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Introduction 

Nominee: U.S. Army Civil Affairs & Psychological Operations Command (Airborne)  
Public Affairs Office 

Army Service Component Command: U.S. Army Reserve Command 

Since 1998, the Randy Oler Memorial Operation Toy Drop has combined airborne operations 
with charitable outreach in order to ensure that every child in the Fort Bragg and surrounding 
areas would receive a toy during the Holidays.  

In 2011, for the first time, Operation Toy Drop collected and distributed toys in eight additional 
cities across the United States: Los Angeles, Seattle, St. Louis, Dallas, San Antonio, Austin, Baton 
Rouge, and Staten Island. This was possible by the participation of USACAPOC(A)’s Army 
Reserve units in those cities taking on the operation in their local communities, reaching out to 
social services agencies, and finally raising and delivering toys just in time for the holidays.  

Hosted by the U.S. Army Reserve Civil Affairs & Psychological Operations Command (Airborne), 
the operation involves airborne units on Fort Bragg, U.S. Air Force air lift wings from Pope Air 
Field and three other locations, and jumpmasters from around the world. Paratroopers, who 
are selected by their unit or are lucky enough to be selected through the second chance lottery, 
each donate a new unwrapped toy. Paratroopers are then manifested, train and jump with a 
foreign jumpmaster in order to earn that country’s airborne wings. In the airborne community, 
Operation Toy Drop has become an annual holiday tradition. 

The toys collected go to social services agencies, children’s homes, hospitals, schools, and to 
individual families in need of a little assistance during the holidays. The first Toy Drop raised 
300 toys distributed in the local area. In 2010, Toy Drop raised 10,900 toys which were 
delivered throughout North Carolina and selectively throughout the mid-Atlantic and as far 
west as Tennessee – home of Randy Oler. This year’s goal was 12,000 toys.  

While the operation has always been open to spectators it was never promoted to the general 
public. That changed in 2010 with the decision to not only promote Operation Toy Drop as a 
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great military family-friendly spectator event but to engage the general public in toy collection 
efforts and to attend the events main jump day. 

Operation Toy Drop collection boxes were distributed throughout the community again this 
year. Radio and television PSAs were produced with the Carolina Panthers and distributed 
throughout the Fayetteville and Raleigh media markets and numerous interviews were 
conducted with local media, particularly radio, to promote toy donations to invite the public to 
Fort Bragg’s Sicily Drop Zone for the main event on Saturday, 10 December 2011.  In addition, 
we partnered with the Fayetteville FireAntz Hockey Team to promote Toy Drop at a series of 
home games giving fans the opportunity to donate toys at each event. 

To help spread the word among paratroopers, we developed a series of posters, flyers, 
business-card-sized handouts, and a dedicated website. As the operation neared, we unleashed 
an aggressive media relations program including daily call-ins to local radio stations and 
national media outreach, the highlight of which was a 3 minute live satellite television interview 
on Fox&Friends with the USACAPOC(A) CG and Santa Claus – who happened to arrive for the 
main event on a Blackhawk helicopter early that morning.  

In addition to the on-site media operation, Operation Toy Drop was streamed live via the web 
with two live cameras and numerous interviews with planners, participants, and attendees.   

All of these efforts resulted in an extremely successful community relations event for the U.S. 
Army Civil Affairs & Psychological Operations Command (Airborne), Fort Bragg, and the Army. 
When all the toys were counted, the event garnered more than 20,000 toys – nearly doubling 
the previous year’s totals. Of note, the event has raised and distributed more toys in the past 
two years than the previous 12 years combined.   
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Research 

Nominee: U.S. Army Civil Affairs & Psychological Operations Command (Airborne)  
Public Affairs Office 

Army Service Component Command: U.S. Army Reserve Command 

According to the U.S. Census Bureau, 23.7% of children in the Fayetteville area live at or below 
the poverty level. The unemployment rate in this area of North Carolina has held steady at just 
under 10 percent for the past two years. Nationally, the unemployment rate in the cities where 
USACAPOC(A)’s Army Reserve units are located hardly fare any better.  Social services agencies 
and non-profit organizations have become at times overburdened with requests for services 
and support.  

Taken together, this data meant that a large number of families with children would be without 
the means to provide a toy for their children during the important Holiday Season. 

