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June Top EA Recruiters June Top Flight Chiefs

SSgt Michael Kovach 311 800%  TSgt Ronald Orr 313/F 233%
TSgt Ronald Uplinger 318 600%  MSgt Daniel Dostart ~ 343/E  231%
MSgt Nash Howell 336 500% TSgt William Bialcak 368/C 210%
SSgt Brenton Harke 362 500% TSgt David Desmarais 339/F 200%
SSgt James Lucas 313 500% SMSgt Clay Stark 314/A  200%
TSgt Warren Richey 332 500% MSgt Angel Guiterrez 364/ 192%
SrA Jeffrey Storman 333 400% MSgt Perry Anderson  332/D  177%
SSgt Scott Schaffer 362 400% MSgt David Bullard 313/B 175%
SSgt James Consejero 367 400%  MSgt Michael Kromoff 332/G  171%
SSgt James Amrozowicz 313 400%  MSgt Brad Buening ~ 368/H 167%
June Top OA Producers

Physician Nurse Dental 0TS

367 RCS 133% 348 RCS 130% 333 RCS 250% 349 RCS 188%
331 RCS 100% 331 RCS 112% 314 RCS 100% 344 RCS 180%
337 RCS 100% 333 RCS 100% 331 RCS 100% 339 RCS 155%
344 RCS 80% 345 RCS 100% 337 RCS 100% 332 RCS 144%
332 RCS 75% 337 RCS 100% 338 RCS 100% 368 RCS 137%
339 RCS 75% 311 RCS 80% 342 RCS 100% 333 RCS 133%
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Staff Sgt. Pat
Conner, 319th
| Recruiting
Squadron
enlisted
accessions
recruiter,
reviews
paperwork
with a poten-
tial applicant.

Staff Sgt. Pat Connor

Job: Enlisted Accessions recruiter, 319" Recruiting Squadron, Manches-
ter, N.H.

Hometown: Nashville, Tenn.

Time in the Air Force: Six years, six months

Time in AFRS: Three years

Hobbies: Playing football and fishing

What is your personal motto? Always give 110 percent at everything you
do.

What inspires you to do what you do? My wife Stacy and children Tony
and Anastasia.

What are your personal and career goals? To earn a silver recruiting
badge and complete my bachelor’s degree in education.

What is the best advice you have ever received? Never give up!
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This month’s issue includes information
on marketing tools that were introduced
in fiscal 2003, along with tools that
have been in place but aren’'t as well
known. Air Force Recruiting Service
provides a variety of marketing tools
for recruiters to use.

Graphic illustration by Tech. Sgt.

Ted Northrup



COMMENTARY

Marketing vital to recruiting success

By Chief Master Sgt. Jeffrey Martin
Air ForceRecruiting Service

OK, sowe' vegot NASCAR, CrossInto The
Bluetrucks, RAPTORS, mini-jets, Ricky recruiter
and ahost of other highly visible*toys’ for recruiters
to play with. Problemis, with morethan 1,500
recruiterson the street, these*toys’ may never visit
every recruiter’ssmall piece of America. Sowhat do
recruitersneed to market themsal vesin hometown,
USA?

Theingtructorsat the schoolhousetold methat
oneof my primary jobswasto “ make mysalf known
tothepublicin Gastonia, N.C.” Asl arrivedinthe
fidd, | wastrained by my first flight chief to* market”
mysdf.

Basicdly, therearetwo places
recruitersmust “makegood” on
thistask: their schoolsandthe
generd public. Let'stacklethe
schoolsfir.

School plan

Back intheday, an average
recruiter sported adesk drawer
with 25 or more schoolsthat had
to be covered. With therecruiter
plusup, that number isnow a
more manageable 5-10 public schools. Recruiters
need to seizetheinitiativein these schoolsand make
themselvesknown. Start by taking anAir Force
coffeemug, filling it with candy and givingittothe
school counselors, secretariesand anyoneelseinthe
school that hasaccessto students. Here'san
important lessonto learn early: Everyonedseis
alwaysasking for something. Recruiterscan become
the one peopleremember to call, if they arethe
personthat gives, rather thantakesall thetime.

