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Much of the research for this project relied on past documentation from similar supported events, namely NASCAR activities.  Representatives from USASOC’s G-3, SJA, directorate of Special Operations aviation, aviation safety director, 160th Special Operations Aviation Regiment, and the Public Affairs Office, were tasked with providing input to the command for feasibility to support.  With that, each representative relied on historical files of past practices and procedures for development of the support concept and resource proposal as well as public affairs assessment. This informal research served as the springboard for developing an initial concept of how to effectively support such a request and how to best maximize the assets that would be involved.     

A proposal was developed to support the RV Camping World 400 with a tactical demonstration coupled with moving the demonstration personnel and equipment to Fort Leavenworth for an ARSOF awareness event.  CG USASOC participation was key at both events.  

Supporting the tactical demonstration plan was a communications strategy that centered on two target audiences.  Target Audience 1 was the focal point for our outreach efforts through the race activities and supported our short term goal, to inform and educate the local community of USASOC and its Soldiers and maintain public support (based on key insights of the sizable military community in the region and ‘soldiering’ exposure).  Target Audience 2 is the Fort Leavenworth community and its importance to our long term goal to attract and retain quality Soldiers and inform/educate/influence future Army leaders as indicated through key insight of the Leavenworth impact on future ARSOF leadership. USASOC developed a communication strategy involving the two target audiences.  

A clear communication strategy centered around , “Inform and educate the local community, who supports us and our Families, of the unique capabilities of Army Special Operations Soldiers and how it fits in the broad Army mission,” was captured with two key messages:

· “Participation in community activities such as the Kansas Speedway, leave an everlasting reminder to our men and women in uniform that they are not in the war against terrorism alone.”

· “These events are opportunities for the American public to interact with Army Special Operation Soldiers and learn about the unique job opportunities available in today’s Army.”
The strategic communications goal was to inform two target audiences and disseminate these messages through personal Soldier interaction with general public, media, and significant public figures attending the events.  

USASOC had not participated in any form at the Kansas Speedway; therefore, in-depth assessments were required for this venue.  This formal research would determine logistics, safety and feasibility of the overall support.

An on-site survey was arranged for the USASOC team to meet with officials from Kansas Speedway, JHE Production Group, JWT – Ford Advertising Company and Midwest Ford Motor Company.  Initial discussions with the speedway owner, the public relations and advertising teams and their sponsors, included USASOC’s proposal of support and a video demonstrating USASOC’s capabilities at a similar supported event at the Atlanta Motor Speedway (AMS). Following the initial discussion with Kansas Speedway officials, a walkthrough of the event site was conducted.  Members of the team provided feedback in their area of expertise. Though track dynamics were similar to that of AMS, officials from Kansas Speedway requested a different aerial approach for fear of damage to the speedway and privately owned vehicles.  And unlike AMS, there was no public airfield located within just a few miles of the racetrack; therefore, identifying a significant safety issue of transporting Soldiers and military equipment on busy city streets and flying Soldiers on external pods of Little Bird aircraft over long distances.   
 For five years U.S. Army Special Operations Command (USASOC) has participated in NASCAR pre-race events in salute of the men and women of the Army and Army Special Operations Forces (ARSOF).  USASOC’s pre-race aerial demonstrations at the Atlanta Motor Speedway date back to 2004 and set the stage for ARSOF’s aerial capabilities demonstration for our tax-paying public.   

In 2008, the Kansas Motor Speedway extended the invitation to USASOC to perform in a region that is home to the 158th Aviation Regiment, New Century Air Park in Olathe; Kansas City Recruiting Battalion, Kansas City, Mo.; and neighboring installations, Fort Leavenworth, Fort Riley and Fort Leonard Wood.    

In addition, two key military audiences were identified at neighboring Fort Leavenworth.  Future ARSOF leaders attending Command and General Staff College and senior leadership at the Combined Arms Center would have first hand exposure to ARSOF assets.  An offer was extended to Command and General Staff College (CGSC) and Combined Arms Center (CAC) by USASOC to bring senior leadership, Soldiers and equipment to Fort Leavenworth to maximize the use of assets designated for the NASCAR event.  
This outreach opportunity supported USASOC’s Community Relations Plan and would largely benefit Army recruiting efforts in reaching a large population of the general public and it would serve as an opportunity to educate and inform future Army leaders at Fort Leavenworth.  

Having identified the benefit for both ARSOF and the Army, USASOC moved forward to support the RV Camping World 400 pre-race and race day activities at the Kansas Speedway, Kansas City, 25-28 Sep, and at Fort Leavenworth, 29 Sep.  Mission planning kicked off to conduct strategic outreach operations at Kansas Speedway and Fort Leavenworth to demonstrate ARSOF’s continued critical support to the defense of the United States.  

The tactical aerial demonstration lineup included:

· Precision jump of the ARSOF Soldiers used to land behind enemy lines.

· USASOC Command Demonstration Parachute Team, the Black Daggers.  Platform provided by 158th Avn. Regiment.

· ARSOF Soldiers infiltration capabilities

· Two MH6 Little Birds with four SF Soldiers on each Little Bird (8 PAX) in full combat gear, riding on exterior pods.       

· MH-47 Chinook delivery of the race pace car.
·  USASOC public address to audience

· USASOC commanding general (CG) remarks

· Introduction of ARSOF Warriors recognized for valor and sacrifice

· Drivers introductions then greeting of ARSOF Warriors

· Flyover to include:

· 2 - MH6 Little Birds

· MH47 

· Static Displays at the Speedway and Army’s CGSC using assets from Kansas Speedway

· 2 - MH6 Little Birds

· 12-man Special Forces Operational Detachment Alpha with weapons

· Communication of USASOC vision and ARSOF contributions 

· USASOC CG meet with ARSOF CGSC students

· USASOC CG discussions and lectures with future Army leaders at the CAC
ARSOF Soldiers identified skillfully executed tasks in a precision military demonstration of tactical operations performed before a sell-out crowd of more than 81,000 people.  

USASOC’s participation in these events have proven successful in both its short term goal; to inform and educate the local community of Army Special Operation Command and its Soldiers, and its long term goal;  to attract and retain quality Soldiers and maintain public support.   

New relationships with the local Kansas City audiences were built and former relationships reinforced through USASOC and the Army’s positive communication and support.  Through personal exchanges with senior USASOC leadership, about 200 future Army leaders were better informed of the ARSOF vision, capabilities, challenges, and our limitations.  
USASOC’s participation in this event achieved the three desired effects of outreach; attract and retain quality Soldiers, maintain public support, and resource the Army.  
See Appendix A for supporting documentation.
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