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" The National Centgr for Research in Vocational Educatmn s mission is to"
~ increase the ability of diverse agencies, institutions, and organizations to" .
' solve educational problems r ating to individual career phnmng, prepara- \
tion, and pragressmm The Nhtional Centef fulfills its mission by:

® Generating knowﬁedge through research

- ] Developiﬁg edﬁﬂational programs and products

-

T . ' ! Lo

Ve
. ‘. Evaluatmg mdmdual program needs and’ Qutcomes

® Installing educational prqgrams and products

-

® Operating information systems and services )
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vide urban vocational staff members with a.
source thét thqy can consult in solving public relations problems and in’ tacilitating the outreach"
process in their particular, cities. Everynhaneads to know about vocational education. Yet indica-

., tions are that not everyone does. This problem is espeumlly «critical in- durmajor urban areas, which
comprise about 70 percent of the total population of our country and 60 percent of the tcnt.al en- >
roliment rate. Gur major urban areas also have an even gréater participation rate in pubhe welfm .

~ and many more probléms related to housing, health and education then their suburban counterparts.
Vocational education traditionally has been a strong element in city public school pmm‘ams but we
. ‘mun become m?re aggressive in getting Gut tshe word. '

Co Out putpme in emnpllmg t.hls handbcx)k“is lf% proti

-has-been written-and d{scuﬂd uhaut public’ rehtmps in genaral Relatively litt!e of”
thls lglformatmn deals speclhcally with the unique needs-of votational educatlcm .

Y. In an attempt to assxst the large cities in theu' publie rélatn:ms et‘fgrt.s The National Center
... for Research in Ym:atmnal Education Kas developed this handbook. It contains guidelines for
organizing the public across the country. Fhese jdeas are a collection from a number of soufces;

_ some were submitted by large city directoys of vocational programs and their staffs in response :

, arequest from the National Center, while others were gleaned from a meetmg of public relatiof
"EpEélﬂllSts which was held dt the Natmnﬁl Center.

¥ .The National Center is not rgcommendmg any particular ptactice as being exemplary or model.
The ideas-and practices presented are-intended tunéwe merely as references. However, it is-haped
that the material preseénted here will stimulate large cities to do an even bette: job of informing the:r
constitlients about the benefits of vocational education. N
- N Appreciation fm' their contributions to this project is extended to the project dlrea;m
- Daniel E Koble, Jr.; and the project staff; Karin Stork Whitson, chsetta Gooden, Jule Dee
* Scarborough, and Bruce Shylo. The staff also recognizes the efforts of large city dll‘BCtDl’E, the ‘
Jproject fd\nsmy committees, and workshop participants i In supgort of this prmecﬁ the reallz@
ts
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CINTRODUCTION -

“Vocational ed&ation has changed in scope since its inception. Asa component of the overall

educational system, it has increased in both prominence and complexity. As this growth has occurred,

the nun*qr of populations which are served by vocational education programs has increased. The
audlence need d;vers:ty prescribes increased pjogfram offerings to meet those needs.

. As vocational education has expanded and established linkages with career education, guidance _
snd ccunsehng, and programs for special populations, the need to publicize and tell the vocational
education story has also increased. However, publicity is only part of a greater need for communica-
tion between the vocational education program and its various target groups. A successful public
relations effort depends on a two-way communication flow — the public wants to be heard as well

~ag-informed; Inuddition toPoviding the information people desire, vocational educators must also
be aware of alr respond to what the public thinks about the vocatlorml education program,

Not only do school officials inform, but they are kept informed.
Not only do they state opinions, and express desires, but they
listen to the opinions and desires of o}:‘hers (Bagin, Grazian, and
Hamsgn 1972)

Good twoﬁway communication with their various audiences provides vocational educators
with the rationale for an active public relations program.

The coordination of the public relations (PR) program is us‘ually the regponsi i ity of the
éfficlency of a publlc relatlons Effort depends on Vcréfeful coordmanon of all lt:s Eoniponénts It
should be remembered that the public relations coordinator is just that — a coordinator. No one
person can be totally responsible fm: all that is involved in a good public relatians program. The
ggod publn: relatmns with everyone in the schdérlréystem and w1t:h the cgmmumty at la:ge as well
Involvement of the entire vocatlonal education staff in the public relations program will enhance
its chance of success.

- Literature about public relations pr" ns in schools identifies the need as being greater than'
ever, Sumption and Engstrom state that 8 .

*

\
the education venture is no longer a “‘closed corporation”
by ihe professionals. The publlc is becoming increasingly aware of
. its stake in education and is m51stmg on a more complete know- y;
ledge of thE Enterpfise which so directly affects it (1956) S 4’

Although much of the literature which deals with school public relatlons is limited to the
public school in general, much of what is addressed in the way of needs, objectives, target popula-
tions, and techniques is readily appllcable to and can be easﬂy adapted to the vocational educatlon
component. : -
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N . ‘ . Whnt is Puhhc Relatmns"
i h
> Tha first step'in developmg a public relations program is establjshing or identifying the need
for such a program. The next sfepis to make\sure that all those involved\id developing the program
know: (1) what public relation i is; and (2) what characterizes a good public relations program. Public
relations is much more than gettmg articles in'the newspaper or ,puttlng out an occaional newsletter, °
‘ Sanford (1976) defines public relations as a progtam in which a school actively seeks to:

1. learn about its community and jts needs and intejests '

2. inform the community about and 1nterpret when necessary, the purposes, pmgrams
pmblems and needs of the.school

3 involve the community in planning and evaluating school policies and programs
/
Sanford’s Dpen definition of public relations programming inclies the following statements
- on whata publu‘: relations program does: .

F

r
1. promotes the interest and participation of its audiences in the operatlon of the vocational
education prog‘ra‘gk“

2. assesses the public’s attitudes and reactions to the pmgtam and mcorporates this mformatlon
in program planning and revision

3. identifies and uses the most effective and expedient means of communicating with its audiences

4. maintains an active flow of communication abqut the progress and problems of the programs
with the community

+ B, develops programs that seek to meet student needs by mvolvmg the homegSchool, and
community

Ll -
6. establishes and maintains the confidence and support of its various audiences for the
vocational ed ucation program -

) ( .
1. develcps an atmosphere that attracts superior teachers and encourages excellence in the
vocatlonal education program

8. seeks to sa!ve the kinds of problems brought about by a lack of understanding
9. establishes a program for evaluating and improving its communication pi‘*oc::edg'r'es
Why Vocational Education Needs Public Relations

There are a number of reasons why good public relations is vital to vocational education today.’
One reason is the fact that in spite of the growth of vocational education programs and the popula-
_ tions they serve, there is still a great deal of misunderstanding about what vocational education
* really is, Many people are not aware of the function of vocational education in the overall education .~
system‘ * '

