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USASOC Kansas Speedway and Fort Leavenworth Outreach Project, Department of Army Community Relations Award

With the commander’s intent clear: “To set the conditions to attract quality Soldiers and maintain public support of the U.S. Army and USASOC,” the strategic outreach operations at the Kansas Speedway, Kansas City, Kan., and Fort Leavenworth, Kan., was a proven success.

The USASOC CG approved our plan to leverage a request for U.S. Army Special Operations Command (USASOC) support to the NASCAR event by reaching out to Fort Leavenworth to arrange an Army SOF event for the Command and General Staff College and Fort Leavenworth communities.  U.S. Army Special Operations Command’s participation in these events set the stage for three desired effects of:  attract and retain quality Soldiers; maintain public support; resource the Army.

Through careful planning and execution, USASOC reached literally millions of people. An estimated combined audience of approximately 43,800,000 people was reached through attendance at the two activities as well as planned media engagements, postings, and mentions through various media outlets. The breakdown of audiences follow:

	
	Media Coverage 
	Public Attendance
	USASOC News Service

	KC 400
	43,600,000
	81,000
	6,000

	Fort Leavenworth
	103,000
	500
	UNK

	Total
	43,703,000
	81,500
	6,000


At the RV Camping World 400 race, the pre-event race activities and SOF honoree recognition was viewed by a sellout crowd of more than 81,000 people.

Media included national representation from XM Radio and ESPN, and local media such as the Kansas City Star and numerous other independent print and web media at the race and at Fort Leavenworth. 

USASOC’s own News Service which published a total of six articles, two video stories and numerous photos recorded a 50 percent increase in viewership. These increased hits were specific to race coverage.  

Armed with the communication ‘sticky’ statement, “Inform and educate the local community, who support us and our Families, of the unique capabilities of Army Special Operations Soldiers and how it fits in the broad Army missions”, USASOC Soldiers successfully echoed their points through deliberate messaging and audience targeting.  

The  communication objectives of highlighting Army Special Operations Forces’s unique capabilities while showing their appreciation of the American public’s support was managed through coordination with multiple governmental and nongovernmental organizations, community outreach efforts to produce stories, photos, video and media opportunities. These efforts were overwhelmingly received by numerous television, print and web media.    

Overwhelming applause and standing ovations were evident of the successes achieved by this outreach effort.  Feedback from fans and special operators themselves were a testament to the success of this outreach and recruiting effort.  One senior operator spoke of being moved to tears as the crowd stood to their feet as he walked through the stands.  

A local recruiting company commander said that the Special Forces (SF) static display team did more for his recruiting efforts than any of the interactive options they had at the recruiting trailer.  

After a separate display by an SF Operational Detachment  Alpha (ODA)  team was arranged for more than 800 area high school students as an add-on activity for rehearsal day, Accessions Command expressed their gratitude when the SF team agreed to host the students. Our SF Soldiers noted that their display was by far the most popular as eager students engaged the Soldiers personally and handled the equipment.  

Fort Leavenworth’s outreach efforts also indicated success as regular streams of CGSC students and Family members visited the static displays. Media were present there too, taking advantage of the rare opportunity to get photos of the Special Operations MH-6 Little Bird aircraft.  Also taking advantage of the rare presence of USASOC, were Army leaders who recorded selected lectures for historical reference.  
See Appendix F for supporting documentation.
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