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Figure 5-1. Hot Knocks Lead Information Sources 

 

5-12. Some general business rules for hot knocks include: 
• Plan hot knocks: 

 Review leads. 
 Review senior lead refinement lists. 
 Review grad lists. 
 Review consolidated leads list. 
 Review CP/advocate and Future Soldier referrals. 
 Employ random hot knocks. 
 Prepare something to leave behind such as business cards or RPI. 

• Conduct hot knocks: 
 Develop and maintain rapport with all contacts. 
 Develop blueprint information from all contacts. 
 Ask for referrals and leave appropriate RPI. 

• Leave door hanger with a personalized message if nobody answers the door. 
• Include the number of hot knocks in the recruiter’s supporting plan in the station operation plan. 

Minimize travel time by plotting your stops in the same general area before you leave the station. 
Make sure you take the lead information, including any blueprint information, with you. 

• Use a door hanger if the prospect is not home. A simple cost-effective method is to staple a rubber 
band underneath your business card to the center of an RPI. Include a hand-written legible note. For 
example, “I stopped by today to inform you about Army programs and benefits. Please call 555-
1212. Stan Basurto” Note: Certain ordinances restrict solicitation, including door hangers (find out 
first). 

5-13. You best accomplish hot knocks by preparing and thoroughly practicing your opening lines. See more 
about contact scripts in Chapter 7. 

• Suggested script when person appearing to be the prospect answers the door: 

Prospect: “Yeah.” 

Recruiter: “Is John home?” 

Prospect: “Yeah, I am John.” 

Recruiter: “Hi, John, I am Sergeant Rooney from the Army Recruiting Office, how are you?” 

Prospect: “Okay, I guess, what can I do for you?”
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Table 9-2. AFQT Category Scores 

CHOOSING AN MOS 
9-27. Scores on the ASVAB subtests also are used to determine applicant aptitude. The Army offers jobs to
an applicant based upon composite groupings of ASVAB subtest scores referred to as line scores (see Table
9-3). These 10 scores are on the applicant’s test record. Line scores match the applicant’s abilities to specific
job offerings. For example, an applicant may have a 56 AFQT. This applicant is qualified for enlistment.
However, if this applicant desires to enlist in one of several medical occupations, it may require a higher
composite score in ST (Skilled Technician) than they achieved to secure the MOS. Refer to the most current
USAREC messages and policy to determine enlistment eligibility.

Table 9-3. ASVAB Line Scores 

9-28. Once your applicant takes the PiCAT or ASVAB (possibly prior to visiting the MEPS) and achieves a
passing score, and all the applicant’s source documents have been scanned into ERM, you can proceed to
“Manage Temporary Reservation” search for their desired MOS. Remember to inform your applicant that
the Army does have guaranteed training of choice, if they qualify and a vacancy exists. Consider these points
when helping an applicant choose an MOS:



https://armyeitaas.sharepoint-mil.us/sites/TR-USAREC-HQ/SitePages/Directorates/G3/RecruitingOperationsCenter.aspx
https://armyeitaas.sharepoint-mil.us/sites/TR-USAREC-HQ/SitePages/Directorates/G3/RecruitingOperationsCenter.aspx
https://www.mepcom.army.mil/
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• Background screening: The applicant meets with a security interviewer and will be asked questions 
about marital status, drug or alcohol abuse, law violation, concealment of physical problems, and
more.

• Oath of enlistment: Once the applicant completes the previous steps successfully, they will take
the oath of enlistment and sign the enlistment or delayed entry contract. See the USMEPCOM
website for the most up-to-date applicant guest policy.

Figure 9-4. USMEPCOM 

9-34. While at the MEPS, applicants may not receive a qualifying AFQT or may be disqualified during the
physical examination. These can be sensitive topics for your applicant. Explain the disqualification carefully
and be sensitive to potential embarrassment. Consider the next step carefully. Should the applicant retest?
Did the chief medical officer recommend a medical waiver? Consult with the station commander. If an
applicant is clearly not eligible to enlist, further processing should professionally and tactfully end. However, 
failing the ASVAB or the medical examination does not necessarily mean ending the relationship. Even a
disqualified person can be a rich source of referrals.

SUMMARY 
9-35. This chapter provided TTPs and guidance on the key areas of processing, the gate between being an
applicant and becoming a Future Soldier through which everyone who joins the Army must pass. Station
commanders are the gatekeepers and assure the quality and correctness of every Army application. They
should use the content here, combined with current processing policy and requirements, to include some
element of processing in the station’s weekly training plan. Recruiters are the guides who lead every applicant
through the process of joining the Army. As a recruiter, you should master the science of processing and
make joining the Army a positive experience for each of your applicants.
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Chapter 10 

Mission Accomplishment Plan (MAP) Theory and Analysis 

INTRODUCTION 
10-1. This chapter provides the theory of the MAP and details that a leader must understand to use it
effectively. It gives leaders and subordinates an accurate picture of how conversion relates to requirements,
the impact of leader decisions, and what they need to do in their market to be successful. Note: This chapter
describes the completion of the MAP through a manual process (paper and pencil) and applies to NPS
recruiting active and reserve only. The online electronic version automatically applies the final calculations.
However, leaders can and should conduct detailed analysis and then apply corrections in contract placement
and MAP requirements as necessary.

Figure 10-1. Mission Accomplishment Plan 

10-2. The MAP is an automatic calculation of conversion data generated in Recruiter Zone and BI Zone.
Therefore, a leader should review reports in both locations to conduct detailed analysis that may not appear
in the MAP view. All leaders must understand the purpose of the MAP and how it affects operations. The
MAP, which calculates work effort against the mission, is an integral part of the operation plan.

10-3. The MAP represents the amount of activity a unit must generate to achieve their mission, based on
historical conversion data. The analytical capabilities of the MAP are powerful management tools, but the
data is purely mathematical. It is only after analysis that leaders make adjustments. Leaders must thoroughly
understand the MAP: analyze the data, understand what it is saying, and take action to make adjustments or
provide training. A leader who cannot explain the science used to formulate MAP goals is unable to convince
subordinates why they should meet them.
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10-4. The MAP accurately establishes prospecting goals for the station, and recruiters must understand and
accept the concept to achieve their goals. The leader must thoroughly understand the plan and convey to
subordinates any adjustments to the plan. The inability to achieve all the steps of the MAP may not only
result in mission failure but also increase the goals for future months. Daily analysis of MAP data by the
leader reveals any areas that may need corrective action, such as training or direction. It is important to
remember the MAP is only a guide and never replaces good leadership.

10-5. In successful units, the MAP does not determine the work efforts. Successful units understand the
importance of prospecting and carry it out as a routine event that in most cases surpass their MAP goals.
Remember the MAP is a living document with two main purposes. First, it serves as an early warning system
to detect chokepoints within the prospecting and processing cycles, and second, it identifies leadership and
training challenges.

10-6. Leaders must understand the MAP is only a tool that measures work effort against a probable outcome.
Consistency and accuracy make the MAP a credible tool that leaders and subordinates can believe in.

10-7.  MAP conventions to keep in mind:
• “Rounding” is a mathematical term. Technically speaking, rounding is the process of replacing a

number by another number of approximately the same value but having fewer digits: To the nearest
whole number, the rounding of 27.6 is 28. Because this is a recruiting tool and it captures the
movement of people from prospecting through contracting, whole numbers replace decimals in final 
calculations. Note: In this tool, where rounding is applied, always round up and never down.

• “Distribution” refers to the placement of whole number requirements across the specified weeks of
the MAP. Distribution occurs when the leader makes adjustments to ensure the weekly goal meets
the monthly goal in whole numbers. Consider a four-week month with an equal 25% requirement
for each of the four weeks and a total of 16.5 new appointments required weekly. The whole number 
requirement of an appointment made is 66 (16.5 x 4). The weekly number of 16.5 cannot be the
final requirement because there is not a half person. Therefore, in this four-week month the leader
distributes the first- and second-week requirement as 17, and weeks three and four as 16, which total
to the requirement of 66. Note: Always distribute the higher requirement earlier in the month, when
applicable, unless it results in an unrealistic requirement.

• The recruiting process is a continuing execution of the three lines of effort—prospecting, processing, 
and leading Future Soldiers. Therefore, at no time should there be “zero” requirements in the MAP,
in any given week, when there is an available recruiting force. Prospecting and processing
requirements should be present and distributed (see previous paragraph) in accordance with the
recruiting calendar.

• The Regular Army (RA) MAP only tracks enlistments for the NPS market, and only those from the
upper mental categories (I-IIIA)—Grad Alpha (GA) and Senior Alpha (SA). Enlistments for lower
mental categories, non-graduates, non-seniors, and prior service are not on the MAP by category.
However, they are accounted for under “Other” (OTH). This action makes the process as simple as
possible and focuses recruiting efforts in the quality market. If recruiters focus their efforts in the
NPS I-IIIA market, they automatically generate their volume mission.

• The Army Reserve (AR) MAP is designed to capture and track enlistments for NPS I-IIIA and prior
service. Both mission categories are critical for the AR mission. Enlistments for lower mental
categories, non-graduates and non-seniors are not tracked on the MAP by category. However, they
are accounted for under OTH. If AR recruiters focus on the I-IIIA and prior service markets, they
automatically generate their volume mission.

• Overall, mission success occurs when recruiters focus their prospecting efforts on the target
market—that is, high school grads and seniors in mental category I-IIIA. Vigorous prospecting in
the target market produces OTH enlistments as well. Leaders must focus their recruiters’ efforts in
these markets.

• When developing the MAP requirements, units can cover the OTH mission category from the mental
category I-IIIB test pass from grad and senior prospecting. Accurately estimating the Grad Bravo
(GB) and Senior Bravo (SB) conversion during the initial planning process of the MAP ensures that
there is enough realistic and achievable prospecting planned to cover the GA, SA, and OTH mission.
Leaders need to examine previous MAPs, ideally 12 months, to determine the conversion ratio of
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GB and SB fallout to ensure there is enough GA and SA prospecting planned to cover the OTH 
mission. 

