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Great NCOs:

COMMANDING GENERAL | RJ

Right Place, Right Time

to work with some outstanding noncom-

missioned officers. Thismonth I d liketo
share stories about two of those NCO
mentorsin celebration of the Year of the
Noncommissioned Officer.

Thefirst oneisof retired Command Sgt.
Mgj. Fred Davenport. Hewasmy first
sergeant when | was acompany commander.
| was pretty young when | commanded my
company; | had beenintheArmy little more
than three years. Top
Davenport pulled me aside
and really taught me what
right lookslike. Helaid the
foundation for mein terms
of teamwork, standards
and discipline — espe-
cialy standards and
discipline.

Davenport wasliving
the seven Army Values
before the Army was even
talking them. Hewasan
exceptional role model
whom |’ vetried to emulate
over the years. When |
would stand up in front of
theformation or in front of
the leaders, and | might say something that
probably wasn’t the wisest thing to say, he
would pull me aside or behind closed doors
and would say: “ Sir, do you really want to do
that? Here'swhy | recommend we do this.”
And then he would tell me how to go back
out there and undo what | did in away that
still madeit ook like | made the decision.

He was just such atremendous role
model. He went on to be adivision command
sergeant major for the 1st Infantry Division. |
have a tremendous amount of respect for
retired Command Sgt. Maj. Davenport, not
only for what he taught me, but for what he
didfor Soldiers. Hewasan amazing NCO.

The second is Command Sgt. Maj. Larry
Wilson. Now the Multi-National Force-Iraq
Command Sergeant Mgjor at the four-star
level, hewas my brigade command sergeant
major. He was the sametype of NCO as
Davenport. Great NCOs have the knack for
being at the right place at the right time— be

I "ve definitely been blessed over the years

it avery difficult situation or avery good
situation. Both Davenport and Wilson
could do that. We might have a minor
accident at the National Training Center
and, asbig asNTC is, seconds after it
happened Wilson was there; it was like he
had a sixth sense. Davenport was the same
way. They just have this way about being
intheright place at theright time. All they
care about is making the organization
better; that’s what those two great guys did
forme.

When you talk about
the Year of the Noncom-
missioned Officer, this
command could not
provide better examples of
the professionalism,
dedi cation and compe-
tence of theArmy NCO
Corps.

ThisCommand lives
and breathes by its
noncommissioned
officers. Our recruiters
who do the heavy lifting
every day areNCOs. I'm
going to ask alot of our
recruiters, because | know
they’ll deliver. They have previously and
they will into the future. They are our
standards bearers. They are our
spokespeople for the Army — walking the
streets, and going into high schools, homes
and collegestelling their stories— the
Army story. They could not be more
important to the command and to the Army.

You think about all the thingswe've
done over the years to change recruiting,
but one thing has remained constant — it's
the noncommissioned officer who makesus
successful every day. We are going to
continue to build on that and really lean on
them to do as well asthey have in the past.
| am impressed every day with what our
NCOsdointheArmy and in Recruiting
Command. They shoulder the burden and
we owe them every resource we can give
them from this headquarters to be success-
ful. Thank you to each and every NCO in
USAREC.
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$2K Referral Bonus Program Suspended This Month

The $2,000 Referral Bonus Program was suspended, effective July 1, for all new
referrals. Referrals submitted after July 1 will not qualify for thereferral bonus. In
addition, al referrals submitted before July 1 must enlist before Sept. 30, 2009, for the
sponsor to qualify for the referral bonus payment. This suspension does not affect the
Army Reserveor Army National Guard Recruiting Assistance Programs (AR-RAP/G-
RAP) which - at thetime of publication - are still available.

TheArmy Referral System-Sergeant Mg or of the Army Recruiting Team (ARS-
SMART) isstill availablefor sponsorsto support the recruiting effort. Referrals
submitted after July 1 that result in an enlistment inthe Army or Army Reserve will
qualify sponsorsto receive the Sergeant Mg or of the Army coin and certificate, but no
monetary payments. Future Soldierswill continue to submit referralsthrough ARS-
SMART to qualify for advanced promotion.