Another factor that makes good public relations vital is the decrease in student enrollment iri
& ‘ i
X r
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B the educutmnﬂ xyitem in ganeral This decrease éreates cumpetltmn for human and financial re- .
=$tﬂl in thé educational community. Programs need students, but mfoney to provide tlmae students
.. _with a quality education is alm needed. A ‘good ‘public relatlcms program will help insure mfcn'med“
_ daci:mn making. e

7 AISD mntributmg to the need for public relatmns is the issue‘of aeenuntablhty Maﬁy nehaul .
systems across the nation are experiencing a lack of support from the community in the form \ of
“no” votes on bond issues and/or tax leyies. The public is hesitant to support an educational syst.em :
or a vocational education program whlch has not demonstrated accountability for the .money in-
vested in, and entrusted to it. A good P lic relations.program is the mcxst effm:twe way for voca-
tibnal educators to show the communi ; what is happe:ung :
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* The Planning Processﬁ

Théd[n-ppﬂ-iﬂi;e of the plannmg proces,s in developmg and lmplementmg an eft‘ectwe program

= of public l'ElEtlDﬂS for vocational education can not be overemphasized. In this chapter steps in .
planning a PR pmg‘ram are discussed and examples of ways tcr aecomplish some of the steps are pro-
‘vided. . L

Establish the Position of Public Relations Ccordinataf f

. listablishing and maintaining effectiv%public relations for a vocational education program is
=~ not the job of just one person — it is'everyone’s job! Every vocational education staff member‘needs
to be aware of the.importance of his/her role in the PR program. Staff members must be invplved
in and encouraged to suport the PR program. However, Jmleg their involvement is coordmaé)ed the
program may be doomed.

()ne .person, (it could be the director or someone else designated to assume the responsibility),
must assume the role of coordinating the entire PR effort for the department. This does not need to
be a full-time job. It can be assigned as a portion of someone’s regular responsibilities. The PR coor-
dinator for vocational education should maintain a close working relationship with the district PR
coordinator, if such a position exists. Input from the staff will enable the PR coordinator to keep
current information before the public and prevent duplication of staff effort or of information re-
leased to the news media. The PR coordinator must be able to relate well to the staff and impress
on them the importance of good PR for the department. The PR coordinator must &lso be able to
motivate the staff to actively participate in the effort. 2

VY

Identify the Audiences . g

. The audiences to be served by the PR program will probably fall into two categories: internal
and external. These audiences will include thg following:

Internal Audience: External Audiences
@ Students ® Parents
# Student organizations ® Senior citizens .
® Administrators @ Representatives from business, industry,
# Other staff (counselort, student activities and labor o -
director, etc.) ® Professional organizations
® Teachers # Civic organizations
# School board memyers - ® Government agencies (local, state, and
e Advisory committees federal)

. _ ® Mass media

The fact that it is essential for general educatnra tu maintain open communication and,
subsequently, credibility with their audiences is no less true for vocational educators. The support
whlch LTEEtES goc:d Educatlon is frequently the reqult of maintamed C‘I‘Edlblllty m the éth of the

as they devglop and 1mplement a goch sy%tem of t:ummumcatmns,

ERIC

Aruitoxt provided by Eic:



R v ‘ Assess Audience Needs -
‘Information needs of both internal and external audiences should be identified. One of the
+  easiest ways to identify the information needs of the internal audiences is to listen when they taltk
abmgt vocational education. The negative opinions and attitudes which emerge can usually be
eradicatéd by providing them with correct information about goals and achievements of the voca-
tional educagion program. B ' .
. _
~ Identifying the information needs of the external audiences is usually more difficult. A ques-
tionnaire or opinionnaire is one of the most effective ways of assessing their information needs.
Borner (1972) feels that questionnaires are an effective means of determining:
1.-the general degree of understanding of and satisi‘action with the schools

2. the general degree of understanding of programs, policies, and procedures

3. the degree of understanding and attitudes of various community segments based on age,
sex, occupation, income,-children in school, specific schools, ete.

4. public readiness to support programs and innovations
5. the populafity and effectiveness of various public relations media and techniques d

We should mention here that opinion polls, ‘inies-s they are properly constructed/can create

more problems than they solve:

The trouble with most school district opinion polls is that they >
measure only one of thitee essential factors that comprise public -
understanding — those factors are public opinion, public knowledge,
and public vision. (The American School Board Journal, 1973)

However, public relations coorilinatts should also be aware of the fict that “carefully designed
and conducted public opinion polls can measure all three factors with considerable accuracy”
(Nagel, 1973). If a decision to use a poll is reached, the poll should be designed so that it reveals’
what the public thinks as well as what their thinking means. Exhibit 1 contains examples of questions
that can provide information on public opinion, public knowledge, and public vision. While these
questions were written for use by a school board and relate to the overall education program, the
ideas can easily be adapted for use by vocational educators.

The needs assessment phase of planning the public relations program is one of the most import-
ant. Therefore, it is essential that any survey instruments used be properly and carefully designed
and administered to obtain the kind of information most useful to the vocational education pmg’fa?‘l.

o

Establish goals and objectives for the public program

When the needs assessment has been completed and the resultant information compiled and

analyzed, there should be a basis for establishing program goals and objectives. There should also be
a basis for setting priorities. The goals and objectives will be based on the needs which the needs
assessment identifies as those of the audiences which the PR program hopes to serve. Bases for
determining which are to be priority goals and objectives be realistic and appropriate for both the PR

program and its intended audiences.

g 11
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~ ‘ - Exhibit 1 -,

. Typical questions that mkeasure public “opinion’:
B ) : | . .
i
1. Are you generally satisfied or dissatisfied witf; thesschooling the children in your
schools are receiving? ) i

very well satisfied = _ dissatisfied

satisfied ____ very much dissatisfied
about half and half . noopinion

Comments’

Y .

¥

-
[

2] How well do Vou believe the schools are preparing children for the following:
Very . Above Average Below No
Well . Average ' Average C)pinioné

(‘

Citizenship L — I - —_—

Parenthood

Tool skills —_— . IR

Earning a Living _ I S — -

‘Moral, ethical

Comments:

| Typical questions that measure public “knowledge™:
1. Do industrial arts courses [)Fi"[}é;l"ff studeats for a job after gradnation?
2. Do all high schools in our district offer vocational educaticn programs to Stude:r}ts‘?
3. How many adult evening school programs are available to persons who wish to learn new job skills?
Typical questions thal measure public “vision”:

1.  Would requiring every high school student to take at least one vocational education
course before graduating reduce high youth unemployment?

b2

Do the public schools need to employ career counselors to work with youngsters who do
not go on to college after high shool graduation”?

