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RFI A4 

ACOWITS continues to be interested in the propensity of women to serve in the military. The 
Committee requests a literature review in the form of a written response from Insight on studies 

and research associated with the following:  

 Reasons why people join groups; visible evidence of being a part of a group; what attributes are 
commonly associated with success in a group context; the need for visible representation to 
associate oneself with a group; female athletics and sports teams; etc. 

 

 

D 



Insight ▪ Response to RFI A4 2 

Introduction 

ACOWITS’ study of the recruitment of women into the Services, including women’s propensity to 
join the military, has included gathering information from several military sources on the Services’ 

efforts to recruit women. To expand its exploration of this issue, the Committee has requested a review 
of the civilian literature pertaining to the impetus behind group membership, attributes of success in a 
group context, and successful recruitment efforts for women in stereotypically male-dominated 
academic programs and male-dominated professions. This report begins with an overview of the wealth 
of literature available on why people join groups and what contributes to success in a group context, 
followed by an overview of research on the successfulness of recruitment advertising and marketing 
campaigns in general. The report concludes with two tables that list marketing and advertisement 
campaigns that have been used to recruit women into male-dominated groups; Table 1 lists effective 
strategies, while Table 2 lists ineffective strategies. These tables highlight the target population, indicate 
the group into which women were being recruited, and describe the strategies used. 

 

Group Membership 

he drive we feel to join groups, described in a seminal article by Albert Bandura, stems not only from 
the need for “belongingness,” but also from the wide array of other psychological benefits group 

membership provides.1 How we identify ourselves affects our behavior. While some groups to which we 
belong are innate (race, for example), others are self-selected. The social identity approach posits that 
part of our understanding of self is determined by the groups with which we identify and that the 
understanding of self can change over time as we alter our group identification or identify with new 
groups.2 Similarly, a loss of group membership is associated with a reduction in the clarity of our self-
concept and lowered self-esteem.3 While this is true for groups with a clearly defined identity (such as 
the Services), van Veelen, Otten, and Hansen (2012) showed this is not the case for groups with an 
unclear identity.4 For groups whose identity is not clearly defined, such as newly formed or newly 
altered workgroups, the opposite is true—the individuals who compose the group project themselves 
onto the group.5 Identification with a specific group fluctuates over time as well, as we are alternately 
primed and not primed to think about cues such as the values of group.6 For example, following the 
September 11, 2001 terrorist attacks, our identity as Americans was likely heightened; though we had 
identified ourselves as Americans prior to the attacks, our identification with America was heightened as 
our value for freedom was primed. Specific traits of the individual also determine likelihood of 
identifying with groups. Specifically, those with a tendency toward deference to one group are more 
likely to identify with other groups, and individuals high in the personality traits of conscientiousness 
and agreeableness are more likely to identify with groups.7  

Much research has shown the role that symbols and material possessions can play in defining our 
individual identities and in our publicizing various aspects of those identities.8 Symbols serve as tangible 
representations of the more abstract nature of groups and group membership; symbols have the effect 
of “grounding” the group, making it seem more real, as well as unifying the members.9 Because of this, 
groups with symbols (e.g., flags, logos) appear more unified and threatening to outsiders; to those who 
are part of the group, symbols make the group seem more cohesive and more important.10 Ledgerwood, 
Liviatan, and Carnevale (2007) extended this finding to group identity; they showed symbols that 
strongly represent the group can be used to both define the group’s identity and publicize the group, 
particularly among members with strong commitment to the group identity.11 Similarly, when we are 
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striving for identification with a group, we place greater emphasis on material symbols of the group and 
ensure the symbols receive publicity.12  

A. Psychological Benefits of Group Membership 

Many studies have shown the benefits of belonging to groups. Regarding the tangible benefits of joining 
a group, social cognitive theory places specific emphasis on the capacity for collective action, which 
motivates us to work jointly toward a common goal that benefits the whole group.13 In addition, 
research clearly shows several psychological and physical benefits of group membership. Benefits of 
group membership can come from simply being able to identify with a certain group of individuals; this 
identification process provides a source of well-being.14 We generally join groups we believe share our 
same interests or beliefs out of a need to belong, feel trust and security, and feel accepted.15 Having a 
sense of belonging fosters and validates our identity and provides the feeling of being accepted.16 On a 
neurobiological level, group membership is positively related to endorphin levels, which may explain the 
sense of well-being felt by group members when participating in the group context.17  

Group membership provides preventative as well as recovery benefits for individuals. It provides a 
protective factor against developing depression, even among an initially depressed sample.18 Individuals 
suffering from various medical conditions (e.g., stroke and brain injuries) can promote their recovery 
through social group membership.19 20 Over time, self-esteem increases with multiple group 
memberships, which can be explained by our taking pride in group memberships we view as 
important.21 Most importantly, those who belong to many groups have been shown to have better 
psychological well-being, are healthier, and live longer than those who belong to fewer groups.22 23 24 25 