Network-Centric Recruiting -

How Healthy is Your Network?
Network-centric recruiting is nothing more
than establishing interpersonal associations with
internal and external sourcesto gain amarket and
operational information advantage. Read more at the Doctrine Blog on

ProNet and join the discussion.

Recruiting
ProNet

Not yet a ProNet member?
Visit https://forums.bcks.army.mil/CommunityBrowser.aspx 7 d=51486
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328 - Lovisiana Department

of Transportation and Development
LA DOTD serves the transportation and water
resources needs of the State of Louisiana.

327- Tennessee Valley Authority
TVA is the largest publicly owned power producer in the
US, with more than 35,000 MW of generating capacity.

329 - Concurrent Technologies Corporation

Concurrent Technologies Corporation (CTC) is a research and
development company that provides a variety of information
technology services to both the public and private sectors.

330 - Acadian Ambulance Service Inc. -
Acadian Ambulance Service provides ground
and air medical transportation for some 3 million
residents in 36 counties and parishes in

Louisiana and Mississippi.
331 - San Antonio Fire Department
The San Antonio Fire Department provides fire
protection and medical first responder service
to over 1.32 million citizens with a service
coverage area of over 400 square miles.

332 - Phacil Inc.

Phacil Inc. provides a wide range of services including
information technology, acquisition support, multimedia and
public affairs, security and intelligence services, facilities
management support, and human resources support.

Did Army Strong Commercials Available Online

The U.S. Army Accessions Command G7 Intranet site offersthe
you
know? current Army Strong commercialsfor recruitersto view or download for

their use. The site also contains logo files, print ad samples, the
marketing battlebook and media schedules. From the main portal page,
clickon USAAC and then G7.

The monthly USAREC Marketing and Advertising Updateisalso a
sourcefor Army advertising and marketing news. Fromthe USAREC
portal page, click on G7/9 and look for thelink under “What’s New.”
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Laptop Theft, Loss

Preventable

In the past few months, the
command has had a number of |aptops
come up missing or stolen. Laptops
will not beleftin GOVsor POVs. The
loss of a government computer in
USAREC isthe equivalent of losing a
weapon. Soldiersand Civiliansat all
levels must be vigilant in the care and
protection of these vital assets.
Government laptops should be
secured with the same diligence as a
weapon. For details, review CG Palicy
Letter 59-09. Lost or stoleninforma-
tion technology equipment, including
laptops, must beimmediately be
reported by the chain of command as a
seriousincident in accordance with UR
190-4 and CG Palicy 14-09.

USAREC NCOER Guide

Draft Available
Thedraft of USAREC Pam 623-X
NCOER Guideisavailable onthe
USAREC portal and through
SharePoint for recruiter use.
Reference USAREC Msg 09-127.

Avoid Business

Endorsements

Joint Ethics Regulation (DOD
5500.7-R) states, “Endorsement of a
non Federal entity, event, product,
service, or enterprise may be neither
stated nor implied by DoD or DoD
employeesintheir official capacities.”

This statement specifically applies
to recruiting personnel referring or
encouraging applicants or Future
Soldiers to specific businesses. This
includes, but isnot limited to, banks,
financial institutions, credit unions,
barbers, fitness facilities, tattoo
removal services or weight loss
programs.

Recruitersand USAREC employees
will present practical financial informa-
tion to Future Soldiers before they
ship to the training base to ensure
they recieve thier direct deposit
documentation. However, Future
Soldiers are responsible for personally
choosing the most appropriate
financia institution for their individual
needs. Reference USAREC Msg 09-115.



