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LEARNING
OBJECTIVES

+ Examine personal, Extension/University, and military
cultures.

* Describe the military organizational structure, rank,
branches of service, core values and demographics.

+ |dentify characteristics of military transitions from active
duty, deployment and reintegration to civilian life.

+ Identify best practices and resources in working with
military service members, veterans, and families.

« Create an action plan to offer programming to military
families.
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CULTURE

+ Did you identify words like:

* Race

* Heritage

* Values

* Beliefs

* Traditions
« Differences

* Customs
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WHAT IS
CULTURE?

« Customary beliefs, social forms and/or material traits;
shared attitudes, values, goals and practices.

« Even within a culture, there are broad groups, beliefs, etc.

« Culture includes, but is not limited to:
o language
o Values
o Spiritual practices
o Foods

o Family customs
o Political views

o Societal responsibilities

Behaviors Sound

Taste Traditions

Attitudes

Core values

Assumptions

Priorities

Perceptions

Beliefs
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AS THE POPULATION WE
SERVE GROWS MORE
DIVERSE, WE MUST BE
PREPARED TO WORK WITH
A CHANGING AUDIENCE.

WHY IS

UNDERSTANDING
CULTURE

IMPORTANT?

* Ithelps us plan to be more inclusive, so all participants feel like
they belong.

+ Understanding helps us to question our own assumptions as we
plan programs that are relevant for various audiences.
« Attitude is key
 Helps overcome assumptions.
« Helps identify with our clients and see them for who they are.

 Helps us be better educators while not being judgmental.
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HOW DID YOU
FEEL?

« Thinkabout the last time you felt...
« Outof place
* Notincluded
* Notheard
* Notvalued
« Not respected

« Who and what made you feel that way?

« Were you alone in this feeling or did others feel it?

« What could have been done differently?

« Whatlessons can you take away?

D@ Values and attitudes?

YOUR
PERSONAL @ Courtesies and customs?

CULTURE

@ How are you perceived, both good and bad?
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COMMUNITY-BASED EDUCATION
AS A CULTURE

= O, O

VALUES AND COURTESIES AND HOW IS EXTENSION PERCEIVED,
ATTITUDES? CUSTOMS? BOTH GOOD AND BAD?

MILITARY AS A CULTURE

\

Values and Courtesies and How is the military perceived,
attitudes? customs? both good and bad?

12
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TIPS FOR
COMMUNITY-BASED
EDUCATORS

+ Ways to be inclusive, so all participants feel they belong.

« Design education and activities to be relevant for the intended
audience.

* Recognize differences within cultures.
« Attitude is key:
 Helps overcome stereotypes.

« Helps identify with our clients and see them for who they are.
 Helps us be better educators while not being judgmental.

13

MILITARY BRANCHES,

CHARACTERISTICS,
& PERSONNEL
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.

Whatis the oldest service branch in the
military?

 What color is most often associated with
military families?

.

True/False: The military is predominately
male.

.

Which branch of service has the fewest
female service members?

.

TRIVI

What are the top 4 states with the highest
military population?

.

Which branch of service has the highest
percentage of active-duty service members?

.

Whatis the youngest service branch in the

MILITARY iy

An Admiral is part of which service branch?

.

.

True/False: The U.S. Air Force is the largest
Air Force in the world.

MILITARY DEPARTMENT
& SERVICE BRANCHES

United States Department of Defense

I
[ 1

Department of the Army Department of the Navy Depa;tirrnl:l.;né:f the
L US Army US Navy US Air Force
US Marine Corps US Space Force
US Coast Guard*
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UNITED
STATES ARMY

* The largest and oldest service in the
U.S. military.

* Includes Active Duty and Army
Reserve.

* Aperson who serves in the Army is
a "Soldier.”

2020 DEMOGRAPHICS PROFILE

ARMY ACTIVE DUTY MEMBERS

More than 481,000 Army members comprise
36.1 percent of the Active Duty force.

Enlisted and Officer

80.6% 19.4%

Enlsted Offcers

Gender

84.5%

Male Army members

Race/Ethnicity
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15.5%

Female Ammy members

16.6%

of Army members are
Hisparic or Latino
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UNITED
STATES NAVY

* On, above, and below the water,
the Navy is America's forward-
deployed force.