Operation Toy Drop was started in 1998 by then Staff Sgt. Randy Oler with those kids in mind. 
That first year he and a few colleagues on Fort Bragg pulled off a small airborne operation 
where participants donated toys for the opportunity to jump with a foreign jumpmaster. That 
year they raised 300 toys. Over the years the operation grew, and some years it raised more 
than 2,800 toys. However, there was never a shortage of need for toys, and requests from 
charitable organizations and families always were greater than the number raised. With the 
economy stalled locally for the past two years, we set our goal in 2010 for 6,000 toys and raised 
nearly 11,000. In 2011 we set our goal at 12,000 and raised more than 20,000.  

Paratroopers had always given generously at Operation Toy Drop with each paratrooper 
donating a new toy – some more than one – and the toys have always been the latest, most 
sought-after toys of the year including video game consoles, bikes, and other high-dollar items. 
Even so, the operation can only sustain so many paratrooper participants. With a finite number 
of chutes available, we knew we had to expand our scope in order to increase the number of 
toys we could collect. 
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In addition, from our research of previous Operation Toy Drop after-action-reports, media 
coverage, and discussions with past participants, we learned that while paratroopers had a base 
level awareness of Operation Toy Drop they did not understand it’s importance or impact on 
the community at large. The community at large had virtually no awareness of Operation Toy 
Drop. 

As such, Maj. Gen. Jeffrey Jacobs, Commanding General U.S. Army Civil Affairs & Psychological 
Operations Command, approved three strategic communications goals: 

Increase public awareness of Operation Toy Drop  

Increase paratrooper participation in Operation Toy Drop and their understanding of its 
importance to readiness and the community 

Increase the number of toys collected 

Increase opportunities for USACAPOC(A) Army Reserve units in other locations to host 
Operation Toy Drop events in their local areas 
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Planning 

Nominee: U.S. Army Civil Affairs & Psychological Operations Command (Airborne)  
Public Affairs Office 

Army Service Component Command: U.S. Army Reserve Command 

We developed a three phase plan that, in each phase, involved command information, public 
information, and community outreach. The three phases were development, promotion, and 
execution. The community outreach objectives of Operation Toy Drop: 

Increase public awareness of Operation Toy Drop  

Increase paratrooper participation in Operation Toy Drop and understanding of its 
importance to readiness and the community 

Increase the number of toys collected 

Increase opportunities for USACAPOC(A) Army Reserve units in other locations to host 
Operation Toy Drop events in their local areas 

USACAPOC(A) strategic communication messages throughout Operation Toy Drop where 
stressed in every phase of planning and with all participants, leaders, and event planners. 
Strategic communications messages: 

“Operation Toy Drop Annual tradition that allows the Airborne to give back to the 
community that supports us so well.” 

“Operation Toy Drop is an important joint and combined airborne operation that brings 
all three service components of both Army and Air Force together with Allied Countries 
for combined training that enhances interoperability.” 

“Toy Drop’s goal is to both conduct safe, valuable training AND to raise toys for area 
families in need.” 
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“USACAPOC(A), and Army Reserve command, plans, hosts, and executes Operation Toy 
Drop demonstrating the efficacy of the Operational Reserve.”  

Early during the development (Planning) phase, USACAPOC(A) PAO reached out to subordinate 
elements throughout the United States with an invitation for the Civil Affairs and Psychological 
Operations units to participate in Operation Toy Drop by collecting toys and delivering them to 
social services agencies in their local areas. Eight units agreed to participate in Los Angeles, 
Seattle, Dallas, Austin, San Antonio, Baton Rouge, St. Louis, and Staten Island. Next, 
USACAPOC(A) PAO identified social services agencies, children’s homes, and similar 
organizations which service children and families in need or are in crisis. Through targeted 
phone calls and emails, agencies in each market were identified. Unit representatives and 
agency contacts were introduced and close liaison were established to identify the number of 
children serviced and any special needs. The plan to take Toy Drop national was underway.  

Concurrently, unified and themed campaign materials were produced including posters, flyers, 
and business-card-sized-handouts to promote the event among the paratrooper community. 
These materials were forwarded to each participating unit location for use in Army Reserve 
centers and in public outreach as applicable.  

On Fort Bragg, coordination with the Army and Air Force Exchange System and Morale, Welfare 
and Recreation garnered permission for Toy Drop volunteers to place posters and flyers on all 
AAFES and MWR locations on Fort Bragg and Pope Air Force Base.  