• Using the “Total” columns of the MAP, determine the GB and SB conversion by dividing the grad
and senior Appointments Made by the GB and SB contracts. For example: A recruiting station’s
annual data shows 400 grad Appointments Made, and 20 GA and 10 GB contracts; while senior data
reflects 300 Appointments Made, and 10 SA and 15 SB Contracts. After calculations, the station’s
GA conversion is 20:1, GB conversion is 40:1, SA conversion is 30:1 and SB conversion is 20:1.
Planning for the upcoming month, the station is missioned with 3 GA, 2 SA, and 3 OTH. Using the
GA conversion of 20:1, multiply 3 GA contracts by 20 to get the minimum required prospecting of
60 grad appointments. Using the SA conversion of 30:1, multiply 2 SA contracts by 30 to get the
minimum required prospecting of 60 senior appointments. Determine the GB and SB by dividing
the conversion ratio by the required appointments: 60 grad appointments divided by 40:1 GB
conversion equals 1 GB contract, while 60 senior appointments divided by 20:1 SB conversion
equals 3 SB contracts. Using the GB and SB conversion methodology from the example shows that
the planned 60 grad and 60 senior makes for the upcoming month statistically positions the station
to achieve the mission by producing 3 GA, 2 SA, and 4 OTH (1 GB and 3 SB) contracts.

• When there is not enough grad and senior prospecting planned to cover the OTH mission through
the GB and SB conversion methodology, use the best GA or SA conversion data to determine the
additional appointments required. For the upcoming month, a recruiting station is missioned 2 GA,
0 SA, and 2 OTH. The station’s GA conversion is 20:1, so it is determined the station needs to make
40 grad appointments. The methodology shows the station will achieve the 2 GA contracts, but with
a GB conversion of 40:1, statistically, the station will be short 1 OTH contract. To make up the
difference, use the 20:1 GA conversion data and add 20 Appointments Made required to the grad
prospecting for a new requirement of 60 Appointments Made. The GB conversion in this scenario
is still 1 OTH, but now the station should overproduce 1 GA contract, which takes precedence over
the OTH mission category.

CONVERSION DATA 
10-8. The MAP begins with conversion data. Conversion data is the average number of Appointments Made
to interviews conducted, applicants tested to number passed, and the number of applicants physically
examined to those passed to achieve a single enlistment contract. RA data is organized in the categories of
grad (GRD), senior (SR), and other (OTH). AR data is organized in the categories of GRD, SR, prior service
(PS), and OTH.

10-9. Accurate conversion data takes time to develop. A new leader who inherits a unit with unusually high
conversion data can request the use of the higher HQ’s data. This action allows newly assigned leaders to
“norm” their unit’s data so that they develop their own data based upon their leadership. A leader can usually
determine reasonable data after a period of 90 days. Until 90 days of data are gathered, stations must use the
company’s average. During this period, leaders can easily measure performance against the unit’s average to
provide training, guidance, and leadership wherever necessary. Note: High conversion data is usually the
result of a lack of training or poor leadership.

10-10. Do not be fooled by conversion data, because it can be manipulated. Conversion data ratios can be
driven down to reflect an efficient process in the MAP but may actually be the result of leaders allowing the
unit to consistently not achieve the requirements in Appointments Made through Test Passed. One example
is the auto calculation on the MAP shows a 3:1 Appointments Made to contract ratio in GRD. The leader
does not analyze this ratio and simply auto populates the electronic MAP, thinking all the requirements will
be enough to cover the OTH categories. However, after further analysis, the leader finds out that the unit had
consistently not met the requirements in Appointments Made through Test Passed but was very efficient in
the process of those from Test Passed to Contract. The lack of achieving the requirements at the top of the
MAP became the norm and over a period of time drove the conversion ratio of the GRD from 8:1 down to
3:1. This means the leader must go back and review the requirements in Appointments Made to Test Passed
to ensure that requirements are enough to make the assigned mission.
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10-11. Accomplishments are collected monthly and maintained over a 12-month period. This 12-month
period provides leaders a seasonal picture of their market. For example, some months may be better for grads
than for seniors, or vice versa. Leaders should use this valuable information when developing their
operational plan. There is a space to identify the fiscal year (FY) since this rolling 12-month period represents 
data that crosses two FYs. For example, the month just completed would represent the current FY, while the
upcoming month’s data would represent what occurred during the same month in the previous FY until it is
updated after the upcoming month is complete. Figure 10-2 shows the collection of 12 months of conversion
data. Note: While formats change from time to time, the data collected remains the same. The following
diagrams contain relevant information used to collect MAP information, though at the time of this reading,
may not appear as the current formats generated on ARISS or by HQ USAREC.

Figure 10-2. Collection of Conversion Data over a 12-Month Period 

MAP PREPARATION 
10-12. There is no such thing as typical conversion data. The experience level of recruiters and leaders, world 
affairs, local market, leadership traits, training programs, and many other challenges can impact conversion
data. Leaders must continuously monitor and adjust MAP goals to achieve the mission. Calculate the annual
average conversion data by referring to the Rolling 12 Month Total data in Figure 10-2 and dividing the total
Appointments Made by the number of enlistments, the total appointments conducted by enlistments, etc. See
Figure 10-3 for an example of a station’s 12-month conversion data.
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Figure 10-3. Rolling 12-Month Conversion Data 

10-13. Using conversion data to establish a monthly MAP is a matter of reviewing the data in Recruiter Zone
and factoring in events that affect a station’s plan. Negative events may include recruiter’s absence for
professional development, leaves, and training events, while positive events could include TAIR, and Active
Duty for Operational Support Reserve Component (ADOS-RC), or the Hometown Recruiter Assistance
Program (HRAP).

10-14. The MAP defines the prospecting weeks. Using the recruiting calendar (published annually by HQ
USAREC), leaders determine the prospecting weeks for the upcoming month. See Figure 10-4. When
building the MAP, a 14-day processing cycle is used, and prospecting for the next recruiting month
commences two weeks before the next month begins. These two weeks are designated T-2 and T-1. Refer to
the calendar to determine the Week T-2 start date for the month. For MAP purposes, prospecting weeks run
Monday through Saturday. Exceptions are possible, including holidays.

10-15. To create the DEC FY24 MAP, the calendar notes Monday, 20 NOV, as when T-2 begins. The next
T-2 begins 18 DEC. Thus the four prospecting weeks of December are:

• Monday, 20 NOV, through Saturday, 25 NOV. Note that 23-26 NOV is marked as the Thanksgiving
holiday on the calendar. The prospecting week is truncated to 20-22 NOV. (3 days)

• Monday, 27 NOV, through Saturday, 2 DEC. (6 days)
• Monday, 4 DEC, through Saturday, 9 DEC. (6 days)
• Monday, 11 DEC, through Saturday, 16 DEC. (6 days)

Figure 10-4. Annual Recruiting Calendar
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10-16. See Figure 10-5. The top line indicates the number of days in each prospecting week, followed by the
percentage of the month that those days represent. Then fill in the prospecting weeks dates on the MAP. See
Figure 10-6.

Figure 10-5. MAP Prospecting Weeks 

10-17. Expecting the largest number of enlistments to follow the fewest available prospecting days is
normally unrealistic. Leaders should note the weeks with the heaviest percentage of prospecting and use that
information when deciding contract placement and the corresponding requirements distribution. However,
there may be enlistments in the system that are carryover from the previous month, which could produce a
slightly heavier contract placement in the first or second week. Otherwise, front-loading contract placement
at the beginning of the month may lead to unrealistic requirements beginning with Appointments Made. Keep 
in mind that in reality many considerations can increase flash-to-bang time: current policies, MHS GENESIS
results, the need to obtain waivers, retest time, etc.

10-18. For MAP purposes, processing weeks start on Saturdays and end on Fridays. Exceptions are possible.
Refer to the recruiting calendar to determine the last day of the month. Also refer to the calendar to determine
if the MEPS will be open on a Saturday.

10-19. To create the DEC FY24 MAP, the calendar notes Friday, 29 DEC, is the end of the month. Planning
backward, the processing dates are:

• Saturday, 23 DEC, to Friday, 29 DEC. Note that 23-25 DEC is marked as the Christmas holiday on
the calendar. The processing week is truncated to 26-29 DEC.

• Saturday, 16 DEC, to Friday, 22 DEC.
• Saturday, 9 DEC, to Friday, 15 DEC.
• Saturday, 2 DEC, to Friday, 8 DEC.

Figure 10-6. MAP with Prospecting and Processing Week Dates
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10-20. For the MAP, processing includes all MEPS-related activities such as test, physical, and enlistment.
The test dates follow the same Saturday to Friday schedule, ending one week before the end of the month.

10-21. To create the DEC FY24 MAP, planning backward, the test dates are:
• Saturday, 16 DEC, to Friday, 22 DEC.
• Saturday, 9 DEC, to Friday, 15 DEC.
• Saturday, 2 DEC, to Friday, 8 DEC.
• Saturday, 25 NOV, to Friday, 1 DEC. Note that 23-26 NOV is marked as the Thanksgiving holiday

on the calendar. The week is truncated to 27 NOV-1 DEC.

10-22. Once the dates of the month are determined, the leader must then determine the number of processing
and prospecting days available by considering the following for exceptions. Note: If needed, adjust the
number of prospecting days using the dropdown box for each week. See Figure 10-5.

• Holidays during the month that impact available prospecting days.
• MEPS closures during the month that impact available processing days.
• Planned training events and station activities that impact both prospecting and processing days.

Some months may contain fewer processing days than the previous year, so station commanders
must consider that possibility when building the MAP and visualizing mission accomplishment.

10-23. Once the number of available prospecting and processing days is determined, the leader can then
proceed with the development of the MAP. In the top center portion of the MAP, enter the mission by
category. Next, enter the number of known or anticipated Potential gains. The gains plus the mission equals
the total mission for the month; enter it in the bottom block for each category.

Figure 10-7. Mission by Category. 
10-24. The leader must now determine which conversion data to use. While using rolling 12-month
conversion data meets command guidance, it is not the only choice. The leader may determine the seasonality 
factor is significant enough to warrant using conversion data from only the like month from the previous FY.
This action can mean increasing the prospecting activities to compensate for the lack of enlistments
experienced during the like month of the previous FY. The leader may determine the previous quarter’s
conversion data is a more accurate reflection of the unit’s capability due to a seasoned field force not
represented in the 12-month rollup. The leader can also use any other combination of conversion data, but
the intent must always be to find the most accurate conversion data for the situation. Many units provide
guidance outlining which type of conversion data to use when building a MAP.