* Includes Active Duty, Navy
Reserve, and Fleet Reserve.

* Aperson who serves in the Navy is
a "Sailor."

020 DEMOGRAPHICS PROFILE

NAVY ACTIVE DUTY MEMBERS

More than 341,000 Navy members comprise
25,6 percent of the Active Duty force.

Enlisted and Officer
S 83.7% g 16.3%

27.6 Lot 34,9 i
20 st o Offcers

Education

286,337 Enisied 55,659 i
o ] o
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Gender

79.6%

Male Navy members

Race/Ethnicity

37.6%

of Navy members are in

‘Souroe: 2020 Demographics Profie of th Mitary Commurity Departmer

20.4%

Female Navy members

16.4%

of Navy members are
Hispanic o Latino

18



11/1/22

UNITED STATES
MARINE CORPS

+ Maintains amphibious and ground
units for contingency and combat
operations.

* Includes Active Duty, Marine Corps
Reserve, and Fleet Marine Corps
Reserve.

* Aperson who serves in the Marine
Corps is a "Marine."

020 DEMOGRAPHICS PROFILE

MARINE CORPS ACTIVE DUTY MEMBERS

More than 180,000

136 percent of the Active Duty force.
91.1% 8.9%
o Cops F e
Enlisted and Officer il
-
& 88.1% )+ 11.9%
» Race/Ethnicity
24.1 3335 20.2% 23.5%
Education e sl ot o setigarcalaio
150508 Enisod 21,45 Ofcers
&3 Bt e Geographic Location
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Marine Corps members comprise Gender

o
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AIR FORCE AIR FORCE ACTIVE DUTY MEMBERS
More than 329,000 Air Force members comprise Gender
24.7 percent of the Active Duty force.
* Fly, fight, and win...airpower anytime Exliind s Officer
y hgnt P y ! }/ 80.5% E 19.5%
anywhere. s -
27.8 34.1 i
* Includes Active Duty, Air Force Reserve, Bl
and Air National Guard. =
ok [l sceesveme o
« A person who serves in the Air Force is an SO e
"Airman.” e
|
20
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UNITED STATES
SPACE FORCE

» Protects US and allied interests in space
and provides space capabilities to the
joint force.

* Includes Active Duty.

* Aperson who services in the Space Force
isa "Guardian."

SEMPER SUPRA

“ALWAYS ABOVE"”

UNITED STATES

SPACE FORCE

21
N A T I o N A L R 2020 DEMOGRAPHICS PROFILE B T et
) SELECTED RESERVE MEMBERS | i cncheae it oo,
GUARD &
78.9% 21.1%
RE S ERVE ‘ ’R [| e
b h f th ili h Enlisted and Officer “““’E"'"‘;“"y o
* Most branches of the military have a Reserve 9{ 83.1% 2.16'9% ?l?ﬁ’ ’ 1'3”]
component. YR 393 Aot s 4
Education i "
* National Guard is typically controlled by the state. st i
+ Aperson who serves in the Reserves is a - \ F e
“Reservist.” - ‘b ,,,,,
N
+ Aperson who serves in the National Guard is a - S —
"Guard Member."
22
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COMMON TERMS & ACRONYMS

* Armed Forces « Continental United States (CONUS)

* Deployment - DD214

* Installation + Military Occupational Specialty (MOS)
* Officer * Non-Commissioned Officer (NCO)

* Retiree * Outside Continental United States

« Service Member (OCONUS)

* Veteran

RANK & ORDER

« Enlisted and non-enlisted
* Leadership and authority

* Roles and responsibilities

24
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UNIFORMITY
& COHESION
* Collective mentality

* Punishment and reward

» No man left behind

TIPS FOR
COMMUNITY-
BASED EDUCATORS

* Respect and value the culture of the military and its
service members.

+ Understand the service branches and their personnel.

» Utilize rank and order to help make military connected
individuals feel more comfortable with the process.

+ Emphasize a group dynamic for the success of the effort.

26
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CONVERSATION
STARTERS

+ Are/Were you in the military? Which branch of service?

+ Why did you join the military? Why did you choose that
branch?

+ Are/Were you an officer or enlisted? What is/was your
rank?

+ What is/was your job or military occupation?

+ May | call you by your first name? OR How would you
prefer to be addressed?

