O Y Y e e

DOCUNENT RESUME

BD 064 744 C8s 200 104
TITLE ggu;galist 1 & C. Rate Training Manual, NAVPERS
2 -A.
INSTITUTION Department of the Navy, Washington, D.C. Bureau of
Naval Personnel.
REPORT NO NAVPERS- 10295-A
PUB DATE 70
NOTE 40Sp.

AVAILABLE FROM Superintendent of Documents, U, S. Government
Printing Office, Washington, D. C..20402 ($3. 50)

EDRS PRICE MF-$0.65 HC Not Available from EDRS.

DESCRIPTORS Career Ladders; *Composition (Literary); Course
Descriptions; Creative Writing; Educational Programs;
*Journalismg *Military Personnelj; Military Training;
Occupational Aspiration; oOral Communication;
*Promotion (Occufational); Radio; Television;
*Training Objectives; writing Skills

IDENTIFIERS United States Navy

ABSTRACT

Presented is a rate training manual to help naval
personnel meet occupational qualifications for advancement to
Journalist First Class and Chief Journalist. It contains some subject
matter reflected in the Manual of Qualification for Advancement
(NAVPERS 18068 revised) for Semior Chief Journalist and Master Chief
Journalist which is not generally available to JO students in other
text materials. Chapters 1 through 11 deal with the professional
subject matter of the Journalist rating and encompass such topics as:
Advancement; Public Affairs Policy and Procedures; Office Management
and Administrative Practices; oral Communications; Fleet Training
Exercises; Scientific Writing; Television Program Production; and
American Forces Radio and Television {Station Manager). The 12
appendices contain examples of various types of public office .
directives and plans discussed throughout the manual, a bibliography
and recommended reading, and concludes with an appendix which
provides selected information on the aspects of security. (LS)



,,,,,

.........
.

PU—— A oY

.....

JOURNALIST 1 & C

)

BUREAU OF NAVAL PERSONNEL

NAVPERS 10295-A

RATE TRAINING MANUAL

1

<




PREFACE

This training manual was prepared by the Training Publications Di-
, vision, Naval Personnel Program Support Activity, for the Bureau of
. Naval Personnel. Technical assistance was provided by various divisions
B within the Oifice of the Chief of Information, Department of the Navy,
. Washington, D.C.; the Defense Ihformation School, Fort Benjamin
: Harrison, Indianapolis, Indiana; the Naval Photographic Center, Washing«
ton, D.C.; the AmericanForces Radio and TelevisionService, Washington,
D.C. a'm anc: many Public Affairs Officers and Journalists serving ashore
and afloat.
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THE UNITED STATES NAVY

GUARDIAN OF OUR COUNTRY

The United States Navy is responsible for maintaining control of the sea
and is a ready force on watch at home and overseas, capable of strong
action to preserve the peace ot of instant offensive action to win in war.

It is upon the maintenance of this control that our country's giorious
future depends; the United States Navy exists to make it so.

WE SERVE WITH HONOR

Tradition, valor, and victory are the Navy's heritage from the past. To
these may be added dedication, discipline, and vigilance as the watchwords
of the present and the future.

At home or on distant stations we serve with pride, confident in the respect
of our country, our shipmates, an4 cur families.

Our responsibilities sober us; our adversities strengthen us.
Service to God and Country is our special privilege. We serve with honor.

THE FUTURE OF THE NAVY

The Navy will always empiloy new weapons, new techniques, and
greater power to protect and defend the United States on the sea, under
the sea, and in the air.

Now and in the future, control of the sea gives the United States her
greatest advantage for the maintenance of peace and for victory in war.

Mobility, surprise, dispersal, and offensive power are the keynotes of
the new Navy. The roots of the Navy lie in a strong belief in the
future, in continued dedication to our tasks, and in reflection on our
heritage from the past.

Never have our opportunities and our responsibilities been greater.
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READING LIST

USAFI TEXTS

U.S. Armed Forces Institute (USAFI) courses for additional reading
and study are available through the Educational Services Officer.*

Number Title
E 400 English Composition 1
E 401 English Composition It
E 415 Speech I
E 416 Speech II
A 479 International Relations

* Members of the United States Armed Forces Reserve Components,
when on active duty, are eligible to enroll for USAFI courses, services,
and materials, if the orders calling them to active duty specify a period
of 120 days or more or if they have been on active duty for a period of 120
days or more, regardless of the time specified in the active duty orders.
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. CHAPTER 1

ADVANCEMENT

This rate training manual is designed to help
you meet the occupational qualifications for
advancement to Journalist First Class and Chief
Journalist. It also contains some subject matter
reflected in the Manual of %ﬂications for
Advancement (NAVPERS 18068 revised) for
Senior Cnief Journalist and Master Chief Jour-
nalist which is not generally available to JO
students in other text materials. Chapters 2
through 11 of this manual deal with the profes-
sional subject matter of the Journalist rating.
The present chapter provides introductory in-
formation that will help you in working for
advancement. It is strongly recommended that
you study this chapter carefully before beginning
intensive study of the chapters that follow.

REWARDS AND RESPONSIBILITIES

Advancement brings both increased rewards
and increased responsibilities. The time to start
looking ahead and considering the rewards and
the responsibilities is right now, while you are
preparing for advancement to JOI or JOC.

By this time, you are probably well aware of
the advantages of advancement-higher pay,
greater prestige, more interesting and chal-
lenging work, and the satisfaction of getting
ahead in your chosen career. By thistime, also,
you have probably discovered that one of the most
enduring rewards of advancement is the personal
satisfaction you find in developing your skills and
increasing your knowledge.

The Navy also benefits by your advancement.
Highly trained personnel are essential to the
functioning of the Navy. By eachadvancement you
increase your value to the Navy in two ways.
First, you become more valuable as a specialist
in your own rating. And second, you become more
valuable as a person who can supervise, lead,
and train others and thus make far reaching and
long lasting contributions to the Navy.

In large measure, the extent of your con-
tribution to the Navy depends upon your willing-
ness and ability to accept increasing respon-
sibilities as you advance. When you assumed the
duties of a JOS, you began to accept a certain
amount of responsibility for the work of others.
With each advancement, you accept an increasing
responsibility in military matters and in matters
relating to the occupational requirements of the
Journalist rating.

You will find that your responsibilities for
military leadership are about the same asthose
of petty officers in other ratings, since every
petty officer is a military person as well as a
specialist in his chosen field. Your respon-
sibilities for leadership are special to your
rating and are directly related to the nature of
your work. The managing and staffing of a public
affairs office is of vital importance, and it’s a
teamwork job; it requires a special kind of
leadership ability that can only be developed by
personnel who have a high degree of technical
competence and a deep sense of personal re-
sponsibility,

Certain practical details that relate to your
responsibilities for administration, supervision,
and training are discussed in chapter 3 of this
training manual. At this point, let’s consider
some of the broader aspects of your increasing
responsibilities for military and professional
leadership:

e Your responsibilities will extend both
upward and downward.

Both officers and enlisted personnel will
expect you to translate the general ordersgiven
by officers into detailed, practical on-the-job
language that can be understood and followed
even by relatively inexperienced personnel. In
dealing with your juniors, it is up to you to see
that they perform their work properly. At the

7




JOURNALIST 1 & C

same time, you must be able to expain to officers
any important needs or problems of the enlisted
men.

e You will have regular and continu
responsi s for tra « Even Iif you are
ucky enoug ve a skilled and well

trained public affairs staff, you will still find
that training is necessary. For example, you
will always be responsible for training lower
rated men for advancement. Also, some of your
best workers may be transferred, and inex-
perienced or poorly trained personnel may be
assigned to you. Oraparticular jobmay call for
skills that none of your personnel have. These
and similar problems require you to be a train-
ing specialist who can conduct formal and in-
formal training programs to qualify personnel
for advancement and who can train individuals
and groups in the effective execution of assigned
tasks.

& You will have increasing responsibilities
for wor th others. As you advance to JO1
and then » you will find that many of your

plans and decisions affect a large number of
people, some of whom are not in the public
affairs office, some of whom are not inthe same
department of command, and even some who are
not in the military service. Ithecomes increas-
ingly important, therefore, to understand the
duties and responsibilities of personnel in other
ratings, as well as knowing a good deal about the
external publics with whom you work. Every
petty officer in the Navy isa technical specialist
in his own field. Learnasmuchas you can about
the work of other ratings, and plan your own
work so that it will fit in with the overall mis-
sion of the command.

® As your responsibilities increase, your
_a_bilit__LEycommuni%:?e cjgul% and eﬁ?c"ﬂyﬁi_x
also increase. AsaJdou ist, you already

88 the basic requirementfor effective com~
ation—the ability to use correct language

iking and in writing. However, remember

e basic purpose of all communication is
anding. To lead, supervise, and train

your language must be understood by

ots.

A second requirement for effective com-
munication in the Navy is a second knowledge of
the Navy way of saying things. Some Navy terms
have been standardized for the purpose of ensur-
ing efficient communication. When a situztion
calls for the use of standard Navy terminology,

8
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use it. However, as a JO in the public affairs
field, you must guard against Navy terms (or
use only appropriate ones) when communicating
with the external publics.

Still another requirement of effective com-
muniocation is precision in the use of technical
terms. A command of the technioal language
associated with the Journalist rating and the
public affairs field will enable you to receive
and convey information accurately and to ex-
change ideas with others. A person who does
not understand the precise meaning of terms
used in connection with the work of his own
rating 1s at a disadvantage when he triesto read
official publications relating to his work. He is
also at a great disadvantage when he takes the
written examinations for advancement. Although
it is always important for you to use technical
terms correctly, it is particularly important
when you are dealing with lower rated men;
sloppiness in the use of technical terms islikely
to be very confusing to an inexperienced man.

o You will have increased responsibililty
for keeping up with new developments.

Practically everything in the Navy—policies,
procedures, equipment, systems—is subject to
change and development. As a JO1, and even
more as a JOC, you mustkeep yourself informed
about all changes and new developments that
might affect your rating or your work.

Some changes will be called directly to your
attention, but others you will have to look for.
Try to develop a special kind of alertness for new
information. Keep up to date on all available
sources of technical information. And, aboveall,
keep an open mind on the latest developments in
Navy public affairstechniques—media relations,
new equipment in the broadcast/telecast in-
dustry, advancements in photojournalism, and
so forth.

THE JOURNALIST RATING

Journalist 3 & 2 presents a detailed discus-
sion of the Journalist rating, including the scope
of professional duties and responsibilities, mili-
tary requirements, personal traits, and a de-
scription of two specialties within the JO field
(JO-3221 and PH-8148 NEC’s). Italsodescribes
the types of billets normally assigned at the JO
3/2 level. Other descriptions of the Journalist



Chapter 1=-ADVANCEMENT

rating may be found in U.S. Navly_ Public Affairs
Reeglattona and the Manu Wualirications for
Advancement,

BILLET TYPES

Chief and First Class Journalists serve
ashore and afloat ina variety of billets. You may
be the only JO in your command or you may be
assigned to a large public affairs office with
several Journalists and two or more public
affairs officers. You may assist the head of a
section—news, radio/television, audio/visual,
community relations, special ovents, speech
bureau--or you may be the section head. Or you
may be the section all by yourself.

Senfor Journalists serve in the Office
of the Chief of Information (Navy Department)
and in the Office of the Assistant Secrotary of
Defense for Public Affairs. They are assigned
to the staffs of fleet, force, and type commanders;
to naval training centers, naval air stations, and
other major shore stations (overseas and
CONUS); Fleet Home Town News Center; naval
district public affairsoffices; major field offices
of CHINFO; to large ships; and to the staffs of
divisions and flotillas of ships.

A limited number of particularly well qual-
ified senior Journalists are given assignments
to instruct at the Defense Information School;
to assist in making up the servicewide advance-
ment in rating examinations at the Naval Examin-
ing Center; to assist in the preparation of rate
training manuals (such as the one you are now
studying) and other training materials produced
at the Training Publications Division, Naval
Personnel Program Support Activity, Washing-
ton, D.C.; and to perform other highly specialized
duties (such as a rating control desk in BUPERS)
where their technical knowledge can be utilized
effectively.

Experienced Journalists are also assigned
to the staffs of major internal media such as
All Hands Magazine and Naval Aviation News
(Washington); Stars and Stripes (European and
Asian editions published in Germany and Japan,
respectively); the Armed Forces Press Service
(Washington); and as station managers of Navy-
operated outlets affiliated with the world-wide
American Forces Radio and Television network.

SPECIALIZ ATION

Some Journalists tend to specialize inapar-
ticular area included in the rating. Sometimes

3
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this is due to an individual’s interest or past
civilian experience, and sometimes it’s an ac-
cident brought about by several assignments in
just one or two types of work. The Chief of
Naval Personnel has authorized Navy Enlisted
Classification Codes (NEC’s) to designate these
Journalists who have specialized to the extent
:ﬁtﬂ they can be termed “experts” in any one
eld.

When this manual was published, there
were three primary NEC’s for which senior
Journalists could qualify, They included
Radio/ TV Specialists (JO-3221), Motion Picture
Soriptwriter (PH-8146), and Photojournalist

(PH-8148). Each is described in the of
%m Enlisted Classifications, NAVPER .
here are also several secondary classitication

codes described in this manual for which
Journalists may qualify.

These NEC’s indicate that a senior JO has
ADDITIONAL skills, however, and not that he is
a specialist to the exclusion of the rest of the
qualifications required for his pay grade. In
other words, a radio/ TV specialist is required
to know as much about the general dutiesof a JO
as any other JO in the same pay grade. When
necessary, BUPERS detail personnel use NEC’s
to assign men to specialized billets, but all men
in the rating are expected to be fully qualified
for general duty anywhere. A man with a
JO-3221, for example, could be assigned to a
billet calling for a photo-journalist and would be
expected to do a competent job.

REQUIREMENTS FOR ADVANCEMENT

In general, to qualify for advancement you
must:

e Have a certain amount of time in grade.

o Complete the required military and oc-
cupational training manuals.

® Demonstrate the ability to perform all the
PRACTICAL requirements for advancement by
completing the Record of Practical Factors,
NAVPERS 1414/1 (formerly NAVPERS 760).

¢ Be recommended by the commanding
officer.

o Demonstrate your KNOWLEDGE by pass-
ing a written examination based on (a) the
military requirements for advancement and
(b) the occupational qualifications for advance-
ment in the Journalist rating.
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JOURNALIST 1 & C

FINAL MULTIPLE

Advancement is not automatic. Meeting all
the requirements makes you eligible for ad-
vancement but does not guarantee your advance-
ment. The number of men ineach rate and rating
is controlled on a Navy-wide basis. Therefore,
the number of men that may be advanced is
limited by the number of vacancies that exist,
When the number of men passing the examination
exceeds the number of vacancies, some system
must be used to determine which men may be
advanced and which may not. The system used
is the “final multiple® and i{s a combination of
three types of advancement systems:

® Merit rating system
o DPersonnel testing system
o Longevity, or seniority sytem

The Navy’s system provides credit for perform-
ance, knowledge, and seniority, and, while it
cannot guarantee that any one person will be
advanced, it does guarantee that all men within
a particular rating will have equal advancement
opportunity.

" Tue following factors are considered in com-

puting the final multiple:

Factor Maximum Credit
Examination score 80
Performance factor

(Performance evaluation) 50
Length of service

(vears x 1) 20
Service in pay grade

(years x 2) 20
Medals and awards 15

185

All of the above information (except the ex-
amination score) is submitted to the Naval
Examining Center with your examination answer
sheet. After grading, the examination scores,
for those passing, are added to the other factors
to arrive atthe final multiple. Aprecedence list,
which is based on final multiples, is then
prepared for each pay grade within each rating.
Advancement authorizations are then issued,
beginning at the top of the list, for the number of
men needed .0 fill the existing vacancies.

KEEPING CURRENT
ON ADVANCEMENT

Remember that the requirements for ad-
vancement may change from time to time. Check
with your division officer or with your training
officer to be sure you have the most recent re-
quirements when you are preparing for advance-
ment and when you are helping lower rated men
to prepare.

To prepare for advancement, you need to be
familiar with (1) the military requirements and
the occupational qualifications given in the
Manual of cations for Advancement, NAV-
PERS 160os (with changes); the Record of
Practical Factors, NAVPERS 1414/1; (3) ap-
propriate rate training manuals; and (4) any
other material that may be required or recom-
mended in the current edition of Training Pub-
lications for Advancement, NAVPERS 1 .
These materials are discussed later in the
section of this chapter that deals with sources of
information.

SCOPE OF THIS TRAINING MANUAL

Before studying any book, it is agood idea to
know its purpose and scope. Here are some
things you should know about this training
manual:

e It is designed to give you information on
the occupational qualifications for advancement
to JO1 and JOC.

¢ It must be satisfactorily completed before
you can advance to JO1 or JOC, whetheryou are
in the regular Navy or in the Naval Reserve.

e It is NOT designed to give you information
on the military requirementsfor advancementto
POl or CPO. Rate training manuals that are
specially prepared to give information on the
military requirements are discussed in the sec-
tion of this chapter that deals with sources of
information.

o It is NOT designed to give you information
that is related primarily to the qualifications for
advancement to JO3 and JO2. Such information
is given in Journalist 3 & 2, NAVPERS 10294.

® The occupational Journalist qualifications
that were used as a guide in the preparation of
this training manual were those promulgated in
the Manual of Qualifications for Advancement,
NAVPERS 18068-B, Change 3. Therefore,

10



Chapter 1~ADVANCEMENT

changes in the Journalist qualifications occur~
ring after this change may not be reflected in
the information given in this training manual.
Since your major purpose in studying this
manual is to meet the qualifications for ad-
vancement to JO1 or JOC, it is important for
you to obtain and study a set of the most recent
Journalist qualifications.

® This training manual includes information

that is related to both the KNOWLEDGE

FACTORS and the PRACTICAL FACTORSof the
qualifications for advancement to JO1 and JOC.
However, no training manual can take the place
of actual on-the-job experience for developing
skill in the practical factors. The manual can
help you understand some of the whys and where-
fores, but you must combine knowledge with
practical experience before you can develop
the required skills. The Record of Practical
Factors, NAVPERS 1414/1, should be utilized
in conjunction with this training manual when-
ever possible.

o This training manual goes into much
greater depth than the JO 8 & 2. Where the
junior book barely introduced you to public
affairs theory and policy, community relations
and special events, oral -communications, ad-
verse news situations, and administrative prac-
tices, this course provides a comprehensive
study of these important subjects. In the fields
of photojournalism and radio/television, this
course starts where JO 3 & 2 ended and in-
troduces new and advan material based on
the qualifications for JO 1 & C. To get the most
out of these chapters, you must be well grounded
in the qualifications for your present rate. A
quick review of Journalist 3 & 2 will assist you
in studying this manual.

® Before studying this manual, study the
table of contents and note the arrangement of
information by chapter. Information can be
organized and presented in many different ways.
You will find it helpful to get an overall view
of the organization of this training manual before
you start to study it.

SOURCES OF INFORMATION

It is very important for you to have an ex-
tensive knowledge of the references to consuit
for detailed, authoritative, up-to-date informa-
tion on all subjents related to the military re-
quirements and tothe occupational qualifications
of the Journalist rating.

@
By

Some of the publications discussed here are
subject to change or revisionfrom time to time -
some at regular intervals, others as the need
arises. When using any publication that is sub-
ject to change or revision, be sure you have the
latest edition. The letter following the numerals
designates the edition, Because you should
always make it your responsibility toseethat you
are using the latest edition of any publication or
directive, we do not usually show the final letter
when referring to a publication or directive in
this manual. ALWAYS USE THE LATEST
EDITION. When using any publication that is
kept current by means of changes, be sure you
have a copy in which all official changes have
been entered.

BUPERS
PUBLICATIONS

The BUPERS publications described here
include some which are absolutely essential for
anyone seeking advancement and some which,
although not essential, are extremely helpful.

The Quals Manual

The Manual of ggég_‘iﬁcations for Advance-
ment, NAVPERS 18068 (with changes), gives the
minimum requirements for advancementtoeach
rate within each rating. The Quals Manual lists
the military requirements which apply to all
ratings and the occupational qualifications that
are specific to each rating.

The Quals Manual is kept current by means
of numbered changes. These are issued more
frequently than most rate training manuals can
be revised; therefore, the training manualscan-
not always reflect the latest qualifications for
advancement. When preparing for advancement,
you should always check the LATEST Quals
Manual and the LATEST changes to be sure that
you know the current requirements for advance~
ment in your rating.

When studying the qualifications for advance-
ment, remember these three things:

o The quals are the MINIMUM requirements
for advancement to each rate within each rating.
K you study more than the required minimum,
you will of course have a greater advantage
when you take the written examination for
advancement.

® FEach qual has a designated pay grade—E-4,
E-5, E-8, E-7, E-8,0r E-9. Youare responsible

11
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JOURNALIST1 & C

for meeting all quals specified for advancement
to the pay grade to which you are seeking ad-
vancement AND all quals specifiedfor lower pay
grades.

o The written examinations for advancement
to E-6 and above contain questions relating to the
practical factors and the knowledge factors of
BOTH military/leadership requirements and
occupational qualifications. Personnel preparing
for advancement to E-4 or E-§ must pass a
separate military/leadership examination prior
to participating in the Navy-wide occupational
examination. The military/leadership examina-
tions for E-4 and E-5 levelsaregivenaccording
to a schedule prescribed by the commanding
officer. Candidates are required to pass the
applicable military/leadership examinationonly
once.

A special form known as the RECORD OF
PRACTICAL FACTORS, NAVPERS 1414/1, is
used to record the satisfactory completion of
the practical factors, both military and occupa-
tional, listed in the Quals Manual. Thisform is
available for each rating. Whenever a person
demonstrates his ability to perform a practical
factor, appropriate entries must be made in the
DATE and INITIALS column. As a JO1 or JOC,
you will often be required to check the practical
factor performance of lower rated men and to
report the results to your divisionor supervising
officer.

As changes are made periodically to the Quals

Manual, new forms of NAVPERS 1414/1 are
provided when necessary. Extra space isallowed
on the Record of Practical Factors for entering
additional practical factors as they are published
in changes to the Quals Manual. The Record of
Practical Factors also provides space for
recording demonstrated proficiency in skills
which are within the general scope of the rating
but which are not identified as minimum qualifi-
cations for advancement. Keep this in mind when
you are training and supervising lower rated
personnel. I a mandemonstrates proficiency in
some skill which is not listed in the Journalist
quals but which falls within the general scope of
the rating, report this fact to the supervising
officer so that an appropriate entry can be made.

The Record of Practical Factors should be
kept in each man’s service record and should be
forwarded with the service record to the next
duty station. Each man should also keep a copy
of the record for his own use.

12

NAVPERS 10052

Traint_l_:g Publications for Advancement,
NAVPERS , 18 a very important publication
for anyone preparing for advancement. This
publication lists required and recomended rate
training manuals and other reference material to
be used by personnel working for advancement.,
NAVPERS 10082 is revised and issued onceeach
year by the Bureau of Naval Personnel. Each
revised edition is jdentitied by a letter following
the NAVPERS number. Whenusing this publica-
tion, be SURE you have the most recent edition.

The required and recommended references
are listed by rate level in NAVPERS10052. 1t is
important to remember that you are responsible
for all references atlower rate levels, aswell as
those listed for the rate to whichyou are seeking
advancement.

Rate training manuals that are marked with
an asterisk (*) in NAVPERS 10052 are MANDA-
TORY at the indicated rate levels. Amandatory
training manual may be completed by (1) passing
the appropriate enlisted correspondence course
based on the mandatory manual, (2) passing
locally prepared tests based on the information
given in the mandatory manual, or (3) in some
cases, successfully completing an appropriate
Navy school.

It is important to notice that all references,
whether mandatory or recommended, listed in
NAVPERS 10052 may be used as source material
for the written examinations, at the appropriate
rate levels. :

Rate Training Manuals

Rate training manuals are written for the
specific purpose of helping personnel prepare for
advancement. Some courses are general in
nature and are intended for use by more than one
rating; others (such as this one) are specific to
the particular rating.

Rate training manuals are revisedfromtime
to time to bring themuptodate. The revision of
a rate training manual is identified by a letter
following the NAVPERS number. You can tell
whether a training manual is the latest edition
by checking the NAVPERS number and the letter
following the number in the most recent edition
of the List of Training Manuals and Correspond~
ence Courses, NAVPERS 10081 (revised).

Each time a rate training manual isrevised,
it is brought into conformance with the official
publications and directives on which it is based;
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but during the life of any edition, discrepancies
between the manual and the official sources
are almost sure to arise because of changes
to the latter which are issued in the interim.
In the performance of your duties, you should
always rofer to the appropriate official publica=-
tion or directive. If the ofticial source is listed
in NAVPERS 10082 and therefore is a source
used by the Naval Examining Center inpreparing
the advancement examinations, the Examin
Center will resolve any discrepancy of mater
by using that which is most recent.

There are three rate training manuals that
are specially prepared to present information
on the military requirements for advancement.
They are:

e Basic Military Requirements, NAVPERS
10054 {current ea'{igni.

e Military Requirements for Petty Officer
3 & 2, NAVPERS I‘%‘a‘i (current edition).

o Military Reauirements for Petty Officer
1&C, NAVP%:ﬁs 10067 (current edit%ni.

Each of the military requirements manuals
is mandatory at the indicated rate levels. In
addition to giving information on the military
requirements, these three books give a good
deal of useful information on the enlisted rating
structure; how to prepare for advancement; how
to supervise, train, and lead other men; and
how to meet your increasing responsibilities
as you advance.

Satisfactory completion of Journalist 3 & 2,
NAVPERS 10294 is required for advancement
to JO3 and JO2. If you have met this require-
ment by satisfactorily completing an earlier
edition of Journalist 3 & 2, you should at least
glance through the latest revision of the training
manual. Much of the information given in this
edition of Journalist 1 & C is based on the
assumption that you are familiar with the con-
tents of the latest Journalist 3 & 2.

Rate training manuals prepared for other
ratings are often a useful source of information.
Reference to these training manuals will in-
crease your knowledge of the duties and skills of
other men in your command or related fields.
The manuals prepared for Photographer’s
Mates, Lithographers, and Yeomen are likelyto
be of particular interest to you. Fora complete
listing of rate training manuals, consultthe List
of Training Manuals and Correspondence
Courses, NAVPERS 10081 (revised).

Correspondence Courses

Most rate training manuals are used as the
basis for correspondence courses. Completion
of a mandatory training manual can be ac-
complished by passing the correspondence
course that is based on the manual. You will
find it helpful to take other correspondence
courses, as well as those that are based on
mandatory manuals.

For example, completion of the officer
correspondence course based on U.S. Navy
Public Affairs Regulations NAVESO :E"al ivivsv“ a8
smy recommen%eﬁ for personnel preparing
for advancement to JO1. A large percentage of
the exam 1is based on this pub (it is a study
reference listed in NAVPERS 10052—a knowl-
edge of its entire contents required for JO1).

Other examples related to the Journalist
rating are Phot_ogrﬁher’s Mate 3 & 2, NAVPERS
91403; Photogr: 8 Mate C, NAVPERS

iad Lithoprapher 3 &3, NAVE

91649; an NAVPERS 91471,
OTHER SOURCES

There are several additional sources of in-
formation that you may find useful in connection
with your responsibilities for leadership, super-
vision, training, and administration. They in-

clude the Manual for Navy Instructors, NAVPERS
16103; the Naval Traﬁv% Bulletin, NAVPERS
14900 (published quarterly); Correspondence

Manual, SECNAVINST 5216.5; Security Manu
ormation, OPNAVINST 5510.1;

for Classified Information
U. 8. Nag% Manual of Naval Pho%ragl_uz,
OPNAVINST P- .8; and all SECNAYV instruc-

tions dealing with Navy public affairs, com-
munity relations, American Forces Radio and
Television, and so forth.

Direction M ine, NAVSO P-2470 is a
monthly publication issued by the Chief of In-
formation containing interesting and useful in-
formation on all aspects of current Navy public
affairs. The magazine is particularly useful to
Journalists because it presents information
which supplements and clarifies information
contained in U.S, Navy Public Affairs Regula-
tions. It also discusses new tools in the public
affairs/JO field, policies, and procedures.

TRAINING FILMS

Training films available to naval personnel
are a valuable source of supplementary informa-
tion on many technical subjects. Trainingfilms

13
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are listed in the United States Navy Film
Catalog, NAVAIR 10-1-777 Wormerly NAVWES
IO-I-%'I), published in 1986. Copies may be
ordered in accordance with the Navy Stock List
of Forms and Publications, Nﬁmf 2002.
Monthly supplements to the Film Catalog are
distributed to catalog holders.

When selecting a film, note its date of issue
listed in the Film Catalog. As you know,
procedures sometimes change rapidly. Thus
some films become obsolete rapidly. I a film
is obsolete only in part, it may sometimes be
shown effectively if before or during its showing
you carefully point out totrainees the procedures
that have changed. For this reason, if you are
showing a film to train other personnel, take a
look at it in advance if possible so that you may
spot material that may have become obsolete and
verify current procedures by looking them up in
the appropriate sources before the formal
showing.

SCHOOLS AVAILABLE TO JOURNALISTS

The Chief of Information makes recom-
mendations to the Chief of Naval Personnel con-
cerning training of Navy Journalists, BUPERS
is responsible for training personnel assigned

to public affairs duties, and in cooperation with
and acting on the recommendations of CHINFO,
provides instruction concerning the respon-
sibility of the Navy to the public, the necessity
for a public affairs program, and the meansand
techniques to achieve it.

Part A, Chapter & of U, Navy Publio Affaics
Wﬁ% describe the various courses avail-
able 8 at the Defense Information School,
Fort Benjamin Harrison, Indiana. There are
three currently available to senior Journalists:
Advanced Information Specialist, Broadcast
Specialist, and Newspaper Editor Course.

BUPERS publishes annually a listing of
specialized photographic/journalist training
programs in civilian institutions offered to
qualified senior Journalists: a one-year course
of instruction in “Photographic Journalism”
(Syracuse University) and a one-year course of
instruction in “Motion Picture Script Writing”
(University of Southern California). Bothcourses
convene annually in September. See BUPERS-
NOTE 3180 series for complete details on
eligibility requirements.

Further information on the above and other
courses, and on quotas and schedules of sessions,
will be found in the Catalogz of U.S. Na
Training Activities and Courses, NA V’PER=vs

91769,

14



CHAPTER 2

PUBLIC AFFAIRS POLICY AND PROCEDURES

You have been working for some timenowas
a Journalist in the general area of Navy public
affairs. This, as you know, is the general func-~
tion of evaluating public attitudes towards the
Navy or the command, consideration of public
opinion in formulating and administering Navy
policies, and keeping the public informed about
the Navy.

In chapter 2 of your training manual for
JO 8/2, you were introduced to the three broad
areas of public affairs: public information,
community relations, and internal relations.

Most of your work has been in public in-
formation, the communication phase of public
affairs. This is because you have been trained
as a communication specialist, not asananalyst
of public opinion or maker of broad policy. As
you advance in the Journalist rating, however,
you need to be more familiar with the theory
and practice of public affairs, as opposed to the
more rarrow function of public information.
This understanding of the theory behind your
;zobx:k will help you develop greater skill in your
o

This chapter, because of itslength, isdivided
into three major parts. You will study the fol-
lowing material: Part ONE~(1) an analysis of
public relations (both civilian and military) and
(2) a brief survey of public opinion and mass
communication literature; Part TWO-(1) plan-
ning, coordinating, and implementing a public
affairs program (locally, nationally, overseas,
and afloat); (2) wartime duties of public affairs
personnel in combat zones; and (3) media rela-
tions practices of which senior JO’s should have
a knowledge; and Part THREE~(1) organization
of DOD and its relationship to the military de~
partments and to the unified and specified com-
mands; (2) organization of public affairs func-
tions in the Department of Defense, unified, and
specified commands; (3) Department of Defense
policy on the release of information at the seat

of Government; and (4) organization of internal
information agencies.

The material presented in the following three
parts of this chapter (which will form a basis
for applying the theory and practical work of
the PA field) is based on the policy and plans
curriculum used at the Defense Information
School; Joi¥e NS 210 ATE8IrS Neguiations
(NAVSO P-1035); and current (at the time of
this writing) public affairs directives issued by
DOD, SECNAV, OPNAV, and CHINFO, However,
when actually applying this material to your PA
assignment, MAKE SURE you have the current
changes to these references.

At the Defense Information School (DINFOS),
Armed Forces public affairs personnel (Navy
Journalists, Army information specialists, mili-
tary public affairs officers, GS information
specialists, etc.) are trained to understand the
function of the joint public affairs staff within

ShAt

-the broad Department of Defense (DOD) complex

(they are basically trained as info specialists
in their own service), Journalist 3and2 briefly
introduced you to the DOD public affairs picture;
it centered primarily on the public affairs or-
ganization within the Navy. Most of this chapter
will be presented from an overall DOD public
affairs point of view.

Within the Department of Defense a public
affairs program exists to:

& Provide maximum information about the
Department of Defense consistent with national
security.

o Initiate and support activities contributing
to good relations between the Department of
Defense and all segments of the public at home
and abroad.

e Plan for Department of Defense national

public media censorship activities in the event °

of a declared national emergency.

It is not the purpose of this manual to train
you in commercial public relations practice.

15
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You should already be aware of the essential
difference between commercial public relations
and military public affairs. Commercial public
relations is based on the free enterprise con-
cept of marketing a product or service for a

' private corporation. Military public affairs

programs exist to provide information and
maintain an awareness and concern for public
opinion regarding an organization that is owned
and operated by and fur the American people.
Where the commercial public relations prac-
titioner answers only to the officers of his
company, military public atfairs personnel are
responsible to their command, the Navy, the
Defense Department, the President, and through
the Congress, to the American voters and tax-
payers. When a civilian public relations prac-
titioner errs or a private corporation’s public
relations turn sour, the consequences are seldom
great. When a military commander’s actions
or those of his public affairs personnel produce
negative results, the unfavorable public relations
implications often have long-term national and
international ramifications which can cause
damage to our national defense posture and
objectives.

No organization in American society can
take public opinion for granted. No one can
assume that good performance and strength
alone will bring public recognition, understand-
ing, and support. In a modern complex society
it is necessary for every organization seeking
public support to establish and maintain in-
formation programs in order to create a com-
mon ground of understanding with the public.

Perhaps even more important than the De-
fense Department’s concern for public under-
standing and support is the accepted principle
that the nation’s citizens have “the right to know”
all unclassified information that is required or
that is within the commonly accepted meaning
of news. The Defense Establishment belongs to
the American people. It is accountable to them
and has an obligation to spend their money
wisely, operate efficiently, and generally in
accord with their wishes. Supportof the defense
effort has required sacrifices on the part of the
American people and will continue to do so.

The Armed Services depend upon the public
for all the essential elements of their existence;
legal authority to exist and to function within
their assigned areas of responsibility; funds
required to procure materials and services;
manpower and equipment; and the kind of public
recognition that any such organization requires
if it is to maintain high morale and perform at
peak efficiency. Those elements are provided
by the public today because the public agrees
that there is a need for an adequate Defense
Establishment.

Top-level evidence of the Navy’s concern
for keeping the public informed is reflected in
a statement by Admiral Thomas H. Moorer,
Chief of Naval Operations (Aug ’67 - Jul *70):

]t is particularly important today, in these
times of very rapid communications and televi-
sion, where one impression can cause signifi-
cant action on the part of our government....
that we ensure that the public is entirely and
accurately informed about the overall naval
situation in a very timely and fair manner.”

CHAPTER 2-PART ONE

ANALYSIS OF PUBLIC RELATIONS

This section surveys the history of public
relations and points out significant terms, prin-
ciples, and theories related to the military
public affairs profession. The terms and prin-
ciples discussed should be appliedto the solution
of public affairs problems.

Most of these basic principles and terms
have stemmed from civilian public relations.
You should continually keep in mind that as a
Journalist in the military public affairs field,
you must restrict public affairs activities to
those authorized and accepted by national policy

10

and military regulations. Civilian public rela-
tions principles and practices, divested of their
promotional elements, can enhance the military
public information and public opinion evaluation
mnctiono

What is Public Relations? (PR)

Public relations is practiced to influence
public opinion and human behavior. It is the
quality of the relationships between an individual
or organization and the public. Public relations
is a way to influence public opinion througha
planned effort which follows the basic principles

16
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174.1

Figure 2-1.—The Armed Forces of the United States literally depend on “ballots for bullets.”

of policies in the public interest, good perform-
ance, and adequate communication. It is not
enough to have a concern for the public interest
that is manifest in the policies of an individual
or organization, and good performance on its
part. The public must recognize that an in-
dividual or organization is performing respon-
sibly, and does have its interests in mind. This
recognition can be achieved only by adequate
communication between the two. The end result
of public relations is favorable public opinion
towards and public acceptance of an individual,
idea, product, service, or institution.

' Public relations is a term used in at least
three senses in our society:

e The relationships which an individual or
organization has with individuals and groups
which compose its publics.

® The ways and means used to achieve
harmonious relationships with the publics.

e The quality or status of an individual’s
or organization’s relationships with its publics.

PR Role in Society

Public relations plays an important role in
our society. It provides the public with useful

11

information it would have difficulty obtaining
otherwise, and helps market products and serv-
ices that contribute to the development of our
national economy and standard of living. Also,
it serves as a social bookkeeper or conscience
concerning the relationships of government, or
of business, with the public. Communication
experts have determined that up to 50 per cent
of the content of our mass media originates in
some way through public relations efforts. It
has helped to make our government and political
systems more meaningful. It has raised funds
for combating polio, heart disease, and other
crippling diseases. It is used to foster national
and world support for the defense of free people
everywhere. It is also used to bring about
gradual adjustments to social problems that
plague our society.

It is estimated that more than 100,000 Amer-
icans are employed in public relations and that
American industry spends in excess of $2 billion
each year on public relations activities.

Public relations is taught in some 200 uni-
versities. Fourteen offer bachelor’s degrees and
five offer master’s degrees in PR, but it is dif-
ficult to find universal acceptance of its defini-
tion.

17
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Because public relations is a relatively new
term and even newer occupation, there is con-
siderable confusion and often controversy sur-
rounding its employment and practitioners.
Since there are no legal standards or license
requirements in the PR field, numerous un-
qualified and often disreputable individualshave
brought discredit and dishonor to public rela-
tions, particularly among members of the mass
media and legislative bodies.

" Public relations practitionersoftenare ster-
eotyped by the general public withpress agentry
which is an ancestor of puhblic relations. The
history of press agentry reveals its function as
one of getting publicity for publicity’s sake
alone. Frequently there has been 1ittle concern
gshown for the public interest or responsible
performance.

A Popular PR Definition

A definition formulated by the editors of the
Public Relations News and now widely accepted
in the field is:

«public relations is the mentfunction
which evaluates public attitudes, identifies the
policies and procedures of an individual or
organization with public interest, and executes
a program to earn public understanding and
acceptance.”

There are other popular and sound defini-
tions of public relations. Almost all recognize
that the term refers both to the state of the
relationships between an organization and its
publics and to the efforts to do something about
these relationships by counseling managers and
leaders in ways to work with the public. Plan-
ning two-way communication which contributes
to the success of public relations activities is
inherent to all definitions.

Public Relations Terms

The following terms are used at the De-
fense Information School and in the literature
and practice of public relations:

PUBLIC.—A constantly changing, not neces-
sarily organized group of people who may or
may not know and communicate with eachother,
put who all have the same relationship to some
person Or group.

PUBLIC INFORMATION.—The process of
providing information to the public, mainly,

though not necessarily exclusively, through the
mass media. Also, sometimes the state of
public knowledge on a subject, as “the level of
public information® on an issue.

PROPAGANDA.-A planned or schemed pro-
gram for spreading doctrine or gystem of prin-
ciples regardless of the public interest. It can
be the dissemination of ideas, information, or
gossip for the purpose of helping or injuring a
pergi 3 {nstitution, a cause, apolitical party,
or .

PUBLICITY.~Information with news value
issued as a means of gaining public attention or
support. Publicity also results from the staging
of newsworthy events, guch as anniversary
celebrations, seminars, dedications, beauty con-
tests, and ground-bre s, and from unplanned
events (such as accidents) over which the or-
ganization may have little or no control.

PRESS AGENTRY.—Publicity used more to
attract attention than to gain understanding.
The posing by an actress or other celebrity
with a product or an individual for photographs
merely to bring attention to their association is

considered press agentry.

LOBBYING.~—Unsolicited services, mes-
sages, publications, or other devices designed
to influence any member of a legislative body
in his attitude toward particular legislation or
appropriations. '

Historical Evolution of PR

Great thinkers and educators tell us that to
understand the present and future it is neces-
sary to look at the past.

Although the practice of PR as a specialized
skill and the use of the term date only from the
closing years of the 16th century, public rela-
tions as a concept is not new. It has been
practiced in one form or another from the time
men came together and formed groups Or
societies.

Leaders have always had the option of three
approaches to get men to make concerted
efforts—power, purchase, pursuasion—or a
combination of the three.

POWER influences human behavior by over-
riding human will and choice. It threatens in-
dividual or group security and well being. A
dictator exerts control through naked power by
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imprisoning or assassinating anyone who op-
poses his government. The disadvantages of
the use of power alone to control human be-
havior include its difficulty of application, its
wastefulness, its disregard for morality, and
the serious limitation in the progres: agovern-
ment can make h that means.

PURCHASE 1s used to control human be-

havior by offering a reward for particular be-
havior. Money, goods, glory, and position of
honor have been used throughout history to pur-
chase human behavior. Purchase is usually
preferred over power, but its limitations lie in
the fact that people are purchased only by what
they value, and opposing forces may gain con-
trol by offering higher stakes to those who ac-
cept purchase.

PERSUASION 1is the third and most complex
method of controlling human behavior. With
persuasion, human behavior is guided by a
liaison or communication between the minds of
the leader and the governed. Words, pictures,
gestures, or other means of human communica-
tion are used to persuade people to act ina
specified manner because they believe it is the
right way to act.

GOVERNMENT BY PERSUASION.-Every
government uses power and purchases to some
degree to achieve its objectives. However, the
great democracies primarily depend upon per-
suasion to gain acceptance of their programs.
In order to persuade there must be free com-
munication. Without free communication there
is no democracy. Free communication isneces-
sary for a democracy to emerge, develop, and
endure as its ideas and ideals are tested and
retested in the dialogue of each generation. In
the conduct of public relations the PR prac-
titioner depends upon persuasion to achieve his
objectives. These objectives are to change or
neutralize hostile opinion, crystalize unformed
or latent opinion, and conserve favorable
opinions toward the idea, product, service, or
institution which he represents. It follows then
that the public relations function in modern
society has advanced most in those countries
which permit free communication.

EARLY BEGINNINGS.~Efforts to commu-~
nicate information to influence action can be
traced back to early civilizations. Archeolo-
gists found a farm bulletin in Iran (Persia)
which told the farmers of 1800 B.C. how to sow,
irrigate, and harvest their crops and how to
control field mice.
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Today, U.S. Department of Agriculture farm
bulletins perform a similar function. The art
and architecture of ancient Egypt, Assyria,
Persia, and China were designed to build sup-
port for and glorify emperors, kings, priests,
or other leaders, or for ideas such as Chris-
tianity. Our knowledge of these ancient civili-
zations has to a great extent been the result of
deciphering this art and architecture.

Julius Caesar is remembered as a great
conqueror, statesman, and historian. There is
evidence that he was one of the first rulers to
practice public relations on a large scale in
government. His commentaries on the QGallic
Wars are considered one of the most masterful
propaganda tracts ever written. Reputed to be
the brainchild of Caesar, the Roman newspaper
“Acta Diurna,” was devoted to news about
Caesar and his government. It was distributed
in the Forum about 60 B.C. Some historians
believe Caesar employed publicity agents or
ghost writers to enhance his power and reputa-
tion.

In “reating the newspaper, Caesar hoped to
accomplish these goals:

¢ Build a favorable image of himself.

¢ Stimulate interest in his government.
¢ Achieve good will.

¢ Influence opinion and legislation.

¢ Keep his people informed.

The history of Europe and Asia is replete
with examples of other rulers who used what
we would now call opinion molding techniques
to gain and hold power. Our own nation owes
its being, in a large measure, to Thomas Paine,
Samuel Adams, Benjamin Franklin, and other
patriots who published newspapers and pam-
phlets to rally the people of the Colonies to the
cause of independence.

IMPACT OF PRINTING PRESS.—In Europe
before the mid-15th century, education was
beyond the reach of the general public, usually
being limited to royalty, political and religious
leaders, and the wealthy landowners. Reading
matter which was available had been inscribed
by hand usually in a single copy. The invention
in 1454 of the printing press with movable type
had a major impact on public communications
and the course of history in the Western World.
The ability to mass print was followed by the
establishment of educational institutions which
were opened to a much widar segment of the
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JULIUS CAESAR

THOMAS PAINE
174.2

Figure 2-2.—Early practitioners of public relations.

public. Mass printing permitted the publication
of newspapers, pamphlets and books. Libraries
opened, in which the newly educated could read
and study the ideas and thoughts of the “world’s
thinkers” and the revolutionary concepts of in-
dividuals such as Martin Luther, Voltaire, and
Rousseau. The resulting human enlightenment
produced unrest and popular revolts to over-
throw individuals, organizations, and govern-
ments, which denied the “God-given” or
“natural” rights of the people.

A case in point is the American Revolution.
It developed from a complex convergence of
social, economic and political problems largely
ignored by the reigning British monarch King
George III, because of a lack of communication
with the New World. The publicity agent for
the “Cause” was Samuel Adams. The command
information officer was Thomas Paine, the

pamphleteer. Spokesmenfor the Revolution were

Benjamin Franklin and Thomas Jefferson. Using
some of the most dramatic and effective PR

14

efforts in history, Patrick Henrv molded public
opinion and support. Staged eveats (The Boston
Tea Party), oratory (“Give me liberty or ...."),
organizations (Sons of Liberty, rallies, pro-
tests), publications, and propaganda were used
by American patriots to crystallize public in-
terest and support, both in the colonies and in
Europe. Many of those PR efforts have been
duplicated in almost every popular revolution
that has taken place since 1776.

The Declaration of Independence was written
out “of a decent respect to the opinions of man-
kind.” Throughout the American Revolution and
in the early years of the new Nation, persuasive
communication by early Presidents and leaders
played a key role in the nation’s growth and
development.

‘KITCHEN CABINET’ PR MAN.~The use of
public relations techniques to adjust citizens to
major social and economic changes is exem-
plified by the administration of President Andrew
Jackson. A former newspaper editor, Amos

v O
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Kendall, was employed by President Jackson
and served in Jackson’s influential “Kitchen
Cabinet.” He wasJackson’s pollster, counselor,
ghost writer, problem solver, idea man, and
publicist. Although relatively unknown outside
Washington’s officialdom, Kendall worked atthe
policy making level and played a key role in the
success President Jackson had in establishing
free education, economic reforms in the public’s
favor, and passage of legislation which gave
the man on the street a vote and voice in
politics.

From the end of Jackson’s Administration
until the Civil War the expansion of railroads
and the invention of the telegraph were major
milestones in the evolution of the nation’s com=-
munications system. Railroads rushed pas-
sengers, newspapers, and publications to com-
munities that had accepted a delay of weeks or
months for news of current interest elsewhere.
The advent of a telegraph system brought im-
mediate long distance communication and pro-
vided newspapers with a system for gathering
news that changed the manner in which news
was reported. Mass communications became an
established fact.