3. Isthere a need for the public schools to provide career counseling services for out-of-school youth
and adults? .

H_‘
Y]
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~ Design Program Strategies and Techniques

As soon as program goals and objectives have been established, the strategies and techniques
for accomplishing them will need to be identified. There are numerous PR methods available,
many of which are appropriate for meeting moré than one particular ;E,oal Several strategies are
presEnted later in this handbook along with suggestions on how they can be ;mplement-ed The
abstracts in the appendix present PR methods which have been tested and proved effeetwe by
vocational educators across the country. ) T

. o S Schedule the Program s /
- v’ ;o :
A calendar for PR activities should be set up for the entire year. Public relations activities

need to be timed to appropriately advertise and follow up the events in which the vocatmnal
education program is involved. In addition they should be planned in such a way that all con-
stituents are kept contmually mindful of the program, its goals, its students, and 1t5 accomplishments.

4

Implement the Program

Implementing the program is one of the most difficult and time-consuming phases of the
entire PR effort. However, this phase can be completed more effectively with adequate planning,
the judicious use of resources, and careful monitoring of each phase of the program. Teamwork
is the key to smooth implementation and maintenance of the PR operation. :

Q o Evaluate the Program

A system for program evaluation should be developed during the early stages of planning.
The gfs and objectives which are established at the beginning of the planning process will pro-
_ vide a base for the evaluation effort. An ongoing system of evaluation will enable the cgpordinator
to assess the value of each activity and of specific strategies and techniques. This will enable the
coordinator to make program changes during the coursy of the year.

Exhibit 1I provides an example of a form used by/the San Diego City Schools Regional -
Occupation Program to evaluate one activity in its PRprogram.

Exhlblt II1 is a form used by the'Houston Independent School District to evaluate its
Vocational Education Week activities.

-~

By pointing out program strengths and weaknesses, evaluation provides rationale for
changes and improvements which can be incorporated when plans for the next year are
being formulated. '

is frequently one e of thx; n;oa-jt EffELthE means nt ubtammg h;edb.;uk from partmpants or Irnm
those affected by a public re.ations a(:t,ivit,y;

yecific activities and the overall program, there
Among them are the following:

Regardless of the methods usec to evaluatey
* are a number of questions that need 1o be answered

1. Are goals and objectives for the PR program practical?

2. Can they be evaluated?

o]




Exh ibit II

e "

\

Classroom Presentation
Evgluation Form

4
I

San Diego City Sghoolg‘Regionél Occupation Prcg;am,

Please help us to continue to improve the effectiveness of" these sesslons by completmg the

folloﬂ'mg evaluation of the the classroom presentatlon

1 £ .
‘ Topic/Title ' _Date_____
o ____Check () The Appropriate Box s
. High Average | Low Dces Not Apply
Gmup Interest ) c B
My Own Interest . \ :
Usefulness of i S Lo
Session , L - -
Effectiveness of } ' .
Leader g I B - T

\

: 1. The purpose of the presentatmn wasexplained.....................—Yy€s —_no
2. The presentatlon was organized (well planned)......... .. e—YyES —NO
3. How and when will you be able to use this knowledge?

Y
A - o _
4. What information or activity was most helpful? -
\3 5. What informatibn or activity was least- helpful? J;f'
- - _ [ )
[
6. Suggestions to leader/presenter for Jmpruvements or changes -
Circle the adjectives that describe most of the classroom presentation
Academic Relevant Thought Provoking Entertaining
Enjoyable Informative Enlightning Instructive
Challenging Wasteful Helpful Too long — Too short
Slow Pleasant Frustrating Confusing
Valuable Practical Rambling Momentous
Tense Dry . ,;,,
9
17 .
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} = . & /e
o _ _ _ s
" - . Y oy e )
- 7 Evaluation of Veeetglenel Education Week Activities
? February 6-12 °
You be the Judge
\ “Give your 1mpre&?c‘ms of the activities to which you were- expe d as part of the Voeetlonal
Etkueatlcm Week involvement. Usé number 1-2-3-4-5, 1'= leeetr 5 = most i oa
Circle the numbe;s you feel best apply
i Seh_eel involvement 1 2 3 4 5 £
‘ Communication ' . . - .
Television 1 2.3 4 5
-~ “Newspaper | 1 2 3 4 5 - " R
" Radio 1 2 3 4 5 Y
* Exhibits ddministration
: - building center, mall 1 2 3 4 5
i 7 B . ) =
7 Program adminstration
building center mall 1 2 3 4 5 e )
Committee involvement , . u . s
. Number of committees 1 2 3 4 5 ' :
. it N
" Types of committees 1 2 3 4 5
Committee ’meeti'nge , 1 -2 3 4 b5 * ’ A
Cooperation of ; ¢ ‘
; .committee members 1 2 3 4 5 )
(; Overall Plan 1 2 3 4 5 C;, ,

E:épenee — To be given in meeting Wednesday, February 23, 1977
~ Time from reguler&;esigﬁﬁient

Do you approve of this method of informing the publle e‘limc‘atnonel awareness and mvolvement
in the Houston Independent School Distriet?
Comments . - N R I
Suggestions _ — i — - I

[~
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8.

9.

. Are they worded clearly?

. Whn:h audiences was the PR program ablgg.a reach?

. Which audiences were nét served by the PR program?  ° ; ~ o

e . ) r

. Does-the PR program meet the stated gaals?

. Which activities are most effective in term\s of numbers of people reached and tlme I

and money spent? - . A

Were the Nocational education staff members involved in the,PR program used effectively?
L L)
Does the staff share a strong c—ommitmegt to the PR effbrt?

I3

As these questmns are answerea it will Eecomeaa&Er to establish the direction of the plans

for the next year’s PR program. Do rot expect to prﬂduce an excellengpro
shortcomings — the first year. Do not be afraid of evaluation — it should be
stantly improve and upgrade a program. Evaluation can be one of the most e
planning implementation process. , : ;

O

ERIC

Aruitoxt provided by Eic:

anénwlthuut any -
g,a tool to con-
ful phases of the

Fos

2

R L 7 B =
5 t ;
=4 ¥
X e [
i ’ : .
\‘sk,‘f'
®
W
-/ ,
i N b
E [
11
¥ -
(o



/ T,

. -Target Audiences S
5 : ;‘; jf * ‘ EAL ) . ’- = :‘v . . ]

- € ~f o

As has been stated previously one of-the steps in the.process of planning a publi&g.rglatiéns o

program is the ident¥fication of the internal and.external'audiences the PR program will serve. This

section addresses §everal of those specific audiences; theif informatioh needs; ways in which their

support can benefit the vocational-education program; and str@gi% which can be employed to . - - .
- communicaté effeg@ely'w‘ith them. /. : o R \
: * C J‘ . & B . R § J.- . : i

f . External Audiepces - =~ . : :
. Business, Industry, and Labér Sector TSI ,
. : o 7y T . & -
The primary empasis of vocational education is the occupational placeent of students. . S
Vocational educators have a service to sell. They must assuregthe business community that students
are well prepared and can centribute positively to the'goals of the employer. y 5 [/ +-
An overview of the function of vocational education withirvthe total education program can
give potential emfloyers understanding of the need for vocatignal educatipn. An ideal way to - [
communicate Eﬁ' need to the business community is through the use of advisory councils and /
seheduled megtings between the busingss community and vocational educators. These meetings
should take plade-throughout the school year and should place special emphasis‘on.negly imple-
.mented prjograms,,ahd\chanﬁes in ongoing programs. _ b ‘ -
; Thﬁ type of curricula being offered reveals a lot about the preparation students age receiving.
Therefore, the hi¥siness community should be kept informed of the type of curricula being offered.