10-25. Next, fill in the Monthly Conversion Requirements blocks in the bottom right of the MAP by using
the selected conversion data. To define the number of new appointments that should occur during the month,
the leader simply multiplies the mission by the Appointments Made ratio. The conversion data in Figure 10-
3 for GRD shows a conversion rate of 13.2 (number of grad Appointments Made to produce a GA enlistment). 
If the unit’s total mission is for five GAs, multiply 5 times 13.2 for a total of 66 GRD Appointments Made
required. Sixty-six new GRD appointments for the upcoming month becomes the unit’s Appointments Made
monthly goal. See Figure 10-8. Using the Appointments Conducted ratio of 12 multiplied by the mission of
5 establishes the goal of 60 appointments the unit should conduct. The process continues for the Test, Test
Passed, and Floor. Complete the same calculations for SR requirements. Enter the totals both in the GA and
SA Running Analysis blocks and along the right side of the form when the calculations are complete and
goals established, to track weekly progress against the month’s goals, as in Figure 10-9.
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Figure 10-8. Calculating Monthly Requirements 

Figure 10-9. Tracking Requirements 
10-26. Leaders can then determine the best strategy for breaking the monthly total goal into weekly goals.
The simplest way is to use the prospecting day/percentage at the top of the plan to do the majority of
prospecting when the majority of prospecting time is available. Multiply the Appointments Made goal (66,
using the example above) by the percentage of the prospecting month each week. Since historical data is the
base of goals, no rounding of the new appointments per week is done in this phase because the focus is on
the total goal number of 66. Figure 10-10 shows how station commanders make slight adjustments through
distribution (see Paragraph 10-7b) calculations, so the total of the weekly goals equals the monthly goal.
Complete the same calculations for SR, and continue the process for Appointments Conducted required, Test
required, and Test Passed required.
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Figure 10-10. Calculating Appointments Requirement Per Week 

10-27. Next, fill in the Recruiter Work Ethic Per Week blocks in the bottom right of the map. See Figure 10-
11. First total all required appointments for the month under monthly requirements. Divide that total by the
number of weeks in the month. Then divide that figure by the number of recruiters on hand for that month.
Let’s say there are six recruiters in this station. So to figure the Appointments Made requirement, total the
monthly conversion requirements for Appointments Made, both GA and SA (66 + 20 = 86). Divide 86 by
four (weeks in the month) to get 21.5. Then divide 21.5 by six recruiters to get 3.58 which is rounded to 3.6.
Repeat the calculations for Appointments Conducted, Test, Test Passed, and Floor.

Figure 10-11. Recruiter Work Ethic Per Week Requirements 

10-28. Determine contract placement based on the percentage of prospecting days available within the weeks
of the month. See Figure 10-12. Determine contract placement by multiplying contract totals by the
percentage of prospecting days for a given week in the month. Exercise mission command to plan how
enlistments occur during the month based off processing days.
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Figure 10-12. Contract Placement Guide 

10-29. Station commanders must temper their desire to start the month with heavy enlistments. Realize that
the process of making appointments and conducting Army Interviews, followed by testing, must be complete
and present in the numbers necessary to support contract placement. Carryover from the previous month may
allow station commanders some flexibility, but since the leader plans weeks in advance, this flexibility is
marginal.

PRE-IMPLEMENTATION REVIEW 
10-30. Once the MAP is complete, station commanders should make a final review of the following to ensure
the MAP represents a workable plan:

• Prospecting and processing dates must be in harmony with planned events and holidays.
• Heavy prospecting weeks feeding into light processing weeks could impact contract placement. An

example is when week T-1 has five prospecting days available, but week one of the month has a
MEPS training day and a USAREC holiday, providing only three processing days. This may have
little impact on a smaller station. However, leaders must plan appropriately for potential adverse
impact on the mission at the company level and higher.

• Do not rely upon heavy processing days at the end of the month, especially when a station’s floor-
to-contract ratio shows an identified weakness. While this may aid in jump-starting the next month,
it is likely to come at the expense of the current month’s mission.

• Most importantly, recruiters must support the station’s MAP by striving to meet the prospecting and
processing goals. For example, meeting a goal of 66 Appointments Made is never going to occur if
recruiters have not built a solid operation plan based on their established abilities.

• Leaves, school dates, and other planned activities, especially at the station level, can greatly impact
the station’s ability to achieve the mission. Contract placement and prospecting goals must account
for these situations. A school order of merit list, a thoughtful leave plan, and a clear picture of
arrivals and departures is critical.
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CONVERSION DATA ANALYSIS 
10-31. Analysis begins by reviewing conversion data to detect abnormal ratios. Mission success depends on
the timely identification of problem areas. Once a problem area is identified, determine whether it is a
leadership or training concern, so appropriate measures are taken.

Figure 10-13. Collection of Conversion Data over a 12-Month Period 

10-32. Looking at Figure 10-13, consider seasonality as a factor. In the spring, some prospects may be
hesitant to make any commitments pending college or university acceptance, while others want to seek
employment opportunities. Station commanders must ensure recruiters follow up with each person, from
conducting the appointment through the floor at MEPS. Timely follow-up ensures recruiters are available to
assist prospects when decision points occur. Assuming seasonality is the cause of sluggish performance is
counterproductive. Station commanders must assume that each person interviewed wants to enlist in the
Army, until that person tells the recruiter or station commander they do not. With that mindset, commanders
must be tenacious in enforcing timely follow-up.

10-33. Seasonality need not be a factor for substandard mission performance. By reviewing conversion data
from the previous FY, station commanders can identify known lean months. Identify the lean month, and
then the station commander can take corrective action by increasing prospecting goals in the preceding month 
to overcome the seasonal shortfall. Analysis of conversion data can be helpful to overcome historically lean
months.
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10-34. In Figure 10-13, in August, the station only made 11 GRD appointments, roughly a third of its normal
performance. If a station commander makes this discovery after the month is over, it is too late. However,
with daily assessments and evaluations of accomplishments, the station commander can make timely
adjustments to redirect or reenergize the recruiters. Barring a catastrophic recruiter loss, a drop of this
magnitude likely means a fundamental leadership breakdown, although other possibilities exist. Perhaps, the
station achieved its MAP goals and simply stood down from prospecting to process the applicants for the
month. Historical data reveals the story. What is extremely unusual in this example is that grad enlistments
remained steady, despite the drop in prospecting. This result may occur with the increase in the walk-in or
call-in enlistments. Regardless, the station lost enlistments because the leader likely diverted prospecting
time to processing efforts. On average, the station made 37.6 GRD appointments per month. The average
was determined by adding 11 months of GRD Appointments Made (eliminating August as abnormal) and
dividing the total by 11 months. In August, the station had 26 GRD appointments below the average.
Statistically, seeing a GRD conversion rate of 13.3 to 1, the station lost two enlistments.

10-35. If conversion data becomes unrealistic, many station commanders will “re-norm” their data to
achievable levels. This action can be a two-edged sword. When the leader lowers the goals, the ability of the
station to achieve the mission is unlikely unless intense training and leadership generate enlistments from
reduced recruiter activity. A goal reduction can cause leaders to lose visibility of a systemic problem. Goal
reductions should not distract the station commander from providing the training needed to solve the problem. 
Unrealistic conversion data can also be the result of failed leadership or training over an extended period.
Station commanders who take the appropriate action—at the first sign of conversion increases—eliminate
climbs that make the data unrealistic. Once conversion becomes unrealistic, it takes a considerable amount
of time for a recruiter’s or station’s conversion data to become accurate again. During this process, the
recruiter’s confidence in the MAP deteriorates, making it an ineffective tool.

10-36. Leaders must ensure the entry of prospect data is accurate. Initially coding applicants as grads or
seniors, who later turn out to be non-grads or dropouts, artificially raises the station’s prospecting goals.
Recruiters should make quality appointments with qualified prospects. Making appointments with suspected
no-shows or unqualified persons only raises the recruiter’s and station’s conversion data goals. Never
prospect for the sole purpose of making an appointment number. The station’s success is in meeting the
requirements on the bottom of the MAP, not the top. Recruiters should spend each prospecting session
searching for qualified people whom they believe want to join in the Army. The recruiter should not schedule
an interview for everyone who simply agrees to an appointment. Unless the recruiter believes there is a good
chance of convincing the prospect to join, the recruiter should forgo the appointment and find a better
prospect. Pushing a prospect into an appointment (to satisfy the leadership’s call for making more
appointments) is easy to do but rarely results in an enlistment.

10-37. Like all plans, the MAP must remain flexible. There are many elements of the plan that may have to
change. Taking the right action at the right time is essential to continued success. Recruiters, not numbers,
make the process work. Station commanders should always make their recruiters’ well-being their first
consideration. Prospecting should be a methodical, everyday occurrence, not a disjointed series of sprints.

USAREC BENCHMARKS 
10-38. Knowing the recruiter’s average level of performance is only the first step in mission planning and
the identification of skill gaps. The next step is to determine what the recruiter’s actual performance should
be, compared to the command’s prospecting and processing benchmarks. Without this information, stations
could waste valuable time using ineffective prospecting techniques, or flawed interviewing, counseling, or
processing skills that the leader can resolve with proper training. Inability to achieve USAREC benchmarks
is due, in part, to ineffective leadership and training. See Figure 10-14 for USAREC’s conversion data for
100 new Appointments Made. USAREC has determined that:

• 75% of Appointments Made should be conducted.
• 36% of Appointments Conducted should Test.
• 50% of those testing should Pass.
• 83% of those passing the test should Floor (process at MEPS).
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• 90% of those who Floor should Contract (enlist).

Figure 10-14. Recruiting Funnel Benchmarks 

CHOKEPOINTS 
10-39. Chokepoints are stoppages between processing steps. When the activity in one step is sufficient to
generate activity in the next, but the expected activity does not develop, station commanders must determine
whether leadership or recruiting skills are the cause and take appropriate action. For instance, if a station that
normally conducts 68% of their appointments drops to 60% in a given week, it is an indication of a chokepoint 
between Appointments Made and Appointments Conducted. Station commanders must analyze their station’s
performance against the command’s benchmarks and focus their attention on the identified weak areas.
Figure 10-15 shows a modified conversion data chart identifying the percentages represented by the data as
well as command benchmark percentages.
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Figure 10-15. Modified Conversion Data Chart with Benchmarks 

10-40. Training needs are easy to identify when you compare conversion data to command benchmarks. The
following are examples using the data from Figure 10-15:

• The conducts of grad Appointments Made is 90%, much higher than the command benchmark. The
station commander must determine whether the 90% is meaningful by reviewing the raw data. In
this case, it is 90% of 425 Appointments Made, a very significant number. If it had been 90% of
only 50 appointments, the significance may or may not be apparent. Station commanders should
always look beyond the percentage to the actual numbers. Next, the station commander should
determine if the information is accurate. Verify the results when a recruiter reports an
accomplishment that greatly exceeds the goal. If the information is accurate, then train all recruiters
on the successful methodology used to obtain the improved level of conversion. If inaccurate,
determine the cause and take steps to avoid the activity that increases conversion data. The longer
the inaccuracy is allowed to continue, the greater the negative effect on conversion data.

