








	 On the Hill with  
	 AUSA’s Government Affairs

President Submits 2011  
Budget To Congress  

President Obama submitted a $3.8 trillion 
budget blueprint for fiscal 2011 to Congress 
on 1 February.   Of the $3.8 trillion, the 
Army is requesting $143.4 billion and 
an additional $102.2 billion for overseas 
contingency operations.   These requests 
were part of the overall defense request of 
$549 billion in its base budget and $159 
billion for overseas operations, primarily in 
Afghanistan and Iraq.

“This represents 1.8 percent real growth,” 
ADM Michael Mullen, Chairman of 
the Joint Chiefs of Staff, said in a press 
conference.  

The base budget has active Army end 
strength at 547,000; the Army National 
Guard at 358,200 and the Army Reserve 
at 205,000.   It  also requests a 6 percent 
increase to $6.3 billion for Special 
Operations Command to expand by 2,800 
service members, primarily Soldiers. 

The overseas contingency operations 
request asks for funding  to pay for 
an additional 22,000 active-duty 
Soldiers. It also wants funding to pay for 
the mobilization of 28,700 Army Reserve 
Soldiers and 52,800 Army National Guard 
Soldiers in the coming fiscal year. 

The budget blueprint is also requesting:
•	a 1.4 percent increase in military 

and civilian pay 
•	a 4.2 percent in Basic Allowance 

for Housing and the Basic 
Allowance for Subsistence 

•	an increase of $500 million 
for military family support 
programs, including about $440 
million to build and repair DoD 
schools 

•	approximately $400 million for 
selective reenlistment bonuses 

•	$544 million for recruiting and 
other advertising 

•	$42 million for Comprehensive 
Soldier Fitness

•	$1.1 billion for treatment, care and 
research of Traumatic Brain Injury 
and Psychological Health issues 

•	$16.9 billion for military 
construction 

•	$1.8 billion for family housing

We were surprised and very pleased to see 
that the budget requested $50.7 billion 
to fully fund the Military Health System 
without an increase in fees and co-pays.  
Looking at the health care portion of the 
budget, Secretary Gates said, “There has 
not been an increase in premiums since 
TRICARE was founded in 1995.”  He said 
that a family of three in the TRICARE 
system was paying $1,500 in premiums 
while a family of three in the Federal 
Employee Health Benefits Programs was 
paying about $3,300.   He added the 
department wants to work with Congress 
on costs because they’re “only going to 
keep going up.”

DoD said health care costs in its facilities 
are rising about 4 to 5 percent annually.  
In the purchased care system, costs are 
rising about 6 percent per year.   The 
budget reports 9.5 million beneficiaries in 
the Military Health System.

With regards to the military construction 
request, Kathleen Miller, Acting Director 
of the Army Budget, said the reason for the 
decline in military construction is most 
of the projects for Base Realignment and 
Closure (BRAC) have been accounted for.  
BRAC is to be completed by September 
2011.  For example, more than $5 billion 
was spent on BRAC-related activities last 
year and about $800 million for family 
housing.  The Army BRAC-related request 
is for $1.1 billion and $610 million for 
family housing.  

The request also includes money to 
continue the Department of Defense’s 
in-sourcing program, especially in 
procurement.  About 22,000 civilians are 
expected to be hired over the next four 
years to fill those positions.

Also included is a request for $296 million 
to cover the costs of moving federal civilian 
employees out of  the National Security 
Personnel System.   Defense Comptroller 
Robert Hale said, “We hope to have 
everyone out of the National Security 
Personnel System by the end of the year.”  
“If you’re between two steps in the general 
schedule you will go to the higher step.” 

He also said that the Office of Management 
and Budget has again requested full 
Concurrent Receipt for Chapter 61 retirees 
with service-connected disabilities.   “But 
there will have to be an offset” in other 
entitlement programs.   This has been a 
long-time goal of AUSA’ s.  

Hale warned Congress not to boost the 
pay increase by a half percent.   He said 
that would add about $500 million this 
year and would have a cumulative effect 
on future spending particularly in training 
and equipping.

He said the defense budget is expected to 
grow 1 percent over inflation over each of 
the five years following fiscal 2011.  Most 
other cabinet departments are in a three-
year spending freeze.  He said the growth 
was needed to sustain the armed forces 
training and equipping needs. 

The base budget request and the overseas 
operations request represent about 4.7 
percent of Gross Domestic Product, he 
added.

Complete budget information is available 
at www.budget.mil.