" To do so, an up-to-date mailing list should be kept. When appropriate, course descriptions, brochures,
newsletters, and minutes from various comiittee meetings should be mailed to target individuals and
organizations. In addition, vocatipnal educators can directly involve business, industry, and labor in

school sponsofed activitjgs. Garee} days, job fairs, and annual open house events can be enhanced by
I ¥ S, ) ‘ .

the participation and re{presentation of potential employers. N
4 i
Vocational ecﬁfcétars have the responsibility of informing the emp\loy' ent community of the
vocational plaéement ngeds of the schools. Placement needs information should include the number /
of programs, An effective advisory council working closely with representatives from the school ecan )
keep this information flowing. Arrange meetings that reflect the council’s concerns. Communicate ‘¢~
these concerns using advisory council letterhead stationery .-Stationery of this type wilt place before 3'"}":

‘the readera list of irx:jividuals and organizations that support vocational education programming. /,f

~ Many times ’empi?yers need to know that students have been successful in previous job rol’ejy

Positive prior student achievement can usually sell vocational education. Vocational educators
often fail to promote the good things that happen within their programs. Newsletters, banquets;”
awards day programs, fdllow-up studies, employers advertising that they employ vogational educa-
tion students, radio, and\television can get the message across. Solicit statements from present
employers concerning the performance of vocationdl education students. The use of these state- f;“; '
ments in newsletters and promotional spotg is impressive, - , : P

- ilgmplo_yers should bé informed of current activities and coming events that highlight vocational
preparation. The idea is to provide a continual flow of information to the business community.

13
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Most.compmnication devices can_ be demlnped thh the 5@0@1 through- mter-departmenta[
. cooperati . Full use sheuld be made of medla-related training programs to grov:de the follawmg
/ ,lzinds of ,,',j,tsm:e o - a . j \ P \
Ll Graphics and Printing &i L néwsletters brochures activiy cllendars . g J)
“"A * Audiovisual Aids o Media: - sllde/{ape Presentations, radio tape presentatxons J
o " Window Dlsplay ~ .{ .- layout-and arrangerfient of materials
:; N Cc:ﬁﬁneﬂcal A:ts/C)ccupatlons des:g‘n baafd lllustratmns for 3dvertlsmg

, £
o Empf/yers can serve as pubhc relations’ admcatésfbhéthe school. Emp!oyers ﬁust feel that
the .school appreciates their efforts. This can establish long-term relgtionships and resdurces that’ ::an
“ ~ be'tapped at a later time. When they feeljappremated theyt pass the word Students can sponsor,
- with ‘the axd-c:‘f vocational teachers, an Employer- Em'ployee Apprecnanon Breakfast. Students can
© +""handle the entire prograrh presentation and present certificates of ap'p{ematlon to their employers.
The.vocatienal educatjon department can.establish a pictorigl display of the outstanding business
contributofs to vocatjonal education programs. This display can be housed in the main entrance or
" lobby of ﬁhe school. Employers students, faculty, parents and visitors can readily witness the
‘school’s appremaﬁon for the kusiness community. Banquets, certificates of appreciation, student
. and local newspapers, PTA meetings, radio and television involvement gives the business community
- a good feeling about the schoDL its students teachers and: curnculum
t

\ Table 1 ‘displays information and suggestmns for communicating mt‘ormatmn ‘to the busméss
+ industry, and larl::g community. [t offers suggestions on what to commUnlcate how to communicate,
and when to corhunicate. . . ! _

T “ Pareht Sector . _ .

Parents want mote mfnrmatmn about SChDOlS Public relations conscious VOLatlonal educators
must be aware: ot‘ parehfs concern for: . : .
19
e wﬁ‘at the student is doing ' !
s @ how'the student is doing : .
® what special services are being offered -
@ school policies (Banach, 1974)
Parent-teacher conferences at the secondary level have beea only moderately successful in /J\
explaining for parents the progress of their children. Unfortunately, many teachers and parents -

think of this as an elementary school function. Vocational teachers'must come to grips with the
xmportance of this techmque in developing teacher-parent relationships. Additional approaches to
this transfer of information are personal phone’ calls-and letters. Constant reports of student progress
are essential, Parents need to know that their children are doing quality work; that additional study
time is necessary; and that their children need encauragement to successfully complete the task.
Vocational teachers should organize activities that will give parents a chance to view t&;r children's
work in combination with the work of -#ther students. Several ways have been cited to\ensure a
two-way communication between parenk and school. '’ N

 school welcome wagon. Parents coming '\\c
hool for the first time can be giventan* "~
I’'welcome and orientation by selected voca- %
tlonal teachers. If the school has an established

nétwork of advisory committees, this would be an

ideal activity for the group. ﬂ
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Table
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o -, Public Relations with Businessiilﬁﬂus_gfg and Lahor ' TR

What to Communicate

E

How to Comfnunicate

Role of vocational education
R N ‘ . - -
- . inthe -

= 3

B - S -

‘overall education program

Ly

B

- Advisory courcils, meetings -
with business community- .

"5 =T - EB
.

! Thrérughtj’ut the yeaf,
at time of*program -
-| ,implémentation or change

.

Cug‘nculum content »

-
4

newsletter, radio, television,
° A
letters, bulletins,
course descriptions

Brochures; advisoty councils,

/-

When apptnpri;{te

| Agtivities and coming events

P

Newspaper, radio,
television invitations

Positive student achievemnent

Newsletter, radio, news-
paper, magazine, etc.

i /

(/f
Student placeg}fnt needs

¥

=

Advisory councils, letters,
radio, television

Introduction of new pro-
grams, periodically as needed

Vocational
training opportunities

television, billboard

Appreciation
for services rendered

Banquets, certificates of

radio, student newspaper
release, newspaper,
recognition breakfasts

O
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. ® Invite representatlve grc\ups of parents to i f
. " early morning breakfast at the school. Solicit -
their concerns and suggestions for improving
- *“things.”
; ) ¢
# Attend neighborhood coffees — and take a
teacher along. Use slide-tape presentations. .
® Set up a listeners’ bureau where parents can
phone-in concerns.