To further increase awareness among the paratrooper community, announcements were 
created for Fort Bragg’s TV system.  

Since our research showed that most paratroopers had limited understanding of Operation Toy 
Drop’s history, purpose, and impact, we coordinated with Fort Bragg’s weekly newspaper, The 
Paraglide, to produce five feature stories that ran weekly leading into the operation. The series 
dissected elements of Operation Toy Drop in order to tell the complete story of the world’s 
largest combined airborne operation. In addition, a story about Randy Oler and why he created 
Toy Drop and a final story on the upcoming operation itself would round out the series.  
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To aid paratroopers and the public in learning more about Operation Toy Drop we expanded 
the content on our a vanity URL, www.optoydrop.net, where the history, photos, maps, FAQs 
and of course toy donation information could be found. We further decided to link all our 
online and offline activities together – so that all social media, websites, articles, emails and 
flyers were all linked back to each other with the website as a central hub for information.  

Since we knew there would be a lot of idle time among paratroopers lined up to donate toys, 
wait for their chance to be manifested, and in between sustained airborne training, we decided 
to develop an Operation Toy Drop brochure. This document would include a welcome letter 
from Maj. Gen. Jacobs, a history of the operation, an FAQ, and a list of where the toys 
ultimately go. This small brochure would increase paratrooper awareness of the importance of 
Operation Toy Drop as a community outreach opportunity.  

The Carolina Panthers, the NFL franchise located in Charlotte, NC, approached us wanting to 
help with this year’s operation. Public service announcements were produced with Carolina 
players and paratroopers during this phase for both TV and radio throughout the Charlotte, 
Raleigh and Fayetteville media markets. Produced spots and DJ scripts were included in the 
packages.  

An aggressive media plan was developed to promote the event including the use of two 
satellite systems with multiple feed windows, two live cameras, multiple to-tape cameras, and 
still photography support to ensure wide coverage of all aspects of toy collection; all elements 
of the airborne operation to include train-up, aircraft operations, airborne operations and 
recovery; and toy distribution. The media plan included escorting on-sight media as well as 
arranging for interviews via the satellite systems throughout the operation.  

In addition to utilizing the satellite feeds for media interviews, we decided to stream Operation 
Toy Drop live via the internet utilizing the feeds and the Defense Imagery and Video 
Distribution System (DVIDS) website. Interviews and commentary schedule was developed to 
enhance the viewers understanding of the operation.  

The USACAPOC(A) PAO budget for Operation Toy Drop was limited and resources would be  
executed out of organic capabilities. All materials including posters and flyers would have to be 
produced within the command utilizing existing resources. USACAPOC(A) PAO organic assets 
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included two officers, one broadcast NCO, and four photojournalist. Recognizing the need for 
additional PA support, USACAPOC(A) PAO coordinated with Army Reserve headquarters for 
augmentation including two satellite systems with operators.  

Phases II (Promotion) and III (Execution) will be detailed in the next section of this entry.  

The research, strategic objectives, and phased plan combined to ensure that the 2011 Randy 
Oler Memorial Operation Toy Drop was not only successful, but exceeded all expectations.   
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Implementation 

Nominee: U.S. Army Civil Affairs & Psychological Operations Command (Airborne)  
Public Affairs Office 

Army Service Component Command: U.S. Army Reserve Command 

Beginning in June, volunteers from throughout USACAPOC(A) reached out to surrounding 
communities and spoke with social services agencies, sports organizations, and businesses to 
determine whether they would partner with Operation Toy Drop in raising awareness among 
their employees, fans, and customers and whether they would help collect donations of toys to 
boost the operation’s efforts.   

More than three dozen businesses and community organizations agreed to host toy collection 
boxes and promote Operation Toy Drop in the greater Fayetteville, N.C. area. Numerous radio 
and television stations played Operation Toy Drop public service announcements with three 
local radio stations running a significant number of interviews and promotions in the weeks 
leading into the main event.  

Units in the other location began toy collection in their Army Reserve centers and continued 
liaison efforts with the identified social services agencies. Through personal contacts and 
targeted outreach efforts to service clubs such as the Lions, these efforts resulted in significant 
toy collection efforts in those local areas and provides a solid foundation for a more broad 
community relations program for these units.  