• The 90%, if accurate, makes the next step difficult to obtain. With a command goal of 36%
Appointments Conducted to Test, the station is only testing 22% of the grads from Appointments
Conducted. Seeing that only 20% of seniors from Appointments Conducted tested strengthens the
fact that the station has a training problem. In fact, a training plan that corrects this single shortfall
(appointments conducted to test) could have a tremendous positive impact on the station’s
performance without increasing the recruiter’s workload.

Figure 10-16. Conversion Data 

10-41. In Figure 10-16, 82% of Appointments Made in the station resulted in an Appointment Conducted (14
÷ 17 x 100 = 82%). The station commander can use this calculation information to determine whether the
station needs more appointments conducted during the month. This action is a powerful tool during the AAR
process. Knowing what should have happened based on the prospecting already performed, the station
commander can direct recruiters to do follow-up instead of generating more interviews, which would result
in inflated conversion data.

10-42. The deeper into the process, the more profound the information becomes. When the station has no
enlistments during the middle of the month, the station commander can determine the potential shortfalls
using the same information. Using the data in Figure 10-16, specifically the 82% benchmark, the station
commander can determine that if the station made 52 appointments, it should also have 42.6 Appointments
Conducted. If not, the station commander can then determine which recruiters are affected and personally
become involved in the follow-up of all no-shows to increase the number of Appointments Conducted.
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10-43. Conversion data can also determine, anytime during the month, the number of enlistments that should
have already occurred. Using the data in Figure 10-16, conversion from Appointments Made to Contract is
17 to 1. Calculate 1 ÷ 17 =  .058 x 100 = 5.8%, which means that 5.8% of the Appointments Made resulted
in an enlistment. Using the example of 52 Appointments Made (52 x .058 x 100 = 3.06%), the station
commander can determine that three people should have enlisted or are near the end of the processing cycle.
If the three enlistments did not occur, the station commander can direct recruiters to identify, and follow up
with prospects from appointments already conducted, test passed, or physical passed who are awaiting
enlistment to encourage advance to contract.

10-44. Conversion data gives station commanders a solid approach for improving their station’s performance. 
Managing the process to increase conversion eliminates the need for increased prospecting, which only
inflates conversion data in later months.

VALIDATING CONVERSION DATA 
10-45. The accuracy of conversion data directly correlates to the quality of work, but the numbers are only
as good as the data reported by the recruiter. Knowingly allowing unqualified prospects into the system to
satisfy an operational requirement causes the station’s conversion data to become unrealistic and unreliable.
The team’s focus must be on finding qualified prospects, not meeting command-imposed requirements.

10-46. Validate a station’s conversion data and then test the percentages against the last or any previous
month’s completed achievements. Using the conversion data in Figure 10-15, if the station conducted 58
interviews, it should have enlisted four people (1 ÷ 14 = .07, .07 x 58 = 4). If the station did not achieve the
four enlistments, the station commander knows that they are out there, waiting for the right follow-up. The
hard work of generating appointments is already complete. The station commander gains credibility with
recruiters by directing them to areas that increase results without increased prospecting. Another example
would be to determine the number of testers the station should have generated. Six testers ÷ 14 conducts =
.428, then 58 conducts x .428 = 24 testers. If the testers did not develop, then more appointments are not
necessarily the answer. Following up with the people who conducted appointments but didn’t test is a more
productive COA. Station commanders can perform these computations at any point in the process. It focuses
the recruiter’s efforts on prospects that can affect the mission and meet the processing benchmarks USAREC
has established.

TROUBLESHOOTING 
10-47. Monitor chokepoints, those decision points within the enlistment process where stoppages are most
likely to occur, such as asking the applicant to enlist, to test, or take a physical examination. Chokepoints can
serve as an early warning sign. The MAP highlights these chokepoints (stoppages) as they occur, so the
station commander can head them off long before they become a serious problem.

10-48. Holding enlistments for the next month is called “sandbagging.” This practice can result in a station
never reaching its full potential. Sandbagging occurs when a recruiter or station holds enlistments to posture
for the next month. Despite a station’s mission posture, holding enlistments can cost enlistments. Many
applicants view enlistment delays as a break in trust and may decide not to enlist at all. Additionally, recruiters 
who think they have the next month’s enlistments in the bag tend to take prospecting too lightly, which results
in fewer enlistment opportunities for the station. Every applicant who is ready to enlist, especially in the last
week of the month, should do so. Station commanders should use the AAR process to identify those waiting
for enlistments and ensure they move through the process promptly.

MAP ANALYSIS 
10-49. The MAP demonstrates what must occur to achieve the mission if all things remain the same. The
recruiting environment, however, seldom remains the same. Changing situations require station commanders
to constantly gauge the effectiveness of their force and take action when activities do not result in anticipated
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outcomes. In Figure 10-17, 12 grad appointments conducted should result in 2.6 testers. If the desired result 
does not occur, the station commander should take whatever follow-up action is necessary to generate the 
predicted number of testers. 

Figure 10-17. Rolling 12-Month Conversion Data 

10-50. The MAP is an ideal warning system and training tool. When goals begin to climb, it is an indication
the leader must take immediate corrective action to meet those MAP goals. Turnover of personnel can affect
changes in conversion data. These changes may be positive or negative depending on the losses and gains
experienced. Compare the MAP to a nuclear facility. Failure to react to warning signs could result in a
complete meltdown. Alarms at a nuclear reactor are loud and highly visible, whereas the alarms associated
with the MAP are silent. Consistent review of the MAP is necessary to detect and correct any conversion
meltdowns before they reach critical mass.

10-51. The MAP is an excellent tool to demonstrate the complexity of the mission. In the final two weeks of
any month, the station is actively engaged in two separate and distinct operations. The first is completing the
processing of enlistments generated for the current month’s prospecting. The second is conducting
prospecting activities to achieve the next month’s mission. When several operations occur at the same time,
they can be difficult to separate, especially at the end of a month.

10-52. Recruiters may attempt to enlist prospects generated for the next month into the current one. The term
for this practice is “stove piping.” Stove piping can confound any leadership team not tracking it. This
compression negates T-2 and T-1 prospecting efforts. Leaders must identify when stovepipe enlistments
occur and take actions to increase prospecting to compensate for the loss. Use the conversion data from the
MAP to determine how many additional appointments are needed if they are to achieve the next month’s
mission.

10-53. Exceeding mission is not necessarily the result of making additional appointments. Station
commanders have an opportunity to improve performance by training their force. Training in each of the
three lines of effort—prospecting, processing, and leading Future Soldiers—improves conversion data and
enables the recruiter to surpass their mission. Because of these improvements, future goals begin to “norm”
themselves to the improved skills of the field force.

10-54. In some centers, unexpected enlistments can seriously affect prospecting activities and be detrimental
to a recruiter’s mission. Unexpected enlistments can come from walk-ins, call-ins, terminated applicants, and
occasionally those resulting from a single prospecting attempt such as a telephone call, face-to-face meeting,
or referral. Recruiters are prone to stop prospecting when they achieve mission success. It is also common
practice for recruiters to enter a month thinking they do not have to prospect, just process the applicants they
already have, only to have them all fall out for various reasons. When recruiters ignore prospecting goals, it
results in missing mission. The MAP identifies prospecting gaps and enables station commanders to make
timely adjustments as needed. It is a major topic of discussion during any AAR.

SUMMARY 
10-55. Commanders and station commanders who understand the value of information provided by MAP
data can develop an operation plan that results in mission accomplishment. There is so much information in
this chapter that it might take you two, three, four or more times reading through the content to understand
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the material well enough to use it to direct recruiting activities. The good news is that you do not have to 
develop the MAP and make all the calculations by hand; the system does that for you. Your objective is to 
know how to analyze the data and understand what it means so that you can develop and direct more effective 
shaping, decisive, and sustaining operations. 
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Chapter 11 

Troubleshooting Guide 

INTRODUCTION 
11-1. When prospecting or processing performance falls below acceptable levels, both NPS and in-service,
the troubleshooting guide can help determine the cause and the most likely corrective action. The ultimate
goal of the recruiting process is to ensure there are enough qualified people in the recruiting funnel and that
they are flowing smoothly through the recruiting process.

11-2. The natural follow-on is to analyze the results of prospecting efforts. If individuals are not showing up
for appointments made with recruiters, some training assistance may be necessary to increase effectiveness.
Understanding how to increase effectiveness helps team members become more efficient in their prospecting
efforts.

11-3. The Performance and Mission reports from Recruiter Zone tracks the recruiting process through every
step. The Leads and Prospecting Analysis (LPA) report from BI Zone allows station commanders to visualize
prospecting methods from contact attempts to appointments conducted. The contact time report displays
attempts and contacts by the period. For in-service recruiters, the Level 1 log allows station commanders to
visualize prospecting methods from contact to the brief. The tools summarize all prospecting efforts by
prospecting method and time. The ultimate goal is to determine the total prospecting requirements, and what
prospecting method is the most successful and at what time. This analysis cannot be determined using conduct 
to contract ratios. Station commanders must calculate how many hours of prospecting it takes to generate a
contract. See Chapter 3 for instructions to calculate prospecting hours.

TROUBLESHOOTING: NPS RECRUITING FUNNEL 
11-4. This troubleshooting guide cites and addresses problems that typically occur at different steps in the
recruiting process. The guide also discusses possible reasons for stoppage and provides a corrective course
of action. The guide is by no means an exhaustive list; however, it applies to most situations.

NOT MAKING ENOUGH APPOINTMENTS
11-5. Not making a good first impression. A recruiter’s attitude, good or bad, comes across loud and clear,
whether in person or on the telephone. Recruiters must be authentic and enthusiastic when talking to a
prospect. They must show pride in themselves and the Army. People want to be a part of the Army because
of the recruiter’s Army story. Attitude is everything. See Chapter 3 for information on developing a recruiting
personality, or Chapter 7 for information on introductory scripts.