# Hold demonstration classes.for parents.

# Solicit parent participation:in the organizing 7
- of job fairs, displays, and banquets (Barkelew, 1973)
Parents want to know what teachers are teaching, what courses students are enrolled in,
and whether these courses will lead to employment in worthwhile occupations. Information sheet;s
complled tD help students bECOIﬂE aware nf the poln:les and fUlES can also appmpmate for parent use.

Not only do paren¥s want to know about specific learning activities, they also have an interest
in affairs beyond the classroom:Parents are interested in the processes that will help their children
become better students — both in and out of the classroom. Tutorial services, scholarships and
senior information, calendars of special events, information relatmg to Schonl programs, advisory
(:oum:ll memberships, and field trip information are need-to-knows for parents. Vocational teachers.
can expedite fulfilling these informational needs through special monthly bulletins, PTA meetings,
neighborhood coffees, and use of advisory council letterhead stationery.

The role of vocational education within the overall educational system often is not

clearly understood by parents. How can vocational education serve students as well as the
community, state, and nation? What part does vocatlonal@catlon play in the overall educational
system? Vocational teachers must be prepared to respond to these basic informational requests. )

Responding to parents’ informational needs should result in a continual two-way flow[ :
information between the vocat ,Dnal education program and the parents. Table II displaysifforma-
tion and suggestmns for commusnicating with parents. It offers 5uggestnon5 on what to communicate,
how to communicate, and when te- communicate.

oy
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Table II

Public Relations with ParEntZS“

What to Communjt?ate

How to Communicate

. When to Communicate

H - . N
PTA meetings, coffees, tours, On-going throughout
Philosophy home visitations by selected the year; at time of new
staff members program implementation
7 ) Presentations, neighborhood Prior to beginning of
Curriculum changes coffees, newsletters, course semzier; back to school |
catalog night; as appropriate
. - Vo When needed to
Student progress Personal phone cal.s, communicate positive or
letters, parent-teacher visits e
; negative reports

Positiye student achievement

A

Personal visit, letter or phbne
call, newsletter, television,
radio

When appropriate

Calendar of special Special monthly bulletin, o
events for each month local and student newspaper Monthly - -
Various information related PTA neighborhood coffees .
to school programs arranged in various homes Twice a month

Field trips

Newsletters, permission slips
for parent signature

At least one week
prior to field trip

™

O
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%
Political aricl Quasi-political Sector .

“Vocational education programs rely very heavily on federal, state, and local sources of
-designated funding for support. Such course offerings have, in most chses, operating costs which
are higher than other nonvocational ‘programs and, therefore, must have supplemental sources of
support if they are to be successful. Political and quasi-political groups and individuals at all levels
are instrumental in makmg decisions which affect this support for vocational education. The
following,is a partial list of such groups; these groups should be considered target populatipns for +
the public relations effort: . ,

! &

LS

Political ' '
® members of the U.S. Cangreé;s
5 e members of state legislatures
® members of city governing boards

o elected federal, state, and Jocal officals who impact or. vocational programs

e clected members of state and local boards which govern vocational education

Quasi-political

® officials of the United States Office of Education and various state educational agencies

e officials of federzl and state'nrganizaﬁ@ns who lobby on behalf of vacational educsatifm )

All of these individuals and organizations must be well informed about the activities and needs
- of vocational programs in urban areas. One of the mistakes commonly made is contacting them only
when a crisis or decision-making situation arises. Constant cqntact must be maintained if the pubh(
relations program is to be effective. ?

There are two dimensions to any program whlch is designed to make a pnsmve impact on
these decision makers: public information and public relatmns ,

Public information, Maintain a mailing list of key decision makers and send them narrative
and statistical information about vocational programs on a regular basis. An occasional personalized

letter adds the personal touch needed to maintain interest.
Public relations. Humanize the decision makers’ image of your program. People in key

positions should get a warm, fuzzy feeling when they think about vocational education. They

must associate the program w1th someone whnm they like and respect or with a pleasant experience.

Above all, these key people must be involved either directly or indirectly. Sume ideas for :
generating such involvement are noted below. '

. Direct involvement. Personal involvement in the program is important. Decision makers must
see firsthand what is being done. Invite politicians or quasi-politicians to parlicipate in important

18
LY : : ' . < 5
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events such as awarlls banquets, building dedications, etc. Remember that they like large crowds of
people and want to have a'purpose in being there that will impress people with there importance
to the program, Know whit these leaders are best at doing and give them a role that will make them
look good. Nothing succeeds like success, Make people feel good about the programs by making

them feel good about their roles in those ‘programs

To involve those decision makers who won’t take part in a prog’ram t ke the program to them.
Often visits can be arranged whereby successful students, vocational studen organization officers, *
employers, parents, and others can speg\cl tm!ff with the mdi\nclus decision’ maker in his/her OfflCE
or at another canvement location. B .

. %

Indirect mvnlvem&nl:. Sométlme'glt % dlffmult to get personal mgolvemerigfrom these key

.individuals. In such cases it is wise to look for others who can reach them with the “good word.”

Fmplayees family mempbers, friends, colleagues, and constituents can have a great deal of influence
on the ﬂttltude of pohtlcmns or quasi-politicians.

A

Invjting a legislative aide to address an awards banquet or askmg the wife of a legislator to
share hel, views on educating the handicapped for productive life with a local advisory council can

"have leng-range benefits. Keep in mind that for every key, decision maker there is somerway to, or

someone that can, impact on his/her attitudes toward vocational education.

The use of letters and phone calls is good if the following guidelines are followed:
L F‘stablish your identity on a more personal basis bet'sing the less direct approach.

2.'Form letters are out. Personalize all written communichtion w1t;h some uniqgue questions

. or comments which relate to your subject only. )

3. Keep the commuinication brief and to the pmnt It is usually a good idea to follow up wrltten
correspondence with a personal phone call in order to|give the subject a chance to clarify
points which are not understood.

Key decision makers in the political and quasi-political sector are important to the success of
vocational education. We must plan a public relations program which assures that they regard

vocational education as an indispensable part of the fullemployment program. /,f«\
- ’ Internal Audiences . ;,/

Student-Sector
Students need tn be aware df' the mrationél educatimn prugram cxfferings withiq the sc;hocxl.
mmmumcate attltudes cmd fLelmgs abgut tear:hers programs support staff and admlmstratgﬁ to
their parents and friends — the taxpayers. An excellent way to ensure that students acquaint them-
selves,with vocational education is to enlist the active participation of vocational teachers in the
g’éﬁeral Orientation of students tn the school A guided tour of the voczational education department

with students who are presently Enrolled in the various vocatmnal educatlon prog‘rams will glve
students an initial introduction. One hand-out that should be distributed during this visit is a map of
the facility designating program locations. Maps of this nature serve as handy reférences and can .
be used time and time again. The Winston-Salem Forsyth County Careers Center located in North
Carolina uses the mapping format displayed in Exhibit V.