The Civil War climaxed a lengthy and bitter
political, economic, a..d social struggle between
two opposing forces of the nation. Agitation for
public support by both sides preceded the war
by many years. Public relations efforts included
staged events, oratory, propaganda, and popular
front organizations.

PRESIDENT LINCOLN (PR MASTER).—
President Abraham Lincoln, a master of both
oral and written communication, welded the
Union forces together and led them to ultimate
victory over the Confederacy. Lincoln was
acutely aware of the power of public opinion,
but his military commanders were notprepared
for the press relation problems brought about
by the mass communication system and the
railroads. As a result, his administration
suffered.

From the period of Reconstruction to the
beginning of the 20th century a number of major
developments spurred the evolution of public
relations as a distinct function. The drift of a
rapidly multiplying population to the cities, a
swell of immigration, a shift of production from
home to factory, and afantastic corporate growth
caused a loss in face-to-face communication
and created complex social and economic prob-
lems.

174.3
Figure 2-3.—~President Lincoln, master of
both written and oral communications.

To meet the problem of reduced personal
communication within society, the public rapidly
adjusted to the use of technological advances
that made possible a widening of the masscom-
munication system. The establishment of the
telephone system and technological advances in
the printing of newspapers, books, and maga-
zines vastly widened the mass communication
system and satisfied the demand for news.

THREE ERAS OF PUBLIC RELATIONS,~—
Public relations literature discusses three dis-
tinct eras of American public relations evolve-
ment: (1) the “Public Be Damned” Era, (2) the
«pyblic Be Fooled” Era, and (3) the present
“Public Be Informed” Era that began early in
this century.
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The first era was named for a purported
remark of Willian H. Vanderbilt, a railroad
tycoon. Asked in 1889 whether it was in the
public interest to remove a fast daily train be-
tween New York and Chicago, he is reported to
have said, “The public be damned-we don’t
take any stock in this silly nonsense working
for anybody’s good but our own—because we are
not.” Whether accurate or not, that phrase
stuck because it symbolized the attitude of the
business giants of that day.

The rise of powerful monopolies, concen-
tration of wealth and power in the hands of a
few, and the roughshod tactics of the so-called
“Robber Barons,” brought a wave of public pro-
test and demands for reform. Contemporary
public relations emerged during the “Public Be
Damned” Era as part of the power struggles by
economic groups against political reform move~
ments demanded by entrenched labor, farm,
and social groups.

The popular revolt against big business was
led in large part by Theodore Roosevelt, who
earned the soubriquet “Trust Buster.” Agita-
tion for reform found its strength inthe writings
of the so called “Muckrakers.” The “Muck-
rakers® thundered out their denunciations of big
business and the “Robber Barons” to the mass
circulation audiences of the popular magazines
and newspapers. The impact of the growing
mass media was apparent.

At first big business was helpless against
the onslaught of the accusations of the “Muck-
rakers” and the political reform movements
bacause they had lost contact with the public.
They needed help in reaching the public with
favorable information. Their first instinct
turned them to their advertising men and
lawyers. But when threats to take their ad-
vertising away from media and law suits failed
to dissuade editors from printing the exposes,
big business hired ex~-newspapermen and press
agents in an effort to capture the public’s at-
tention.

These ex-newspapermen and press agents
followed the example of the press agents of the
entertainment world of the late 18th century.

Phineas T. Barnum hadusedtrickery, stunts,
and flamboyant publicity efforts to attract at-
tention and audiences for freak shows and cir-
cuses.

One-way communication, liberal coats of
“white-wash,” trickery, and stunts were the
major tools used by corporate press agents to
combat the damage of the “Muckrakers” and

political reform groups. The period eventually
became known as the “Public Be Fooled” Era
of public relations.

Ivy Ledbetter Lee is generally credited with
being one of the pioneers of PR who helped
usher in the “Public Be Informed” Era which
has lasted from the early 20th century until to- _
day. ‘

Lee supplemented his income as a reporter
for the New York World by writing news re-
leases for some of the corporations seeking a
voice in public communication. He noted that
business policies of secrecy and silence were
failing. He believed that in order to be under-
stood, corporations must become articulate,
open their books, and take their case to the
public.

Lee issued a “Declaration of Principles® in
1808, in whch he stated: “This is not a secret
press bureau. All our work is done in the open.
We aim to supply news. This is not an adver-
tising agen~y; if you think our material ought
properly to go to your business office, do not
use it. Our matter is accurate. Further de-
tails on any subject treated will be supplied
promptly, and any editor will be assisted most
cheerfully in verifying directly any statement
or fact ...In brief ourplanis, frankly and openly,
on behalf of business concerns and public in-
stitutions, to supply to the press and public of
the United States prompt and accurate informa-
tion concerning subjects which it is of value and
interest to the public to know about.”

The Declaration is an expression of two of
the three recognized principles of effective
public relations: Good performance and ade-
quate communication. Policy in the public in-
terest is third. His “Declaration of Principles”
offers sound guidance to effective press rela-
tions today.

WW I CONTRIBUTIONS.~Other important
contributions to public relations theory and
practice were made in World War I. During
the war, George Creel, a well-known newsman,
was appointed to head the Committee for Public
Information. Creel’s committee mobilized mili-
tant public opinion in support of our national
objectives, countered the enemy’s propaganda,
and helped to sell Liberty Bonds on a scale
never before thought possible. Creel and the
members of his committee, which included
Carl Byoir and Edward L. Bernays, transformed
public relations from a defensive weapon to a
positive dynamic tool of management.
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When the war ended, Byoir and Bernays re-
turned to the business world, where both had a
far reaching influence ‘on the development of
PR. .

FIRST PR TEXTBOOK.-—Bernays wrote the
first book about PR and taught the first univer-
sity courses in public relations. He coined the
term “public relations counsel.” He was re-
sponsible for pointing out that PR was a func-
tion of management, that management had a
responsibility not only toits employees, but tothe
public they served or depended on for support.

Since the early 1920’s, mass communica-
tion experts and social scientists have made
significant contributions to the evolution of
public relations. Studies of public opinion,
propaganda, the stereotyping of attitudes, in-
dividual and group behavior, and the operations
of pressure groups and opinion leaders number
among their scholarly contributions. Public
opinion polls were first conducted on a national
scale in 1916 and grew to national prominence
and influence in the 1920’s and 30’s.

LIPPMANN DEFINES PUBLIC OPINION.-—
One important contribution was the book Public
Opinion by Walter Lippmann. Lippmann’s book,
published in 1922, describes what has been
accepted as the most valid definition of public
opinion. According to Mr. Lippmann, the opin-
ions held by a person are based on his experi-
ences, environment, education and many pre-
conceived notions. He likens a person’s “public
opinion” to pictures in one’s head. Those
images Mr. Lippmann called stereotypes. The
theories and terms of Public Qginion have be-
come a permanent pa lexicon of social
scientists, social psychologists, and public rela-
tions professionals.

The crash of the American stock market and
the depression that followed awakened govern-
mental agencies, educational institutions, reli-
gious organizations, welfare agencies, and other
non~-profit institutions to the role public rela-
tions could play in the success of their partic-
ular activity. Public relations evolved con-
siderably under Franklin D. Roosevelt’s
administrations.

Although radio had emerged as a mass com-
munication medium during the 1920’s, its tre-
mendous impact did not become apparent until
President Roosevelt used radio to communicate
directly with the American people through his
“Fireside Chats.” Using network radio and the
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front page of the daily newspapers, President
Roosevelt exercised strong leadership and con-
summate communications skill to harness the
forces of protest into an effective and popular
government.

PR EXPANDS DURING WW IL-—When World
War I began, President Roosevelt continued
using his leadership and communication skills
to weld American economic, political, and mili-
tary forces into a power that remains second to
none.

President Roosevelt appointed Elmer Davis,
a newsman, to head the Office of War Informa-
tion. That office was charged with maintaining
home-front morale and winning public support
for rationing, the draft, war bonds, and other
wartime programs.

Following WW II, public relations experts
were used by the government to help ease the
staggering adjustment of shifting to a peace-
time economy and integrating the millions of ex~
servicemen back into the work force.

Since WW II, public relations efforts and
organizations have expanded with the national
economy. The most intense development was
during periods of political and economic crisis
and unrest.

Among the significant developments of public
relations since WW II are the relationships of
chief executives and their PR counsel, estab-
lishment of public relations training at the uni-
versity level, organization of a national profes-
sional public relations society, and the use of
radio and television to influence public opinion.

The relationship between President Eisen-
hower and his press secretary, James Haggerty,
was a positive example of how a public relations
expert and his “boss® best work as a team.
Mr. Haggerty sat in on the Administration’s
major policy conferences and planning sessions
and was consulted before final decisions and
public announcements were made. Filmed news-
casts of presidential press conferences were
also introduced during the Eisenhower Admin-
istration.

In 1947, the first School of Public Relations
was opened at Boston University. It is now
known as the School of Public Communications.
Many other universities now offer degrees in
Public Relations.

In 1964 The Public Relations Society of
America (PRSA) started a program of voluntary
certification of members’ professional skill
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including written examinations. PRSA now has
almost 6000 members.

President John F. Kennedy was the first
President to permit live radio and television
broadcasting of Presidential news conferences.
His use of the electronic media during the
«Steel Crisis® and “Cuban Missile Crisis” in
1962 best exemplify how quickly public opinion
can be marshalled to support national objectives.

NEED FOR EXPERTISE.~Today, public
relations practice is maturing into a specific
discipline requiring of its practitioners expert
skill in mass communications and applied social
psychology. It has found acceptance in all
phases of government, business, industry, com-
merce, institutionalism, politics, and even
entertainment.

Military PA
Parallels Civilian PR

Military public affairs (the parallel of civil-
ian public relations) has a long history of its
own. It owes its peculiariiies to the unique
requirements of military discipline, methods,
and goals. K military PA can be directly com-
pared to civilian PR, then it can best be com-
pared to the public relations practices of the
non-profit organization, whose interest is deeds
and a continued existence for good purposes,
rather than production for a profit.

Down through history, beginning as far back
as half a millennium before Christ, military
public affairs has been practiced as a unique
art with close civilian parallels. In years gone
by, as now, there have been highly successful
practitioners of the art. These individuals could
move from the military to the civilian realm
and make their successful and proven PR
theories operate for them in hoth realms by
adapting them to suit changes in goals, objec-
tives, and policy.

Perhaps the earliest example of military
concern for public affairs occurred after the
Battle of Marathon in 490 B.C. When the Athe-
nian Army unexpectedly defeated the Persian
Army at Marathon, the Athenian commander
sent a runner to Athens, 28 miles away, to tell
the people that the Army had won a decisive
victory.

That event points up a basic reason for the
existence of public affairs efforts by armed
forces fielded by democratic governments. When
a democracy establishes and maintains a mili-

18

tary force for its protection, the people have a
right to know all the news of public concern
about the organization. :

The great military leaders of history were
outstanding communicators, both with their men
and with the public.

Napoleon always personally appeared before
his armies on the eve of battle and explained
the objectives and advantages of the forthcoming
attack. His manner, costume, and color of his
steed set him apart from others on the field of
battle and served as a leadership symbol for
his men.

George Washington’s commandof the English

, use of symbols and images to lead
men in battle contributed to his earning an im-
mortal place in history.

CIVIL WAR PRESS RELATIONS.~Military
leaders have contended with public opinion al-
ways, but it wasn’t until the American Civil
War that they faced the crucial problemof press
relations. In the years just prior to the war,
the railroads and telegraph had vastly changed
the mass communication system. Before this
had evolved, it was often weeks or even months
before news of military activities could reach
the public. Union generals who previously had
not been too concerned aboutpublic opinionwere
totally unprepared for the day-by~-day news-
paper reports and the aimost immediate impact
of unfavorable public opinion that stemmed {rom
war correspondents reporting military activities
by telegraph to the mass media.

General William Sherman once undertook to
have a correspondent hanged for espionage.
Angrily, he wrote that he would rather be gov-
erned by Jefferson Davis than “abused by a set
of dirty newspaper scribblers who have the
impudence of Satan.” ¢“They come into camp,”
he went on, “poke about among the lazy and pick
up camp rumors and publish them as facts, and
the avidity with which these rumors are swal-
lowed by the public makes even some of our
officers bow to them. I will not. They are a
pest and shall not approach me, and I will treat
them as spies which in truth they are.”

The harassed newsmen covering the Civil
War contributed to the publication of a monu-
mental amount of misinformation that caused
unnecessary adverse opinion of the military’s
role in the war.

Towards the end of the 18th century, Admiral
George Dewey, in recognition of a need for
organized military public affairs, said: “Navy

<4

LY



Chapter 2—PUBLIC AFFAIRS POLICY AND PROCEDURES

policy requires the support of the people and
the Congress, and this support can only be ob-
tained by giving the widest publicity to the policy
itself and to the reasons and arguments in its
support, and taking the people and the Congress
into full confidence of the government, inviting
intelligent criticism as well as support.”

EARLY MILITARY PA.~Intheopening years
of the 20th century there was little need for
public affairs staffs in the Armed Forces be-
cause of the absence of public interest in mili-
tary matters. The Marine Corps hadapublicity
office in Chicago as early as 1907, but its pri-
mary purpose was to stimulate recruiting.

Public interest in the Armed Forces in-
creased with the outbreak of WW 1. In 1817, a
press section wasorganized within the American
Expeditionary Force in France to meet the
needs of the American newsmen who had ac-
companied the troops to the combat theater of
operations. A Public Relations Branch within
G-2, Army Intelligence, was established per-
manently in 1918.

Secretary of the Navy Josephus Daniels
established a Navy News Bureau in the Navy
Department during WW I and staffed it with
civilian newsmen. When public interest in the
U~-boat war grew strong, the Secretary inau-
gurated a daily news conference. In the Navy,
as in the Army, public relations was viewed as
a reverse form of security, and after the war
a Public Relations Branch was established in
the Office of Naval Intelligence (whichremained
in existence until 1941).

Following WW I, public interest in the Armed
Forces again diminished. Army and Navy of-
ficials talked to newsmen when circumstances
required it, but neither service maintained
much of a public affairs organization. An ex-
ception was the young Army Air Corps, which
was fighting for recognition within the military
community and by the general public. As early
as 1925, an Information Division in the Office of
the Chief of the Air Service existed within the
War Department (Army).

As the war clouds gathered in the early
40’s, both War and Navy Departments antici-
pated an increase in civilian interest in mili-
tary affairs. In 1941, Frank Knox, the former
publisher of the Chicago Daily News, was
Secretary of the Navy. He established an Office
of Public Relations which was directly respon-
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sible to him. Concurrently, the Chief of Naval
Operations declared public relations to be a
command responsibility. (NOTE: A detailed
history of U.S. Navy public affairs activity was
presented in Chapter 2, Journalist 3 & 2, some
of which is repeated above to show how it fits
into the overall history of U.S. military public

" affairs.)

In the closing years of the war, Fleet Admi-
ral Chester W. Nimitz initiated a program
through which news releases of men under his
command, the U.S. Paocific Fleet, were for-
warded to their home town newspapers. Ad-
miral Nimitz’s aim was the recognition of the
accomplishments of the individual Navyman by
family and friends at home. This program
proved so successful that in early 1945, Sec-
retary of the Navy James V. Forrestal directed
the organization of a fleet home town news
center as a Navy-wide activity so that Navymen
serving throughout the world would be benefi-
ciaries of the program. In 1952 the center
began processing Marine Corps hometowners
and it became a complete Sea Services activity
when the Coast Guard joined itin1963. Through-
out its more than 26-year history, the center
(FHTNC) has been the backbone of the Navy’s
effort to keep the home front aware of what
Navy people are accomplishing around the
world. The other branches of service have
similar programs.

DOD ESTABLISHED.~The National Security
Act of 1947 established the Department of De-
fense (DOD) with three subordinate military
departments; Departments of the Army, Navy,
and Air Force. Public affairs offices were
maintained by these departments and also in
Headquarters, U.S. Marine Corps.

Originally, the Secretary of Defense had a
token public affairs staff. In 1949, however, in
order to facilitate public affairs coverage of
the military departments, Secretary of Defense
James Forrestal established an Office of Public
Information (OPI) in the Department of Defense
which became the sole source of military news
at the Defense Department level. Most of the
personnel of the military departments’ public
affairs offices were transferred to that office.
The relatively small staffs which remained
within the various services fed national military
news to the OPI and also directed the public
affairs efforts of their field commands,
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puring the Korean War, the military public relations is the following thought: «public good-
affairs organizations were permitted to ex- will s the greatest agset that can pe enjoyed
pand in order to provide a greater flow of in- b¥ any enterprise, and public opimonisthe most
formation, put OP1 retainedits origmalfuncttons powerful force. Public opinion that is informed
and authority. and supplied with fact and fair interpretation
In 1961, the Director, OP], was redesignated may be sympathatic with a cause. Public opin-
Assistant Secretary of Defense (Public Affairs), ion that is misinformed OF uninformed can be
ASD(PA). To eliminate duplication of effortand hostile and damag o”
to unify military policy pronouncements, con- Reduced to its simplest terms, public rela~
golidation of public affairs activities of the tionsisan effort to influence public opinion and
Military Department was begun. ' thereby elicit 2 specific favorable reaction from
' certain specific publics of an organization.
PA SPECIALIST TRAmING.-Although or- Public relations depends upon the influence and
ganized public relations techniques had been character of its effort in shaping public opinion.
practiced in the Armed Forces since the first However, it must be remembered that integrity
World War, no formal training for PA special- 18 the element which must exist in any in-
igts was offered until after World War 1L gtitution or agency.
In January 1946, the Army established an Cutlip and Center, the authors of Effective
Information School at Carlisle Barracks, Penn- public Relations, state that the purpose of puﬁic

Publlc B _—
sylvania. relations in commerical applications is to:

The U.S. Naval Journalist School began op=
eration at Great Lakes, filinois in June 1048. e Conserve or keep favorable opinion.
It remained at Great Lakes until July 1964, when . © Crystallize unformed or 1atent opinions in
it was merged with the Army Information School your favor.
into the Defense Information School (DINFOS) at @ Change or neutralize hostile opinion.
Fort Slocum, N.Y. In October 19685, DINFOS
moved 1O Fort Benjamin Harrison, Indiana, These purposes have application to military
where it is currently located. public affairs since 2 large percentage of the

Officers serving with the Office of the As- effort is devoted to them. Like his civilian
sistant Secretary of Defense (OASD/ PA), or @ counterpart, the military public affairs special-
Unified Command are known as Public Affairs ist is striving constantly to gtart, lead, change,

civilian) are called public affairs specialists. affects his organization. His work is related to

Normally, in the Army and Air Force, the titles the difference in people’s outlook and opinion

are “ Information Officer” and «Information concerning his organization and the people whom
Speciahst.' The Marine Corps uses the terms it comprises.

«nformational Services Officers” and ¢Informa- it is, therefore, essential, that you, as 2

n Man” to jdentify those who perform the senior Journalist in the public affairs field,

public affairs task for that Service. within the learn how to establish and maintain effective

Navy, as you well know, it's PAO andJO. These two-way communication with the publics whose

different terms, which are used by the Armed attitudes andopinionsultimately comprise public

gervices, are. generally interchangeable with opinion. What is public opinion? How important

public relations functions in civilian life. is it to an organization—-mﬂitary or civilian?

How is it formed, gtabilized, O changed? This

gection surveys some public opinion and mass

PUBLIC OPINION AND MASS cummunication literature, authored by noted

COMMUNICATION civilian authorities, topresent acceptedtheories

of how individuals and groups develop attitudes,

public relations is defined in geveral ways form opinions and the interrelationsmp of social

earlier in this chapter. Richard Darrow, author interaction, attitudes, and communication. The

part One, public Relations Today, points process which is pelieved to be @ key instru-

to a ment in the formation and the gtabilization and

definition which will fit the whole profession change of public opinion will also be surveyed

and practice." However, very high on hislist in order to present the relationship petween the

of seven basics which are common to all public mastery of the principles of effective mass
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communication and improved public affairs
programs.

This brief survey of an ever expanding dis-
cipline can present only the basic highlights of
importance to public affairs personnel. How-
ever, you are encouraged to read fully the sec-
tions of the textbooks used in this survey. In-

formation on these references is included in

Appendix X of this manual.

WHAT IS
PUBLIC OPINION?

Cutlip and Center define public opinion as
“the sum of accumulated individual opinions on
an issue in public debate and affecting a group
of people.”

William Albig, in his book Modern Public
Opinion points out that public discussion isper-
sistent in all human societies but is limited
by the amount of information available and by
the prevailing social customs and standards,
Where there is no debate and no controversy,
there can be no opinion. In the other hand, an
opinion is some individual expression on a con~
troversial point and it may be expressed in
actions as well as words.

Each person holds individual opinions which
are based on his attitudes and the information
available to him on the subject under discussion.
Group opinion can resuit from the interaction
of two or more persons on one another in any
type of group in which a controversial point
occurs. Publics are simply constantly changing,
not necessarily organized, groups of people who
may or may not know and communicate with each
other, but who all have the same relationship to
some person or group. It should be remembered
that the opinion process may be a reasoned and
logical analysis, or it may be an emotional, un-
thinking, illogical expression. Most important
of all is the fact that opinion is expressed
through some means of communication. Opinion
expression is behavior, whether it be by gesture
(nose thumbing, clapping), voice (whistle, boo),
the spoken word, the printed word, the symbol,
or passive or overt acts.

THE REASONING PUBLIC

Viscount Bryce, the distinguished British
observer of American democracy (The American

Commonwealth), lists four stages in the forma-
tion of public opinion in a demoeracy:
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Stage 1: In its rudimentary stage, public
opinion is the prevalent impression of the
moment as reflected in individual sentiments of
approval or disapproval.

Stage 2: These individual sentiments are
either confirmed or weakened by communica-
tion media (newspapers, magazines, radio, TV)
or through interaction with other persons. (It
must be remembered that communication media
usually reflect the ideas and beliefs of so-
called opinion makers or opinion leaders.) The
opinion of ordinary minds hitherto fluid and
undetermined, begins to crystalize into a solid
mass. This is where debate and controversy
begin; i.e. in the mind of eachindividual.

Stage 3: The effect of each controversy
forces individuals to take one side or another
of the question or issue. They become par-
tisans.

Stage 4: When a man votes, he commits
himself. He then has an interest in backing his
view, which he has sought to make the pre-
vailing view. Multiple opinion is now reduced
to two opinions—the triumphant opinion vs. the
defeated opinion. _

Bryce cavtions us that only a small part
of opinion is original. It is mainly due to what
has been heard and read. He does not specify
what proportion is due to reasoning.

How important is this opinion upon which
public relations depends? Public opinion creates
our social customs, mores, and folkways; it
elects our political candidates and dictates
their policies in office; it affects our choice of
clothing, food, occupation and way of life. In
short, public opinion is one of the real facts of
life with which everyone must deal.

On the whole, democracy as practiced within
the United States of America seems to work as
well as, or better than, most other political
systems. Perhaps, our public opinionprocesses
can be credited for some of its successes.
According to Viscount Bryce, the excellence
of popular government lies not so much in its
wisdom, for it is as apt to err as other kinds
of government, as in its strength. This strenth
lies more in the basic good sense of the Amer-
ican public than in the government’s store of
information and knowledge, voluminous and
pervasive though it may be. Bryce refers to
popular opinion in the sphere of politics, but
does popular opinion operate elsewhere?

Everyone casts a vote every day of his life,
and sometimes casts several votesaday. These
votes are not necessarily political in nature. In
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our free enterprise society, we can cast eco-
nomic and social votes as well as political
votes. When we decide to buy Brand X rather
than Brand Y we cast an economic vote. Our
economic votes to save or to spend, help de-
termine the general trend of business activity
and may lead to inflation or deflation, boom or
bust.

We also cast social votes when we adopt or
reject some new fad or fashion. We cast voca=~
tional votes when we adopt one type of job in
preference to another.

How well do we cast such votes in the poli-
tical, economic, social, and other fields? Public
opinion is a major factor in determining how
such votes are cast. Public relations must de-
termine public opinion and attempt to influence
it to act in accordance with an organization’s
objectives. In civilian industry, the primary
objectives are to remain in business and prosper.
In the Armed Forces, the support and under-
standing essential to mission accomplishment

is being sought.
INFLUENCING PUBLIC OPINION

How is it possible to influence the attitudes
and hence the opinions of individuals and bring
about changes in public opinion and human be-
havior?

Until the end of the nineteenth century those
who sought to understand or influence human
behavior placed much reliance on a mysterious
something called “human nature®.

Social scientists and psychologists during
this century have searched and documented
data on how a human being’s behavior can be
influenced. Exhaustive and reliable investiga-
tions and experiments have demonstrated that
man does not conform to any broad laws of
nature or react according to “human nature.”
It has been found that each human being, rather
than inheriting motive by instinct, acquires his
motives, attitudes, and opinions from his en-
vironment, physical condition, experience, group
associations, and the flood of stimuli and in-
formation with which he is bombarded constantly.

K an individual is to be influenced, it is
essential that those persons planning programs
that attempt to influence human behavior bear in
mind certain considerations. Human behavior
is affected by the reaction of a human being to
his surroundings, his social and cultural en-
vironment, to other individuals and groups, and
how he acquires his attitudes and opinions.
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The study of human behavior and how it is
influenced may be grouped into four general
areas:

® Behavior of the individual (psychology).

@ Behavior of the individual as a member
of groups and the interaction within groups
(sociology).

® Man as a social and cultural animal

(cultural anthropology).
® Mass or public communication.

ATTITUDES AFFECT
HUMAN BEHAVIOR

What are some of the significantdiscoveries
of the psychologists, sociologists and profes-
sional communicators?

Cutlip and Center report scientists have
learned that the attitudes of individuals provide
the raw material out of which public opinion
develops, ebbs in and out of public debate, or
erupts suddenly into a torrent of protests or
revolution. Since public opiniondraws its power
from individuals, we must consider individual
attitudes when dealing with an issue.

Daniel Katz, author of Public Opinion and
Prggggea.nda, believes that ﬁﬁﬁa%m the
acquired attitudes, experiences, and associa-
tions of an individual are the major influences
on his behavior. Basically, the reason aperson
holds or alters his attitudes is related to the
functions which the attitudes perform for himin
enabling him to cope with the world as he sees
it:

® They help him adjust to his government.

® They provide an ego defense—protect him
from harsh reality.

® They are used as a value expression—the
satisfaction of expressing his personal values
and concept of himself.

® They provide a system of screening and
cataloging stimuli and knowledge—they give
structure and meaning to the universe.

Other scientific attitude research findings
reported by Cutlip and Center include:

® Attitudes are accumulated from many
places and sources. '

® Attitudes remain latent until an issue
arises for the group to which an individual be-
longs. A conflict then develops and attitudes
are crystallized into opinions—pros and cons.
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e The opinions expressed as a result of
this confrontation are the sum of an individual’s
attitudes tempered by his degree of concern
for group approval of his expressed opinions.

Attitudes have certain definable and meas-
urable characteristics:

® Direction—an attitude is favorable or un-
favorable.

® Degree—it may be very favorable, some-
what, or nearly neutral.

o Intensity or emotional content.

® Saliency or prominence in an individual’s
conscience. This influences an individual’s
comprehension and response to a stimulus. It
is also referred to as the “threshold” of the
individual’s awareness.

Harwood Childs, An Introduction to Public
Opinion, has grouped the factors that shape
Wdividual attitudes into two categories—PRI-
MARY and SECONDARY.

® Primary factors are the things we read,
hear or see through our channels of commu-
nication: ideas, reports, news, symbols, actions.
These are the active factors. How we perceive

these primary factors is shaped to a large de-

gree by the secondary factors.

® Secondary factors are the individual’s
environment. These factors include where an
individual lives, his age, biological, physical,
social, and psychological heritage. Secondary
factors influencing individual attitudes are
generally latent.

SECONDARY FACTORS

Before surveying the primary or commu-
nication elements of influencing individual at-
titudes and behavior it is essential that the basic
scientific findings concerning the secondary or
environmental factors be presented.

Stereotyping

To explain how an individual develops and
holds attitudes concerning the world around
him, Walter Lippmann conceived the theory of
“pictures in our heads” or “stereotyping” pro-
cess as reported in Public Opinion, published
in 1922. According to Lippmann, it is not pos-
sible for an individual to be totally aware of
all the bits and pieces of information about the

world around him that he has accumulated in a
lifetime. Neither is it possible for an individual
to be aware of and respond to the vast number
of stimuli bombarding the sense of sight, hear-
ing, touch, feeling, or smell. Lippmann says
the individual abstracts perceived and meaning-
ful stimuli and builds a “picture in his head® of
an individual, organization, thing or function.
Examples of these “pictures inour heads® would
be the stereotype an individual holds of an Amer-
ican Navyman, a politician, a doctor, a member
of the opposite sex, or a foreign country. These
stereotypes are believed to be shortcuts to the
perception and storing of matters of importance
to the individual. Some advantages of this
abstraction and stereotyping process are that
it

® Permits the individual to concentrate and
direct attention.

® Makes possible learning, categorization,
memory.

e Makes for economy of time and effort,
which allows for perception of important stimuli.

Some disadvantages of the stereotyping pro-
cess which public affairs people should be
aware of are:

o The stereotyping process colors our per-
ceptions.

® By stereotyping ethnic, social, racial,
national, or occupational groups, the individual
becomes blind to individual differences.

Lippmann believes that through abstraction
and stereotyping processes we observe the
world about us and unconsciously bend and
shape our perceptions to fit the stereotypes or
pictures in our heads.

In organizing and administering a public
affairs program, you must be aware of the
stereotypes with which you must deal since they
are the foundations for individual attitudes. X
attitudes toward the military are to be in-
fluenced, the individual’s stereotype of the mili-
tary must be influenced.

Individual Contact

Since an individual cannot and does not
perceive all the stimuli that bombard the sense
of sight, hearing, smell, and touch, is it pos-
sible to establish contact or liaison with the
mind of an individual?
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Lippman believes that three factors in-
fluence our cognizance of the world around us:

o Personality variables.

¢ Situational variables.

e Communication variables (the commu-
nications that are not asked for or wanted but
force themselves on the individual’s attention
because of the situational variables).

Personality Variables

Cutlip and Center report that human per-
sonality has four primary determinants:

e Biology or heredity.

® Group membership, essentially one’s en~
vironment.

¢ One’s individual role in life~his age,
social status, race, and sex.

o Situation—individual experience including
all the accidental things which affect an in-
dividual.

BIOLOGY OR HEREDITY.~An individual’s
bilogical, physical, and psychological heritage
are factors that no public affairs program can
change or influence. However, these factors
must be considered in any attempt to commu-~
nicate with or persuade an individual. An in-
dividual’s height, build, weight, color, con-
formance to natural standards, body chemistry,
and the functions of an individual’s glands and
organs affect his status and participation in
society. They are related directly to hisability
to perceive and interpret the world around him,
and must be considered to some degree inplan-
ning programs designed to communicate with,
persuade, or influence the behavior of other
members of society.

ENVIRONMENT.—~Cutlip and Center suggest
several major environmental factors, some
related to the individual’s background and others
to his present situation. These include:

Culture.—~The newborn finds an elaborate
civilization waiting for him. A child fits into
historic institutions and is molded by them. In-
dividuals are grouped together to work, to study,
to play, and to worship.

Family.—The family is the first molder of
opinions and attitudes. No person can totally
escape the strong, formative influences of the
family. Most social organizations and institu-
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tions serve as reinforcing devices for what a
child has learned in the family circle.

Religion.~One basic traitis shared by nearly
all people~the belief in supernatural, universal
power. Religion must always be considered in
efforts to influence public opinion. This is
especially true in overseas areas where a reli-
gious sect can sometimes regulate almost the
total environment of an. individual. In our own
country an individual’s religion can contribute
to his attitudes and opinions on public issues,
particularly social issues.

Schools.~Cutlip and Center believe a
teacher’s infiuence is infinite. This is true in
a society where education and enlightment are
considered indispensable to freedom. Schools
play a key role in shaping an individual’s mental
gset—the screen upon which are cast the lights
and shadows of what he reads, sees, or hears to
form “the pictures in his head.”

Economic Class.~The economic class in
which an individual was reared and the eco-
nomic class that the individual is in when you
attempt to communicate with him are influential
in the communication process and human per-
ception. Current economic class determines to
a large degree an individual’s social orbit,
access to mass communications, attitudes, and
opinions. :

Social Class.—Social class is determined
largely by family background, education, oc-
cupation, home and neighborhood. One’s posi-
tion in society helps shape outlook, sources of
information, opinions and behavior. Another
factor of increasing importance is the influence
of an individual’s race or religion on his social
class.

ROLE IN LIFE.~The role an individual
plays in the activities of the world around him
can influence the communication process and
his behavior. Age, sex, social status, class,
race, and family ties are important in predicting
or influencing human behavior and attitudes.
Youth, young modern, middle age, and elderly
are terms that naturally group the population in
terms of certain activities and response to
communication. Groups of women respond to
communication that would not normally interest
groups of men. Certain behavior is expected of
men in the role of fathers, husbands, sons, or
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brothers. The same is true of women in their
bebavior as mothers, wives, daughters, or
sisters. The degree to which the individual is
involved in his role as a member of a group
will also influence his participation in society,
his attitudes and behavior. All of these factors
must be considered and provided when planning
and implementing a public affairs program. I
you want to interest young men injoining a mili-
tary service you would perhaps succeed better
it you directed your communication through
sports, automobiles, or contemporary “men’s”
publications. FM radio might be an ideal medium
to communicate with the young modern intellec-
tual, whereas a rock-and-roll AM station might
be better suited to reach a less sophisticated
audience.

Situational Variables

Situational variables affect human behavior
through a combination of biological, economic,
social, and random chance. Thisvariable canbe
related to the fact that two brothers from es-
sentially the same environment often turn out
to be quite different in personality and behavior.
The situation, accidental or planned, in which
an individual is exposed to persuasive commu-
nication can also determine the outcome of the
communication attempt. Men who have been
deprived of food or other biological necessities
will naturally be tuned in to communications
that will help them relieve the tension of the
physical or emotional drive or need. Individuals
who are likely to be drafted in the near future
might be more intensely interested in military
news or recruiting efforts than a gentleman of
60, or even a young man who has fulfilled his
military obligation.

Cutlip and Center believe different people
will respond differently to the same social pres-
sures and persuasions according to motiva-
tional predispositions to respond. These have
been divided into PERSONAL MOTIVATION
factors and GROUP MOTIVATION factors.

PERSONAL MOTIVATION.~Psychologists
believe that all people have basic drives in
common—self preservation, hunger, security,
and sex. Basic emotional needs include a
desire for affection, a desire for emotional
security, and a desire for personal signifi-
cance.

You should analyze the situations of in-
dividuals with whom you are attempting to com-

municate. Thus, you can deterniine the best
situation to convey a particular message to in-
fluence attitudes or behavior. Whenever pos-
sible, communication should be directed at
satisfying human drives and needs or in de-
monstrating how a particular type of behavior—
buying a certain product, enlisting in service,
voting in a specified manner—will benefit the
individual.

GROUPMOTIVATION.—-Communicators
group key individuals whom they are attempting
to reach into manageable groups or publics with
a common interest or purpose. They also take
into account the group to which an individual
belongs. An individual is born into a culture
where his activities are performed normaily as
a member of a group or groups. He learns to
value these memberships because they satisfy
his natural and learned desires or drives, but
an individual must pay a price for belonging.
That price is conformance to group standards
and support of group activities and beliefs.
Therefore individual behavior, attitudes, and
opinions are influenced by association with
groups. Individual behavior in a group is
regulated by reward and punishment.

Influencing individuals is achieved often by
communicating with them through their group
association. Americans are natural “joiners”
and the country is saturated with social, busi-
ness, professional, hobby, and hundreds of other
types of groups that meet regularly. Usually,
programs of these groups are formalized to
include guest speakers or demonstrators. When
a public affairs office provides a guest speaker
on a group’s program it has a captive audience
to listen to about 30 minutes of prime facts
about a command’s objectives and accomplish-
ments. In addition, if the message is structured
properly and appeals to the majority of a
group’s members or opinion leaders, the
speaker’s words will be reinforced by face-to-
face communication.

Cutlip and Center believe that the study of
group dynamics and the group structure of our
society is essential to the public relations
practitioner. Research by several prominent
sociologists, as reported by Herbert . Abelson
in Principles of Persuasion, can be summarized
as follows:

® A person’s opinions and attitudes are
strongly influenced by the groups to which he
belongs and wants to belong.

-3

LY



JOURNALIST 1 & C

® The person is rewarded for conforming
to the standards of the group and is punished
for deviating from them.

® People who are most attached to a group
are probably the least influenced by communica-
tions which conflict with group norms. Public
affairs personnel should keep this factor fore-
most in their minds when formulating programs
designed to change opinions or attitudes of in-
dividuals. This is critical, especially when the
individual’s possible change in attitude would
take place in front of or affect an individual’s
role in a group he values. It is extremely dif-
ficult to modify entrenched attitudes and opin-
ions voiced at a neighborhood meeting of home-
owners who live in the noisy runway path of a
master jet air station. Nor is it an easy task
to modify hostilities of community small busi-~
ness and real estate owners when a military
installation is closed unexpectedly for economy
reasons,

Communication Variables

By random chance or situation, an individ-
ual can become more aware of the world around
him. Captive audiences who listen to a speaker
or watch a motion picture not necessarily of
their choice can be influenced by the commu-
nications that are forced on their attention.
This principle is used by advertising agencies
in designing ads that startle or lure an individ-
ual into exposure to a sales message. Radio
stations are sometimes accused of increasing
the volume or highlighting commerecial mes-
sages with sirens, horns, whistles, or other
methods that evoke attention of the listener.
Propagandists sometimes disguise their mes-
sage in another or in some form that will be
consumed by the target individual and make
him aware of information that had been rejected
previously. People who have long periods of
time to while ‘away often will expose them-
selves to printed and electronic messages as
a method of killing time or relieving boredom.
Thus, random chance can place an individual
in a position of exposure that influences his
cognizance of the world around him.

PRIMARY FACTORS

The SECONDARY or environmental factors
which affect an individual’s attitudes and be-
havior have been surveyed. What about the
PRIMARY factors affecting attitudes and be-
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havior? The primary factors are the things we
read, hear, and see through communication, or
experiences we undergo as our lives unfold.
Wilbar Schramm, a foremost expert in the
theory and practice of communication analyzes
“How Communication Works” in his The Process
Eff omm tion. This
section contains some of his theories. '

Communication is an effort to establish a
commonness with someone. Thatis, the sharing
of information, an idea, or an attitude. Com-
munication requires at least three elements—
tﬁ:) SOURCE, the MESSAGE, and the DESTINA-

N.

® A SOURCE is usually an individual at-
tempting to speak, draw, write, or gesture some
meaning. A SOURCE can also be a communica-
tion organization such as a newspaper, TV
station, motion picture studio, or a public com-~
munications agency.

o The MESSAGE may be ink, paper, sound
waves, impulses of electric current, a gesture,
symbol, or other signal that means something
to one or more persons.

¢ The DESTINATION may be an individual,
a group, an audience, or a mass audience which
is tuned in to the source and is listening, watch-
ing, or reading the message as it is received.

Schramm compares the human communica-
tion process with something similar to a radio
or TV circuit:

SOURCE ===+ ENCODER ===t SIGNAL, =~==s-
DECODER =~==+DESTINATION

The source takes the information or feeling
he wants to share and puts it into a form for
transmission. The “pictures in our heads” of
the world around us cannot travel directly from
our brain to another brain unless they are en-
coded. They must be put into spoken words,
written or printed symbols, electroni¢ impulse
symbols, or bodily motion for transmission.

K our messages are encoded into spoken
words they cannot travel far unless they are
boosted by an electronic medium. If they are
coded into written words they travel more
slowly than spoken words, but last longer. Once
coded by the sender the message is generally
free and beyond the power of the sender to
change. A most important factor here is that
the encoded message must be transmitted into
a medium or channel to which the intended
receiver is turned or exposed. To complete
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the communication circuit, the message must
be decoded and interpreted by a receiver. Hope~
fully, the picture placed in the head of the re-
ceiver will be the same as the sender originated.

Intervening Variables

In observing the human communication cir-
cuit, it is possible to predict how sucha system
will work or where it might fail. In electronic
engineering terms, there may be filtering or
distortion at any stage. I the SOURCE does
not have clear information; if the MESSAGE is
not encoded properly, accurately, and effectively
in transmittible signals; if the SIGNALS are not
transmitted quickly and accurately enough for
the ENCODER to group them into meaningful
communication; if the MESSAGE is not DE-
CODED properly or if the DESTINATION is
unable to handle the DECODED message topro-
duce the desired response; if through natural
or artificial means the transmittal of the mes-
sage is stopped at any point in the circuit, the
communication effort will fall short or fail.
Like radio and television or telephone lines,
the human communication system has a maxi-
mum capacity for handling information.
Schramm believes that one of the great skills
of communication is knowing how much capac-
ity a communication channel can accommodate.

K the communicator believes that his audi~
ence may have difficulty understanding his
communication, he can introduce different levels
of redundancy deliberately; he can repeat, give
examples and analogies, or slow down the rate
of delivery.

In the communication process it is essential
that the human receiver be able to understand
a human sender. French, Russian, or Chinese
messages transmitted to an individual or au-
dience unacquainted with those es cannot
be decoded and the communication attempt is
a failure. Anyone who has traveled or lived in
an underdeveloped country of the world and at
the time did not understand the language, is
aware of the helplessness an individual can feel
in trying to communicate with a native inhabit-
ant who has never lived in modern society. An
individual can decode a message only in terms
of his experience. There must be common ex-
perience shared v the source and the destina-
tion for commur: *.iion to take place.

Since we une rymbols or signs instead of
the actual oh'ect in most of our oral commu-
nication, the :~:.munication process depends

=
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somewhat on what an individual associates with
a particular sign or symbol when he receives
it in message form. The sign “dog” for in-
stance will not evoke the same response from
two individuals. But if we are able to trigger
with our message a “dog picture” into the mind
of the intended receiver, we have a sign system
or shorthand for communication. Language is
the most universal human communication short-
hand system.

It is obvious that . « .siduals in the com-
munication process ‘i - e alue to transmit
and receive a common - hand. When an in-
dividual learns the riov= { a particular com-
munication shorthinit t: also learns certain
responses with them. .nese responses are the
meaning the signs have to the individual de-
coding them. They are learnedfrom experience
but are affected also by the situation, person-
ality and group membership of the receiver.
The situation, personality, and group member-
ship of the receiver will determine to a large
degree the response of the receiver.

Fire or other danger signals may cause you
to run if you are alone in a building. ¥ you are
responsible for other peoples’ safety and they
are with you when you receive a danger signal,
you may act differently. Your first reaction
may be to disregard your personal safety to
protect others and avoid panic. The code of a
group to which you belong and its values may
prevent you from taking certain other overt
action that otherwise might be triggered by a
received signal.

In effect, the communication process is
really endless. The individual is engaged con-
stantly in decoding signs from his environment,
interpreting these signs, and encoding others.
This communication process becomes two-way
when an individual engages in constant commu-~
nication, back and forth, with an individual au-
dience. The communicator observes the re-
sponse of ‘*° receiver, adjusts the rate of
delivery, inturprets or otherwise modifies mes-
sages in light of what he observes or hears
from an audience. This returnprocess is called
"feedback.” Feedback is important to the com-~
munication process because it provides an
indication of how messages are being decoded
by the intended audience.

The Effect Of Communication

Schramm believes there is no such thing as
a simple and easily predictable relationship
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between message content and effect. However,
he does provide some of the conditions that will
help the communicator predict success in com-
munication:

o The message must be designed and deliv-
ered to gain the attention of the intended de~
stination.

o The message must employ signs which
refer to experience common to source and
destination, so as to get the meaning across.

o The message must arouse personality
needs in the destination and suggest some ways
to meet those needs.

o The message must suggest a way to meet
those needs which is appropriate to the group
situation in which the destination (receiver)
finds himself at the time when he is moved to
make the desired response.

Schramm’s conditions point out the impor-
tance that expert communicators place on find-
ing out as much as possible about the intended
destination of messages. “Know your audience
is the first rule of practical mass communica-
tion.” (Review Chapter 3 of Journalist 3 & 2,
“Know Your Media”),

Schramm believes that there are two things
that can be said in confidence about predicting
communication effects:

¢ A message is much more likely to suc-
ceed if it fits the patterns of understandings,
attitudes, values, and goals that a receiver has;
or at least if it starts withthis pattern and tries
to reshape it slightly. Communication research
men call this latter process “canalizing,” mean-
ing that the sender provides a channel to direct
the already existing motives in the receiver.
Since the human personality has evolved from
the millions of communications and impressions
the individual has been exposed to, it is difficult
to assume that one message can reshape funda-
mentally the receiver’s attitude or personalitv.

¢ Communication effects are the resultants
of a number of forces, only one of which the
communicator can really control. That is, the
sender can shape his message and decide when
and where to introduce it. But the message is
only one of at least four important elements
that determine what response will occur. The
others are the situation in which the response,
if any, must occur; the personality state of the
receiver; and his group relationships and stand-
ards. It is dangerous to assume any simple and
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direct relationship between a message and its
effect without knowing all the other elements in
the process.

Nature of Mass
Communication

The mass communication process is simflar
to the simple human communication process
but the elements are not the same.

Schramm reports that the chief source in
mass communication is a communication or-
ganization or an institutionalized person. A
communication /organization may be a news-
paper, a broa ting network, or a film studio.
An individual listens to a loud and clear radio
station in preference to a faint and fading one.

Other important characteristics of mass
communication reported by Schramm are that:

o Unlike face-to-face communication with
groups, mass communication receivers usually
have very little contact with each other. The
reader of a newspaper or listener of a broad-
cast station is anindividual. However, Schramm
also believes that the individual’s connection
with groups-family, occupational, friends—may
provide the communicator the opportunity to
feed ideas and information into small groups.
Familiarity with certain types of mass com-
munication is often a sign of status in a group.

® Mass communication performs a valuable
social function by acting as decoder, interpreter,
and encoder of society. By extending the reader’s
or listener’s eyes and ears almost indefinite
distances, and by multiplying individual voices
and words, mass communication has taken over
a large share of the responsibility for keeping
social life going and helping society’s members
to participate therein.

o All the mass media provide a network of
understanding without which a modern large
community could not exist.

e The more specific results of mass com-
munication on our lives and beliefs can be
predicted only with caution. As indicated pre-
viously, the effect of the message alone cannot
be predicted without knowing a great deal about
the situation, the personality, and the group
relationship in which the message is received
and/or acted upon.

Communication Censorship

Members of our society act on the basis of
what they know or what they think they know.
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Therefore, blocking off or denying them in-
formation at the source or at any point in the
communication process can influence attitudes
and behavior. This action is knownas CENSOR-
SHIP.

Scholars and authors of public relations
theory recognize two types of censorship:
ARTIFICIAL and NATURAL.