A solid school plan requiresrecruitersto have
something scheduled every month of theyear —
even July and August. That might mean sending a
card to thoseimportant points of contact inall the
school sthanking them for support — evenif they
didn’t give much— becausethey arethefolks
recruiterswant on their side next school year. Use

Marketing oneself
is a lot like flossing
— recruiters don’t

have to do it all,
just market where
they want to be
successful.

that out-of-pocket money to buy doughnutsand
coffeefor the school point of contactsonceor twice
ayear, or host acenter of influence dinner at one of
their teacher workdays, both of these effortswill pay
hugeyear-long dividends.

Zoneplan

Oncerecruitersbecomeknownintheir schools,
they need to focuson therest of the zone' s popul a-
tion. First, recruitersneed to get plugged into what's
happening. Subscribing to thelocal newspaper isthe
best way to keep abreast of what’sgoingonina
recruiter’ szone. When something comesup, recruit-
ersshouldinitiate contact and offer servicesasa
guest speaker, judge, assistant director, etc. One of
thefirst stopswhen arriving intown should beto the
local chamber of commerce. It
adways"hasthestick” onevents
inand around thezone. Once
invited, call the squadron market-
ing shop and reservethe RAP-
TOR and/or mini jet.

Next, pay avisit to thelocal
media tdlevisonand cable
outlets, radio stationsand news-
papers. Don't forget to take
specia promotiona itemsand
maybe even somefood. Radio
discjockeysoftengive“onar mentions’ when
peopl e bring thingsto the studio. For newspapers,
check to seeif they’ Il run hometown newsreleases
about peoplejoining theAir Force or mayberuna
freeadif they have space.

After thesethingsare done, set about doing those
grassrootsthings— posting your zone. Keep track of
whereyou leaveflyers, businesscards, literature
racksand take-one boxes, because the business
owner will not be happy to have an empty product
intheir business. Bethepersoninyour squadron
who awayshasto ask for more* stuff” to post.

| oncesaw asigninanAir Forcedentist’soffice
that read, “ You don't havetoflossall your teeth, just
theonesyou want to keep.” Marketing oneself isa
lot likeflossng— recruitersdon’'t havetodoitall,
just market where they want to be successful.
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By Staff Sgt. Marti Ribeiro
Air For ceRecr uiting Service

Fiscal 2003 brought bigger
and better thingsfor theAir Force
Recruiting Servicemarketing
divison, and oneof thosein-
cluded the Crossintothe Blue
Tour.

Thetour wasdesigned to
replacetheAir Force Experience,
and with morethan 4,000 |eads
fromthetour sinceit became
operationd last November, it has
more than provenitssuccess,
according to Tech. Sgt. Marvin
Daugherty, HeadquartersAFRS,
specia eventsNCO.

TheCITB Tour hasseven
separate components. Thefirstis
themovietheatre, which playsa
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threeand one-haf minutemovie
about theAir Force.

“Thetheatre can hold up to 30
patrons, soit helpsservealarge
audience,” Sergeant Daugherty
sad.

The second component isthe
ar-to-air refueling game, where
vigtorstakeontheroll of boom
operator and test their skills
refueling an F/A-22 Raptor.

Thethird, and themost liked
component according to Sergeant
Daugherty, istheextremeequilib-
rium experience. It'salarge
Spinning mechanismthat gives
vigitorsthe* spatia disorientation”
fighter pilotsencounter when
traveling faster than the speed of
sound.

The specia operationsjumper
isthefourth component. Visitors

ﬂTthlnih

Visitors to the Cross Into the Blue Tour can ride the extreme equalibrium where they can experience the “spatial
disorientation” Air Force pilots encounter when traveling faster than the speed of sound.

are strapped into aparachute
harnesswhilethefloor dropsout
below them. Using virtua redlity
goggles, thevisitorstry toland on
aground target.

“It givesvigtorsthefeding that
they’reredly parachuting and
tryingtoland,” hesaid.

The other componentsof the
CITB Tour includethe satdllite
systemdisplay and afull-scale F-
16 Fighting Falcon gtatic display.

“TheF-16 usualy getsalot of
interest, especialy if there’'snot an
arrport nearby,” Sergeant
Daugherty said. “ Peoplewonder
how theaircraft got there.”

Thelast componentsarethe
interactivekiosks. Six computer
kiosksarebuiltinto the side of the
moviethegtretrailer.

