife and Drum 
Corps, the Caisson Platoon, the Commander-in-
Chief's Guard and the U.S. Army Drill Team. These 
elite units stage and perform dramatic, entertain-
ing and historical re-enactments with production 
guidance from the U.S. Army Military District of 
Washington's Office of Ceremonies and Special 
Events. 
 Planning for the battalion’s participation be-
gan in April with the SOA advance team, battalion 
public affairs, local Civilian Aide to the Secretary of 
the Army, and company commanders from Pitts-

burgh, Clarion and Greensburg companies. 
 The show contracted with the new Consol Energy Center and was the 
first show of its size to perform at the center. The Consol Energy Center quickly 
sold out all four shows with 10,000 tickets per show.  Four shows were of-
fered to the public, two on Friday and two on Saturday. The Friday shows were 
geared to schools and invitations were mailed from MDW in June to all schools 
in a 50-mile radius of downtown Pittsburgh.
  Following this mailing to the schools, recruiters followed up 
with their schools and explained the show and how it ties in with their Ameri-
can history classes. While this was occurring, a list of the battalion Centers of 
Influence was sent to the protocol office in MDW so invitation letters could be 
sent for our COI’s to attend a meet-and-greet with the Commanding Gen-
eral of MDW, Maj. Gen. Karl Horst. This list included all signers of Community 
Covenants as a battalion outreach to newly developed COI’s who have offered 
their support to the battalion.   As the event grew nearer it was decided to host 
Future Soldiers at a swearing-in ceremony Saturday night. The original concept 
was to have the Future Soldiers at one of the high school shows so they could 
be among their peers; however, time restraints would not permit this to occur.
 The call went out and 27 Future Soldiers from three separate companies 

reported, with their families and recruiter escorts to the Consol Energy Center Saturday night. After being checked out by two Drill Sergeants 
to make sure they were all in the proper attire, admittance was granted early so they could select their front row seats to the show.  After the 
high-energy stirring first half, Future Soldiers prepared for the end of intermission, and their moment in the spotlight. After a few words from 
Maj. Gen. Horst, where he labeled each of them “heroes” and America’s Army future, they raised their right hands. Bookending the Soldiers 
were   Lt. Col. Stephen Lockridge, Harrisburg Battalion Commander, Maj. William Hammac, Carlisle Company Commander and Capt. John 
Swaray, Pittsburgh Company Commander as well as recruiters from the Pittsburgh, Clarion and Greensburg companies. 
 What followed surprised many of the Soldiers, as they received a standing ovation from all 10,000 visitors to the show.  As their 
images appeared on the big screen for all to see, nervous smiles broke out on their faces. The audience continued to applaud these Future 
Soldiers even as Lockridge and Horst made their way to personally congratulate and thank each of them for their commitment to service.
All the while this was going on recruiters from Clarion Company were manning an information table in the concourse where they were 
greeted with handshakes and signing autographs. Harrisburg Battalion certainly had its rock stars that night.
Anyone who thinks that support for these young men and women and Soldiers in general is waning, needs a boost of “HOOAH” from an event 
like “Spirit of America.” 

    
  

General l. Colin Powell 
ServiCe award winner

A
                   Order Of the dragOn

           ugust 3, Greensburg Company Commander Captain Terry Redd 
achieved the rare honor of receiving his Chemical Corps, Regimental 
“Order of the Dragon” medal.  This is akin to 
a Recruiter receiving the Morrell Award for 
excellence. 

Greensburg Company Commander, Capt. Terry Redd after receiving the 
“Order of the Dragon” medal.

Legend of the Order of the Dragon in 
in accordance with the Chemical Corps 
Regimental Association.