ARTIFICIAL.~Artificial censorship, the
type most discussed among media representa-
tives and the public, i# invoked at the source
or along the lines of communication deliber-
ately. Individuals or agencies take it upon
themselves to control the flowof communication
on a specific subject or even on the affairs of
an entire country. These censorship agencies
are known as GATEKEEPERS. A gatekeeper
in the communication system can range from
the top executive of an organization to the in-
dividual who opens the morning mail—so long
as that individual has some control gver com-
munication.

In the mass media, the gatekeepers are the
newsmen, rewrite men, and particularly editors
or news directors. In effect they determine
not only what is said to the public, but how it
is said, or if it is to be said at all. The at-
titudes and opinions of gatekeepers can have
the same effect on mass communication as the
secondary effects discussed earlier. Do not
confuse this type of censorship with military
censorship (field press censorship), whichis for
the purpose of national security. Military
censorship is discussed later in this chapter.

The interpersonal relationship  between
Journalists (or military public affairs personnel
in general) and the gatekeepers to the mass
media can shape public opinion about an or-
ganization or command. Chapters 3 and 4 of
Journalist 3 & 2 discuss this relationship and
how it can be enhanced on behalf of a military
organization. Also, some supplementary mate-
rial to these two chapters (Media Relations) is
presented later in this chapter.

NATURAL.~—Natural censorship is simply
the physical, psychological, and semantic dis-
tance and difference that blocks communica-
tion. The deaf cannot hear, the blind cannot
see, the mentally deficient cannot comprehend.
Persons who live in the remote areas of the
world which are cut off from much of the world’s
mass communication media can form rather
prejudicial opinions about American citizens if
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their only communication with an American is
a rude or offensive U.S. serviceman. The fact
that these individuals do not receive letters
or newspapers containing your message, or do
not have radio and television to listen to and
watch, is natural censorship of what you are
trying to communicate.

Communicating With
Key Publics

Public affairs efforts to communicate es-
sential information to the public through the
mass media must always be based on the fact
that the public is not one audience with one
distinet attitude, channel of communication,
motivation to act, et cetera. Ideally, we com-
municate with the individual who is the source
of public opinion and group behavior. Since
this is not possible, we must communicate
primarily with a manageable number of key
publics with the hopes of reaching and influ-
encing the individuals affected directly by the
problem and only secondarily with the world at
large. The concept of the public being similar
to the timid little cartoon character “John Q.
Public,” or of a crowd massed somewhere
awaiting communication eagerly and reacting
to a message immediately, should be avoided
by the public affairs specialist.

Cutlip and Center believe that a host of
forces ' and groups are constantly at work
promoting changes in old opinions and creating
new ones. The opinion process is never static.
There are many competing programs which
generate opinion change. These include:

o Programs of industry, labor, agriculture,
government, education, social welfare agencies,
and so forth.

@ Political parties.

® News media.

® Pressure,
groups.

® Propagandists for partisan causes.

® Churches.

You should not only be aware of these other
generators of opinion change, but you should
also consider their competition when planning
to communicate with, and persuade the public.

Two-Way
Communication Factors

An Armed Forces public affairs program
has the job of communicating with the key

professional, and interest

35

LY



JOURNALIST 1& C

- - - - . W oa

publics of its organization. Based on a survey
of existing theory and principles of effective
mass communication, some yardsticks have
been compiled. The following guidelines can
help a public affairs staff in its efforts to hurdle
the obstacles to effective two-way communica-
tion between the command and the public:

e Any public affairs message should be
part of a program based on sound objectives
and good performance in the public interest.

o To be effective, the message must first
reach the eyes and ears of the individuals of
the intended audience.

® To reach the intended audience, the mes-
sage must break through the walls of artificial
or natural censorship. It must be prepared
properly and directed toward the proper media.

o The message must be more than just
seen and heard. It must be perceived.

o People tend to select the stimuli which
they perceive. The communicator must be
aware of the interests, personality, group
membership and other pertinentdata concerning
the target individuals for the communication.

o The uninformed are hard to reach with
any information.

® A message is more likely to be accepted
if it appears to be consistent with audience
beliefs.

o If a message is inconsistent with audience
beliefs, it will:

1. Be rejected.

2. Be distorted to fit existing beliefs.

3. Produce change.

® People do things for rewards. The com-
municator should show how a particular action
leads to a goal they desire.

o Timing is important. The communica-
tor should consider and avoid competition for
attention and be aware of existing or projected
needs of the audience.
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e Placing an individual in a position where
he must choose between two options may induce
him to choose the action you desire (but you
must show that this action is more attractive
than the alternative; otherwise, your maneuver
will backfire.)

o Information received from a trusted and
respected source is more likely to affect opinions
than information received from a source of
low prestige; e.g. announcements from the
White House have more credibility than those
from lower ranking or relatively unknown
sources.

o Repetition is the surest way to increase
learning.

SUMMARY

To summarize this survey of existing com-
munication theory, public opinion has been
defined as the sum of accumulated individual
opinions on an issue in public debate which
affect a group of people. A knowledge of human
behavior patterns and attitude formation helps
a public relations practitioner to communicate
effectively. Attitudes have certain definable
and measurable characteristics such as direc-
tion, degree, intensity, and saliency. Factors
that shape individual attitudes have been cate-
gorized as PRIMARY and SECONDARY. Pri-
mary factors are the things we read, hear, see,
or experience. Secondary factors are those
which are a result of environment, i.e., age,
biological, physical, social, and psychological
heritage. Communication has been described
in model form as a process in which there is
a source, encoder, signal, decoder and destina~-
tion. In order for communication to take place,
source and receiver must share common ex-
perience. In public affairs you must be aware
of the capabilities and limitations of the media,
must know your publics and the principles that
enhance effective communication.

CHAPTER 2—PART TWO

PLANNING A NAVY PUBLIC AFFAIRS
PROGRAM

An effective public affairs staff or office
prepares for action in emergencies, accidents,
or unexpected events. That involves making
decisions ahead of time, preparing written
policy and guidance ranging from a simjle
standing operating procedure for handling a
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distinguished visitor to a complex and coor-
dinated plan for handling public information for
a nuclear weapon accident. As a senior Jour-
nalist, you are responsible for instructing your
subordinates in advance on their responsibilities
in event of emergencies.

Public affairs is a field in which it is hard
to be a complete success or a complete failure.
Almost any public affairs officer or Journalist

36



Chapter 2—PUBLIC AFFAIRS POLICY AND PROCEDURES

PR Y Y

does the Navy a certain amount of good, but
few do as much good as they might. Any public
affairs job you’ve ever done could have been
done better with a little more forethought,
better planning, a little more imagination, and
a bit more effort. The purpose of this section
then is to help you organize and plan your
public affairs activities in order to get the
most out of the limited time, materials, and
talent you have at your disposal.

There are two major types of public affairs
programs. The first is known as the remedial
or “fire-fighting® program. The public affairs
staff devotes the majority of their time and
efforts to putting out all the little and big “fires”
that take place because of the lack of an effec~
tive program. QGenerally it is intuitive and
haphazard. This negative approach to public
affairs is ultimately more costly andless effec-
tive than its opposite—the PLANNED or PRE-
VENTIVE approach.

A planned or preventive public affairs pro-
gram is based on facts essential to its effec-
tiveness, has objectives, is carefully planned
to avoid the obvious problems, is directed to-
ward the desired objectives and can be modi-
fied or changed to adapt to the climate of the
organization’s publics.

With an organized approach to public affairs
problem solving, many potential problems are
avoided and those that do occur are oftensolved
or alleviated before they reach the critical
pomt.

In the Navy the mission and limited re-
sources available dictate that public affairs
programs be of the planned, preventive type.
With a smooth running, integrated public affairs
program operating for a command, the com-
mander and the public affairs staff have the
opportunity to achieve public affairs objectives
that would not be possible if they were wasting
their time and resources on putting out “fires”
in the command’s public, internal, and com-
munity relations programs.

One of the objectives of public affairs train-
ing at the Defense Information School is toteach
you how to think in terms of a planned or pre-
ventive approach to public affairs. You are not
taught what to think, but more important, how
to think in terms of a planned public affairs
program.

Without plans and objectives, public affairs
becomes sheer publicity. Instead of being a tool
of public relations, publicity output becomes an
end in itself. And because this publicity is un-
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planned, it is likely to be uneven and oftentimes
directed by self-seeking individuals outside the
line of responsibility for the program. It will
miss a number of important areas of the com-
mand and probably concentrate too much on
others. It will probably saturate the obvious
media and ignore a lot of good outlets. At best,
coverage will be inefficient and sloppy. At
worst, it may emphasize all the wrong things,
ignore the important ones, and in the long run
it may even damage you, the command, the Navy,
and the military services as a whole.

The Role of Planning

What good is planning? To start with, it
requires you to decide what you’re trying to
accomplish. This examination of objectives
necessitates a bit of clear thinking at almost
every level in the organization. Planning re-
quires fact-finding. Since this is the point where
a professional public affairs program should
begin, it is apparent that getting into the habit
of planning is a good idea.

Planning requires clearly defined objectives.
Once objectives are decided, efforts should be
directed toward some definite accomplishments.
This again, is a marked improvement over the
aimless mode of operating without a plan.

No military commander at any echelon, high
or low, goes into any operation without a plan.
It may not be an elaborate document with a
dozen annexes and twice as many charts, but
as a minimum it describes the general situa-
tion, tells what his mission is, lists his forces,
and tells how that mission will be accomplished.
It provides a systematic, well thought out solu-
tion to the problem his organization faces.
Virtually every aspect of military operations
and administration is susceptible to this plan-
ning process, and it is a mistake to think that
public affairs is exempt from planning.

The Four-Step PA Cycle

The process of preparing and organizing a
public affairs program consists of four basic
steps. This has been labeled the FOUR-STEP
PUBLIC AFFAIRS CYCLE.

It is not essential that all public affairs
programs be approached with a full-blown plan-
ning cycle prepared in a detailed plan or docu-
ment. But whether the four-step public affairs
cycle is committed to paper or not, each of the
following steps should be carried out system-
atically:
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Gamm 8 mne - e .- ane 4

o Fact-finding

¢ Planning

o Communicating
o Evaluating

FACT-FINDING.~Facts are the basic ele-
ments of public affairs so it is natural that you
should begin with a systematic search for them.
There are two basic categories of facts needed:

1. Facts about your command, and
2. Facts about the publics with whom you
are trying to communicate.

You can’t “sell” the public on concepts such
as the importance of seapower and a modern
Navy if you don't know something about them
yourself. A Journalist, particularly a senior
JO, must be well informed about the Navy. You
should know its history, its mission, and its
capabilities. A knowledge of naval history is a
qualification for JO3, sb we’ll assume you are
already up to par in this respect. But just be-
cause youw’ve made JO2 is no reason to stop
learning about the Navy. Frequent your ship or
station library. Read all you can about our
Navy, how it got started, what it’s done, and
what its mission is today. Read all the Navy
publications you can get your hands on-—All

Hands Magazine, Naval Aviation News, Direction
Magazine, the Training Bulletin and other peri-

odicals and pamphlets put out by bureaus and
commands up and down the line. Make a habit
of reading magazines and newspapers that
specialize in Navy and general Armed Forces
news, such as Navy Times and Naval Institute

Proceedings.

But this is only part of the job. You are not
only informing the public about the Navy in
general but you are very much concerned with
telling the story of your own command. To do
this, obviously you have to know a lot about the
command. Start with a history. There probably
is a fair history of your ship or station on file.
If there isn’t, initiate an official request from
the command to the Naval History Division in
Washington, D.C. In either case, you will
probably find that you now have to bring the
history up to date.

Now look around you. What is there about
this outfit that is particularly significant? Look
at the organization from the civilian’s point of
view. What is there about it that would interest
you if you weren’t so familiar with the Navy?
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You will be surprised how much you can
find out about a supposedly fairly glamourless
ship or station this way. Some of it you will
remember. Some you’ll want to put down in a
fact file. And remember that fact-finding is a
continuing process. It is never finished, so
keep adding to your store of information about
the Navy and your command. This knowledge
is the foundation of an organized public affairs
program,

The second area of fact-finding is your
publics. Since a military command has numer-
ous specific publics, you will encounter a wide
variety of public relationships that already exist
when you are assigned to an organization. It is
important that these publics be thought of in the
plural, as individual and different audiences
which require individual consideration when
planning public affairs efforts.

There is no one “correct” way to analyze
the publics of the Navy or of your own command,
because every public can be broken down into
several sub-publics, and there’s no rule about
how far you should carry the process. The im-
portant thing is that you give the concept some
thought and remember that all these different
publics exist.

Who are some of these publics? A ship has
two major groups of publics—external and in-
ternal. The external publics include the people
.f the ports visited, the mass media who report
the ship’s activities, the congressional public
that legislates the funds to operate the ship,
friends and acquaintances of the ship’s crew,
the industrial and business organizations who
service the ship when it is in port, and so forth.
When a ship moves her homeport overseas, she
accumulates another external public--the host
nation and its citizens.

The other group of publics are the officers
and men of the ship’s crew, and their depend-
ents. This is a very important public. They
are affected uniquely by the ship’s operations,
the skipper’s policies, and the general state of
morale aboard.

This question of publics is not just an aca-
demic analysis. The neighbors of a naval air
station are affected by the air station and the
Navy in a very particular way. To them the
Navy may mean chiefly noise and hazard. The
station’s civilian employees, to whom the in-
stallation also may mean these things, think of
the Navy as a means of livelihood, aswell. The
aviators’ wives look on the hazards a good deal
differently from the way either of the other
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groups does. The neighbors of a naval training
center, like the huge installations at San Diego
and Great Lakes, are affected by these bases in
still other ways. These different relationships
color the attitudes of the members of these
special publics toward the Navy and their opin-
fons on issues concerning the Navy. For this
reason, it is important that you always think in
terms of publics, never in terms of “the general
public,” a concept that is hard to visualize and,
for the practical purposes of communication,
probably doesn’t even exist.

PLANNING. —The first step in planning is to
establish public affairs objectives. You will find
the Navy’s basic public affairs objectives listed
in Article A-1004 of NAVSO P-1035. Theover-
all Department of Defense Public Affairs objec-
tives are listed at the very beginning of this
chapter. You should learn these objectives and
keep them in mind whenever you are workingon
a public affairs project. Try to relate every
public affairs project to at least one of these
objectives. .

The “big picture” or broad PA objectives of
the Navy may not fit the public affairs needs of
the subordinate command exactly. Just as the
mission of your command is a lot more limited
than the mission of the Navy, you may find that
you need more limited, specific public affairs
objectives to fit the needs and capabilities of
your ship or station. Local command objectives
are not a substitute for the Navy’s basic public
affairs objectives but rather a specific applica-
tion of one or more of the main objectives
which are particularly meaningful in your own
situation.

In selecting local public affairs program
objectives, you should consider such things as:

¢ The public affairs needs of the command,
as demonstrated by fact-finding about the com-
mand and its publics with particular emphasis
on the command’s concept of public affairs.

e The special capabilities of the command
to support one or more of the Navy’s basic
objectives.

e The available resources. The time, per-
sonal talents, public facilities, and funds avail-
2ble to do the job.

For instance, take a new naval air station,
constructed to support the Fleet, and operating
both long range reconnaissance aircraft and
carrier-type jet aircraft which have to fly over
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a fairly populous resort community. Consider
what its public affairs problems would be. What
type of public affairs program will help the
people of this community understand why the
base must be there? How does the command
gain their understanding and support. What are
the potential problem areas? What element of
the local mission will result occasionally in
national or international PA problems?

Turn now to the public affairs objectives of
the Navy as stated in NAVSO P-1035. Do you
see two or three that particularly fit this situa-
tion? Are there any which, if fully achieved,
would solve your specific public affairs prob-
lem? Pick these out and try restating them in
specific terms based on the situation as we
have visualized it. What you have now is a
statement of the three or four major public
affairs objectives of your command.

But take another look. How many of these
can you really achieve? Have you bitten off too
much? Stop to consider the number and quality
of the public affairs personnel you are likely to
have at this base, the unavoidable things that
will come up and probably occupy about half
your time, and the limited facilities the public
affairs staff at such a base would have at its
disposal. In almost any situation, you can set
up at least twice as many worthwhile goals as
you’ll ever come near achieving. So start
narrowing the field down to the most practical
goals. Probably at most one or two good, im-
portant, practical and attainable long range
public affairs objectives will emerge, each of
which constitutes a theme you should con-
centrate on in your program,

Now take each of these themes and formulate
two or three projects that will dramatize it or
sub-themes that will contribute towardachieving
these long range objectives. As you can see,
you are well on the way toward developing
specific, short range public affairs objectives,
based on and supporting the long range objec~
tives of the command.

Turn now to your own ship, station, or com-
mand and go through the same process. Ask
yourself the same questions we just askedabout
this imaginary NAS, and see if you can come
up with one or two really practical and worth-
while long range PA objectives for your com-
mand and some short range objectives and
programs to support them.

In general, the actual “putting a PA plan on
paper” takes on four forms:
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e The first of these is the broad public
affairs directive that puts the officer in com-
mand’s personal support behind the PA pro-
gram, states broad command objectives, and
sets forth specific procedures for releasing in-
formation and the conduct of community and
internal relations.

e The second is the plan or directive that
sets up a special event suchas a commissioning,
ships visits, open house, an air show, and news
coverage of special projects such as space
vehicle recoveries, Sealab experiments, and 8o
forth.

" @ The third is an adverse incident plan
dealing with “bad news” gituations such as the
pueblo Court of Inquiry, loss of an atomic
weapon, oil spills at sea, a missing submarine,
and accidents and disasters (ship’s explosions
at sea, etc.).

e The fourth type of public affairs plan is
the public affairs annex to an operation plan or
operation order. This is a detailed directive
that states just how public affairs will be
pandled on a major exercise.

These directives contain a lot of adminis-
trative and operational information as well as
public affairs jnstructions. They will usually
be written in cooperation with representatives
of two or three departments. Public affairs
plans may contain several appendixes, outlining
such matters as establishing a command in-
formation bureau, schedule of events, history,
program highlights, guest accommodations, and
so forth. Most public affairs plans, especially
regarding a special event, contain an adverse
incident” appendix, specifying the procedure and
format for releasing information when the “news
is bad.”

As a senior Journalist, you may write part
of such plans or prepare the first draft. How-
ever, in the case of special events, you may be
called upon to prepare the entire directive
(this is an E-7 qual).

The format and examples of various public
affairs plans are covered in the next chapter
of this training manual.

COMMUNICATION.~The next gstep in the
four-step public affairs cycle is communicating
with your publics. This is the part with which
you are the most familiar. Most of the re-
maining chapters in this manual are devoted to
further communication techniques. One point,
however, is worth mentioning here. Little is
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gained by fact-finding and planning if your
message never gets delivered to the people you
want to inform. The measure of your success,
as you know only too0 well, is not how much news
you release, but rather how much of your out-
put is actually used by the news media that
reach your particular publics. This fact points
to the importance of selecting the right madia
or publics for your message, and of preparing
your message with the professional skill re-
quired to induce these media to use it.

You won’t have any trouble getting rid of
really hot news, particularly if it is bad news,
no matter how poorly it is prepared. But most
of your news is not earth-shaking. Most of
your releases are gtories that the Navy wants
publicized, stories and special events that
emphasize the themes you established in your
selection of public affairs objectives.

EVALUATING.—Evaluation is just more
fact-finding. 1It's looking at the job while you
are doing it, and after it is done, it is seeing
what you did right, what you did wrong, and
what, if anything, you accomplished. The
formal and informal evaluation of public affairs
programs is essential to their continued effec-
tiveness.

Formal evaluation would include a “lessons
learned” analysis of each step taken in a spe-
cific program. It might include formal public
opinion polls, newspaper clipping service, and
depth interviews with key members of the
public and in civilian industry.

Informal evaluation might include simply
asking the opinions of senior officers and other
staff members of the command on the effective-
ness of the program. Trends in complaints,
publicity, relationships in the community, and
public affairs crisis occurrences also are in-
formal indications of a PA program’s success.

Any big special event or exercise is likely
followed with a report such as one of those de-
scribed in Article A-4701 of NAVSO P-1035.
But even if a report isn’t required by a senior
in the chain of command regarding 2 particular
type of program, it is a good administrative
practice to make up one. This is not just to make
extra paper work or to write a letter topside
saying “See what a good job we did in PAO.” A
lot of these reports won’t go any further than
your own files, but they’ll tell what the problem
was, what was done to solve it, and how the job
could have been improved (see Appendix IX of
this manual). Almost every problem in the Navy
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will occur again, and the first question most
commanding officers and public affairs officers
will ask is “How did we handle it before?*

On the basis of continual evaluation, you
should overhaul your long and short range
objectives occasionally. ¥ not, the planning
process can’t be carried out in the neatly divided
steps indicated here. In a busy office you will
find yourself doing most of these things simul-
taneously, planning one project while carrying
out another; meanwhile the jobs of fact-finding
and evaluation go on all the time.

Making It Work

The four-step formula just discussedis nota
lot of theory to be read and forgotten. It is a
practical, logical approachto nearly every public
affairs problem you will encounter as a senior
Journalist—ashore or afloat, overseas or at
home. In later chapters, you’ll see how it can
be applied to the problems of community rela-
tions and special events (ch. 4), adverse news
situations (ch. 6), and fleet exercises (ch. 7).

Almost any JO’s job is just what he makes
it. Journalists often are assigned to ships and
stations where they are supervised by collateral
duty public affairs officers who will depend more
heavily than a full-time PAO on the JO's talents
and ability. Under these circumstances, itisup
to the senior Journalist to take a little initiative,
assume some responsibility, and build up a public
affairs program for the command—always with
the PAO’s knowledge and approval of what you
are doing, of course. Once you get going, you’ll
find your job offers so many challenges and so
many opportunities that you will have a hard
time doing a tenth of the things that oceur to
you.

Practical factor quals for advancement to
JO1 state that you should be able to prepare a
public affairs program for a shiporsmall shore
station, and also administer this program. This
is the time when you need organization, planning,
and clear cut objectives. Write them down.
Keep them where you can see them and use them
as a basis for your planning. This device will
help you, more than any other single device, to
decide what to do next and how to do it in this
fact-finding job of yours: telling the Navy
story. The following chapter describes your
job as office manager or administrative as-
sistant to the public affairs officer.
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Annual Navy PA
Planning Directive

Annually, the Department of the Navy de-
velops an overall Navy Public Affairs Planning
Directive (NPAO 1-YR) to ensure a coordinated,
well-developed, broad program. Each annual
plan contains broad public affairs missions and
specific public affairs objectives to be empha-~
sized within the Naval Service during the cur-
rent calendar year. Figure 2-4 contains an
example of this concise planning directive.
Further information about the Navy Public
Affairs Planning Directive will be found in
Article A-1008 of NAVSO P-1035.

PUBLIC AFFAIRS OVERSEAS AND AFLOAT

Within the United States, military public
affairs personnel are engaged in explaining the
activities of their service to the taxpayer who
supports the Armed Forces. Overseas, the job
becomes more complex and the audience widens.
The organization may be somewhat different,
and the impact of public affairs on the mission
of the command is often much more direct.

There are several important differences
between public affairs work at home and the
same kind of assignment abroad;

® The audience is different. At home, the
domestic audience is normally considered the
only audience. International news is released
several echelons up the line. Overseas, every-
thing the public affairs office does or says has
an international impact, and even news releases
intended entirely for U.S. consumption may find
their way into the international press.

® Coordination channels may be different.
A command may be part of an international or-
ganization, or public affairs actions may have
to be coordinated with the American Ambas-
sador and perhaps also with a unified or joint
command.

® Internal information assumes a larger
role. Because there are usually fewer com-
mercial news channels (English-speaking) open
to military personnel overseas than at home,
the Armed Forces have a greater obligation
to provide general news coverage in addition to
normal internal information materials. Thus,
outside the U.S., you often become involved in
such activities as news broadcasting (American
Forces Radio/ TV), theater-wide newspaper such

41



JOURNALIST 1 & C

DEPARTMENT OF THE NAVY SECNAVNOTE 5720
Office of the Secre 01.500
Washingten, D.C. 203 24 Pebruary 1969
SECNAYV NOTICE 5720 a. The combat and support roles of the Navy
and Marine Corps in Southeast Asia.
From: Secra:my of the Navy
To: Al Ships end Stations b. Recognition of the individual accomplish-
Subj:  Department of the Navy Public Atfairs téx:nt: of men and women of the Navy and Masine
Plan 1969 (NPAP 1.69) Planning 8- ,
Directive ' ¢. The need for modern ships, aircraft, and
Ref: (o) U.S. Navy Public Affairs Regulations equipment thm'aghom the Naval Service.
(NAVSO P-1035) So i:. The ¢:halleu§ei of the coni;i:ued lgdrow;eh of
. P . 'H lanni viet sea power and its expanding worldwi
;uida:'c’:.a.nd ;ll.:: %‘:ga“rget:tpgfbthg ?‘Ifgiy’ssgecli‘%‘:s t!vpetaticns.p°

public affairs objectives for calendar year 1969.

2. Background. The Navy and Marine Corps (the
Naval Setvice) must have the support of the
American people in order to attrace high caliber
personnel and obtain modern ships, aircraft and
equipment needed to be an effective element of
the United States defense forces.

a. Public affairs activities should be directed
toward gaining the understanding and suppert of
American citizens through active public informa-

tion and community relations programs.

b. The public affairs mission and basic ob-
jectives, set forth in reference (a), are intended
to form a common basis for planning and coordi-
nation of command efforts so as to support each
other and uniformly address major matters,

. ¢ Guidance ?nd sesponsibilities for develop-
ing specific public affairs plans and programs
individual commands are contained in reference
(a).

3. Spociﬂc; Public Affairs Objectives. The fol-
lowing specific public affairs objecti s will be
emphasized in the coming year:

e. The equal opportunity for members of all
racial and ethnic groups within the Naval
Service.

f. The Marine Corps’ Ait-Groand Team and
its role as the Nation’s Amphibious Force-in-
Readiness.

g Recognition of the increasing importance
of Navy Oceanography for its vital role in
national security and the benefits that accrue to
the national welfare.

h. The understanding of the Marine Corps’
special capabilities for limited war.

4. Action. Public affairs planning by all com-
mands will be in support of the basic Department
of the Navy objectives and those special ob-
jectives listed above.

5. Concellation. This Notice is canceled on
31 December 1969.

JOHN W. WARNER
Under Secretary of the Navy

Distribution:
SNDL Ports 1 and 2
Marine Corps List 5/10

174.4

Figure 2-4. ~Department of the Navy annual Public Affairs Planning Directive.
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as Stars and Stripes and Vietnam Observer
or ily newspapers preparea both at sea
and when the ship is in a foreign port where
English-speaking newspapers aren’t available.

o Objectives change. At home, PA person-
nel are concerned with supporting the objectives
of the Department of Defense and their individ-
ual Service. Overseas, you automatically be-
come deeply involved in projecting a favorable
image of the United States.

This section discusses the ways these dif-
ferences affect the conduct of a military public
affairs program outside the United States.

Differences In Organization

Most stateside public affairs staffs are con-
cerned primarily with their own command or
particular branch of military Service. Over-
seas, you will find that an international organ-
jzation often is superimposed on the organiza-
tional structure of U.S. Forces. In much of the
European area, it is the North Atlantic Treaty
Organization; in Korea, it is the United Nations
Command. In other areas you may be working
jointly with the host nation forces. Inany over-
seas area, your command will be attached to a
U.S. unified command.

Overseas, public affairs personnel can no
longer afford the luxury of thinking only Navy
(or Army or Air Force or Marine Corps). You
must think American. Joint manning of high
level staffs is becoming more and more com-
mon. You must know not only the organization
and mission of the Navy in the theaterof opera-
tions, but also of other military services in the
area. Some knowledge of the organization of
the allied forces in the theater and U.S. forces
public affairs channels is required, too.

Overseas, public affajrs offices are manned
with more people than a similar office in the
U.S. Most have a civilian who is proficient in
the local language. The community relations
section of the office is larger. Major head-
quarters’ public affairs officers and senior
public affairs enlisted personnel are often
station managers of a radio station, television
station, or Radio/ TV. network, operating as part
of the American Forces Radio and Television
(AFRT) system (see ch. 11 of this manual). The
Pacific and European commands are responsible
for the Pacific Edition and European Edition of
the Stars and Stripes newspaper, respectively.
Public affairs personnel may be assigned di-
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rectly to Stars and Stripes or to a radio or
television station within T.

The Country Team

In foreign countries where we have ambas-
sadorial representation, the U.S. ambassador
is the senior U.S. official. He is the personal
representative of the President and is respon-
sible for everything in the country concerning
American civilians and Armed Forces, except
for the actual employment of operational mili-
tary forces. That means that the community
relations effort, public information program,
and even the internal information program must
be coordinated with the embassy.

The ambassador’s top group of advisors on
U.S. problems within the country is called the
COUNTRY TEAM. This team is composed of
senior men in the American government com-
munity. They advise the ambassador onvarious
vital areas of American interest, such as mili-
tary, economic, and political problems. The
country team may meet as often as once a week
to review and update current U.S. problems and
policy. Figure 2-§ diagrams a typical country
team organization.

Ambassador
Leads Team

The ambassador is the leader of the team.
The remainder of the team consists of the
chief of the military assistance advisory group
(MAAG), the commander of the U.S. military
forces, the deputy ambassador, the director of
the U.S. operations mission of the agency for
international development (AID), the director of
the United States Information Service (the PAO),
and the directors of other U.S. agencies rep-
resented in the country. The council may be
enlarged at the discretion of the ambassador.

The existence of the country team assures
that each agency of the American government
within a country takes part in decision making,
and that the activities of each unit are coor-
dinated with the other agencies. It also helps
each agency to speak on American policy with
a common voice. Often the member of the team
will bring his public affairs officer to the meet-
ings as an observer so that he is aware of the
problem areas.

The top public affairs officer at an Amer-
ican Embassy is the minister for public affairs
(in most cases he is also the USIS Director).
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Figure 2-5.—~Major U.S. elements of a “country team.”

He has sections under him concerned with
media relations and cultural affairs, and may
operate branch public affairs offices in major
cities of the country other than the capitol.
These branch public affairs offices normally
a.-e located at American consulates.

The agency of the U.S. Government in Wash-
ington, D.C. charged with the conduct of the
American information effort overseas is the
U.S. Information Agency (USIA). The country
team PAO and his subordinates are the over-
seas arm of USIA. They constitute the U.S.
Information Service (USIS).
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Where American forces are stationed over-
seas, USIS provides the point of contact for
coordination of the military public affairs effort
with the Embassy. (Article C-3004 of NAVSO
P-1035 has sometring to say about U.S. Naval
Attaches which you should know.) When U.S.
forces visit countries in which U.S. Forces
are not normally stationed (as in ship visits,
international exercises, or disaster opera-
tions), USIS provides the same coordination.
USIS personnel often have been stationed in a
country for many years. They know the culture,
customs, traditions, and taboos of the local
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populace.
ficials and community leaders. Military public

affairs personnel can make good use of the
storehouse of USIS experience.

Study of Countries
A Must In International PA

The DINFOS International Relations and
Government Department (IRG) spends several
classroom hours stressing the importance of
gaining all the knowledge you can about a host
country. Public affairs personnel often fail to
realize the significance of certain aspects of
the country in which they are stationed. A
country’s geography, its history, and its cultural
heritage are often neglected. An appreciation
of the beliefs, attitudes, and sensitive areas of
local culture can frequently prevent the kinds
of accidental, unintentional insults which can
strain relations between the U.S. and a host
country.

Today, the President and other leaders are
emphasizing more and more the importance of
greater understanding between nations and
peoples as a path to peace. Differences of opin-
ion between people are caused by lack of knowl-
edge, misunderstanding, or misinformation
about each other. The chances of misunder-
standing between the military and people of
foreign countries are great. A common pitfall
is to regard people in overseas areas as simply
another, somewhat different, version of the folks
back home, and to apply U.S. views and stand-
ards to them.

The past few years have yielded the “area
studies” appro.ch to the study of foreign coun-
tries. Through this approach, various facets
of a country, such as geography, society, his-
tory, economy, and government are examined.
By looking at a country from many different
sides, one can begin to understand the country
as a whole.

Much material has been published by both
DOD and the State Department in recent years,
covering most of the countries and areas of the
world. Books, pamphlets, newspapers and peri-
odicals provide a rich abundance of information.
However, much of this material is not imme-
diately available to public affairs people, and
some of it is out of date. A bit of digging is
needed to locate much of this information, but
perseverence and some basic research can
yield much useful material.

They are familiar with the local of-.
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A good place to start is the local ship or
station library. Most local libraries have sets
of encyclopedias which provide brief articles
on most countries of the world. Books on
specialized areas are also often available.
Normally, despite pclitical and economic
changes, basic geography, history and sociology
remain relatively unchanged. Thus, outdated
material often retains some value. :

Many U.S. government agencies publisharea
orientations for American personnel assigned
overseas. “Background Notes,” a series of
short articles published by the U.S. Depastment
of State, provides concise, up-to-date informa-
tion. The Department of Defense publishes
various area guides, such as the well-known
“Pocket Guide” series. Also, DOD publishes
“Capsule Facts for The Armed Forces”, which
is adapted from U.S. Department of State’s
“Background Notes.” Capsule Facts gives a
brief run-down on a particular nation’s people,
history, government, geography, political con-
ditions, economy, foreign relations, principal
government officials, and also a survey of our
foreign policy toward that nation.

There are numerous other sources of in-
formation. Newspapers and periodicals often
carry readable articles on selected countries.
Persistent research can provide enough in-
formation for you to gain a basic familiarity
with the area to which you are assigned.

There is no clear road to the understanding
of a foreign culture. Research of written mate~
rial, coupled with individual experience, can
lead to positive public affairs in a foreign
country.

Internal Information

The internal information activities of the
command take on a greater importance over-
seas, or when a ship is about to make a good
will visit to a foreign port. The overseas com-
munity relations and public information pro-
grams are not effective without support and
understanding by your internal publics. There-
fore, public affairs personnel must ensure that
the servicemen of the command are fully in-
formed about their mission, activities, and
current events.

Before leaving the United States the service-
man usually is given an orientation of the area
to which he is going. He should also receive a
DOD Area Guide to the country in which he will
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be stationed or area where his ship will maneu-
ver. A basic pocket guide, covering broad
policy in all foreign nations in which U.S. mili-
tary personnel are stationed or expected to
visit is “Serv Your Country Overseas,”
NAVPERS .

In the Navy, responsibility for internal in-
formation is shared by the Chief of Information
and the Chief of Naval Personnel. Internal in-
formation materials are produced and distrib-
uted periodically by both CHINFO and BUPERS,
and may also be produced and distributed by
the Chief of Naval Operations or by other ele-
ments of the Department of the Navy, when
appronriate. The Area Orientation Section of
BUPENRS specializes in this type of program.
In special cases, before a ship or task force
deploys, an expert from BUPERS briefs crew
members on what to expect in a particular for-
eign country (culture, traditions, taboos, cus-
toms, street and location signs, recreation and
souvenir suggestions, traffic and other local

laws, and even sign language).

Each Naval activity listed on the Standard
Navy Distribution List (SNDL) receives most
of the information materials (listed in both this
section and the previous one), automatically.
Special publications not distributed . may be
requisitioned through supply channels. Notices
of these special publications carry stock num-
bers and should be maintained in the public
affairs office files, since materials cannot be
requisitioned without proper stock numbers. A
complete listing of Department of Defense mate-
rials is contained in DOD GEN-3B, “Catalog of
Current Information Materials® (Known in the
Navy as NAVPERS 92140).

Much of the information material produced
by the Department of Defense and the Navy is
used ineffectively because PA personnel fail to
localize it for application. The material is
well written and illustrated, but it is designed
for a mass audience. At the ship or station
level, the individual must become the point of
aim. It must be adapted to fit the needs of in~
dividuals. There are three primary media
through which you can localize this material
and channel it to your internal publics: the ship
or station newspaper, a port of call brochure,
or a broadcast through an AFRT system. Com-
manding officers, executive officers, and divi-
sion officers also make wide use of this material
to form the basis for some of their general
military training lectures.
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All orientations stress thefact that the serv-
iceman is a representative of the United States
to the people overseas. He is not just a Sailor,
Soldier, Marine, or Airman. He is now looked
at as an American. His conduct conveys the
“Image of America.” People in an American
community and the people of the foreign coun-
tries in which an American serviceman is
stationed or visits, form their opinions in the
same way. Civilian opinions of servicemen are
formed from contacts with military personnel
from a local military command or from observa-
tions of the conduct of servicemen who they
happen to see in their towns, villages, or cities.
American servicemen must be kept aware of
this fact.

The commanding officer’s emphasis on in-
ternal information is important to the success
of the program. However, he cannotdo it alone.
Officers and senior petty officers must support
the objectives of the internal information pro-
gram. They are assisted by advice from the
public affairs officer and informational mate-
rials which public affairs personnel provide for
use in orientations.

Stars and Stripes provides overseas service-
men with international and national news, plus
some local news. The content of the overseas
paper often differs considerably from a similar
paper in the United States. It includes more
feature articles and probably more editorials.

FEATURES ON HOST COUNTRY.—Feature
articles for an overseas command newspaper
should give the reader an in-depth study of the
host country’s history, tradition, culture, cus-
toms, or mores. Articies should point out
places of interest for servicemen to visit. All
articles should be researched thoroughly to
provide accurate information telling him how
to get there, how much it costs, what to do and
see, and what he should NOT do.

Other short articles giving common expres-
sions in the local language (encourage him to
learn the language) are helpful. If they are
printed in a convenient size, the serviceman
can clip and carry them in his wallet. Brief
explanations of customs different from those
back home help to eliminate problem areas.

Overseas orientation articles for command
newspapers should be written in an entertaining
manner to ensure readership. The newspaper’s
staff has a large responsibility to the command:
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providing the reader with local news of the com-
mand besides informing him about the country
in which he lives.

STATUS OF FORCES AGREEMENTS.-
Throughout history the relationship between
troops in a foreign country and the citizens of
that country has been a difficult one. In view
of this, the United States has entered into special
treaty arrangements with countries in which we
have bases or our forces are stationed. Most
of the treaties have an amendment defining the
legal rights and responsibilities of Americans
within the country. That amendment is com-
monly referred to as the Status of Forces Agree-
ment (SOFA). The provisions of these arrange-
ments vary from country to country depending
upon the local circumstances and the particular
mission of the U.S. military forces. Some
agreements vest in the U.S. exclusive eriminal
jurisdiction over all offenses committed by
members of the U.S. Armed Forces. Other
agreements recognize the concurrent jurisdic-
tion of both U.S. and local courts over offenses
committed by such persons, and they specify
the circumstances under which the U.S. or the
local couitis shall have the primary right to
exercise jurisdiction.

Military Requirements for PO 1 & C, NAV-
PE ’ a few general things to say
about SOFA’s, a knowledge of which is required
for advancement to E-6. However, servicemen
in an overseas area must be aware of the
agreement between the U.S. and the specific
host country to which they are assigned and how
it will affect them. Public affairs personnel
can agsist in this area by interpreting and re-
writing the SOFA in laymen’s terms and pub-
licizing the pertinent details through command
newspapers, pamphlets, and other internal
media.

STRESSING SECURITY.— Another very im-
portant point that must be constantly publicized
overseas is enemy attempts to breach our
security. Because overseas duty puts men
closer to the enemy, propaganda, agitation, and
attempts to secure classified information by
enemy agents are intensified. Overseas, U.S.
servicemen are exposed to Communist English-
language broadcasts, receive subversive litera-
ture, and can be subjected to compromising
circumstances when they are not made aware
of the fact that each man in uniform is a target
of the enemy in these matters.

——
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Public affairs personnel often help intelli-
gence and counter-intelligence personnel keep
American servicemen abreast of the latest
enemy techniques for subversion us well as how
to defend themselves against enemy propaganda.
The best defense against propaganda is knowl-
edge and truth, The internal information pro-
gram must instill in the serviceman pride of
country, respect for foreign allies, and an
awareness of the importance of reporting enemy
contacts,

Community Relations

Overseas, community relations is second in
importance only to the tactical military mission.
Officers in command rely heavily on public
affairs personnel for advice and assistance in
this area. Good relations with the host country
make the command’s task easier to perform.
Morale is higher where there is mutual respect
between the military and the civilian public.
Well-conducted activities promoted by PA per-
sonnel and sponsored by the officer in command
help community relations.

The People-to-People Program was ini-
tiated officially in August 1956 by President
Eisenhower. The program’s mission is to pro-
vide “grassroots” public relations conducted
by individual Americans in foreign countries.
The purpose of the program is to help build
mutual understanding through association. At
a given moment there are millions of Amer-
icans overseas—military, businessmen, tour-
ists, and government workers. Each one is a
potential public relations man for America.
The program encourages them to come into
contact with a foreign citizen having similar
interests and background.

The U.S. military has had its own People-
to-People Program for many years. Ship’s
crews, soldiers, airmen, and Marines have
voluntarily sponsored overseas orphanages
since World War II. U.S. servicemen have joined
local athletic clubs and teams wherever they
have been stationed. Servicemen have visited
foreign families in their homes, and have invited
local overseas families to share holiday meals
with them. The People-to-People Program
strives to encourage, continue, and broaden as-
sociations between U.S. and foreiga citizens.

Public affairs personnel are responsible for
supporting the People-to-People Program
through command newspapers and by publicizing
events of mutual interest. The command’s
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public affairs officer also advises the officer in
command on ways of bringing people of similar
interests together from the local populace and
members of his command.

PROJECT HANDCLASP.—Project Handclasp
is an official Navy program stemming ..om a
desire of naval personnel to help people to help
themselves in improving the conditions under
which they live. Navy personnel, acting as

‘ambassadors of good will, have established new

friends for the United States and aided, hope-
fully, the ultimate achievement of just and
enduring peace.

The Navy maintains Project Handclasp ware-
houses on both coasts, and has a variety of
materials available to ships scheduledfor over-
seas operations. Materials include food, cloth~
ing, hand tools, medical supplies, light building
materials and paint, textbooks, basic school
supplies, industrial, visual and audio aids, toys,
and athletic and play sets. See NAVSO P-1035,
Article B-8008, for current guidance.

COMMUNITY COUNCIL.-Asgsistance in car-
rying out a community relations program over-
seas is provided by the Community Activity
Council (CAC). The CAC may also be known as
Community Council or other titles as described
in greater detail in Chapter 4 of this manual.
It usually is composed of military members and
key citizens of the host country, including educa-
tional, religious, social, and business leaders.
The list of key military members always in-
cludes the officer in command (or his XO), the
public affairs officer, and the civil affairs of-
ficer. Leadership of the council usually alter-
nates between civilian and military members.

The council is able to bring matters of
mutual interest to the attention of all concerned,
encourage participation in each others’ activi-
ties, solve mutual problems, and promote mutual
understanding. Members often are particularly
active at the time of Armed Forces Day or
other local or American holidays. “Friend-
ship Weeks® may become the occasion of jointly
sponsored activities such as athletic contests,
dinners, dances, and the like. Many lifetime
friendships are started through contacts be-
tween Americans and local nationals during such
festivals.

The procedures of setting up a general com~
munity relations program and staging special
events are covered in more detail in Chapter 4.
The basic guidelines in Chapter 4 and the special
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considerations mentioned in this section, should
provide the framework for organizing any com-
munity relations program at home or overseas.
For current international policy guidance and
procedures consult Part B, Chapter Eight, (In-
ternastional Community Relations) of NAVSO
P-1035.

International Media Relations

American forces constitute one of the chiaf
news sources overseas, for both the foreign
correspondents of American news media and
the local (foreign) press. Activities that would
scarcely cause a ripple of interest in the U.S.
might be a major news event overseas. Itis
important that PA personnel have an under-
standing of this fact.

AMERICAN CORRESPONDENTS.~-Associ-
ated Press and United Press International
maintain large overseas organizations togather
international news. In major cities, the wire
gervices bureau will be headed by an American.
In smaller cities, an American wire service
may be represented by a local newsman who
may not speak English and who may be ex-
pected to write from the viewpoint of a local
national. Large U.S. dailies and radio and
television networks also maintain répresenta-
tives in foreign capitals, and some have “string-
ers” in smaller cities, or exchange agreements
with local media.

Many American newsmen overseas are vet-
erans in their jobs, who know most key states-
men, sports figures, big-name entertainers, and
other international celebrities on a first-name
basis. You may be quite disappointed to find
that those newsmen are bored with routine
releases and minor exercises. Probably, it is
due to the fact that many of these people have
covered massive exercises such as “Steel Pike”
(see ch. 7), shootings in the Korean Demili-
tarized Zone, revolutions and riots, daring
rescues on the Berlin Wall, the Cuban Missile
Crisis, the seige of Khe Sanh, and often, major
wars. Generally, they are not interested in
living in tents to cover a small military maneu-
ver and rarely can they leave their offices for
a week at sea tu cover aroutine exercise. They
may be interested in good feature material,
however, and often file material based on in-
formation handouts covering small scale ex-
ercises. It is a good practice to always notify
the American newsmen, however, and let them
use their own judgment.
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The local media, on the other hand, may
never have been to sea on an American war-
ship (or any warship), watched a high perform-
ance aircraft land and take off from a tossing
carrier deck, witnessed an amphibious landing,
or seen a PACV in action. The local national
TV network may not have shown any military
news film recently. Local nationals may be
much more interested in covering such events
than American newsmen. Invitations to local
nationals should be coordinated with the
Embassy (through the Naval Attache).

THE FOREIGN JOURNALIST.—While jour-
nalistic traditions vary from country to country
and generalizations tend to be risky, it is wise
to assume that foreign newsmen may write less
objectively thantheir American coatemporaries.
Except in Canada and some parts of the British
Commonwealth, foreign journalists tand to re-
port more interpretively, and often more emo-
tionally, than do American newsmen. WHO,
WHERE, and WHEN may not be stressed. What
people feel or HOW and WHY an event affects
others is often more important to them. Some
hard news stories contain no names whatsoever.
The reader cannot even be sure where or when
the events occurred.

That viewpoint is explained by the following
editorial written by Enno Hobbing, editor of
the Berlin Edition of the Neue Zeitung:

To my mind, journalism is a question
of personality...it is an art. The func-
tion of the newspaper is to assist the
thinking of the reader (in the news) and
the privilege of the newspaper is toshape
the mind of the reader in the editorials.
Both services require consideration for
the reader, a personal feeling for him.
Unless Germans become Americans, the
American paper will not really touch
them. It will impress them from time-
to-time, and it will perhaps interest them,
but it will not be a decisive factor in
their lives...

Regarding the all-factual, newsy em-
phasis of American newspapers, would
it not be better if the correspondents
got away from the spot news technique
and wrote more interpretative material,
officials identifying their own opinions
and citing opposite views? Many famous
American correspondents inthe Twenties
did this; some do it today...The average
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reader must of necessity confine himself
to general opinions. Armed with these,
he can vote. Armed with a thousand de-
tails, he can only wallow.

The foreign journalist is different, but he
expects to be treated exactly as the American
correspondent. He wants no inside track, nor
does he want to be on the outside either. He
will treat military public affairs personnel with
respect and dignity if they do the same for him.
But he will not change his style of writing.

Most Japanese reporters belong to tightly-
knit press clubs. There is no such thing as an
exclugsive. They share news and limit the num-
ber of stories released, regardiess of events.