“Thekiosksfesturetrivia



guestions designed to educate
visitorsabout today’sAir Force.
Prizesareusudly given out for
answering questionscorrectly,”
Sergeant Daugherty said.

All of these componentsfit
negtly into threetractor trailers
that travel around the country.

Inthe morethan 40,000 miles
thetour haslogged since Novem-
ber, their travelshaveincluded
largeeventslikeNASCAR and
statefairs, however they dso
frequent smdler venueslikehigh
schools.

But, whatever thevenue,
recruitershaveit pretty easy when
working the CITB Tour, accord-
ing to Sergeant Daugherty. Six
contractorsand threedrivers
travel with thetour for setup and
tear downof dl of thedisplays
andinteractiveevents. TheCITB
Tour contractor a so hiresany-
wherefromfour to nine people
fromlocal talent agenciesto
gather leadsand hand out infor-
mation at events.

“It'sideal for recruiters,” said
Staff Sgt. David Amparan, 330"
Recruiting Squadron, marketing
NCO. “Thecontractorshandle
thelead gathering and running the
events, therecruiter just basicaly
showsup and answersquestions
fromthecrowd.”

So how doestheaverage
Street recruiter get their handson
this? Theanswer isto contact the
sguadron marketing NCO.
Requests should beforwarded to
the squadron marketing NCO at
least 90 to 120 daysbeforean
event.

Therequest isthen forwarded
through the group and to Sergeant

Daugherty at headquarters.

By law, the CITB Tour can
only travel 500 milesaday. This
isthemain limitation accordingto
Sergeant Daugherty. Thetour
can’'t beat eventin New York on
Saturday and then planto beat
aneventinCdiforniaon Thurs-
day, hesaid.

“To get the best use of the
tour, recruitersshould talk to each
other within their squadronsand
groupsto get asmany events
scheduled aspossiblewnhilethe
trallersareinonearea,” Sergeant
Daugherty explained.

But, oncethe CITB touris
scheduled tovisit arecruiter’s
area, they need to makefull use
of thetour, according to Sergeant
Daugherty.

“Recruitersshould get with
local mediabeforethetour vidits
their areato maximize exposure,”
hesaid. Inthenear future,
recruiterswill be ableto hand out
press packetsto givethemedia
information about thetour, and a
Web siteisbeing devel oped to

Courtesy photo

the displays and interactive events.

FEATURE

provideall the CITB Tour infor-
mation and dates. TheWeb siteis
scheduled to beonlinethisfall.

“We offer something different,
and themediarecognizesthat,” he
said. “Not only arewealargeand
impressivetour, butit’sfreeto
rideour interactivedisplays.”

Hewentontoexplain, thatit's
alsoagreat event for recruitersto
giveinterviewsand let the public
know what theAir Forceisal
about.

“Thetour isan awesome
marketing tool,” Sergeant
Amparansaid. “It takescenter
stagewherever it goes.”

The CITB Tour futurelooks
bright, according to Sergeant
Daugherty. Wearelookinginto
thepossihility of asecond tour
and possible new configurations
of that tour designed for smaller
venuessuch ashigh schools.

“Theonly complaintswe ve
receivedisthat it can’t cover
every venuethat'sout there,” he
said. “But we' reworking on
solvingthat.”

Ll £ -
The Cross Into the Blue Tour requires a 125-square-foot area to set up all of
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PSAS

By Tech. Sgt. Gary Quesenberry

Air ForceRecruiting Service

The Air Force spends
more than $70 million each
year advertising the ben-
efits of crossing into the

blue.
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It soundslikealot of money.

Infact, 70 million one-dollar
billswill stretchfromMiami to
Sesattleand back. But when it
comesto purchasing radio,
televisonand print adswithal the
associated costs, $70 million
doesn’'t go asfar asit sounds.
Withthisinmind, themarketing
divison at HeadquartersAir
Force Recruiting Serviceuses
another way to get theword out
... public serviceannouncements.