Since the dawn of time there has existed 
a legendary creature capable of mass 
destruction. This chlorine- and fire-breathing 
creature is the dragon. The dragon was feared 
by man and beast alike, save a small band of 
brave knights. These knights believed that if 
they could capture and control the dragon, 
they would have the ability to win any battle 
through the dragon’s power. The brave 
knights, through great strength, courage and 
brilliance of mind, were able to capture the dragon. In time, they learned the secrets of the elements 
of the earth, wind, and fire, and began to control and use the dragon’s great power of destruction. 
Now the king was so impressed with what the knights had accomplished that he ordered the royal 
wizard to invoke the dragon’s spirit to live in the hearts of the knights. The king created a new order for 
this small band of warriors…                                                                  and they were known forevermore as 
dragon soldiers. This spirit lives on today in every dragon soldier of the Chemical Corps, and like these 
legendary knights, we, too, control the battle through the elements. The Chemical Corps continues this 
legend through the Honorable Order of the Dragon. Awarded to those who have demonstrated high 
standards of integrity and moral character and an outstanding degree of professional competence as 
well as contributions to the promotion of the Chemical Corps over the course of their career.

the order of the dragon…

Spirit Americaof Story and photos by Bill Irwin, APA

Future Soldiers from Pittsburgh, Clarion and Greensburg Companies 

accompanied by Battalion leadership  take the oath of enlistment in 

front of their families, and a packed house of more than 10,000 visitors 

to the Spirit of America Show. Photo by Bill Irwin, A&PA.
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THE “COLD STEEL” FAMILY

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

Call and Talk Anytime

Play, Learn and Earn with Army Gold
What is Army Gold?  It is a creative, fun, and educational tool to understand military-
specific, real world finances.  Army Gold is a web-based, Flash-based, immersive and 
interactive financial literacy game that teaches users about personal finance, banking, 
investing, credit, budgeting, insurance, and housing so that they can effectively apply 

it in the real world.  Army Gold is an emerging technology initiative of the Army Family and Morale, Welfare and Recreation Com-
mand (Army FMWRC).  It provides financial training and educational initiatives for Army Soldiers and Families worldwide, and is in 
support of the Army Family Covenant.

Educational Tools
Army Gold provides users with the knowledge they need to manage their money.  Money management is a skill that requires 
knowledge and discipline and through Army Gold, users will learn how to set financial goals and control their finances.  Army Gold 
provides educational tools on finance and housing so that users can become and remain knowledgeable in those areas.  It delivers 
the educational curriculum in a modularized fashion so that users can quickly and easily select the information they want to learn 
about.  It also has modularized quizzes that map to the lesson modules so that users can put their knowledge to the test.

Personal Finance
In Army Gold, users have a checking and savings account.  Users are able to transfer money between their accounts to pay bills and 
make purchases, or to earn interest and make more money.  Users also have 
bills to pay in Army Gold, just as they do in real life.  Users are also penalized 
for not paying their bills in a timely manner with late fees and lowered credit 
scores, just as they are in real life.  Players have to manage the money they 
earn so that they can meet their financial obligations, and still have enough 
for the personal purchases they desire!

Investing
Investing is an important part of personal financial management.  Army Gold 
teaches the basics of buying and selling stock through the integrated use of 
Yahoo! Stocks.  Real-time stock information from Yahoo! Stocks is imported 
into the game in 15-minute increments.  With the money that a user earns 
in Army Gold, they are able to practice their hand at investing with no real-
world penalties!

Credit and Credit Scores
Army Gold will help users experience the benefits and challenges of having 
credit and what it takes to establish a good credit rating.  Users are given a 
credit score rating that they can increase by paying bills in a timely fashion.  
Increased credit score ratings allow users to take out bank loans and pur-
chase expensive items that require a good credit history, such as a car or a 
home.

Housing
Most people consider buying a home at some point in their lives, while oth-
ers prefer to remain renters.  Others don’t pursue home ownership because they’re not sure if they 
can afford it.  Army Gold allows users to explore the advantages and disadvantages of owning a 
home through the availability of purchasable virtual property.  Users can control the value of their 
home through taking and passing quizzes on housing, maintaining the items that are inside their 
home, and by paying their mortgage in a timely manner.  Doing this successfully will allow users 
to ultimately sell their home for a profit, or otherwise suffer the financial penalties of a foreclosure.