T he Directorate of Government Affairs coordinates AUSA's activities related to the U.S. Congress and 
Administration. The Directorate helps maximize the Association's and members' participation in the 
legislative process and advocates for the Army, Soldiers (past, present, and future) and their families. 

Additionally, the Directorate monitors congressional activity and reports to our members to ensure they are well 
informed and prepared to be active in the legislative process.
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Kevin Trepa
Vice President, Tactical Division, 

Leupold & Stevens, Inc.

Executive Briefing

Please tell us about your company 
(history, background, interesting 
facts). 

Leupold & Stevens, Inc. (www.
leupold.com) is an American, fifth-
generation, family-owned business that 
was founded in 1907.  As America’s 
Optics Authority, Leupold is focused 
on manufacturing world-class shooting 
optics to include rifle scopes, spotting 
scopes, binoculars, rings and mounts, 
laser range finders, and flashlights.  
We currently employ more than 600 
people in our Portland, Oregon factory.  
While initially focused on optics for 
the hunting and shooting community, 
Leupold has been producing battle 
hardened optics for the military since 
the 1985 introduction of the Ultra 
riflescopes.  The factory in Portland is 
a full-service operation that includes 
design, engineering, manufacturing, 
mil-spec testing, and customer service 
and repair.  The Portland factory is 
capable of building more than 1500 
riflescopes per day and is one of 
the largest consumers of high-grade 
aluminum in the Northwest.  Each 
scope is rigorously tested for rugged 
dependability before it leaves the factory.  
To ensure our ability to meet increased 
demand and deliver product on time, 
we have just completed an extensive 
Oracle ERP implementation and added 
significant capital improvements to our 
factory floor.

How long have you been with 
Leupold?

I joined Leupold in early 2009 when 
we started laying the groundwork for a 
formal Tactical Optics division.  Over 
the years we have built up a world-
class engineering, manufacturing, and 
testing capability.  However, we wanted 
to strengthen our ties to our military.  
We built a product development 
and engineering team that is focused 
exclusively on the demanding needs 
of today’s warfighter.  Combined with 
a new office in Northern Virginia, this 
new team is able to quickly design, 
produce, and deliver purpose-built 
optics to our warfighters anywhere in 
the world.  This is a significant shift 
in focus for the company.  I am happy 
to report that this new direction has 
been enthusiastically endorsed by the 
company’s executive team, the board of 
directors, and the Leupold and Stevens 
families.  

What work is your company doing 
specifically with the Army, DoD? 

There are more long-range Leupold 
tactical optics in service with the U.S. 
military today than any other brand.  
This is a responsibility that we take 
very seriously.  The foundation of that 
responsibility is listening carefully to 
the needs of the end-users, the men 
and women in the trenches.  We have 
built a team of accomplished, combat-
experienced military shooters that work 
closely with the field to understand 
their needs.  We also have a new 
team of design engineers dedicated 
to the Tactical Optics Division that 
work closely with the end-users to 

transform those needs into the right 
product as quickly as possible.  Our 
work with the military has resulted 
in several new products that will 
revolutionize traditional rifle optics.  
Most important is our 1.1- 8 power 
rifle scope that allows for Close Quarter 
Battle engagements with a super-bright 
holographic dot and then with a twist 
of the eye-piece, the shooter can engage 
targets out to 1000m with a first-focal 
plane ranging reticule, all with the 
same scope.  The applications for this 
technology are significant and traverse 
the full spectrum of small arms from 
carbine to sniper rifle.

What role has the current world 
events played with your company 
recently? 

Our nation is at war.  We have 
reorganized our company, and 
reallocated resources, to unconditionally 
support our warfighters.   

What kind of role does AUSA serve 
with your company? 

AUSA provides Leupold Tactical 
Optics a platform to interact with a 
broad segment of the Army.  It also 
provides a forum for us to announce our 
specialized performance optics designed 
for military use. Through AUSA, 
Leupold can increase its exposure to the 
community and express its commitment 
to America’s Army. The tradeshows 
throughout the year offer us an excellent 
opportunity to display our products 
and demonstrate the quality and 
performance of Leupold Tactical Optics 
line of products directly to the end-user 
and the procurement community.