In many countries wire services may be
subsidized or partially controlled by the govern-
ment. In most countries, much or all broad-
casting is either government owned or at least
partly government controlled. News releases
often are rewritten to conform to local govern-
ment policy when the subject is at all con-
troversial.

Some overseas English language newspapers
deal primarily with sens ational, semi-
scandalous human interest material. Public
affairs people and officers in command may
feel persecuted by this type of newswriting un-
less they understand it.

The question that immediately comes to mind
is: “How do we deal with these people?” There
is no simple answer, but there are two things
that can be done;

@ If there is a local nationzl in the public
affairs office who is trained in journalism, he
should write releases to give to the loca. media
in their style. That way any added comment is
slanted in the desired direction. Generally, if
a release is in the language and style of the
country, local papers will print it verbatim.

® If there are only Americans on the public
affairs staff, news stories should be released
in the form of a fact sheet, presenting all de-
tails in fact form for the local editor to write
in his own language. The fact sheet makes it
possible for him to write a complete story and
tends to limit the number of side comments.

For current Navy and DOD policy on handling
international media relations, refer to the fol-
lowing articles of NAVSO P-1035: D-2301
(general), D-2302 (news releases concerning
overseas areas), D-2303 (release of information
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material, including printed, photographs, and
motion pictures, to foreign nationals), D-2304
(cruises and visits by foreignpress representa~
tives), D-2305 (visits to ships and U.S. military
installations by foreign dignitaries), and D-
2308/ F-2022 (news releases on foreignmilitary
students).

Guidance on the Navy’s overall International
Public Affairs policy (including the areas of
public informationand community relations) may
be found in Part C, Chapter 3, (and references
listed therein) of NAVSO P-1035. This includes
procedures for dealing withthe U.S. ambassador
and country team, USIS, naval attaches, Unified/
Specified commands, shore-based Navy com-
mands overseas, and other military authorities
concerned with international public affairs.

PUBLIC AFFAIRS ACTIVITY IN WARTIME

The peacetime occupation of all military
men is to prepare for their wartime mission of
achieving victory over the enemy in support of
national objectives. Journalistsand other public
affairs personnel are no exception. While they
have an important peacetime mission, they also
must be prepared to perform their duties in
time of war. A steady flow of accurate in-
formation about military operations is even
more important in time of combat than inpeace-
time. Operating in a combat zone offers chal-
lenges, pressures, and problems normally not
encountered in peacetime. You must be trained
and prepared for this type of duty. Public
affairs plans must be prepared as annexes to
contingency and war plans in order to ene e a
steady flow of accurate, unclassified informa-
tion to the fighting men, to the American public,
and to the world. .

Public affairs activities in a war zone focus
on three general objectives:

e Providing news and logistic support to
war correspondents.

e Providing news material to be released
by the Home Town News Center.

e Providing news to the servicemen in the
combat area.

In combat zones, public affairs personnel
normally are not responsible for commun.ty
relatidfis. Civic action programs in a limited
war are normally a function of the State Depart-
ment, with military assistance. In general war,
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the function is a separate staff responsibility
of civil affairs. Public affairs persomnel are
responsible for providing appropriate public
recognition of their command’s participation in
those projects, but not for directing them.

WAR CORRESPONDENTS

The major function of public affairs per-
sonnel in time of war (and the one that creates
the most headaches) is assisting the civilian
news media in obtaining news. wars pose
a difficult problem for public affairs personnel
and for the war correspoadents they support.
It is vital to the U.S. system of government that
the flow of credible news tothe Americanpeople
be uninterrupted. Military security restrictions,
which sometimes include field press censorship,
must be enforced in order to deny the enemy
access to information that could lead to theloss
of American military objectives orthe unneces-
sary loss of American lives.

The war correspondent is always concerned
with the accuracy and completeness of the news
he furnishes his subscribers, but at the same
time he normally works under heavy pressure
of competition.

In limited wars such as Vietnam, public
affairs people encounter especially complex
problems dealing with news correspondents of
many nationalities in a sovereign nation, rather
than in a U.S. or allied controlled war theater.
In Vietnam, some of the correspondents are
friendly to the U.S. mission, some are neutral,
and others are hostile. Yet, because of inter-
national considerations, all bonafide newsmen
are accredited by the local government and the
U.S. military, and are given equal access to the
war zone, com'nand information bureaus, and
news briefings.

Rights and responsibilities of war corre-
spondents while under the jurisdiction of the
Armed Forces in operational theaters, and their
relationship to the military, are found in two
OPNAV instructions: 5720.6 and 5530.3. These
regulations apply during general warfare, only
in combat theaters under military control, not
necessarily in limited engagements.

Non-American correspondents assigned to
an overseas area under U.S. military control
are subject to support criteria as prescribed
by the Department of State and the Department
of Defense. Treatment ard facilities available
to foreign newsmen should be the same as those
provided for American correspondents. Media

S0



Chapter 2—-PUBLIC AFFAIRS POLICY AND PROCEDURES

accreditation and travel is presented later in
this chapter under “Media Relations.”

Subject to military security and logistic
limitations, correspondents are entitled to all
possible assistance in their news gathering
activities. = War correspondents look to the
military for three things:

¢ Communications and Logistics.

¢ Effective news briefings.

¢ Intelligent censorship (if censorship is
imposed).

Communications and Logistics

The center of information activities in a
war zone is the Command Information Bureau
(known as the “press camp” in the Army). The
CIB is the newsman’s home and office just as
it is the headquarters of the public affairs per-
sonnel. CIB personnel provide the foll
services for aceredited correspondents: billet-
ing, messing, ‘ransportation, communications,
briefings, work rooms, field press censorship
liaison, and administration.

Command information bureaus should be
located close to, but not in, large headquarters.
Smaller units do not normally maintain formal
bureaus. Often, the correspondents can be
billeted in various ships of a task force or in
tents on land. Meals usually are provided in
the officers’ mess.

The availability of communications and lo-
gistic support determines the number of corre-
spondents a command can accommodate. The
conditions under whichmilitary communications
facilities may be used for press traffic are
stated in OPNAV INST 5720.8 and DNC 26
(Navy Commercial Traffic directive).

Transportation of correspondents in a com-
bat area depends on the organic capabilities
of the command to which they are assigned and
any additional facilities provided by attached
public affairs field organizations.

Correspondents in a combat zone come under
administrative control of the commander of the
area in which they are operating. Responsibility
for the administrative and logistical require-
ments of newsmen rests with the public affairs
officer. Specific items and services are pro-
vided by other staff sections in accordance with
their function and as reflected by the PA plan.
The duties of public affairs personnel range
from keeping a daily log of newsmen in the
command to reporting casualties to their Serv-
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ice chiefs of information and disposing of the
effects of correspondents killed in the area.

More specific information on the travel of-
correspondents in military carriers is covered
later in this chapter. :

Informing Correspondents

Two principal techniques are employed in
combat theaters for keeping correspondents in-
formed of the current situation. Major com-
mands normally hold daily news briefings for
accredited personnel and issue periodic com-
muniques. Lower headquarters contribute to the
briefings and communiques, but seldom do
enough correspondents remain at such head-
quarters to warrant regular daily news briefings
of their own. Visiting newsmen may be invited
to attend unclassified tactical briefings.

NEWS BRIEFINGS.—~Briefings are intended
to give newsmen a comprehensive picture of the
command’s current tactical situation. Withthat
information, they are better qualified to under-
stand what they see in the field and to interpret
the news in perspective.

Newsmen may, on occasion, unavoidably be
exposed to a certain amount of classified mate-
rial such as classified personnel or ship move-
ments. While such exposure to classified in-
formation is kept to an absolute minimum, the
information may be furnished as a matter of
military necessity for logistic purposes or as
background for a coming operation. It is not
for use as a current news story. When field
press censorship (discussed later) is in effect,
there is no problem.

Daily briefings serve purposes other than a
source of news. They give the PAO and his
staff the opportunity to take up administrative
and logistical matters of interest to newsmen
and to get better acquainted with them. The
public affairs officer or director of the CIB may
explain local ground rules covering such things
as Navy exchange, ship’s store, or PX privileges,
wearing of the uniform, censorship procedures,
transportation requests, and availability of com-
munications. News briefings also present an
occasion for correspondents to air grievances.

Briefing officers develop their material from
operational sources. Their presentations rou-
tinely cover the immediate air-ground<naval
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pattlefront situation, plus any significantactivi-
ties in friendly or enemy rear areas. News-
worthy items from the homefront may be in-
cluded. Special news briefings may be arranged
before large operations.

To avoid repetition during daily news brief-
ings, a news summary of the operations covered
may be issued to each newsman during the
briefing, usually before the question-and-answer
period. The summary eliminates the need for
time consuming questions about the spelling of
names and technical words. The summary may
be issued in the form of a communique.

COMMUNIQUES.~The communique is a
special form of an official news release giving
a straightforward account of daily combat op-
erations. Normally, it is prepared at the senior
headquarters or command in an area of opera-
tions withall subordinate commands contributing
material. The bulk of the detail is taken from
intelligence and operations sources. Com-
muniques normally carry serial numbers for
ready reference.

As a command’s battle report to the public,
its preparation requires maximum care and
attention to ensure quality and accuracy. Ade-
quate time must be allotted to draft and coor-
dinate the release.

The communique covers the broad tactical
and operational picture with little emphasis on
isolated engagements. If an action deserves
special attention, it calls for aseparate release.
While a release of this type does not attempt
to go into detail, it should contain enough data
to give newsmen a wellrounded account of the
whole battle area. Correspondents see only a
small sector of the day’s fighting and depend
heavily on the communique and news briefing
to round out their stories.

Communiques are usually released in con-
junction with the daily news briefing. In timing
the release, consideration should be given to
time required to prepare it and the needs of
news media in meeting their deadlines.

A single release covering a 24-hour period
is sufficient for most purposes. Inanoffensive,
two or more communiques plus specials, may
be needed for adequate coverage.

Special communiques are issued to mark
news of major significance. They should be brief
and may be identified by a separate numerical
sequence.

When operations in a limited engagementare
fairly routine, but continue on from day to day

without any significant occurrences, a summary
of events may be released to news media on a
weekly or even monthly basis. Figure 2-6 is
an example of such a summary as reported by
the SEVENTH Fleet Public Affairs Office.

Field Press
Censorship

The President may establish national press
censorship within the Continental United States
immediately upon declaration of war or if the
United States is invaded or indanger of invasion.

Outside the Continental United States, field
press censorship may be established by the
unified, area, or force commander in all land
or water areas in which the U.8. Armed Forces
are operating, in the event of:

e A declaration of war by the United States.

e An armed attack upon the United States,
its territories or possessions, or areas oc-
cupied or controlled by the United States.

e An armed attack upon the Armed Forces
of the United States.

e The commitment to combat of the Armed
Forces of the United States as a separate force
or as a part of a United Nations effort.

When established under one or more of the
above-listed conditions, field press censorship
is exercised over news material entering,
leaving, or circulating within an area to the
extent the unified, area, or force commander
deems necessary for maintaining security. The
strictness of field press censorship depends
primarily on the tactical situation in the area
and surrounding territory. Once initiated within
or outside the Continental United States, press
censorship is discontinued only upon direction
of the President or the Secretary of Defense.

Field press censorship is a wartime opera-
tion (a declaration of war exists). Basic guides
for its activation and conduct are embodied in
a joint Army-Navy-Air Force document, (dis-
tributed in the Navy under OPNAVINST 5530.5)
promulgated by the Joint Chiefs of Staff, and
a classified field press censorship manual
(OPNAVINST 05530.7). Their conceptanddirec-
tions are based on experience gained in war
and are designed to harmonize as much as
possible the potential conflict of interest be-
tween representatives of a free press and a
military commander charged with the security
of his operation. Knowledge of the policies for
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Naval Gunfire South Vietnam

The guns of 23 warships pounded enemy targets throughout the Republic
of Vietnam during the month. Navy gunners left 690 military structures
damaged or destroyed.

Shells from the warships also were responsible for 148 secondary
fires and 26 secondary explosions, cuts across 23 enemy supply routes and
64 enemy killed, according to reports from air and ground spotters.
Additional damage reported included 45 sampans, 33 caves, two weapons
positions and 63 meters of trenchline damaged or destroyed.

The most productive day of the month was June 7 when gunfire from
six ships accounted for 167 military structures and 88 enemy bunkers
damaged or destroyed. Other damage confirmed that day included 10
secondary fires and four secondary explosions ignited, 14 sampans
damaged or destroyed and 15 supply routes cut.

June 17 was another especially big day. Spotters reported 23 enemy
killed. In addition, 89 military structures, 23 bunkers and two
sampans were damaged or destroyed and 11 secondary fires and
three secondary explosions were touched off.

Destroyers on the gunline were the Meredith, Higbre,
Rogers, Rupertus, Edwards, Rowan, Knox, Perkins, Kyes, Buchanan,
McCormick, Mullinnix, Waddel, Taussig, and Tucker.

Also shelling enemy positions were the cruisers Boston, Oklahoma
City, Newport News and St. Paul, and the inshore fire support ships
Carronade, Clarion River, St. Francis River, and White River.

Naval A

Pilots from the carriers Enterprise, Ticonderoga, Oriskany, Kitty
Hawk and Bon Homme Richard flew 1183 sorties, mostly in I Corps
against enemy targets in June.

Enemy military structures, bunkers and supply routes were
the main targets of the jets, which included A4 Skyhawks, A6 Intruders,
A7 Corsairs, F4 Phantoms and F8 Crusaders. The main ordnance
used included 500- and 1000-pound bombs, and 20mm cannon fire.

The warplanes were credited with 565 enemy military structures,
286 bunkers, 32 supply routes, and 13 sampans damaged or destroyed.
Spotiers also reported the strikes left 146 secondary fires and ignited
nine secondary explosions. Additional damage included four caves, three
weapons positions, and 150 meters of trenchline damaged or destroyed.

~30-

174.6
Figure 2-8.—Example of a monthly combat operaions summary.
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establishing and conducting field press censor-
ship is a prerequisite for handling public in-
formation in combat areas.

The field press censorship function is usu-
ally accomplished at the command information
bureau (it may sometimes be referred to by
other names such as combat information bureau,
or press camp) established in the vicinity of
high level headquarters.

Although the two functions are accomplished
in the same general area withclose and constant
liaison, public affairs personnel are not re-
sponsible for any censorship activity. The
public affairs officer is the liaison between
the censor and the correspondent.

The chief field press censor is designated
by the unified, area, or force commander who
has overall responsibility for field press censor-
ship within his forces and the area under his
jurisdiction. He may be required to report
to the commander through the public affairs of-
ficer. Under these circumstances, the PAO
exercises only staff supervision over the opera~
tion. The chief censor does not become a
member of the public affairs staff. At lower
echelons, field press censorship detachments
operate under the control of the chief censor,
not the control of a CIB director or PAO.

With tle establishment of field press censor-
ship, the censor becomes responsible for secu-
rity review and clearance of news material.
The PAO’s responsibility before censorship is
not, however, reduced. He retains his relation-
ship with newsmen, although news releases and
communiques must pass the censor before re-
lease. The responsibility remains with the CIB
director for assuring that copy not yet censored
is not transmitted through insecure means and
that uncensored copy is not encrypted.

Cooperation between the CIB and the censor
can prevent countless misunderstandings be-
tween the military and the war correspondent.
When a correspondent is givenprecise advice on
what can or can not ke passed, the writer avoids
wasted effort on material which would have to
be eliminated or radically cut. Aiso, fromsuch
close relationship, public affairs personnel are
frequently in a position to explain to the corre-~
spondent why some apparently innocuous subject
has security significance. Wartirv: experience
has demonstrated repeatedly tnat responsible
newsmen, when apprised of the real reasons for
silence on a subject, had no more desire to
divulge it than had the military. Sucha working
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relationship breeds mutual confidence and
understanding, lightening the burden of all con-
cerned.

K possible, it is desirable that all copy from
correspondents be forwarded to the press censor
via the CIB, for uncer these circumstances the
CIB director can maintain better control over
the clearance of material. Should differences
of opinion arise between a censor and a corre-
spondent, it is the duty of the public affairs
officer to act as military representative of the
correspondent and, if appropriate, to effect a
workable compromise.

CHINFO exercises staff supervision over
Navy implementation of field press censorship
in time of declared national emergency and
coordinates training of personnel for this duty.
Specific guidance for Navy implementation is
contained in D-2502 and D-2503 of NAVSO P-
1035.

HOME TOWN NEWS

Production of home town news material in
the war zone is a huge taskfor all public affairs
personnel. The service home townnews centers
are the major outlets for news items originating
from command information bureaus. The pro-
gram is given high priority. At the height of
the Korean War about 85 per cent of all daily
and weekly media in the U.S. were receiving
home town news service. The same is true of
Vietham. Review Chapter 21 of JO 3/2 and
also appropriate sections of NAVSO P-103S5.

While most Navy home town news reports
go through FHTNC, war correspondents with
units in war zones also expect to report home
town coverage for their media. More than one
correspondent has made h's mark by reporting
nothing but home town stories.

PROVIDING NEWS
TO THE TROOPS

Your primary vehicle for keeping military
personnel in remote war zones informed on
current events (including the progress of the
war and news “from back home”) is the Amer-
ican Forces Radio and Television network (see
Ch. 11 of this manual). Your secondary media
are the area/theater newspapers such as §tars
and Stripes and the Vietnam Observer.

o4
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MEDIA RELATIONS

Considera(lble coverage ;s given in Jour-
nalist 3 & 2 (Chapters 3and4)on the importance
of good news media relations. Much has been
said on the subject so far in this chapter. U.S.
Nag Public Affairs Regulations devotes more
a pages of text to the subject
(Part D: “Media and Media Relations®). How-
ever, there are two areas of media relations
which, according to the QUALS directly
pertain to senior Journalists: accreditation
and travel of U.S. and foreign correspondents,
and the arranging of news conferences. Also,
you should be familiar with a very sensitive
subject referred to by the mass news media
as “Pooling the News.” The basics you need
to know about these three areas of media rela-
tions will now be discussed.

Accreditation And Travel

The policies, regulations, and procedures
for obtaining accreditation and authority to
embark commercial newsmen in ships and air-
craft are changing constantly. There is little
to say here except to urge you to keep abreast.
There are three chapters in the Navy Security
Manual with which you should he familiar:
Chapter 10 (Disclosure through Public Rela-
tions), Chapter 11 (Control of Photography) and
Chapter 14 (Visitor Control). Also, you should
read and study, immediately, Part F of NAVSO
P-1035 (Security and Propriety).

ACCREDITATION.~Until 3 November 1967,
the Department of Defense had an accreditation
system for newsmen. Thataccreditationsystem
at the time of this writing is suspended. For-
merly, accreditation was granted to bona fide
newsmen of established mass communication
media who had a continuing need to work with
Department of Defense Agencies in gathering
news for publication. All DOD accreditation
cards issued in 1967 or before are now expired
and are of no value. A sample of the DOD ac-
creditation card is shown in Figure 2-7 so that
you will be able to recognize them if the ac-
creditation system is re-activated in the future.

At present, Department of Defense accredi-~
tation is not required for coverage of any un-
classified DOD or military activity. The sus-
pension of the DOD accreditation system does
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Figure 2-7.--Sample of a DOD Media
Accreditation Card.

not affect the accreditation required by the U.S.
Military Assistance Command, Vietnam, which
is a local requirement unrelated to the DOD
system, DOD accreditation was suspended to
eliminate a potential source of discrimination
against non-accredited newsmen and to simplify
coverage of military activities. The only
current method to verify the status of a news-~
man is through his employer rather than through
the Department of Defense. If there is valid
reason to suspect the credentials nf a newsman,
his employer should be contacted.

Current poliny on correspondent accredi-
tation will be found in Part D, Chapter Two,
Section Two of NAVSO P-1035.
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TRAVEL.~The travel of newsmen aboard
Navy ships or military aircraft as part of their
coverage of military news events must be in
accordance with existing Navy and ASD/PA
policy. In no case should a newsman be invited
to travel aboard a ship or aircraft unless the
travel is authorized by a current Navy direc-
tive or previously approved by ASD/PA.

Your current guidance, including adminis-
trative procedures, will be found in Part D,
Chapter Two, Section Two of NAVSO P-10386.

Arranging News Conferences

Chapter 4 of Journalist 3 & 2 and Article
D-1302 of NAVSO P-1038 have a lot of basic
ground rules on conducting a news conference.
These should be reviewed before continuing.
The primary criteria for news conference
scheduling is: Never call one unless itis asked
for by the news media concerned, or there is
no other way to present the news. A news con-
ference must be worth the time of all concerned.

While holding a news conference, a few
thoughtful preparations will go a long way to-
wards assuring its success.

First, be sure to prepare complete back-
ground information on the conference. Let us
agsume you are going to announce the recom-
missioning of a moth~balled battleship. You
dig out the ship’s history and characteristics,
and you prepare a story on some of the ship’s
new features. Another story might be in order
on the need for this type of ship in the modern
Navy and modern warfare. Also, you would
want to put out an announcement telling where
the yard work will be done, how long it will
take, and when she will be assigned to the
Fleet. In short, you send the media everything
you know. Let them decide what additional in-
formation they need.

Who should be the spokeman, the principal
figure at the couference? That is easy: the
man likely to know most of the answers-to the
anticipated questions. Sometimes this will not
be the most senior officer on hand. H not it is
best that the senior stay out of it. Newsmen
will want to direct most of their questions to
the expert. The unnecessary presence of several
seniors at such a conference can cause con-
giderable embarrassment to everyone. .

A check-list prepared well in advance can
be of great help. Here is a check-list which
should cover almost any news conference situz-
tion:

S6

e Ask yourself this question, “Can this
release be handled by any other means?” K it
cannot, a news conference may be justified.

o Be sure that what you have to offer is
a genuine news story. I you and your PAO are
in doubt, consult the public affairs officer of
your next senior command as to whether the
news you have warrants a news conference.

e Make your invitations oral, preferably by
telephone, as far in advance as possible. I
time allows, and you prefer to write, make the
invitation friendly and informal.

o Extend invitations to editors of all media.
Explain the general type of subject matter to
allow them to determine whether they desire
to attend, b do not disclose the news to be
released.

e Don’t pror ‘e anything you cannot be sure
of releasing.

e Time the conference properly. Consider
media deadlines and when possible hold the
conference on a day—or at an hour~when
coverage possibilities are most favorable.

e Select an easily accessible location (with
ample parking spaces) and provide for prompt
clearance at entrances and explicit directions
to the location. Make sure there are plenty of

ides available, if necessary.

e Hold the conference in a room suitable
for both printed and electronic media. Be pre-
pared to support the media withelectrical power,
lights, and communication ai.plifiers, if the
room is large. Telephones should be available
in case a news reporter wishes to make an im-
mediate phone call to his editor. A suitable
background for photography will improve the
quality of still and motion picture coverage.

e Mot coffee and sandwiches, if the hour
warrants, are a good idea, but newsmen are
there primarily for the hard news and not for a
free meal, snack, or drink.

e If the conference involves a prepared
statement, have sufficient copies on hand forall
media.

e X you have a prepared release, statistics,
photos of command and CO, fact sheets, and so
forth, distribute them at the beginning of the
conference. This could be presented inthe form
of an information kit (usually referredto as a
«press kit”). However, don’t flood the newsmen
with a lot of unnecessary hand-out material.

e Begin the conference on time. Before
starting, determine whether the doors will be
kept closed or whether free movement in and
out will be permitted. :
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e Anticipate newsmen’s questions and if
possible, brief the spokesman as to the possible
line of questions. This is usually the job of the
public affairs officer, but you should be pre-
pared to assist him. In some cases, this will
be your responsibility. In a way, a news con-
ference is a sort of guessing game, and you
should be able to anticipate most of the news
queries. Submit a list of possible questions to
the spokesman beforehand so he can be beiter
prepared.

e If the material embraces technical in-
formation that can best be described by other
officers, have them present, thoroughly briefed,
and prepared to present additional information
if desired by the officer in command. Some-
times, on highly technical subjects when it
might require considerable time to look up
answers, it is permissible for newsmen to sub-
mit written questions in advance. However, this
procedure normally is not recommended.

e Be prepared to close the conference when
the subject has been fairly and completely
covered. (Incidentally, if, in the course of the
interview, you feel the questioning is not prog-
ressing along the most informative lines, it is
permissible for you or the public affairs officer
to ask questions yourselves. You and the PAO
are there to assure that newsmen get all the
news. But, clear this procedure in advance
with the speaker, and of course your boss, to
avoid misunderstanding and embarrassment.

ESTABLISHING GROUND RULES.-Nor-
mally, the public affairs officer introduces {ue
spokesman (who in most cases will be the of-
ficer in command) and announces the gr(und
rules—that is, whether all remarks are “on the
record,” and so forth. Sometimes, the ground
rules will be given by the spokesman during his
opening remarks or prepared statement, after
which the conference is opened for questions
ana answers. News media representatives take
for granted that any facts obtained from reliable
sources are usable, except those they specific-
ally agree will be “off-the-record.”

The surest way for the official to avoid
misunderstandings and embarrassment is to
oyen a conference or interview with a clear and
convlete definition of te~ms and ground rules.
Particular care should be taken to define what
is meant by “background information,” should
the conference or interview get into this cate-
gory of information. Additionally, the official
being interviewed must indicate with great
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clarity when he is moving from one category
to another.

There is no official glossary of terms for
the various categories of releasing information
at a news conference. What is set forth below
represents the most widely used terms and
their general meaning to the typical news-
man:

e ON THE RECORD. Remarks can be
quoted verbatim and attributed directly to a
specifically identified source.

e NOT FOR ATTRIBUTION. Ihformation
which may be used by correspondents, provided
the remarks are not attributed to a specific
source; i.e., a source identified by name or
exact title. As a general practice, the source
can be identified in general terms such as “a
Pentagon spokesman,” or “a government of-
ficial,” or “a qualified authority,” and so forth.

o BACKGROUND. A confusing termusedby
some officials with the intended meaning of
either “off-the~-record” or “not for attribution.”
Misunderstandings frequently arise when the
term is used in this sense. The term should
be used to describe information which may be
used by correspondents entirely on their own
responsi . aiifers from “not for at-
tribution,” as the remarks may not be attributed
to a scurce even in the most general terms.
Background information, then, is that informa-
tion which correspondents use as though it were
the product of their own original research.
When used in this mamner, no confusion is
caused and correspondeats receive informa-
tion needed for understanding of complicated
situations and developments.

e OFF THE RECORD. Information which
is to be held in complete confidence. It is not
to be printed under any circumstances or in
any form. Nor is the information to be the
subject of conversation except among thosz
who were privileged to receive it. Off-the-
record information is disseminated to give
trusted correspondents special information
they need to grasp the significance of com-
plicated news events. It is used also to orient
correspondents with respect to important future
events which will require special handling by
a thoroughly imormed press. It is an effective
means of allaying undue media alarm over
particular developments. The principal value
of off-the-record information to the corre-
sponcent is that it permits him to report com-
plex events intelligently, to avoid inaccuracies,
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and to recognize unfounded or false reports.
A word of caution, however. Off-the-record
statements can be dangerous. Avoid them as
much as possible,

As an alibl and legai protection against
the spokesman being mis-quoted (out of con-
text or otherwise), it is a good practice to
have all news oconferences recorded on tape,
or recorded verbatim by a otengg:apher. This
is of particular importance it subject in-
volves a highly sensitive area.

Popling The News

On some occasions, newsworthy events take
place where, almost exclusively for reasons of
space limitations, unlimited numbers of news-
men and their equipment cannot be accommo-
dated. In those circumstances the device of
POOLING, although rarely welcome, is prefer-
able to no system at all, or recourse toa
first-come-first-served method of ooverage.
The main concern in a pooling situation is to
ensure that all interested media get coverage
of the event.

Fortunately, in most of the news events
where pooling is inescapable media have a
working pool system of long standing. Thus,
there are standard pooling procedures for
news media coverage of the President of the
United States when he is traveling by plane,
giving a White House news conference, or
taking part in other events in which space
limitations are a oritical consideration.

Some recent developments in the Navy which
generated considerable media interest were
the Pueblo Inquiry, disasters aboard carriers
Enterprise and Forrestal, the Evans-Malbourne
Collision, and Sealab III. These situations, of
both national and international news interest,
made it necessary to severely limit the entry
of newsmen to the scene, especially in the case
of the Pueblo Inquiry at the Coronado Amphib-
fous Base in San Diego. Space limitations re-
quired that only about 40 seats be alloted to the
hundreds of newsmen desiring entry. Some
gsessions were entirely closed to the public
and media for security reasons. For these
later, a news summary (usually two sum-
maries—morning and afternoon) was prepared
and released daily by the CIB. Also, the CIB
Director (a Navy Captain) held a stand-up news
conference/briefing almost every afternoon at
the end of the court day (for both open and
closed sessions).

Obviously, it is understandable that the
space oapsule recovery ships can accommo-
date and take to sea a very limited number of
correspondents.

Other events—planned, unplm\ed or un-
anticipated=attract substantial news media rep-
resantatives and the physical limitations of ¢

scene do not permit simultaneous reporting
and photographing by all who may wish to do
80.

Where there is no escape from raooungi
those who control the event must give thoug
to presort the most efficient, equitable and
least ‘restrm e procedures that circumstances
permit.

The Joint Media Committee on News Cover-
age Problems (consisting of representatives
from Sigma Delta Chi, AP, National Press
Photographer’s Association, Radio-Television
News Director’s Association, and the American
Soofety of Newspaper Editors) in July 1868
published, for guidance, a summary of the usual
pooling methods that have worked best in situa-
tions where there has been experience with

pooling.

Priorities necessarily vary according to
the circumstances, but generally the most ac-
ceptable order is somewhat as follows, with
the total number of pool representatives de-
pending on the space and facilities available:

1. One reporter (and, if a picture situation,
one photographer) from one of the two major
press associations, AP and UPI; plus ;

2. One representative (and, if appropriate,
cameraman and sound engineer) from one of
the major broadcasting networks, ABC, CBS,
MBS, and NBC.

8. The representatives from the other press
agsociation and the other radio and television
networks.

4. A reporter (and photographer, when ap-
propriate) from one of the local newspapers
and one of the local television and radio sta-
tions.

a. Representatives of the remaininglocal
papers and television and radio stations.

5. A representative from among the “spe-
cials;” i.e. out-of-town newspapers who have
sent reporters and photographers to the scene.

a. A represeitative from among the out-
of-town radio and television media.

58

LY

ERIC

Full Tt Provided by ERIC.



Chapter 3=PUBLIC AFFAIRS POLICY AND PROCEDURES

6. A representative from the news maga-
gines.

7. A representative from among the for-
eign prass on the scene.

There 18 of course nothing hard and fast
about the listing above, It is subject to varia=
tion according to many different circumstances
surrounding each news event. It is presented
merely as an indication of the general order
of importance (measured by the presumed
audience) of the various news media.

I the news event is a continuing one, or
has different aspects oocurring at different
times, it is ocustomary and advisable to rotate
the poolmen, giving turns and opp rtunities
to as many of the news representatives as
possible 80 that each may witness some part
of what takes place..

A recommended course of action in pooling
is for the CIB to allocate available space for
each category of media appropriate to the event
and then let the newsmen themselves decide who
will £ill the spaces available.

CHAPTER 2-=PART THREE

ORGANIZATION OF DOD INFORMATION
AGENCIES

Journalists cennot hope to do their jobs ade-
Quately without a thorough working knowledge
of their organization and its migsion. It is no
longer sufficient for you to know only the or-
ganization, funotions, and mission of your own
ship, station, or command. You must under-
stand the overall mission, funotions, and or-
ganization of the Navy, the unified commands,
something of the missions and organizations of
the other military services, the overall
organization, functions, and mission of the De-
partment of Defense.

Public affairs personnel are no longer
serving in assignments related only to their own
branch of service. More and more, important
military actions are being accomplished by task
forces composed of elements of two or more
services. These military actions make national
and internationali news. In such assignments
you may find your public affairs office suddenly
swamped by an international press corps. Over-
night, you cease to be a public affairs spe-
cialist for one command of the Navy and become
involved, not only for a multi-service force, but
also for the Department of Defense and the
Government of the United States.

This section reviews the organization of the
Department of Defense, the Joint Chiefs of
Staff, the military departments, the unified and
specified commands, and the operating forces
of the armed services which are not assigned
to the unified or specified commands. It out-
lines the public affairs chain of command which
parallels command structure, and introduces
you to the public affairs and internal informa-

tion organization of the Department of Defense
and military departments.

National Objectives and Policy

Basic to an understanding of the organization
and functions of the Department of Defense, is
the necessity for you to first become familiar
with national objectives and policy:

OBJECTIVES.—Primary national objectives
include:

® To preserve our free, democratic gove
ernmental institutions—to preserve our Amer-
fcan way of life.

¢ To work toward peaceful solutions of in-
ternational problems.

¢ To maintain a strong national economy.

¢ To gain respect and friendships among
foreign nationalities.

¢ To maintain a status quo and integrity of
the Free World, if unable to gain freedoms for
Communist satellite countries.

POLICY.-Our national policy includes:

¢ To support the United Nations.

¢ To maintain a strong military establish-
ment for supporting national objectives.

o To support our constitutional government
of individual responsibility and free enterprise.

Closely tied to our national objectives are
our foreign policies:

® To deter or defeataggressionon anylevel,
whether it be advanced by nuclear attack, limited
war, subversion, or guerrilla tactics.
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o To bring about a closer association of the
more industrialized democracies of Western
Europe, North America, and Asia ...inpromoting
the prosperity and security of the Free World.

o To help the less developed areas of the

world carry through their revolution of mod-

ernization withoutsacriticing their independence

or their pursuit of demooracy.

o To assist in the gradual emergence of a
genuine world community based on cooperation
and law, through the establishment and develop-
went of such organs as the United Nations,
world Court, the World Bank and Monetary Fund,
and other global and regional institutions.

e To strive tirelessly to end the arms race
and reduce the risk of war; to narrow the areas
of conflict with the Communist bloc; and to
continue to spin the intinity of threads that bind
peace together.

MILITARY OBJECTIVES.~National military
objectives are based upon clearly stated na-
tio:;a(xi‘ objectives and policy. These objectives
include:

¢ The military establishment of the United
States is employed for the fundamental purpose
of supporting the national objectives.

e To protect the nation against threats to
the nation’s people, their laws, and their dem-
ocratic and cultural institutions.

e To maintain a just world peace while
preserving the integrity of the Free World.

MILITARY POLICY.-Our military policy
includes:

e The deterrence of war and maintenance
of a just and lasting peace through strength
and determination to defeat any aggression.

e The retention of a U.S. margin of mili-
tary superiority at all levels of conflict, such
as cold, limited, and general war.

DOD Functions .

As prescribed by DOD INST. 5100.1, the
Department of Defense maintains and employs
armed forces:

e To support and defend the Constitution of
the United States against all enemies foreign
and domestic.

e To ensure, by timely and effective mili-
tary action, the security of the United States,
its possessions and areas vital to its interests.

e To uphold and advance the national polt-
oies and interests of the United States.

o To safeguard the internal security of the
United States.

DOD Organigation

Department of Defense Directive 8100.1
outlines the functions of the Department of
Defense and its major nts. DOD Di-
rective 5120.1 describes the organization of the
Joint Chiefs of Staff and the relationships be-
tween the JCS and the Office of the Secretary
of Detense (OSD).

The Department of Defense is headed by
the Secretary of Defense. He is a member of
the Cabinet and reports directly tothe President
of the United States, who, in accordance with
Article II of the Constitutionof the United States,
{s Commander-in-Chief of the Armed Forces.
The Secretary of Defense is assisted mcarrzatng
out his responsibilities by a Deputy Secretary
of Defense, several Assistant Secretaries of
Defense, and a General Counsel, plus a number
of Special Assistants.

The National Security Act of 1047, as
amended, states the intent of Congress to pro-
vide for the unified direction of the Armed Serv-
ices under civilian control of the Secretary of
Defense without merging the military depart-
ments or the armed services into asingleserv-
ice. Accordingly, the act provided that the
Department of Defense should include “the three
military departments of the Army, the Navy
(including naval aviation and the United States
Marine Corps), and the Air Force,” each sep-
arately organized under its own Secretary. The
Secretaries of the Navy, Army, and Air Force
report to the Secretary of Defense. They are
not members of the Cabinet.

The military departments have many func-
ttloras, specified by law and directive. They in-
clude:

e Recruiting and training personnel

e Maintaining military bases

e Procurement of equipment

e Maintaining reserve forces

o Research anci development in certainspe-
cified areas

Broadly speaking, the military departments
are responsible for providing the men, equip-
ment, and facilities which make up the Armed
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Chapter 2—PUBLIC AFFAIRS POLICY AND PROCEDURES

Forces. The three military departments, how-
ever, do not exercise operational control over
the combat forces of the United States. This
function is the responsibility of the Joint Chiefs
of Staft (JCS).

PRINCIPAL MILITARY ADVISORS.~The
Chief of Staft of the Army, the Chief of Staft
of the Alr Force, the Chiet of Naval Opera~
tions, and a fourth four-star officer serving
a8 Chairman, constitute the Joint Chiefs of
Staff. When matters of concern to the Marine
Corps are under consideration, the Command-
ant of the Marine Corps sits with the JCS and
has status equal to that of the other members.
The JCS are the principal military advisors to
the President and the Secretary of Defense.
" Thus the JCB, as a body, are responsible to the
Secretary of Defense, but each member, except
the Chairman, is responsible for keeping the
Secretary of his military department informed
3?:8 matters considered or acted upon by the

The combat forces of the United States are
organized into unified commands and specified
commands. Strategic direction and operational
control of the unified and specified commands
rests with the President, as Commander-in-
Chief, and is exercised by him h the Sec-
retary of Defense and the JCS. In that manner,
the JCS, acting as a committee, actually ex-
ercises military command of the combat forces.

UNIFIED COMMAND DEFINITION.—A uni-
fied command is a command with a broad, con-
tinuing mission and a specific geographic area
of responsibility that is established by the
President through the Secretary of Defense
with the advice of the JCS. A unified command
is composed of significant components of two
or more services. Although, in some cases
the components of one or more of these serv-
ices, while being earmarked for assignment
to the command under certain contingencies,
may not continually be under its operational
control. Examples of unified commands, with
the abbreviated title of the command and of the
commander in parentheses, are:

® The Pacific Command (PACOM/CINCPAC)

¢ The Atlantic Command (LANTCOM/ CIN-
CLANT)

® The Southern Command (SOUTHCOM/
CINCUSSOUTHCOM)

® The European Command (EUCOM/USCIN-
CEUR)

¢ The Continental Air Defense Command
(CONAD/CINCCONAD)

o The Strike Command (STRICOM/CINC-
STRIKE)

¢ The Alaskan Command (ALCOM/CINCAL)

The Commander in Chief of a unitied com-
mand may establish a subordinate unitied com-
mand when authorized to do so by the JCS.
The U.8. Military Assistance Command, Vietnam

MACV), is a subordinate unitied command

* a four-star Army gneral) established
by and reporting directly to CINCPAC (a Navy
four-star admiral). On occasions, direct com-
munication is authorized between COMUSMACY
and JCS with the intermediate headquarters
(PACOM) being kept fully informed. The Navy’s
component commander of the Pacific Command
is Commander-in-Chief Pacific Fleet (CINC-
PACFLT).

See Articles C-3009 and C-3010 of NAVSO
P-1038 for a disoussiononpublic affairs activity
within the Pacific and European commands.

SPECIFIED COMMAND DEFINITION.-A
specified command is similar to a unified com-
mand i{n that it is established by the President
through the Secretary of Defense with the ad-
vice of the JCS. The difference lies in the fact
that a specified command has a gpecific con-
tinuing mission, global in nature, and normally
is composed of components from only one
service. The Air Force’s Strategic Air Com-
mand (SAC) is an example of a specified com-
mand.

I is important to avoid confusing 1.8.
unified and specified commands with od-.
commands; i.e., commands which consist of
forces from more than one nation or treaty
organization. Three U.S. unified commands
form parts of such combined commands:

The U.S. European Command (EUCOM) to-
gether with member nations of NATO (North
Atlantic Treaty Organization) form a combined
command within NATO called Allied Command
Europe. The commander of EUCOM, U.S.
Commander-in-Chief Europe (CINCEUR), is
also the commander Allied Command Europe.
In his NATO military capacity, his title is
Supreme Allied Commander Europe (SACEUR),
and his headquarters is called Supreme Head-
quarters Allied Powers Europe (SHAPE).

The U.S. Atlantic Command, another unified
command, joins other military forces of NATO
member nations to form a combined command
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JOURNALIST 1 & C

called Allied Command Atlantic. The admiral
who commands U.S. Atlantic (CINCLANT) also
commands Allied Command Atlantic, another
NATO command. In his NATO military capac-
ity, his title is Supreme Allied Commander
Atlantic (SACLANT). Allied Command Europe
and Allied Command Atlantic operate at the
same echelon of responsibility and authority
within the NATO military structure.

The U.8. Continental Air Defense Command
and forces from Canada make up a combined
command called North American Air Defense
Command (NORAD). The Commander-in Chiet
Continental Air Defense Command (CINC-
CONAD) is also the Commander-in-Chief North
American Air Defense Command (CINCNORAD).

For military operations and public affairs
these combined commands are responsible to
international bodies and do not fall within the
scope of this chapter.

The component commaaders of a unified
or specified command take their orders in
operational matters from the Commander-in-
Chief of that command, who receives his orders
from the JCS.

The military departments (the Department
of the Navy for instance), however, still have
important responsibilities. = They command
forces of their own service that are not as-
signed to unified or specified commands. Thus,
a ship in drydock in a West Coast shipyard,
or in a training status within CONUS is under
uni-service (Navy) chain of command for all
purposes (administration, operations, and lo-
gistics). The same is true with most military
buses and air stations within the U.S.

The military departments also have ad-
ministrative and certain logistic responsibili-
ties for their own service forces that are as-
signed to unified commands. This arrangement
establishes a second administrative and lo-
gistic channel within the structure of a unified
and specified command. The organization chart
in figure 2-8 diagrams this arrangement.

The Commander-in-Chief of a Specified
Command could be shown in the same position
as that of the Unified Command in this diagram,
but he normally would have components of
only one service assigned, rather than the
three components shown here.

Part A, Chapter Three, Sections One and
Two of NAVSO P-1035 should now be read
before continuing. Also, if available, review
Defense Department directives 5100.1 and
5168.1. These directives should be kept on

file for ready reference in all major public
affairs offices.

PA Chain Parallels Command

The simplest description of the chain of
command in the DOD public atfairs field is:
“Public affairs channels are identical to com-
mand channels, with the Assistant Secretary
of Defense (Public Affairs) substituted for the
Joint Chiefs of Staff.” See figure 2.9,

For public affairs matters, the Assistant
Seoretary of Defense (Public Affairs)—
ASD(PA)-is the principal staft assistant to the
Secretary of Defense. He provides public
affairs guidance to the service information
chiefs (CHINFO, SAFOl, CINFO and MARDIV-
INFO) through staff channels, or prepares
such guidance for the Secretary of Defense for
transmission to the service secretaries (Sec-
retary of the Navy, etc.) through command
channels.

For units that are assigned to unified and
specified commands, public affairs guidance
flows from the ASD(PA) directly to the
commanders-in-chief of unified and specified
commands, bypassing the service secretaries
and their service information chiefs. This is .
analogous to the situation wherein operational
orders flow directly from the JCS to unified
and specified commanders, bypassing the serv-
ice secretaries.

For example, if an Army unit in Europe
were to receive a new weapon, of if there were
a change in the make-up of the Navy or Air
Force component of the U.S. European Com-
mand, public affairs guidance concerning an
announcement of this fact would be issued by
ASD(PA) to USCINCEUR, who would pass it on
to the appropriate component commander.

- Should a Sevanth Fleet destroyer collide with
a Soviet submarine in the Pacific, that fact
would be reported operationally to CINCPACFLT
(the Navy component commander of the unified
command) who would report it as a matter of
urgency to the CINCPAC. The information would
be passed immediately to the JCS through op-
erational channels, and ASD(PA) would be in-
formed by the JCS. Public affairs guidance,
which would be coordinated with the State De-
partment by ASD(PA), would be passed by
ASD(PA) to CINCPAC, who would pass it on to
CINCPACFLT. CHINFO, of course, would be
consulted by ASD(PA) and would be informed
of the guidance. He would be in close touch

o 66 ¥
ERIC N

Aruitoxt provided by Eic:
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Figure 2-8.~Chain of command structure of a unified command combat team.

with ASD(PA) as long as the matter was of public
interest, but he would not be directly in the
chain of policy guidance. The news would be
released by CINCPACFLT, CINCPAC, or
ASD(PA), not by Navy CHINFO.

INFORMING COMPONENT COMMANDS. -
A service information chief may communicate
directly with component commands of his serv-
ice, but only on matters solely of interest to
his individual service which do not affect the
unified or specified command. If there were
a change in the procedures for processing
routine releagses at the Fleet Home Town News
Center, or if the Army were to institute a new
career planning program for information of-
ficers, that information would be passed by the
service chief of information directly to the
component commander concerned.
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For units that are not assigned to unified or
specified commands, public affairs guidance
flows from ASD(PA) directly to service sec-
retaries. For example, CHINFO acts for the
Secretary of the Navy and the Chief of Naval
Operations in providing this public affairs
guidance to units of the naval service through
established command channels.

DOD Directive 5106.36 and Article A-3102
of NAVSO P-1035 give general descriptions of
the public affairs organization and responsibili-
ties of the unified and specified commands.

Normally, the chain of command in a unified
command is from the unified commander to the
component gervice commander, then to sub-
ordinate commanders in the regular military
pattern. However, the wide geographic area in-

volved in the Unified Command in the Pacific, _
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political complexities there, and the special re-
quirements of the Vietnam war have necessi-
tated special handling of public affairs matters
\;ttmhtgsPACOM. See Article C-3009 of NAVSO

Funotions of OASD(PA)

Article A-3101 of NAVSO P-1035 outlines
the functions of the Oftice of the Assistant
Seoretary of Defemse (Public Affairs). R is
not necessary to memorise detalled funotions,
tut you should read that article and become
familiar with the references listed therein, be-
fore reading the rest of this section.

ASD/PA DEFINED.—The Assistant Secre-
tary of Defense (Public Affairs) is a civilian
official appointed by the President and con-
firmed by the Senate. For honors purposes,
he ranks with four-star officers.

He is assisted by two deputy assistant sec-
retaries and a number of special assistants.
His office is divided into four major divisions,
called directorates, and four minor divisions,
called staffs.

_ 'The directorates ave:

e Plans and Programs, which provides
policy guidance to the other divisions and pre-
pares policy guidance for transmission ULy
ASD(PA) to the military departments and the
unified and specified commands.

e Security Review, which reviews proposed
news releases, speeches, testimony prepared for
presentation to Congress and intended for re-
lease to the public, and other defense informa-
tion proposed for release.

e Defense Information, which receives and
answers inquiries from the news media and
processes material for release to the news
media in Washington.

e Community Relations, which handles the
department’s relationships with national or-
ganizations, makes arrangements for speakers
at events of national interest, and supervises
military participation in special events of na-
tional interest.