11-6. Not establishing trust and credibility. Recruiters must find out as much as they can about a lead
(blueprint information) before attempting to contact them. Knowing information about the person can help
recruiters establish rapport and credibility. Future Soldiers and CPs represent potential sources of information 
for the individual recruiter’s plan to call or visit. Other sources of information include Facebook and other
social media sites, school newsletters and yearbooks, the local sports page, and information annotated in
ARISS about the lead. See Chapter 3 for information about establishing rapport.

11-7. Not using the lead’s goals and aspirations to gain an appointment. Recruiters must use their
counseling techniques to uncover prospects’ goals and passions. They must listen closely to what the prospect 
is saying, restate their goals throughout the conversation, and tell them how they can help them achieve their
goals. At this point, the recruiter is only attempting to obtain a commitment for an interview, not for an
individual to join the Army. See Chapter 3 for a walkthrough of the steps of initial contact, including asking
probing questions.
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11-8. Not asking for an appointment (engendering a commitment). Sometimes the direct approach works
best: “John, would Monday at 4:00 p.m. or Tuesday at 6:00 p.m. be better to meet and talk about how the
Army can help you achieve your goals?” See Chapter 7 for contact scripts.

11-9. Not prospecting in the right market at the right time. If a recruiter’s prospecting efforts are not
yielding results, they may be prospecting at the wrong time, such as calling seniors during school hours. See
Chapter 3 for information on developing seasonal prospecting strategies.

HIGH NUMBER OF NO-SHOWS OR CANCELLATIONS 
11-10. Too much time between Appointments Made and conducted. Recruiters who conduct the
interview more than 72 hours after making the appointment are less likely to succeed in engendering a
commitment. The more time between making an appointment and conducting it, the greater the chance the
prospect does not show or cancels. If it is necessary to schedule an appointment beyond 72 hours, the recruiter 
must follow up with the prospect the day before the appointment to confirm. See Chapter 7 for information
about setting appointments as part of a contact script.

11-11. Providing too much information when making the appointment. Recruiters who tell an individual
everything before the actual appointment leave little to talk about during the Army Interview. Recruiters
normally give a prospect just enough information to pique their interest. See Chapter 7 for information about
contact scripts.

11-12. Making an appointment to meet the requirement. The goal of prospecting is to make good
appointments. Recruiters must be honest with themselves and their leadership when their prospecting efforts
do not yield the desired results. Making bad appointments due to a requirement or the recruiter’s choices is
counterproductive. Honesty, self-development, and leader-directed hands-on training are the remedy for this
chokepoint. See Chapter 3 for information about prospecting as a critical task.

11-13. Failure to confirm details of the appointment. Once a lead agrees to an appointment, the recruiter
must confirm the time, place, and mode of transportation (if required). Recruiters often focus on the fact they
have the appointment and overlook the important details. See Chapter 7 for information about contact scripts.

LOW CONVERSION OF APPOINTMENTS CONDUCTED TO TEST 
11-14. Did the recruiter fail to engender a commitment to join the Army? Recruiters may be afraid to
outright ask prospects to join the Army. Prospects are well aware of why the recruiter is present and what
they do. They are expecting the recruiter to ask them to join. Recruiters lose sight of this simple fact
periodically. See Chapter 7 for information about contact scripts.

11-15. Did the recruiter maintain trust and credibility during the interview? Recruiters must be
themselves and make their prospect feel comfortable. Recruiters build trust by showing a genuine concern
for their prospect’s future. Recruiters must be sincere about their desire to help their prospect achieve their
life and career goals. See Chapter 3 for information about establishing rapport.

11-16. Did the recruiter identify the applicant’s goals and show them how the Army can fulfill them?
Recruiters must understand that telling the Army story is only one part of the Army Interview. It is the
reflective listening, paraphrasing, and asking clarifying questions that ensure the recruiter has a clear
understanding of the applicant’s goals. Recruiters must be able to demonstrate (using the SOLDIER acrostic)
how the Army can assist them to fulfill their goals. See Chapter 3 for a walkthrough of the steps of initial
contact, including asking probing questions.

11-17. Did the recruiter overcome all the prospect’s obstacles? A common but costly error is failing to
recognize and properly overcome obstacles. Recognizing and overcoming obstacles is a skill the recruiter
must master. Something that may appear trivial to the recruiter may be the reason a prospect refuses to process
for enlistment. Obstacles are usually unconscious attempts by a prospect to get more information. See Chapter 
7 for information about overcoming obstacles.
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11-18. Did the recruiter follow up with the prospect after the Army Interview? Failure to follow up with
a prospect after the interview is one of the primary reasons prospects never move to the next step of the
processing cycle. If a prospect declines enlistment, recruiters attempt to establish a date and time for another
meeting to try again to engender a commitment. See Chapter 8 for information about follow-up.

11-19. Did the recruiter provide the prospect an Army Recruiting Compensation Advantage (ARCA)
summary sheet? Providing alternatives with real-time data enhances a prospect’s decision to join. Even if
they decide during the interview not to join, providing the ARCA summary sheet provides the recruiter
talking points when they follow up with a prospect.

APPLICANTS ARE NOT PASSING ASVAB 
11-20. Questions to ask if applicants are not passing the ASVAB include:

• Is the recruiter using a screening test to predict applicants’ ASVAB performance?
• Is the recruiter using the probability tables for the screening tests?
• Are team members prospecting in a quality market or just calling anyone to make an appointment?
• Did the recruiter ask whether the applicant was taking college preparatory courses or general studies

in school?
• Did the recruiter ask whether the applicant has taken the Scholastic Aptitude Test (SAT) or the

American College Test (ACT)?
• Did the recruiter ask whether the applicant has taken the ASVAB before (perhaps in school)?

See Chapter 9 for more information on academic processing. 

APPLICANTS ARE NOT TAKING THE PHYSICAL EXAM 
11-21. Questions to ask if applicants are not taking the physical exam include:

• Did the recruiter “sell the test” in hopes the applicant takes their physical and enlists later?
• Did the recruiter probe using SOLDIER, or did they presume to know what the applicant wanted?
• Did the recruiter present the applicant with the best COA to achieve their passions and goals?
• Did the recruiter ask the applicant to join the Army? Did they get a commitment?
• Did the recruiter fail to overcome obstacles the applicant presented?
• Did the recruiter take too much time after the test to schedule the applicant for their physical and

enlistment?
• Did the recruiter give the applicant too much time to think about a decision and change their mind?

See Chapter 9 for more information on processing. 

APPLICANTS ARE NOT PASSING THE PHYSICAL EXAMINATION 
11-22. Questions to ask if applicants are not passing the physical examination include:

• Did the recruiter properly prescreen the applicant using DD Form 2807-2?
• Did the recruiter have medical documentation for all cases where an individual received treatment

from a doctor?
• Did the recruiter check with parents to clear up any questions about physical problems the applicant

might have had?
• Did the recruiter advise the applicant about MEPS processing procedures?
• Did the recruiter check thoroughly for drug and alcohol abuse?
• Did the recruiter send an unqualified applicant to the physical?
• Did the recruiter use Dial-A-Doc or Email-a-Doc for questionable cases?

See Chapter 9 for more information about medical pre-screening.
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APPLICANTS ARE PASSING THE PHYSICAL BUT NOT ENLISTING 
11-23. Questions to ask if the applicants are passing the physical but not enlisting include:

• Did the recruiter get the applicant’s commitment to join the Army?
• Did the recruiter select the best COA for the applicant based on their qualifications?
• Did the recruiter send the applicant to MEPS in hopes the guidance counselor would convince them

to enlist?
• Did the recruiter explain the MEPS processing procedures to the applicant and explain how long it

may take?

See Chapter 9 for more information on processing. 

FUTURE SOLDIERS NOT SHIPPING 
11-24. Questions to ask if Future Soldiers are not shipping include:

• Is the recruiter following up with Future Soldiers in accordance with USAREC Reg. 601-210
Regular Army and Reserve Components Enlistment Program and USAREC TC 5-03.5 Leading
Future Soldiers?

• Is the recruiter conducting monthly FSTP functions?
• Are FSTP events fun and informative, or do they do the same thing every time?
• Is the recruiter explaining to Future Soldier influencers that an enlistment contract is a binding

agreement between the Future Soldier and the Army?
• Is the recruiter properly training, motivating, and preparing Future Soldiers for active duty?
• Is the recruiter reinforcing Future Soldiers’ skill choices?
• Is the recruiter reinforcing the Future Soldiers’ decision to join the Army?
• Is the recruiter giving Future Soldiers the same amount of attention and interest they received during 

the enlistment process?

TROUBLESHOOTING: IN-SERVICE RECRUITING FUNNEL 
11-25. The purpose of this troubleshooting guide is to help company leaders better understand the recruiting
process at recruiter and station level for in-service recruiting. The guide cites and addresses problems that
typically occur at different steps in the recruiting process. The guide is by no means an exhaustive list;
however, it applies to most situations.

LOW ATTENDANCE AT A BRIEFING 
11-26. Not making a good first impression. A recruiter’s attitude, good or bad, comes across loud and clear
whether in person or virtually. Recruiters must be authentic and enthusiastic when talking to a possible
candidate. They must show pride in themselves and the Army. Recruiters must take a few minutes mentally
to prepare before starting their prospecting efforts. See Chapter 3 for information on developing a recruiting
personality, or Chapter 7 for information on introductory scripts.

11-27. Not establishing trust and credibility. Recruiters must find out as much as they can about a Soldier
while talking with them (blueprint information). Knowing something about the person can help recruiters
establish instant rapport and credibility. Other Soldiers and CPs represent potential sources of information
for the individual recruiter’s plan to visit. Other sources of information include Facebook and other social
media sites, and information annotated in the Army Recruiting Information Support System (ARISS) about
the Soldier. See Chapter 3 for information about establishing rapport.

11-28. Not using the Soldier’s goals and aspirations as the reason to ask them to attend the brief.
Recruiters must use their counseling techniques to uncover Soldiers’ goals and passions. They must listen
closely to what a Soldier is saying, restate their goals throughout the conversation, and tell them how they
can help them achieve their goals. At this point, the recruiter is only attempting to obtain a commitment for
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the briefing, not for an individual to volunteer. See Chapter 3 for a walkthrough of the steps of initial contact, 
including asking probing questions. 