B. Occupational Identity 

One specific type of identity that is of particular benefit to the Committee’s examination of propensity 
to join the Services is occupational identity. Our selection of an occupation places us in a group of others 
who share the same, or similar, profession. In an early article by Becker and Carper (1956), occupational 
identity was seen as the interrelationship among four variables: the occupational title and its associated 
ideology, commitment to the tasks involved in the occupation, commitment to the employing 
organization, and the significance of the occupational position in society at large.26 The interplay among 
the importance we place on each of these factors determines the type of occupation we will seek.27 A 
person who is strongly committed to an organization and a particular task, for example, is likely to 
pursue a very different occupation than a person who places strong importance on how his/her 
occupation is viewed in society and less importance on adherence to a particular organization or task.  

C. Success in Group Contexts 

The performance of teams and workgroups is strongly affected by the social cohesion of the group.28 In 
a study that specifically focused on teams in fire and police departments, group cohesion was found to 
be significantly related to members’ identification with the group.29 Specific to military groups, cohesion 
was shown to be strongly related to group performance and job/military satisfaction; cohesion was also 
related to individual performance, though the effect size was smaller.30  

Researchers have discovered there are various types of cohesion that affect performance. For example, 
individual performance in a group setting is mediated by task cohesion (defined as attraction to the 
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group based on the group’s task), particularly in business settings (as compared to sports settings),31 
while individual performance is not mediated by interpersonal cohesion (defined as the member’s level 
of attraction to the group based on relationships with other group members).32 Similarly, employees 
perform best in groups whose members have similar desires for reaching concrete decisions.33 In 
addition, several personality characteristics present in team members were shown to contribute to 
team performance, including agreeableness and conscientiousness.34 35 
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Effectiveness of Marketing and Advertisement 

hile the need to belong is a strong motivating factor in the desire to obtain group membership, 
and cohesion is an important component in group and individual performance, voluntary 

membership in the Services begins with a desire to join the group. One factor that can influence the 
desire to join the Services is marketing and advertisement efforts.  This section presents an overview of 
how and why marketing and advertising are effective.  

Traditional approaches to marketing and advertising focus on knowledge of the product being 
presented, preference related to favorable attitudes toward the product, and subsequent purchasing 
behavior or related actions.36 Advertising campaign effectiveness is based ultimately on the responses 
individuals have to the advertisement materials. There are many dimensions that can affect this 
response, including the advertisement characteristics, characteristics of the individual viewing the 
advertisement, contextual environment of the advertisement, and source.37 In marketing research, the 
extent to which an advertisement matches a person’s self-concept has been found to affect both 
preference for the brand being advertised and intent to purchase the brand.38 Therefore, the same 
advertisement might have very different effects on different individuals. For example, Khare and Handa 
(2009) found that advertisements targeting youth will be most effective in influencing brand selection 
when they most closely match a youthful individual’s personality and self-image.39 

A. Characteristics of Effective  Marketing Targeting Female Recruitment 

Men and women do not respond the same way to marketing, and marketing campaigns designed for 
men are not as effective at reaching women. Research has examined differences in advertisements 
aimed at men and those aimed at women, including what factors make such ads successful or 
unsuccessful 40 Women differ from men in their attitudes, perceptions, and communication styles—all 
factors that are important in designing effective advertising campaigns.41 In addition, the match 
between the advertisement and the self-concept is important, including gender role; therefore, it is 
expected that advertisements targeting women would appeal to the female gender role by being more 
personal and emphasizing women’s altruistic nature.42 Similarly, marketing tactics that included 
individualization were found to be more effective for women than men among American participants.43 
According to Mollet and Weir (2005), “To effectively portray women, advertisers should consider that 
the gender of the model be congruent with the audience's perception of the product, the role setting of 
the woman should fit the environment and product benefits, more modern portrayals are more 
effective than conventional portrayals, and to depict the woman in a believable manner.”44  

B. Effectiveness of Marketing Targeting Military Recruitment 

Early research on the effectiveness of military advertisements showed that military ads had a significant 
positive effect on short-term enlistment behaviors.45 These effects extended six months after the 
advertisements aired. In contrast, a survey of veterans done in 2013 showed that military ads were the 
least likely to influence their decision to join the Services; more than 80 percent of men and women 
veterans in the survey indicated they were “only a little or not influenced” by military recruitment ads.46 
Similarly, a 2007 study that examined the effectiveness of recruitment commercials for the Navy found 
the commercials “enhanced beliefs toward the Navy,” but did not affect interest in the Navy.47 Likewise, 
another study, which examined the effectiveness of military recruitment advertisements in encouraging 
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college women to join the Services, found that exposure to the advertisements did not significantly 
influence the desire to join the military.48 