Personalization
Army Gold provides users with a large amount of customization and personalization options.  Us-
ers can purchase a variety of clothes for their avatars, or a variety of furnishings and decorations 
for their virtual properties.  Doing this allows each user to bring their own sense of creativity and 
design into their game, and share it virtually with others!

Socialization
Army Gold facilitates the development of social networks through the use of real-time chat fea-
tures and buddy lists.  Users are able to have private chats with their friends, or public chats with 
the Community.  With the money that a user earns, they are able to purchase gift cards for every 
occasion and can send them to their friends and family via email!  Users are also able to invite peo-
ple on their friend list into their virtual properties to show off different styles and designs.  In these 
spaces, users can interact privately and have personal conversations.  Army Gold has a variety of 
mini-games that users can play individually or with others such as basketball, golf, racing, just to 
name a few.  These games promote interactivity among users and top-score bragging rights!
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EDUCATION is key 
ten reasOns Why all schOOls Offer, and all stuents take,  
the asVaB

With the new school year upon us and as a successful recruiter, you will need to be able to articulate to both schools and students why 
they should take advantage of the ASVAB Career Exploration Program (CEP).   

The average public school guidance counselor in the U.S. has more than 400 students he or she is responsible for.  Besides an extremely 
high counselor-to-student ratio and resultant workload, the fact is that these counselors spend most of their day dealing with students’ per-
sonal problems, responding to crisis, working out scheduling issues, and performing numerous other “additional duties.”  

The bottom line is that students are not getting nearly adequate career planning guidance or counseling.  Many schools have tried to 
resolve this shortfall by purchasing commercial, on-line career exploration programs, such as “Career Choices,” “Career Connections,” “Keys to 
Work,” “Choices,” “Career Cruising,” or “Bridges.”  All of these programs cost money and are for the most part “passive;” they sit as a link on the 
guidance department’s Webpage and are rarely used.  The ASVAB-CEP, on the other hand, is not only FREE, but it is also a highly interactive 
program that goes well beyond most commercial products by connecting students’ aptitudes with their interests to help them make in-
formed, realistic career planning decisions.

There are many reasons why the ASVAB is the single best career exploration program available and why every student and school should 
be using it.  Below is a quick list of “sound bites” that can help you articulate the benefits of the ASVAB-CEP to your schools and students:

Written by Mark Mazarella, Battalion Education Services Specialist

 
 
    Under Pennsylvania’s new Academic Standards for Career 
Exploration and Work, by grade 8 students should begin their 
individualized career plan and portfolios, which will be developed 
throughout high school.  By grade 11, students should analyze the 
relationship between career choices and career preparation oppor-
tunities such as secondary-education degrees, industry or military 
training, as well as apply effective skills used in job interviews.  The 
ASVAB-CEP meets these guidelines for grades 10-12.  The following 
“sound bites” will help you articulate the benefits of the ASVAB-CEP 
to your schools:

1.    With more than 600,000 students testing each year, the AS-
VAB is one of the most well respected and researched tests.

2.    The ASVAB-CEP was developed by leading career planning 
experts in the country.

3.    The ASVAB-CEP combines students’ strengths and interests 
with comprehensive cutting-edge career planning resources, 
including the On-Line Occupational Outlook Handbook, O*NET 
On-Line, OCCU-FIND, and Military Careers to help students iden-
tify post-secondary opportunities that match their own interests, 
values, talents and abilities.

4.    The ASVAB-CEP meets PA Department of Education Stan-
dards for Career Exploration and Work. 

5.    The actual ASVAB test is administered by trained civilian 
test administrators from the U.S. Office of Personnel Management 
during the ASVAB and related activities, active recruiting is strictly 
prohibited.