The Executive Briefing is an in-depth look at the leaders from AUSA's Sustaining Membership Program— 
it focuses on the company and its niche in the defense marketplace. This month, the IA Times staff talks with  
Kevin Trepa, Vice President, Tactical Division, of Leupold & Stevens, Inc.
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Talk, Listen, Connect: “When  
Families Grieve” Available Soon 

Sesame Workshop, the non-profit 
organization behind Sesame Street, is 
continuing its award-winning outreach 
initiative for military families with 
a new phase: Talk, Listen, Connect: 
“When Families Grieve.” The initiative 
launches on 14 April with a powerful 
and heartwarming television special, 
“When Families Grieve,” featuring Katie 
Couric, Elmo, and the courageous stories 
of families who have experienced the 
death of a parent. Immediately following 
the television special, groundbreaking 
multi-media “When Families Grieve” kits 
will be available free-of-charge to families 
and service providers across the country.  
The bilingual (English and Spanish) 
kits include a DVD featuring the Sesame 
Street Muppets, a storybook for children, 
and a guide for parents and caregivers. 
 
The “When Families Grieve” initiative 
leverages the power of children’s trusted, 
furry friends—Elmo and the Sesame Street 
Muppets—to provide resources in support 
of families with young children between 
the ages of two and eight, who are coping 
with the death of a parent  These high-
quality resources were designed with the 
guidance of subject matter experts, and 
will help to reduce the levels of anxiety, 
sadness, and confusion that children 
may experience following the death of 
a parent.  The kits also provide families 
with age-appropriate tools to support 
and comfort children, including ways to 
talk about death with a young child; and 
reassure children that they are loved and 
safe, and that together with their families 
and friends, they can learn ways of being 
there for one another and move forward. 
 
As Soldiers continue to go to war and 
casualties occur, the need for quality 
resources on child bereavement becomes 
even more urgent.  An estimated one in 20 
children under age 15 experience the death 

of one or both parents due to violence, illness, 
suicide, war, accidents, or other causes 
according to a 1998 study by KF Steen “A 
Comprehensive Approach to Bereavement.”  
In 2007, the Social Security Administration 
reported that 1.9 million children under the 
age of 18 received benefits from a deceased 
parent. The Defense Manpower Data Center 
(DMDC) reports that military families are 
at even greater risk; approximately 1,345 
children experienced the death of a parent 
serving in the military between 2006 and 
2007 alone. 

The death of a parent impacts every 
aspect of a child’s life. The Barr-Harris 
Children’s Grief Center wrote in their 
2007 publication “Helping a Child Cope 
with Loss: A Teacher’s Guide,” that grief 
encompasses a child emotionally, socially, 
cognitively and behaviorally. Children may 
exhibit behavioral symptoms and regressive 
behaviors, anxiety, and/or depression. 
Children may also experience unexplained 
guilt or anger, yet not be able to identify or 
express such feelings. For young children 
in particular, death can be overwhelming 
and difficult to understand; and children 

often look for reassurance from adults in 
their lives; parents, relatives, teachers, 
and/or faith leaders. Yet, adults may find 
it difficult to tackle the challenging topic 
of death in ways that are comforting and 
developmentally appropriate for a child. 
 
Two customized versions of the kit—one 
designed to support the specific needs of 
military families and the other designed 
for the general public—will be available 
through Military OneSource or by emailing 
grief@sesameworkshop.org. Sesame 
Workshop is further working to ensure 
that Military Services casualty offices, 
childhood grief centers and counselors, 
and other service providers who work 

AUSA’s Family Programs Directorate is both an advocate and a resource for Army families. Our work includes 
ensuring that Army families have the latest information about family readiness programs, education and 
scholarship opportunities, spouse employment initiatives, military health care, wounded warrior and family 

issues, and many other topics important to Army families.

	 AUSA's Family Programs

continued on page 11

Katie Couric appears alongside Jessie and Elmo in Sesame Workshop's Talk, Listen, Connect: "When Families Grieve."
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The Institute of Land Warfare (ILW) extends the influence of AUSA by informing and educating its members; local, 
regional and national leaders; and the American public, on the critical nature of land forces and the importance of 
the United States Army. ILW carries out a broad program of activities, including the publication of professional 

research papers, newsletters, background briefs, essays and special reports.

In each issue of the IA Times, the ILW Spotlight focuses on a different topic of interest to our readers.

I personally think what will be dramatically 
new and different about training in 2015 is 
that we will be able to replicate nearly 
everything we need to replicate at home  
station. 

—General Martin E. Dempsey, Commanding 
General, U.S. Army Training and Doctrine 
Command, Fort Knox, Kentucky, 13 May 2009

Introduction
Nearly every major Army installation has a 
Battle Command Training Center (BCTC) 
that provides virtual, constructive and 
gaming training tools and technologies, 
and the venues in which to use them. The 
BCTC at Fort Lewis, Washington, is an 
example of the tremendous value a BCTC 
can contribute to home station training 
efforts. Its innovative programs are on the 
leading edge of forward thinking about 
training and leader development in today’s 
Army.