TheAFRS creativebranch’s
broadcasting department pro-
ducesmorethan 2,000 radio
PSAsand 500television PSAsa
year. These custom messages
makeitontheair for free. Atrue
public service announcement
carriesamessage of redeeming
socid valuelike' stay inschool’,
according to Tech. Sgt. Ted
Northrup, HeadquartersAFRS,
broadcasting producer. Recruit-

» free marketing
" stretches ad budget

ing Servicerelaysthose messages
withthelocal recruitersnameand
number at theend.

“Anadvertisement will havea
cdl toaction,” said iImmy
Spacek, broadcasting department
chief. “Our PSAshaveagenera
message, like stay in school or the
valueof an education. Wegive
that message asignature of sorts
by adding therecruiter’ sname
and number.”

All recruitersarerequiredto
make mediavisits, according to
Mr. Spacek. PSAshelpthe
recruitersmakethereturntrip
withaproduct inhand. It culti-
vatesaredationshipwiththeradio
or television station. Accordingto
Mr. Spacek, recruitersneed to
keep in mind the stationsthat play
thespotsand commercialsare
ultimately driven by thedoallar.
They haveto pay for their talent
and staff. Morning show disc
jockeysat asuccessful radio
station in atop-ten market make
morethan $135,000 ayear. The
morning show discjockey in
lower-end markets makes
$38,000 ayear. Whichtationis
morelikely to play anAir Force
messagefor free? Thesame
comparison holdstruefor televi-
sionaswell, said Mr. Spacek.

“ReguestingaPSA isasmple



Photo by Master Sgt. Dave Richards
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Tech. Sgt. Gary Quesenberry, right, Headquarters Air Force Recruiting Service broadcasting department, creates
Public Service Announcements for recruiters to hand out to radio stations for free air time.

process,” Mr. Spacek explained.
First, get acommitment from
the stationto play the PSA. For
radio, ask them what tag linethey
want onthe PSA ... something
like“Mix 106", or “Your al-time
favorites, Q102.” Find out what
typeof musicthestation plays
andthenfill out anAir Education
and Training Command Form 72.
For television, find out what
format of tapeisrequired and put

itontheform. Fax theformto
AFRS/RSMC at (210) 652-
4892. Or usetheelectronic
versonof theformand e-mail it
torspsa@rs.af.mil.

For recruiterswho don’t have
the€dectronic version, follow the
forminthemarketing continuity
book and put it into thetext of an
e-mail. Just makesurethe
recruiter’ sname, address, phone
number and the station particulars

areincluded. If thereissomething
difficult to pronounce, spell it out
phonetically. Oncebroadcasting
receivestherequest, it should
only taketwo weeksto process.
For moreinformation, call (210)
652-3937.

It never hurtsto ask astation if
they play PSAs. They arejust
onemore set of toolsto put in
your marketing toolbox. And
best of dl, they arefree.

Recruiter 7
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Airman 1st Class Carlos
Tovar is one of the missile
and space systems
members featured in teacher
planners distributed with the
Technology Education Shop

Safety Program.

Shop Safety Program targets

high-tegh, maintenence career

By Saff Sgt. John Asselin
Air For ceRecr uiting Service

TheAir Forceisstegpedin
high-technol ogy and maintenance
career fields, and many new
recruits are needed each year to
fill thesejobs. Onemarketing
programisdesigned to helpfind

potentia gpplicantswiththe
aptitudeand interestinthose
fidds

TheTechnology Educeation
Shop Safety Program assiststhe
Air Forceingaining accessto
classroomsacrossthe country,
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whilehel ping teachersconvey
critical safety practicestotheir
students.

“The 30,000 technology
education classroomstheAir
Forcereacheswith the program
containmorethansix million
studentswith the aptitudefor
hands-on learning and aninterest
intechnology,” said Master Sgt.
Juan Demiranda, Air Force
Recruiting Serviceenlisted
programsaccount executive. “ The
program providesexclusive
opportunitiestotheAir Forcethat
other military recruiting services

do not have.”

Alongwithin-classroom
advertisngthelargesafety
postersprovide, the Technology
Education program provides
recruitersalist of participating
teachers. Theprogram prioritizes
thislist by generating aninvitation
into the classroom from teachers
who want moreinformation about
theAir Forcefor their students.

It a so produces additional
safety materialsfor recruitersto
deliver to theseteachers, Ser-
geant Demirandasaid.