6.    The ASVAB-CEP is completely free and goes well beyond the 
typical costly commercial interest inventory-type programs many 
schools are using.

7.    Most students who participate in the ASVAB-CEP do not 
enter the military:

 54% of students tested intend to go to four year schools
 8% intend to go to two year schools
 3% intend to go to Vo-Tech schools
 9% intend to pursue military careers
 23% (144,137 students) are undecided
8. In addition to the usual verbal and math skills, the ASVAB 

also tests mechanical comprehension, electronics information and 
general science.  

9. Students learn about their strengths.  They also learn 
about steps they can take to improve or acquire skills and compe-
tencies they are likely to need in a fluid job market.

10.  The ASVAB-CEP teaches adolescents career exploration 
and planning skills that will last a lifetime.

1.    The ASVAB-CEP will help students identify those skill areas that 
they are naturally “good at.”  

2.    The ASVAB-CEP can help students discover a job they have 
never considered before.

3.    The ASVAB-CEP can help students identify the type of college 
that would be a good “fit” for them.

4.    The ASVAB-CEP can help students get ready for the PSAT or 
SAT.

5.    Using the SAT/ACT concordance tables, the ASVAB-CEP can 
help predict how well students will do when they do take the SAT (or 
ACT).

6.    Students receive a Career Exploration Workbook, and two 
years access to the ASVAB Web site where they can generate and 
store their electronic personal career planning portfolio.

7.    During the post-test career exploration workshop, students 
will learn how to access thousands of additional college scholarship 
opportunities.

8.    Unlike the SAT, the ASVAB-CEP is normally taken during regu-
lar school hours, so students do not have to miss work, sports, etc.

9.    For those students who may be interested in military service, 
the ASVAB-CEP will determine if they meet aptitude prerequisites, as 
well as what jobs and incentives they may qualify for. 

10.  Since ASVAB scores are nationally-normed, students’ scores in 
each of the topic areas (General Science, Arithmetic Reasoning, Word 
Knowledge, Paragraph Comprehension, Mathematics Knowledge, 
Electronics Information, Auto and Shop Information, and Mechani-
cal Comprehension) are provided as both percentiles and standard 
scores, showing each student where he or she stands compared with 
more than 600,000 other high school students who take the ASVAB 
each year nationwide.     

If you have questions about the ASVAB-CEP or would like assis-
tance with promoting the ASVAB-CEP in your schools, contact the 
Battalion ESS at 717-770-6318, or mark.mazarella@usarec.army.mil

Benefits to Students: Benefits to Schools:  
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The Harrisburg Recruiting Battalion Commander 
Lt. Col. Stephen Lockridge presents the Chief of Staff 
, U.S. Army’s Recruiter of Excellence Award to Staff 
Sgt. Loren Gerber, York Recruiting Station recruiter, 
July 29 at the battalion’s headquarters in New Cum-
berland, Pa. The award was given for outstanding 
performance and commitment to mission accom-
plishment from Sept. 16, 2009 to March 11, 2010. 

recruiter receiVes recruiter Of 
excellence aWard

Don’t have enough credits to order PPIs or RPIs for large 
events?  The Battalion A&PA office can help.  We can  order 

PPIs and RPIs and have them sent to your station.  

Send your request via e-mail to 
1ebn-apa@usarec.army.mil

A trip back home to Haiti for Staff Sgt. Param Pam-
phile resulted in about 250,000 people having 
internet access for the first time. 
“When I went back, I visited schools about 20 
minutes from the capital (Port-au-Prince),” 
said Pamphile, who is a reserve recruiter from 
the State College Recruiting Station. “What 
I saw…it was just basic stuff …chalkboards, 
desks, paper, pencils…not one computer. It 
was just the same as when I was a child attend-

ing school there.”
 A U.S. citizen since 2000, Pamphile’s visit 

was the first time he had been to Haiti since he left 
there in 1993 when he was 16 years old. His visit was 

in August 2009, five months before the Magnitude 7.0 
Mw (moment magnitude scale) earthquake would devastate 