Once again this year, for the second season, the Fayetteville FireAntz, the local professional 
hockey team, promoted Operation Toy Drop during their home matches in the weeks leading 
up to the operation and invited fans to bring toys to the final game before Toy Drop. At that 
game, the FireAntz delivered the toys to USACAPOC(A) on the ice and played a series of videos 
produced by USACAPOC(A) PAO to promote attendance at Toy Drop. Through this partnership, 
another 1,000 toys were raised for area kids.  
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For the first time, the Carolina Panthers football team joined Operation Toy Drop to help 
promote the event. PSAs with Panther players and paratroopers were produced and distributed 
to TV and radio stations throughout the Charlotte, Raleigh, and Fayetteville areas.  

In addition, numerous interviews were conducted with media locally and regionally to promote 
raise awareness, promote the toy drive, and to invite the public to the main event. In 
conjunction with this effort, photographs and video from past Operation Toy Drop events were 
marketed to media throughout the area.  

Posters, flyers and handouts produced in the planning were distributed throughout Fort Bragg 
and the surrounding area raising the “buzz” among the paratrooper community. Staff regularly 
revisited locations and replaced posters as needed. Staff and volunteers, throughout their 
regular business, also handed out the business-card-sized flyer to any paratrooper they 
encountered thus adding additional buzz. 

In addition, USACAPOC(A) PAO liaised regularly with the Air Force public affairs officers for the 
numerous wings participating in the air operations portion of Operation Toy Drop to ensure 
proper messaging and to ensure that the Air Force personnel actively involved in the operation 
were included in media activities.    

In early December, the team transitioned to the execution phase and actively and aggressively 
pitched local, regional and national media garnering significant coverage including more than 
five minutes of live interview time on Fox&Friends via satellite from the drop zone during the 
main event. Two-dozen media outlets utilized the satellite or phone-in interviews with 
Operation Toy Drop planners and participants and the USACAPOC(A) PAO team escorted six 
media outlets on site to include the largest area newspaper the Fayetteville Observer.  

In the eight other locations, toy delivery events started the first weekend of December, the 
Army Reserve unit’s monthly Battle Assemblies, with the first event taking place in San Antonio, 
Texas. HMMWVs from the 17th PSYOP Battalion delivering toys to the Fisher House, the 
Children’s Shelter, and St. PJ’s Children’s Home in the local area. 
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Daily leading up to the main Operation Toy Drop event, interviews were conducted with radio 
stations throughout the Central Carolina area encouraging toy donations and attendance at the 
drop zone for the event.  

The USACAPOC(A) Facebook and Twitter feeds were refreshed with the Operation Toy Drop 
logo and fans were invited to change their profile to include the logo and to help spread the 
word. Daily updates included video clips and photos of past Toy Drop events and the 
preparations underway. Once the operation commenced, near real-time updates were 
provided with additional photos and video.  

To prepare planners, volunteers, and others working the event for media engagements, 
USACAPOC(A) PAO distributed consolidated messages and talking points which ensured 
consistent messaging for the event.  

On Friday, December 9, 2011, the toy collection and manifesting day for paratroopers, more 
than 4,000 paratroopers turned out for the event – each with a toy in hand to donate – for their 
chance at the 300 parachutes set aside for the second chance lottery. Combined with the 3,700 
paratroopers already manifested for the operation, each of whom also must donate a toy, we 
knew we were well on our way to reaching our 12,000 toy goal. USACAPOC(A) PAO ran a live 
video feed via DVIDS throughout the day and through aggressive media outreach conducted 
more than a dozen live interview via satellite and telephone with key leaders and event 
participants.  

More than 2,000 spectators turned out on Saturday, December 10 for the operation’s main 
event – to watch more than 1,500 paratroopers take to the skies over Fort Bragg’s Sicily Drop 
Zone in multiple passes of three to four C130s each. A big hit this year was the arrival of Santa 
and Mrs. Claus via Blackhawk helicopter early Saturday morning.  