“CombinedwithaWeb site



divided up for technology educa-
tion teachersand students, a
teachers guidethat delivers
important classroom safety
informationaongwithanAir
Forceinfluencer ad, the Technol -
ogy Education program offers
both passive and active marketing
and advertising opportunities,” he
sad.

“Most technology education
teachersarevery receptivetothe
Air Force, asmany havemilitary
experience, and they al want the
best for their students,” he said.
“Theseteachersal so know that

many of their sudentswill need
further training, experienceand
education after high school to
start asuccessful career. They
know theAir Force can help
many of their students.”

After StudentAware, the
contractor responsiblefor the
program, ddliversthe safety
postersat the beginning of the
school year, aTechnology Educa
tion Teachers 12-Month Planning
Guideisddivered to participating
teachersby recruiters, according
to Sergeant Demiranda.

“ThePlanning Guide, Out-
standing Student Award Certifi-
cates, and other valid classroom
vigtationeventsfoundintheHigh
School Advertisng, Marketing,
and Promotion Program Recruiter
Reference Guide, help establish
familiarity intheclassroom,
develop arapport withthe
teacher and eventually gain qudity
accessto students,” hesaid. “ Talk
about training and experiencesin
theAir Forceare subjectsthat
most technology education
teacherswant their studentsto
hear — the Technology Education
programgivesrecruitersthe
opportunity totell their story.”

StudentAware' s Technology
Education program wasdevel -
oped to meet the needs of theAir
Force during the 1984-85 school
year.

For amost 19 years, Technol-
ogy Education hasbeenrefined,
modified and adjusted to continue
meeting the needsof Air Force
recruiting— onanexclusve
basis, with theAir Forceasthe
solemilitary advertiserinthe
program, according to Sergeant
Demiranda.

FEATURE

“CrossingintotheBlueinthe
21<t century isanexcursoninto
theworld of technology — having
the aptitudeto learn thetechnolo-
giesthat theAir Forceneedsisa
constant requirement, havinga
recruiting edgein thisimportant
marketisvital,” hesaid.

Oneof thefeaturesof the
Technology Education Teachers
12-Month Planning Guideisthe
May calendar editorial feature
that aways profilesthe Technol-
ogy Education Teacher of the
Year, he added.

“TheTeacher of theYear is
selected from afield of 250
Outstanding Teacher Award
reci pientswho are nominated by
their students,” Sergeant
Demirandasaid.

“Thetop 25 Outstanding
Teachersarefurther recom-
mended by their principal for the
Teacher of theYear award. The
caliber of teachers selected for
thisprestigiousaward continues
toastound us, hesaid. Fromthe
Coldwater, Miss., winner severa
yearsago, who received hisfirst
pair of new shoeswhen hejoined
theAir Forceinthe*50s, tothe
Warren, Mich., winner thisyear
whothinksthat all of hisstudents
should congder joining theAir
Force— thisprogramtruly
identifiesremarkableteachersand
helpsrecruiters establish awork-
ing relationshipwiththem.

Andit’ snot just theseteach-
ers, there are more than 30,000
teachersparticipatinginthe
Technology Education safety
programthat wouldn't have safety
posters, handoutsand other
materiasif it weren't for Air
Forcerecruiters.”
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Increasing traffic flow

By Tech. Sgt. Cheri Dragos-Pritchard
348" Recr uiting Squadron

If you want to succeed in marketing theAir Force

at specid events, you' vegot to ensuretraffic flow
according to the 342nd Recruiting Squadron mar-
keting team.

“Getting peopleto cometo the booth or location,
(increasingtraffic flow), isthekey to the success of
each event arecruiting squadron participatesin,”
said Tech. Sgt. Keith Houin, 342™ Recruiting
Squadron public affairsNCO.

Specid eventscanplay alargeroleinany
sguadron’srecruiting efforts, but the success of the

event depends onthetraffic flow, hesaid. Fromjob

fairstoair shows, the specia event givesrecruiting
personne the opportunity to increase community

awareness, talk with community influencersand meet

prospective applicantsall at once.

“ Asanyonethat hasdone an event cantell you,”
Sergeant Houin said, “you can never redly tell how
successful an event will beuntil itisover and done
with.”