Haiti. Students, who are the country’s future, trying to learn in these classrooms void of 
technology haunted Pamphile. 
 “From my experience with computers, I knew it wouldn’t take much to get 
these people off of the ground,” said Pamphile, who is a 2002 Penn State University 
information technology sciences graduate. “Just get them a basic computer that some-
one here doesn’t use and that I can fix.”
 Before he even left, Pamphile talked to his brother-in-law, Melerb Gein-Fran-
cois, a congressman in Haiti, about getting computers to the 17 schools in his district 
of Bainet City, which serves as a center for nine villages with a population of about 
250,000 people. 
 Within the first month being 
back, Pamphile bought five laptop 
computers online for about $150 each, 
fixed them up, installed free online 
software, and mailed them along with a 
projector to Haiti in care of his brother-
in-law.
“It was a very positive effect,” Gein-
Francois said in French to Pamphile who translated in English. “Many had not seen – let 
alone used – a computer before.”
 Gein-Francois said students traveled from the nine villages to a central loca-
tion in Bainet City to use Pamphile’s refurbished computers. He added that they were 
just starting internet access in that area for the first time when the earthquake hit on 
Jan.12, 2010, leveling Port-au-Prince. 
 Pamphile’s computers were not damaged during the earthquake, and after a 
few months, the limited internet access returned to the province.
 “They didn’t have means to communicate with the world before, but now 
they are talking to other students around the world from their classrooms and commu-
nicating with family in other countries,” Gein-Francois said. 
 However, Pamphile felt that his contributions were just “a small drop in the 
bucket” assistance that Haitians needed to be competitive in today’s high-tech world. 
  “When the earthquake happened, I knew that whatever I had been doing 
would need to step up – big time,” said Pamphile, who wants to make a significant dif-
ference in his home country.
Stepping up, though, was going to be quite expensive. Pamphile had already spent 
close to $5,000 on the first shipment.
 “I started asking friends to donate their old computers,” said Pamphile, who 
added that he also purchased desktops at a reasonable price for the PSU Salvage Store.
One of those friends who donated computers was his Recruiting Station Commander 
Sgt. 1st Class Jason Stouffer.
 “I thought it was a great thing he was doing,” said Stouffer, who added that 
Pamphile has helped his fellow recruiters with their personal computers. “He’s a com-
puter guru.”
By the end of August, Pamphile has sent 30 computers to the province.  To donate 
computers or money for shipping, contact Pamphile at flrsetinne@yahoo.com or Gein-
Francois at malfrancois@yahoo.com.

Recruiter brings communication 
to his native country

“Students traveled from nine 
villages to use Pamphile’s 
refurbished computers,” said 
Gein-Francois.
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The residents of Pittsburgh are used to major events that draw crowds to the 
city, however the weekend of Sept 11 really had residents of this metropolitan  
center scrambling for alternate traffic routes as no less than four major events 
hit the “’Burg” at the same time.

Sept 10 and 11 had the “Spirit of America” Soldier show from Military District 
Washington performing downtown at the Consol 
Energy Center. With each show drawing 10,000 
ticket holders, this show kicked off the weekend 
events.
Sept 11 and 12 saw the “2010 Wings Over 
Pittsburgh” event hosted by the 911th 
Airlift Wing at the Air Force Reserve Command 
Center.  Created in 1999 as an open house for 
the community to see the importance of the 
base, the event had been held annually around 
Fathers Day up until last year when they were 
forced to cancel due to a lack of resources and 
manpower.  However, this year saw record 
breaking attendance as gate managers reported 
175,000 attendees on Saturday and 125,000 on 

Sunday.
Sept. 11 also 

sported the University 
of Pittsburgh football 
game at Heinz field.  This 
was followed on Sept. 12 
by the Pittsburgh Steeler 
opener, a cancer walk, 
a diabetes walk and the 
tri-states largest Celtic 
Cultural festival. 