Remain
Vigilant

attended thefuneral of Pvt. William

Long, the young Soldier who was
fatally shot last month at the University
Recruiting Station in Little Rock. Hewas
a patriotic young man wanting to serve
his country. His dad was a Marine; his
mom served in the Navy. Hisbrother isin
theArmy.

| want to commend the University
Station recruitersfor their actions
following theincident —they are an
attestation of the quality of our Soldiers
today. Each NCO in that station per-
formed acertaintask inacamand
professional manner.

The station commander kept control of
situation, while recruiters assisted Pvts.
L ong and Quinton Ezeagwula, who
survived the attack. Others provided a
perimeter of security for our slain and
wounded Soldiers. | want to commend
them al for the outstanding teamwork in
atimeof crisis.

A criminal act likethis showsthat
there are people who mean to do us harm,
not just overseas, but here at home. We
can never get complacent. Theincident
shows the importance of leadership
periodically talking through emergency
actiondrills.

Whether it be anatural disaster or a
criminal act, itisvery important that we
alwaysremain vigilant and prepared. We
must alwaysremember that, as Soldiers,
we could be the target of some folks who
don’t have the same idedls as this nation
does.

I t was with somber heart that |

We must maintain our situational
awareness and continue to use the
buddy system —no loitering in
uniforminapublic place or by aroad,
because you never know when you
might be atarget. Pay attention to force
protection measures that come down the
chain of command, but remember that we
do not openly discuss our force protec-
tion measures with the mediaor the
public!

It was heartwarming to see the number
of Soldierswho attended that memorial
for Pvt. Long, aswell as the support Pvt.
Ezeagwulaand hisfamily received during
hisrecovery. Those familiesinthe
community really saw that being Army
Strong and being an Army Family isjust
not talk.

The second topic I'd like to discussis
the Master Trainer Course. In an effort to
consolidate the master trainers at the
battalion level and be more synchronized
with one another, the Master Trainer
Course program was devel oped to ensure
we meet both the company and battalion
|eadership team’s training needs.

Wewant our trainers certified in the
same concept as a master gunner would
train, to ensure we have the most
professionally developed master trainers
possible. We want the title of master
trainer or senior master trainer to bea
prestigious honor.

The Master Trainer Course provides
commanderswith certified trainers
capable of analyzing, designing, develop-
ing, implementing and eval uating sound

COMMAND SERGEANTMAJOR | RJ

. Command Sgt. Maj.
Stephan Frennier

unit and individual training programs.
Trainers attending the course will
experience arigorous program of instruc-
tion. Only the best qualified Soldierswill
become USAREC master trainers. Those
who make the grade earn an additional
skillsidentifier to their records.

Soldiers are selected by brigade and
battalion sergeants major. Soldiers
selected for the course have to complete
adistance learning phase prior to
attending the 20-day resident phase at
Fort Jackson. The resident course will
take the student through the entire
training devel opment process related to
Army doctrine and the inherent recruiting
fundamentals. In addition to daily course
work, studentswill receive weekend
homework that supports subsequent
lessons and master trainer certification.

Thefirst coursewill begin July 27 with
50 battalion and brigade senior master
trainers (master sergeants) in attendance.
Next year wewill run one 40-student
course per quarter to get the remaining
sergeant first class master trainers
certified.

In our restructuring of the course, the
end result is that we want to ensure that
recruiters get the best possible training
from the best possible trainers to meet
their needs and achieve their goals to
makethemission.
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By Chaplain (Lt. Col.) Doug Peterson

Family

D 0 you have those

family incidentsthat
stand out in your
memory?

| came across an
account of an airport
rendezvous that these
parentswill long
remember.

Several years ago,
when | livedin New
York andflew to
customer sites often,
my wifewould usually
drop meoff at Newark,
N.J., airport and pick me
up when | returned. On
onetrip, | was only going to be gone for afew days, so | drove
myself and parked the car at Newark.