Therearedifferent waysto increasetraffic flow
and overall event success. However, each event
must be eval uated on anindividual basisto deter-
minewhat will be most effectiveway to get the
crowd sattention for that particular event. Again,
getting peopleto theboothisakey factor toits
SUCCESS.

“Locationisawaysimportant,” said the sergeant.
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yto event success

“A ampletableinthehighest traffic areacan often
bejust as successful ashaving the Crossintothe
BlueTour at thefar end of afairground. You haveto
work eacheventindividualy.”

Some of the questions Sergeant Houin asksare:
Do wewant to be near other military recruiting
booths? Can we get aspot near the event entrance
area? Wherewill we get the most traffic flow?Who
will webe competing with for attention?

“These are questionsto be considered prior to the
event, and oncethey are answered you can pursue
that hot booth location,” hesaid.

Thecheckligtsavailableat www.afrecruiting.com
can help marketing teamsand recruitersplan each
event, but Sergeant Houin suggestsusing these
checklistsasaguidelineonly.

“We haveto beflexiblewith each event,” Sergeant
Houin stated. “What worked | ast week for one
event may not work for thisweek’sevent, and what
worked for last year’ shiggest success, may not
work thisyear. Flexibility and researching the event
arenecessities.”

The 342nd RCSrecently put their flexibility and
research to thetest during aregional wrestling
tournament in Bismark, N.D. After discoveringthe
event had no room for the RAPTOR or abooth, the
marketing team researched away to get the atten-
tion of prospective applicants.

Master Sgt. Mike Garten, 342nd RCSflight chief,
coordinated with HeadquartersAFRSto havethe
Air Forcewrestling team appear at the event.
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Recruiters like these, can use the RAPTOR or other marketing tools to attract potential applicants at special
events.

According to Sergeant Garten, it wasoneof the applicantsto Sit up competitionsto get the crowd
most successful eventsthesquadron hasever done,  interested intheir booth.

proving that research can pay off. “Being successful at aspecia eventisnot just
According to Sergeant Setting up the booth,” said Capt.
Houin, at timesnoamount of Kerry McPartlin, Headquarters
research or planning can make “Being successful AFRSadvertisng branch chief.
the event successful —*it'sat at a special event is “Recruitershaveto beexcited
thosetimesyou havetorely : : and energetic, whether they use
on cregtivity. not just setting up lights, music, triviaquestionsor
“Despitetheeffortsof the a booth. specia promotional items,
recruiter or themarketing Recruiters have to recruitersneed to attract their
officeyou can’t dwaysget the be excited and audience.”
primelocation,” Sergeant energetic ...” “Sometimesit’snot what you
Houinsad. “Youfind people have, but how interesting and fun
at every booth at the event - Capt. Kerry McPartlin you makeitlook,” Sergeant
with one exception— yours. Houinsaid.
That’ swhen you need to get “Young peoplelikefunand
creative and bring the crowd toyou.” interesting booths. Why not giveit tothem. They’'l|
Sergeant Houin said recruitershis squadron has remember your booth if you can do that, andinthe
“created” triviacontestsor started handing out end that might bethe onething that getsthemto
footballsto the crowd, even challenging potential CrossintotheBlue.”
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New AFRS Web site
provides customized ads

By Saff Sgt. Marti Ribeiro
Air ForceRecruiting Service

AirForceads.comisthelatest
marketing tool to help recruiters
tallor advertisngto meet their
local recruiting and community
needs.

“ThisWeb sitehelpsusdesign
adsthat fit our needs specificaly,”
said Tech. Sgt. Jim Lapp, 311"
Recruiting Squadron public affairs
NCO.

Air Force Recruiting Service
purchases newspaper advertise-
mentson anational and squadron
level, according to Capt. Kerry
McPartlin, HeadquartersAFRS
advertisngbranch chief.

“Thismeanssometimesa
recruiter’slocal hometown paper
will not containany Air Force
advertisements,” shesaid. That's
whereAirForceads.com comes
intoplay.

Thenew Web siteallows
sguadron marketing NCOsto
design advertisementsfor loca
newspapersand other print
media. Theadscan becreatedin
avariety of szeswithawide
rangeof content, graphicsand
specific career fields.

Adscan be created for recruit-
ing enlisted accessions, nurses,
physicians, engineersor other
groupsdeemed critical by theAir
Force.