However, by far the 
“Wings Over Pittsburgh” 
show grabbed the 
headlines for the 
weekend. 

This free-to-the-
public event was 
moved to Sept. 11 and 
12 this year to coincide 
with Patriot’s Day in 
remembrance of the 
World Trade Center, 
the Pentagon and the 
downing of the plane in 

Schnecksville Pa,  
The air show featured military and civilian aerial demonstrations, multiple 

static displays and food vendors as well as activities for children and Pittsburgh 
Company was in the thick of it all. Directly in front of the only visitor’s gate 
Pittsburgh Company was afforded prime real estate down the runway as 
everyone who entered onto the air base for the show had to either pass 
directly in front or behind the battalion coordinated displays. 

It was decided early on that Pittsburgh Company would not bring any assets 
so that the recruiters could spend their time working the crowds in front of all 
the units and national assets that had been brought in. With the PA National 
Guard helicopters across from the Army and Army Reserve displays the street 
quickly was renamed “Army Avenue.”  Some of the assets Pittsburgh Company 
recruiters worked with included equipment from the 316th, the 303rd Tactical 
Psychological Operations, a West Virginia Special Forces Unit, two Drill 

Sergeants conducting a push up contest, the Army’s Orange County Chopper 
and a visit from the Golden Knights Parachute Demonstration Team who were 
one of the headline acts and performed during opening ceremonies. 

Crowds gathered quickly and remained throughout the day. The line up 
at the Special Forces unit to look and touch the equipment the Chopper and 

the Drill Sergeant area appeared to be 
the draw as the lines never fell below 
50 people waiting to capture at least a 
small part of the Army experience.

Recruiting efforts appeared to be 
going well as Sgt. 1st Class Eric Rohal 
USAR Accessions Career Counselor 
reported, “Within the first two hours 
I ended up with no less than six ‘hot’ 
leads of prior service individuals who 
were interested in reenlisting.”

For Army Sgt. Matthew Parsons, this 
was a chance to talk with the general 
public about his military occupational 
skill and get to know more about 
military aircraft. 
 “PeOPle dOn’t generally knOW 
What We dO as a WhOle,” said 

Parsons, a 303rd Tactical Psychological Operations soldier. “To be able to meet 
and greet the people who support us on a daily basis, that’s a great thing.”

The show also allowed service members of all different branches to work 
together. By having all the services on site visitors to the air show were able to 
be one on one with service members and put a face to the uniform.

 “It’s really cool that the people get to see us all out here working together 
as one,” said Parsons, a native of Pittsburgh. “It’s kind of like when you are 
overseas. We all have the same mission in the long run and being able to 
communicate and work together here in country is definitely a plus.”

Members of the Golden Knight parachute 

Demonstration Team perform a “stacking” ma-

neuver while parachuting into West Allegheny 

High School season opener football game. 

Joshua Lockridge is the first to take on the Drill Sergeant 
Push-up challenge at the air show. 

Crowds gathered early and remained throughout the day in the Army 
area of the Wings Over Pittsburgh Air Show.  Attendance over the two 

day event reached 300,000 at the record-setting event.

