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Abstract: From the outset, we set a high bar for the America’s Army game. The game 
had to provide an engaging and cutting-edge channel for strategic 
communications with young Americans and those who may influence them 
about the Army and soldiering. Based upon our results to date, the 
America’s Army game has exceeded the Army’s highest expectations.  

The game has opened entirely new channels for communications with 
America about soldiering. It has also fostered the growth of dynamic 
community of interest in the Army that encompasses hundreds of Internet 
Fan Sites and Community Game Hosts. In the past years these virtual 
communities have witnessed an exchange of information about the Army 
and its game in several million web-forum postings, web logs, and Internet 
chat sessions. This has placed America’s Army at the forefront of attention 
of young Americans and their parents as a source of information about the 
Army.
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America’s Army Video Game – “The game had to provide an engaging, cutting-edge channel for 
strategic communications with young Americans and those who may influence them about the Army 
and Soldiering.” p. 4 

• The game – has opened new channels for communicating with America about soldiering 
• There are hundreds of Internet fan sites and community game hosts 
• There are several million web-forum postings, web logs and Internet chat sessions 
• The game is, “…at the forefront of attention of young Americans and their parents as a source 

of information about the Army p. 4 
• Users explore the following:  

o Virtual Parachute Jumps at Army Airborne School  
o ABC’s of lifesaving at Brooke Army Medical Center 

• “We have broken new ground and we plan to build America’s Army on the strong foundation 
established in the past year” p. 4 

• “Players gained an appreciation for the central role that values and teamwork play within the 
Army” p. 4

Part One: Up Close p. 5

America’s Army Game – at intersection of technological progress, opportunity and innovation p. 6

Roots of America’s Army Game – found in Economic Theory; Microeconomic Theory is framed 
within a set of assumptions p. 6
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Daniel Kahneman – won 2002 Nobel Prize for Economics; people tend to make decisions based on 
information available in immediate environment p. 6

Information-Search Costs – a combination of time, effort and assimilation; combined with human 
decision-making behavior p. 6

End of Draft – 30% of American labor force had served in military; they re-entered civilian society as 
teachers, administrators, coaches, businessmen etc. p. 6

Today – the all-volunteer force is such a success, that only 1 in 10 Americans has ever served in the 
military p. 6 My Comment: Interesting! 

• End of Cold War = forced cuts and base closures reduced the presence of military forces p. 6

Career plans of young Americans today – influenced by movies, television, magazines, books and 
advertising p. 6 

• “...these decisions have their foundation in the popular culture” p. 6 
My Comment: Include this within dissertation in section related to methodology justified!
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• Games provide virtual experiences and insights into development, organization and 
employment of Army soldiers p. 7 

• The Army communicates their mission as a force in defense of freedom 
• The Army via the game helps players make connections between life-course decisions and 

life-course outcomes p. 7 
• The Army via the game reminds players that Soldiering is a career alternative p. 7

The Game’s Central Importance – the Army shapes player progression and game experiences; the 
Army demonstrates interplay between Soldiering and values of:  

• Duty 
• Integrity 
• Honor 
• Loyalty 
• Selfless Service 
• Courage 
• Respect for Others p. 7

May 2002 – the Army debuted America’s Army at the Electronic Entertainment Exposition = front and 
center within popular culture p. 7 

• Gamers downloaded several million copies of America’s Army and its upgrades p. 7 
• Survey of effectiveness of Army marketing:  

o “found…America’s Army to be the Army’s most effective medium for reaching young 
Americans” 

o “…the game engendered positive awareness of soldiering among twenty-nine percent of 
young Americans age 16 to 24” p. 7 

• Results Due to – “…an expenditure of about one-third of one percent of the Army’s total 
marketing budget” p. 7

Foreign Interest – has been impressively high

America’s Army – “…has exceeded our expectations and proven the value of games as a medium for 
informing popular culture about Soldiering and the Army” p. 7
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Special Forces in Game Snapshot – the Special Forces Combat Search and Rescue Mission 
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• Their mission within the game – to find wounded pilot and destroy top-secret equipment p. 
8 

• The Enemy – concealed in surrounding buildings and alleyways 
• Emotions Created – strong tension, emotionally effective mission p. 8

Army Requirements: they wanted to build a computer game as a communications device and 
needed: 

• The game be played straight, as an honest representation of the service p. 9 
• Ethics, codes of conduct and professional expectations = accurate depiction of hierarchy, 

missions, weapons, equipment, uniforms, settings, discipline, tactics, procedure p. 9
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The Goal – was modest: not persuasion but education p. 9