When | returned, the weather was lousy, and it was |ate at
night. | wanted nothing more than to get home to the comfort of
my wife and my own bed. When | arrived, the storm was very
loud with crashing thunder and severe lightning. As| came into
my bedroom about 2 a.m., | found my two children— Alex, 3
and Cindy, 12 — in bed with my wife, Carolyn, apparently
scared by the loud storm.

| resigned myself to sleeping in the guest bedroom that
night. The next day, | talked to the children and explained that it
was okay to sleep with mom when the storm was bad, but when
| was expected home, please don’t sleep with mom that night.
They said OK.

After my next trip several weekslater, Carolyn and the
children picked me upintheterminal at the appointed time.
Since the plane was | ate, everyone had come into the terminal to
wait for my plan€’sarrival, along with hundreds of other folks
waiting for their arriving passengers.

Asl entered the waiting area, Alex saw me and came running
shouting, “Hi, Dad! I’ ve got some good news!”

Asl waved back, | said loudly, “Hi, Alex! And what isthe
good news?’

“The good news is that nobody slept with mommy while you
were away thistime!” Alex shouted.

6 | RECRUITER JOURNAL | JULY 2009

Chaplain (Lt. Col.) Doug Peterson (front right) poses with families at an
April Family Wellness event in Garmisch, Germany. Courtesy photo

Theairport became

very quiet as everyone
inthewaiting area
looked at Alex, then
turned to me, and then
searched the rest of the
areato seeif they
could figure out
exactly who hismom
was.

Family life hasboth
its fun and its frustra-
tions.

Each phase of our family experience bringsits own joysand
challenges. You may have found that successfully navigating
through the phases of life and family requires truckloads of
wisdom, flexibility and persistence.

I’d like to highlight an event that we' re doing to encourage
you in the many great things you are aready doing and to
suggest some principles that you can adopt to maximize your
family experience. It'scalled family wellness.

Family wellness, along with singles’ and couples’ retreats, is
part of the chaplain-sponsored outreach in each brigade area
every year.

The nifty thing about family wellnessisthat itstarget is
families. Parents and kiddos ages 8 and up all participatein the
event — with childcare provided for the younger ones.

Think of three days at anicefacility with alot of nearby
attractions and activities— and free time to enjoy them. In our
inter-active sessions we touch on the broad array of personal
and family dynamics. Included are effective roles of parents and
children, getting what we want, changes, problem-solving and
passing on our values.

Ask your unit ministry team or your Soldier and Family
Assistance program manager when your next event is sched-
uled, and get on board.

It just may be an adventure that your entire family would
enjoy, but would also provide a deep payoff.



Following Recruiting Station Shooting, Recruiters, Families
Demonstrate to Community What it Means to Be Army Strong

The Soldier wounded June 1 during an attack outside aLittle

Rock, Ark., recruiting station that claimed afellow Soldier’slife
expressed no bitterness at his attacker and said the incident
has done nothing to dampen his desire to serve in the Army.

Army Pvt. Quinton Ezeagwula, 18, spoke publicly about
the incident for the first time during a June 9 press confer-
ence. Heis recovering from gunshot wounds to his neck,
back and buttocks.

Army Pvt. William Long, 23, who waskilled in the attack,
was buried June 8 at Camp Robinson, Ark.

Ezeagwulaand Long recently completed initial entry
training and were serving on Hometown Recruiter Assis-
tance Program duty before moving on to their first assign-
ments. Long was an infantryman; Ezeagwulais aheavy
construction equipment operator who will continue to his
assignment at Schofield Barracks, Hawaii.

“Therecruiters
andfamiliesof the
LittleRock area
demonstrated to
thelocal commu-
nity what Army
Strong and the
Army Strong
Family aredll
about. It’s not just
talk. I’m proud of
how they came
together after the
incident to support
each other and the
Familiesof Pvts.
Long and
Ezeagwula,” said
Command Sgt. Maj. Stephan Frennier, USAREC Command
Sergeant Mg or, who attended the funeral.