Story and photos by Bill Irwin, APACelebrating PatriOtisM

  the army strOng stOries blog seeks sergeant First Class  
  soldiers to share their army strong story. beCome the First oF 
the harrisburg reCruiting battalion to share your story at 
WWW.armystrOngstOries.cOm
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FORT KNOX, Ky. (Army News Service, 
Sept. 14, 2010) -- Watching Soldiers 
carry the coffin of a warrior who has been killed in action 
is a tough story to cover.
 Seeing a uniformed brother struggle to maintain 
his professional composure as he renders a salute, then 
follows the coffin to its destination, makes my throat 
tighten with emotion. Hearing the sobs of a bereaved 
mother starts the tears down my own face.
 It's a fairly predictable sequence of events, but 
the predictability doesn't make it any easier to observe. 
The grief that comes with burying a child is absolutely 
unimagineable for me, the mother of three.  But I suspect 
that at some point, the bereaved will feel a sense of pride.
 Pride that the Soldier gave his life for a worth-
while cause -- he died honorably, making a sacrifice that 
would make a difference for others.  Unfortunately, there 
is another kind of death that offers no pride to balance 
out the grief in the ultimate scale of justice: Suicide. 
 It's a word we're hearing more and more in the 
armed forces. Unfortunately, there are statistics to prove 
it's happening more often among all the uniformed ser-
vices.  Suicide speaks of painful burdens borne by those 
who've ended their own lives and perhaps even more 
pain for those loved ones who will ask themselves "why?" every day for the rest 
of their lives. 
 They'll ask, "What could I have done?" or "Why didn't I see the signs?" 
"Why was I so afraid to say something?" or "Why didn't I listen longer?" "Why 
didn't I take them seriously?" "Why did I rely on an impersonal professional who 
didn't know my kid like I did?" 
 The stream of guilt-laden questions will continue to flow -- sometimes 
in a torrent, other times barely a trickle -- but never dry up.   I've interviewed 
several people whose loved ones have ended their own lives. The circumstances 
surrounding the deaths and the victims vary widely, but there is a common 
thread among those left behind.   They all said they would never be able to "re-
cover" from the grief; they would never stop asking why, and they would never 
forget their child, sister, or brother.   They all felt they could have and would have 
done more if they had only understood the gravity of the symptoms being dis-
played. They each said they should have schooled themselves to recognize the 
signs of depression and suicide. 
 As a parent observing their grief -- even those who are now a decade 
away from the awful day -- I swore an oath that I will not make the mistake they 
made. I will learn and I will listen so I never have to own the kind of grief and 
guilt they share. I have never marched onto a battlefield or held a weapon in 
combat, but I'm convinced that the toughest wars are waged in our minds. 
 The strength it takes to reach out for help is a different kind of courage, 
but it's still courage.   Please don't cast your loved ones into that heart-wrench-
ing tide of grief. Tell someone -- your battle buddy, your platoon sergeant, or yes, 
maybe even your mom -- but talk to someone if you're in trouble. 

Don't wait until depression pulls you under. 

You think you're Army strong? Prove it! 

Get help!

(Maureen Rose is the associate editor of the Turret newspaper at Fort Knox, Ky., 
and she wrote this commentary for Suicide Prevention Month.)

It takes strength to ask for
HELP!

WASHINGTON (Sept. 15, 2010) - The White 
House, Department of Defense and Department 
of Veterans Affairs jointly released a new web 
video today in which President Obama encour-
ages active-duty troops and veterans to apply 
for special retroactive stop-loss pay, if entitled.
 Under legislation signed into law last 
year, servicemembers may be eligible for $500 
per month in retroactive pay for each month 
their service was extended under "stop loss" 
between Sept. 11, 2001 and Sept. 30, 2009.
 "As your commander in chief, I'm 
here to tell you that this is no gimmick or 
trick," President Obama said in the video. "You 
worked hard. You earned this money. It doesn't 
matter whether you were active or Reserve, 
whether you're a veteran who experienced 
'stop loss' or the survivor of a servicemember 
who did --if your service was extended, you're 
eligible."
 Eligible servicemen and women should 
submit their applications for this retroactive pay 
to www.defense.gov/stoploss. While by law, 
servicemembers who received a bonus for vol-
untarily re-enlisting or extending their service 
are not eligible, officials strongly recommended 
that all who may be eligible submit an applica-
tion before the deadline. The deadline to apply 
is Oct. 21. 
 Thousands of veterans who have 
already been approved have received an average 
of nearly $4,000. 
To watch the president's full video, see www.

whitehouse.gov.
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WATERBURY, Conn. (June 1, 2010) -- Through a 
partnership between USAREC-RRS and Post University, Soldiers can 

earn a college degree while serving as an Army Recruiter.  Soldiers can take 
courses completely online and earn a bachelor’s degree in as little as 18 
months or a master’s degree in as little as 14 months.