The staffs currently (at the time of this
writing) in the organization of the office of the
ASD(PA) are:

e Southeast Asia Staff, which provides for
the integrated development and implementation

of public affairs plans, policies, and related
activities involving Vietnam and Southeast Asia.

e National Military Control Center Staft,
which provides a public affairs duty officer in
the NMCC on a 24-hour basis and maintains
complete and current information on public
affairs implications of current operational de-
velopments and plans.

o Special Projects Staff, which advises and
agsists the ASD(PA) in the formulation of
policies and oriteria, and receives, reviews,
and evaluates studies, recommendations, and
major problems referred to the ASD(PA) for
decision.

o Support Services Staff, which provides
personal assistance to the ASD(PA) and handles
equipment planning and management, and ex-
ercises central administrative-management di-
rection. .

A diagram of the organization within OASD
(PA) is included in this chapter as figure 2-9.

RELEASING MILITARY NEWS.-The Office
of the Assistant Secretary of Defense (Public
Affairs) is the sole agency for the release of
military news at the Departmental level (or
geat of the Government level). This refers to
military news of international, national and
regional interest which originates within the
Department of Defense, Department of the Navy,
Department of the Army, Department of the Air
Force, unified or specified commands, or other
field command.

Normally, the Directorate of Defense In-
formation, OASD(PA) releases such news of na-
tional interest at the seat of government. It is
not released by one of the service chiefs of in-
formation. The reason for seat of government
releases being made solely by OASD(PA) is to
provide a single point of contact for Pentagon
news correspondents instead of having news
releases issued at several different offices
within the Pentagon. On occasion, OASD(PA)
may authorize a commander of a unified orspe-
cified command or a commander at a location
outside of Washington, D.C. to release military
news of national interest if the news is of pri-
mary interest in that area.

Similarly, the Community Relations Direc-
torate is the sole point of coordination within
the department for programs of national in-
terest, and the Assistant Secretary of Defense
(Public Affairs) is the only official authorized
to coordinate public affairs matters with the
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Chapter 3—-PUBLIC AFFAIRS POLICY AND PROCEDURES

' SECRETARY OF DEFENSE l
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Figure 2-9.—-Organization of the Office of the Assistant Secretary of Defense
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(Public Affairs).

White House, the State Department, or other
agencies of the Federal Government.
Commanders at a lower level, however, are
not precluded from releasing news or conducting
other public affairs activities of a local nature.
The criteria for determining whether a matter
should be referred to ASD(PA) or be handled on
a local level are contained in NAVSO P-1085.

Internal Information
Organization

The Assistant Secretary of Defense (Man-
power & Reserve Affairs) is also a civilian of-
ficial appointed by the President and confirmed
by the Senate. For honors purposes, he ranks
with four-star officers.

As part of his overall functions, the ASD
(M&RA) is responsible for the internal informa-
tion program within the Armed Forces. The

internal information program is directed at
keeping the military and civilian personnel of
the Defense Department and all components of
the military establishment informed about mili-
tary affairs. The program title for this effort
is the Armed Forces Information Program. To
carry out this program, the ASD(M&RA) has
within his organization an Office of Information
for the Armed Forces (IAF). This office is
diagramed in figure 2-10.

MISSION AND RESPONSIBILITIES.—The
basic mission of the Office of Information for
the Armed Forces (IAF) is to provide:

1. An Armed Forces Information Program
(AFIP), which is a function of command, so that
U.S. military personnel:

e Comprehend the values of our Government
and ouc National Heritage.

A
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Figure 2-10.—Office of Information for the Armed Forces (IAF).

e Understand the freedoms they are called
upon to defend, or any other ideologies inimical
to the free institutions upon which the U.S. is
founded.

o Are fully aware of the threat of Com-
munism.

e Realize the responsibilities and objectives
of the individual military citizen.

This is accomplished through the use of all
media of the Department of Defense and through
the production and distribution of motion pic-
tures, publications, posters, and support mate-
rials for American Forces newspapers, radio,
and television stations which the military depart-
ments use in their respective internal informa-
tion programs.

2. Continuous coverage of international, na-
tional, and local U.S. news, Seat of Government,

60

military, and sports news, and special events,
to U.S. military personnel overseas and afloat.

8. General radio and television program
materials for use by American Forces Radio
and Television stations representing the best
from American networks and industry.

4. Policy and technical guidance governing
Armed Forces newspapers, civilian enterprise
publications, and American Forces Radio and
Television outlets and networks.

5. E‘or the evaluation of information mate-
rials for use in, and support of, the military
departments’ internal information programs.

6. Policy and operational guidance to all
components of the Department of Defense toas-
sure a free flow of information to military per-
sonnel.
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FUNCTIONS.~Under the direction, author-
ity, and control of the ASD(M&RA), the Direc-
tor, IAF, performs the following staff functions:

L

® Develops long r plans supporting the
objectives of the Arx‘:‘::a%le Forces k.&or‘x:gtion
Program (AFIP). :

® Develops and coordinates, in conjunction
with the military departments, an AFIP for
implementation by the Services in such areas
as Democracy and Communism, World Affairs,
Foroes for Freedom (U.S. and friendly military
forces), Citizenship (including voting), Orienta-
tion for Overseas Duty, the Code of Conduct,
and Personal Affairs in support of the military
departments’ internal information programs.

® Provides for the review, assessment and
evaluation of the effectiveness of military de-
partments’ information programs and mate-
rials in areas for which IAF is responsible.

® Provides specific policy guidance to uni-
fied commanders fur overseas unified com-
mand newspapers. .

¢ Provides specific policy guidance through
the military departments for the operation and
support of American Forces Radio and Televi-
sion nstworks and outlets.

® Provides policy guidance to military de-
partments governing Armed Forces newspapers
and civilian enterprise publications. :

The Director, IAF, through his Deputy for
American Forces Radio and Television Serv-
ices and Deputy for American Forces ‘Motion
Picture and Publication Services produces or
procures materials to accomplish the above
missions and responsibilities. Supervision,
policy, and operational control is exercised
over the following IAF operational activities:

® American Forces Motion Picture and
Publication Services

® American Forces Press Service

® American Forces Radio and Television
Service, Washington

® American Forces Radio and Television
Service, Los Angeles
You were briefly introduced to the latter three
of the above four activities in JO 8 & 2.

® Technical assistance and advice to mili-
tary newspapers and American Forces Radio
and Television outlets and networks is pro-
vided, as is a continuous service of broad
general, and military news, sports, and cur-
rent events.

@ Financial Management, operational and
program procedures of American Forces Radio
and Television outlets and networks is reviewed
and evaluated.

o Contracts, agreements and clearances
from American radio, television, and recording
industries, unions, guilds, associations, pro-
ducers, owners and/or sponsors are negotiated
and obtaitted by IAF.

Scope of IAF Activities

IAF covers a wide range of programs and
services:

MOPIC/ PUBLICATION SERVICE.~The ele-
ments under the Deputy for American Forces
Motion Picture and Publications Services pro-
duce informational films intended for use within
the Armed Forces, publications such as in-
formation pamphlets and other information
thaterials. They also provide poster, graphic,
photographic, mat, multilith, mimeograph, and
other services to military newspaper editors.

The motion picture service includes the
annual production of about 32 feature films

with 24,000 prints distributed to 12.5 million"

personnel with over 103,000 showings. This
office works with commerecial film companies
such as MGM and Warner Brothers in the pro-
duction of films. Major emphasis of the Motion
Picture Service centers on American Heritage
and Government, Vietnam, Communism, Na-
tional Policies, and U.S. Forces in action.

The Publication Service produces annually
approximately 81/2 million copies of 70 new
publications and 500,000 copies of five posters.
About 40 pamphlets and posters are reprinted
annually totaling over one million copies. The
publications and posters supportthe IAF mission
areas,

military newspapers world-wide with 24,800

printed copies of the Arm es :
(discussed in JO 3f§); 127,860 lettexrr--aag

mats; 62,020 stencils; and 115,200 - o
coples of Galley Guide for newspaper edito.s.
In addition, ﬁ,ooo,ooo copies of

Digest bave been distributed annually to key
Defense officials and down to unit commanders.
This publication is printed weekly and contains
official information and news from the Seat of
Government.
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AFRT SERVICES.-The scope of activities
provided by the American Forces Radio and
Television Service is detailed in Chapter 11 of
this manual.

CONCLUSION

Bublic affairs and internal informationfunc-

tions are or
the various military Services. This sectionhas
discussed Armed Forces Public Affairs ore-

ized somewhat differently in

ganization from the DOD level down to the -
Service department level (Navy Department
level as far as you are concerned).

It would now be a good idea to go back and
review Chepter 2 of A%qmmmj_a_&_z which
outlines Navy Public Affairs organization from
CHINFO down to the individual Navy command
level. It would also be wise to check Article
A-3206 of PA Regs. which contains current
organization “within ﬁe Oftice of Navy Informa-
tion.



CHAPTER 3

OFFICE MANAGEMENT AND ADMINISTRATIVE PRACTICES

There are many senior JO assignments in
the Navy in which you may be called upon to run
your own shop. A JO1 aboardshipor at a small
shore installation, for example, may be the right-
hand man of a collateral duty public affairs
officer who can devote only a fraction of his
time to PA, Senior JOs in the position of public
affairs assistants may sometimes find them-
selves in independent duty billets where they
will be expected to perform the duties and
assume the responsibilities of a public affairs
officer. Practically every senior JO is called
upon at one time or another to take charge of
things when the PAO is away on duty or leave.

A qual at the E-8 level states that you should
be able to administer a public affairs office and
supervise personnel assigned. You’re also re-
quired to know the procedures and requirements
for establishing a public affairs office. A JOCS
qual specifically states that you must be able to
perform functions of a public affairs assistant,
These three quals, plus six others related to
administration and to preparation of corre-
spondence, directives, studies, and reports are
covered in this chapter.

As a senior JO, you can expect to do a
certain amount of administrative work where-
ever you go. Chapter 24 of Journalist 3 & 2
introduced you to some of the basic practices and
procedures carried out in the administration of
a public affairs office: official correspondence,
the Navy Directives System, subject identifica-
tion system, public affairs files, required refer-
ence publications, office equipment and supplies ’
and security of classified matter. The senior
JO, however, must also understand and be able
to apply sound management practices and orderly
administrative procedures,

This chapter begins where Chapter 24 of
JO 3&2 left off. It contains a guide to essential
administration, personnel management, drafting
various types of correspondence (inciuding letter
writing, directive writing, preparation of plans,

studies, report writing, etc,), and other manage-
ment procedures in establishing and managinga
public affairs office,

THREE ESSENTIALS FOR PA
ADMINISTRATION

Whether you work for a full time or collateral
duty PAO or are assigned to independent duty,
there are three essentials necessary to set up
a successful public affairs office,

e The authority to do the job;

o The support of the officer in command
and his staff; and

e The resources for carrying out the job,

THE AUTHORITY
Your primary authority for doing the job is

U8, Navy Public Affairs Regulations (NAVSO
- » which implements the DOD directives
referred to in the previous chapter of this
manual, (See fig, 3-1, This pubwill sometimes
be referred to throughout this manual as either
NAVSO P-1035 or by its short title — PA Regs.)
PA Regs has been issued as an instruction
from the Secretary of the Navy, who by law and
regulation is responsible for relationships with
the Navy’s publics. It not only provides policy
guidance, but outlines regulations and recom-
mends general practices and procedures for the
conduct of a public affairs office., It contains
much of the authority you need to perform your
job, in addition to providing a wealth of informa-
tion and practical guidance,

But the authority for establishing and ad-
ministering a public affairs office doesn’t end
here. There are usually instructions issued by
area, fleet, or force commanders which im-
plement or supplement the basic provisions in
NAVSO P-1035. These also support the public
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Figure 3-1,~Your primary authority for
administering a public affairs office,

affairs policies and procedures discussed inthe
previous chapter and usually provide the officer
in command and the PAO with the necessary
guidance to conduct them more efficiently on a
command level,

COMMAND SUPPORT

All of the authority and guidance in the world,
however, is of no help to the public affairs staff
which does not have the support of the officer in
command, But this is no problem, Your officer
in command already has the responsibility for

the conduct of public affairs in the command,

He will see to it that these responsibilities are
met and that you get the cooperation you need
to act as his assistant for PA matters if you
demonstrate the ability to perform your job,

RESOURCES
As an office manager or administrative

assistant to the public affairs officer, you are
responsible for managing resources: manpower,

- staff,
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funds, supplies, and equipment thatare budgeted
for the public affairs mission, You must apply
management skill in planning, organizing, co-
ordinating, and supervising their utilization.

Although your authority to do the job orig-
nates from outside the command, and is delegated
to the officer in command, the means to carry
it out must come from within, Individual come-
mands must use their own funds for supplies,
equipment, and the payrolls of personnel engaged
in public affairs work,

STAFF ORGANIZATION

Since almost 65 percent of public affairs
assignments for senior JOs are of the large
staff type, it is important that you become
familiar withbasic staff organization procedures
and the duties of key staff officers and divi-
sions, You should know how the public affairs
officer and his staff fit into this organization,

The modern staff organization is the evolu-
tion of centuries of experience of military
commanders, Activities have been divided into
functional areas, Responsibilities and rela-
tionships have been refined so that most military
staff organizations today conform to a similar
pattern,

THE TYPICAL
NAVY STAFF

Basicaily, a Navy staff organizationincludes
the chiet of staff, the commander’s personal
aides, and five staff divisions. Thesedivisions,
designated by letters and numbers, are: ad-
ministration, N~1; intelligence, N-2; operations
and plans, N-3; logistics, N-4; and communica-
tions, N-5, They are the major structural
elements of the staff (see fig., 3-2), On an Army
general staff, the principal staff members are
called the “coordinating” staff and are also
designated by letters and numbers, but sub-
stituting the letter G for N (Intelligence, G-2,
etc.)e The Air Force uses only the titles, On
joint staffs, the functions and titles are similar
but not the same. The numerical designation
on joint staffs is preceded by the letter “J,”

There are some variations in nomenclature
of Navy staff billets, depending on the rank of
the commander and the size of the staff, For
commanders who are not of flag rank, a chief
staff officer is provided instead of a chief of
On small staffs (below fleet, force, sea

10
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Figure 3-2,~Typical staff organization,

frontier, and commandant level) the officers
heading the five divisions are known-as admin-
istration officer, intelligence officer, operations
and plans officer, logistics officer, and com-~
munications officer., On larger staffs the
divisions are headed by assistant chiefs of staff
for administration, intelligence, and so forth,

The commander’s personal staff performs
duties prescribed by the commander and is
responsible directly to him, This staff group,
normally composed of aides to the commander
and staff officers handling special matters over
which the commander wishes to exercise close
personal control, usually includes the public
affairs officer, and in major overseas com-
mands, the political adviser.

When reporting to a new staff or command,
you should examine the staff organization and
become familiar with the functions performed
by each division, You must become thoroughly
familiar with your organization’s internal and
external audiences and the extent of their
knowledge of command activities, their depth of
interest and understanding, and their methods
for becoming informed,

COMMAND AND
STAFF ACTION

A military organization is designed primarily
to be victorious in battle and military battles
involve swift and decisive actions. Therefore,
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to support the primary mission of any unit,
decisions and action must be fast and accurate,
The decisive elements of a problem must be
identified promptly and defined accurately. Com-
mand decisions must be made promptly and ac-
curately and translated into timely orders
carried out by subordinates,

Staffs are organized toassistthe commander
in accomplishing his mission., Their purpose
might further be described as tobe immediately
responsive to the needs of the commander and of
subordinate units; to ensure that all pertinent
information is available for consideration; to
reduce the time needed for control, integration,
and coordination of operations; to minimize
errors and minimize the requirement for de-
tailed supervision of routine matters by the
commander,

STAFF FUNCTIONS

Effective staff procedures assist a com-
mander by decreasing the number of items
requiring command decisions, by speeding up
the processing of information into material use-
ful to the commander in making decisions, and
by ltmprovmg the quality of the product presented
to him.

It is important for personnel assigned to the
public affairs staff to know not only the detailed
procedures and techniques of their own partic-
ular office but also those tools used in common
by all staff divisions, The broad functions per-
formed by all sections of the staff in their daily
activities are: toadviseand provideinformation,
to develop plans, to organize resources, to
achieve coordination, to make recommendations
and decisions, to prepare and transmit direc-
tives, and to maintain control through super-
vision,.

Advising and
Providing Information

Information bearing on particular situations
flows into a headquarters continuously: by
telephone, telegraph, mail, messages, and word
of mouth. It comes from higher and lower
echelons, from intelligence reports, from rou-
tine reports, and from personal observationand
information conversations,

The public affairs staff must stay current on
the situation within the command so it willknow
whether the information received will aid the
commander and other staff sections. Youmust,

to the best of your ability, judge its significance,
reliability, and completeness, The commander
should not be burdened witha mass of undigested
information, irrelevant facts, or unfounded
rumors. Above all, public affairs efforts must
be objective, Facts must be prepared as they
are—not as the commander would like them to
be.

Developing Plans

An important staff responsibility is toantic-
ipate the needs of the commander and the com-
mand. Staffs not only evaluate past performance,
but also seek information and use imagination
to plan ahead. They collect information per-
tinent to anticipated missions for the command,
prepare staff studies, make preliminary esti-
mates of the situation, develop plans,and amend
the plans as additional information is received
or as the situation changes. Contingencies can
be prepared for only by forethought. Lack of
preparation inevitably leads to hasty planning
and to errors and omissions.

Some staffs have a separate plans and pro-
grams directorate or division, but inmost com-
mands, planning is assigned to Operations. No
matter where planning is assigned, it is a -
responsibility of all staff members tokeep alert
to the need for a new plan or directive. Each
public affairs office is responsible for its own
internal plansandfor preparing the public affairs
aspects of general plans drawn up by the plans
division.

Organizing Resources

A public affairs office must continually seek
ways to make the best use of the limited re-
sources of men, money, material, and time. In
any staff operation, there is a constant threat of
waste, and the larger the operation, the greater
the threat. To organize resources for maximum
effectiveness, you cannot merely planfor the use
of individual resources, You must think in
terms of the command’s total resources. |

Rarely is a public affairs office staffed with
as many persons as could be used. As the
genior JO and office supervisor, you must make
every effort to maintain the best qualified
JO/PH teams available, You are responsible
to the public affairs officer for the training
and qualification of the people you supervise.
Through proper assignment and supervision,
you must get the most you can out of their efforts.
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Achieving Coordination

Coordination means bringing together all
related activities at the correct time and in the
correct order so they are in harmony for
carrying out objectives, It means the meshing
of operations between commands or within a
command,

Staff coordination promotes cooperation,
reduces friction, and decreases the number of
differences requiring command decisions, A
thorough knowledge of all action taken or
proposed is essential if unity of action is to be
assured, The correlation of all staff activities
depends chiefly upon the free interchange of in-
formation among the divisions,

Making Decisions

A well-oriented staff takes much of the burden
of decision-making off the commander, Its mem-
bers make decisions where authority exists for
the action, or where the decision is in agree-
ment with command policy. Since responsibility
for action cannot be delegated, staff officers
realize that they are acting not for themselves
but for the commander,

Decisions made by staff officers are gen-
erally of a routine or technical nature, For
example, although the commander may make
the decision as to the nature and scope of the
operational training program, the operations
officer generally makes all decisions regarding
such items as scheduling and phasing, The staff
officer, of course, keeps the commander in-
formed at all times of any significant decisions
made for him or in his name,

Normally, a commander delegates authority
to his public affairs officer tomake routinenews
releases, The public affairs officer, within the
limits of authority delegated to him, makes
routine decisions daily, as he checks security
aspects, edits the release for propriety, ac-
curacy, and policy, and considers overall impact
on the public,

When a news story contains information in a
sensitive or questionable area, a conscientious
PAO will verify the facts, prepare a news
release, and then seek the commander’s ap-
proval, The knowledge of when itis appropriate
to do that can only be gained by experience,
knowing the public, knowing the commander, and
knowing the command,

Preparing and
Transmitting Directives

Dscisions made by anindividual staff officer,
by detailed coordination of the entire staff, or by
the commander on-the-spot, require implement-
ation, On smoothly operating staffs, imple=-
mentation is made possible through clear, con-
cise directives, These directives may take the
form of operation orders, letters, SOP, notices,
instructions, regulations, or any other means
suitable to the occasion,

Usually, a staff section prepares a direc-
tive, coordinates it with other staff sections,
and submits it to the commander for approval,
The directive must state the intentions of the
commander and must contain the instructions
needed to carry out the action. Then, if the
commander concurs in the recommendation, all
he needs to do is to sign and the directive can
be published and promulgated.

The PAO prepares the public affairs portion
of an operations order, an administrative in-
struction for operation of a headquarters on a
continuing basis, a special event, or of an
accident or disaster plan, Within the directive
are stated the objectives of the public affairs
actio: (o be taken and responsibilities for re-
porting and accomplishing the mission,

Public affairs directives are basic to the
accomplishment of the PA mission, which is to
inform external and internal publics, Adirective
establishes relationships and responsibilities
within 2 command so that the command’s public
affairs function reflects the commander’s de-
sires and leadership.

Maintaining Control

Staff responsibilities do not end with the
issuance of a directive, Staff members make
certain the directive is understood and carried
out in accordance with the intention of the com-
mander, Staff officers also serve as observers
who recommend changes to directives to improve
efficiency when practice indicates the directive
is not appropriate,

Control is a two-way process, Staffofficers
make observations to see if command opera-
tions can be improved as well as to make im-
provements in subordinate units, In contacts
with subordinate units, they determine whether
the standards, policies, and procedures estab-
lished in directives are realistic and effective,
They also verify reports to determine whether
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the staff is getting complete data and if only
necessary information is being reported. When
better ways of accomplishing the missioncanbe
found, they are adopted,

STAFF RELATIONSHIP
WITH THE FLAGSHIP

The relationship between the staff and the
flagship is governed by Navy R tions, Ex-
cept for matters of general discipline is which
they are subject to the internal regulations and
routine of the ship, staff officers have no ad-
ministrative connection with the flagship, Staff
enlisted personnel are assigned to the flagship
for administration and discipline. (At shore
complexes, where there is a concentration of
several large staffs, a centralized flag admin-
istrative unit usually takes care of enlisted
administration,)

The flag division officer, with the approval
of the chief of staff, assigns their duties,
watches, and battle stations; regulates their
leave and liberty; and ensures that they carry
out the flagship’s administrative routine, In
order to discharge his duties effectively, the
flag division officer maintains close liaison with
the ship’s XO,

Commanders usually refrain from inter-
fering with the internal administration of the
flagship. In this respect, the flagship is the
same as any other ship in the command,

OFFICE LOCATION AND APPEARANCE

The public affairs officelocationand appear-
ance are important considerations. The office
should be located as near as possible to the
offices of the officer in command and the chief
of staff, yet at the same time, be accessible to
the news media and public. Since the public
affairs office is often the public’s only point of
contact with the command, the location, fur-
nishings, displays, and courtesy offered should
make a favorable impression on visitors. An
efficiently manned, attractive but not flamboy-
ant reception room is desirable, Visitingnews-
men should have access to a news room or news
center where they can work on or phone ina
story while on the installation, Facilities to
accommodate one or twocorrespondents usually
are adequate,

The public affairs officer and his agsistant
should have separate and preferably sound-proof

offices to ensure privacy of conversations with
sources of information, media, visitors, and
staff members,

Telephone service for each key member of
the public affairs office is important to the
success of the public affairs mission, At least
one of the office telephones should have direct
dial access to the media of the local community
that bypasses the command’s switchboard. This
provides a communication channel to the public
should the ship or station switchboard be over-
loaded or knocked out by a disaster or local
emergency. If possible, the public affairs office
should also have one unlisted telephone number
to provide communication in the event the listed
office phones are swamped during a major
disaster or news event,

Ground transportation on a 24-hour dispatch
is also needed for effective operation of a
public affairs office, Where military taxi
service is not available on short notice, you
should consider requesting the assignment of a
military vehicle to provide courier service to
the local media, This vehicle can also be used
for public affairs personnel needingtransporta-
tion in support of internal, community, and
public information events,

Some commands issue identification cards,
badges or arm bands to key public affairs
personnel authorizing their access to disaster
scenes and restricted events., Use of identifica=
tion cards, arm bands, or badges must be author-
ized for use by a command directive to ensure
that military law enforcement personnel and
other military officials honor them.

Office arrangement is an area is which room
for improvement frequently exists, Often it is
apparent from casual observation that offices
are laid out with little regard to the tasks to be
performed., Areas may be over-crowded in one
office while in the offi~e down the passageway,
space is being wasted,

Space and manpower are wasted due to poor
planning when an office is in the planning
stages. Therefore, attention should be given to
such things as mission, work flow, and utiliza-
tion of personnel when planning a public affairs
office. If the office to which youare assigned is
not functioning properly, rearrangement may
improve results,

(NOTE: The subject just discussed, “Office
Location and Appearance,” is based on large staff
commands ashore and large Fleet level com-~
mands afloat, These thoughts are almost im-
possible to implement aboard small ships
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e

because the required space, funds, and asso-

clated material/equipment are just not avail-

able, In practice, most PA staffs embarked

aboard flagships for example are fortunate to

g;tia’desk with a typewriter in the Staff Flag
ce).

ADMINISTRATIVE PROCESSES

To achieve administrative ability, you must
first master four basic administrative proces-

ses. They are:

¢ Planning

¢ Organizing
o Coordinating
¢ Supervising

PLANNING--DETERMINING
WHAT’S TO BE DONE

The word “planning” should be a familiar
term to you by now, It was discussed at length
in the previous chapter and has been mentioned
several times in this one, And, it will be
mentioned in relation to practically all areas of
this manual, Every orderly processbegins with
planning, The administration of an office is no
exception,

Planning is just another name for determining
in advance what is to he done, Every office has
a number of jobs to do and a number of men to
do them. The planning process begins when
you recognize the fact that a job must be done,
then take steps to do something about it,

Planning covers a wide range of decisions,
It includes setting goals, establishing standards,
laying ground rules or policies, determining
methods and procedures, and fixing day-to-day
or job=to-job schedules,

To plan properly, you must collect all the
information you need in advance and analyze
each job thoroughly, You must attempt to
foresee any problems which may arise and
try to work out solutions ahead of time,

ORGANIZING
BY FUNCTIONS

Effective management requires organization,
Organizing consis*s of breaking down all the
jobs into related units, then assigning them to
the personnel most capable of doing the work in
each unit,

Most large public afairs offices are organized
into departments by functions: public informa-
tion, community relations, media relations, and
administration. Figure 3-3 shows a typical
public affairs office organization ~hWart, The
media relations division, for exampie, may have
a radio/TV section, news ph.to section, and a
press section, A Yeoman or civilian secretary
might handle the clerical work. Petty officers
would supervise each section with an officer
responsible for the entire departmenit,

The major advantage of departmentalization
is specialization, By concentrating on a single
phese of work, personnel achieve specialized
knowledge and skills that enable them to do the
work more professionally and complete it more
quickly, They are also able to establish closer
working relations with media representatives,

Specialization also has its disadvantages.
One disadvantage is that JOs sometimes develop
a narrow point of view or “tunnel vision.” Also,
public affairs specialists who concentrate their
efforts in only one area of public affairs may
one day find themselves in a position wherethey
are expected to perform in another and cannot,
Therefore, you should make certain that all
JOs have the opportunity to cross-train in the
major functions of their career field,

In a small office with only two or three
JOs, it is usually impossible to departmentalize.
A small public affairs staff should be trained
to function as a team with each member able to
replace another in his specialty when leave,
illness, or major events require it,

In any case, an office manager must be
professionally qualified in each of the special-
ties his office requires. It is a rare situation
where the senior JO in an office does not oc-
casionally have to write a news release, record
a spot news story, cover an accident, or even
pinch hit as a photographer, It is your re-
sponsibility to keep up your basic skills and to
continue developing those in which you have
limited experience,

Approved tables of command manning docu-
ments prescribing the organizational structure
and personnel authorizations for a public affairs
staff may fluctuate, depending upon command
support and higher authority. The exact organ-
ization of the office may vary inaccordance with
the wishes of the public affairs officer. But far
more important than size or exact organization
is the quality, experience, and training of the
assigned personnel.
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Figure 3-3.—Public Affairs Office organization chart.

Manning standards for public affairs offices
are based on a number of factors. Installation
population, surrounding community population,
news potential of the command’s mission, media
directly served, and the proportionate allocation
of total manpower spaces are usually considered
in determining the manning. A one~-PAO and
one-JO office might serve a small sea~going staff
or an isolated installation. At a major installation
located near a metropolis, the public affairs
office staff may include several officersanden~
listed specialists (PH/JOs), plusafew civilians,
particularly if the installation is a hub of DOD
activitity.

COORDINATION-A CHIEF GOAL

Coordination is one of the chief goals of all
administrators. It deals with unitying and
synchronizing everybody’s actions towards
achieving a common objective. Althoughlisted
here separately, coordination is not a distinct
and separate function. Coordination actually is
a part of all four administrative processes.
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The best time to bring about coordination is
at the level. It is only common sense
that in determining what is to be done, you also
take into consideration how it will be done and
who will do it (so asto attain maximum efficiency
with a minimum of effort from all concerned).
Coordination, or teamwork, can be seen in all
aspects of public affairs activity.

In arranging a guest cruise, for example,
coordination is necessary between CHINFO, one
or more naval districts, several type commands,
the unit to which the guest isto be assigned, and
the guest himself. An open house is another
example. To make it a success, coordination
is required between the CO, XO, PAO, other
departments in the command, possibly other
commands, news media, and the civilian com-~
munity. Even a simple thing like sending a
picture story to a newspaper involves close
coordination. H the photo lab does not turn out
the pictures on time and the PAO can’t get the
necessary transportation for a press run, you
are fighting a losing battle.
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An important part of good coordination is
proper timing. Everybody involved in a public
affairs project must not only do his share, but
each one must do it on time. If one man or one
department drops the ball, the entire project
may come to a standstill. Planning a public
affairs project in many cases is like setting un
the machinery for an assembly line in a manu-
facturing plant. The speed of the assemply line
must be geared to the capabilities of the ma-
chinery and workers, and to the availability of
parts. You don’t want one group of workers
standing around idle while another group farther
down the line finishes one job after another
without a break. And of course if you run out
of parts—that is, supplies and equipment—the
entire assembly line will close down.

In a public affairs office, a good administra~
tor will see to it that the right man is suited to
the right job, that the machinery to do the work
is kept in good operating condition, and that
sufficient supplies and equipment are on handto
keep the work moving smoothly and efficiently.

SUPERVISING ACTIONS

There are certain principles of good office
management which have been worked out by
experts and tested by much experience. Auto-
mation has not reached the public affairs field
and the decision making and carrying out of
public affairs activities is done largely by
human beings. Those human beings are public
affairs specialists who have the capability to
perform their mission if they are properly
managed and supervised.

As a petty officer, the job of supervising
should be nothing new to you. Good supervision
is nothing more than good leadership. It means
that you will guide your men intelligently and
check the progress of their work regularly to
see that it conforms as nearly as possible to
your plans. Directions should be given simply,
clearly, and completely. They should be given
in such a way that the men know what is to be
done and when to do it. Depending on the job or
situation, you may also have to tell them how
to do it, why it must be done in a professional
manner, and when the required action must be
completed.

Keep Your Staff Informed

Every good public affairs program is based
on information and understanding. Your office

1

relations should be based on the same principle.
Keep your men informed. Make sure they under-
stand the importance of their work and the good
will to be derived from it for the Navy and the
command. K they have to worklate or do some-~
thing out of the ordinary, make sure they know
the reason why. But be careful not to belabor
an obvious point. Some things just donot require
explanations.

Keep in mind again that no two public affairs
jobs are exactly the same. A JO3 who spends
two years writing about submarines at SUBPAC
will have to acquire new knowledge and readjust
a little to write about aircraft in a new billet at
AIRLANT. A JO2 who spends a tour of duty in
an American Forces Radio/ TV stationin Alaska
will have a certain amount of trouble at first in
filling the shoes of an editor of a command news-
paper at a naval air station.

Take this into consideration indirecting your
men in their assignments. All JOs must have
certain basic qualifications, but those qualifica-
tions may have been adapted to different jobs
and different billets. Two men in the same pay
grade may have had such widely different
careers and backgrounds that it would be unfair
to expect identical results from them on any

given job.
Training Your Staff

Here is where training comes in. As a
senior JO in change of an office, you stand in
the chain of command in the Navy where practical
instruction takes place. Your position makes
you the natural channel for giving the men new
information, methods, and requirements. Your
greater knowledge of the Navy, the ship, and the
skills of your rating make you the natural teacher
of the men under you. Moreover, you: proximity
to the men enables you to understand them, and,
in turn, to be understood by them.

Take advantage of every opportunity for
training. If youcannot find thetimeto do it your-
self, then make sure your more experienced
men train the inexperienced ones. Have your
various service school graduates pass on their
knowledge and skills to non-graduates. En-
courage and assist all of your subordinates in
obtaining and completing rate training courses,
correspondence courses, and other supple-
mentary material needed to improve their skills
for advancement.

Supervision can range from almost nodirect
supervision of the highly experienced, tc close
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supervision for the young and inexperienced JO.
X your men are capable and experienced and
have demonstrated their ability on the same
job previously, leave them alome. It would be
foolish to supervise them too closely. They
may resent it, and their work may suffer.

Men who are young and inexperienced, how-
ever, need close supervision until they can
develop the skills and ability necessary to do
their jobs properly. But here, it is not 80
much a question of supervision as it is of
training. I your men have never done a certain
tt{ge of job before, it is up to you to train

m.

Always remember that the thoroughness of
a piece of work depends on the petty officer in
charge. H you are running an office, the
responsibility for any finished product isyours,
regardless of who does the work.

¥ one of your men writes a poor gtory, for
example, it is up to you to edit it or have it
rewritten BEFORE it goes to the public affairs
officer for approval and release. There 18 no

PAO, then blaming your striker for any errors
or blunders that are brought to your attention.
It you continue passing the buck in this manner,
you will not only lose the respect and confidence
of the PAO, but of your men as well. Be sure,
however, that in editing and rewriting, youtrain
your juniors as well as improve their written
work. Unless you can improve their skills as
well as the immediate product, you will end up
doing all the work yourself.

Regulation by SOP’'s

Oftice or management routines are best
regulated internally by standard operating pro-
cedures or office instructions dealing withpublic
affairs activities such as serious incidents,
ViPs, speaker’s bureau, interviews, visiting
newsmen, conferences, answers to queries,
tours, and so forth. The PAO usually coordi-
nates such SOP’s fully with the commander and
other staff officers. Once published, they are
given wide distribution.

Individual job descriptions based on mission
and manning data should be prepared and main-
tained by every member of the public affairs

gtaff. A compilation of functional activities of

the office should be maintained by you for your
own reference and for use by your relief.

1)

Criticism and Praise .

As a senior JO, you will have to think sharply
about whether a job is done well or not. Never
be too quick to criticize a man adversely. Some~
times the man may have had a good reason for
doing what he did. Avoid making unfavorable

" remarks just for the sake of being eritical. You

don’t want your men toexpect trouble every time
you're around. It creates a feeling of hostility
and may even be the cause of more mistakes
pecause of a man’s nervousness.

Use constructive criticism habitually. This
means not only pointing out why you think a
plece of work is wrong, but also explaining how
it can be made better. This spreads the idea
around that you’re trying to help and givedirec-
tion, Before you criticize at all, be sure you’re
right. If you’re not sure, ask afew questions to
get the whole picture,

As with criticism, there is some art ingiving
or encouragement. Public commendation
is an excellent aid indeveloping a man’s morale,
but don’t overdo it or it loses its value. Don’t
repeatedly pat a man on the back because he’s
doing his job. The enlisted evaluation report is
the place for this. But never hesitate to thank
or praise a man, and in sucha way that the other
men know about it, when he makes a good sug-
gestion, or goes out of his way to do a better
job, Even if a suggestion isn’t very practical,
let him know you appreciate the thought behind
it. Be courteous to your juniors, as well as
your seniors, and encourage this trait in your
men.

TECHNIQUES OF DRAFTING
CORRESPONDENCE

Chapter 24 of Journalist 3 & 2 introduced
you to the formats of various types of official
correspondence used in the Navy. By now you
should be well acquainted with these formats as
prescribed by the Na Correspondence Manual.

A senior J needs composing

cofrespondence in addition to his journal-
igtic talents. This section will cover the es-
gentials of good correspondence composition.

The term correspondence will refer to a
variety of compositions which you may be called
upon to prepare; (1) Navy format and public
affairs letters, (2) public affairs directives
(standard public affairs plans, PA annexes to
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Chapter 3—-OFFICE MANAGEMENT AND ADMINISTRATIVE PRACTICES

OpOrds, special events plans, CIB plans, ad-
verse incident plans, etc.), (3) studies, and
4) reports.

WRITING THE OFFICIAL
NAVY LETTER -

The basics of preparing Navy letters which

we will now discuss can also be applied to all

forms of official naval correspondence, includ-

ing directives. -

Planning the Letter

You will produce a more effective letter if
you give some time to planning before you
begin to write. A plan of some kind is neces-
sary to ensure that you have included every-
thing you intended and that you have set things
down in a clear and orderly arrangement.
Whether you outline the letter completely, make
brief notes, or carry your plan in mind will
depend upon the length of the letter and your
own methods of working.

Purpose of Letter

Planning cannot begin without a clear knowl-
edge of purpose, so your first step is to be
sure you understand exactly what the letter is
intended to accomplish. Preparing a statement
of the subject of the letter will help in clarify-
ing the purpose and will give you guidelines
about what must be included and what should be
omitted.

It is possible for a letter to deal with more
than one subject, but usually this is not advisable
unless the subjects are very closely related. A
reply on one subject may be prepared in hours,
whereas days or weeks may elapse before an
appropriate answer can be made on another
subject. If both questions are asked inthe same
original letter, confusion is likely to result.
Furthermore, one department of the recipient
command may prepare the reply on one subject
and a different department on another. 8o,
even though you have to write several letters to
the same command on the same day, itis better
to do so than to combine unrelated matters. Some
common purposes of letters are:

o Request for permission or authorization
to act.
¢ Request that action be taken.
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o Letter supplying information or instruc-
tions not requested.

o Reply to a request for permission or
authorization to act.

¢ Reply to a request that action to taken.

® Reply to a request for information.

While not every letter you draft will fall into
one of these categories, the categories will
serve as examples of how to analyze and plan a
letter. For instance, when the purpose is to
request something, you must be certain that
the request is definitely and clearly stated.
Usually there also should be a statement as to
why the request is being made and any additional
explanation or suggestions that are required
or appropriate. When a Navy form letter is
written in reply to one received, the receipt
is sometimes acknowledged, not only by citing
the letter as a reference but in the body of the
reply. X a request has been made, the most
important thing in the reply is a clear state-
ment as to whether the request is granted or
denied. Further explanation, limitations, or
suggestions should be included as appropriate.
Long letters frequently need a summarizing
statement as the final paragraph.

Organizing the Letter

The order in which the various parts of the
letter are arranged should be planred with the
reader in mind. A letter of request, for in-
stance, may begin with the request itself,
followed by an explanation of why the request is
made. Sometimes, however, it may be clearer
to the reader if the letter begins with a discus-
sion of the situation and leads up to the request.
A letter of reply frequently begins by acknowl-~
edging the letter received. The important
thing is for you to: (i) see the body of the
letter as a succession of units; (2) arrange
these units in what seems the most satisfactory
order; (3) complete each unit before moving
on to the next; and (4) maintain continuity by
providing transition from one unit to another.

In letters of average length, each important
unit may be one paragraph although there is no
rule about this. For example, an explanation of
reasons why something should be done may take
more than one paragraph. Some letters, on the
other hand, may be 80 simple that one paragraph
is enough for the entire body. Just as each
letter has a subject, so each paragraph covers
a topic or subtopic. Each paragraph has its
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own order structure, so that one idea leads
naturally to another and one paragraph leads to
another.

Choice of Words

Choosing the right words is a long step to-
ward good style. The best words are those that
are precise in meaning, suited to the intended
reader, and as short, simple, and direct as
possible.

Words can miss the mark of exactness in
several ways. One of the most obvious is
choice of the wrong one from two that sound or
look alike. How often have you read, “He was
appraised of the situation...®? It probably
would have been better in the first place
simply to have said, “He was told of the situa-
tion...,” but in any event, the writer should
have known that to tell is to APPRISE, and to
APPRAISE means to evaluate.

Can you always choose rightly between the
following: affect, effect; eminent, imminent;
counsel, council, consul; adapt, adopt; principal,
principle; capitol, capital? You may think of some
of these as spelling problems, but they also
involve knowledge of meanings. I you have
trouble with any of them, you should consult the
dictionary. As you become better acquainted
with meanings you will find ways of remember-
ing them, like the following for principal and
principle:

PRINCIPAL means MAIN or the MAIN
ONE
The principal of the school
Payment of principal and interest
Principal and alternate appointments
to the Naval Academy
The principals in the play cast have
the main roles
His principal objections to the plan
are
PRINCIPLE means RULE or theory
He llves according to his principles
The principles of democracy
He understands it in principle

In other words, whenever you can substitute
“mAin,” you spell it “principAL.” I you can
substitute “ruLE,” you spell it “principLE.?
This kind of device for remembering is some-
times of help, but beware of establishing a
system too hastily, for it may steer you wrong.

Among words that are related or similar
in meaning, the discriminating writer usually

will find that one suits his purpose better than
another. Take OBTAIN, PROCURE, and SE-
CURE, for example. OBTAIN is the more
general term. PROCURE has, in the Navy, a
specific connotation of obtaining material
thraagh official channels and by approved sup-

_ ply procedures, usually for someone else, as
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“The supply officer procured the boiler parts.”
SECURE is olten wrongly used instead of
OBTAIN or PROCURE. Its specialized Navy
use, meaning to fasten something down or make
it firm, is the correct clue to its general
meaning. When you say “He secured it,” mean-
ing he obtained it, you are implying that he got it
against competition and then held on to itfirmiy
or pinned it down in some fashion. K that isn’t
what you mean, better use OBTAINED.,

Although you might say that a Navyman’s
BILLET is his JOB, you cannot correctly use the
word BILLET in every instance where you would
use JOB. While FEWER and LESS seem much
alike in meaning, FEWER describes number,
and LESS describes quantity: “fewer AWOL
cases”; “a ship drawing less water.”

In choosing words, always keep in mind the
person for whom the letter is intended. For
example, when preparing a letter to a com-
mand senior to yours, “Your attention is in-
vited” isused rather than “Attentionis directed”;
and “it will be appreciated if. . . can be main-
tained” is used instead of “shall be maintained,” .

A directive addressed to all hands is written
in language all can understand. This does not
necessarily mean that only one-syllable words
are used, but it does mean that the words chosen
must be meaningful to all hands. How wonld YOU
like to read a notice that began like this:

“Having cognizance of our rigid operating
schedule, the commanding officer, in an attempt
to ameliorate morale, is endeavoring to as-
certain the proclivities of those personnel who
are encountering difficulty...”

Paragraph Organization

A well written paragraph has UNITY, which
means that the ideas it contains are closely
related and are arranged to develop a single
topi: or subtopic of the general subject. In
modern official letter writing, the tendency is
toward short paragraphs for the sake of read-
ability. This requires not only that all unneces-
sary verbiage be pared away but also that the
subject matter be very carefully organized and
subdivided.
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THE TOPIC SENTENCE.~A fairly long para-
graph is frequently made more effective if intro-
duced by a TOPIC SENTENCE. Such asentence
makes a general statement that is developed in
greater detail in the remainder of the paragraph.
Below is an example adapted from a Navy
publication.

Military officers as-a classdeal in the
arena ‘o terng DG AW anc mr-
national relations more than any govern-
mental group with the exception of S

Department personnel. Ourcommanders
on ,foreﬁ'i so%i Eo so daily. The Com-
mander in Korea is operating under an
international organization, the United Na-
tions, carrying out or enforsing anarmi-
stic or truce. I he is unfamiliar with its
provisions, its implications, and itslegal
significance in the internatioral com-
munity, he will be hard pressed to ful-
fill the responsibilities placed upon his
shoulders. The commander in Berlin
must know the terms of the agreement
under which he is garrisoned in Berlin,
where the North Atlantic Treaty Or-
ganization fits into the scheme of things,
how far he can go to stay within the
agreement, how far he may permit the
East Germans to go before they violate
the terms of the agreement, and the legal
implications of each of these situations.
The commander at Guantanamo Bay,
Cuba, must know the terms of the two
treaties and the lease agreement be-
tween the U.S. and Cuba which govern
our rights to the Naval Base at Guan-
tanamo in order not to give Castro any
basis for abrogating these agreements.
The commanding officer of any naval
activity stationed in a foreign country
must be familiar with the agreements
under which he is operating; e.g., base
rights and Status of Forces Agreements.
These are all matters of international
law and international relations. It isim-
perative that the commander understand
his position in the international scheme.

A topic sentence need not stand at the be-
ginning of a paragraph; in fact, it is possible
to have a well written paragraph with a topic
sentence in the middle or at the end. In naval
correspondence, the topic sentence in the mid-
dle of the paragraph is less likely to be used.
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K placed at the end, it becomes a summary, a
very useful device for pulling the paragraph
together and leaving a strong final effect. The
summary at the end of a paragraph is not used
extensively, however, in naval letters and di-
rectives. A summary paragraph for an entire
letter is sometimes appropriate. -

ORDER OF SENTENCES.~A well organized
paragraph has its various ideas introduced in
an orderly sequence. This sequence may be
place order, chronological order, logical order,
or order of emphasis. The purpose ofall is the
same--to lead the reader along the path you
wish him to take witha minimum of backtracking
or skipping about, and thereby toleave a clearer,
stronger impression in his mind.

o PLACE ORDER 1is used for descriptions.
The following description is adapted from report
of a shipboard accident:

During preparations for the transfer
of fuel, seven sections of 2-1/2-inch hose
were connected and rigged between a
Navy cargo ship and a fuel oil barge. The
hose passed through a hold of the ship in
which there were several light fixtures
of the type designed for use with globes
and guards. The globe and guard were
missing from one light fixture, so that the
light bulb was unprotected. One man was
stationed in the hold and another man stood
outside at a hatch that opened intoit. -

Notice that the writer begins withthe rigging
of the hose between the two ships. Then he takes
us inside the hold of the cargo ship and pictures
the situation there. Finally, he gives us the
positions of the two men involved in the accident.

® The next two paragraphs of the report
illustrate CHRONOLOGICAL ORDER, which is
the order used for narrating events and for
explaining steps in a process:

Upon signal to commence the transfer
of fuel, a pump was started on the barge,
and pressure was applied within the hose.
A section of hose in the cargo hold
ruptured; the hose whipped with great
force, struck, and broke the unprotected
light bulb.
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Arcing from the filament of the
broken bulb ignited combustible vapor
and caused a flash fire which, although
extinguished within a shorttime, severely
burned both men. The man who was
stationed inside the hatch died approxi-

mately 3 weeks later.

Incidentally, note the amount of concrete
detail ‘in both the description and the narrative.
This is a condensed report. The original prob-
ably had much more detail, such as the names
and numbers of the ships, the number of the
hold, and the names and rates of the men.