He said it was heartwarming to see the number of Soldiers
and their familieswho attended the memorial for Long.

“By all accounts, PV2 Long wasagreat kid, highly moti-
vated, awayswilling to learn, alwaystrying to better himself,”
said Lt. Col. ThomasF. Artis, Commander of the Oklahoma City
Recruiting Battalion. “ That was one of the reasons we brought
him back asarecruiter. Private William * Andy’ L ong was one of
the everyday heroes who took his oath to protect his country
serioudly.

“TheLong family isextremely proud of Andy’sachieve-
ments and their heads are held high, even in their grief,” Artis
added. “They give meinspiration by their display of strength
throughout this ordeal .”

Asked by areporter about hisrecovery, Ezeagwula simply
said, “I’mdoingfine, sir.” Ezeagwulasaid he joined the military
because he wanted to help his family and thought the Army

Pvt. Quinton Ezeagwula and mother

sounded like a good way to do so.
“1 actually learned to love the Army,” hetold reporters.
Ezeagwula expressed thanks about the Army’s support since
theincident. “I really appreciate what they have done for my
family and for
PrivateLong's
family,” hesaid.
Hismother,
who joined him at
the news confer-
ence, echoed her
son’s thanks and
said the experi-
encereaffirmed
her confidence
that the Army will
look out for him.
“I really would
liketo commend
the Army for
everything they
have done for us,”
said his mother.
She said the
support Army
caregivers have
provided her son
makes her feel
“very secure
about my son

Pvt. William Long

beingintheir care.”

“1 couldn’t ask for a better person than God himself,” she
said. She added that she's happy her son wants to continue his
Army service.

“| feel very good about him staying in the Army and
wanting to represent the United States,” she said. “I think
that’s a wonderful thing.”

She said she hopes the incident sends a message that the
United States “is going to step up to the plate and take
whatever necessary steps need to be taken to protect Ameri-
cans.”

“You just can't [launch an attack] like that and think it's
OK,” shesaid. Still, she said, she harbors“noill feelings”
toward her son’s attacker.

“1 just pray that justice be served,” she said, adding that she
hopes the outcome will befair.

The alleged shooter, Abdulhakim Muhammad, was arrested
shortly after the attack. He faces charges of capital murder and
committing aterrorist act.

(Compiled from articles by Donna Miles, Office of the
Secretary of Defense Public Affairs, and Recruiting Command
Public Affairs Office)
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Conversational Marketing

Making Personal Connections to Tell the Army Story

By Julia Bobick, Editor

he Army is continuously evolving its advertising and
marketing tactics and techniques to reach its target

demographic and, as such, is shifting much of its
research and development efforts toward the new concept of
conversational marketing.

“Every generation makesits decisions differently,” said Steve
Lambert, the advertising division chief for USAREC G7/9.
“Boomers, Gen-Xersand Millennialsall have adifferent
methodol ogy to their decision-making process regarding
purchases. Consequently, you have to communicate with each
of them in amanner that resonates with their thinking process.”

While Boomers(born 1946-1964)
weretraditionally driven by the mass
media, including radio and television,
Lambert said that Gen-Xersrequired
more targeted marketing approaches,
and Millennials (born between 1980
and 2000) requireeven more
specialized approaches and commu-
nication channels (Internet and
mohile).

“We've got to adapt our method-
ology to reach the generation that
we'reinterested in,” Lambert said.
“Plus, the Army’sawaystrying to—in all of our campaigns and
all of our strategy —to look cool. We want to resonate with this
younger crowd.”

Research has shown that Millennials have some very unique
processes when it comes to making marketing and consumer
decisions, which would include the decision to join the Army,
according to Lambert. They are very adverse to hype; recruiters
who start off with what sounds like an advertising pitch, such
asmoney for college, may immediately turn off amillennial
prospect.

“The real way to reach them is through socia networking and
through anew concept called conversational marketing, which
isall about getting to know the person first and seeing where
the Army fitsin hisor her lifeat thetime,” he said.

