
                                                                                                                                                                                                       

SITUATION ANALYSIS 

During the U.S. Army’s 2008 recruiting production year, the 

Miami Recruiting Battalion was enjoying moderate success 

among potential local Hispanic recruits. But while more than 65 

percent of Miami’s population is Hispanic, only 3 out of 10 new 

Soldiers enlisting and 25 percent of future soldier inquiries were 

from Hispanics. In order to meet its recruitment goals, the 

Miami Battalion needed to draw more Hispanic prospects.  

While it had maintained some onsite presence at Hispanic 

cultural festivals and conducted recruiter visits to high schools in 

predominantly Hispanic neighborhoods, the Battalion had not 

made significant progress in the Hispanic community. 

 

STATEMENT OF PROBLEM 

The number of Miami area Hispanics seriously inquiring about a 
career in the U.S. Army and/or deciding to enlist did not reflect 

the demographic makeup of the surrounding Miami areas. 

 

GOALS OF ASSIGNMENT 

To help the U.S. Army’s Miami Recruiting Battalion generate 

greater awareness and leads from Hispanics interested in 

enlisting in the U.S. Army. The Agency was also tasked to help 

the Battalion increase actual number of inquiries from Hispanics, 

who were either weighing post high school education and 

training options or wanting a fresh new career start in the Army. 

In summary, our activities were aimed at generating greater 

interest in the Army among Miami area Hispanics. 

 

TARGET AUDIENCE 

The Miami Battalion Hispanic outreach effort primarily targeted 

prospects between the ages of 18-30, but was also successful in 

enlisting 9 soldiers between the ages of 40 and 42.  

 

RESEARCH 

Prior to engaging in the Hispanic outreach effort, research firm, 

KRC, conducted qualitative and quantitative research in the 

Miami market to determine community influencer’s awareness 

and understanding of U.S. Army efforts in the market. 

Benchmarking research at the beginning of the program showed 

that only 18 percent of those surveyed were familiar with any 

U.S. Army activities in the market.  The post campaign research 

conducted in July of 2009 showed, that just one year later, 32 

percent of those surveyed described themselves as being 

somewhat to highly knowledgeable about the U.S. Army 

activities. In addition, when asked what military brand most 

came to mind, 84 percent in the tracking study referenced the 

U.S. Army. That highlighted a 45 percent increase against 

original benchmark study.  

  

FLYING HIGH FOR HISPANIC SOLDIERS - 

IMPLEMENTATION 

The Agency was asked to develop a program that would help the 

U.S. Army deliver its benefits messages to 18-30 year old 

Hispanics in a way that was culturally relevant and enticing.  In 

response, the Agency developed a broad program which 

included the development of a grassroots community Advisory 

Board made up of prominent Hispanic community leaders such 

as Eduardo Padron, president of Miami Dade College, Guarione 

Diaz, chairman of the Cuban American National Council, Frank 

Nieves, president of the Puerto Rican Chamber of Commerce of 

Broward County, Alexandra Villoch, senior vice president of 

marketing for The Miami Herald and Syndia Nazario of the Ana 

G. Mendez Institution.  The Board’s task was to serve as counsel 

to the Army on how to best position and deliver a positive Army 
message to those most influential in the lives of potential 

recruits.  In addition, the Agency developed and successfully 

placed human interest features about the accomplishments and 

testimonials of Miami area Hispanic soldiers in highly circulated 

print outlets such as El Nuevo Herald, Diario Las Americas, The 

Miami Herald and Sun Sentinel. Some of the best local coverage 

was generated on Hispanic television stations such as 

Univision’s WLTV, Channel 23 and Telemundo’s WSCV, 

Channel 51.  While the broad campaign helped to lift the Army’s 

visibility in the Hispanic community, one specific media event 

did more for the Army brand than any tactic previously 

implemented in the Miami market.  

 

UNIVISION RADIO FLYING HIGH! 

In response to the Miami Battalion’s most important priority – to 

increase interest in the Army among Hispanics – the Agency set 

out to identify a high impact media event that would 
immediately raise the Army’s profile among young Hispanics. 