Below is another example of chronological
order adapted from a Navy directive. In this
case, we have the order in which steps are to
be performed in a procedure:

A selection board convened by the
Chief of Naval Personnel considers the
applications of fully qualified NESEP
candidates in January and February.
Those candidates determined by theboard
to be best qualified are designated pro-
visionally selected candidates. The
names of candidates thus provisionally
selected are published by a BuPers Notice
1510 in March. Provisionally selected
candidates for NESEP will be further
screened after selection, and prior to
ordering to the summer preparatory
session, by participation in a form of the
Scholastic Aptitude Test (SAT) of the
College Entrance Examination Boards.
This test will be forwarded to each can-
didate’s command for administration,and
will determine the candidate’s admis-
sibility to a NESEP college or university.
Those who fail to qualify on the SAT will
have their status as provisionally selected
candidates terminated.

When there are many steps, it is often
desirable, in naval correspondence, to present
these in tabulated form rather than in a solid
paragraph. Usually, then, they are designated
by letters or numbers as appropriate.

e Because of the modern emphasis on short
paragraphs it is sometimes necessary to quote
several paragraphs in order to see how a unit
of subject matter is organized. Thisisthe case

in the example below, in which ideas are ar-
ranged in LOGICAL ORDER, leading to a con-
clusion in the final paragraph:

Let us look at the size of the Navy
business management job. You have all,
no doubt, thumbed through a mail order
catalog and have been impressed with
the number of items available. You can
buy tools, clothes, toys, drugs, stationery,
and all sorts of household appliances and
general supplies. Actually the largest
catalog carries around 100,000 different
articles.

Let us compare this 100,000 with the
range of items required by the Navy. In
our catalogs we carry some 1,200,000
items—more than 10 times as many as
you will find in the largest commercial
catalog. The Naval Supply System carries
everything from missile parts to brooms,
from electronics to potatoes, from uni-
forms to medicines.

We issue more than 20,000,000 items
each year. To meet these demands the
Navy alone carries aninventory of around
$5 1/2 billion.

In other words, within the total defense
supply operations, the Navy portionalone
is big business. Measured in terms of
dollars, it is twice as large as the entire
General Motors industrial complex.

This example demonstrates several things.
It shows how facts can be advanced to support a
conclusion. In this case, the conclusion thatthe
Navy Supply System is big business is supported
by evidence of (1) the range of items carried,
(2) the volume of supplies issued, and (38) the
size of the inventory. This is also a good ex-
ample of the use of comparison (Navy Supply
compared to a commercial mail order catalog)
to help the reader visualize the facts offered.
Emphasis 1is heightened in paragraph 3, by
contrast presented in parallel structures. The
final paragraph illustrates the summing up and
a statement of the conclusion drawn from the
evidence.

e Time-honored rules of rhetoric have
established that for emphasis an item should
stand first or last. This has been regarded as
true whether one is speaking of the sentence,
the paragraph, or the piece of writing asa whole.
When we think of ORDER OF EMPHASIS we
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have this principle in mind. Whether the items
placed first and last are remembered longestis
open to some question, but certainly, the placing
of anything, either at the beginning or at the end,
gives it emphasis at the moment. Which of the
two positions will give the greater emphasis
depends upon the individual situation. In news-
. writing as you well know, the lead paragraph is
the most important because people want the news
quickly. and often do not read h to the end
of the story. Orators need a strong beginning and
a strong ending. The important thing isthat the
writer should remember thatposition is adevice
for gaining emphasis and should consciously use
it. :

WRITING THE
PUBLIC AFFAIRS LETTER

The composition of a public affairs letter
(prepared inthe business letter format discugsed
in JO 3&2) is an area where you have no gauge,
no formula to guide you. Every letter differs
with the situation. However, we will give you
some important pointers to remember.

Try to visualize the public affairs letterasa
news story, and get right to the point. Tell the
reader what he wants toknow simply and clearly.
As in a news story, the information most im-
portant to the reader should go into your lead.

Actually, the biggest battle is to get away
from some of the bad letter habits picked up in
the belief they are “business like” —habits like
these four:

® Lengthy and unnecessary acknowledge-
ments.

The person whose letter you are answering
knows what he wrote. And he knows when he
wrote it. Too often we waste time with long
introductions like this:

“This will acknowledge receipt of your letter
of 15 May 1970, in which you requested the
services of a band, color guard, and marching
unit to appear in your Fourth of July parade in
Hot Rock, Tennessee, and offering to reimburse
the Navy for the cost of transportation and
billeting.”

What does the reader know so far? Nothing,
He wants to know, “Am I getting the band?”

The above acknowledgement might be re-
written like this;

“Thank you for your letter of May 15th.
Your interest in having Navy participation in
your July 4th parade is certainly appreciated by

this command. At present, we foresee no
problems in fulfilling your request.

“Further details will be....”

¢ Needless words and information.

Blue pencil your letters just as you would a
news release. Cut out unnecessary words and
phases. Also, be careful to stay away from
words and phrases that hedge; they make you look
as though you’re uncertain or unwilling to com-
mit yourself. Some members of this group:
“Seemingly,” “it appears,® “seems to indicate,”
“in general,” *as a usual case,” “it is consid-
ered.” These are bad. They clutter up your
letters. What’s worse, they often raise need-
less doubts in the reader’s mind.

¢ Long, complex words and sentences.

The purpose of letters, like news stories,
is to inform, not to impress or educate. So use
short, simple sentences. Write the way you

talk, Say “pay” not “remunerate,” “use® not

“utilize,”

¢ Impersonal approach.

Why write “it is understood” when you mean
“I understand?” You don’t talk that way. Why
write that way? Strive for the conversational
touch. If you are in the habit of using contrac-
tions such as “we’ll” and “you’re,” use them,
but sparingly. Use personal pronouns, especially
“you”; it interests your reader more than any
other. Try to slant yourlettertotell the reader
what advantage he gains, not what you want.

The “Letters to the Editor” section of All
Hands offers some good examples of the type of
letters you may be called upon to prepare. Take
this one for example:

“Sir: During World War II, more specifically
from 1942 to 1945, I served on boardthe survey
ship USS Bowditch (AG 80). Pm curous as to
whatever became of her. Would you trace down
her history and enlighten me? Thanks.-W. R.

. Watkins, Greensboro, N. C.*”

All Hands’ reply: —“Our thanks to you for your
suggestion.

“Typical of the Navy survey ship, Bowditch
had a well traveled career which began in Den-
mark in 1922 as the passenger ship Santa ez.

“Purchased by the U.S. Navy 11 years later,
she was renamed after Nathaniel Bowditch, the
noted 10th century astronomer and navigator,
and placed into commission on 1 July 1940.

“In the months preceding World War II,
Bowditch made geodetic surveys in Little Place-
ntia Bay, Newfoundland; Bermuda; the Bahamas;
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Jamaica; Cuba; and Haiti. In January 1942,
she steamed from her home port, Norfolk, to
make surveys of waters between Panama and
Colombia, near the Galapagos Islands, and off
Cocos Islands, Costa Rica.

“A year later, after a brief repair period,
Bowditch returned south to further survey areas
in the Caribbean, along Panama, Colombia, and
the Ecuador coast. .

«She was assigned to the Pacific Fleet
Service Force on 8 January 1944 in her initial
warship capacity and served as a survey ship
during the invasion of Kwajalein and Majuro
Atolls from 4 February to 2 April 1844. Then
she assisted in the occupation of Saipan from 22
July to 4 October that same year before par-
ticipating in the capture of Okinawa from 18
Aprii to 2 September 1945. During this siege she
rescued survivors of battle-damaged USSMont-
gomery (DM-17) and patrol craft PC1603.

«Bowditch remained inOkinawan watersuntil
early November 1945 when she returned to the
U.S. and San Francisco, decked out with three
battle stars earned for her WW II service. But,
within three months, she was again steaming
toward the mid-Pacific to begin preliminary
surveys around the Bikini Atoll in preparation
for Operation Crossroads, the post-war atomic
bomb tests.

«After the tests, she continued surveying
Bikini until October when she returned to the
Golden Gate city. Bowditch left California for
Norfolk the next month and was decommissioned
there on 32 January 1947, and disposed of on 9
June 1948.—-Ed.”

DIRECTIVE WRITING
AND PREPARATION

The format of a public affairs directive is
basically the same asall official Navy directives
(instructions, notices, operation orders, etc.).
Figures 3-4 through 3-8 present the standard
format for directives issued in the Navy Direc-
tive System discussed in JO 3&2.

The Command PA Plan

The first type of public affairsdirective with
which you should become familiar isthe standard
operating procedure (SOP) or administrative in-
struction, which is used tomake certain instruc-
tions routine, thus reducing the number, length,
and complexity of later directives.

18

Each command develops appropriate and ef-
fective standard operating procedures based on
applicable portions of published procedures of
higher authority, the desires of the officer in
command, and the habitual procedures which
have been developed through experience. :

sOP's should be sufficiently complete and
detailed to advise new men and new units of
routine practices. The necessary amount of
detail depends upon the state of training, the
complexity of the instructions, the size of the
command, and other variables. '

Staff sections, divisions, or departments
often find it expedient to establish their own
SOP’s for the operation of their own depart-
ments, and for the guidance of their own per-
sonnel in routine matters. Some examples
normally found in public affairsoffices are those
governing release of information on accidents
(see ch. 6 for an example) handling of visi-
tors, operating a speaker’s bureau (ch. 8)
mobilization-day (war emergency), and coverage
of parades and ceremonies.

Public affairs plans vary amongthe different
commands, and may differ according to their
purposes. The format illustrated in Appendix I
in not an iron-bound formula. The paragraph
headings, content and sequence can be changed,
some paragraphs omitted or included in annexes,
or additional paragraphs added. Plans are
written to accomplish an objective. They should
not be regarded as a form to be filled out,
whether applicable or not. On the other hand,
most planning formats have been standardized
through use by many people for many years. By
following these formats intelligently, thoughts
will be organized logically and the document
becomes easier for the experienced reader to
understand readily. The body of any plan is
divided into several major sections or para-
graphs which might include: purpose, back=-
ground, objectives, methodology, taskorganiza-
tion, policy, responsibilities and tasks, and
execution. The order of presenting the various
paragraphs may vary from plan to plan.

Public Affairs Annex

A plan for a fleet, force, or squadron oper-
ation or exercise is issued in the form of an
overall operation order (OpOrd). The document
pertains to the entire organization and opera-
tion of its forces. Attached to the “basic plan”
or OpOrd are additional sections called annexes.
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An annex deals with only one aspect of an PUBLIC AFFAIRS STUDIES

operation; e.g. intelligence, communications, or
public affairs. The purpose of annexes is to
keep the body of the plan short, clear and
simple.

A public affairs annex is prepared for all
training and contingency plans and appropriate
operational orders.
is not limited to:

o Delegation of responsibility for the release
of information and the general conduct of public
affairs.

o Scope of pictorial and written coverage
desired.

e General and specific instructionson policy
governing information activities.

e Specific instructions on such matters as
briefing news media representatives; news
release format; still and motion picture docu-
mentation and news photography; radio and
television arrangements; information kits;
statfing of CIB’s; joint information efforts; and
critiques or resumes of the operation.

Appendix II contains an example of a public
affairs annex to the operation order for amajor
fleet exercise. Appendix IV is an example of
a public affairs annex for the operation order
plaxm;ng a fleet visit (a sea-going special
event). '

CIB Plan

This type of public affairs plan is usually
promulgated as a notice, establishing and putting
into operation a command information bureauto
coordinate and cover information activity of
special events and other news situations. Ap-
pendix III gives an example of a CIB plan for a
special event.

Adverse Incident Plan

An adverse incident plan is usually included
as an appendix to all public affairs plans. The
purpose of an adverse incident pl: n isto specify
the procedure and format for the release of
information concerning casualties, injuries, and
accidents or disasters. Appendix V of this
manual gives an example of an adverse incident
plan.

The annex includes, but '

Public affairs studies play an important role
in the management of a PAO. Studies of this
type range from preparing cost estimates for
complete production and distribution of a ship
or station newspaper to a comprehensive case
study involving a major accident or disaster.
A qual for a senior JO states that you shouid
be able to prepare a community relations study
with recommendations to improve weak areas.

PA studies are research projects normally
undertaken to develop information on a subject
or to solve a problem, and they contain ap-
propriate conclusions and recommendations.

When preparing a study for your superior,
you must gather all available information rela-
tive to the problem, separate facts from opin-
fons, conduct an objective analysis and evalua-
tion of the situation, and determine the best
solution to the problem.

The study should be objective. Conclu-
sions should be drawn from a careful and
methodical analysis of advantages and dis-
advantages of the various alternate solutions
after a thorough examination of all pertinent
facts.

The principles of good writing should be
followed in preparing a study. The study should
discuss only one subject. The subject of the
study should be examined from every point of
view, and all aspects should be analyzed in a
logical sequence which will permit the superior
to follow the line of reasoning. The more
significant parts of the study should be em-
phasized through careful choice of language and
length of presentation.

The body of the study, exclusive of the
enclosures, normally should be no longer than
the equivalent of three (preferably two) single-
spaced, typewritten pages. The body of the study
contains only the six basic elements of the
study:

¢ PROBLEM

e ASSUMPTION(S)

o FACTS BEARING ON THE PROBLEM
e DISCUSSION

e CONCLUSION(S)

e RECOMMENDATION(S)

Enclosures, including alternate opinions
(nonconcurrences), and considerations from
nonconcurrences, are additional elements that
are often found in the study, but they are not
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part of the body. They are used as the nature,
the complexity, and the conclusions of the study
warrant.

The Problem

This is a concise statement of what is to be
accomplished. It is not worded as a question.
Rather, it is stated in the form of a task and as
an infinitive phrase. For example, *To deter-
mine the practicability of, to develop procedures
for, to make recommendations relative to...”

Assumptions

Frequently, in spite of your best efforts in
researching a subject, you will find that gaps
exist in the factual information required to make
the study possible. When this occurs, you con-
sider those conditions which must be met if the
reasoning of the study is to have validity. Thése
conditions are then stated positively as as-
sumptions. Assumptions determine the limits
within which the problem will be solved.

Three common faults that inexperienced
study writers frequentl™ have in regard to as-
sumptions are: (1) they use too many, (2) they
confuse them with the facts bearing on the
problem, and (3) they try touse themas crutches
or as shortcuts.

Four rules to follow in regard to assump-
tions are as follows:

® Make assumptions only when they are
absolutely necessary to bridge gaps inessential
information that cannot be obtained after diligent
research. .

® Be certain the assumptions are realistic
and not more platitudes or wishful thinking.

® State assumptions positively, using the
word “will.” For example, “The status quo will
be maintained in Southeast Asia for the next
two years.” ¢“The existence of the H-bomb and
ICBM’s will not prevent the outbreak of small
wars and local conflicts.”

® Ask yourself if your conclusions would be
valid if one of the assumptions did not hold. ¥
yes, then eliminate the assumption; it is not a
requirement that must be met.

Facts Bearing on the Problem

In listing the facts, make certain that facts
only are stated and only those facts which have
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a direct bearing. They must be indisputable—
not opinions, speculations, conjectures, probable
eventualities or conclusions. The facts should be
brief and arranged in a sequence which lends
itself to logical development in the discussion
which follows. Definitions essential for proper
treatment of the subject are also listed in this

- paragraph. As an aid in limiting the length of

. . .

-

the study, mostof the detailedfactscan be placed
in enclosures to the study and only a summary
placed in the body.

The most common error is to include obvious
conclusions in this paragraph. Checkany state-
ment before you place it among the facts.
Remember, improper wording might make the
statement a conclusion.

Discussion

Since your conclusions and recommendations
are based on the discussion, it is obvious that
the heart of the study-is the discussion. Your
case rests on how lucidly you have written it.

In the discussion the author thoroughly ex-
plores possible soluticns to the problem in the
light of the assumptions and the facts bearing on
the problem. The lengthof the discussion depends
upon the nature of the problem and the needs and
desires of the command.

When a study treats a complex subject re-
quiring an extensive discussion, a digest of the
discussion will be presented in the body of the
study and the complete discussion will be sub-
mitted as an enclosure. The digest should men-
tion briefly every important solution you tested.
It should explain why you rejected the ones you
did and why you accepted the one you did.

Conclusions

The next paragraph of the study consists of
statements of the results derived from a rea-
soned judgment of the effects and implications
of the essential facts. The conclusions are
actually a brief statement of the best solutionof
the problem. New material, argumentation, and
alternate lines of action are precludedfrom this
section. The solution must meet the tests of
suitability, feasibility, and acceptability,

Recommendations

The final paragraph of the study consistsofa
complete, concise, and clear-cut statement of the

o4 .
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action required to put into effect the solution
that has been reached.

Enclosures

Each enclosure should be clearly identified
by a subject-matter title and by an enclosure
number. I there are many enclosures, index
tabs and a tabulation of contents are helpful.

The discussion section of the study isthe one
most likely to be provided with supporting en-
closures. The discussion that appears in the
body of the study is usually restricted to about
one single-spaced typewritten page, yet the
thorough exploration of a complex problem
usually requires much more space and is sub-
mitted as an enclosure. Charts, computations,
diagrams, plans, concepts, and discussions of
special topics may also appear as separate en-
closures supporting the discussion section.

Enclosures may be further broken down into
annexes, appendices and tabs. Itispreferableto
number the enclosures with arabic numerals,
annexes with capital letters and appendices with
Roman numerals, For example: Enclosure
(1), Annex A, Appendix I, Tab A.

The following chapter of this manual contains
guidance on the preparation of community rela-
tions surveys or studies. It also discusses the
preparation of an analysis of local community
organizations and associations.

PUBLIC
AFFAIRS REPORTS

All public affairs offices are required by

NAVSO P-1035 to make periodic reports on
matters of interest. Some reports go to the
fleet, force, district, or type commander.
Others are required by CHINFO. There are a
few reports scheduled by month, quarter, semi-
annually, and annually. Most all special events
require some type of report, even if it'sonly for

the command’s records. Appendix IX con-
tains an “after action report® on the resuits

of the CIB operation detailed in Appendix III -

of this manual.

Article A-4701 of NAVSO P-1035 provides
a checklist of over 50 reports related to
public affairs matters. Sample forms or
descriptions of each will be found in the sec-
tions referenced in this article. Make sure
you are familiar with this checklist.

C
-~

PERSONAL PUBLIC RELATIONS

A senior JO in the public affairs field
probably meets a greater variety of people in
his work than any other enlisted man in any
other rate in the Navy. In a way, people are
your business. Everything you do is designed
to promote better understanding between
people—both in the Navy and outside the Navy.

It is obvious that if you can’t get along
with people, you will have a difficult--if not
impossible~—job on your hands. You can’t very
well promote better understanding between peo-
ple if you antagonize them with uncalled for
personal opinions and thoughtless actions.

The exact formula for personal public rela-
tions cannot be blue-printed. You should learn
to exercise a little self-control and common
sense when dealing with your men or with the
public. These is nothing worse than a petty
officer who airs his gripes and petty grievences
in front of his men. There isnothing worse than
a JO who acts as though it were a great effort to
devote a little of his time to help somebody with
a problem.

Among the most common mistakes which
most people make in their dealings with other
people are these.

e Attempting to set up your own standards
of right and wrong.

e Trying to measure the enjoymentof others
by your own.

o Expecting uniformity of opinions in the
world.

e Failing to make allowances for the in-
experience of others.

¢ Endeavoring to mold all dispositions alike.

® Refusing to yield on unimportant trifles.

o Worrying yourself and others about things
that can’t be remedied.

e Failing to help everybody wherever, how-
ever, and whenever you can.

® Believing only what your finite mind can
grasp.

® Not making allowances for the weakness of
others.

These 10 mistakes are a negative guide to
positive conduct. I you can learn to recognize
these faults in your personality and make an
honest effort to overcome them, you will find
that it becomes a lot easier to get along with

people. If you can get people to like you in-
stead of merely tolerating you because of your
86
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position or rating, you will also find that your
job in Navy public affairs will become much
easier, .

“There is no more valuable subordinate,”
one of our nation’s great leaders once said,

“than the man to whom you can give a piece of

work and then forget it, in the confident ex-
pectation that the next time it is brought to your
attention, it will come in the form of a report
that the thing has been done. When the self-
reliant quality is joined with professional ability,
loyalty, and common sense, the result is a man
whom you can trust.”

Although there are many qualities a good JO
must have, self-reliance certainly ranks as one
of the most important if a senfor JOis to be the
trusted assistant and office manager to the
public affairs officer. Demonstrate self-
reliance~it is especially important in Navy
public affairs office ment. There are
numerous situations in which you will find your-
self on your own. When a problem arises, you
have to solve it by yourself. Youwon’t have the
time to seek the advice or approval of the PAO
or some other officer. You will have to make

your own decisions, relying entirely on your own
judgment. A self-reliant JO is one who can
adapt himself to any situation. It unforeseen
circumstances develop, you must use your own
initiative and tion to get the job done.

Armed with a knowledge of the tools of come
munication and of the PA problems of the com-
mand, and using a large measure of common
sense in concert withthe management techniques
discussed in this chapter, you should be able to
administer a public affairs office in a profes-
sional manner. Insist that every project and
plece of correspondence that leaves the office
be professional in content and in appearance.
That means letter perfect copy, professionally
assembled project folders, news clips that are
professionally mounted and identified, and of
course, high quality news releases and photo-
graphs. Output is judged by the media, by the
officer in command and his staff, and by other
professionals on the quality of what PA person-
nel produce and not on what they say they can
produce. Professional standards are hard to
maintain, but are essential to maintaining the
professional integrity of an office.

87
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CHAPTER 4

COMMUNITY RELATIONS AND SPECIAL EVENTS

Community relations was defined in -
nalist 8 & 2 as all contacts, whether official or
private, between the command, individual mem-
bers of the command, and the local community.
This is a good definition. It frankly recognizes
that while the Navy Department may concern
itself with national policy and public affairsona
national level, real public relations isdone inthe
community. People live, work, form their
opinions on issues that concern them, and vote
in local communities. In other words, national
opinions and the ground swells that eventually
become the policies and actions of national
government are formed at the local level.

People in the local community surrounding
a Navy installation are not nearly as affected or
concerned by national Navy news, which is an
abstraction to them, as they are by those Navy
news items and activities which affect them
directly or more personally. The newselement
of proximity has a special value in the com-
munity relation situation. K a base is going to
close down, a reduction in force of employees
is placed in effect, or a decrease in business
with local merchants is instituted—this will
have a much more profound impact than some-
thing happening in Washington which has little
or no local influence.

It is no secret that the Navy depends on
public understanding of seapower. This is an
important concept, really a national issue, and
Navy news often takes the form of “national”
publicity. But any story is national only in
the sense that it appears in newspapers and on
radio and TV newscasts all over the country on
the same day. To the extent that it informs
people and to the extent that it builds public
support for the Navy, every story, every contact
with the Navy is a local one. Public opinion is
the opinion of people, the opinion of private in-
dividuals. National public opinion is nothing but
the sum of these local opinions. And while

4 s

public opinion can be added up and evaluated on
the national level, it ismade inlocal communities
by the people.

We have said before that an outfit has to be
good before it can have good public relations.
With respect to community relations planning.
good behavior includes establishment of a policy
that the command not only will do nothing harm-
ful to its community neighbors but also that it
will go out of its way to buildgood relations with
them.

Establishing such a policy, of course, is the
skipper’s job. Unless you are a public affairs
assistant acting as the command PAO, you are not
likely to get into formulating community rela-
tions policy. However, it’s essential that you
understand the importance of this type of policy
and that you plug the importance of community
relations every chance you get. For every-
thing about the base, from the driving habits of
official and unofficial Navy drivers and the
Mberty habits of the crew to the appearance of
the gate sentries, smoke control, and the flight
patterns of low-flying aircraft, has direct bear-
ing on community relations. In the long run
these things probably are more important than
news releases and the parade unit your outfit
furnishes on the Fourth of July.

Every officer in command is responsible for
integrating his command into the civic activity
of the neighboring community. The days when
military and civilian communities were in-
sulated, if not isolated, from each other by a
distance of several miles are past. Eachcan no
longer afford to operate as a more-or-less
closed community without considering the mutual
effects. Normally, the military officer in com-~
mand delegates the authority for planning and
maintaining an effective community relations
program to his public affairs officer, but he
cannot delegate his responsibility for ensuring
that the program is sound and effective. The
officer in command must exert personal interest
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and participation in
matters.

Community relations, internal relations, and
media relations are all inextricably intertwined.
Each of these segments supports each other.
For example, good community relations is very
important to the morale of our naval personnel
(internal relations). A hostile community, or
one where liaison is not very good, can make it
hard for Navy people to obtain off-base housing,
local credit, and other amenities which are im-
portant morale considerations.

Chapter 22 of Journalist 3 and 2 introduced
you to the basics of a community relations
program and described some of the planned
activities which the Navy uses to carry out
these programs.

The first part of the chapter you are now
studying is devoted to a survey of some tech-
niques that can be used in developing a positive,
planned, community relations program for a
ship or station. The second part discusses the
duties of the senior JO in connection with
special events.

community relations

WHAT IS COMMUNITY RELATIONS?

It is often stated that community relationsis
“public relations at the local level,” orthatit is
“living right and telling about it.* It has also
been simply explained as nothing more or less
than having and keeping friends in the com-
muniw.

These statements get to the heart of com-
munity relations, but they are over-simplified
definitions when the vital mission of community
relations is analyzed clearly.

To paraphase the Public Relations News
==303¢ hielations News

definition of public relations:

“Community relations is the command func-
tion which evaluates public attitudes, identifies
the mission of a military organization with the
public interest, and executes aprogramof action
to earn public understanding and acceptance.”

Like public relations, community relations
is something an organization has whether this
fact is recognized or not. Unlike public rela-
tions, community relations is usually limited to
the local area.

WHY COMMUNITY RELATIONS?

Business organizations give attention to
their community relations for good reason.

89

Organizations can exist and make a profit only
as long as the public allows them to exist,
The idea, once prevalent in American free
enterprise, that the sole purpose of business
was to make a profit and that itg responsibility
was only to its official family has diminished
to a great degree. It has fast given way to the
realization that there is also g responsibility
to the community in which the organization is
located, and that it is advisable for the organi-
zation to meet this responsibility of its own
free will.

While there is not universal agreement on
the specific benefits to be gained, organizations
conducting planned programs cite many tangible
and intangible benefits from their community
relations efforts. A Bureau of National Affairs
survey found that the benefits mentioned most
often were better recruiting, improved employee
relations, increased sales, and community
goodwill.

Community relations literature reflects
general agreement that effective community
relations programs make it easier to hire the
better workers in a community, help to obtain
more confidence in local plant management
from communities, and provide better under-
standing between the organization and local
officials. .

Benefits from good community relations do
not come automatically. In fact, many organi-
zations that are fine employers and outstanding
corporate citizens fail to realize the rewards
to which their virtues entitle them. They miss
the payoff because they fail to tell about it.

Communicating to key publics the benefits
derived from sound community relations further
enhances an organization’s overall program.

Attitude surveys reveal that community
neighbors traditionally know little about comw
panies in their towns and the important part
played by each company in the civic programs
of their towns.

Surveys also reveal that civilian companies
rated favorably in their communities generally
follow a three-point formula for effective com-
munity relations:

® Live right;

® Have a planned community relations
program; and

® Tell employees about the program and
tell the community about the company.

S5
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BENEFITS OF EFFECTIVE COMMUNITY
RELATIONS

Many of the benefits civilian enterprise
derives from planned community relations pro-
grams are equally desirable for military organ-
izations. Military commands also need to
enjoy a favorable position in the local com-
munity, strive for good employee relations,
and seek cooperation and high esteem from the
local population.

Military organizations should be concerned
with community relations, because the business
of the military is the people’s business. Military
organizations have a responsibility to report to
the public on the conduct of military business.
In a democratic nation, the individual citizen
has a right to know how efficiently and to what
purpose his Armed Forces are using his sons
and daughters, his tax money and what the
returns on his investment are in terms of
personal and national security. The effective-
ness of military operations depends upon public
understanding, support and cooperation.

Too, like business organizations, military
establishments have a moral obligation to take
their place in the community as “corporate
citizens,” be good neighbors, and to demon-
strate an awareness of community problems
and a willingness to help out. Community
relations programs are a proven means of
developing ¢“grass roots” understanding and
support for our defense force.

The objective of the overall Department of
Defense Community Relations Program is
gtated in DOD Directive 5410.18:

«To develop, improve and maintain the full
understanding by the American people and our
overseas allies and their support of the mission
of the Department of Defense to defend the
United States and the Free World; todemonstrate
United States partnership with our allies in
collective security; and to develop an awareness
that United States military personnel are ded-
icated, highly trained individuals.”

Community relations are authorized and
encouraged within the Department of Defense for
the following purposes, subject to operational
requirements, the significance of the event or
program in relation to other DODprograms, and
cost considerations: :

e Informing the public on the state of pre-
paredness of the Department of Defense and to

£6

demonstrate United States partnership witlr
allies. o0 O

e Developing public understanding of and
cooperation with the Department of Defense in
its community relations programs.

e DPromoting national security and stimula-
ting patriotic spirit.

o Assisting recruiting and personnel pro-
curement programs of the Armed Forces.

within DOD, the Assistant Secretary of
Defense (Public Affairs) is designated to act
for and in behalf of the Secretary of Defense in
planning and implementing the DOD Community
Relations Program. Secretaries of the Military
Departments, Commanders of Unified andSpec-
ified Commands, and the Directors of the
Defense Agencles are responsible for effective
community relations. Officers in Command at
all levels are responsible for giving positive
emphasis to the importance of good community
relations in the execution of their mission.

Within the Office of the Assistant Secretary
of Defense (Public Affairs), the Directorate of
Community Relations is responsible for the
overall planning, implementation, and coordina-
tion of community relations within the Defense
Department. For Navy implementation of this
program, and current CHINFO policy guidance,
refer to Part B, NAVSO P-1035.

INGREDIENTS OF CR PROGRAMS

Among the main ingredients of a community
relations program are publics, communication
channels, and community relations projects
designed to accomplish an organization’s goals
in the community.

PUBLICS

Collectively, a Navy command’s public con-
gists of many groups. Among the principal
local publics a command should be concerned
with are both internal and external publics.
These publics can be sub-divided:

Internal Publics
Internal publics consist of:
e Active duty personnel

¢ Naval Reserve
e Naval Academy Midshipmen
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Military Auxiliary Organizations
NROTC Midshipmen

Fleet Reserve Association
Retired Navy Personnel

Navy League

Career Civilian Employees
Reserve Officers Asgociations
Families of the above segments

External Publics
External publics consist of:

® The General Public

¢ Community Organizations~—civic, trade,
industrial, veterans, fraternal, youth, women’s,
religious, educational.

® The Congress

® Members of committees involved in Armed
Service Matters.

® Alumni of the Armed Forces

¢ Key Governmental Officials

® lLocal officials of government, mass
media, professional organizations, well known
local business, and professional people.

@ Elder statesmen

COMMUNICATION
CHANNELS

The tools and techniques of public affairs
offer almost as many ways of reaching com-
munity publics as there are publics. The
“how-to-do-it* instruction for employing the
various media and techniques are taught in the
various departments at DINFOS, discussed in
other chapters of this manual as well asJO 3/2,
and Navy regulated by NAVSO P-1035. Numerous
service publications and excellent civilian pub-
lications are available in public affairs offices
and public libraries that give guidance in the yse
of communication tools.

It is important to use the right channels of
communication to accomplish specific tasks or to
reach specific publics. Otherwise, much of what
a public affairs office does is wheel-spinning
and unnecessary busy work. An individual can
be reached by mail, telephone, or personal visit;
members of an organization can be reached by
letter to the head of the organization, an article
in its publication, or a talk at a group meeting.
To reach every key individual in anorganization
or public, it is sometimes advisable to plan a
campaign with special events, publicity through
newspapers, radio and TV announcements, bul-

91

letin boards, mailed announcements to key in-
dividuals and groups, and personal contact with
community leaders.

.CR PROJECTS AND ACTIVITIES

Community relations projects and activities

- provide occasions for or means of informing

community publics about an organization and for
demonstrating that an organization is a good
neighbor,

Projects should not be selected just because
they sound good or because other organizations
have had success with them. Key considerations
should be whether it seems suited to the par-
ticular organization and its community, and
whether it appears that returns will justify the
efforts and resources involved. A comprehen-
sive description of various community relations
projects and activities is presented in PART B
(Community Relations) of NAVSO P-1035. Some
may be incorporated into a command’s program,
while others may serve to stimulate ideas for
fresh and worthwhile projects. Projects and
events sponsored cooperatively by two or more
organizations in a community can make agreater
impact on community opinion and serve a very
useful purpose in a community relations pro-
gram.

DOD Directive 5410.19 specifies that, asap-
propriate, each command will form a com-
munity relations coordinating council, partic-
ularly in areas where two or more military
installations of one or more Services are
located.

Many military installations now have aformal
community organization which coordinates com-
munity relations on a year round basis. These
organizations are called community councils,
military advisory committees, coordinating
councils, or community relations councils.
‘Whatever they happen to be titled, their func-
tion is the same. Their activities embrace
every area of common interest between the two
populations. - A command can use this type of

organization as a principal tool with which to

fulfill its responsibilities for favorable public
relations.

To be effective, tho organization must in-
clude in its membership the key military, gov-
ernmental, and civic leaders and meet regularly
to resolve or plan for prevention of local prob-
lems. The public affairs officer and his staff
must be thoroughly familiar with the command
or unit as well as the local civilian community
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in order to provide sound recommendations to
the officer in command.

U.S. Navy Public AffairsRe tions recom-
mend the iorm% and Wﬁpatﬁn in com-

munity relations coordinating councils or com-
mittees at the local level. This provides the

officer in command with a tool to coordinate

community relations on a year round basis.

TYPES OF CR PROGRAMS

Community relations programs canbe placed
into two general categories:

e Remedial
e Preventive

The REMEDIAL program is focused toward
trying to restore sound community relations
after a military neighbor arouses public antag-
onism and adverse public opinion that hampers
mission’ accomplishment. I is usually born in
crisis and is often costly in terms of resources.
Remedial measures necessary to restore a
balance in relations can often hamper mission
accomplishment. An example of this might be
the burdensome task of changing the traffic
pattern for a naval air station after irate
citizens have taken overt action against the
installation. I within the operation of an ef-
fective community relations program the citi-
zens of the local community had been informed
that the aircraft noise was related to the unit’s
mission of defending the community and nation
against its enemies, the mission hampering
change of the traffic pattern might have been
avoided.

The PREVENTIVE program is a planned
effort to develop a continuing program of im-
proved conduct and two-way communication with
the community. It furnishes a biueprint to build
an effective program of cooperation between the
Naval installation and its nearby communities.
The plan is usually based on the concept that the
community must be informed about the naval
installation, its mission, and its needs from the
local community. It is also dependent upon
what the naval installation—and particularly the
public affairs staff—know about the community.
You learn the essential facts about the com-
munity through surveys, interviews withleaders,
and research of existing publications.

.- The remedial program is often referred to
as the “firefighter” type, while the preventive
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program is referred to as the “fire prevention”
program.

A PLANNED CR PROGRAM

Developing a planned community relations
program is essentially a problem that the public
affairs staff must solve. The Four-Step Public
Affairs Cycle can be applied to the development
of a community relations program for a typical
Navy command. The sequence has four basic
steps as discussed earlier in this manual:

e Factfinding

e Plamning

¢ Communication
e Evaluation

Cutlip and Center believe that “each of these
steps is as important as the others” and that
“each one is vital to an effective program.”
«Too often there is too little planning, and too
much publicity. Emphasis on factfinding and
planning largely distinguishes community rela-
tions from publicity.” When planning a com-
munity relations program, you should review
Cutlip and Center, Effective Public Relations,

third edition, chapters 7 through 11 and chapter
16:- -
STEP ONE-FACTFINDING

The scope and content of a planned com-
munity relations prog:a.: requires a great deal
of factfinding before the program is committed
to writing, Facts that should be determinedand
analyzed include:

e Community relations requirements re-
lated to mission accomplishment.
Command interest and support for com-
munity relations.

Community needs of the naval installa-
tion.

Community power structure.

Community attitudes toward, and knowl-
edge of, the local military populace.
Community survey and analysis.
Community organizations.

Local customs, traditions and culture.
Mutual problems and interests.

Past and present naval community rela-
tions program.
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CR Requirements

The requirements can only be determined
after you know and become familiar with the
mission and organization of your command.
K these requirements do not exist, it is your
responsibility to determine them. I they do

exist, it is equally important that they reflect

current requirements. Staff meetings, histories,
permanent records and files—particularly those
in the public affairs office—~and interviews with
key military officers are prime sourcesfor this
information.

Full public understanding and cooperation is
essential to mission accomplishment. You should
identify possible sources of problems of obstruc-
tions to effective community relations and
gather the essential facts related to preventing
these situations from becoming community rela-
tions problems.

Aircraft noige, reckless driving, misunder-
standings in labor relations, contamination of
civilian communities, disorderly behavior, and
apparent disregard for the health and welfare of
local citizens are recurring problems in naval
community reiations. To overlook these and
other potential community relations problems is
to risk unfavorable publicity, possible congres-~
sional action, anti-military demonstrations and
strikes, and a hostile relationship with the
community.

Command Interest And Support

Command interest and support for community
relations should be sought out early in the rela-
tionship between an officer in command and his
public affairs staff. ¥ the officer in command
does not voluntarily reveal his philosophy and
willingness to commit resources the public
affairs office should, on its own initiative,
survey the needs of the command and prepare
recommendations for a community relations
program. Ideally, there should be a policy
statement and an outline of general objectives
signed by the officer in command and addressed
to key staff members and commanding officers
of subordinate units.

Community Needs Of Navy

In addition to broad public understanding and
cooperation essential to mission accomplish-
ment, there are specific needs of the Navy that
are affected by community relations. Housing,
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religious activities, educational and cultural
activities, recreational and entertainment ac-
tivities, and the community hospitality program
are some specific needs of individuals of anaval
command. Each of the specific needs should be
surveyed and analyzed in planning the community
relations program.

Adequate and reasonably priced housing for
naval personnel and their dependents is con
sidered the most important need in a normal
Navy community relationship because it is so
important to high morale among both naval and
civilian personnel.

The Community Power Structure

Every community has leaders who play a
dominant role in shaping community opinions and
determining what community activities take
place.  Those leaders comprise the power
structure. The public affairs people must
identify this power structure and consider these
individuals in planning and implementing the
community relations program.

The formal political power structure is
easily determined. It is made up of elected
or appointed officials, the men who supervise
and execute the will of the community through
the official machinery of government.

The informal power structure, however, is
another matter. It consists of those who wield
influence in an informal or social manner.

There are three types of leaders in the
social, or informal power structure:

® Decision Makers
o Influentials
¢ Opinion Leaders

The decision makers and influentials com-
prise a minute portion of the public, perhaps as
little as one percent, but the success of any
community endeavor is dependent upon the gen-
eral approval and cooperation of those two
groups. They come from the business and
political spheres of the community.

Decision makers exert their influence and
determine community policies in many ways.
Whether the decision making is done through
formal political or civic organizations, or in
a more subtle manner, members of the same
relatively small group often emerge in posi-
tions of influence in most or all of the im-
portant publics within the community. Personal
observation at community meetings, careful
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analysis of local news stories and background
information from trusted, well-informed in-
dividuals such as newsmen are sources for facts
to identify decision makers.

Influentials, who generally exert their in-
fluence sub rosa rather thanatpublic gatherings,
give advice to decision makers but make few
actual decisions themselves. Their power is
subtle, but they may be identified by reputation.
Their identity can best be learned frompersonal
observation and trusted sources in the com-
munity.

Opinion leaders may be members of any
economic or social class. There are numerous
theories as to who is or who is not an opinion
leader. However, it can be generally stated
that they are found throughout all levels of the
community and exert less influence and power
than members of the first two groups. They
operate in two directions. They provide a
means for the decision makers to convey their
policies and decisions to each economic and
social class and serve as a source of informa-
tion for the influentials and decision makers.
Often they are ministers, heads of youth agen-
cies, officials of parent-teacher associations,
teachers, barbers, lawyers, doctors and
bankers.

A good place to begin identifying the power
structure is by researching the local newspaper
morgue; county, city, or state official records;
community history; leadership listings of local
fraternal and civic groups; and the local library.

The status of development or economic con-
ditions of a community help to determine who
occupies power structure positions at a given
time. A community with growing industrial
base and a large flow of money might be domi-
nated by bankers who can extend or refuse
credit. A poorer community, dependent on
state or federal aid to support its activities,
might be dominated by politicians or persons
with influence in the State or National Capitol.
In certain areas, particularly New England and
areas of the South, the power structure is
determined largely through the “first families”
who have inherited positions of power because
of tradition.

Community’s Opinion Of Military

In developing a planned community relations
program, it is imperative to find out what the
community knows and thinks about the organiza-
tion, how its information is received, and how
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public opinion about the command and its
gervicemen is formed.

Since military installations seldom can con-
duct or contract for public opinion or attitude
surveys, they may have to rely on other means
to appraise community attitudes and knowledge.
While there is nofully satisfactory substitute for

' the professionally constructed and conducted

attitude survey, there are other economical
but less effective means of getting much of the
desired information.

Published materials such as records, refer-
ence books, bibliographies, syndicated research
data published in newspapers and magazines,
current periodicals, reports, publications of
individual companies and of other Federal
agencies, directories, newsletters, and cat-
alogues are among the variety of sources of
valuable information in this area of interest.

Periodic reviews of incoming and outgoing
correspondence can identify community rela-
tions problems, as can spot checks ontelephone
courtesy of the experiences of personnel whoare
in frequent contact with the public. Formal and
informal contacts by key officers and individuals
on and oftf the job can also be used to gauge
public opinion, knowledge, and attitudes.

Staff meetings and the inevitable grapevine
can also be important internal sounding boards.

Special attention should be given to an ap-
praisal of internal public attitudes toward the
organization.

Community Survey And Analysis

In tailoring a community relations program
to the local community, it is essential that a
great deal of information be gathered and filed
concerning the ilocal community. Since facts
about the community are required on a day-to-
day basis in public affairs activities, it is ad-
visable to collect the facts gathered in the
survey into a Community Survey File (briefly
discussed in chapters 22 and 24 0f JO 3&2). This
file should be maintained as up-to-date as pos-
sible by the public affairs staff. It should
contain facts onlocal channels of communication;
civic, economic, social, educational and
religious organizations; local customs, tradi-
tions and mores; and detailed facts about the
geography, manpower, industrial capacity, hous-
ing, facilities, and services existing in the com-
munity. In overseas areas, this survey should
be developed in close consultation with repre-
sentatives of the Department of State, the
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United States Information Service, and other
members of the U.8. Country Team.

Since the community of a naval installation
is generally thought to be the entire urban, subur-
ban, and rural areas surrounding the installation
within a radius of 80 miles, the scope of con-
sideration for the survey should be limited to
this area.

Before making a survey of this scope, it
should be determined if other government or
private agencies have completed similar surveys
or analysis of the local community. Xt 80, that
survey may be easily modified to suityour Navy
program. In seeking information of this type,
it is advisable to ask local officials and leaders
if they have recently provided simflar informa-
tion for a published survey. This will avoid a
possible duplication of effort and inconvenience
for the officials concerned.

A sample outline for making a community
survey is published in Appendix VI of this
manual. Briefly, the major topics include:

® The area (including geographical descrip-
tion, population, industrial, and historical data).

¢ Manpower (including labor market rating,
source of labor supply, occupational classifica-
tions of workers, unemployment, skills in short-
age category, area wage scales, requirements
of d)efense industry, and other pertinent informa-
tion).

¢ Industrial facilities (including facilities
suited or adaptable for defense production and
vacant factory space with production potential).

¢ Housing (including housing regulations,
housing units, apartments, and sleeping rooms
available; housing units contemplated; builders’
building permits issued within past 12 months,
and building capital; and finally, adequacy of
housing).

® Other community facilities and services.
Utilities, transportation, schools, hospitals,
churches, doctors and dentists, fire and police
protection, commercial service establishments,
form of government, mass media, and the cost of
living index.

Preparing A Community Analysis

After all essential information regarding the
community has been collected, then and only is
it practical to make an analysis of the com-
munity. At first the community survey may
seem to be just a set of cold facts, but through
analysis they come to life and fit together like
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pleces of a jigsaw puzzle. Each piece fits into
the whole to make a complete picture. You must
determine the significance of and synthesige
these facts. In so doing, you will develop more
and more insight into the true nature, needs,
mutual interest, and opportunities for favorable

. community relationships.

The survey and analysis of the communityis -
a constant effort and isfundamental to maintain-
ing a sound community relations program.Once
assembled, the community surveyfile provides a
continuing ready source of information for
speeches, news stories, special reports, ex-
hibits, special events, and special projects. The
local chamber of commerce can normally furnish
valuable information for such a survey and
practical guidance and assistance in settingupa
community relations program. The two primary
functions of the chamber of commerce are to
promote the growth and to foster the prosperity
of the community. The chamber is also an ex-
cellent source for brochures, maps, fact sheets,
and other materials needed for a community
relations program.

Since “telling” is a major part of community
relations, it is necessary to determine effective
ways to reach the various publics~to identify
channels of communication with the community.

Communications techniques and media which
can be employed in a community relations pro-
gram are many and varied. Each medium has
its special values, peculiarities, and 1imitations.
It may not be possible, or evendesirable, to use
all available channels and techniques in a given
community. The. important thing is to identify
the individual characteristics of 1ocal media and
the techniques which would be most effective and
the most economical to employ in reaching
target publics.

Community Organizations

The community relations planner should
gather facts about the voluntary organizations in
the community, including their continuing ob-
jectives, leaders, membership, current proj-
ects, and areas of mutual interest. These basic
facts will help determine a basis for a tie-in
arrangement and cooperative projects with these
organizations. The importance of group mem-
bership on individual attitudes and behavior
should be carefully weighed in planning efforts
to reach key publics through their voluntary
organizations.
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Local organizations are a major outlet for
the speakers bureau (see chapter 5 of this
manual). Most groups meet at least monthly,
some as often as every week. Most offer
opportunities for speakers and some for show-
ing of motion pictures or other kinds of visual
presentations. A partial analysis of organiza-
tions which may be found in military com-
munities is included in Appendix VII of this
manual.

Customs, Traditions and Culture

The communities of naval installations vary
considerably in local customs, traditions, and
culture. It is sometimes this variance that
causes the failure of a military community rela-
tions program or special event. You must be
aware of local customs, traditions, and culture
before you plan any activity involving the com-
munity. Acceptance of the Navy and of new-
comers; information on local holidays; taboos;
peculiarities of local dress; social activity -
particularly the various levels of society; and
public interest in education, libraries, museums,
art, and music should be determined. While a
Sunday open house at your command may be
completely acceptable in the Southwestern United
States, it would perhaps antagonize relations
in certain small communities in the East and
South. But customs, traditions, and culture
are equally important as opportunities and
channels of communication to reach key publics
in the community. As pointed out in Chapter 2,
individuals are usually tuned to the frequencies
transmitting messages related to their personal
mental set or awareness of the world around
them.