“I’veused these adsfor both
paid andfreeadvertisngin
newspapers, employment guides,
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high school or local community
career fair brochuresandinhigh
school sportsprograms,” Ser-
geant Lapp said.

Pre-written ad text and graph-
icscan bemadeinto any format
the newspaper needsand sent via
e-mail to the publisher, Captain
McPartlinexplained.

“Soif arecruiter feelstheir
market isn't being totally covered
they cantak totheir squadron
marketing NCO and havethem
designanadfor their specific
needinacertainarea,” shesaid.

Another benefit to the Web
steaccordingtothecaptain, is
that information and graphicsare
constantly updated.

“We updatethetext for the
adsas soon as something
changes,” shesaid. “ Thisensures
that our marketing NCOsare
producing adswith the most-up-
to-dateinformation.”

But, it wasn't alwaysthiseasy.

“Our ad agency usedto create
compact diskswith advertise-
mentsonthem,” Captain
McPartlinsaid, “ but by thetime
wegot them out to thefield the
information wasout dated and the
adsizesdidn’t fit every newspa

TheWeb sitewas created to
easethe process of creating
advertisementsfor newspapers.
Marketing NCOs can createa
specific ad for acertain newspa-
per and email it to the publisherin
the correct format without ever
havingtoleavetheir desk.
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Radio news

Air ForceRadio Newsisa
weekday, five-minute program
providing instant accesstotimely
and topica newsandinformation
for and about the Air Force
community. Itisavailabletoll-free
at 1-877-AFRADIO and onAir
ForceLink at www.af.mil/news/
radio.

NCO retraining

Morethan 450 airmen have
takenthelr careersinto their own
handsby volunteering to change
career fieldsunder theinitial
phase of theAir Force'sfiscal
2003 Noncommissioned Officer
Retraining Program—leaving
morethan 900 who may be
involuntarily moved to shortage
career Kills.

Theretraining programis
designed to help balancethe
enlisted force by moving NCOsin
specidtieswith surplusesto those
with shortages. InApril, theAir
Forcesaidit needed about 1,400
airmento changecareers.

Vulnerability listingsby grade
andAir Force specialty codeare
updated onlineweekly ontheAir
Fore Personnel Center’sWeb site
at https://ww.afpc.randol ph.

a mil/enlskillgRetraining/
retraining.htm.

Uniform production

Fabric shortageshave delayed
production of select Air Force
optiond uniforms.

TheseitemsincludeAir Force
polyester/wool blend shirtsand
blouses, polyester dacksand
skirts, messdressuniformsand
officer servicecodts.

The shortages are expected to
continuethroughthefal.

New uniforms

Air Forceofficiasareconsd-
eringanAir Force-digtinctive
uniformto replacethe current
battle dressuniform.

A fitand wear test of the
uniformispending. Thetest will
determinethe best way tore-
spond toAir Force needsfor the
21t century utility uniform. Wear
testsusudly last between six
monthsand oneyear but can be
extended based upon the com-
plexity of theuniform. Atthe
conclusion of thewear test, Air
Forceleaderswill review the
feedback and input fromtesters
and adecisionwill bemadeto
implement al, someor none of
thetest uniform.

TAKE NOTE

RESPECT.

IT'S JUST PART
OF WHAT
YOU'LL EARN
FOR A LIVING.

Working for the U5, A Force has
ifs rewiards. Respect, lor
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a good salary, great

Benedits, a gqualily bfgsiyle and tha
chance ta do something important
vl vour Lile &L moall b adis up
to guite a benefits package. Ta find

ouf rmore, call 1-B00-£23-USAF
or visit alrforce. com
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Photo by Joe Juarez

Members of the 369th Recruiting Squadron Senior Master Sgt. David
Gottshall, Capt. Colleen Johnson and Maj. Yolandea Wood observe a
joint-service enlistment ceremony held July 1 at a baseball field adja-
cent to the Los Angeles Military Entrance Processing Station. The cer-
emony commemorated the 30" anniversary of the All Volunteer Force.
Army Maj. Gen. Jeff Gidley, 40th Infantry Division commander, presided
over the ceremony.
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AROUND AF

l{lSl‘ management can improve safety

14 Recruiter

By 2nd Lt. AdrianneTraxinger
Air ForcePrint News

Duringthefirst half of the 101
Critical Daysof Summer over, 14
armenwerekilledinprivate
motor vehicleaccidents. Eight of
thosekilledwereinvolvedin
motorcyclemishaps, including one
over the Fourth of July weekend.

