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Mediated Messages in the Army 
 

 Since 1973, The United States Army has relied heavily upon marketing and 

advertising to reach their recruitment goals. After transitioning from a conscripted to all-

volunteer force, the Army’s regime in marketing and advertising became increasingly 

strengthened throughout the years, attempting to sell not only the national but personal 

benefits of enlisting. Previous to the 1970’s the Army’s ads typically depicted a strong-

jawed white man accompanied by a powerful imperative statement, afterwards, their 

marketing transitioned into an all-encompassing representation of a diverse American 

public working together in a variety of fields. Although the Army’s representation of the 

American people has become profoundly more diverse after becoming an all-volunteer 

force, the contexts in which racial majorities, minorities, and women are placed reveal the 

presence of stereotyping within their campaigns. 

 The white male has held the predominant majority percentage in enlisted 

personnel and officers throughout history. After the abolition of segregated units in 1954, 

the presence of African American soldiers slowly crept upward until a dramatic spike 

through the years 1973 and 1981. This time period encompassed the shift seen in the 

inclusion of minorities in the Army’s advertising, which could be seen as a contributing 

factor towards the rise in their enlistment. Yet, while the percentage of African American 

enlisted personnel almost doubled, the percentage of African American officers 

progressed from only around 4% to 7%. Though the Army’s advertisements were 

becoming all inclusive, the dominant figures and initial focus of many of their ads 

remained, until recently, white males (Figures 1&2). The dominance of white males in 
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the compositions is reflective of their steady reign of leadership positions within the 

Army. Yes the “Citizen Soldier” ad is a great example of that. 

 In regard to the inclusion of African Americans in the Army’s more modern-day 

advertising many of the ads serve a clean straightforward approach towards their 

representation (Figure 3), yet there are some patterns in the context of where models are 

assigned that yield an unfair inequality. Frequently used incentives throughout the history 

of the Army’s campaign to attract recruits are the promise of scholastic financial aid and 

provision of a job. In the past, a demographic such as high school graduates would be 

targeted for career assistance, and mechanics targeted as people who are in need of 

financial aid for further schooling (Figures 4&5). On the Army’s current website, each 

photograph illustrating anything in regard to scholastic aid or assistance finding a career 

has almost exclusively African American models, and no whites whatsoever (Figures 

3&4). This lack of diversity in representation insinuates that the target audience for 

unemployed or lower class citizens is almost exclusively African American. Interesting. 

 A final use of a mediated message in the Army’s advertising is through the 

representation of women. The ads produced by the Army during WWII in the days of the 

draft were exclusively promoting women to enlist as nurses due to the restrictions applied 

to female recruits at the time (Figure 8). After the army became an all-volunteer force, 

women seemed to be vastly underrepresented in ads until the late 1980’s. The Women’s 

Army Corps was disestablished in 1978, which opened a new era of co-ed training and 

integration of women within the force without separation. This cued the Army’s 

marketing to finally become inclusive of women in their ads, because they previously had 

not been seen as an audience to pursue. The increase in the number of women enlisting in 
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the Army was reflective of their growing presence in advertising, which shows that 

underrepresentation can be as powerful as misrepresentation. Excellent point, although 

there may have been complex reasons why women were not entering the military before 

the 80s. 

 The Army’s representation of the American people became more diverse as it 

transitioned from a conscripted to all-volunteer force in 1973. Although the Army’s 

advertisements demographics’ seem to be ever expansive, majorities, minorities, and 

women are placed (or not placed at all) within certain contexts that mediate messages. 

The dominance of white males in many of the advertisement’s compositions reflects their 

vast majority in assuming leadership positions within the Army. A lack of diversity in 

models representing the target audience of unemployed or lower class citizens places a 

stereotype upon African Americans. While also an underrepresentation of women as a 

presence in Army ads abated female enlistment until proper representation was 

implicated. These messages reinforce and create stereotypes concerning the roles 

different demographics play not only as soldiers, but members of society. 

Well done, Michael! 

You have obviously put research to good use, but the reader needs citations, not just 

links, to your sources. 
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