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Background 
 The 101st Airborne Division Public Affairs Office leverages several popular social 

media channels to communicate strategic messages and overarching themes 

received from FORSCOM and U.S. Army Headquarters. These outlets are also used 

to communicate important news and information to internal and external audiences. 

Social media within the 101st Airborne Division has become a town square of sorts; 

a resource for community members to ask questions, share stories and check in on 

their loved ones. 

 Through the use of Facebook and Twitter, the 101st Airborne Division Public 

Affairs shares content generated both internally and externally to support 

messaging efforts. 

 Social media outlets highlight external media coverage from local, regional and 

national outlets, as well as internal command information channels such as the 

Fort Campbell Courier , Army CORE and DVIDS. Internal content, also 

appropriate for external release, can be further shared via CNN‟s iReport 

function. 

 Using social media to publicize community engagement events on-post also 

draws interactions from community members and maintains relationships 

outside the gates of Fort Campbell. Currently, the 101st Social Media Team 

within the Public Affairs Office is executing a social media strategy which will 

ensure the 101st messages are shared and received, and will also share the story 

of U.S. Army Soldiers, Families and Civilians through the synchronization and 

cross-promotion of all of the above-mentioned social media platforms, and 

organizations across post which use them.  

 



Objectives 

 Short-Term Objectives: Educate 101st brigade-level Facebook page administrators 

on the proper and authorized uses of social media, and assist them in establishing 

their own pages to later work in tandem with the 101st page. This has been a slow 

process, yet has shown promise as 101st brigade-level units increase their 

participation on the 101st Airborne Division (Air Assault) Facebook page, offering 

additional important information and news from their organizations to our 

community members.  

 

 Long-Term Objective: Streamline 101st brigade-level Facebook pages by 

encouraging administrators to share their news and content on the 101st Airborne 

Division (Air Assault) Facebook page, thus informing the internal audience as well 

as the external of important news and updates within the 101st community.  

Localize Army and FORSCOM top line messaging and themes, furthering the 

Army and FORSCOM‟s strategic communication efforts. 



Target Audiences 

 Target audiences: Soldiers, Families, Army Civilians, veterans, and community 

members all play a pivotal role in making the 101st Airborne Division such an 

outstanding community both physically and within the social media realm. These 

audiences are reached by featuring news stories, photos, videos and notes tailored 

to each audience. 

 Internal audiences: Each 101st brigade-level unit is encouraged to have an 

approved Facebook page. Approved Facebook pages are set up with the 

consultation of the Public Affairs Office and the Social Media Team. Each 

organization is also encouraged to use that page to not only share interesting 

news and stories from their respective departments, but to share that relevant 

content on the walls of the two main Fort Campbell Facebook pages: “101st 

Airborne Division (Air Assault)” and “Fort Campbell, Kentucky.” Additionally, 

other tenant units located at Fort Campbell, such as Blanchfield Army 

Community Hospital, share content on the 101st page via their Facebook 

accounts. 

 External audiences: Photos, videos and news from around the 101st Airborne 

Division are shared via the Facebook page and a Twitter account to stimulate 

media and public interest in life within these organizations.  Facebook remains 

the main vehicle for cross-promotion of these other outlets. 

For examples of Facebook content tailored to our targeted audiences, please see 

the following slides. 

 



Audience: Soldiers, Families, Veterans, 

Civilians 



Audience: Internal & External 



Audience: Internal 



Audience: External 



Supporting other public affairs 

activities 

 Through the use of social media, the 101st Airborne Division Public Affairs Office 

can highlight the achievements of media relations and community relations efforts. 

 

 The media relations section of  the 101st Airborne Division Public Affairs 

Office generates press releases and interacts with media on a daily basis in order 

to tell the story of  the 101st Soldiers and Fort Campbell. In order to highlight 

the work the office does, as well as tell the Army story, the Social Media Team 

features the resulting media coverage on Facebook and Twitter, encouraging 

audience members to share their thoughts on the coverage. 

○ The following slide offers screenshots to illustrate how the Social Media Team supports 

the work of media relations. Projects illustrated include: BBC coverage of  leaders from 

the 1st Brigade, 101st Airborne Division presenting an award for Valor to Augusta 

Chiwy, a 93-year-old Belgian, who "braved enemy fire to search the battlefields for the 

wounded" during the Battle of the Bulge in 1944; resulting media coverage from the 

Commanding General of the 101st Airborne Division (Air Assault) Maj. Gen. James C. 

McConville‟s media day; promotional material from Great American Country‟s “Day 

Jobs” special featuring former Screaming Eagle and Country musician Craig Morgan as 

he returned to the Air Assault School; and the Country Music Association‟s “Country 

Christmas” special which aired on ABC and highlighted Fort Campbell. 



Supporting Media Relations 



Supporting other public affairs 

activities 

 The work of community relations is evident in the amount of tours 

and request for support the 101st Airborne Division Public Affairs 

Office receives. In order to highlight these efforts, the Social Media 

Team creates Facebook posts featuring the events. 

 

 The following slide offers screenshots to illustrate how the Social Media Team 

supports the work of community relations. Projects illustrated include: Outreach 

efforts to an influential community member and volunteer; coverage of Middle 

Tennessee Leadership Conference members rappelling at the Air Assault School 

during a visit; coverage of Tennessee Gov. Bill Haslam touring the brand new 

Warrior Transition Battalion Barracks; and video from a helmet cam from the 

101st Airborne Division Parachute Demonstration Team‟s jump into the 

Army/Vanderbilt University football game. 