11-29. Not asking them to attend the brief (engendering a commitment). Sometimes the direct approach
works best: “John, would the briefing Monday at 12:00 or Tuesday at 1500 fit into your schedule so we can
talk about how these programs can help you achieve your goals?” See Chapter 7 for contact scripts.

11-30. Not prospecting in the right market at the right time. If a recruiter’s prospecting efforts are not
yielding results, they may be prospecting at the wrong time, such as visiting units while they are on field
training exercise (FTX) or at the range.

HIGH NUMBER OF NO-SHOWS OR BRIEFING CANCELATIONS 
11-31. Too much time between the contact and the briefing. Recruiters who conduct the briefing more
than 72 hours after making contact are less likely to succeed in engendering a commitment. The more time
between making contact and conducting a brief, the greater the chances are the Soldier will no-show or
cancel. If it is necessary to schedule a briefing beyond 72 hours, the recruiter must follow-up with the Soldier
the day before the briefing to confirm. See Chapter 7 for information about setting appointments as part of a
contact script.

11-32. Providing too much information when scheduling the briefing. Recruiters who tell an individual
everything before the actual briefing leave little to talk about during the brief. Recruiters normally give a
Soldier just enough information to pique their interest. See Chapter 7 for information about contact scripts.

11-33. Conducting a briefing to meet the requirement. The goal of prospecting is to have good attendance
at the brief. Recruiters must be honest with themselves and their leadership when their prospecting efforts do
not yield the desired results. Engendering poor commitments to the brief due to a requirement or to the
recruiter’s inability are counter- productive at best. Honesty, self-development, and leader directed hands-on
training are the remedy for this training indicator. See Chapter 3 for information about prospecting as a
critical task.

11-34. Failure to confirm details of the appointment once a Soldier agrees to a briefing. The recruiter
must confirm the time, place, and mode of transportation if required. Recruiters often focus more on the fact
they have the appointment that they overlook the important details. See Chapter 7 for information about
contact scripts.

LOW CONVERSION OF SOLDIERS BRIEFED TO QUALIFIED AND VOLUNTEER 
11-35. Did the recruiter fail to engender a commitment to attend Assessment and Selection (A&S)?
Recruiters may be afraid to ask Soldiers to volunteer. Soldiers are well aware of why the recruiters are there
and what they do. They are expecting the recruiter to ask them to attend A&S. Recruiters lose sight of this
simple fact periodically. See Chapter 7 for information about contact scripts.

11-36. Did the recruiter maintain trust and credibility during the briefing? Recruiters must be
themselves and make a Soldier feel comfortable. Recruiters build trust by showing a genuine concern for
their Soldier’s future. Recruiters must be sincere about their desire to help the Soldier achieve their life and
career goals. See Chapter 3 for information about establishing rapport.

11-37. Did the recruiter identify the Soldier’s goals and show them how the Army can fulfill them?
Recruiters must understand that telling the Army Story is only a part of the briefing. It is the reflective
listening, paraphrasing, and asking clarifying questions that ensure the recruiter has a clear understanding of
the Soldier’s goals. Recruiters must be able to demonstrate how the Army can assist them to fulfill their goals. 
See Chapter 3 for a walkthrough of the steps of initial contact, including asking probing questions.

11-38. Did the recruiter overcome all the Soldier’s obstacles? A common but costly error is failing to
recognize and properly overcome obstacles. Recognizing and overcoming obstacles is a skill the recruiter
must master. Something that may appear trivial to the recruiter may be the reason a Soldier refuses to process
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for a program. Remember, obstacles are usually unconscious attempts by a Soldier to get more information. 
See Chapter 7 for information about overcoming obstacles. 

11-39. Did the recruiter follow-up with the prospect after the briefing? Failure to follow- up with a
Soldier after the briefing is one of the primary reasons Soldiers never move to the next step of the processing
cycle. If a Soldier declines a program, recruiters attempt to establish a date and time for another meeting to
try again to engender a commitment. See Chapter 8 for information about follow-up.

SOLDIERS NOT COMPLETING THE PHYSICAL EXAM 
11-40. Questions to ask if the Soldiers are not completing the physical exam include:

• Did the recruiter assist with scheduling the exam?
• Is the chain of command hindering the appointment?
• Did the recruiter present the Soldier with the best COA to achieve their passions and goals?
• Did the recruiter ask the Soldier to attend the program offered? Did they get a commitment?
• Did the recruiter fail to overcome any obstacles the Soldier presented?
• Is the chain of command hindering the Soldier to continue processing? Did the recruiter check that

the Soldier informed the chain of command?

APPLICANTS ARE PASSING THE PHYSICAL BUT NOT COMMITTING TO A
CLASS 

11-41. Questions to ask if the applicants are passing the physical but are not committing to a class include:
• Did the recruiter get the applicant’s commitment to process?
• Did the recruiter select the best COA for the applicant based on their qualifications?
• Did the recruiter explain the IPC processing procedures to the applicant and explain how long it

may take?

FUTURE ARSOF SOLDIERS ARE NOT SHIPPING 
11-42. Questions to ask if Future ARSOF Soldiers are not shipping include:

• Is the recruiter explaining to Future ARSOF Soldier influencers that volunteering is the right of the
Future ARSOF Soldier and the only person that can stop the process is the Soldier?

• Is the recruiter reinforcing the Future ARSOF Soldier’s decision to process for the program?
• Is the recruiter giving Future ARSOF Soldiers the same amount of attention and interest during the

entire process?

SUMMARY 
11-43. This chapter provided useful guidance on how to conduct troubleshooting activities for enlisted,
chaplain, and SORB recruiting. Healthcare is not included because each AOC is different and requires unique 
conversion data considerations, but the chokepoints and troubleshooting tactics identified by the enlisted
funnel provide similar insight to medical recruiting commanders and medical recruiting station commanders.
The information should be used to direct shaping, decisive, and sustaining operations and as content for
training material.
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Chapter 12 

MAP Scenario (Digital Version) 

INTRODUCTION 
12-1. The following scenario walks you through a few situations that occur during a typical recruiting month.
Pertinent portions of the MAP reveal indicators that require immediate action to achieve mission. Leadership
must know how to analyze the MAP in order to identify those indicators and direct decisive action. This
scenario will help you develop a better understanding of those indicators and offers guidance to help you
determine corrective actions.

SCENARIO 
12-2. This MAP analysis scenario begins with the results of Week T-2 of the recruiting month of December.
See Figure 12-1.

Figure 12-1. Week T-2 

12-3. In this scenario, MAP analysis reveals a shortfall in high school senior (SR) results: 59 appointments
required, 31 Appointments Made achieved; 45 Appointments Conducted required, 19 Appointments
Conducted achieved. (Figure 12-1) The station commander should focus the prospecting efforts on the SR
market. To start with, the company fell short on required Appointments Made (31 of 59). Then the recruiters
conducted just 61% (Figure 12-2) of the Appointments Made (19 of 31). This company is well short of the
conversion standard. It is still early enough to take corrective action and get back on track, but if work
continues at this level of performance, the company will not make its mission.
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Figure 12-2. Meeting the Conversion Standard 

12-4. Use the troubleshooting guide in Chapter 11 to help determine if shortfalls are due to planning,
adherence to the prospecting plan, or a gap in training.

12-5. As the commander in this scenario, what would your guidance be to the station commanders?

12-6. Always record the situation and your guidance in the station’s Recruiting Inspection Log, USAREC
Form 1-201.1 per USAREC Regulation 1-201.

12-7. Good job if you answered that station commanders should focus efforts on the SR market and correct
any problems you identified during analysis/IPR.

12-8. Continuing the scenario from T-2 to the end of Week T-1 (Figure 12-3), a few things should be evident
from your analysis of the MAP data.

Figure 12-3. Week T-1
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12-9. Following T-2, it appears that the station commander directed focus on the senior market. Analysis of
the MAP data at the end of T-1 reveals a dramatic increase in senior Appointments Made achieved from T-
2 (from 31 to 57). However, recruiters only conducted 39% of the appointments made (22 of 57). This result
indicates that recruiters are making appointments for the sake of satisfying a requirement and they are not
getting a solid commitment for the interview. As the commander or first sergeant, a question for station
commanders may be: Was the message to the recruiters: “We need to make more seniors!” or was the true
training need addressed?

12-10. As a station commander, did you understand the commander’s guidance and direction and properly
visualize and describe the situation with candid and direct communication with your team? After you
visualized and described the current OE and the mission, what did you direct?

12-11. This scenario also shows a substantial drop in the number of grad (GRD) Appointments Made from
the previous week (from 74 to 48). Nevertheless, since recruiters conducted 88% of the Appointments Made
(42 of 48), these were quality “makes.”

12-12. Conversion data for grad testers (Required 21, Achieved 22) is above standard, testing 39% of the
Appointments Conducted during the previous week (22 of 56), with 100% passing the test (8+14 = 22 of 22).
However, 64% of Pass Achieved A/B are Bravos (14 of 22). What does that information tell you?

12-13. Your recruiting stations tested eight—42%—of the senior Appointments Conducted—19—during the 
previous week, with 75% passing (2+4 = 6 of 8). Again, a high percentage of Pass Achieved A/B (67%) are
Bravos (4 of 6). Do you see a trend?

12-14. The stations are fighting hard to correct course and get back on track, but there is still much work to
do.

12-15. As the commander, what is your guidance to the station commanders?

12-16. As the station commander, what can you do to win the fight?

12-17. Moving from T-2 through the end of Week 1 (Figure 12-4), keep an eye on Appointments Made and
Appointments Conducted data and start analyzing Test to Floor data.

Figure 12-4. Week 1
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12-18. In Week 1 of the scenario (Figure 12-4), you should notice an upward trend in the number of GRD
and SR Appointments Made. However, both categories still fall short of MAP requirements. What does this
mean to you?

Figure 12-5. Cumulative Shortfall of Appointments Made 

12-19. In Figure 12-5, can you see how the prospecting efforts resulted in a cumulative shortfall of 17 GRD
Appointments Made and 29 SR Appointments Made up to this point in the month?