Training for Battle Command
The Fort Lewis BCTC is a 21st century 
campus for training in battle command. 
Army Field Manual 3-0, Operations, 
defines battle command as “the art and 
science of understanding, visualizing, 
describing, directing, leading, and assess-
ing forces to impose the commander’s 
will on a hostile, thinking, and adaptive 
enemy.” The BCTC teaches and trains 
the skills necessary for successful battle 
command and helps to foster the knowl-
edge and attributes needed for effective 
leadership. It trains individuals, leadership 
teams, units and staff groups at all levels 
using live, virtual and constructive envi-
ronments, as well as the latest in gaming 
technology.

The Fort Lewis BCTC is government 
owned, with guidance and oversight 
provided by a small group of Army 
officers, noncommissioned officers (NCOs) 
and civilians. The facility is operated by 
contract staff consisting mostly of retired 
military officers and NCOs with extensive 
leadership experience. Many have recent 
combat experience in Iraq and/or Afghani-
stan; all are dedicated to doing everything 
they can as trainers and mentors to help 
prepare Soldiers, leaders and units for 
upcoming deployments.

The BCTC is a powerful training resource 
for commanders and NCO leaders, and 
the value of this capability to the NCO 
corps at Fort Lewis is difficult to overstate. 
Approximately 60 percent of training and 
leader development conducted is focused 
on NCOs, who are able to conduct a 
wide variety of training activities with 
their Soldiers using the BCTC’s facilities. 
Battle Command trainers can realistically 
simulate battlefield conditions for small 
unit operations, mounted and dismounted
patrols and combat logistics patrols using 
advanced technologies such as Joint 
Conflict and Tactical Simulation (JCATS)
constructive simulation and Virtual Bat-
tlespace 2 (VBS2). Integrating virtual, con-
structive and gaming technologies with
live field training, the Fort Lewis BCTC 
produces powerful training events, some-
times distributed across hundreds of miles, 
such as the exercise conducted by the 3d 
Stryker Brigade Combat Team, 2d Infantry 
Division.

Fostering Leader Development
The Fort Lewis BCTC’s staff includes a 
former brigade commander, ten former 
battalion or deputy brigade commanders,

seven former sergeants major and ten 
former first sergeants. Thirty-seven of the 
staffers have recent combat experience from 
Iraq or Afghanistan, ranging from opera-
tions officer for a joint task force, through 
Stryker brigade command sergeant major, 
to company commander. This seasoned 
staff provides leader mentorship as part of 
the BCTC’s Leader Development Program.
The BCTC assists commanders in training 
and developing leaders in concert with U.S. 
Army Training and Doctrine Command’s 
(TRADOC’s) leader development impera-
tives as described in the CSA-approved 
“Leader Development Strategy for a 21st 
Century Army.” The program employs the 
full range of live, virtual and constructive 
training tools available, including:

• 	 training modules
• 	 training support packages
• 	 decision-making exercises
• 	 S.L.A. Marshall Combat 

Leader Video Interviews
• 	 the Post-Rotation Interviews and Data 

Capture Events (PRIDE) program
• 	 leader-team battle exercises
• 	 leader professional development events
• 	 the BCTC’s Jacobsen Mission Support 

Operations Center’s Area of Opera-
tion Immersion Program (AOIP)

• 	 virtual staff ride individual 
digital systems training

• 	 leadership mentoring.

Students at Fort Lewis’s Henry H. Lind 
Noncommissioned Officer Academy have 
benefited from the support of the BCTC 
and its leader development capabilities. 
Simulation activities have been integrated 
into leadership training events, and the 
S.L.A. Marshall Combat Leader Video 
Interviews have exposed young NCOs to 

ILW Spotlight: A 21st Century Campus  
for Battle Command Training
An excerpt from AUSA’s Torchbearer Issue paper of the same name, December 2009,  
available online at www.ausa.org, under ILW Publications
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the experience and knowledge of seasoned 
veterans.

The Power of Synergy
The Fort Lewis BCTC shares its campus 
with three other organizations: the Army 
Center for Enhanced Performance, the 
Stryker Brigade Combat Team Warfight-
ers’ Forum and the Asymmetric Warfare/
Counter-Improvised Explosive Device 
(AW/C-IED) Team. Together, the four 
organizations provide complementary and 
interlocking capabilities that combine to 
further enhance home station training and 
leader development.