Even when the ads were shown to be effective, it was noted that brand-focused advertisements for the 
Army had detrimental effects on other branches of the military, making the advertisements less cost 
efficient than previously thought; the conclusion drawn from this research was that the focus of the 
advertisements should be on global military recruitment rather than branch-specific recruitment.49 50 
This strategy was recommended in 2003 by the Committee on the Youth Population and Military 
Recruitment, under contract with the National Academy of Sciences and the Marine Corps.51  

Advertisement content shown to increase positive attitudes toward and intentions for enlistment in the 
military includes portrayals of enlistment leading to valued consequences or outcomes for individuals.52 
To achieve this effect, however, there seems to be a specific range of saturation for these 
advertisements that will enhance overall effectiveness. Individuals must experience a minimum critical 
level of exposure to the ad before it will begin to increase propensity for enlistment; however, too much 
exposure will begin to decrease propensity for enlistment.53 This is consistent with an inverted U-shaped 
relationship consistently found in previous research on the effect of increased message exposure on 
attitude. A certain degree of exposure to a moderately complex commercial will increase the strength of 
the viewer’s attitude; however, with additional exposure, the strength of the individual’s attitude 
declines.54 Up until the viewer can fully comprehend the message of the ad, it is effective in increasing 
the strength of the attitude toward the product; any exposure past the point of comprehension 
diminishes the attitude because individuals become inattentive to the message.55 
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Choice of Academic Major and Career Field and Strategies 
for Recruiting Women Into  

Male-Dominated Fields 

rior to examining strategies that have proven effective or ineffective in drawing women toward 
male-dominated academic programs and career fields, it is helpful to briefly review the literature on 

why women tend toward stereotypically female-dominated academic programs and career fields.  

A. Women’s Choice of Academic Programs and Career Fields 

Mastekassa and Smeby (2008)56 reviewed the various theories put forward to describe the difference in 
gender distribution across academic majors, which ultimately leads to an uneven gender distribution 
across career fields. This section presents an overview of those theories. It is important to note 
similarities among theories and to recognize that each of these theories have proven accurate in certain 
settings. Thus, it is possible academic field and career field choice are influenced by factors addressed in 
a combination of these theories. 

One of the more widely held theories is that male and female children are raised to hold different 
values, which often steers women toward careers in nurturing fields like education and nursing. A 
second theory proposes that women navigate toward careers that will allow them to more easily 
maintain an adequate work-life balance. A third theory suggests that it is social factors to which men 
and women are exposed throughout their lifetimes that lead them down different career paths. Unlike 
for the first theory, it is not believed that exposure to social factors leads to an internalization of certain 
gender-stereotypical values.57 A fourth theory purports that parental expectations for children’s future 
careers affects the motivation those children have to pursue those academic fields.58 

When surveying a group of college students, researchers found women enrolled in male-dominated 
academic programs were more likely to have chosen that program at an older age than those enrolled in 
female-dominated or gender-balanced academic programs. Despite this, there was no difference in their 
belief that they had selected the right academic field. Women reported having received more family 
encouragement compared with men to choose the program they chose, but receiving familial 
encouragement did not differ among those in male-dominated versus female-dominated or gender-
balanced fields.59 

B. Effective and Ineffective Strategies for Recruiting Women Into 
Male-Dominated Groups 

Table 1 provides information on several effective strategies that have been used to recruit women into 
male-dominated academic programs and male-dominated career fields, while Table 2 provides 
information on ineffective strategies for recruiting women into these groups. The information includes 
the target population, the group into which women were being recruited, an overview of the 
recruitment technique used, the effectiveness of the technique, and the citation for the evidence of 
effectiveness (or ineffectiveness) of the technique. Recruitment for stereotypically male academic 
programs was selected for its similarity to military recruitment in terms of the target population; both 
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primarily recruit recent high school graduate and/or college-age women.  The male-dominant career 
fields were selected for comparison with the Services due to the similar nature of their job tasks. 
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Table 1. Effective Strategies for Recruiting Women to Male-Dominated Fields 

Program/Recruitment Technique 
Target 

Population 
Recruitment 

Goal 
Overview 

Parental/Peer support
60

 
61

 
62

 
63

 
64

 <18 STEM programs 

Women’s decisions to go into mathematics or science courses are based on their 
early interest in science, which is often related to parental support. Science, 
technology, engineering, and mathematics (STEM) students developed a sense of 
identity as scientists during childhood. Science identity development predicted 
STEM persistence. 
Family encouragement for chosen careers provides a positive buffer for women. 
The parent socialization model suggests that expectations parents have of their 
children’s future careers influence children’s motivation to pursue these fields.  
Women are more likely than men are to look to family members and peers for 
assistance in selecting an academic field; men tend to make that choice more 
independently.  