 



Supporting Community Relations 



Examples of information and content offered on the 

101st Airborne Division Facebook page: 

 “History 101” is a regular posting on the 101st page which highlights the history of 

the 101st. “History 101” provides audience members a chance to learn something 

about the journey of Fort Campbell as a military installation and an opportunity to 

relive some of the greatest dates of the 101st Airborne Division‟s „Rendezvous with 

Destiny.‟ This series is very popular with audience members, engaging both young 

and older Veterans and enticing potential recruits to join in the conversation as well. 

This is also a way to remember fallen Screaming Eagles and Fort Campbell 

Soldiers, a chance for the online community to see the sacrifices Families make to 

this Nation. (Please see screenshots offered in the following slide.) 

 



“History 101” series 



Examples of information and content offered on the 

101st Airborne Division and 101st CG Facebook pages: 

 In support of the 101st Airborne Division Media Relations efforts, the 101st  page 

features resulting coverage and photos of media engagements in action. This is best 

seen during Welcome Home Ceremonies. When subsequent media products are 

published, such as documentaries or other content that was approved through Public 

Affairs, that too is posted to Facebook. (Please see screenshots offered in the 

following slide.) 



 

Featuring Media Relations 



Examples of information and content offered on the 

101st Airborne Division Facebook page: 

 Supporting Fort Campbell Community Relations projects and outreach is also 

featured on the 101st Airborne Division Facebook page. Two examples would be 

the resulting Facebook posts from post tours for the Middle Tennessee Leadership 

Conference and Leadership Kentucky. Both groups were on post in 2011 as part of 

community relations outreach efforts. (Please see screenshots offered in the 

following slide.)  



Featuring Community Relations 



Measuring success and Social Media Analytics: 

 Through social media outreach efforts, the Social Media Team has seen an increase 

in 101st presence on other Army-related Facebook pages such as: The U.S. Army, 

Real Warriors and AFN Afghanistan to name a few. While the Social Media Team 

has seen the pages grow, the team also looks at individual posts on the pages to 

discern how “far” the messages were carried. Through Facebook‟s “People Are 

Talking About This” feature, social media managers can see how many people on 

Facebook shared a particular message. 

 

 Facebook page growth: Since January 2011, the 101st page grew from 52,041 

followers to 94,363 at the end of December 2011 (January 1, 2011 – December 

31, 2011). The 101st page saw a 118 percent increase in post views, bringing the 

page to 43,189,662 users computers at one point or another during the year. 

(Please see screenshots offered in the following slide.) 

 Popular Facebook wall posts: By far the most commented, shared and “liked” 

posts are the “History 101.” (Please see screenshots offered in the “History 101” 

slide. The December 19, 1944 entry was shared 109 times, 454 people “liked” it 

and 27 people commented on it.). This Facebook “series” touches many 

different audience members and those audiences are more likely to engage the 

Facebook pages when they see those posts regularly, as per the data provided 

from Facebook.  

 



Analytics 



Supporting local command initiatives and Army 

communications:  

 All messaging efforts received from the top down are localized and featured via the 

101st Airborne Division Facebook page. (Please see the screenshots offered in the 

following slides.) 

 

 The Senior Fort Campbell Installation and 101st Airborne Division Commander, 

Maj. Gen. James C. McConville, wanted a presence on Facebook, but did not 

want to cultivate a following that would detract from the 101st Airborne 

Division Facebook page. The Social Media Team created a Facebook page for 

him entitled “Eagle 6,” the call-sign for the commanding general of the 101st 

Airborne Division (Air Assault), ensuring continuity and that account would 

remain specific to the 101st throughout the years. This account shares stories 

that resonate with the CG on the walls of the 101st Facebook page. Everything 

shared is from his perspective. The Social Media Team creates posts for the CG 

to approve on a monthly basis and largely runs his page, but Maj. Gen. 

McConville is also involved in the creation of the content. Through a “reverse 

mentoring” of sorts, the Social Media Team has educated the Commanding 

General on the uses of Facebook and its practical applications. The CG even has 

a personal Facebook profile and is an administrator to his Eagle 6 page.  

 



Supporting Local Command Initiatives 



Supporting local command initiatives and Army 

communications:  

 By featuring events, photos, and videos that fall in line with Army and FORSCOM 

messaging efforts on the official social media outlets, 101st Airborne Division 

Public Affairs is maintaining its role within the Army‟s strategic communication 

delivery process. (Please see screenshots in the following slides.) 



Supporting Army Events, Themes 



Supporting FORSCOM Themes 



Conclusion  

 Social media has become the town square for the 101st Airborne Division Public 

Affairs. For the community members at Fort Campbell, Facebook offers a way to 

remain engaged with loved ones whether they are in garrison or downrange. The 

101st Twitter account develops media interest and extends outreach efforts. Social 

media has not only become one of the primary tools used to communicate with 

audiences today, but can serve as a tool to preserve the „Rendezvous with Destiny‟ 

that the 101st Airborne Division has shaped throughout history. 

 

 The 101st Airborne Division Public Affairs Team has embraced the introduction of 

new technological platforms for telling their Soldiers‟ stories and has strategically 

positioned itself to experience exponential growth in the years to come. The 101st 

currently enjoys the LARGEST following (96,472 and counting) among ALL 10 

active Army Divisions (the closest Division page to them is the 82nd Airborne 

Division‟s with currently 82,082) and closed out 2011 with 94,363 “likes” as of 

December 31, 2011. 



Shaping our „Rendezvous with Destiny‟ 
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