Air Forceleadersare empha-
Sizing operationd risk manage-
ment to keep airmen safe.

“Therésriskinvolvedin
everythingwedo,” said Chief
Master Sgt. Clifford Tebbe,
ground safety superintendent at
theAir Force Safety Center at
Kirtland Air ForceBase, N.M.
“Thegood newsisrisk isman-
ageable”

Operational risk management
isatool to help peoplethink
through therisksassociated with
an activity, on or off duty. It
involvesdeterminingtherisks
associated with an action or
activity, weighingthemagainst the
benefitsand controlling therisks,
accordingto safety officias. A
foundationa principleof ORM is
“accept no unnecessary risk.”

“Weusualy get awvay with
taking risks so we become
oblivioustoitspresence,” Chief
Tebbesaid. “ Ontheextremeend
of our risk tolerance continuum,
we becomeflippant about it.”

Oneareawhere peopletake
risksevery day isonthe highway.

“If there'saplacewherewe

need to exerciserisk manage-
ment, it' sontheroad,” Chief
Tebbesaid.

Private motor vehicleacci-
dents continueto bethe major
threat toairmen, according to
sofety officids.

Since October, 33 airmen
havedied from preventable motor
vehicleaccidents.

Peoplecan start minimizing
accidentsby identifying hazards
associated with an activity,
evauating the severity of possible
adverseeffectsandidentifying
waysto reducethe hazard.
Assessingthesituation leadsto
making decisionsbased onthe
informationat hand, implementing
therisk controlsand reviewingthe
effectivenessof the process,
accordingtoofficias.

A fundamental part of risk
managementisbeing vigilant
regarding fellow airmen’ssafety,
accordingto officials. Peopleare
theAir Force’'smost valuable
asset, and deathsdo not just
affect family and friends, but the
wholemisson.

“Thelossesweexperienceare
far-reaching,” Chief Tebbesaid.
“Wedon'tjust loseaperson, we
loseafriend, afamily member
and their experience.”

Totry and prevent further
losses, risk management hasbeen
incorporated into thecurriculum
at airman leadership school and
noncommissi oned of ficersacad-
emies.



PROMOTIONS

July Promotions

Major Justin Ewing 318 RCS

James Ware 319 RCS

Shirron Richardson 311 RCS Danny Avery 332 RCS

William Barth 332 RCS

Captain Paul Kaiser Jr. 332 RCS

Derek Fromenthal 336 RCS

Tom Sawyer 345 RCS Melanie Harper 336 RCS

Karl Smathers 339 RCS

Senior Master Sergeant James Bennette 341 RCS

Steven Nelson 341 RCS

John Gereaux HQ AFRS Felicia Thomas 341 RCS

Paul Pettit 339 RCS Richard Cuddeford Jr. 343 RCS

Sandon Miller 344 RCS

Master Sergeant Chad Flann 347 RCS

Darren Barry 348 RCS

Paul Gallagher 311 RCS Eric Swant 349 RCS

Jennifer Page 314 RCS Marsha Bryan 362 RCS

Isaac Resurreccion 317 RCS Cara Conrad 362 RCS

Jacqueline Foster 339 RCS Tadashi Hewston 362 RCS

Chad Maronge 344 RCS Marco Soto 362 RCS

Ronald Kellar 361 RCS Richard Fullen 364 RCS

Leonard Ratajczyk 361 RCS Jerry Harms Jr. 369 RCS

Charles Bell 367 RCG Jason Beaudoin 372 RCG

David Caraballo 368 RCS

Merlene Edwards 369 RCS Staff Sergeant

Technical Sergeant Sonia Williams HQ AFRS

Chiquita Green 317 RCS

Jeremy Harris HQ AFRS Richard Clements Jr. 339 RCS

Michael Kovach 311 RCS Josefita Ojeda 344 RCS

Sean Crum 313 RCS Shavon Doyle 349 RCS

Todd Mickel 314 RCS Jason McAlister 367 RCS
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