27

T
ADDITIONAL =
RESOURCES

» Rank and Insignia
« Military Acronyms and Terminology

« Department of Defense

28
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https://www.defense.gov/Resources/Insignia/
https://www.jcs.mil/Portals/36/Documents/Doctrine/pubs/dictionary.pdf
http://www.defense.gov/
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MILITARY FAMILIES ARE
"FAMILIES FIRST"

« True/False: Half of all active

duty service members are
married.

* Which service branch has the
highest number of married

I I Y | couples?
V K * Which service branch has the
b number of spouses

employed?

 Which service branch has the
highest number of adult

M I L I TA RY dependents over fifty?
« True/False: Most milit
FAMILY powssaremen

15
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CHARACTERISTICS
OF MILITARY
FAMILIES

Military families are families first.

« Families serve, too.

Share similar characteristics as civilian
counterparts.

* May be subject to assumptions and
stereotypes.

2020 DEMOGRAPHICS PROFILE

ACTIVE DUTY FAMILIES

Family Status (n = 1,333,822)

1%, 3%

e, wih chidren

Active Duty Spouses (n = 597,736)

@) 49.9% ...

o 9.3% e ﬁ 90.7% &

31.9 5 (8 49,0% o

Active Duty Adult Dependents (n =7,619)

5 65.1% [} 73.9%

13.6%
a0 han,
e

There are 1,569,841 Active Duty family members. 38.1% of
Active Duty family members are spouses,
dents.

29.5%

Active Duty Children (n = 964,485)
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1902y W 40%

28.9%

61.4%are children,

4.4% 4.4%
Didminy marage,  ush iy marigs,
o o

it 359% ..

ofadult dependents ae associated with

it
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MOVING &

Challenges
* Isolation and alienation

* Potential impacts on employment,
finances, education, etc.

« Use of community-based services

MOBILITY

Opportunities
« Diversity of experiences

* Support for academic achievement
* Quality childcare

* Employment resources

33
SEPARATION & REUNIFICATION
Challenges Opportunities
* Shock to the family dynamic * Individual growth and know-how
* Potential impacts on employment, * Quality of relationships
finances, etc. + Social support and community resources
* Emotional distress « Pride in the mission
34
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INJURY, DISABILITY, & DEATH

Challenges
* War or conflict

« Strain on family

* Loss

Opportunities
« Advances in medicine and treatment

« Strong relationship bonds

+ Community awareness and support

35
RESOURCES FOR MILITARY
FAMILY RESILIENCE
Installation-Based Supports Community-Based Supports
* Chaplains * Activity and community resources centers
+ Family Readiness Centers/Groups » Cooperative Extension
« Military Family Life Counselors * Mental health providers
« School liaison offices + Schools
* Support groups * Veteran commission

36
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TIPS FOR
COMMUNITY-
BASED EDUCATORS

* Recognize our own biases and beliefs.

* Acknowledge military families may be hesitant to reach
out.

« Understand shared concerns, issues, and needs of civilian
and military families.

* Promote university efforts as building resilient people,
families, and communities.

37

COMMON TERMS & ACRONYMS

+ Commissary * Family Readiness Groups (FRG)

* Basic Allowance for Housing (BAH) * Military Treatment Facility (MTF)

* Exceptional Family Member Program « Permanent Change of Station (PCS)
(EFMP) * Post Exchange (PX)

* Family Advocacy Program (FAP) « School Liaison Office (SLO)

* Family Readiness Center (FRC) « Temporary Duty Station (TDY)

38

19



11/1/22

ADDITIONAL
RESOURCES FOR
FAMILIES WHO ARE
IN THE MILITARY

« Strengthening the Military Family Readiness System for a Changing
American Society

« Military Children and Families

» OneOp
 TRICARE

+ Military OneSource

39

PUTTING KNOWLEDGE TO

WORK-OPPORTUNITIES FOR
EXTENSION TO SERVE

20


https://www.nap.edu/read/25380
https://futureofchildren.princeton.edu/sites/futureofchildren/files/media/military_children_and_families_23_02_fulljournal.pdf
https://oneop.org/
https://www.tricare.mil/
https://www.militaryonesource.mil/
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PUTTING
KNOWLEDGE
INTO PRACTICE

.