The Army Center for Enhanced Perfor-
mance (ACEP) was pioneered at the U.S. 
Military Academy at West Point and has 
since expanded to nine other sites, includ-
ing Fort Bragg, North Carolina, and Fort 
Hood, Texas, as well as Fort Lewis. The 
ACEP offers training, derived from perfor-
mance and sports psychology, that focuses 
on developing mental and emotional skills 
to help the trainees improve overall perfor-
mance and “be their best when it matters 
most.” The staff uses techniques such as 
goal setting, stress and energy manage-
ment, biofeedback and neuro-feedback 
training, visualization and imagery, 
positive-effective thinking and attention 
control to encourage mastery of peak per-
formance.

The Stryker Brigade Combat Team Warf-
ighters’ Forum (SWfF) was the first of 
several small organizations established by
the Army to foster a more networked 
and collaborative environment within the 
“communities of purpose” they serve. Each 
Warfighters’ Forum seeks to promote the 
sharing of knowledge and experience, and 
to solve common problems affecting its 
type of formation. It leverages network 
technologies such as online portals, discus-
sion forums, web conferencing and secure 
video teleconferencing, and it integrates 
subject matter expertise from throughout 
its community. The SWfF serves the Army’s 
seven Stryker Brigade Combat Teams and 
the organizations that support them, con-
necting the institutional Army and Combat 
Training Centers with operational units 
across the Army. It collects and shares 
observations, insights, lessons and inno-
vations from SBCTs that are conducting 
operations, training and exercises. It works 
in concert with the TRADOC Capabilities 
Manager for SBCTs, serving as a problem-

solving catalyst, disseminating SBCT 
experience and expediting the production 
and incorporation of new knowledge. The 
SWfF enhances the Army’s ability to “get it 
right quickly” by focusing a wide range of 
expertise within the Stryker community of 
purpose. 

Finally, the AW/C-IED Team provides 
Fort Lewis units with a first-class training 
resource for AW/C-IED information, 
resources and capabilities. The team facili-
tates the training of collective counter-IED 
capabilities incorporating the latest tech-
nologies, helps to integrate live IED-defeat 
training into the virtual, constructive 
and gaming capabilities of the Fort Lewis 
BCTC, and develops and manages the 
Fort Lewis and Yakima Training Center 
counter-IED training infrastructure. The 
AW/C-IED Team helps to integrate “attack 
the network” training into universal home-
station training scenarios and conducts 
individual and collective training to “defeat 
the device.” It trains and certifies a core 
group of master trainers from Fort Lewis 
brigades and other major subordinate 
commands. These subject matter experts 
assist unit commanders in the conduct of
AW/C-IED training and provide other 
mission area expertise. The team also 
works with other external courses and 
programs, such as the mobile training 
teams dispatched to Fort Lewis by the 
DoD-wide Joint IED Defeat Organization 
(JIEDDO). 

The Way Ahead
This quartet—the BCTC, the ACEP, the 
SWfF and AW/C-IED—is unique to Fort 
Lewis and gives NCOs and other leaders 
access to an extraordinary set of training 
tools. These organizations operate at the 
cutting edge of new, groundbreaking 
technologies and methodologies across 
the range of live, virtual, constructive and 
gaming environments. The innovative 
capabilities they offer, and the synergy 
they produce, offer powerful training 
enablers, applicable to operations all along 
the spectrum of conflict. 

This installation serves as an example of 
how to enhance home station unit training 
and leader development. It shows how to 
empower the noncommissioned officer 
corps and other leaders with an integrated 
kitbag of available, proven and effective 
tools—tools that are continually updated 
with system improvements and new 
insights from the field. The Fort Lewis 
model offers a way ahead for the future of 
training in the Army.
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	 Special Feature

As the Army winds down the “Year of 
the NCO,” 2009 was a great success for 
the Noncommissioned Officer Corps. I 
thought how appropriate it is for AUSA’s 
Industry Affairs Directorate to host senior 
noncommissioned officers and allow them 
to share some of their important thoughts 
in these Special Features, and I am glad 
to be a part of it.  Sergeants represent the 
ultimate consumer of many of the products 
and services offered by industry partners, 
so it is important they continue to present 
issues and suggestions in forums such as 
this.  GEN Dennis Reimer, former Chief of 
Staff of the Army, once noted “NCOs are on 
the ground training and leading Soldiers 
and working with industry representatives 
as we experiment with information age 
technologies that will carry us into the 
next century.” Obviously GEN Reimer 
understood that NCOs operate in that area 
where the rubber meets the road. In the 
terms of that idiom, the rubber and the 
road is the point in a process where there 
are challenges, issues, or problems. Well, 
we are now in that next century he spoke 
of and many a savvy person knows to take 
heed in the wise counsel the combined 
experience our fine noncommissioned 
officer corps presents. 