L4 B
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" Once students are aware that vocational education exists, they can consider enrolling in
- specilic programs. Course descriptions, brochures, flyers, and radio and T.V, promotion spof&\can
further inférm prospective students, both youth and adult. The use of phrases that capture the -

-attention of the audience is the first selling point. Solicit community leaders to narrate promotion

' spots on electronic media. Exhibits V, VI, and VI] are examples of radio and television promotions
used by the San Diego Schools Career Education Unit. : ,

A In addition to pmgfam offeririgs, students are interested in career information, vocational
training information, test interpretation, scholarship requirements, and vocational éducation youth

- —aetivities-Voeational student organizations extend school activities into the community and the ... ..

world of work. Through membership in vocational organizations, studentsfan better bridge the gap
between school and work, Distributgve Egucation Clubs of America (DECA); Future Farmers of
America (FFA); Future Homemaker®¥ America (FHA); Vocational Industrial Clubs of America
(VICA); Future Business Leaders of America (FBLA); and Office Education Association (OEA)
represent youth organizations found in Vocational education. Announcements of youth club
sponsored activities and events should be published in local and school newspapers and communicated
through the use of student government organizationgg posters, monthly activities calendars and person-°
to-person contacts. Youth-grganizations are Excelleﬁ?vehieles through which to inform the community
of positive student achievements. Students feel good about themselves when they are recognized by
others in the community. : ) :
_ One word of caution, however, should be noted here. It is extremely important to guard
against the exploitation of vocational student organizations as public relations devices. The major
purpose of such groups must be instructional and any public relations benefits that resul rust be
secondary to this purpose, Nevertheless, these organizations are dynamic, purposeful, and impressive
showcase items to be included in the plannéd public relations program.

In order to reach organizational goals and objectives a commitment to unity must exist

angong school personnel. Unity is created when each educator is aware and supportive of the

programmatic intentions of colleagues. Vocationakeducators have the responsibility of closing the

gap of misunderstanding and misinformation that exists between themselves and nonvocational

educators. Studies have been conducted that describe the attitudes of school administrators and

boards of education towards vocational education. We will note the results of some of these studies
- here in order to substantiate the need for vocational educators to establish informative and effective

public relations with their academic colleagues. C.

In a study completed in 1959, Woerdehoff and Bentley, found that most school administrators
and boards of education members felt that the secondary school had the responsibility for providing
students with vocational education opportunities; however, they-also felt that vocational programs
needed to be expanded at the secondary, postsecondary, and adult level in order to properly meet
the néeds of youths and adults. The administrators considered themselves to be key persons in the
development of local programs of vocational education. They felt that the success of such programs
largely depended on the degree to which they themselves had supported the programs.

Twenty-five percent of the administrators who participated in the Woerdehoff and Bentley
study indicated that academic teachers did not understand or appreciate the need for vocational

education, Administrators also concluded that the more experience administrﬁtars had with voca-
tional education, the more favorable were their attitudes toward such programs.

20
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hﬂﬂmn DIVISION

“ExhibitV

SAN DIE0O CITY SCHOOLS - . ; L e

10 psa

i".

. CAREER EDUCATION UNIT © _—

REGIONAL OGCUPATIONAL FROGRAMS (ROP) - . Good Thmugh Juna 1976 .
EOUCATION CENTEN

4100 Normal 81, Ban n-p MCA 92103
(114 2004081

San Diego City Schools Cafeer Education

a valuable trade or skill, 1 strongly recommend that

A*-.

‘your take part in your school’s career education program.
“There are hundreds of courses.. . . with instruction 7
‘ in Sgt}h areas as photography; athletics officiating, cosme-
tology, radio‘and- TV repair, advertising, and many, many more.
“One of them may give you the training and knowledge you
"need t:.a get a good job.
“For information on the career edu,éaticm, program in your high
school, see your counselor . . . or call 298-4681. That number

5
again is 298-4681. Thank you.”
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“ SAN DIEGO CITY-SCHOOLS o L

e

) . PROGRAMS DIVISION . B
CAREER EDUCATION UNIT . -
REGIONAL OCCUPATIONAL PROGAAMS (ROP)
. "EDUCATION CENTER
% 4100 Normal 81, 8an Disgo, CA 92103
{T14) 208-4881.

S e e e e = e . . N e .- S

¢« Time: 30'Seconds San Diego City Schools Career Education

Wolfman Jack: -
¥ : » ) . Y
“Hey, all you sweet little darlins’ out there . . .
this is Wolfman Jack. And what are you doing

/ after school? : : .

1
“If you're like most of us, you're probably going

to have to find a job. That’s where career education
comes in. B
“The San Diego City Schools has career education

_courses in business, industry, agriculture, health,

communications . . . hundreds of courses in all.

. your very \Dwn talegts, one that can lead fo a
lifetime career. |
“After all , . . if you're going to have to work for

" a living, you might as well do something you dig,

- you dig?”




== SAN DIEGO CITY $GHOOLS

PROGRAMS DIVISION
' GAREER EDUCATION UNIT

t. EMATBHGEHTEH .

400 Hormad 81, San Bunan Ca E‘E‘ID‘]
{714) 295-4881

Vldeo

Fﬂm 23 Secnnds

¥

Montage of Career Ed courses

Exhibit VIl

Fgr use during National Career
Guidance Week, Nov. 16 - 22, 1975,

Audio (Allonart)
Music (Up 2 gecs, then under)
Narrator (C)var music): \
“There are more than 20 thousand ways
to make a living these days.

Bitt how do you find the career that’s

“right” for you? .~

\ If yt:u 're in hlgh ;chmz;l Career
Education can help.