As part of this partnership, Soldiers can earn up to 27 college credits to-
ward an Associate’s Degree or up to 60 college credits toward a Bachelor’s 
Degree for professional military and recruiting training.  Soldiers may also 
enroll in professional certificate or undergraduate or graduate degree pro-
grams before, during or even after serving as an Army recruiter.

“This partnership makes it possible to affordably educate more Soldiers 
while they serve,” said Col. James H. Comish, Commandant of the Army Re-
cruiting and Retention School at Ft. Jackson.  “Our mission is to train and 
develop agile leaders and Soldiers who provide recruiting and retention 
support to the force.  Soldiers must be prepared to fulfill their military and 
civilian career goals now and in the future.”  

Post University has developed a program designed specifically to meet 
the needs of active military personnel.   The University has reduced its 
tuition and included the cost of books so Soldiers do not incur any out-
of-pocket expenses.  Credits earned during their USAREC tour of duty are 
transferable if Soldiers move to another assignment.  

“Post University is deeply committed to serving those men and women 
who serve our country,” said Edmund J. Lizotte (LTC-Retired), director of 
Military Programs and Veterans Affairs at Post University.  “We have taken 
the time to learn what military personnel need to be successful in this kind 
of program, and then made sure we could provide it.  In addition to low-
ering our tuition, we make sure each Soldier who enrolls with us has an 
academic advisor who provides personalized support from application to 
graduation.”  

Post University also is a proud participant in the Yellow Ribbon Program, 
a member of the Servicemembers Opportunity College, and a full LOI school 
on the Goarmyed.com portal.   The University also is regionally accredited by 
the New England Association of Schools and Colleges (NEASC) and licensed 
by the State of Connecticut through the Department of Higher Education.  
Students may choose from 17 undergraduate degree programs, as well as 
a Master of Business Administration (MBA), Master of Education (M.Ed.) and 
Master of Human Services.  Post University has special programs and tuition 
rates for both active and veteran military personnel and their dependents 
who want to complete their undergraduate or graduate degrees.

For more information on Post University’s Military Program and the 
USAREC Partnership, Soldiers should contact: Ed Lizotte – LTC-Retired 
at: 203.596.4604, elizotte@post.edu or Charles Young at: 203.591.5157,  
cyoung@post.edu.

About Post University:  Founded in 1890, Post University is a student-
focused, career-driven university committed to providing students with the 
knowledge, personal skills and experience required to be leaders in their 
chosen fields.  Located in Waterbury, Conn., Post University provides a wide 
array of degree programs for on-campus and online students of all ages. 
It is known for its quality, career-driven academic programs available on 
campus and online, small classes, and competitive NCAA Division II athlet-
ics.  Its 5,000 full- and part-time students come from the United States and 
abroad, and are supported by faculty whose mission is to prepare students 
to compete and succeed in today’s global workplace.  To learn more about 
Post University, visit www.post.edu or call 800-345-2562.

sOldiers giVen a faster path tO 
a cOllege degree

Goarmyadvocates.com is a social networking tool and online 
resource for business and community leaders, educators, and 
other U.S. Army supporters like you to develop a core under-
standing of the U.S. Army, Army service and the Soldier experi-
ence, find news and information about the Army and connect 
with fellow Army advocates. 

New interactive features on goarmyadvocates.com include:

Advocate Profiles: Create and manage your own profile with 
information about you, the organization you represent and how you 
support the Army. 
Groups: Join and create groups to interact with site users with similar 
interests, share information, plan events and start online discussions. 
Events: Stay informed about Army events and activities in your area 
and around the country 
Resource Library: Find tools and resources to help answer your 
questions and provide you with in depth information about the Army. 

New Online Community for Army 
Advocates Launches