The concept centers on about building relationships and
sparking a conversation that might lead to arecruiter introduc-
ing the Army as an option that might fit that individual’s needs.

According to Carol Phillips, President, Brand Amplitude, and
marketing professor, University of Notre Dame, who runsthe
blog www.millennial marketing.com, Millennialsuse social
networking to connect with people, not institutions, and trust
their “friends’ more than mainstream news organizations. To be
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“It’s all about trying
to reach our prospects in an
environment where they feel
safe and comfortable, and
one they communicate in.”

Steve Lambert, USAREC advertising chief

successful, she states in her blog that companies must market
with Millennials, not to them.

“It'sadifferent style of marketing and avery different way
than we' ve marketed the Army in the past, where we' ve kind of
put our pitch out there for the masses,” Lambert said.

Millennialsliketo confirm adecision they made through their
own research and through peer validation. As an example,
Lambert said that aMillennial who islooking at buying anew
car might go onto a social networking site to seek unfiltered
information about that car from other people without a market-
ing agenda.

“We are still going to go out with marketing messages that
resonate with the tangible and intangibl e benefits of Army
service, but we also have to think
past the traditional mass media
marketing campaign,” hesaid. “The
strongest tool inthe Army’s market-
ing toolkitisaSoldier telling the
Soldier story. Studies have shown
that message resonates more than
any other methodology,” he said.

Army Accessions Command is
engaging more social mediamethods
on goarmy.com, such as the Straight
From Irag, Ask a Soldier and the new
Infinite Possibilities sections, and
exploring new opportunitiesfor recruitersto leverage social
media. In collaboration with Recruiting Command G7/9, AACis
also researching recruiter pages on Facebook.

“We've already met with apanel of recruitersto see effec-
tively how they are using Facebook, and we' re devel oping
guidelinesto help recruiters use the site to its full potential,”
said Suzanne Nagel, USAAC G7 Mediaand Web branch chief.
“Some recruiters are using Facebook in unique ways and we are
exploring the best optionsto help recruitersimplement pagesif
they choose.”

Facebook pages would not be required of recruiters— they’d
be strictly voluntary, according to Nagel. The command isalso
working on creating station Web pages, complete with contact
information, individual photos and short bios of recruiters,
which will be located through the goarmy.com “Locate a
Recruiter” utility and link to therecruiters' Facebook pages.

“We are trying to engage socia networking across the board
as one of the tools arecruiter can use to reach out and try to
communicate with thisgeneration on their turf,” Lambert said.
“It's al about trying to reach our prospectsin an environment
where they feel safe and comfortable, and one they communi-
catein.”



By Stacie Shain
Special contributor for America’s Army

hen members of the Army Game Project devel-
oped the latest version of the popular America’'s
Army PC game, they had one mantra: make every
detail count.

“Our purpose from theinitial launch of America sArmy was
to provide players with an inside perspective and avirtual role
intheU.S. Army,” said Col. Casey Wardynski, Army Game
Project originator. “ America’ sArmy 3takesusto an all-new
level by providing state-of-the-art graphics and animations,
lighting, and sound, making AA3 agame like no other. Through
the game, we can educate young Americans about Army
opportunitiesin afun, compelling, immersive way that keeps
them coming back.”

America’sArmy 3, afree downloadabl e video game, has
more authentic military elements, including training, technol-
ogy, weapons, and audio than any other military game. Built on
Unreal Engine 3, AA3deliversstunningly realistic environ-
ments, lighting effects, animations and team-based experiences
so that players can experience how Soldierstrain, live and
advance in the game.

To create such authenticity, the project left few stones
unturned. Every element of the game is checked by subject
matter experts— active duty Soldiers whose experience
ensures that the characters, uniforms, weapons, egquipment and
scenariosarerealistic.