Female role models/Academic 

experts
65

 
66

 
67

 
68

 

High 
school/college 

STEM programs 

Role models were decisive in determining women’s entry into a STEM major. 
Contact with a same-sex STEM expert in academic environments enhanced 
women’s self-concept in STEM, positive attitudes toward STEM, and motivation to 
pursue STEM careers. Exposure to female STEM experts promoted positive implicit 
attitudes on and stronger implicit identification with STEM, greater self-efficacy in 
STEM, and more effort on STEM tests. Benefits of seeing same-sex experts are 
driven by greater subjective identification and connectedness with these 
individuals, which in turn predicts enhanced self-efficacy, domain identification, 
and commitment to pursue STEM careers. Women’s own self-concepts benefit 
from contact with female experts, even though negative stereotypes about their 
gender and STEM remain active. 
Absence of female role models affected how women engineers appraised their 
social identity; lack of supportive female role models heightens the threat of 
women leaving gender-imbalanced work environments. 
Efforts to reduce discrimination, provide positive female role models, and establish 
social support in traditionally male academic settings has a meaningful effect on 
women’s willingness to pursue and persist in these environments. 
In fields where there are more women, there are more female role models, and 
this in turn helps to recruit more women. 

All-girl workshops
69

 High school 
Engineering 
field 

All-girl workshops designed to introduce girls to the engineering field through 
interaction with women engineers and fun, hands-on activities are effective in 
increasing the number of women pursing degrees in engineering. 

Placing advertisements in venues Post-college STEM careers Placing advertisements for STEM jobs in venues that target women increased the 
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Program/Recruitment Technique 
Target 

Population 
Recruitment 

Goal 
Overview 

that target women
70

 
71

 number of women who applied for the positions. The greater the percentage of 
female applicants, the more likely a woman would be hired for the position; 
though only 15 percent of the applicants were women, more than one-third of the 
positions resulted in job offers to women.  
These advertisements created specifically for women should be circulated where 
women will most likely see them. 

Help develop women in the field
72

 Career women 
Computing 
industry 

To encourage women to stay in the computing industry, employers can provide 
equal opportunities for employees to demonstrate technical abilities, examine task 
assignments for patterns that subtly disadvantage women, promote sponsorship 
for junior women, and ensure that performance evaluations are results-based to 
avoid unconscious biases. 

Promote a sense of fairness and 
safety in the working 

environment
73

 

College/ 
Post-college 

Computing 
industry 

Working in environments where one perceives fair treatment can promote 
women’s experience of belonging and engagement in similar environments in the 
future. 
Efforts to reduce discrimination, provide positive female role models, and establish 
social support in traditionally male academic settings has a meaningful effect on 
women’s willingness to pursue and persist in these environments. 

Availability of strong social 

networks
74

 
Not specified 

Male-
dominated 
professions 

Supportive social networks are important elements to success in an identity 
threatening environment. Strong perceptions of the availability of social support 
provided a buffer to the experience of social identity threat. 

Appealing to women’s 

endorsement of communal goals
75

 
Not specified STEM fields 

Women generally endorse and highly value communal goals, which are 
consequently negatively related to interest in STEM, because STEM fields are 
perceived as impeding communal goals. The authors propose that organizational 
recruitment efforts should focus on both promoting STEM fields to women by 
highlighting the ways in which they include communal goal pursuits as well as 
offering and rewarding communal pursuits. 

Higher recruiting budgets
76

 18+ Police  
Higher recruiting budgets bring in more female and minority applications and also 
produce more women hires. 
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Program/Recruitment Technique 
Target 

Population 
Recruitment 

Goal 
Overview 

Emphasize altruistic/helping aspect 

of the work
77

 
78

 
79

 
80

 
18+ Police/military 

Tailoring a recruitment strategy that highlights the helping component draws 
female applicants, but not at the exclusion of male applicants.  
Regardless of race and gender, individuals entered policing because of the helping 
aspect of the work, or for practical reasons (benefits and security). Departments 
should emphasize the altruistic, helping aspect of police work. 
In advertisements targeted towards women and when interacting with female 
prospects, emphasize benefits that have been proven especially important to 
women. 
Women tend to be more attracted to those ads that show them as personal, 
cooperative, and altruistic. Since the evidence is unclear as to how to portray 
women, the best solution seems to be to show them as realistically as possible. 
This portrayal will also most accurately depict an Army career. 
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Table 2. Ineffective Strategies for Recruiting Women to Male-Dominated Fields 

Program/recruitment technique 
Target 

Population 
Recruitment Goal Overview 

Interventions targeting 
girls’/women’s self-efficacy/self-

concept
81

 
82

 
83

 

<18 STEM fields 

Interventions targeting girls’ self-efficacy in science have succeeded in 
increasing self-efficacy but have not improved interest in a science career. 
Math self-concept is considered an important predictor of the pursuit of 
STEM fields; however, its salience in predicting major choice has fluctuated 
over time. For women, the salience of math self-concept has grown in the 
prediction of selecting majors in math/statistics, but has weakened over 
time in explaining women’s decision to major in the remaining four STEM 
fields. 