GRD 

Week T-2: 71 required, 74 made = +3 

Week T-1: 56 required, 48 made = -8 

Week 1: 84 required, 72 made = -12 

+3-8-12 = -17 grads

SR

Week T-2: 59 required, 31 made = -28

Week T-1: 48 required, 57 made = +9

Week 1: 71 required, 61 made = -10

-28+9-10 = -29 seniors

Figure 12-6. Monthly Conversion Requirements 

12-20. Based on the company’s conversion data (Figure 12-6), such shortfalls indicate mission failure if the
commander does not take immediate corrective actions. Do not panic, but do get a sense of urgency!
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Figure 12-7. Appointments Made to Appointments Conducted 

12-21. There is some good news to indicate improvement. Notice in Week 1 (Figure 12-7) that there was a
dramatic improvement in Appointments Made to Appointments Conducted for SRs (48 of 61, 79%, up from
22 of 57, 39%). This increase tends to indicate that the recruiting stations have improved the quality of
Appointments Made. Also, the funnel conversion data for testers continues to be a strong point (Figure 12-
8), with 57% of GRD (24 of 42) and 91% of SR (20 of 22) Appointments Conducted from previous week
testing. Of those tested, 62% of Test Passed (TP) GRD (10 of 16) and 50% of TP SR (8 of 16) are “3 A’s”,
which tends to indicate that recruiters are prospecting in the right market.

Figure 12-8. Strong funnel conversion numbers 

12-22. Look at Figure 12-9. A new and troubling trend has emerged, with only 45% of GRD Test Pass
(4+6=10 of 8+14=22) and only 50% of SR TP (1+2=3 of 2+4=6) making it to the Floor. Historical reasons
for this trend are testing uncommitted applicants and doing poor prequalification to identify processing
problems. Station commanders should determine if recruiters need training in the processing function.
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Figure 12-9. Test Passed to Floor, Floor to Contract 
12-23. Of those Applicants that floored, only 50% of GRD (2+3=5 of 4+6=10) and only 33% of SR (0+1=1
of 1+2=3) enlisted. This result should raise immediate red flags. Commanders must assess the situation and
determine if there are any problems at the recruiting station level and the MEPS. Perhaps it is unsatisfactory
hot-seating and pre-qualification. Are there any trending medical concerns at the MEPS? The first sergeant
may need to communicate with the senior guidance counselor to understand the reasons for any Qualified
Not Enlist (QNE) or disqualification classifications.

12-24. It is up to you as the station commander to identify problems and take or direct corrective action early.
When analyzed, the MAP serves as an early warning system to help you lead and direct the station
commanders to accomplish the mission.

12-25. Let us move on to Week 2’s data.

Figure 12-10. Week 2
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12-26. As the scenario continues through Week 2, you should notice that there has been a drastic decline in
prospecting. How will that affect the mission for this month?

12-27. However, of the Appointments Made, 89% of each category, 48 of 54 GRD AM and 32 of 36 SR AM,
were conducted, (Figure 12-10) which is an increase over previous weeks. This result may be due to a shift
in focus from prospecting to processing as the end of the month is now in sight. Prospecting for this month
is now over as we move into T-2 of the next recruiting month.

12-28. The decline in Appointments Made this week does not affect the mission for this month, but remember 
it will have an effect on the next month.

Figure 12-11. Appointments Conducted and Tests 

12-29. See Figure 12-11. The station commanders are in the fight for this month’s mission by focusing efforts 
on conducting appointments (48 of 54 GRD and 32 of 36 SR) and increasing testers (from 24 GRD testers
last week to 26 GRD this week, from 20 SR testers last week to 25 SR this week).

12-30. The recruiting stations are making some improvements, with 46% of the GRD Appointments
Conducted achieved the previous week tested this week (26 of 56), with 81% passing (21 of 26). Likewise,
52% of SR Appointments Conducted achieved went on to test (25 of 48), with 80% passing (20 of 25).
However, of those tested (Figure 12-12), only 50% of GRD (13 of 26) and 44% of SR (11 of 25) Test Passed
are “3 A’s”, meaning the recruiters may need to refocus their efforts on the quality market.

Figure 12-12. Test Achieved, Pass Achieved A/B 

12-31. Your company had a heavy floor week, making up some of the shortfalls from the previous week.
Floor conversion continues to be a challenge as only 8 of 12 (66%) of GRD and 7 of 11 (64%) of SR who
floored enlisted. You must continue to analyze and diagnose the reason, focus on following up to get as many
of these applicants as possible back to the floor for enlistment during this month. (See Figure 12-13)
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Figure 12-13. Floor Achieved A/B to Contract Achieved A/B 

12-32. Now that the prospecting weeks of this month are past, let’s check the overall activity data. See Figure
12-14. There are significant shortfalls in the Appointments Made (GRD 248 of 282, SR 185 of 237) and SR
Appointments Conducted (121 of 180) objectives. It is too late to effect prospecting for this month, but going
forward as the commander, what is your guidance to the station commanders? What priorities are you
conveying to your unit? As a station commander, what is your message to recruiters?

Figure 12-14. Appointments Made and Appointments Conducted 

12-33. The scenario moves to the end of Week 3 (Dec 16 – Dec 22) and represents the “final stretch” of the
month. See Figure 12-15. Week 3 is the last week to identify applicants for enlistment, to test applicants,
conduct solid follow-ups on previous testers/processors, and complete enlistment packets before projecting
for this week or week 4 (Dec 26 – Dec 29) of the month.



MAP Scenario (Digital Version) 

19 September 2019 UTC 5-03.1 12-9

Figure 12-15. Week 3 

12-34. Take a moment and analyze the focus area of the map. What can you assess the information provided?
The most telling indicator of improvement is on the Floor achievement. See Figure 12-15. Not only was there
a drastic increase over previous weeks, but there was also over 100% conversion from the previous week’s
Testers to the Floor. This result may also indicate that some of the applicants who floored are from previous
weeks and due to follow-ups were able to Floor, possibly for the second time this month. See Figure 12-16.
Floor conversion also improved, indicating that unit leaders may have corrected some or all of the problems.

Figure 12-16. Floor Achievement A/B 

12-35. Can you see where the unit may have focused on follow-ups more than it did on identifying new
applicants to process?

12-36. Of those who tested this week, 77% of GRD and 82% of SR passed. See Figure 12-17. Even though
there was a drop number of testers over previous weeks, the unit achieved Test and Test Pass goals for the
month.
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Figure 12-17. Pass Achieved A/B 

12-37. As the commander, what is your guidance to your station commanders as you move into Week 4 of
the month? See Figure 12-18. As the station commander, what should be your station’s focus? How would
you brief visitors on the operational update?

Figure 12-18. Week 4 

12-38. Week 4 of the month is now complete, and your company has achieved its assigned mission. Even
though the month has ended, the completed MAP is still useful in determining training indicators and
conducting unit assessments.

12-39. See Figures 12-19 and 12-20. The running analysis can help identify chokepoints; although it does
not give definitive answers to the cause, it helps leaders further analyze deficiencies and training needs. The
troubleshooting guide in this TC can help leaders analyze and understand the situation to determine and
implement courses of action to overcome processing chokepoints.
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Figure 12-19. GA Running Analysis 

Figure 12-20. SA Running Analysis 

12-40. If this were your company, which chokepoint would you address to create an immediate impact on
accomplishing the mission? As the station commander, how would you visualize and describe the situation
to your recruiters? What will you do and direct going forward to eliminate each chokepoint?

12-41. There are a few chokepoints along the entire process from Appointment Made to Contract. Fixing
those that occur early in the process is important. For instance, the leader must address the amount of “no-
show” senior appointments. See Figure 12-21.

Figure 12-21. SA Appointments Conducted 

12-42. However, the one chokepoint that can immediately impact in this scenario is the Test Passed to Floor
(-5% + -17% = -22%), particularly with seniors. See Figure 12-22. Since this unit is experiencing a high
conversion from Floor to Contract, increasing the number of applicants from Test Pass to Floor increases the
number of contracts and have an immediate positive impact on the mission.
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Figure 12-22. Chokepoint at Test Passed to Floor 

12-43. It takes less time and resource to invigorate the commitment of an applicant who has gone through
the process and passed the ASVAB. Reviewing the results of the ASVAB with each applicant who has not
Floored, and reinforcing their reasons for joining the Army, can result in more applicants on the Floor for
your unit.

12-44. Also, even though the company achieved its mission this month, there were significant AM shortfalls
with both grads and seniors. See Figure 12-23. Shortfalls lead to problems in subsequent months. Shortfalls
created when recruiters are not generating leads and adding enough new applicants to the funnel lead to
mission failure. As prospecting shifts to a new MAP in Weeks 3 and 4 (or Weeks 4 and 5), it is extremely
important to avoid processing tunnel vision and fall behind in your unit’s prospecting requirements.

Figure 12-23. Shortfall in Appointments Made 

SUMMARY 
12-45. As recruiting leaders, whether you are the commander, the first sergeant, or the station commander,
it is your responsibility to properly analyze the MAP and develop solutions to fix shortfalls and eliminate
chokepoints. This chapter provided you with an in-depth review of a fictional MAP to help create a better
understanding of how to interpret the data and direct shaping and decisive operations that will achieve or
exceed the bottom line of your MAP.
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Appendix A 