“The U.S. Army produces some of the most technically and
tactically proficient Soldiers the world has ever seen, so aswe
represent this great Army, it is our job to ensure every detail is
as correct aspossible,” said Mark, a Special Forces subject
matter expert whose last name is being withheld for security.

Mark said that the SMESs review every aspect of the game,
and all SMEshave extensive operational experienceat all levels
of infantry and Special Forces units. As developers determine
what they want Soldiers to have or to do, they contact the
SMEs, who then provide proper reference materialsfor them.

“And if we don’t have the answer, we have the resources of

New Army Ga
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theentire U.S. Army to find the correct answer,” Mark said.

Lead designer Michael “Ace” Aubuchon said that America’'s
Army 3 has the advantage over all other military games.

“We don't have to guess about how something works, or
should be used, or how it feels or animates,” he said. “If we
need to know, the Army makes sure we get exposuretoit.”

The game launched with five different environments, each
with three different scenario optionsfor atotal of 15 different
map/mission combinations. Unlike previous versions of the
game, America’sArmy 3will allow players, who awaysplay as
U.S. Soldiers, to experience ateam-based, force-on-force
operation with amore conventional army.

To give players a background in the storyline of AA3, the
Army Game Project developed America’'s Army — The Graphic
Novel, whichisavailablefor free online at www.americasarmy.
com/graphicnovel/. The novel begins at the start of a conflict
with astory arc from the perspective of a Soldier whoisa
member of aU.S. Army Long Range Surveillanceteam, and will
intertwine that Soldier’s story along with the stories of others
Soldiers whose occupational specialtiesinclude Military
Intelligence, Medic, UAV Operator, | nfantryman and Helicopter
PFilot.

“Many America sArmy players are huge graphic novel fans
so thisisan excellent way to further explore today’sArmy and
thelives of Soldiers,” said Mike Barnett, chief engineer for the
America' sArmy Project Office and executive producer for the
graphic novel. “Thisisthe most authentic graphic novel about
the Army every produced. U.S. Army Special Forces Soldiers
ensured the accuracy of every detail from the dialog to the
uniforms to the placement of the glow sticks strapped onto the
gear of an airborne LRSteam asthey skydive from the back of a
C-130. And by reading the graphic novel, players may find
useful game tips that may give them an edge when playing
AA3thissummer.”

The games arerated T for Teen and can be downloaded free
through the various partners listed at www.americasarmy.com.
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By Rachael Tolliver, U.S. Army Accessions Command

Astronaut
_in A my
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schildren we all have dreams of what we want
to be when we grow up. For some of usit’'sa
doctor, adancer, afireman, aSoldier or an athlete.

But as we grow up those dreams often change —
weloseinterest, or forget, or realize theimpossibil-
ity of them. Col. Tim Kopradreamed of being the
next Buck Rogers. Kopraheld onto his dream and
eventually, it turned into reality.

Originally ahelicopter pilotinthe Army, Koprais
now an astronaut

“It wasreally alifelong dream ever sincel wasa
child and [the U.S was] landing on the moon,”
Kopraexplained.

Over the years that dream faded, but then
during his freshman year at West Point something
happened to rewaken Kopra's dream of space
travel. His class had the opportunity to listen to

Frank Borman and other Apollo astronauts speak.
“It wasavery clear moment to me that became
something that wasreal. If Frank Borman and the
other Apollo astronauts could achieve that then
maybe | could too someday.”

Kopra spent agood deal of time researching
the paths that men before him had taken,
including Borman who went through West Point,
even though he was a career Air Force officer.

Fast forward several years and Kopra, along
with more than 2,500 other people, appliesto be
part of the 18th group of astronauts. Seventeen
were chosen. Koprawas one of them.

He has been in training to live on the Space
Station for three months and is scheduled to
launch sometime this summer asamission
specialist.

“The mission specialists have other duties
like space walks, robotic operations, living on
the Space Station, all of which | think are
cooler than flying the Space Shuttle,” he said.