Presence of women in the field
84

 
85

 
High school/ 
Post-college 

Engineering programs 

Having a higher percentage of women faculty did not affect the 
percentage of women applicants. 
Women engineers’ sense of belonging at and interest in attending a 
professional conference were not influenced by the number of women 
portrayed at the conference. 

Diversity in search committees
86

 Post-college STEM fields 
Diverse search committees did not have a significant effect on the 
percentage of women who applied for the positions. 

Advertising content stressing high-
level responsibility to 

women/minorities
87

 
88

 
89

 

18+ Police 

Advertising content stressed helping tasks, uniforms, and high-level 
responsibility to women and minorities. 
Advertising an overly positive and exciting image of policing could be 
counterproductive by increasing later disenchantment. 



Insight ▪ Response to RFI A4 13 

References 

                                                           
1
 Bandura, A. (1977). Self-efficacy: Toward a unifying theory of behavioral change. Psychological Review, 84, 191–

215.  

2
 Greenaway, K. H., Haslam, S.A., Branscombe, N. R., Cruwys, T., Ysseldyk, R., & Heldreth, C. (2015). From ‘we’ to 

‘me’: Group identification enhances perceived personal control with consequences for health and well-being. 
Journal of Personality and Social Psychology, 109(1), 53–74. 

3
 Slotter, E. B., Winger, L., & Soto, N. (2015). Lost without each other: The influence of group identity loss on the 

self-concept. Group Dynamics: Theory, Research, and Practice, 19(1), 15–30. 

4
 Van Veelen, R., Otten, S., & Hansen, N. (2012). Social identification when an in-group identity is unclear: The role 

of self-anchoring and self-stereotyping. British Journal of Social Psychology, 52, 543–562. 

5 
Ibid. 

6
 Sagiv, L., Roccas, S., & Hazan, O. (2012). Identification with groups: The role of personality and context. Journal of 

Personality, 80(2), 346–374. 

7 
Ibid. 

8
 Wicklund, R. A., & Gollwitzer, P. M. (1981). Symbolic self-completion, attempted influence, and self-depreciation. 

Basic and Applied Social Psychology, 2, 89–114. 

9 
Callahan, S. P., & Ledgerwood, A. (2013). The symbolic importance of group property: Implications for intergroup 

conflict and terrorism. In T. Walters, R. Monaghan, & J. M. Ramirez (Eds.), Radicalization, terrorism, and 
conflict (pp. 232–267). Newcastle, England: Cambridge Scholars Publishing.  

10 
Ibid. 

11
 Ledgerwood, A., Liviatan, I., & Carnevale, P. J. (2007). Group identity completion and the symbolic value of 

property. Psychological Science, 18, 873–878. 

12
 Ledgerwood, A., & Liviatan, I. (2010). The price of a shared vision: Group identity goals and the social creation of 

value. Social Cognition, 28, 401–421. 

13
 McAlister, A. L., Perry, C. L., & Parcel, G. S. (2008). How individuals, environments, and health behaviors interact: 

Social cognitive theory. In K. Glanz, B. K. Rimer, & K. Viswanath (Eds.), Health behavior and health education: 
Theory, research, and practice (4th ed.) (pp. 169–188). San Francisco, CA: Jossey-Bass Publishing. 

14
 Akerlof, G .A., & Kranton, R. E. (2000). Economics and identity. Quarterly Journal of Economics, 115(3), 715–753. 

15
 Eisen, M. M. (2013). Why people join groups and committees. Officer Review Magazine, 52(6), 22. 

16
 Ahnallen, J. M., Suyemoto, K. L., & Carter, A. S. (2006). Relationship between physical appearance, sense of 

belonging and exclusion, and racial/ethnic self-identification among multiracial Japanese European Americans. 
Cultural Diversity and Ethnic Minority Psychology, 12(4), 673–686. 

17
 Dunbar, R. (2006). We believe. New Scientist, 2536(4), 30–33. 

18
 Cruwys, T., Dingle, G. A., Haslam, C. Haslam, A., Jetten, J., & Morton, T. A. (2013). Social group memberships 

protect against future depression, alleviate depression symptoms and prevent depression relapse. Social Science 
and Medicine, 98, 179–86. 