The fact that this article was written in 
January 2010 and published in this edition, 
reemphasizes that including the opinions 
and feedback of senior noncoms was not a 
“Year of the NCO” anomaly, but a positive 
feature that hopefully continues here for 
the foreseeable future.  I say this from a 
perspective that led me to believe that 
those ultimate consumers, the Soldiers, 
do not always get a say in the types of 
equipment or services provided them, no 
matter how hard we tried. As the then-
incoming Command Sergeant Major of the 
Army Materiel Command, my commander 
and boss GEN Ben Griffin tasked me with 

developing a communication channel for 
Soldiers and noncommissioned officers to 
get their concerns about Army gear to the 
top. The Sergeants Major network is a strong 
one for passing routine communications, 
and a great way to stay abreast of hot 
topics and issues, something we knew that 
we could better use to our advantage to 
improve our Service to the Soldier.

I was returning from a year-long deployment 
in Iraq at the top logistics command, a 
rotating mission that was then shared 
between three sustainment commands, 
and I felt we needed our Soldier’s recent 
experiences flowing more quickly to our 
research, development, and acquisition 
communities.  I often tell the story when 
the Army first deployed to Iraq about the 
3-point Humvee seatbelt that was installed 
on the base models, but could not be 
properly worn by most Soldiers in all their 
combat gear. I saw how in less than 18 
months we had three different versions that 
were fielded on a limited basis, and there was 
little consensus on which one worked best. 
Some of the systems were too complicated, 
and Soldiers elected not to wear them. One 
4-point system in particular got hung-up in 
the Soldiers' gear when disconnected, and 
also fell out of favor. 

One of the challenges is that limited user 
testing was done and small units that 
were queried for suggestions did not take 
other dissimilar units (and missions) in 
to account. Lastly, others had passionate 
arguments against certain changes that 
caused confusion for the developers. By the 
time I left in late 2004 it still wasn’t solved, 
though thankfully seatbelt design has been 
solved and our vehicles are safer for it. The 
fact was that some of the confusion could 
have been resolved had we engaged senior 
NCOs and commanders at the appropriate 
levels.

The point I make is that Soldiers, and 
the noncommissioned officers who lead 
them, are often in some of the best places 
to help guide a common sense approach 
to equipment and gear they use the most.  
The difficulty I saw was well-meaning 
people not asking, or the act of physically 
linking the right types of people together 
was not always possible. I would try to 
enlist the support of Soldiers in those units 
who recently returned, while ensuring the 
right people were selected. I also “practiced 
what I preached” by visiting as many 
industry partners as I was able, especially if 
comments from leaders to me were about 
a specific issue. One example was with a 
particular radar system that took weeks 
or months for repair and return. I was 
able to visit the manufacturer’s assembly 
line, observe the process first hand, and 
then make suggestions to the appropriate 
agencies. During that visit, I learned 
that most of the systems were returned 
without the required cables, which added 
additional steps and added to the slow 
down. I was able to communicate this to 
support personnel on the ground overseas, 
which reduced some of the backlog.

Another aspect of using the expertise and 
experience noncommissioned officers 

CSM Dan Elder, USA, Ret., AUSA Senior Fellow

Where the Rubber Meets the Road
By CSM Dan Elder, USA, Ret., AUSA Senior Fellow

I n future issues, the IA Times will feature articles by prominent military leaders on topics relevant to our  
Sustaining Members. This month, CSM Dan Elder, USA, Ret., AUSA Senior Fellow,  
provides an article titled "Where the Rubber Meets the Road".
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possess is in the things they see and do. 
In today’s operational environment, first 
sergeants and sergeants major must be 
at the same places their troops are, all 
while being a second set of eyes for their 
commander. It is through this battlefield 
circulation that they see issues, form 
opinions and identify trends. An example 
of this type of observation happened soon 
after a Division Command Sergeant Major 
lost a Soldier who drowned as a result of 
a vehicle rollover in a canal. After talking 
with his Soldiers who were involved in the 
unsuccessful rescue, they were convinced 
that the Soldier’s body armor hindered 
his escape attempts, so the sergeant major 
set out to find alternatives. Through his 

feedback to the capabilities and product 
developers, he helped drive the Army to 
develop a break-away quick release outer 
tactical vest that is now fielded across the 
Army. It was through the demands that 
one sergeant major put on the system that 
helped usher in an important piece of gear 
that better protects Soldiers.