He found one of the most fascinating
portions of histraining was getting ready for
the International Space Station — training

L ina with Russian cosmonauts and Japanese,
Astronaut/aq_uanaut Timoths):ALé)‘ft?gr;aepsmﬁgr?::;r:t Mission Can_adian a_nd European astronauts. _
training session for the NA repares for a seven-day “Thething | think is challenging and exciting about that is
Operations prO_leCt as thg fggvrzlgtional Oceanic and Atmo- that these are absolutely the top of the top from each one of
undersea mission att_)::\’fs Aquarius Underwater Laboratory. those organizations. | feel both privileged and often times

spheric Administrat humbled to be working with such an elite group of people.”

He said that the general philosophy of NASA isto push the
boundaries on what our capabilities are with respect to space.

NASA PHOTO
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“Our purpose within NASA isto learn as much as we can about our
environment outside of our planet, and within our planet. And that is
what we do,” Kopra explained. “What is interesting about the Space
Station research that is becoming more and more developed is that we
are going to learn alot about human physiology, about our world and
planet, how we react with each other on our planet.

“There will be great discoveries that come out of each component of
NASA ... fromthe International Space Station and scientific develop-
ment, from robotic probes that we have on Mars and future plans to go
to our other planets and moons. It's just an exciting time for NASA and
our nation.”

Kopracredited the Army with providing him away to reach hisgoals.

“The Army has afforded me opportunities I’ m not sure | could ever
have even imagined. Being ableto fly complex aircraft; to do experimen-
tal test flights on aircrafts; living underwater for aweek as part of a
NASA crew; serving in combat; going to graduate school and getting a
master’sdegree; living in Russiafor 10 weekswith aRussian family to
learn the language; doing water survival with cosmonauts on the Black
Sea, and the travel opportunities and exposure to awide variety of
cultures. These are all things | don’t think | could have imagined evenin
my wildest dreams.”

He added that the Army does a good job of instilling basic values and
leadership traitsin its people, and if you are going to reach your dreams,
he said you need to have those basics.

“Stick through the hard times because things get better,” he advised.
“Stick with your goals, stick with your dreams and things turn out for

Director Henry-Alex Rubin and Col. Tim Kopra

the best — just don't give up.”

fromSpace

ast month Goarmy.com launched a special section of its

site spotlighting the launch of the space shuttle Endeavor,
which will transport Col. Tim Koprato the International Space
Station where he will spend three months serving as a flight
engineer. Thelaunch originally planned for June 13, is now
scheduled for July 11.

Kopra, aWest Point graduate who started his Army career
as ahelicopter pilot, isone of only a handful of Army astro-
nautsto ever makethetrip into orbit. He will return to Earth this
fall.

Col. David Lee, director of marketing for Accessions
Command, said thisfeaturewill draw peopleto the goarmy.com
Web site who might not otherwise visit.

He said they can explore their interest in space, learn about
the Army, and, “we are providing them with connection that
even NASA doesn’'t have because they can ask an astronaut
guestionson Goarmy,” Leeexplained.

“Koprahasall of thislearned experiencein the Army, much
of itin preparation for space — learning Russian (to work with

discuss a segment of the commercial during taping
at Fort Carson, Colo., in October.

cosmonauts), learning robotics, scubadiving, flying — and he
can talk about that. Those are actually other MOSs... high tech,
linguists, robotics, scuba, flight — the Army hasit all.”

Koprasaid he wanted to give back to the Army, for giving
him the strength and knowledge to make his childhood dream a
reality, and he waswilling to allow the Army to create aunique
opportunity for him to do so from space.

The special sectioniscalled “Infinite Possibilities,” witha
secondary tag line: “With the training and skillsyou gainin the
Army, there’sno limit to how far you can go.”

L ee said this section contains some special social marketing
features allowing Koprato send Twitter and Facebook updates
from space. Linksto these can b