19
 Haslam, C., Holme, A., Haslam, S. A., Iyer, A., Jetten, J., & Williams, W. H. (2008). Maintaining group 

memberships: Social identity continuity predicts well-being after stroke. Neuropsychological Rehabilitation, 18(5–
6), 671–691. 

http://www.uky.edu/~eushe2/Bandura/Bandura1977PR.pdf


Insight ▪ Response to RFI A4 14 

                                                                                                                                                                                           
20

 Jones, J. M., Williams, W. H., Jetten, J., Haslam, S. A., Harris, A., & Gleibs, I. H. (2012). The role of psychological 
symptoms and social group memberships in the development of post-traumatic stress after traumatic injury. 
British Journal of Health Psychology, 798–811. 

21
 Jetten, J., Branscombe, N.R., Haslam, A., Haslam, C., Cruwys, T., Jones, … Zhange, A. (2015). Having a lot of a 

good thing: Multiple important group memberships as a source of self-esteem. Plos One, 10(5). 

22
 Berkman, L. F. (1995). The role of social relations in health promotion. Psychosomatic Medicine,57(3), 245–254. 

23
 Boden-Albala, B., Litwak, E., Elkind, M. S. V., Rundek, T., & Sacco, R. L. (2005). Social isolation and outcomes post-

stroke. Neurology, 64, 1888–1892. 

24
 Helliwell, J. F. (2003). How's life?: Combining individual and national variables to explain subjective well-being. 

Economic Modelling, 20, 331–360. 

25
 Putnam. R. (2000). Bowling alone: The collapse and revival of American community. New York: Simon & Schuster. 

26
 Becker, H. S., & Carper, J. (1956). The elements of identification with an occupation. American Sociological 

Review, 21(3), 341–348. 

27 
Ibid. 

28
 Castano, N., Watts, T., & Tekleab, A. G. (2013). A reexamination of the cohesion-performance relationship meta-

analyses: A comprehensive approach. Group Dynamics: Theory, Research, and Practice, 17(4), 207–31. 

29
 López, C. G., Alonso, F. M., Morales, M. M., & León, J. A. M. (2015). Authentic leadership, group cohesion and 

group identification in security and emergency teams. Psicothema, 27(1), 59–64. 

30
 Oliver, L. W., Harman, J., Hoover, E., Hayes, S. M., & Pandhi, N. A. (1999). A quantitative integration of the 

military cohesion literature. Military Psychology, 11(1), 57–83. 

31
 Castano, N., Watts, T., & Tekleab, A. G. (2013). A reexamination of the cohesion-performance relationship meta-

analyses: A comprehensive approach. Group Dynamics: Theory, Research, and Practice. 17(4), 207–231. 

32
 Zaccaro, S. J. (1991). Nonequivalent associations between forms of cohesiveness and group-related outcomes: 

Evidence for multidimensiality. The Journal of Social Psychology, 131(3), 387–399. 

33
 Pierro, A., Sheveland, A., Livi, S., & Kruglanski, A. W. (2015). Person-group fit on the need for cognitive closure as 

a predictor of job performance, and the mediating role of group identification. Group Dynamics: Theory, Research, 
and Practice. 19(2), 77–90. 

34
 Bell, S. T. (2007). Deep-level composition variables as predictors of team performance: A meta-analysis. Journal 

of Applied Psychology, 92(3), 595–615. 

35
 Peeters, M. A. G., Van Tuijl, H. F. J. M., Rutte, C. G., & Reymen, I. M. M. J. (2006). Personality and team 

performance: A meta-analysis. European Journal of Psychology, 20(5), 377–396. 

36
 Lavidge, R. J., & Steiner, G. A. (1961). A model for predictive measurements of advertising effectiveness. The 

Journal of Marketing, 59–62. 

37
 De Pelsmacker, R., Geuens, M., & Anckaert, P. (2002). Media context and advertising effectiveness: The role of 

context appreciation and context/ad similarity. Journal of Advertising, 49–61. 

38
 Hong, J. W., & Zinkhan, G. M. (1995). Self-concept and advertising effectiveness: The influence of congruency, 

conspicuousness, and response mode. Psychology & Marketing, 12(1), 53–77. 

39
 Khare, A., & Handa, M. (2009). Role of individual self-concept and brand personality congruence in determining 

brand choice. Innovative Marketing, 5(4), 63–71. 

40
 Barletta, M. (2003). Marketing to women: How to understand, reach, and increase your share of the world’s 

largest market segment. Chicago, IL: Dearborn Trade Publishing. 



Insight ▪ Response to RFI A4 15 

                                                                                                                                                                                           
41 

Ibid. 