The event needed to capture the hearts and minds of 18-30 year 

olds, getting them to seriously consider enlistment as an 

exciting, rewarding and financially viable career option. The 

first thing the Agency did was to brainstorm the most credible 

broadcast media properties reaching this target audience in the 

market.  While the country’s two largest Hispanic television 

networks broadcast several entertainment programs in the 

market, none had the crossover, acculturated viewer appeal to 

capture the interest of bilingual and bicultural Hispanics. Only 

one of the top-rated morning drive time radio programs in 

Miami did. Univision’s “The Enrique and Joe Show,” broadcast 

Monday through Friday, from 6-10 a.m. on WRTO 98.3 “La 

Kalle,” had successfully built a legion of bilingual Hispanic 

listeners between the ages of 18 to 34. The program’s success 

stemmed from DJs Enrique Santos and Joe Ferrero’s ability to 

connect with young Hispanics using irreverent stunts, comedy 
steeped in cultural nuance and large doses of street savvy 

perspective on the day’s news. Enrique and Joe became the 

spokespersons for young, vibrant acculturated bilingual 

Hispanics growing up in Miami’s multicultural community. 



                                                                                                                                                                                                       

Convinced that we had the right media property, the Agency’s 

next task was to identify an initiative that both talent and 

Univision’s executives would see as an entertaining product for 

its listeners. Given the DJs nature of trying almost anything on 

air, the Agency identified a unique, “bucket list” type of activity; 

to jump out of an airplane at 13,000 feet with the U.S. Army’s 

elite Golden Knights parachute team. In 2008, The Golden 

Knights celebrated their 50
th
 anniversary and are best known for 

conducting tandem jumps with notable figures such as former 
President George H. Bush. Univision Radio executives loved the 

idea of having its morning show talent be the first ever media 

outlet in the Miami market to jump with the prestigious Golden 

Knights team.  The Agency  not only successfully pitched the 

idea of broadcasting live from the site of the tandem jump at 

Fort Bragg, North Carolina, but also suggested that the DJs 

needed to go through a series of Army PT (physical training) 

local sessions in order to “get in shape” for the tandem jump.  

This enabled us to develop two local opportunities where the 

DJs interacted with U.S. Army Soldiers in very public training 

sessions that attracted listeners. These events gave Miami 

Battalion recruiters the opportunity to generate direct leads and 

receive significant promotional air time on Univision Radio.  

WRTO developed promotional spots that encouraged listeners to 

attend these local public PT sessions as a way to meet the DJs 

and learn more about Army opportunities. All of this was 

accomplished with no advertising support.  Of course, while 
onsite at these events, DJs conducted live interviews with local 

Hispanic Soldiers who served as testimonials to how the Army 

had changed their lives. With testimony from peers who they 

knew and attended local schools with, local listeners were 

encouraged to visit a local recruiting office or call the Army’s 

national toll-free hotline. The local events generated enthusiasm 

among listeners and helped build excitement for the main event.  

We created an agenda that maximized Univision’s trip to Fort 

Bragg for the Golden Knights tandem jump.  DJ’s were given 

the opportunity to meet and interview Hispanic Soldiers at Fort 

Bragg, with a particular emphasis on Soldiers who were from 

Miami. They were also treated to a weapons demonstration by 

the base’s elite 82
nd

 Airborne Squadron and conducted one on 

one interviews with Hispanic Golden Knight team members. 

Prior to the tandem jump, the pair also participated in an indoor 

skydiving simulation experience, which combined with the 

interviews, weapons demonstrations and general Base life 
reporting, helped build rich content for the live broadcasts on 

two consecutive days (April 22-23, 2009).  

 

 

 

 

 

 

 

BUDGET 

The Agency was able to achieve its results by merely covering 

$1,200 in airfare and lodging expenses for Univision’s 

morning show talent, one producer and a station executive. 

Agency staff fee budget for the entire initiative was 

approximately $5,000. Thus, total fee and expense budget for the 

project was $6,200.  

 

EVALUATION OF RESULTS 

In return for this modest investment to execute our Univision 

Radio/Golden Knights initiative, our U.S. Army Miami 

Battalion client received: 

 $225,000 in earned Univision Radio on air media 

coverage, including two live show broadcasts from U.S. 

Army base at Fort Bragg, North Carolina. 

 1.2 million net listener impressions resulting in an ROI 

of less than 1 cent per media impression. 

 $35,000 of Univision Radio online portal coverage  

 The event was followed on social network giant 

Facebook by more than 10,000 friends and followers, 

with more than 200 comments on the tandem jump. 

 DJ Enrique Santos’ Golden Knights tandem jump video 

was posted on Google’s YouTube and has received 

more than 4,000 views to date. 

 

The media event impacted the Miami Battalion’s production 

efforts in a significant way, leading then Miami Battalion 

Commanding Officer, Lieutenant Colonel Scott Kneller, to say it 

was “the most successful marketing initiative he had been 

associated with.”  The positive messaging that was achieved via 

the Univision Radio Golden Knights media initiative helped 

raise the Army’s profile among young Hispanics and led to an 

impressive 91 percent increase in the number of Hispanic 

enlistments.  



                                                                                                                

 