Supplemental Nutrition Assistance Education Program (SNAP-Ed) could
help support military families who reported food insecurity.

.

Pair a healthy cooking demonstration and leverage the culinary services on
the installation as a partner.

.

Parenting, childcare, and 4-H programs could provide a partner with family
support programs and providers on the installation.

.

4-H Military Partnership creates opportunities and provides support to
military connected youth.

YOUTH
DEVELOPMENT

* The 4-H Youth Development program can offer military
family's opportunities nationwide.

* Testimonial from a 4-H military family

+ Sample 4-H Youth Development project to support
military families

* 4-H Military Partnerships

* DoD Starbase

+ Camps for military youth

42

21


https://kaltura.uga.edu/media/t/1_qy8img00
https://youtu.be/0x6KfSyBtnU
https://dodstarbase.org/
https://4-hmilitarypartnerships.org/events/camps
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NUTRITION

« SNAPIWIC
+ Community Garden Toolkit for
Military Installations

* DinnerTonight
* OneOp Nutrition
* Reaching Rural Veterans

43

FAMILY SUPPORT
PROGRAMS

+ Family Development
* Thrive

* OneQp Family Development

* Star Behavioral Health Providers Network

+ Family Caregiving

* Powerful Tools for Caregivers

* OneOp Military Caregiving

44
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https://www.fns.usda.gov/military-and-veteran-families
http://ccejefferson.org/resources/a-community-garden-toolkit-for-military-installations
https://dinnertonight.tamu.edu/
https://oneop.org/nutrition-and-wellness/
https://www.mfri.purdue.edu/programs/outreach/reaching-rural-veterans/
https://thrive.psu.edu/
https://oneop.org/family-development/
https://www.starproviders.org/
https://www.powerfultoolsforcaregivers.org/
https://oneop.org/military-caregiving/
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AGRICULTURE

* AgrAbility
* Farm Veteran Coalition

« Beginner Farmer and Rancher (BFR)/Veteran Farmer

and Rancher (VFR

COMMUNITY
AWARENESS
& SUPPORT

« Awareness Month Activities
« Month of the Military Child and Purple Up Days - April

« Armed Forces Day - May
« Military Spouse Appreciation Day - May

« National Veterans and Military Families Month -

November
« Veterans Day - November
« Military Supportive Communities Initiative (MSCI)

* Military OneSource

46
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http://www.agrability.org/
https://farmvetco.org/
https://www.rma.usda.gov/en/News-Room/Frequently-Asked-Questions/Beginning-Farmer-and-Rancher-and-Veteran-Farmer-and-Rancher
https://www.whitehouse.gov/briefing-room/presidential-actions/2022/03/31/a-proclamation-on-the-month-of-the-military-child-2022/
https://www.whitehouse.gov/briefing-room/presidential-actions/2022/05/20/a-proclamation-on-armed-forces-day-2022/
https://www.whitehouse.gov/briefing-room/presidential-actions/2022/05/05/a-proclamation-on-military-spouse-appreciation-day-2022/
https://www.whitehouse.gov/briefing-room/presidential-actions/2021/10/29/a-proclamation-on-national-veterans-and-military-families-month-2021/
https://www.mfri.purdue.edu/programs/outreach/military-supportive-communities-initiative/
https://www.militaryonesource.mil/
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CREATING AN
ACTION PLAN
WORKSHEET

.

« Whatis your goal?

this effort?

What issue will you address with this effort?

« Whatis your objective?

« What resources, materials, supplies, training, etc., will you need?

« What challenges, barriers, resistance, etc., are you likely to encounter?
*How will you work to overcome these challenges/barriers?

« What community resources will you be able to engage in this effort?

« Who are your points of contact within the military community to help with

Culture is what makes people
different but there they all
have common needs.
Respecting differences is
essential.

KEY TAKEAWAYS

Know yourself, your
community, and your
audience.

Understand your program and
what you have to offer.

Be willing to go where the
needs are after spending time
learning about the new
audience.

Be positive and do your best!
You are part of a great program
that is making an impact in the

lives of your community.

24
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CONTACT

Rachel Brauner

Extension Program Specialist

[org ngr@a Jamu.e

Andrew Crocker

Senior Extension Program Specialist

abarocker@ag amu.edy

Family and Community Health
Texas A&M Agrilife Extension Service

49
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