As the first Command Sergeant Major 
Senior Fellow for the Association of the 
United States Army, I hope to be able to 
use some of those same techniques I have 
developed while in uniform to get issues 
and challenges of our members, whether 
individual, corporate or sustaining, to the 
leaders who could use that information 

most, both in an outside of the Association. 

Though no longer serving on a full-time 

basis, I still continue my own circulation 

among my peers and counterparts who 

continue to serve. Also, as I travel, I see 

other former noncommissioned officers 

who have taken their experience and 

applied it to making things better for 

Soldiers on the ground, which is a strong 

indicator on the value industry places on 

the senior noncommissioned corps. I am 

proud of our Army’s NCO Corps because 

they truly understand the perspective at the 

places where the rubber meets the road, a 

characteristic we can all be grateful for.  

with families coping with grief have access 
to “When Families Grieve” resources and 
copies of kits. In addition, a facilitator’s 
guide for service providers, print materials, 
streaming video and additional resources 
will be offered at sesamestreet.org/grief. 

Sesame Workshop relies on project 
partners for its outreach initiatives, and 
major support for “When Families Grieve” 
has been provided by Defense Centers of 
Excellence for Psychological Health and 

Traumatic Brain Injury, BAE Systems, Iraq 
Afghanistan Deployment Impact Fund of 
the California Community Foundation, and 
Walmart Foundation. Additional support 
comes from Lockheed Martin Corporation, 
New York Life Foundation, Military 
OneSource, New York State Office of Mental 
Health, McCormick Foundation, the USO, 
Military Child Education Coalition, Joseph 
Drown Foundation, Bank of New York 
Mellon, Oshkosh Defense, and Department 
of Veterans Affairs – Vet Center Program. 

AUSA Family Programs was involved in the 
initial phase of Talk, Listen and Connect in 
an advisory status and continues to interact 
with Sesame Workshop and also distribute 
the kits to Army family members upon 
request.  For more information, visit www.
ausa.org/family and click on “Resources.” 
 
Tune in 14 April at 8pm to PBS (check local 
listings) for the television special “When 
Families Grieve.”

	 Family Programs: continued from page 7

AUSA is currently accepting nominations 
for the 2010 John W. Dixon Award. 
Awarded annually during the Sustaining 
Members’ Lunch at the AUSA Annual 
Meeting, the John W. Dixon Medal is 
presented for outstanding contributions 
to national defense by a member of the 
industrial community.  In 1989, AUSA’s 
Council of Trustees announced the first 
award of the medal to its namesake, John 
W. Dixon of Dallas, Texas.

The Council of Trustees selected Mr. 
Dixon for the first award in recognition 
of his many exceptional achievements as 
a Soldier and government official, scholar 
and academician, industrial executive and 
public leader.

Enclosed in this issue of the IA Times you 
will find a nomination form.  If you know 
someone who is a candidate for the John 
W. Dixon Award, we encourage you to 
nominate them.  Candidates must meet the 
following criteria:

Candidates must be identified as a •	
Chairman, Chief Executive Officer, 
or President of a corporation, or a 
comparable position.
Candidate must be present to accept •	
the award.
There is no requirement that those •	
nominated or selected be members 
of the Association.
Elected or appointed federal •	
government officials (except 
Civilian Aides to the Secretary 

of the Army who have served 
multiple terms) are deferred from 
consideration to receive the Dixon 
Award while in office.
Members of the AUSA Council •	
of Trustees are deferred from 
consideration to receive the Dixon 
Award while serving as a trustee.

The intention is to recognize the unique 
and direct contributions of American 
industry to the security of the nation and to 
honor the partnership between the Army 
and American industry that has produced 
the most effective and best equipped land 
force in history.

	 Call for Dixon Award Nominees
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LTG Roger G. Thompson, Jr. . . . . . .  676  
U.S. Army Retired, Vice President 
Membership and Meetings. . . . . . . . . . . . . . 
 . . . . . . . . . . . . . . . . . . rthompson@ausa.org

Michael Scanlan, CMP . . . . . . . . . .  300  
Director, Industry A�airs . . . . . . . . . . . . . . . .  
 . . . . . . . . . . . . . . . . . . . mscanlan@ausa.org

Alex Brody  . . . . . . . . . . . . . . . . . . . .  389  
Assistant Director, Industry A�airs . . . . . . . . 
 . . . . . . . . . . . . . . . . . . . . . abrody@ausa.org