42 
Mollet, M., & Weir, T. (2005, August). Military recruiting advertising: The effectiveness of advertising in 

persuading women to consider the military as a career option. Paper presented at the Association for Education in 
Journalism and Mass Communication meeting: Austin, TX.  

43
 Gordon, M. E., McKeage, K., & Fox, M. A. (1998). Relationship marketing effectiveness: The role of involvement. 

Psychology and Marketing, 15(5), 443–458. 

44 
Mollet, M., & Weir, T. (2005, August). Military recruiting advertising: The effectiveness of advertising in 

persuading women to consider the military as a career option. Paper presented at the Association for Education in 
Journalism and Mass Communication meeting: Austin, TX.  

45
 Dertouzos, J. N. (1989). The effects of military advertising: Evidence from the advertising mix test. Santa Monica, 

CA: RAND Corporation. 

46
 Vogelsang, C. (2013). Propensity for military enlistment: A descriptive study of motivations (unpublished master’s 

thesis). Smith College, Northhampton, MA. 

47
 Reichert, T., Kim, J., & Fosu, I. (2007). Assessing the efficacy of armed-forces recruitment advertising: A 

reasoned-action approach. Journal of Promotion Management, 13(3–4), 399–412. 

48 
Mollet, M., & Weir, T. (2005, August). Military recruiting advertising: The effectiveness of advertising in 

persuading women to consider the military as a career option. Paper presented at the Association for Education in 
Journalism and Mass Communication meeting: Austin, TX.  

49
 Bass, F. M., Krishnamoorthy, A., Prasad, A., & Sethi, S. P. (2005). Generic and brand advertising strategies in a 

dynamic duopoly. Marketing Science, 24(4), 556–568. 

50
 Brockett, P. L., Cooper, W. W., Kumbhakar, S. C., Kwinn, Jr., M. J., & McCarthy, M. J. (2004). Alternative statistical 

regression studies of the effects of joint and service specific advertising on military recruitment. The Journal of the 
Operational Research Society, 55(10), 1039–1048.   

51 
National Research Council, Committee on the Youth Population and Military Recruitment. (2003). Attitudes, 

aptitudes, and aspirations of American youth: Implications for military recruitment. Washington, DC: The National 
Academies Press. 

52
 Sackett, P. R., & Mayor, A. S. (Eds.) (2004). Evaluating military advertising and recruiting: Theory and 

methodology. Washington, DC: The National Academies Press. 

53
 Dertouzos, J. N., & Garber, S. (2003). Is military advertising effective? An estimation methodology and 

applications to recruiting in the 1980s and 1990s (p. 7). Santa Monica, CA: RAND Corporation. 

54
 Berger, I. E., & Mitchell, A. A. (1989). The effect of advertising on attitude accessibility, attitude confidence, and 

the attitude-behavior relationship. Journal of Consumer Research, 16(3), 269–279. 

55 
Ibid. 

56
 Mastekaasa, A., & Smeby, J. (2008). Educational choice and persistence in male-and female-dominated fields. 

Higher Education, 55, 189–202. 

57
 Ibid. 

58
 Richman, L.S., vanDellen, M., & Wood, W. (2011). How women cope: Being a numerical minority in a male-

dominated profession. Journal of Social Issues, 67(3), 492–509. 

59
 Mastekaasa, A., & Smeby, J. (2008). Educational choice and persistence in male- and female-dominated fields. 

Higher Education, 55, 189–202. 

60
 Buschor, B. B., Berweger, S., Frei, A. K., & Kappler, C. (2013). Majoring in STEM—What accounts for women's 

career decision making? A mixed methods study. Journal of Educational Research, 107(3), 167–176. 



Insight ▪ Response to RFI A4 16 

                                                                                                                                                                                           
61

 Espinosa, L. L. (2011). Pipelines and pathways: Women of color in undergraduate STEM major and the college 
experiences that contribute to persistence. Harvard Educational Review, 81(2), 209–240. 

62
 Richman, L. S., vanDellen, M., & Wood, W. (2011). How women cope: Being a numerical minority in a male-

dominated profession. Journal of Social Issues, 67(3), 492–509. 

63
 David, M. E., Ball, S. J., Davies, J., & Reay, D. (2003). Gender issues in parental involvement in student choices of 

higher education. Gender and Education, 15(1), 21–37. 

64
 Reay, D. (1998). ‘‘Always knowing’’ and ‘‘never being sure’’: Familial and institutional habitus in higher education 

choice. Journal of Education Policy, 13, 519–529. 

65
 Buschor, B. B., Berweger, S., Frei, A. K., & Kappler, C. (2013). Majoring in STEM—What accounts for women's 

career decision making? A mixed methods study. Journal of Educational Research, 107(3), 167–176. 