Mutual Problems And Interests

Cutlip and Center suggest that before the
thought leaders or the community at large can
be motivated to act, there must be an under-
standing of the mutual interests. Every com-
munity knows what it wants for its well-being,
what it expects each organization to con-
tribute, and how it measures contributions.
Here are ten opportunities for mutual interest
between the Navy and the community:

o Commercial property
@ Support of religion

e Full employment

@ Adequate schools
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Law and order

Area growth and development

Adequate and low cost housing and utilities
Varied recreational and cultural oppor-
tunities

Individual and public welfare

Health and sanitation

As a starting point, it may be well for the
public affairs staff to consider each of these
areas of mutual problems and interest. For
instance:

@ What is the economic impact of the Navy
on the local community? Is the public aware of
this?

o Have plans and agreements been worked
out between the Navy and local officials on
mutual aid in the event of natural disaster,
aircraft of explosive accidents, epidemics of
sickness or disease?

® How much cooperation is there between
local civilian law enforcement agencies and
Navy law enforcement and security organiza-
tions?

® Does the community provide adequate
schools and cultural activities? It the com-
munity aware of the educational and cultural
needs of the Navy?

® Does the community know how much the
Navy spends in the local area for services and
supplies? Are things purchased elsewhere that
might be obtained locally?

® Is the public aware of the contributions by
Naval personnel of funds and services to local
charities and service organizations? Do the
Navymen know what services are provided
them? .
® Does the command contribute to local
health and sanitation problems?

® Do the local citizens know how much
effort is made by the Navy to strengthen local
health and sanitation?

Past and Present CR Activities

It is rare for a public affairs staff to have
the opportunity to start fresh and build a com-
mand community relations program from the
ground up. Like our personal heritage most
PAO’s and officers in command inherit a
community relations program from their
predecessors, both their own installation’s and
other Service organizations in the community.
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The local stereotype of the Navy can be greatly
affected by the previous community relations
programs or by a complete lack of contact
between the Navy and local community.

I the organization and the Navy are not new
to a community, the public affairs staff must

determine the current status of community .

relations programs and attempt to evaluate
community relations effort. One of the first
steps is to become acquainted with the public
affairs staffs of other military and Federal
organizations in the area. An analysis of the
data collected in the community survey can
reveal considerable information about previous
community relations programs. Informal dig-
cussions with appropriate local newsmen and
chamber of commerce officials can reveal a
great deal about previous programs and the
lessons learned from them. ¥ a community
council exists, the members and records of the
council will offer valuable information.

Defining the Problem

Once the factfinding and analysis is com-
pleted, you are prepared to determine the key
community relations problems of the command.
When the problems have been defined, the solu-
tions must be provided and decisions made to
prevent or correct them. After the problems
have been clearly stated, you are ready to
develop a plan of action. Some of the problems
can be remedied without conducting afull-blown
community relations effort. This is done by
referring obvious and easily correctable prob-
lems to the proper representatives or by setting
up committees to cope with each area of
interest. Their recommendations may be
carried out directly by the community council
or through the organizations concerned. Some
problems caused by a considerable lack of
understanding in the community of the mission
and contributions of the military to the local
community may require special plans of action.
These plans are integrated into the overall
community relations program. A community
relations program requires long-range or
strategic planning which in turn will require
short-range or tactical plans to accomplish
the objectives of the long-term plans. All must
be interrelated.

STEP TWO--PLANNING

You be..‘n vith a draft of the proposed com-
munity relai .5 program, including a statement
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of objectives and a tentative schedule of projects
and activities. It should contain a statement of
policy and general philosophy, using suchguide-
lines as the public affairs officer, officer in
command and higher authority may provide.
The basic statement should also spell out
specific delegations of authority for community
relations activities. This will provide a frame
of reference for the listing of objectives—long-
range and short-re-.:~e—and a blueprint for
operations.

Working from : . -3neral proposal, and
considering the piczr>. objectives along with
the facts gathet<d 1. ".e survey and analysis,
you should plot . : and means of attaining
community relations goals.

With respect to each community relations
objective spelled out in the program, the follow-
ing questions should be considered:

o Which publics are involved?

® What guidelines and directives must be
complied with?

® What projects or activities can con-
tribute to the attainment of the goal?

Cutlip and Center believe that every come
munity relations project or activity must be
measured against its contributions to organiza-
tional goals. The Dupont Company follows a
checklist which measures each project with an
“analysis® formula:

® What is the objective this project is
designed to gain or approach?

Is the objective sound and desirable?
Are there collateral advantages?

Is the project feasible?

Can it be done with existing personnel?
Does it involve cooperation outside the
department?

Is . counter to sound public relations
policy?

Is it counter to company policy?

Is the expense too high in relation to
possible gain?

Can it embarrass sales, production,
research?

Where is the money coming from?

What are the penalties of failure?

Why do it now?

Why do it that way?

Who approved the project?

Who must be informed?
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Obviously, every command cannot afford a
full-blown community relations program. Others
may find it necessary to develop a phased
program, beginning with a few key programele-
ments and adding others on a scheduled basis.
Experts believe that the basic elements that a
command begin with are:

e An effective ship or station newspaper.

@ A speaker’s hureau.

e Correspoadence with opinion leaders and
decision makers. '

e Personal contact and social activity be-
tween the officer in command, the public affairs
officer and his staff, the key opinionleaders, and
decision makers of the community.

The integration of news releases and military
produced radio and TV programs within the com-
munity relations program is also worthy of
consideration. Oftentimes, proper use of these
tools can help to bring knowledge of a military
command, its activities, and its personalities
to the attention of the local populations of
neighboring communities.

STEP THREE~COMMUNICATION

The third step requires the public affairs
staff to explain and dramatize the chosen course
for a community relations program to all those
who may be affected and whose support is
essential.

Once the proposed plan has been drafted, it
should be fully coordinated within the originating
organization and given a preliminary review by
the chief of staff or executive officer of the
organization. Key staff officers should be made
aware of the proposal and have anopportunity to
express their views. For this reason, the public
affairs officer makes certain that the basic plan
is sound bothfrom a public relations point of view
and as completed staff work. Otherwise, the plan
which requires expenditure of resources that
might be put to other use by other staff agencies
may never get off the ground.

A conference or series of conferences at-
tended by key staff representatives sometimes
helps to develop understanding and acceptance
of a program, identify problems and omissions,
and give people in the chain of command a sense
of satisfaction in having helped to develop the
program. The proposal, as modified by staff
contributions, should then be presented to the
commander for approval.

The plan should provide that, once officially
adopted, all members of the organization be
made aware of it. Community relationsisa team
effort in which many individuals must play a
part. Basic information given should include
why the officer in command is concerned about

- community relations, what policy has been
adopted, what projects are planned, what par-

ticipation is desired, and why and howmembers
of the command can benefit. Some commands
have used a theme, such as “Partners in Prog-
ress,” to convey to all members of the organiza-
tion their relationship to the program and the
community.

Individuals and agencies responsible for
specific projects and activities must be informed
of their responsibility. Information must alsobe
transmitted concerning deadlines, counseling
and assistance for those participating in the
program, the system for review and evaluation of
the projects and program, and how recommenda-
tions for changes in objectives, new projects,
and so forth may be made.

The amount and kinds of information an or-
ganization should disseminate to its publics
will vary. In a community relations program
there should be provision to inform everyone in
the community about the mission and achieve-
ments of the organization, its personnel needs,
career opportunities, notable individual achieve~
ments, significant changes of key personnel, and
safety and economy achievements.

K the survey and analysis of the community
has been adequate, the public affairs staff should
be aware of the right channels of communica-
tion to accomplish specific tasks or reach
specific publics.

The average naval activity has many pos-
sibilities for interesting news stories which
would contribute to improved community rela-
tions.

Here are just a few possible community
relations subjects for timely local communica-
tion with the public:

Changes in mission or program.
Attainment of significant goals.
Decreases or increases in workload.
Introduction of new methods or devices to
increase productivity or effect economy.
Zero defects is an example.

Plang to hire more people or need to
reduce force.

Important changes in organization.
Appointments to key positions.

1€4
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® Retirements.

® Speeches or other public statements by
people.

® Plans for new facilities or closing of ex-
isting facilities.

® Achievements of military personnel and
civilian employees.

® Results of incentive awards program.

o Special events suchasawards ceremonies,
open house, dedications, launchings,
christenings, commissionings, anniver-
saries, tours, guest cruises, exhibits,
demonstrations, and so forth.

When preparing news releases, speeches,
special events, displays, or other vehicles to be
used to communicate with the internal and
external publics on behalf of a command’s com-
munity relations program, use the skills in
communication discussed throughout Journalist

3 & 2, (particularly chapters 8 and 4), chapter 6

of this manual, as well as the “Special Events®
section of this chapter. I you disregard or
improperly use the facts gathered in the com-
munity survey when designing community rela-
tions communications, the efforts may result in
mere publicity and no significant contribution
to the program.

STEP FOUR—~EVALUATION

The final step is the evaluation of the results
of the community relations program and the
effectiveness of techniques used. You use this
step to answer the questions: How did it go?
Would it have been better if something else had
been tried? This fourth step leads back to the
first step, since it is rare that a community
relations program ends abruptly once it has been
set in motion.

In addition to me:usuring the bits and pieces
of the community relations program, the overall
program should be reviewed and results meas-
ured against the objectives determined in the
second step. The end of a calendaryear is often
a significant opportunity for a public affairs
staff to prepare an evaluation of its mission
accomplishment. Some organizations publish
a narrative history, documented with examples
of significant public affairs activity. This type
of analysis serves at least two purposes. It
provides the public affairs office the opportunity
to analyze public affairs efforts and determine
the lessons learned for future reference. ™
serves as a vehicle to inform the key staff
agencies, subordinate units, and commander of

the significant accomplishments of the public
affairs office during the previous year. If the
analysis is to be used for critical evaluation of
lessons learned, the sensitive elements of the
study should be maintained for office use only,
since their release could seriously impede
the organization’s relations with the public.

Article A-T204 of - provides a
general community relations check-list. This
list, or a modified version of it, can be used to
evaluate periodically a local command com-
munity relations program.

PLANNING THE SPECIAL EVENT

A special event is an event that is staged or
conducted to dramatize a fact or convey a
message to a public. This is an important
definition, and one that you should learn.

Special events are news of a special type.
A special event is not justafact. It is a definite
event, planned and controlled. Special events,
then, are PLANNED NEWS, news thatisplanned
to achieve increased public understanding and
support for a command, the Navy, and the De-
partment of Defense.

For example, take the launching of the first
Polaris submarine. This could have been done
with the utmost secreey in order to hide the
Navy’s new capability from a potential enemy.
Or it could have been done in a matter-of-fact
manner whenever the process of construction
had reached the proper moment for floating the
new boat. Either method would have been ef-
ficient. Why was the USS George Wash%;m
sponsored by the wife of the President of the
United States and launched with waving flags,
TV cameras, a band, and a wallop with the
traditional bottle of champagne? Why didn’t
the Department of Defense adhere to complete
secrecy or merely ignore the event?

Why bother with that type of event at all?
The obvious reason is that the advantages of
world-wide news media, reports and the pag-
eantry of the event outweigh any disadvantages.
The launching of the Was n clearly showed
the world that the United States had added a
lethal weapon to its defense force. And since
the weapon, once operational, would have to be
concealed in order to be effective, the special
event served the essential purpose of proving
that the weapon did exist. As a side effect, the
launching also gave recognition to the men in
the Navy, to industry specialists who designed
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Figure 4-1.—Launching of USS George Washington.

and engineered the Polaris system, and to the
management and workers of the shipyard as well
as all the associated contractors. It vividly
dramatized the importance of seapower in a
rapidly changing world and improved the morale
of Navymen ashore and afloat. But its chief
purpose was to make the deterrent effect of that
weapons system a reality.

On a smaller scale, it is a special event
when the captain awards a letter of commenda-
tion, presents a Good Conduct Medal, or when
a 20-year chief if piped over the side to join
the Fleet Reserve. The man’s multiple would
be just as high on the next advancement exam
if the medal were sent to him through the grard
mail, as long as the proper entry were made in
his service record. And the chief’s retainer
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won’t go any further at the supermarket just
because all hands turned out to see him off. In
both cases the event is staged for its morale
effect to reward good men for faithful service
and to encourage others to serve as well.

TYPE OF SPECIAL EVENTS

Special events in which Navy participation is
authorized and sanctioned include a multitude of
happenings, all of which are described in detail
in PA Regs (Part B unless otherwise specified):

® Parades.
e Fairs.
® Band concerts.

L6
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174.13

Figure 4-2.—Even an awards presentation requires a certain amount of planning.

® Celebration of Navy anniversaries, na-
tional holidays, and military observances.

e Fund-raising events.

® Meetings, conferences, and public ap-
pearances of naval personnel. (Chapter TWO,
Section FOUR).

® Aircraft and parachutists flyovers, dis-
plays, and demonstrations.

e Open house, tours, and ship visits (see
also Part C, Chapter TWO).

e Participation by athletes, teams, bands,
color guards, and other Navy units in sports
events.

e Navy speakers (see also Ch. 5 of this
manual).
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e Orientation and guest cruises in ships and
aircraft.

e Exhibits.

e Navy art shows.

e Official honors and ceremonies such as
VIP arrivals, ship launchings and commission-
ings, changes of command, award presentations,
retirements, and dedications (Part C).

e Staging of Navy demonstrations.

e Ofticial civil ceremonies suchas inaugural
parades for U.S. presidents and state governors,

o Ship visits to foreign ports.

The planning and execution of most of the
above events are governed by complicated,
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technical DOD as well as Navy Department policy
guidance. This policy is constantly changing.
Make sure you have at your disposal and are
familiar with all current rules and regulations
referred to in the references cited above when
engaged in special events activity. There are
also many varied administrative procedures
involved such as a detailed request form for
Armed Forces participation in public events
(see Article B-1304), reports, and records,

For example, flyovers by military aircraft
at civilian public events may seem simple events
to arrange. “It’s just a few planes buzzing a
field,” might be your firstthought. There’sa bit
more to it than that.

Civilian sponsors for military flyovers of
off-base civic events must forward their request
to the Department of Defense for consideration.
While the various military services may approve
flyovers on military installations, ASD(PA) is
the only authority for approving flyovers in
the public domain.

There have beenpast occasions when off-base
flyovers were promised or flown in violation of
current directives. Additionally, the military
services have varied in their interpretations of
who may approve flyovers.

This lack of common interpretation hasledto
inconsistent responses to civilian sponsors,
resulting in embarrassment to the Defense
Department. Violations have involved participa~-
tion in events that did not meet the basic
criteria outlined in PA Regs (B-2504), were
more than regional in Interest, or involved more
than one service. The occasions or events for
which flyovers can be approved by DOD are
clearly defined in this article. Unlike other
types of participation, insurance is not required
and the sponsor has no financial obligation.

Public affairs people must be thoroughly
familiar with all regulations before evendiscus-
sing participation with a sponsor. The sponsor
must not be left with the impression that the
flyover is committed before he receives official
approval from the military Department or DOD
level.

To prevent misunderstandings, civilian spon-
sors should be provided with a copy of the
request form (see B-1304 of PA Regs) when
they request a flyover. The public affairs of-
ficer can forward the check-list through proper
channels to CHINFO (01-330)or the sponsor may
submit the request directly to the Office of the
Assistant Secretary of Defense for Public Af-
fairs. In either case, the request should be sub-

mitted to arrive in Washington 30 days before
the event is scheduled.

The sponsor should be informed that his
request must meet the basic criteria. Only
under rare circumstances will DOD approve an
exception to policy in the case of flyovers.

From the very begimning, any flying com-
mitment must be planned and executed by the
operations staff. No promises, commitmentsor

—arrangements which bear on the flight opera~

tions should be made without formal concurrence
of the operational staff. This coordination, of
course, is done by much higher authority than
the public affairs staff.

The flyover or ground display of aircraft
and related events have always been crowd-
pleasers and an effective public affairs tool.
But under-estimating the amount of coordination
required and “skirting the book® can only lead
to embarrassment for all concerned.

A Case Example

The Naval District Washington Public Affairs
Office was confronted with several unique prob-
lems when it was directed to establish a com-
mand information bureau (CIB) to provide news
releases about Navymen participating in the 1069
Presidential Inauguration.

A formal Navy Inaugural CIB had never op-
erated before. While examples of other CIBplans
were available, this one would involve unique
problems for the news teams which were re-
quired to gather the information and shoot the
photos for dissemination--a problem like the
1,700 participating Navymen who were scattered
all over the city in various phases of the In-
augural festivities. And access to these men
would be severely hampered by huge crowds,
closed streets, last-minute position changes
(sometimes several blocks), or enough FBI,
Secret Service and police security lines to defend
the city.

This CIB had to be organized{rom the ground
up. Planning began in late November 1968.
After several meetings of the " AO staff, tackling
the aspects of this CIB, a Chief Journalist
began putting the plan on paper. Working from
NAVSO P-1035 (Article A-7208) and other CIB
plan examples, the chief completed the planjust
before Christmas.

A letter of instruction (LOI) was writtenand,
with the CIB plan (see Appendix III of this
manual) and a personnel assignment annex as
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enclosures, it was distributed 3 January to all
Naval activities in the Naval District Washington.

MANPOWER.—~While the CIP plan was being
formulated, the public affairs officer began
rounding up additional manpower to supplement
his own staff. He required highly-trained and
experienced personnel in the field of newswork
and public relations due to the difficulties
expected in on-scene coverage.

The PAO was able to obtain seven reservists
for their two-weeks’ active duty training. In
addition, four area reservists, two active duty
officers from CHINFO and a Navy-employed
civilian volunteered to work during the period
of heaviest coverage—over Inauguration week-
end and the day of the ceremonies, 20 January.

Personnel on the PAO’s regular staff were

assigned to three offices. One JO and a PH
operated full-time out of the CIB. Ancther
PH/JO team remained in the District Public
Affairs Office with the assistant PAO and a
secretary to handle the usual work and to
cover the district commandant’s participation
in the al.
In addition, a JO, a PH (TAD from another
command) and a secretary were assigned to a
sub-CIB, established in the Inaugural Com-
mittee’s headquarters in downtown Washington
in the office of the Military Publicity Com-
mittee. The PAO rotated among all three
shops.

To obtain the desired coverage of Navy
personnel, JO/PH teams were dispatched from
the CIB to cover the Inaugural All-American
Gala on 18 January, the Governors’ Reception on
19 January, and the parade rehearsals.

On Inauguration Day, eight two-man teams
were stationed at predetermined points in the
parade staging and assembly areas, along the
parade route, and, that night, at the Inaugural
Ball. The use of two-man JO/PH teams worked
well and is recommended for any CIB where an
adequate number of personnel is available. In
this case, the PAO’s staff and the reservists,
supplemented by volunteers, provided plenty of
manpower. In all, there were 25 persons (11
active duty, 11 reservists, and three civilians)
manning this CIB.

Any command forming a CIB should not
overlook using reservists from the public af-
fairs companies or PR-trained people from any
reserve unit (see Part A, Chapter Six of NAVSO
P-1035). Reserve PA companies have a wealth
of experience and talent available. The senior

member of the ACDUTRA reservists for this
CIB had more than 20 years experience in the
public relations field-including radio and tele-
vision work.

Other reservists included the public relations
manager of a large corporation, a public rela-
tions assistant for one of the largest retail
chains in the world, and two who worked for the
U.S. Information Agency.

EQUIPMENT. —Both the CIB and a photo lab
in the same building were available for operation
on a round-the-clock basis.

Adequate photographic coverage would not
have been possible without the personal cameras
of the men on the teams. The equipment on hand
in the District’s PA shop—and in most shops for
that matter—is just not sufficient to put 16
photographers inthe field. Advance preparations
are a must to ensure enough photo equipment
will be available.

One piece of equipment which proved in-
valuable to the CIB’s successful operation was
planned for well in advance. In early December
the PAO and a reserve officer employed by the
GAF Corporation arranged for the loan of an
automatic print processor (GAF’s Model 1207
Transflo processor). The CIB used it exten-
sively, saving considerable time and manhours.

While other CIBs may not have such sophis-
ticated equipment available (the machine costs
$10,000), it is extremely important to have
facilities for fast processing of film and prints
to ensure timely news releases.

OPERATION.~Once the LOI with the CIB
plan had been distributed, a telephone watchwas
set up at the CIB headquarters. Up to 13
January when the first reservists reported
aboard, the CIB was manned only by a skeleton
crew to enable the other public affairs personnel
to continue their regular tasks.

The six-day period prior to Inauguration Day
was devoted to scheduling assignments and
processing of all releases obtainable in the
pre-Inaugural phase. About 30 stock releases
were prepared that required only insertion of a
paragraph or two of individual copy.

An overall story on Navy mhaugural par-
ticipation was prepared and distributed. It was
picked up and used by the Associated Press.
A photograph of Navymen in the massed flag
section (all state flags) during parade rehearsal
was used by the Washington Post.

The sub-CIB at Inaugural headquarters pre-
pared all information on Navy units and key Navy
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personnel for the official Inaugural Parade
Plan, covered the final press conference prior
to the Inauguration and photographed Navy
personnel working on the various committees
at the Inaugural Headquarters.

In all Presidential Inauguration events,
security is, of necessity tight—very tight. Ob-
taining the proper credentials to cover many of
the events was practically impossible. But with
a little ingenuity the PH/JO teams were able to
overcome most obstacles. Wearing the Navy
uniform helped in many cases.

By on-the-spot contacts and other means,
the teams were about to cover nearly all
events that involved Navy participation. At the
Governor’s Reception, for instance, the photo
team contacted the Military Aides Committee
representative, gained admission and photo-
graphed the governors with the Navy officers
serving as their military aides and, in some
canes, the Navyman driving for the governor.

At the Inaugural Ball, the Navy teamarranged
to have their names included on the admittance
list with the Navy Band providing the music.
Thus the team was able to cover all Navymen
in attendance, in addition to the band’s per-
formance.

Another team used two seats in the bleachers
along the parade route to photograph all parts
of the Inaugural Parade that included Navymen.

In all, the CIB distributed nearly 1,200 news
releases (about 500 with photos) on Navy units
and individual Navymen participating in the
Inaugural. These went to news media ranging
from TV networks, national news magazines,
and major metropolitan newspapers, to home
town weeklies, Navy newspapers, and ethnic
publications.

PINPOINTING THE PUBLIC

Special events inform or educate the publics
at which they are aimed, andthey help to cement
community relationships. They call attention
to new developments, new programs, anything
that is new and significant in the Navy. Most
important of all, special events should be used
to emphasize themes in support of community
relations objectives.

A special event should be aimed at one or
more specific audiences or publics. These may
include the internal public, the community,
regional, national or international audiences, or
special publics.

The Internal Public

Navy personnel and their dependents or
civilian employees of the Navy should be kept
up to date when possible. Events aimed at
internal audiences include family cruises;
ceremonies opening new facilities on a base,
such as a new Navy exchange, recreation build-
ings or barracks; athletic events; and most
award ceremonies.

The Community

Participation in local celebrations, assign-
ments of speakers and marching units in the
vicinity of the installation, open-house, most
air shows, local exhibits and similar eventsare
aimed at a community audience.

Regional, National Or
International Audiences

A Navy exhibit at a state fair, well publicized
launching and commissioning ceremonies, un-
veiling of new weapons, special demonstrations,
allied exercises and operations, and other major
events carry the Navy’s message to audiences
far removed from the event itself. In this
sense Navy special eventsoften play a partin the
Cold War, demonstrating our capabilities and
the firmness of our country’s policies to our
friends, potential enemies, and neutral nations.

Special Publics

Navy participation in professional or tech-
nicial meetings, assistance to youth groups
such as Boy Scouts or Sea Cadets, and pro-
grams conducted for specific organizations such
as the Navy League or veterans groups reach
people with special interests, regardless of
geographical distribution.

Practically every event affects more than
one of these publics. It is a basic principle of
public relations, however, that everything you
do should be done for a specific purpose and
with a specific audience in mind. For this
reason, and because the rifle approachis almost
always better than the shotgun, it is good to
have specific publics in mind when you’re
planning a special event.

SPECIAL EVENTS POLICY

The Navy’s policy regarding participation in
special events is clearly stated in Part B,
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Chapter 2 of NAVSO P-1036. Broadly speaking,
NAVSO P-1035 states that the Navy may par-
ticipate in events sponsored by the local com-
munity or by national organizations when such
participation will benefit mutually the Navy and
the public; when participation can be arranged
without interfering with operations or training;
when the requested support is available within
the command requesting it; and when the Navy
support part will not benetfit directly an individual
or commercial concern. Article B-2103 of
NAVSO P-1036, which implements DOD Istruc-
tion 5410.19 for the Navy, gives complete details
of the conditions under which participation will
be authorized and the level of command at which
such participation authorization may be granted.

ARRANGING SPECIAL EVENTS

There are specific techniques that apply to
-each type of special event, and it would be im-
possible in a manual of this kind to say every-
thing about all of them. There are, however,
certain basic steps in planning and carrying out
such events. The senior Journalist should know
these basic procedures, for there are many
tasks in virtually all phases of special event
work which the public affairs officer may
delegate to you. Ina command where there is no
full-time public affairs officer, a senior Journal-
ist may be the only person with the knowledge
and skills required to plan and execute success-
ful special events. In this case you will be an
important advisor to the project officer, the
executive officer, or the skipper.

Objectives

The first step is to clarify the objectives of
the event. Our definition states that special
events are events staged to dramatize a fact or
convey a message. If the eventisactually staged
primarily for this purpose (an open house, an
exhibit, a parade, or anaward ceremony) the ob-
jectives of the event dictate the details of
planning. Within reasonable limits, items that
conflict with these objectives can be changed or
eliminated. If the event has been scheduled for
some other purpose~as when a guest cruise is
arranged to take advantage of a regularly
scheduled training exercise or routine ship
movement—operational considerations normally
take precedence and public affairs plans must be
built around them. Only when public affairs
aspects are of major importance~as when a

fleet exercise is being combined with a demon-
stration for high ranking officers or VIP civil-
ians, or when an exercise overseas is planned
partly as a demonstration for people of allied
nations—are such operational plans likely to be
modified in favor of PA objectives.

Such decisions, of course, are made at
the highest levels, often on the staff of the
commander-in-chief of a fleet. The Journalist
is rarely concerned with them. On the more
immediate level where the event is carried out,
however, you will often find yourself involved
in the detailed planning of special events. When
this happens, you should ask, “Just what are we
trying to accomplish?® Even small special
events require detailed planning and time-
consuming, hard work on the partof many mem-
bers of the staff. Clarifying objectives early in
the planning process ensures that this work is
not wasted.

Planning

* There is nosingle formulayou canuse to plan
all special events. Certain guidelines can be
followed, however, and the process is not too
different from the planning process an opera-
tional commander goes through in analyzing his
mission, estimating his tactical situation, mak-
ing a command decision, and drawing up the
directive to ensure that his forces carry out
the mission.

The process starts by stating in broad terms
what you are goingtodoandwhy. For examples:

e This ship will conducta dependents’ cruise
on 4 July in order to increase dependents’ un-
derstanding of our duties and thereby enhance
morale.

e This station will hold open house on
Armed Forces Day in order to increase public
awareness of the importance of seapower and
to further our community relations objectives.

® The captain will present Good Conduct
Medals and advancement certificates after in-
spection Saturday morning in order to reward
recipients and encourage others to achieve
similar recognition.

e This ship will embark 10 Secretary of the
Navy guests while enroute from San Francisco
to Pearl Harbor in order to further the ob-
jectives of the Guest Cruise Program.

® A group of community leaders will be
flown to the U.S. Naval Academy for an orien-
tation visit in order to build support for re-
cruiting efforts to induce outstanding young men
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of the community to apply
admission.

for academy

such statements as above will help you keep
your eye onthe target inlater phases of planning.
It will probably appear in an early paragraph of
your planning directive if the event is big enough
to require one.

Next, consider the facilities you haveatyour
disposal. These may include ships, planes, and
lesser hardware ata major event, portable items
used in exhibits, and such live participants as
gpeakers, marching units, pands, and color
guakds. Along withthese “attractions,” consider
the working facilities you have at your disposal:
the size and capacity of your own oftice; logistic
support in the nature of guides, transportation,
pleachers, brochures, and other printed matter;
and the countless minor jtems that take time,
talent and usually money to produce, but which
are indispensable in a major special event.

It is only afteryou examine your event and its
objectives in light of these available facilities
that you arereadyto decide just how much can be
done and who will carry out what tasks.

At this point nothing is more important than
attention to detail. An event of major proportions
may be a miserable flop if only one detail is
omitted from the basic plan. The results of a
poorly staged public event might include adverse
pugllicity on a local, national, or international
scale.

Consider, for example, the embarrassment of
Olympic Games officials in the following incident
recounted from Coronet azine in November
1956: “The officiais were embarrassed because
in making plans some one had overlooked the
details involving the entrance of the traditional
torch bearer. When the famous Finnish miler,
Paavo Nurmi, appeared at the gates of the
Olympic stadium in Helsinki, he was de.nied
entrance. His torch had been lit in Athens and
passed by 15,000 other runners and finally to
Nurmi at the stadium. At the end of the colorful
pageantry and fanfare, Nurmi was scheduled to
appear, but the police kept him standing in his
track suit before the stadium gates, Atlast one
of the dignitaries recognized the famous runner
with the torch and gave him entrance.”

It is equally embarrassing when plans failto
provide for clearance of visiting dignitaries into
the VIP area, for delivery of brochures to the
distribution point, for media parking, for prop-
erly briefed escorts, for advance clearance for
media representatives to board boats or heli-

copters, or for any other essential detalls. All
these things can be planned far more readily
when the directive is being written than whenleft
until the last minute. When a planning directive
clearly outlines what is to be done and who is
to do it, execution becomes easier.

Executing The Plan

In the Operations Department,
sgupervising the planned action,” and the opera-
tional plann manuals saythatthebestwayto
do this is to start with a good plan.

In a major event, it is important that some-
one be designated to coordinate public affairs
matters and that he be relatively free of other
duties. If the event involves operations, opera=
hould have

ashore, one command directive probably will
include all details, including public affairs,
gecurity, and logistics.

Evaluation

The fourth major step is to evaluate the
event. This stepisas iraportant in public affairs
as an exercise critique is in operations. The
Journalist, with his media skills and public in-
formation know-how, is an ideal person to help
the command and the public affairs officer evalu~
ate special events. After each suchevent, before
you get deeply involved in the next event, ask—
and try to answer—a few questions.
event accomplish its objectives? K 80, why; if
not, why not? Did everyone know just what his
duties were and carry them out properly? What,
i¢ anything, could have been done that wasn’t
done? What kind of media coverage did we get?
Did this event help or mart our media relations,
our community relations, our internal relations?
How can we do it better next year?

In a major event, it is appropriate for the
coordinating command to request formal or
informal reports from subordinate commands.
It is always 2 good idea to check with par-
ticipants, the photo lab, media people who
covered the event, and anyone else whowas con-
cerned to find out what was well done and how
things could have been made to run more
smoothly.
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Reports

Evaluation is quite useless when not put down
on paper. So the final step is PREPARING
REPORTS. This should always be done unless
it is obviously not necessary. Your report may
be nothing more complicated than a memo
sending the skipper a clipping from the local
paper or it may be a letter to higher authority
enclosing copies of your plans, clippings, and
photographs. Ineither case, the primary purpose
of such reports is to show that has been acccm-
plished and to submit recommendations for
future events of a similar nature. Reports that
do nothing but pat you on the back and tell your
superiors what a wonderful job you did are
generally worthless.

All required reports in connection with a
particular special event is detailed in the appro-
priate sections of Part B, Chapter TWO of
NAVSO P-1085. Also, check Article A-4701 of
NAVSO P-1035 (Check-list of reports required
on public affairs matters).

Special Events Check-List

Appendix VIII of this manual contains an
excellent general special events check-list a~
dapted from PA Regs. It is recommended that the
entire contents be studied before use on specific
occasions. After study, you may prepare your
own check-list, using pertinent items and adding
others of your own choosing.

CEREMONY PREPARATIONS

Let us go back a few pages to that awards
ceremony where the skipper is going to pin a
Good Conduct Medal to someone’s chest. We
will assume there are five petty officers receiv-
ing various awards: two Good Conduct Medals,
one advancement to first class, one appointment
to chief, and one letter of appreciation to a chief
transferring to the Fleet Reserve. The captain
wants to present these awards and promotion
certificates Saturday morning after inspection.
The public affairs officer is on TAD andyou are
responsible for coverage, plus any “arranging”
that the event requires.

This is a very simple event. The crew will
be paraded at quarters. Maybe you have a band.
K you’re ashore and have a bit of room, all
hands may pass in review as part of the

ceremony. You probably have a small platform
and you’ll need a public address system.

What are your objectives? The captain wants
to praise these petty officers publicly by re-
warding them for good service and to encourage
the non-rated men in the crew to work for
advancement. This means that your plans should
ensure;

® That the skipper makes each award in-
dividually and speaks to each man.

® That all hands can hear, and if possible
see what is going on.

® That the event is covered by the ship or
station newspaper.

® That releases are made to home town
media.

This is easy. You send one of your junior
JO’s to the personnel office for the names and
locations of the men concerned. He then gets
basic home town data on eachone, supplementing
this with an interview to make sure he doesn’t
miss any good feature material. I you get this
information beforehand, there is nothing to
prevent you from preparing your story material
Friday afternoon. Then if all goes according to
schedule, you can put the releases into the mail
Saturday noon instead of leaving them till Monday
or having to work on the weekend.

Go over the plans for the event with the
exec or the personnel officer, or perhaps the
skipper himself. Make sure the men to be
honored have a place to stand during the first
part of the ceremony, that they arrive front and
center in the same order as the awards will be
handed to the captain, that the whole thing takes
place in front of the microphone, and that your
photographer will be ahle to get a shot of each
man with the skipper, with the enlisted man’s
face clearly identifiable. One way to slow the
captain down a bit is to furnish him a bit of the
background information you have on each man.
Then i he will pause and say a few words to
each man, you have a chance togetthe shot. Or
if he has a citation to read, the photographer
can use this time to get ready for the next
picture. If experience with this particular
skipper or in this location has shown that you
cannot get good pictures at the actual event,
arrange to shoot “mug® shots a few days in
advance. Then you can settle for one-over-all
shot during the ceremony—perhaps the captain
will invite the men being honored to take the
review with him.
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Major Events

If the event is more complicated, of course,
so is your job. At a major event you have to
consider many more problems than just home
town coverage of afew petty officers. These may
include some of the following:

e Deciding just what the program will be and
establishing an order of events.

e Drawing up a guest list and perhaps pre-

ring written invitations or the form for a
printed invitation.

e Making a seating plan for participants,
VIP guests, and the general public, and possibly
providing transportation or parking, or both.

e Arranging Navy photo, press, and radio/ TV
coverage.

e Putting out advance news release and in-
vitations to media to cover the event.

e Escorting newsmen and providing them
vantage points from which to do their jobs.

Obviously, you can’t do all this yourself. The
best plan is to draw up a command directive
appointing a coordinator or project officer
(usually the exec, chief of staff, or operations
officer) and assigning tasks to appropriate sub-
ordinate commands or members of the staff.
This does not relieve the public affairs officer
or senior Journalist of any of the work, but it
gives you all the authority you need to do your
job. Your command planning directive might
look something like figure 4-3.

With this as a working document, the public
affairs office “has it made.” There is no reason
why you should worry about the Secretary’s
lunch, parking arrangements, or all the other
details that are properly the concern of others
in the command. The Navy way is to give these
problems to the appropriate department heads—
just as an OpOrder gives tasks to a task unit—
and lets them carry the ball.

Arranging News Coverage

To start withthere are advance releases tobe
made and the local media must be informed that
they are welcome to cover the event.

In the hypothetical case used in figure 4-3,
responses have come in from two local morning
and one evening paper. One of the morning
papers is also covering for UPL. AP is sending
its own man. Two TV stations are sending news-
film photographers who plan both silent and

1114

sound-on film coverage. Three radio stations
are also going to record the whole event, later
editing their tape down to short insertsfor news
broadcasts. :

Your office staff consists of the public affairs
officer, yourself, a JO3, two JOSNs, one of whom
isn’t a DINFOS graduate, and a PH2. The boss
has a civilian secretary, but she does notlike to
work on holidays.

While the public affairs officer is busy work-
ing on guest lists and seating arrangements with
the exec, you start laying outyour requirements
for space, furnituro, and power. You will have
four movie cameramen, two from each TV
station. Each station will have a man witha
sound camera on a tripod. These men will need
fixed positions in front of the reviewing stand
where they can get a good view of the Secretary
and also pan around to the troops on the field.
The stands have to be sufficiently solid so that
they can use telephoto lenses, which magnify
the smallest camera movement. At the same
time, you do not have a fantastic sum to spend
on them, and you don’t want the cameramen right
in front of the reviewing stand where they
obscure the Secretary’s view of the field.

PRESS PLATFORMS.~The solution is toget
Public Works to build you some good, solid plat-
forms about 8 x 8 feet and about as high as the
floor of the reviewing stand. These should be
placed at 46 degree angles from the center of the
stand, far enough back so that they are not too
obtrusive and where they won’t interfere with the
movement of troops. At an even bigger event,
these might be made of piping or lumber and be
two or three stories high with at least two
camera levels. Find out from the stations just
what power they need to operate their equipment
and see that Public Works gets the requirements.

The radio men will also want fixed positions,
preferably a table for each station with two or
three chairs, enough for an announcer, an en-
gineer, and perhaps a director, assistant en-
gineer, or second announcer. These should be
far enough apart sn that one station will not ac-
cidentally pick up anoiuer announcer’s voice.
Again, check with the station to make sure of
power requirements. See that the TV and radio
men are there early enough to test microphone
placements in advance of the event.

Newspaper photographers and silent film
canieramen will want freedom to move around.
You will also have a Navy stiil photographer
on the field. You don’t want to impede their
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Subj: Visit of SecNav on 4 July

Encl: (1) Schedule of events
(2) Seating chart for reviewing stand

(3) Parade diagram

1. Purpose. This notice outlines ceremonies to be held on 4 July in
connection with the visit of the Secretary of the Navy.

2. Background. (Here you state briefly the reason for the Secretary's

vigsit and 1ist the important members of his party. Here, or in a
separate paragraph, you also refer to the schedule, seating chart, and

parade diagram, which are attached as enclosures to avoid making the
basic notice too long and involved.)

3. Responsibilitv. The Executive Officer will coordinate all arrangements
for this event. Other officers are assigned responsidilities as follows:

BB ok trLimd o RGP s e K, Sere "-"‘W-'Bl' N

el

Mt b W

a. First Lieutenant. Rig reviewing stand as shown in enclosure (2), :
providing chairs, bunting, a speaker's stand, and public address system :

as required. Police area immediately before ceremony.

b. Securitv Officer. Establish traffic control to insure speedy
clearance through main gate and clear passage to headquarters building.

Provide escort vehicle. Control visitor traffic and parking, as required.

c. Public Works Officer. Provide photographers' platforms as shown
in enclosure (2) and as specified by Public Affairs Officer. Provide

a:equate current for operation of recorders as requested by Public Affairs
Officer.

d. Medical Officer. Provide ambulance and appropriate personnel on
standby basis.

Act as regimental commander at inspection.

e. Senior Watch Qfficer.
Schedule

Insure that all departments are paraded in position by 0830,
rehearsal as required.

f. Commissary Officer. Provide luncheon for SecNav party, Commanding
officer, and guests, a total of 25 persons, in wing 3 of the main galley.
Party will proceed through mess line and use standard mess gear. Following
luncheon, the Secretary may inspect the Ralley.

g. Rublic Affairs Officer. Arrange news coverage as appropriate,
including such live coverage of the event as is desired by media. Keep
" other department heads concerned informed of requirements for gzate
Assist

clearance, parking, special power connections, furniture, etc.
Executive Officer in whatever coordination is required. i

4. Cancellation. This notice is cancelled 6 July.

174. 14
Figure 4-3. —A command planning directive setting up a special event. _
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movements unnecessarily, but at the same time
you are aware that too many photographers can
mess up what is supposed to be a dignified
military ceremony. Depending on the nature
of the ceremony, the space available, and the
number of media involved, you may want to
set up specific ground rules for these mobile
cameramen. These rules may include the
establishment of a pool arrangement where
each organization works from a fixed position
and all the film is avatlable to all participants.
Pools are not particularly popular with news-
men, who are in a competitive business and
don’t want to end up with the same pictures the
competition has. But they are better than no
coverage at all, and they are almost always
acceptable in a pinch. The ground rules for all
phases of special event coverage should be drawn
up well in advance, however. Newsmen who
come to cover a major event expecting com-
Plete freedom and ideal facilities will not be
anxious to come to your next show if you im-
pose restrictions and unwanted pool arrange-
ments on them without warning. They will be
especially upset if they feel the restrictions
were uunecessary.

The reporters, of course, pose less of a
problem because they want to see the entire
event. They will want advance copies of
speeches, and if none are available in advance,
they will want copies immediately afterwards.
They may want to interview important per-
sonaliiles, certainly the Secretary, and im-
mediately after the event they will need type-
writers and telephones.

MISCELLANEOUS ITEMS.~Media should
be provided with car passes or parking stick-
ers in advance, and you should make sure the
gate and the traffic control men have been
sufficiently briefed that they will recognize
and hcnor those items.

Detail the JO3 to work with the sound
cameramen, whose requirements are greatest,
and let one JOSN stand by to help the radio
men. The other JOSN will have to miss the
show. Somebody has to stand by the office
phone. The PH is out there with photographic
equipment and you and the PAO are available
to soive any problems that come up.

Because the event was planned to permit
maximum coverage and coordinated fully with
coverage intelligently arranged with much at-
tention to detail, everything ran smoothly. The
radio men got their tapes. The TV camera-

men got their film. The press had stories and
stills, and the reporters talked to SecNav, then
phoned their stories from the public affairs
office. The PAO furnished a few cups of coffee,
but fortunately everybody had to get back to
their offices and couldn’t stay for lunch. The
evening paper and both morning papers carried
pictures and stories. FEach wire service moved
a couple of hundred words. The radio stations
ran tapes on their evening shows. Both TV
stations showed film footage and one fed it
into a network newscast. The skipper told the
project officer he did a fine job of coordi-
nating, and the word was passed down the line.

IMPORTANCE OF DETAILS

Whatever the event, there is no substitute
ior attention to every detail, no matter how
insignificant some details may seem. A visitor
to an exhibit or open house, the guests at a
commissioning ceremony, or guests on an
orientation cruise should never catch the Navy
unprepared. Just as when a ship is replenish-
ing at sea or an amphibious force ig assault
a beach, every detail should be thought of and
every contingency provided for in advance.

When you have planned and organized your
show well, it fits the definition of a special
event, an event that is staged or conducted to
dramatize a fact or convey a message to a
public. As far. as special events are con-
cerned, special arrangements will help you
drive home your message.

Devices are especially important on guest
cruises and similar orientation visits. They
include such things as swecial name tags,
place cards, identifying caps or pins, book-
lets, wallet cards, humorous awards, and
other souvenirs. Their value is threefold:

® First, they represent that added touch
that shows that the Navy wants to be more than
a good host.

® Second, in many cases they contain in
capsule form the message the event is designed
to get across.

® Third, they serve to remind the Navy
guest of hispleasant and usually very educational
experience with the Navy.

Identification Tags

When a group of guests comes aboard a ship
or station it is always a problem to identify
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individuals and to ensure that people, baggage,
and transportation are routed to the right places
at the right time. This problem canbe licked if
a list of guests is made out well in advance, and
if billeting and transportation arrangements are
made before the guests arrive.

I the group is relatively small and will not be
broken into other groups, billeting is less of a
problem. Ensure that a list of names or room
numbers is furnished the quarterdeck, wardroom
steward, commanding and executive officers, and
others who should have the information. I
guests are to be billeted withthe ship’s officers,
try to get some information on each guest to the
officers concerned. A guest will feel more
welcome if his roomate knows he is coming.

K guests’ baggage is to be moved any dig-
tance by a working party, have baggage tags
already made out with each individual’s name
and billet number. Anyone who has traveled
any distance will appreciate having his baggage
delivered to his room promptly so that he can

clean up before beginning the strenuous orienta~

tion program the command may have laid out for
him.

I your group is large and you want to break
the guests into a number of sub-groups, use dif-
ferent colors for each group’s baggage tags.

Then when “red group” transfers from the CVA .

to a DLG and “blue group® goes to a cruiser,
the baggage will be kept straight and it is a
petty safe bet that Mr. Jones’ luggage will follow
him and not Mr. Smith.

This color scheme can be followed in making
out lapel identification tags, place cards, identi-
fication signs for buses, boats, or aircraft, or
any other types of identification or direction
devices you may use.

By all means encourage guests to wear lapel
tags. These should be large encugh so that they
can be read at a distance of about ten feet.
Include each guest’s profession or business and
home town as well as his name on these tags.
Suggest that the guests wear them on their RIGHT
lapel, This way thetags canberead easily when
the guests are shaking hands, Tags on the left
lapel are nearly invisible in this position,

Booklets and Programs

People coming aboard ship for a guest cruise
or even for a simple open house like to know what
is happening and to have something to take away

with them. For this reason, no event of this
type is complete without a program.

The easiest type of program to prepare for
an open house is a special edition of the ship or
station newspaper. Devote most of the front
page to the event and print a program there or
on the back page. X appropriate,printa map on
the back page showing the location of major
points of interest and routes to follow. The re-
mainder of the issue can be devoted to the usual
content of the paper.

For small groups, one simple program should
contain only the information a guest needs without
snowing him under a tremendous amount of
superfluous information. By printingsuccessive
sections on different size pages and indexing each
section at the bottom of its first page, the com-
mand has prepared an attractive book witha great
deal of useful information arranged for ready
reference.

Some commands have compiled attractive
photo brochures for VIP groups that serve both
to emphasize the objectives of the cruise or
orientation visit and also as a souvenir of the
trip. Photographic coverage is carefully planned
in advance and the best shots are selected and
printed horizontally, 4 x 6 inches, on § x 7 inch
single weight glossy paper in the finished book.
Leave a half inch margin on the left side for
binding.

Captions, planned to emphasize the message
the Navy wants to plug are typed and photo-
graphed. An electric typewriter is used because
its clear type photographs well. Captions are
printed, again on 5x 7 single weight glossy
paper, so that they take up considerably less
than the 4 x 6 size of the pictures. The printed
captions will be trimmed flush on the top,
bottom, and left, and the right margin is kept
for binding.

Next dry-mount the pictures and captions
together back to back, so that when the book is
assembled the caption will appear facing the
appropriate photograph. If the job has beendone
correctly, each page is trimmed individually.
This is done with'the photo-side up, since its
dimensions are more critical than those of tie
caption. The first cut is made onthe right side,
making sure it is exactly parallel to the left
margin. Then trim the top and bottom, and the
pages are now ready for binding.

Covers are made of commercial display
board which can be covered with felt paper if
desired. The covers are cut 4 5/8 by 6 7/8
inches to protect the pages.
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Figure 4-4.—An example of a photo brochure for VIP groups.

The booklet is then bound with commercial
punching and plastic binding equipment available
at many commands. The result is shown in
Figure 4-4. The finished book is mailed to the
guest a week or two after he leaves the command.
The captain—or perhaps aflag officer-—signs the
forwarding letter which tells him it has been a
pleasure having him aboard and expresses the
Navy’s hope for his continued interest in naval
affairs.