Kaye Culyba . . . . . . . . . . . . . . . . . . .  365  
O�ce Supervisor/Registrar . . . . . . . . . . . . . . 
 . . . . . . . . . . . . . . . . . . . . kculyba@ausa.org 

Courtney Diggs-Brown . . . . . . . . . .  206  
Meeting Planner . . . . . . . . . . . . . . . . . . . . . . .  
 . . . . . . . . . . . . . . . cdiggs-brown@ausa.org 

Diane FitzGerald  . . . . . . . . . . . . . . .  383  
Manager, Meetings. . . . . . . . . . . . . . . . . . . . . 
 . . . . . . . . . . . . . . . . . . d�tzgerald@ausa.org

Amy Frankenstein  . . . . . . . . . . . . . .  370  
Administrator, International Programs . . . . .  
 . . . . . . . . . . . . . . . afrankenstein@ausa.org 

Christine Goedkoop, CMP . . . . . . .  373  
Meeting Planner . . . . . . . . . . . . . . . . . . . . . . .  
 . . . . . . . . . . . . . . . . . cgoedkoop@ausa.org

LexaLynn Hooper . . . . . . . . . . . . . . .  391  
Manager, Special and International 
Programs . . . . . . . . . . . . .lhooper@ausa.org 

Gaye Hudson  . . . . . . . . . . . . . . . . . .  381  
Administrative Assistant. . . . . . . . . . . . . . . . . 
 . . . . . . . . . . . . . . . . . . . . ghudson@ausa.org 

Christine Lathrop . . . . . . . . . . . . . . .  375  
Editor, IA Times, Administrator, Sustaining 
Membership and Programs. . . . . . . . . . . . . . 
 . . . . . . . . . . . . . . . . . . . . clathrop@ausa.org

Rand Meade . . . . . . . . . . . . . . . . . . .  393  
Manager, Exhibits and Sponsorships . . . . . .  
 . . . . . . . . . . . . . . . . . . . . . rmeade@ausa.org

Mary Wille . . . . . . . . . . . . . . . . . . . . .  385  
Coordinator, Exhibits and Sponsorships. . . . 
 . . . . . . . . . . . . . . . . . . . . . . mwille@ausa.org
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I n 1996, AUSA was invited to organize a pavilion 
at Eurosatory by the Embassy of France.  The 
team was able to o�er the American defense 

industry space in a pavilion at Eurosatory and the 
plan for AUSA to build an international program 
and organize pavilions overseas was born.  The 
idea was to have a show in four di�erent areas 
of the world that would give our exhibitors an 
opportunity to either expand their base or introduce 
their company to a new market.

In 1998, AUSA launched its �rst USA Pavilion 
at the Defense Asia Thailand Tradeshow.  Since 
then, the AUSA International Program has grown 
from one to four tradeshows. There are now 
shows in France, the United Kingdom, Jordan 
and the United Arab Emirates.

AUSA, along with our sales agent, Marketing 
International Corporation, has worked over 
the years to build a reputation, making sure 
our exhibitors have the best location in which 
to exhibit at each tradeshow. AUSA continues 
to assist our exhibitors by drawing traf�c to the 
pavilion, ensuring their products are seen by 
more foreign delegations than other pavilions. 
This is both a testament to the hard work AUSA 
puts forth prior to the show and the high quality 
of exhibitors in the USA Pavilion.

Bren-tronics became our �rst success story.  From 
AUSA’s �rst international show, they exhibited in 
the USA Pavilion consistently for the past ten years. 
They started as a small, veteran-owned battery 
company and as of 2007, their income status has 
increased to approximately $30 million annually.  
They claim that this was in part due to exhibiting 
within the USA Pavilion time and time again.

AUSA feels that the growth of the international 
market will continue and encourage all Sustaining 
Member companies to consider exploring the 
world of international tradeshows.  Our next 
tradeshow is SOFEX 2010.  Although this show is 
currently sold out, we will be accepting contracts 
for space at our 2011 shows.  Please visit our 
web site at www.ausa.org to see how the AUSA 
International Program can help your company.

As Sustaining Members, if you exhibit in the USA 
Pavilion your company will earn Order of Merit 
points, giving your company the opportunity to 
advance its position for booth space at the much 
anticipated 2011 AUSA Annual Meeting. For
inquiries about the USA Pavilion, contact LexaLynn
Hooper at lhooper@ausa.org or by phone at
(703) 907-2666.

 The History of the USA Pavilion

Daily presentations given by Department of Defense and Department of Commerce of�cials is just  
one of the many bene�ts that draws attendees to the USA Pavilion.