. San Diego City Schools CEIE‘E,T Educaticm
caﬁrs&s géme in everythiné from
busines;, health, and agriculture to
industry, communications, and publicv

1

SETV]SES

=

Match your talents with a career

training program. See your high school

" Lap to slide at 23 seconds X

] VlSlt the
CAREER CENTER
at your high school

CAREER EDUCATION UNIT
San Diego City Schools

e X, counselor . . . or visit thé Career Center
on campus. ' b
If you're going to have to work for a
living . . . you might as well find some-

thing you like.”

tv spot

£
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Almost half of the educational leadership surveyed by Karndx(1967) emphasized the need

for the training of school officals in the administration and supervistan of vocational education,

More in-service programs in vocational education were recommended.™ :

In his 1964 study-of the attitudes of high school principals, Wenrich hound that more ﬁfx’
“than half of the administrators said that a majority of their teachers viewed vocational courses - -
"as a dumping ground for the less gifted student. More than h®f,of the administrators reported that
they did not-have adequate time to devote to the development and operation of more effective
__programs for e;@plqyment*a&d youth. : ‘

, 1
Many academic educators recog:e that they need more information and support data for .
vocational education in order to encolirage program development and implementation. Vocational
educators must supply the data which exposes and supports the strong challenge that technological
change has thrust upon this nation’s political, economic, social, and educational institutions, and in-
form school administrators of this challenge. Though, full recognition of this challenge may not
be-achieved for years to come, its dimensions are now clear enough to call for massive response on
the part of American education (Venn, 1964). In hig article “The Neglected Majority,” (1967) Howe
states that educators must review and revise their atfitude toward vocational education as “an
awkward appeéndage to the academic curriculum,” He added that until educators respect vocational
education we cannot expect parents, students, the community, or industry to accept job training
as a responsibility of theschool system. Until such acceptance is achieved, it will not be possible to
provide adequate supporting services such as career counseling, work-study programs, and job
“placement. ’ '

Many educators tend to separate academic education from vocational education even if both
programs function within the same building. This separation often exists because academic teachers
are not familiar with vocational education and the vocational educator’s role within the school pro-,
gram. Constang-eemmunication is necessary in order to maintain a desirable relationship. Perhaps ;
the best and fhost effective method is person-to-person contact. Talking and exchanging ideas con-
cerning progyammatic operations can be a successtul endeavor, Specific times should be designated
for brainstorming. Brainstorming should not be scheduled during general staff meeting.

Academic teachers4hould be involved in the vocational program and vocational educators can
initiate projects that invilve academic staff members. They can serve on advisory committees judge
* youth organization contets, etc. Vocational educators must also remember that academic teachers
have an idea of which programs students feel good about and can give needed feedback to the
vocational teacher. Non-pyofessional staff can also help promote the image of vocational education.
Remember, everyone emplyyed in the school has the potential of spreading good or bad news
-about a program. '

Since the end goal of vocational education is succéssful job placement, a close working relation-
ship should be developed between tlie vocational educator and the guidance department. Vocational.
educators need to keep guidance coutgelors informed of the many occupational openings and the
type of preparation students need to meet specific job requirements. Guidance counselors are in a
pivotal position; that is, they can influence students to pursue vocational training or they can in-
fluence students to pursue other.educational avenues. Let the guidance counselor know what the
vocational program has to offer to individual students. :

School principals and board of education members need to be informed of the enthusiasm that
employers, students, and parents have for vocational training, Make sure that these individuals are

invited to vocational functions and send them newsletters and brochures illustrating what is happening
o o
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in the vocational department. Whenever possible employ these individuals to serve as media
spokespersons for your program.

‘E

Table I1I displays information and suggestions for communicating with nanv'néatiaﬂal gducators.
It offers yuggestions on what to communicate, how to communicate, and when to communicate.

+
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Table I

i - Public Relations with Nonvocational Educators *
— e — — — —
“What to Communicate How to Communicate When to Communicate
‘| * Activities and coming events Newspaper, radio, When appropriate
. television, invitations ;
: _ Bulletin board, word
Cutrent issues and concerns ‘of mouth, faculty news- When appropriate
letters, memos . ,

Calendar of special events
for each month

Monthly bulletin, local
and student newspaper

El

Role of vocational

educq?n in overall education

Faculty meetings, faculty
newsletters, workshops, and
in-service settings

Vocatioanl
training opportunities

Fairs, demonstrations,
brochures, billboards,
television

When appropriate
throughout the school year

w
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Summary

‘Today, vocational education is doing a better job of preparing people of all ages for employ-
ment than ever before. Proportionately, not enough people are being reached, but, those who are
expo me away better prepared than before, In spite of this improved effort, vocational educa:
ti(m ii bﬁ 1§ :ubjlcted to an mcr’easmg amount of pressure and criticism. A lot of this criticism is

_mlant miﬂunty in the job preparation field? Now is the time to change the public image of mcﬂtmn-
al education in our larbs cities. A well-planned and properly executed program of Mn: ralﬂtlc‘ms
‘can turn the tide. - ) .

The puBhe relations program must be aimed at promoting all levels of vocational education;
secohdary and.postsecondary as well as part-time adult. A good publle relatmns pmg’ram can serve
the following purposes: p
1. to secure more and better resources as mput for the educational proce:

u

3 to secure and hold wellsquallf’ed and motwated clients throughout the educational process
3. to secure adequate placement opportunities for program completers

Public relations is the process by which vocational educators make others féel good about
what they are doing. PR goes beyond public information, which is simply the process by which-
others are helped to understand the vocational education program. PR must go beyond bumper
stickers, public service announcements, and leaflets. Somawhara it must touch the life of each

" individual in a warm and humane way: It must EI’EEL‘E al “positive feeling” in every citizen.

ln many cltles vocatmnal educatlon Suffers from a lack of strong publu‘: support There is no

fﬂundatlon fora successful publlc relatmns !mpact in every major urbaﬁ vﬂcatmna! pragram

-

1. Survey the attitudes about vocational Educatlon held by a sample of thé populatn:m
This will reveal the nature and scope of the image problem. EEEE

' 2. Secure the support of governance and admimstratlon for mountmg a planned progTam e
r:)f public relations. ~ O S

- . =

3, Assign adequate staff to the public relations task. , . S .

1;

4, Develop ‘ annual and long -range plan for public relations in consultatlon wnth pubhc !
relations experts from business, industry, and other sources. - .

5. Put the plan into operation.
6. Ivaluate the effectiveness of the public relations program.
7. Adjust the program in light of Evaluati@n findings. o N

Above all remember that the quality of instructional programs is a key tactor Be sure everyone
is doing the best possible ,]rjb and sellmg mcatlonal education will be easy :

29 ST
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Appendix A
Appendix B

‘ . .. Appendix C
- ’ "

A:ppépdixé-s

' Abstraets of Effective Public
Relations Techniques

Rules for Preparation of a
News Release

an and What to Do tq" *

Reach the Television Audi_agée.
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2 Ab;tﬂcta of Eﬂactwe
Fubﬂe Eahtmm 'Téclmiquu

B ﬁn toﬂn lh!tncu were obtmnad from chief uﬂmmutrntms of vocntmﬂ!l eduéaticm in

large cities.or their designees. They afe intended to. 56rVe &
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;‘Astract of Effective
: Public Relations Strategy

General Topic: Career Education Awareness Program

e
L

School, Systg'fi;éar Agency: Des Moines Independent Community Schools

&

Description: ~ * a

We received less than $8,000 in federal funds for Career Education in 1975-76 to conduct
a career awareness program in our community. We used a variety of media: billboards, display panels,
brochures, radio, etc. Television was not used in the project.