66
 Stout, J. G., Dasgupta, N., Hunsinger, M., & McManus, M. A. (2011). STEMing the tide: Using ingroup experts to 

inoculate women’s self-concept in science, technology, engineering, and mathematics (STEM). Journal of 
Personality and Social Psychology, 100(2), 255–270. 

67
 Richman, L. S., vanDellen, M., & Wood, W. (2011). How women cope: Being a numerical minority in a male-

dominated profession. Journal of Social Issues, 67(3), 492–509. 

68
 Wallace, J. E. (2014). Gender and supportive co-worker relations in the medical profession. Gender, Work and 

Organization, 21(1), 1–17. 

69
 Sinkele, C. N., & Mupinga, D. M. (2011). The effectiveness of engineering workshops in attracting females into 

engineering fields: A review of the literature. A Journal of Educational Strategies, 84(1), 37–42. 

70
 Glass, C., & Minnotte, K. L. (2010). Recruiting and hiring women in STEM fields. Journal of Diversity in Higher 

Education, 3(4), 218–229. 

71
 Kuncik, A. (2009). Recruiting women for the army. In B. Bartlett, L. Gui, S. Gulland, J. Grehan, A. Kuncik, S. 

Medoff, C. Prifti, S. Schiff, & G.S. Cano, Revitalizing military recruitment without restoring the draft (pp. 51–77). 
Retrieved from 
http://wws.princeton.edu/sites/default/files/content/docs/news/WWS402GFinalTaskForceReport.pdf 

72
 Richman, L. S., vanDellen, M., & Wood, W. (2011). How women cope: Being a numerical minority in a male-

dominated profession. Journal of Social Issues, 67(3), 492–509. 

73
 Ibid. 

74
 Ibid. 

75
 Diekman, A. B., Weisgram, E. S., & Belanger, A. L. (2015). New routes to recruiting and retaining women in STEM: 

Policy implications of a communal goal congruity perspective. Social Issues and Policy Review, 9(1), 52–88. 

76
 William, J. T., Fridell, L., Faggiani, D., & Kubu, B. (2009). Attracting females and racial/ethnic minorities to law 

enforcement. Journal of Criminal Justice, 37, 333–341. 

77
 Brown, M. (2008, August). Gender, military recruiting and the Iraq war (p. 9). Paper presented at the annual 

meeting of the APSA 2008 Annual Meeting, Hynes Convention Center, Boston, MA.   

78
 Kuncik, A. (2009). Recruiting women for the army. In B. Bartlett, , L. Gui, S. Gulland, J. Grehan, A.Kuncik, S. 

Medoff, C. Prifti, S. Schiff, & G.S. Cano, Revitalizing military recruitment without restoring the draft (pp. 51–77). 
Retrieved from 
http://wws.princeton.edu/sites/default/files/content/docs/news/WWS402GFinalTaskForceReport.pdf 

79
 Mollet, M. (2006). Recruitment advertising: Its effectiveness in persuading women to consider a military career. 

Media Report to Women, 34, 17. 



Insight ▪ Response to RFI A4 17 

                                                                                                                                                                                           
80

 Raganella, A. J., & White, M.D. (2004). Race, gender, and motivation for becoming a police officer: Implications 
for building a representative police department. Journal of Criminal Justice, 32, 501–513. 

81
 Reid, P. T., & Roberts, S. K. (2006). Gaining options: A mathematics program for potentially talented at-risk 

adolescent girls. Merrill-Palmer Quarterly, 52(2), 288–304. 

82
 Diekman, A. B., Weisgram, E. S., & Belanger, A. L. (2015). New routes to recruiting and retaining women in STEM: 

Policy implications of a communal goal congruity perspective. Social Issues and Policy Review, 9(1), 52–88. 

83
 Sax, L. J., Kanny, M. A., Riggers-Piehl, T. A., Whang, H., & Paulson, L. N. (2014). “But I’m not good at math”: The 

changing salience of mathematical self-concept in shaping women’s and men’s STEM aspirations. Research in 
Higher Education. Advance online publication. doi: 10.1007/s11162-015-9375-x 

84
 Dubow, W. (2014). Attracting and retaining women in computing. Computer, 27(10), 90–93.  

85
 Glass, C., & Minnotte, K. L. (2010). Recruiting and hiring women in STEM fields. Journal of Diversity in Higher 

Education, 3(4), 218–229. 

86
 Ibid. 

87
 National Center for Women and Policing. (n.d.). Recruiting and retaining women: A self-assessment guide for law 

enforcement. Washington, DC: Author. 
88

 Roberg, R., Crank, J., & Kuykendall, J. (1999). Police and society (2nd ed.). Los Angeles, CA: Roxbury. 

89
 Swope, C. (1999, November). The short blue line. Governing, 13 (2), 32–34.  