In addition to viewing the day-long airborne operation, recovery, and foreign jump wing 
ceremonies, we provided a rock climbing wall and other activities for the kids. The local country 
music station, which aggressively promoted Toy Drop in the weeks leading up to the main 
event, broadcasted live from the drop zone. Most spectators brought additional toys to donate, 
and, by mid-day, the on-site display alone included nearly 1,200 toys.    
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USACAPOC(A) PAO continued the live video feed from the drop zone with two live cameras. The 
highlight of the effort was a live Fox&Friends satellite interview with USACAPOC(A) 
Commanding General and Santa. USACAPOC(A) PAO provided significant video and still 
coverage of all aspects of the operation uploading to DVIDS, Facebook, and targeted media 
marketing in near real time from the drop zone.  

Besides the airborne operation itself, the real work of phase III is toy distribution. Immediately 
following the airborne operation, toys are sorted and bagged per the needs of the various 
charities receiving toys.  

Volunteers, called elves, from USACAPOC(A) then deliver toys to all the facilities, homes, and 
institutions before December 24th. The effort at Fort Bragg was duplicated by the eight units in 
Los Angeles, Seattle, Dallas, Austin, San Antonio, Baton Rouge, St. Louis, and Staten Island. 

At its conclusion, Operation Toy Drop had raised 20,135 toys – nearly double the original goal – 
for kids in nine geographic areas who might not otherwise be fortunate to get a new toy for the 
holidays.   

Of noted success is the expansion of Operation Toy Drop into additional communities in 2011. 
While the publicity in these locations was purposely limited, the success locally for each of 
these satellite events has laid the foundation for future Toy Drop events as well as expanded 
community relations programs for each of these Army Reserve units.   
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Evaluation 

Nominee: U.S. Army Civil Affairs & Psychological Operations Command (Airborne)  
Public Affairs Office 

Army Service Component Command: U.S. Army Reserve Command 

The commander’s direction was clear – “Operation Toy Drop is about Soldiers supporting the 
community, so get the word out to the community and invite them to participate; see if we can 
expand the operation to involve more of our units.” With that direction in hand and goals set to 
raise more toys than ever before, USACAPOC(A)’s Operation Toy Drop team developed and 
executed an aggressive community relations and media operations plan that exceeded all 
expectations.  

The 2011 Randy Oler Memorial Operation Toy Drop significantly enhanced the Army’s 
community relations program not only in the Fayetteville area but throughout the country. This 
is evident in the fact that more than 13,000 toys were donated to the effort by the public.  Toy 
distribution expanded greatly this year with as many toys going to communities outside of the 
traditional Fayetteville/Fort Bragg area as were collected and distributed locally. 

More paratroopers participated in the event than during any previous Operation Toy Drop 
confirming that this event is the premier holiday event of the Fort Bragg community.  

Finally, the ultimate goal of Operation Toy Drop was providing toys for families in need during 
the Holiday season. While there is never a shortage of need, our goal – thought to be aggressive 
at the time – of 3,900 toys was significantly exceeded resulting in 10,895 toys being collected 
and distributed throughout the central Atlantic region.  

Sample media coverage: 

• Fox&Friends – live 3:00 live interview drop zone 
• NBC-17 (Raleigh) – multiple stories and live broadcasts from event 
• ABC-7 (Raleigh) – multiple stories and live broadcasts from event 
• WKML Radio (Fayetteville) – multiple promotional announcements, DJ reads, and live 

broadcast from event 
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• Fayetteville Observer – two feature articles 
• The National Defense (VFW and syndicated) – live interview 
• Paraglide – six feature stories 
• Numerous online stories including: 

Blackanthem 
Dropzone 
Army.mil 
ArmyReserve.Army.mil 
AF.mil 
 

The communication objectives were managed through aggressive pre-event promotions, media 
engagements during the event, and ensuring that planners and staff were well versed on 
strategic talking points. These messages were well received and demonstrated in the media 
coverage of the event.   
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Recommendation 

Nominee: U.S. Army Civil Affairs & Psychological Operations Command (Airborne)  
Public Affairs Office 

Army Service Component Command: U.S. Army Reserve Command 

 

Supervisor COL Terrell E. Parker 
Chief of Staff 
USACAPOC(A) 

  
Phone 910-432-2213 
  
Email Terrell.parker@cie.army.mil 
  
Fax 910-432-9820 
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Supporting Public Affairs Products/Media Coverage 

Nominee: U.S. Army Civil Affairs & Psychological Operations Command (Airborne)  
Public Affairs Office 

Army Service Component Command: U.S. Army Reserve Command 

 










































