Souvenirs

There is virtually no limit to the types of
souvenirs that can be used in special events,
many at little or even no real cost. Some com-
mands add the cost of such mementos to the
guests’ mess and entertainment bills, with the
knowledge, of course, of the guests, whousually

1
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1
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are pleased to know that neither the taxpayers
non the ship’s officers are digging into their
pockets for these costs.

Aviation commands often use flight deck caps
with the command’s name embroideredon them.
These can be made up in several colors if
desired to identify different groups.

Paper weights or desk ornaments can be
fabricated from scrap materials such as flight
deck planking or aircraft metal. Many com-
mands make up wallet-size cards identifying the
guest as an honorary destroyermen or sub-
mariner, an honorary plankowner, or a veteran
of a particular operation. A number of such
cards are shown Figure 4-5. One command
awards a “Lavender Heart” medal to any guest
who suffers an injury, such as a bruised fore-
head or shin suffered in passing through a
hatchway.
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Be it known to ail good sailors of the seven seas that:

—(Rame) (Date)
was this date mmy submerged In the USS ..............c...
{1 T ccnu:.u:m of such dunking and his initation

is hereby designated an Honorary .
he !I!Mlﬂduygl

mdmvmnnoﬂnebolhm

COMMARDING OFFICER

R

wlm of Anti-Bubsusrine Warviors

Heving beoa camied ok by the stength of the Mighty Wings of
:?'&memmdm
S\ NiN3s cadls overded oll rights 00d peiviisges of

W Commonding

US.S. TORTUGA

THIS CERTIFIES THAT

Has Qualified As
HONORARY CREW MEMBER
And Has Received Special Qualification As

s En
Of Honor::y Membership i
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Figure 4-5.~Souvenir cards for guests.
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CHAPTER 5

ORAL COMMUNICATIONS

A speech is one of the most common types
of special event, one that calls for skill in
writing and presentation as well as attention
to the details of arrangement.

From the Navy’s point of view, a speech is
made for one purpose: to transmit a Navy
message effectively to the largest number of
influential people. Any naval speaker-—from
flag officer to petty officer—has this goal.

Speechmaking is a vital part of the Navy’s
public affairs program. Every time a naval
representative talks to an American Legion
post or a chapter of the D.A.R. he carries a
message—the story of the Navy. For five, ten
or fifteen minutes he has the undivided attention
of his audience, usually an audience made up of
people of some importance in the community.
I he makes a good speech, if he says something
worth saying, he makes an impression uponthat
audience. What the speaker says will be re-

membered, talked about, and, in many instances,

acted upon. In dealing with relatively small
groups, personal presentation of the Navy’scase
is still the most effective means of gaining
community cooperation.

The need for your ability to communicate
ideas through the use of the spoken word ranges
all the way from informal conversations withtwo
or three individuals—such as newsmen, news-
paper editors, public affairs staff members, and
community representatives—to formal, struc-
tured situations such as periods of command in-
formation instruction, news briefings, guided
tours, news conferences, talks to civic groups,
or researching and writing speeches to be given
by others.

As a senior Journalist, you may find yourself
jnvolved in speeches in any or all of three ca-
pacities: (1) as a “ghost writer,” (2) as a speak-
ing engagement arranger, and (3) on certain
occasions, as the speaker. It is notthe purpose
of this chapter to make you a polished speaker.
Nothing in the QUALS Manual implies this. The

114

120

-

quals state that at the E-8 level you should be
familiar with the fundamentals of speechwriting
and be able to assist in the preparationand exe-
cution of speeches to be delivered others.
flowever, In order to properly prepare yourseif
for speech writing and all the details of arranging
a speaker engagement, you should know some-
thing about the techniques of delivering a speech.

The purpose of this chapter is to provide you
with material valuable in planning and presenting
talks to the civilian public, in the techniques
and use of visual aids in presentations, in the
writing of speeches to be given by others to
community groups, and in the establishmentand
operation of a speakers bureau.

SPEECH PLANNING

There are several steps that may be used to
help pave the way toward planning an effective
presentation. These steps have been condensed
from Navy Department Speech Bureau materials,
Navy Publications and Printing Service pres-
entation guidelines (NAVEXOS P-2328 series),
and the teachings of the DINFOS Research and
Oral Communicalions Department which base
their curriculum on college speech coursesfrom
all over the country. It has been proven that
these steps have saved speechplanners, writers,
and presenters much time and anxiety inprepa-
ration. By preparation we mean the process of
planning a talk before, during, and after the
actual researching.

PURPOSES
OF SPEECHES

Every time a speaker faces a group of
people, he must have a purpose in mind. This
purpose is directly related to the response the
speaker wants from his audience when he is
through speaking. Speeches can be classified



Chapter §—~ORAL COMMUNICATIONS

into several different types according to their
general purposes and the desired audience re-
action. Figure 5-1 should prove quite workable
for you.

To Stimulate

When a speech is given to stimulate, you want
your audience to be inspired, to be aroused en-
thusiastically, or to feel awe, respect, or de-
votion. Speeches commemorating great events,
such as Independence Day, Memorial Day, or
Navy Day, and those given at rallies, pep
gsessions, and as keynotes toconventionsusually
have stimulation as their general purpose.

GENERAL PURPOSE OF SPEECH DESIRED AUDIENCE REACTION
To Stimulate Arouse Emotion or Intellect
To Convince Intellectual Agreement N
To Actuate Observable Action
To Entertain Enjoyment
To Inform Greater Knowledge
To Secure Go.odwill Gain Support
To Inttoduce Arouse Interest

174.17
Figure 5-1.—Classification of Speeches.

To Convince

When the general purpose of a talk is to
convince, you attempt to influence the beliefs
or intellectual attitudes of your audience with
evidence and proof. Political speakers urge
belief in their party’s policies, philosophers
attempt to convince people of the validity of
their ideas, and advertisers strive to convince
their listeners of the superiority of certain
products.

To Actuate

The purpose of a talk to actuate is to ob-
tain some definite observable action from your
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audience at a specific time. The fine line
between a talk to convince and o talk to actuate
stems from the fact that the talk to convinece
only attempts to change the mental processes
of the audience, while the talk to actuate re-
quires some definite action above these mental
processes. A politician who asks you to go
out and vote “yes® or *no” on a certain issue
is an example of a speaker who is speaking to
actuate. Navy recruiters, for example, attempt
to actuate people to join the Navy.

To Entertain

A speech to entertain merely requires that
the audience enjoy themselves. The purpose
of most after-dinner speakers is to entertain.

To Inform

The object of a talk to informisto have your
audience know or understand something; to in-
crease or widen their knowledge of your sub-
ject. - Teachers lecture primarily to inform,
foremen show their workmen how a certain
process operates by informing, and, most im-
portant to you, officers in command keep their
men up to date on current happenings inthe Navy
by informing.

To Secure Goodwill

Within recent years goodwill speeches have
begun to play an important part in the public
affairs of many business firms and organiza-
tions. The Navy recognizes it as a valuable
tool for gaining public support. The opportunity
for giving a goodwill speech occurs when a club
or group asks a Navy representative to teil them
about the command or its activities. Many good-
will speeches are made in foreign as well as
stateside ports of call by senior naval officers.
This is the type of speech most often used in
Navy public affairs work.

The goodwill speech is informative in charac-
ter, telling, as it does, about the organization
for which public support is sought; in another
sense, its purpose is to convince or actuate,
yet this purpose must be subordinated or even
hidden. Paradoxically, the goodwill speech is
an information speech, the object of which is to
stimulate or to convince-a sort of hybrid. Al-
though the primary purpose is to secure goodwill,
this object must not be the apparent purpose.
So far as the audience is concerned, the purpose
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must appear to be primarily informative (or
sometimes persuasive: urging common action
toward a common goal).

To Introduce

There are many occasions which will call
for you to introduce a speaker: guest speakers
at command information instruction periods,
open houses, news conferences and news brief-
ings, and public meetings. In addition, it is
often necessary for you to write a speech of
introduction to be given by another person. It
is always wise to anticipate the need for you to
prepare an introduction as an aid to the program
chairman, to introduce your officer incommand
or other naval representative at public speaking
engagements.

The main object is to create adesireto hear
the speaker; everything else is to be subordi-
nated to this aim. The duty of the person who
introduces the speaker is to introduce, not to
make the presentation. He is nottoair his views
on the subject. He is only the advance agent
for the speaker. His job is to “sell the other
man” to the audience.

Summary

Seven general purposes for speeches have
just been described. For anyspeech, there must
be a primary purpose. In satisfying this primary
purpose, one or more of the other purposes
discussed may be used. Forexample, a speaker
may want to inform (primary purpose) about the
importance of voting. While he is speaking,
perhaps some might be convinced of that im-
portance, some might be entertained by his
humor, and some might even be actuated enough
to go out and vote at the next election. These
purposes often overlap. The thing to remember
is that for any talk there can be only one pri-
mary purpose; any others which come into play
should promote that primary purpose and are
called secondary purposes.

ESTIMATING THE
SPEAKING SITUATION

After you have determined your primary
purpose, the next step is to make a complete
estimate of the speaking situation. The reason
for this estimate is analogous to the football
coach who has his team study a scouting report
of the opposition prior to the game. The same

theory applies. The more you know about your
audience, the physical situation in which you
speak, and the occasion for your presentation,
the better chance you will have to adapt your
material and delivery to fit your speaking en-
vironment.

Audience

Since the response from the audience usually
indicates whether you have achieved your desired
purpose, it follows that the more you know about
your audience, the better chance you will have
of achieving that primary purpose. Also, knowing
about the audience will enable you to choose
material which will interest them. Try to
determine:

e How many will be in the group?
& What are their occupations ?

e 1Is it a mixed group (all male or all fe-
male)?

What do they know about your subject?
What is their age range?

What is their education level?

Do they have any strong biases?

Keep asking questions until you have afairly
good image of the group. Jot down the answers
to the above questions. When you know who
makes up your audience you will have agood idea
of what will appeal to them. You can be certain
of one thing~your audience is interested in them-
selves and what affects them. Unless what you
have to say is related directly to the needs of
the listener you can predict that he will be un-
concerned. Explain how he will benefitfrom what
you are saying and you will get attentive listen-
ing. A firm understanding of your audience will
help you in selecting material which will interest
them.

Occasion

What is the reason for the talk? Is it a com-
memoration of a National holiday? Can you use
a pertinent opening to take advantage ofa specific
event? Also, who speaks before your presenta-
tion is scheduled? Will itbe deliveredbefore or
after a meal? These things cangreatly influence
the audience interest in a talk and should not be
taken lightly.

Location

Make a thorough check of the physical setup
in which your speech will be delivered. Is an
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amplifier necessary? 1s there ample lighting?
Are there facilities for visual aids? Are there
enough seats? Answering questions like these
is a vital part of preparing a successful talk.

DELIVERY
METHODS

Although you now have a purpose and have
analyzed your audience, occasion, and location,
a new problem confronts you before you actually
begin working on the talk. That problem re-
quires you to choose a method of delivering
the talk once it is completed. Why decide this
first? Simply because the degree and type of
preparation varies with each different method
of delivery. There are four principal methods
of presenting a speech: :

® The Impromptu Method

¢ The Memorization Method

® The Manuscript Method

® The Extemporaneous Method

Impromptu Method

The impromptu method is completely un-
planned. You are at a meeting of the Chief’s
Club Advisory Board and someone says some-
thing you disagree with. So yougetup and make
an impromptu speech. Or you are on leave in
your home town and stop to see your old high
school principal. He asks you to come upstairs
and tell the senior class a little bit about your
experiences in foreign ports.

Unless you are one of those rare people who
can talk on any subject at any time, impromptu
speaking probably is difficult for you. You may
find yourself nervous, tongue-tied, andunable to
think of a thing to say, much less express your-
self clearly. This is a perfectly normal re-
action to an unfamiliar situation and it shouldn’t
disturb you. This nervousness isboth physical
and psychological, and you should attack it on
both levels.

On the physical level, start by making your-
self comfortible. Stand naturally on both feet
with your knees relaxed and take several deep
breaths. Regulate your breathing and talk slowly
enough so that you never run out of air. As you
get into the subject, you will begin to feel better
and the pounding in your chest and wobbling
about the knees—neither of which is apparent
to your audience no matter how obvious they may
be to you—will gradually subside. At the end
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of three minutes you probably won’t even notice
these symptoms any more.

On the psychological side, remember that
your fear is based on the unfamiliarity of the
situation, not on the fact that you have to talk.
Obviously you know something about the subject,
probably more than anybody else in the room
does, or. you wouldn’t have been asked to speak
in the first place. You could say the same thing
to three sailors around a mess table with no
strain. 80 it’s really the situation, not what you
have to do, that’s got you nervous.

Now as far as the situation is concerned, it
is a pretty safe bet that the audience is reason-
ably well disposed to you personally and toward
what you're going to say. If they weren’t you
wouldn’t have been invited to speak. As we’ve
already said, your nervousness NEVER is as
apparent to the audience as it is to you. If you
ever detected that a speaker felt bad, rest as-
sured that he really felt a lot worse. Further-
more, the reaction of an audience toward a
nervous speaker rarely is contempt. They al-
most always feel sympathetic toward him. So
tell yourself that you know considerably more
about the subject than anybody else there, that
the audience is friendly, and that all you’'re
doing is talking to them—and you talk to people
every day without getting nervous. You’ll be
surprised how much this approach will do for
your self-confidence.

But even an impromptu speech isn’t wholly
unplanned. Any time you’re in asituation where
you might be called on to speak, it'sa good idea
to think over what you might say if you were
called on. And even if you didn’t do this, you
always have 30 seconds or maybe even a couple
of minutes between the moment youlearn you’re
to be called on and the time you have to start
talking. Use this time to pin down the major
points to get across. Why are you talking?
What is the objective you want to accomplish,
If you could say one sentence, what would it be?
Try toform a mental outline of four or five points
supporting your main theme plus an opening
sentence, If you havetime, decide exactly where
you want to end. If you dothis, you will make the
best of the most difficult of all speaking situa-
tions,

Memorization Method

Memorizing a talk word for word goes to
the - ovposite extreme from the impromptu
method. '~ Some speakers can use this methtod
effectively, but too often it results in a stilted,
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inflexible presentation, simply because the
speaker is more concerned with his material
than he is with his audience.

Unless you are an experienced actor, mem-
orization is absolutely the worst way to pre-
sent a speech. When you memorize, you usu-
ally are committing WORDS AND SENTENCES
to memory rather than a SEQUENCE OFIDEAS.
The result is a canned routine that wouldn’t
sell vaccum cleaners, much less the Navy. It
is an expressionless, boring presentation that
leaves your audience in doubt as to your sin-
cerity and even your knowledge of the subject.
Another major weakness of this approach is
the fact that if you forget a word or a sentence
you may omit important portions of your talk
without knowing it, or, worse still, find that
you don’t know where you are, what you’ve said,
or what comes next. Inrecovering you may omit
or even repeat parts of the talk.

Manuseript Method

A great many Navy speakers read speeches
which have been written out word for word.
This method is almost as inflexible as memo-
rizing it. Again, it sets up a barrier between
the speaker and his audience as the speaker
must pay close attention to what he is reading
and cannot react to the responses of the audi-
ence. Occasionally, talks are read effectively
when the speaker is particularly gifted and
practiced at reading, but, for the most part,
reading talks should be left to special circum-
stances, such as:

® When the verbatim text has been or will
be released to the news media and itis probable
that the speaker will be quoted extensively.

e When the subject matter involves security
or policy considerations so sensitive that the
exact wording is important.

® When the talk is heing broadeast and
timing is critical.

It takes a lot of experience and usuaily a bit
of training to read a speech effectively. And
a speech is read effectively only when it sounds
as though it weren’t being read. This method
is not recommended for your own use, and if
you are called on to help any officer or petty
officer prepare a speech, you should do what
you can to discourage iim from reading from
a completely prepared text.
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Extemporaneous Method

The extemporaneous method is the one usu-
ally employed by most good speakers. To the
uninitiated “extemporaneous” sounds synony-
mous with “impromptu” or “extempore,” but in
the language of public speakers it means some-
thing quite different. The delivery seems to be
off the cuff, while actually the material hasbeen
well prepared and rehearsed. An extempo-
raneous delivery is a happy medium betweenthe
overly casual impromptu and the stiff memo-
rization or manuscript. The talk is very care-
fully planned and outlined in detail. Sometimes
a complete draft of it is written out; but this
draft is only used in rehearsal. The talk is
delivered from an outline with the speaker mem-
orizing the sequences on the outline, but never
the exact wording. What makes the extempo-
raneous method so effective is that it borrows
the good qualities from the other three methods
of speaking without incorporating any of their
bad qualities. A thorough and careful use of
the extemporaneous method will result in a talk
as polished as a memorized one, and certainly
more vigorous, flexible, and spontaneous.

There are other advantages of the extempo-
raneous method. With an outline you can adapt
your talk to the situation, dwelling longer than
you had planned on points that seem to need
more explanation or emphasis and shortening
or even skipping some areas entirely. This is
next to impossible with several pages of fully
worded text.

Also, the outline takes up less space than a
full text. The outline of a five page speech
might fiton a § X 7 inch index card, or at most
on one typewritten page. The fewer pages you
have to rustle around the podium the better off
you are, particularly if there isn’t a podium!

Remember that speaking extemporaneously
roquires the speaker to memorize the sequences
in his talk, but not the exactwords. The easiest
method of doing this is by preparing and using
a Key Word Outline. This outline is a skeleton
of the talk, a sort of structural blueprint from
which you speak. You condense what you intend
to say into “key words” which serve to remind
you of your ideas and the order in which you
present them. Regardless of where you speak,
the key word outline is an invaluable friend if
used correctly. A diagram of this outline
appears in figure 5-2.

The EXPLANATION (part II), of the outline
in figure 5-2 is geared for a talk with two main
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L. INTRODUCTION

C. Motivation

. EXPLANATION

2. Support

3. Support

2. Support
3. Support

ill. SUMMARY

A. Attention Step (method used in gaining initial attention)

B Limited Objective (statement of cxactly what you are going to talk about)

1. Appeal (statemem of how the ;udieme will benefit)

2. Support (an example making the appeal sound realistic)

A. First Main Point (sentence of fact or idea to be covered)

1. Support (fact, example, analogy, etc. clarifying first point)

B. Second Main Point (sentence of fact or idea to be covered)

1. Support (fact, example, analogy, etc. clarifying second point)

A. Recap the Main Points (restatement of what you have said)
B. Re-emphasize motivation (why the audience should remember what you said)

C. Forceful Conclusion (method used in ending the talk)

—
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Figure 5-2. —A diagram of thg key word outline.

points. If you had three main points, “C” would
appear after “B” in the EXPLANATION. If you
had only one main point, you would not need A
or B because the main point would follow directly
after “EXPLANATION.” The remainder of this
section will concentrate on developing the key
word outline. Explanations and examples will be
given on all three major steps: the introduction,
the explanation, and the summary. Also, the
number cf supports under any main point is
flexible depending upon the main point and the
supporting material available.

INTRODUCTION
OF SPEECH

The beginning of any talk is the introduction.
An effective introduction should arouse the
interest of the audience (attention step), sum-
marize in one simple sentence what will be
covered in the talk (limited objective), and give
the audience a good reason to listen to that
limited objective (motivation). Every effort
should be made to keep this part of the talk
short, meaningful, and interesting.
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Attention Step

The speaker who believes that he will have
no difficuities in maintaining interest is relying
on the hope thathe is a novelty and that people
are breathlessly awaiting his words. Itis true
that, for the first few seconds, the speaker i8 a
novelty and the audience will be interested in
looking him over. But it i the next few seconds
that count, as it is within this time that the first
words are spoken and those first few words must
really capture the audience. There are two
criteria in selecting material for your attention
step:

e Make sure your attention step is directly
related to your subject.

e Make sure your attention step is not 80
bizarre that it detracts from the rest of your
talk.

Outside of these considerations, the only
limiting factor for an attention step is the
imagination of the speaker. The following tech-
niques should give you an jdea of the many ways
to begin a talk.

BEGIN WITH AN INTERESTING ILLUSTRA-
TION.~Actual incidents from real life, stories
from literature and hypothetical illustrations
may be used as attention steps. 1f effectively
used, the story opening has great appeal and is
almost guaranteed to arouse and maintain at-
tention.

For example:

During the Second world war, Fleet
Admiral Ernest J. King was asked by a
group of newsmen just what the US.,
Navy’s public relations policy was. Admi-
ral King replied: “Don’t tell them any-
thing. When its <ver, teli them who
won.” (He had a point and 1 wonder What
Ernie King would say hadhe heard Secre-
tary. this morning. I'm sure
many of us might sigh with relief if this
policy were current. But as you know it
{s not. Even in the framework of war,
such a negative policy is not in tune with
today’s climate....). '

BEGIN WITH AN APPROPRIATE QUOTA-
TION.~A striking quotation that leads dire:tly
to the subject frequently can establishimmediate
attention.
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For example:

The Chief of the Soviet Navy has
gtated: “In the past, our ships and naval
aviation units have operated primarily
near our coasts, concerned mainly with
operations and tactical coordination with
ground troops. Now we must be pre-
pared for broad offensive operations
against sea and ground troops of the im-
peralists on any point of the world’s
oceans and adjacent territories.” (Re-
cent, but now regular, appearance of
major Soviet fleet units in the Mediter-
ranean gives subgetance to this new policy
statement. It sronouncements of that
kind which prom;. 8 to keep our Navy
modern and strong. _t is planning to meet
a threat—implied by gtatements like
that---which has expanded our Navy’s
mission almost as rapidly as advancing
technology presents us opportunities to
improve our naval capabilities.)

BEGIN WITH HUMOR.~We all enjoy a good
story that catches our fancy. If you can tell a
funny story, do 80; but make sure that the
anecdote is chosen wisely for its relation to the
presentation. A funny story may be hilarious
in itself, but unless {f focuses attention on the
subject, it is of little value. -

For example:

The title of this speech, “public At-
fairs and Command,” reminds me of what
happened to a Rear Admiral last year
when his Flag was aboard LONG BEACH,
which was finishing a tour on-the-line off
vietham. LONG BEACH was ordered to
Sydney, Australia for four days R & R.
You may recall the incident as Long Beach
was about to depart Sydney, when agood-
looking blonde got aboard, spent the night,
and apparently was about to stowaway—
when she was discovered hiding under a
bunk in the Admiral’s quarters. This
incident made headlines in Australia.
And the next day, a similar story made
the front pages of the Los Angeles news-

pers with captions reading: “BLONDE
FOUND UNDER ADMIRAL’S BED A-
BOARD USS LONG BEACH.” Since the
Admiral’s family lived in nearby lLong
Beach, he tells me the event caused quite
an eye-opener that morning at his house.
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Especially, since his wife and daughters
did not know the Admiral had unexpectedly
transferred his Flag from LONG BEACH
prior to her arrival in Australia. Imag-
ine being suspect of such a happening
and receiving no benefit because one
wasn’t even there. He has since told me:
“I’'m not sure whether I was lucky on that
one or not.” (I guess the moral of this
story is: “Keep a sharp watch on your
E_tblic affairs!® Shifting now to public
1airs activities....)

One other criterion concerning jokes. Al-
though many violate the rule when an all male
audience exists, if a joke cannot be told in
mixed company, don’t tell it at all.

BEGIN WITH A SERIES OF RHETORICAL
QUESTIONS.~A rhetorical questionis one which
requires no verbal response from the audience.
It is asked merely to get the audience thinking.
This method, if properly used, should make your
audience want to hear the answers to these
questions. For greatest effect, rhetorical
questions should be used in groups of three
of more. -

For example:

How many of you here today truly
understand the meaning of the term
“Seapower ?”

How many of you are familiar with
the tremendous role that the sea has
played inour Nation’s growth and develop-
ment?

How important is seapower to us on
the threshold of the “Space Age?”

(Never in our history has seapower
been so vital to our security as it is
today when we stand on the threshold of
the “Age of Space.” This importance
«ill increase and the term “seapower”
will take on new meanings. Although
most people have heard of the tremen-
dous role that the sea has played in our
Nation’s growth and development, too few
realize the forces that are giving new
dimensions to the uses of the oceans.
Mankind’s penetration of the skies be-
yosd our planet does not downgrade the
significance of the great depths of water
that cover three fourths of the world
on which we live. For the next few
minutes I'm going to point out to you the
powerful world forces which underline

our vital need for strong, mobile, flexi-
ble SEAPOWER...today...next year...and
throughout all the years of the foresee-
able future.)

BEGIN WITHSTRIKING, STARTLING FACTS
OR STATISTICS.—~Employing a startling fact or
statistic is a good way to “jar” your audience
into wanting to hear you clarify it. The un-
expected always arouses attention.

For example:

When Adolph Hitler launched World
War 1II, he had a fleet of about 58 sub-
marines. Today, the Russian Navy has
more than 400 in existence as compared
to our 200!! (It is a known fact the
Soviets possess the largest submarine
fleet in world history, including a growing
number of nuclear powered units. The
fleet is not aimed at the seapower of
Britain as were the U-boat fleets of the
Kaiser in World War I and of Hitler in
World War II. 1t is aimed at isolating
us from our forces, our allies, and our
resources overseas, should active hos-
tilities break out. The threat of that sub-
marine fleet alone poses the gigantic
problem of protecting our sea forces,
our commerce, and our cities from
attack. Tonight I will emphasize the
concern our Navy has over this problem
and tell you about some of the means
our ASW forces have of coping with it.)

BEGIN WITH A VISUAL DEVICE.—A visual
aid which arouses curiosity and is colorful and
interesting can be another effective way to open
a talk.

For example:

Speaker places an alarm clock on the
lectern. It quickly goes off. Shutting
it off, the speaker states, “Now is the time
to do something about Pollution.” (The
threat to our natural environment is grow-
ing every day. It's about time we woke
up to this fact and started taking a few
corrective measures. For the next few
minutes I wmld like to discuss certain
aspects of env'ronmental pollution in the
United Stateg, specifically, some of the
methods we may employ to reduce this
ever increasing danger.)*

Another example: Relating a visual device
to a more abstract and complex organization.
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Speaker holds up a bottle of pills and
says, “I have {n my hand a bottle of pills.
They are asphiin for headache, cold pills,
APC’s, and various other kinds of pain
relievers. However, they all have one
thing in common; rcgardless of the
claims, they are all designed to relieve
Pain.” (1 would like to speak to you for
& few minutes about another pain re-
liever, WHO, the World Health Organiza-
tion, a special agency of the United
Nations. Specifically, I will explain how
two functions of WHO, field work and
technical assistance, contribute to the
cause of world-wide health.)*

Remember—the first portion of the INTRO-
DUCTION is the attention step. It shouldbe re-
lated to the subject and should be geared to
arouse audience interest. When condensing the
above attention step concernirg the United
Nations into “key words,” the attention steps
would appear on your key word outline described
in figure 5-2 as follows: '

For the subject: THE UNITED NATIONS

A. Attention Step—analogy-pills and WHO =
both cure pain,

Limited Objective

Whereas the attention step is the first part
of the introduction, the limited objective isusu-
ally determined before any work is started on
your key word outline. The reason is thai the
limited objective is, very simply, a one sentence
statement of what you are going to coverin your
presentation. Before you can come up with an
attention step which leads into the limited ob-
jective, you have to determine just what that
limited objective will be,

One of the keys to success in any talk is
knowing exactly what you are going to cover in
the time allotted. (*) Notice that after the pre-
ceding examples of attention steps there
appeared in parentheses a transition and a one
sentence statement of exactly what the speaker
was going to cover. These sentences are the
result of taking a broad, general subject such
as the “North Atlantic Treaty Organization”
and cutting it down to a specific portion of that
subject. Moving from the general subject to
a limited portion of it is called “limiting the
objective.”

Since most subjects a~e much too braad to
be covered completoly in the time allocated,
let us take a broad sulject, “The North Atlantic
Treaty Organization,” and see how you, the
Speaker or speech writer, can select from it a
limited objective.

One of the easiest ways to startis to conduct
a question and answer period with yourself,
The major consideration in cutting the subject
is the time you have in which to apeak. For
example, if you had only 10 minutes to tatk
about some aspect of NATO, the cutting process
might look like this:

® Can I tell everything about NATO in 10
minutes? Of course not, cut it down,

¢ How about explaining the organizations
of NATO: the civilorganizations and the
military organization with its four major come=
mands? Telling about all the various
components which NATO comprises?

¢ How about one, two, or three things about
each various organization within NATO? The
one, two, or three idea is fine, but you can’t
sdequately cover one, two, or three areas of
each and every organization with NATO in just
10 minutes.

¢ How about briefly tracing the history and
overall mission of NATO and then explain the
importance of just one command within NATO’s
military structure? Fine, now you undere
stand limiting the objective.

Remember~the second part of an {NTRO-
DUCTION is called the limited objective. 1t is
simply a one-sentence statement of what you
are going to talk about in the time allotted.
When condensing the above limited objective
concerning NATO into key words, it might
appear on your key word outline described in
figure 5-2 as follows:

For the subject: THE NORTH ATLANTIC

TREATY ORGANIZATION

B. Limited Objective—~NATO’s history/
mission, and importance of Allied Command
Atlantic.

Mo‘ivation

A fine imaginative attention step is a sure
way to begin your talk. Follow this with a simple
statement of what you are going to cover by stat-
ing your limited objective, and the audience be-
comes aware of what you are going to say. If
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you proceed directly to the explanation or body
of your talk, you stand a good chance of losing
the attention of half that group. Why? Because
many times that audience doesn’t care one little
bit about whatever your limited objective might
be. If you assume that they will be polite and
listen to you, you are undoubtedly ignoring the
many times you have “tuned a speaker out”
because you didn’t feel what he was going to say
could benefit you.

To prevent this, it s necessary to ensure
that your objective appeals to your audience.
Therefore, the third portion of an INTRODUC-
TION 18 called motivation, and is simply caleu
lated to show your audience how they will
benefit should they spend the next 10 minutes
listening to you tell of your limited objective.

Hardly anyone does anything without first
being motivated to some extent. The wish to
impress someone important to you motivates
you to be sure you look your best when meeting
that person; the desire to qualify for advancement
is motivating you at this moment to read this
Sentence. Advertisers use the process of
“motivating” continuously, and whether you buy
one product or another usually depends upon
the skill of the adve.tiser in convineing you that
his product is more suitable for you.

Those last two words, r you,” are
essential. The underlying theory behind all
these examples is the same” “do thisorbuy this
and you will be better off.” Get that audience
to sit up and say, “that’s for me” and you will
have an attentive group throughout your talk.
Chapter 10 of Monroe’s Principles and Types
of Speech lists many diiferent and varied
approaches for motivating audiences. For
example, you might appeal to the audience’s
PRIDE, LOYALTY, FEAR, ACQUISITION AND
SAVING, INDEPENDENCE. These are but a
few of the appeals listed.

How do you know what will get your partic-
ular audience to listen? How do you know
what appeal to use? For the answer to these
questions, turn back to that audience analysis
you have already conducted. With the aid oi
this information, you should be able to pre-
dict some general similarities in your audi-
ence. Use these similarities for your appeal.
Once you make the initial appeal, it is neces-
sary to include an example of that appeal to
add reality. Simply saying, “Listen to me talk
because what I have to say will save your
lives,” is only a good start. To make that
statement convincing, follow it with an example

which ensures that what you have to sayREALLY
might save the audience’s lives.

Remember~The third and last portion of the
INTRODUCTION is called motivation. It con-
tains two parts. First, an appeal to show the
audience how they will benefit from listening,
and second, an example adding color, reality,
and personalization to the appeal.

EXPLANATION
OF SPEECH .

This s the major part of any speech. It
is often referred to as the “body.” There are
two major portions which make up any success-
ful explanation: the MAIN POINTS and the
SUPPORTING MATERIAL. :

Main Points

A main point is a concise, one-sentence
statement of a fact or idea which you want your
audience to remember. The main points in
your talk should be expressed clearly and
emphatically. There are two ways to select
main points:

o Self Emw%w. The purpose of the self
interview is to find out all you know about yowr
limited objective before doing any formal re-
search. I your limited objective is “The
Importance of the Allled Command Atlantic,”
jot down all you know concerning this sub-
ject. The more you know-about your limited
objective, the less you will have to research
later.

® Audience. The secoud way to select
main puints is to estimate what your audience
might want to know concerning your limited
objective. Many times the limited objective
you have chosen will be completely foreign to
you and the self interview will be fruitless.
I this is the case, simply choose tentative
main points based on what you think your
audience might want to know about your limited
objective. For this, consult your audience
analysis.

From these two lists—first, what you know
about your limited objective, and second, what
your audience might want to know about your
limited objective—select one, two, or three
areas which you feel you can cover adequately
in the time allotted. When you have made this
selection, condense the ideas into simple sen-
tences without losing the meaning of the points.
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This will make them easier to remember when -

presenting them.

Now that you have decided on your limited
area and number of main points, you must con-
sider the most effective way to handle the main
points. How, in a single sentence, isit possible
to tell your audience gxactly what you are going
to talk about? There are four possible ape
proaches in wording your limited objective and
main points:

¢ What
® Why
¢ How
e How To

THE ‘WHAT’ APPROACH,~-Your purpose is
to identify. What you identify can be a term,
me » type, place, person, and so forth.
In any case, your aim is teo tell what something
is~and n0 more. You are dealing with facts,
You must support these facts using material
that is meaningful and interesting. Analogies
explaining the unknown by comparing it to the
known are partioularly effective when using the
“What” approach.

For example:

“Today I would like to identify the
three main buildings of the United Nations,”

1st Main Point—One main building of
the United Nations isthe
Assembly Building.

2nd Main Point—Another main building
of the United Nations is
the Secretariat Building.

3rd Main Point—The third main building
of the United Nations is
the Conference Building.

THE ‘WHY’ APPROACH.~Your purpose is to
state characteristics or quality about your ob-
jective and then, as main points, tell why said
characteristic or quality is true. To do this,
state your limited objective and main points
in simple, declarative sentences.

For example:

“Today I would like to discuss two
reasons why the Navy places such high
priority on its antisubmarine warfare
program.”
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1st Main Point—The Soviets are known
to have more than 400
conventional subma-
rines, many times the
number which Hitler de-
ployed on his undersea
warfare.

2nd Main Point=The Soviets have a grow=
ing fleet of nuclear-
powered suhinarines, in-
cluding missile-tiring
vessels.

THE ‘HOW' APPROACH.~Your purpose is
to explain how something works, is done, can
be avoided, improves a situation, and so forth.
To do this, state in your limited objective what
your main points concern and how they will
accomplish something. Then state each main
point in a simple, declarative sentence which
will specifically explain the “how.”

For example:

“Today I would like to discuss how
NATO has stopped Communist aggression
in the North Atlantic area.”

1st Main Point-Since its formation over
20 years ago, not one
square foot of NATO ter-
ritory has fallen under
the Communist bloc.

2nd Main Point—The member nations, by

heritage, by economic
necessity, by common
futerests, and princi-
ples, have formed a
closely knit, interdepen-
dent union, for mutual
defense.

THE “HOW TO” APPROACH.—Your purpose
is to actually tell your audience howto do some-
thing. If you do not have time to explain a
complete process, then tell as much of the “how
to” as time permits. (For example; talk only
of the first step of a five step process). Phrase
your limited objective so that you state what it
is you want your audience to know how to do.
Your main points will be statements of the steps
involved.

For example:

“Let us discuss the first two steps in
obtaining (how to obtain) an absentee
ballot.”
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1st Main Point-The first step in obtain-
ing an absentee ballot
is to see your voting
ofticer.

&nd Main Point=The second step in ob-
taining an absentee bal-
lot is to write to your
election distriot for an
application form.

You probably noted a distinot pattern in the
phrasing of the main points. Good speakers
take particular pains to phrase their main points
in such a way that the meaning will be clear and
easily remembered by the audience. Toachieve
this result, you should keep in mind three charac-
teristics in good phrasing:

o Conciseness
® Motivation
¢ Parallelism

CONCISENESS. —State your points as briefly
as possible without sacrificing meaning. A
simple declarative sentence is better than a com=
pex one. Thus, “Marksmanship develops your
reflex instinct” is better than, “One of the ways
through which your marksmanship can be im-
proved is the utilization of correct techniques
to better reflex instincts.”

MOTIVATION.—~Whenever possible, word
your main points to appeal to the interests and
desires of your audience. True, in the INTRO-
DUCTION, you may include an entire step de-
voted to motivating the audience to listen, but
the more personal the entire talk, the more
interesting it will be. The more the words
“you” and “your” can be used, the more personal
the main point will be.

PARALLELISM.~Try to use the same
sentence structure and similar phrasing for
each of your main points. Wherever possible,
start each main point with the same phrase.
Word a series of main points like this:

1. Nuclear-powered ships are more flexi-
ble than conventional ones.

2. Nuclear-powered ships have a longer
cruising range than conventional ones.

3. Nuclear-powered ships require less
engineering personnel than conventional
ones.

Supporting
Material

Supporting material will constitute the bulk
of your talk. Any means a speaker uses to
olarity and make meaningful his main points
make up the supporting material. Support
material should accomplish the following in
developing main points:

fus : Clarify=Clear up doubts, eliminate gon-
on.

¢ Amplity—=FExpand, develop a complete
discussion, include all essential elements.

¢ Verify—Give factual support to prove
contentions; provide evidence for statements.

¢ Emphasize—~Make prominent; give added
stress.

There are many types of supporting material,
some of which are listed below.

USE PERSONAL EXPERIENCES.-Your ex-
periences, past and present, are an excellent
source of supporting material. Relating actual
experiences which you may have had concerning
the main point will often result in a sharp in-
crease in interest. A word of caution. Too"
many personal experiences in one presentation
may make you sound egocentric. Don’t overuse
this type of supporting material to build your-
self up, or to avoid research.

USE ILLUSTRATIONS.—Nlustrations are de-
tailed stories of examples of the idea to be
supported. INlustrations are either FACTUAL
or HYPOTHETICAL. Factual illustrations re-
late what actually happened; they describe a
situation which has actually occurred. Hy-
pothetical illustrations teil what could have
happened or probably will happen; they describe
a situation which has only the appearance of
an actual situation. Factual illustrations can
carry conviction; hypothetical illustrations are
used principally to make abstractions more vivid
and concrete.

USE FACTUAL EXAMPLES.~Factual ex-
amples are usually from qualified sources found
in libraries and give added weight to the main
point they are supporting.

USE ANALOGY.-In an analogy, simiiarities
are pointed out between that which is already
known or believed by the audience, and that
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which is not. Inatalkto inform, this is probably
the most effective way to get your audience
to remember the main point in question.

OTHER SUPPORTING MATERIALS.-The
above are the three most common and effective

forms of suppo materials. Other excellent
supporting materiais are! experionces of others,
anecdotes, teatimony, quotations, and ourrent
news events.

Remember=the EXPLANATION of your talk
consists of two parts: Main points and support-
material. The main points are conoise,
one-sentence statements of facts or {deas whioh
you want your audience to remember. Support-
ing material is any means you use to clarify,
amplify, verify, or emphasize the main points.

SPEECH
SUMMARY

as the INTRODUCTION consisted of
The three

Just
three parts, so does the summary.
portions of the summary are:

e Recapping the Main Points
¢ Re-emphasizing Motivation
e Presenting a Forceful Conclusion

Recapping The
Main Points

To ensure that your audience remembers
your one, two, or three main points, it is
always a wise idea to repeat them. A summary
should be brief but accurate.

For example:

Well, I have been talking for 25 minutes
and in this time I have said three things:

¢ Seapower is important not only to
the nation but also to my community,
my home and to me personally.

e We face a serious threat from the
fast-growing Russian seapower. It is
out to bury us at sea.

e Selling the seapower program to
nation is dependent on you and on me.

Re-emphasize
Motivation

Again, to reassure the audience that what
they now know will benefit them in some way,
it is necessary tu remind them of how they will
penefit if they remember what you have said.

For example:

You now have a working knowledge of
two combat developments in markman-
ship. It {:u ever come to grips with the
enemy, what you have learned in the past
90 minutes oould mean the difference
between life and death.

Forceful
Conclusion

The forceful conclusion is the end of your
talk and should be as dramatic and interesting
as the attention step. A weak ending diminishes
the effect of the points. The statement, “Well,
I guess Pm done® or «That’s all I've got now”
substantially reduces the impact of any presenta-
tion. The same techniques which were suggested
to open a talk can be employed to close one.
flustrations, quotations, jokes, questions, are
all good ways of closing a talk. A strong, posi- .
tive statement is one of the best. In nearly 200
years nobody seems to have improved on “Iknow
not what course others may take, but as for me,
give me liberty or give me death.” One thing
ig vital: Your closing shouid tie the entire talk
together in one cohesive unit,

SUMMARY OF
SPEECH PLANNING

In any speaking situation, the first thing to
consider is the purpose of the talk. There
are seven general purposes: to stimulate, to
convince, to actuate, to entertain, to inform,
to secure goodwill, and to introduce. All of
these purposes relate to a specific audience
response.  Although they can overlap in one
talk, there should be one rimary purpose of
which the speaker should never lose sight.

After determining your purpose, make a
careful analysis of three areas. Analyze your
audience, situation and occasion. This estimate
will aid you in interesting your audience and in
achieving your general purpose.

The next step is to decide on the best way
to deliver your talk., The extent of prepara-
tion and research will depend upon your choice.
There are four methods of delivering talks'
impromptu, memorization, manuscript, and ex-
temporaneous. The extemporaneous method is
best suited to most speeches in that itembodies
the good qualities of the other three without
incorporating their bad qualities.
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Tha n7st effective way to prepare an ex-
temp-ranoias talk 18 by using a key word out-
line. A key word outline condenses thoughts
and ideas into “key words”® so the speaker can
memorize the sequences on the outline. There
are three major parts to a key word out:ge:
(1) the introduction, including an attention P
limited objective, and motivation; (2) the expla-
nation, inoluding main points and supporting
material; and (3) the summary, including a recap
of the main points, a re-emphasis of motivation
and a foroeful conolustion.

In preparing your key word outline, re-
member that all material should be personalized
in terms of your audience, main points should
be simple sentences using parallel construction
where it will build emphasis, and supporting
material should clarify, amplity, verify, or
emphasize the main point under which it appears.

SPEECH WRITING

The public affairs office is usually the public
speech writing department for the officer in
command. As the senior Journalist in this
public affairs position, you may be the speech
writer for the command. At the very least,
you can expect to be called on sometime during
your career to write an occasional speech for
the skipper and perhaps for other senior
members of his staff. If your command is
large enough to have a formal speaker’s bureau
in operation (discussed at the end of this chapter),
you will be required to maintain several “canned”
speeches and slide presentations for various
occasions. ]

Speaking engagements in nearby communities
are an integral part of the public affairs plan
for gaining public support and understanding.
Opportunities to speak are being sought more and
more by all commands within the Navy. There-
fore, the skipper and public affairs officer will
expect you to assist them in researching and
preparing, or in writing, the manuscripts of
talks given by them or a representative of the
command,

This job falls to the public affairs office
not only because the officer in command does
not have the time to prepare a different speech
for each occasion, but also, because your
office should be in an excellent position (1)
to assess the audience’s needs, desires, and

interests in asking for a speaker; and (2) to’

determine the gaps in public understanding con-
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cerning activities, policies, and missions of your
organization or installation.

In most cases these speeches will be far
more effective it they are delivered extempo-
raneously from a carefully prepared outline.
Very few speakers can deliver a speech effec-
tively from a manusoript. However, there are
times when it is advantageous or even essential
to prepare the full manuscript.

The advantages of a written speech are:

e It provides opportunity to revise, edit,
and polish the speech until it is literally a gem.

) can be submitted for clearance and
checked closely for policy or security viola-
tions.

® It reduces the possibility of a serious
misquotation on critical matters.

® It assures the speaker of meeting the

time nmigﬁtions on radio, television or at a
civic clu jon.

® Advance release can be made to news-
papers to assure more complete and accurate
coverage.

AUDIENCE
ANALYSIS

In the preparation of a written speech, the
analysis of the audience, the situation, and
occasion, take on increased importance. An
extemporaneous speaker can adjust his material
as he is presenting it. Thefeedback he receives
from his audience dictates certain changes and
sometimes elaboration of a part or two.

The speech writer has no such opportunity.
If he errs even in the slightest detail in his
analysis, the speaker has no other recourse
but to wade through an ill-adapted manuscript.
Therefore, the analysis of the audience, the
situation, and the occasion becomes more
important and must be considered in greater
detail.

In analyzing the audience, ia addition to age,
sex, background, size, a.d so forth, it is also
suggested that you talk with members of the
club or group as part of your research prior
to starting to write the speech. If possible
attend one of their meetings. This will aid
you not only in your analysis of the audience
but will also enable you to examine the physical
situation where your speaker will make his
delivery. The size of the room, the customary
seating arrangement, and the facility for using
aids might present a problem or might need
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greater attention in some circumstances; for
example, in a converted dining room type of
meeting place.

Sometimes the reason for an invitation to
gpeak may not always be apparent on the sur-
face. A commander of a fleet ballistic missile
submarine s who receives an invitation
to speak to Chamber of Commerce On the
gubject of POLARIS, should not always jump
to the conolusion that thoy are interested because
the SUBRON itself is very shortly going to be
homeported in their community. The audience
may have read that this squadron of six or
eight subs will soon be their neighbors, will be
nuclear=powered, and will carry atomic weapons
capability. Then their hidden motive for ine
viting him might conceivably be a fear of
possible harm from the nuclear armament.
On the other hand a request for a speaker may
reflect the audience’s desire to know the impact
on the community of an incoming unit. The
speech writer must know this and slant his
speech accordingly. He mustsupply the gpeaker
with the necessary facts to answer the questions
they might pose.

SPEAKER
ANALYSIS

Previously, we have been concerned with
only three adjustments: to the audience, the
situation, and the occasion. As thé speaker,
it was necessary to analyze the audience you
hoped to influence, to know their wants and to
adjust your material to their needs. But now
as the speech writer, for another speaker,
you have an additional adjustment to make: the
analysis of the speaker. To write a speech for
your CO or another person, you must put your-
self in his place, understand his aims, and try
to think the way he does. The idea is to, ina
manner of speaking, get inside the person and
learn what makes him tick. If you succeed,
your words will sound natural coming from the
man who delivers them. Make certain the speech
reflects the speaker.

As a beginning, get to know the man. Where
has he been? What has he done? Check the
personal history file and you will find some
answers. Read his previous speeches and the
comments on them to get his ideas and his use
of words. Listen to him talk and know how he
expresses himself. Pick up his pet phrases and
anecdotes. Find out if there are some words
or sounds that he can’t pronounce easily.

Develop a writing style and vocabulary suited
to his speaking personality, verbal mannerisms,
and oapability. It this is not possible, write the
speech in a straight journalism style which will
permit the speaker to personalize it himself.

STEPS IN
PREPARATION

Let's assume that your office has received
a ¢t for the commanding ofticer (or his
representative) to speak to a oivie group, What
steps would you take to assure a successful
talk and to make it worth both the audience’s
time and the skipper’s time?

Analyze

o e Analyze the audience, occasion, andloca~-
tion.
e Determine the purpose that can best be
gerved in the talk.
1. Is it merely to inform?
9. Is it to convince (or to actuate) the
audience?

8. Is it to secure their goodwill toward

the command and its activities?

e Consider the speaker and his relation-
ship to members of the group, his prestige
with the group an