Leads and Prospecting Analysis Report Codes 

CODE DEFINITION 
79RPSH 79R Push 
A2G Active2Guard 
ACE Army Career Explorer 
ADCH Active Duty Chaplain 
ADHQ Advertising USAREC 
ADL Local Advertisement 
ADNG Advertising ARNG 
ADNGOL Advertising ARNG Offline 
ADNL Additional 
ADSW Active Duty Operation Service Reserve Component 
ADVNG Local Advertising 
AG Army Game 
AIRT AMEDD Internet Recruiting Team 
AISP AMEDD InterService Processor 
AITI Super Lead 
ALUMNI Former Unit Member 
AND National Advertisement 
APLREF Applicant Referral 
ARRAP Army Reserve - Recruiter Assistance Program 
ARZCAN Area/Zone Canvas 
ASBAMU ASB-Army Marksmanship Unit 
ASBAV ASB-Adventure Van 
ASBCON ASB-Conventions 
ASBCV ASB-Cinema Van 
ASBGK ASB-Golden Knights 
ASBME ASB-Mobile Exhibit Vehicle 
ASBRO ASB-Rockwall 
ASP AMEDD Sustainment Program 
ATI Arabic Translater/Interpreter 
BDEASS BDE Asset/Event 
BLK Ad Hoc Bulk Leads 
BNASSE BN Asset 
BNTNG BN Tng Event 
CAND Candidate 
CBC Career Builder.com 
CCR Cadet Command Referral 
CD Career Day 
CE COMMUNITY EVENT 
CHRCTR Chaplain Recruiter 
CI Call In 
CLGLST College List 
CNV Conventions 
COI Center Of Influence 
COLOUT College Stopout 
CONF Conference 
CP CLASS PRESENTATION 
CTD Call To Duty
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CY CYBER 
CYA CYBER AMEDD 
CYBER Cyber 
CYC CYBER CHAPLAIN 
CYJ CYBER - SOCIAL MEDIA 
DAN DMDC ARMY WITHOUT MSO 
DAT Dental Aptitude Test 
DAY DMDC ARMY WITH MSO 
DCA Direct Commissioning and Accessioning 
DCN DMDC COAST GUARD WITHOUT MSO 
DCY DMDC COAST GUARD WITH MSO 
DEPREF Future Soldier Referral 
DFN DMDC AIR FORCE WITHOUT MSO 
DFY DMDC AIR FORCE WITH MSO 
DM Direct Mail 
DMDC DMDC 
DMN DMDC MARINE CORPS WITHOUT MSO 
DMY DMDC MARINE CORPS WITH MSO 
DNN DMDC NAVY WITHOUT MSO 
DNY DMDC NAVY WITH MSO 
DTPREF Delayed Training Program Referral 
EA Endorsing Agent 
EMAIL Email 
EMPO EMPLOYMENT OFFICE 
ESAR Every Soldier A Recruiter 
EXPRCNTST Experience Contest 
FB FACEBOOK 
FF Face To Face 
FS FS.COM 
FST Future Soldier Trainer 
FTFC FACE TO FACE-Community 
GCSALE GC Sales 
GE General 
GL GRAD LIST 
GPLUS GOOGLE PLUS 
GRAP Guard Recruiter Assistance Program 
HCV Hospital/Clinic Visits 
HQMRB HQ MRB LISTÿ 
HRAP Hometown Recruiter Assistance Program 
HSLST High School List 
HSSE HIGH SCHOOL SPORTING EVENT 
HV Hospital Visit 
IET IET Referral 
INFOUS Infousa Leads 
INST INSTAGRAM 
IRCTR iRecruiter 
JF JOB FAIR 
JRAP Joint Recruiting Advertisement Program 
JROTC JROTC REFERRAL 
KIK KIK 
LNKDIN LINKED IN 
LOCCAM Local Campaign
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LPL Licensed Professional List 
LRC Lead Refinement Center 
M2G Marine2Green 
M2S March 2 Success 
MAIL Mail 
MAIOUT Mail Out 
MARS Marketing Advertising Research Studies 
MCAT Medical Comprehension Aptitude Test 
MIRS MIRS 
MONSTR Monster.com 
MR Member Referral 
MRT Mrt 
MTS MARCH2SUCCESS 
NGBR NGB Referral 
OAT Optometry Aptitude Test 
OTH Other 
OTHSRC Other Source 
PAL Professional Association List 
PL Professional Listing 
PS Prior Service 
PSN DMDC NO SERVICE WITHOUT MSO 
PSY DMDC NO SERVICE WITH MSO 
PTH Path To Honor 
RADIO Radio AD 
RARAP Active Army - Recruiter Assistant Program 
RCCH Reserve Component Chaplain 
RCTR Recruiter 
REFL Referral 
REQUES REQUEST 
REVENT Recruiting Event 
RG Recruiter Generated 
RGM Recruiter Generated, Mobile 
RIPL Residency/Internship Program List 
RLAP Rapid Lead Assignment Program 
RSPREF RSP Referral 
SASVAB Student Armed Services Vocational Aptitude Battery 
SCHLIS School List 
SEM Seminary 
SFLR Special Recruiter Assistance Program 
SINT State Internet 
SMART SMART 1K Bonus 
SMRTB SMART Referral Bonus 
SMRTWO SMART Without Bonus 
SNAP SNAP Chat 
SRAP Soldier Recruiter Assistance Program 
STPATH Student Path Magazine Ad 
SUNPOD Sunrise Podcast Test (KC) 
SV School Visits 
SVCREF Service Referral 
TAIR Total Army Involvement In Recruiting 
TAPAE TAPDB-AE 
TAPDBR TAPDB-R
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TD Table Day 
TEXT Text 
TGRP Total Guard Recruiting Program 
TVAD TV AD 
TWIT TWITTER 
UMR Unit Member Referral 
UMRLIS Unit Member Referral List 
UNTREF Unit Referral 
USAREF USAREC Referral 
UV Unit Visit 
VEC Virtual Engagement Card 
VIP Very Important Person 
VOTECH Votech List 
WI Walk In 
WWW World Wide Web 
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Glossary 

SECTION I – ACRONYMS AND ABBREVIATIONS 
AAR 
ACA 
ACF 
ACT 

ADOS-RC 
AEMO 
AFQT 

AO 
APT 

ARCA 
ARISS 
ARNG 

ASVAB 
CAR 
CLA 
COA 

CP 
DANTES 

DoD 
eBRC 
ERM 
EMM 
FSTP 

FY 
HRAP 

HRC 
IPR 

JAMRS 
JROTC 

LPA 
MAP 

MEPS 
MET 
MOS 
MSB 
NPS 
OE 

PaYS 
PHI 

PiCAT 

after-action review 
Attempts-Contacts-Appointments made 
Army College Fund 
American College Test 
Active Duty for Operational Support-Reserve Component 
Army Enterprise Marketing Office 
Armed Forces Qualification Test 
area of operations 
AFQT Predictor Test 
Army Recruiting Compensation Advantage 
Army Recruiting Information Support System 
Army National Guard 
Armed Services Vocational Aptitude Battery 
Central Army Registry 
Contact-Lead-Appointment made 
course of action 
community partner 
Defense Activity for Non-Traditional Education Support 
Department of Defense 
electronic business reply card (goarmy.com) 
Electronic Records Management system 
Enterprise Marketing Management system 
Future Soldier Training Program 
fiscal year 
Hometown Recruiter Assistance Program 
U.S. Army Human Resources Command 
in-progress review 
Joint Advertising Marketing Research & Studies program 
Junior Reserve Officers’ Training Corps 
Leads and Prospecting Analysis report 
Mission Accomplishment Plan 
Military Entrance Processing Station 
Military Entrance Test center 
Military Occupational Specialty 
Mission Support Battaltion 
non-prior service 
operating environment 
Partnership for Your Success 
protected health information 
Pending Internet Computerized Adaptive Test 
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PII 
ROC 

ROTC 
RPI 

RRC 
SAT 
SMS 

SORB 
SROTC 

SRP 
TAIR 
TAP 

TC 
TP 

TTP 
USAR 

USAREC 

personally identifiable information 
Recruiting Operations Center 
Reserve Officers’ Training Corps 
recruiting publicity item 
U.S. Army Recruiting and Retention College 
Scholastic Aptitude Test 
short messaging service 
Special Operations Recruiting Battalion 
Senior Reserve Officers’ Training Corps 
School Recruiting Program 
Total Army Involvement in Recruiting 
Transition Assistance Program 
Training Circular 
Techniques Publication 
tactics, techniques, and procedures 
U.S. Army Reserve 
U.S. Army Recruiting Command 

SECTION II – TERMS 
Applicant 

A prospect who has agreed to process for enlistment. 
Area canvassing 

A lead-generating activity conducted in a public area within the station’s area of operations that 
involves the posting of the area and seeking new leads, CPs, and VIPs. 

BI Zone 
Business Intelligence Zone, a G2 Market Intelligence Dashboard 

Blueprinting 
Obtaining specific or personal information about leads. 

Chokepoint 
The transition between each step in the recruiting funnel that offers the possibility for stoppage 
between processing steps. 

Community partner (CP) 
A person capable of directly or indirectly influencing people to seek more information about Army 
enlistment or commissioning opportunities and boosting the Army’s market access and credibility 
through referrals, testimonials, simply undervalued word-of-mouth, and third-party endorsements. 

Conversion Data 
Data that makes up the Mission Accomplishment Plan metrics: the average number of appointments 
made to interviews conducted, applicants tested to number passed, and the number of applicants 
physically examined to those passed to achieve a single enlistment. 

Face-to-face prospecting 
A prospecting activity where a recruiter attempts to make a face-to-face contact with a specific lead 
with the intent to schedule an Army Interview. 

Flash-to-bang 
The time it takes from contact to completion of the recruiting action. 
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Floor 
A term referring to sending an applicant to the MEPS for processing and enlistment. 

Junior Reserve Officers’ Training Corps (JROTC) 
A federal program that provides high school students with military training and education, preparing 
them to become commissioned officers in the United States Armed Forces. 

Lead 
A name with an address, telephone number, email address, or social media account who has not had an 
appointment for an Army Interview. There must be enough actionable information for the recruiter to 
establish interactive contact. 

Mission Accomplishment Plan (MAP) 
A representation of recruiting activity conversion data used to calculate work effort against the 
mission. It is a living document with two main purposes: first, it serves as an early warning system to 
detect chokepoints within the prospecting and processing cycles, and second, it identifies leadership 
and training challenges. 

Operation Plan 
A plan to maximize efforts and achieve success. 

Propensity 
Whether an individual has an interest in joining the military. Merriam-Webster: “An often intense 
natural inclination or preference.” 

Prospecting 
A recruiting function, operation, and critical task whereby a recruiter attempts to contact leads for the 
purpose of generating interest in an Army enlistment or accession. 

Prospecting, Active 
An activity where the purpose of the attempt is to produce an immediate result (a contact). 

Prospecting, Passive 
An activity where an attempt might not produce an immediate result; the recruiter must wait for the 
lead to reply to the attempt. 

Recruiting Publicity Item 
Advertising and informational media such as business cards, post cards, flyers, brochures, or posters 
and branded giveaways such as T-shirts, cups, keychains, and lanyards all serve as recruiting publicity 
items. 

Reflective listening 
A communication strategy involving two key steps: seeking to understand a speaker’s idea and then 
offering the idea back to the speaker to confirm the idea is understood correctly. 

Senior Reserve Officers’ Training Corps (SROTC) 
A federal program that provides college students with military training and education, preparing them 
to become commissioned officers in the United States Armed Forces.  

Stop-out 
The action of not enrolling in the next college semester, without completing a degree. 
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