Our goal centered on a survey to be conducted at the end of the year, We wanted to insure
that 40 percent of a sample of Des Mdines residents contacted would be aware of career education
in our schools, We used the students in their career education activities to design, write, and tape
the materials used in our project. Contests were held for the best student work. Different career
education topics were identified each month for six months, e.g., guidance, vocational education,
elementary, junior high. 0

At the end of the project vocational youth organization students conducted a phone survey 5,nd
we found that over 50 percent of the people responding were aware of Career Education in the
Des Moines Schools. We are in the process of trying to identify local funds to conduct a program,
to develop an understanding of career education in the community.

For further information: : ‘
Contact Person: Dick Gabriel, Supervisor
" Address: Des Moines Public Schools
Industrial Education, Vocational; and Career Iiducation
1800 Brand Avenue §
Des Moines, lowa 50307

Phone: (515) 284-7888
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Abstract of Effective
Public Relations Strategy

¥

General Topic: Other Techniques and Strategies
School, System, or Agency: San Diego City Schools Career Education

Description: . i &

l El ,d

The *“Career Education News” is a quarterly newsietter published by the San Diego City
Schools Office of Career Education. The newsletter is designed to cover Career Education programs,
activities, and related events,

Happenings in the schools, successes of individual students and teachers, legislation affecting
career education and vocational education, and cooperative ventures of the school district and
business community are featured.’

The newﬂettéfrii distributed to all career education staff; teachers; school counselors (K - 12);
community, professional, and business organizations; and Camér Ed advisory council members.

The ““Career Education News” is a great vehicle of communication for staff members and shcws
the involvement of the “world of work” with the programs offered within the schools.

For further inft;rmatian:
Contact Person: Dr, Ronald L. Detrick
. Title: Director, Career Education

; Address: 4100 Normal, San Diego, California 92103

Phone: (714) 293-8106 /



Abstract of Effective
Public Relations Strategy

General Topic: News Media

School, System, or Agency: ?arma City Schools

Description:

A constant flow of information, including photographs, is distributed to the two daily
newspapers and the one evening newspaper in the area. A public relations specialist hired by the
board of education is responsible for clearing and approving all articles. However, the departments
are responsible for roughing out their articles and taking photographs if possible.

~ Television coverage is provided for special interest activities on a regular scheduled basis.
Radio broadcasting of information regarding special programs and activities is ongoing.

The vocational radio broadcasting class provides a weekly half-hour show discussing school
problems and concerns to help inform the public. In all cases an individual is identified with each
radio station, television station, and newspaper so that coverage is given a personal flavor rather
than just sending it by mail to the media and hoping that it gets attention.

For further information:
Contact Person: William J. Kuttler

Title: Coordinator Vocational Education
Address: 6726 Ridge Road, Parma, Ohio 44129

Phone: (216) 842-5300 ’
o &
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Abstract of Effective
Public Relations Strategy

General Topic: Evening Class Schedule Mailéfﬁ":;f-
School. Bystem, or Agency: Milwaukee Area Technical Qoilege ]
Description: ;

For the last five years, Milwaukee Area Technical College has bulk mailed a complete schedule
of evening course offerings to occupant addressed within its district. This gives residents an oppor-
tunity to register for classes by mail since the forty-eight-page booklet contains all the needed in-
farmatian including registraticn farms This mailing also achieves several other things (1) provides

that resulted in the prewous yeaxs . when reglstartlons were held at campuses and Eveﬁmg centers,

(3) reduces personnel costs because it no longer is necessary to hire extras for registration; (4) makes
public aware of the great variety of course offermgs and MATC’s position in Milwaukee’s career
education community.

Pric:r to the mail registration, MATC had listed course offerings in advertisements in the after-
noon daily newspaper, This did not provide sufficient information to allow persons to register by
mail, Then we planned the complete mail registration booklet. Type was set in the college’s print
shop, but the printing and bindery work was done on a bid basis by outside printing firms. We
print 410,000 copies; 390,000 are bulk mailed at 2.1 cents per copy and the remainder are used at

' general registration. A professional mailing service addresses each, binds them according to postal
carrier route and zip code and deposits these in the Milwaukee Post Office. Considering all costs of
production, postage, and mail service we estimate that it costs 8.3 cents to place a copy of the
registratiop booklet in the hands of a postal patron. When we compared the cost to the cost of an
equivalent in a daily newspaper supplement we found that the newspaper coverage would be
approximately 80 percent of the bulk mail coverage and the advertising space cost in the supplement
would be approximately 95 percent of the direct mail project. We plan to continue bulk mailing our
-class schedule. :

For further information:
Contact Person: Fred Mulcahy
Title:- Assistant to the District D]rectr)r Public Relations
Address: 1015 North Sixth Street
Milwaukee, Wisconsin 53203

| Phone: (414) 278-6366



Abstract of Effective
g;blic Relations Strategy

géneral Topic: Student Recruitment: A Public Relations and Career Education Program for
- Vocational Education .

School, System, or Agency: Little Rock Public Schools
Description:
Specific activities which have been successful are:

1. Skills Posters sent to secondary English and social studies teachers, and to all elementary
classrooms. This procedure: (1) provided teachers with a new poster for their subject area;
(2),provided opportunities for each student in seconday school to see two posters and each
elementary student to see one poster; and (3) infused career information into the curriculum.

’ 9. Letters/Bulletins sent to appropriate people at times designed to provide services and informa-
tion to students. Examples:
(1) Parents of ninth graders receive a written invitation to open house in the spring before

registration; ’

(2) Outstanding students in math, English, and science receive letters and career information
about career options available to them in high-school — both vocational and academic
courses listed. : : R

(8) Teachers receive information related to their subject area, manpower needs, and career

, opportunities at first of the year, and requests are served during the year.

(4) Specialized subject areas such as journalism, biology, and drafting receive detailed
‘information about the area high school’s offerings emphasizing the need for vocational

" . skills and academic subjects, e.g., welding and chemistry; horticulture and bioclogy.

3. Public Service Announcements/Intercom Announcements providing information during:
American Education Week, Vocational Guidance Week, and American Vocational Week.

4, Posters and Photographs prepared by commerical art and photography sent to home schools
for display and bulletin boards in high traffic areas and in appropriate classrooms, e.g., shop
safety posters to career orientation classes. - '

5. Modified Shadowing Programs for all ages. Parents accompany primary children while older
students ride buses to the area high school to get a closer look at career fields. The programs
. savailable through teachers and counselors with students receiving an excused absence.

I. .kes one phone call, and Metropolitan makes all arrangements. :

6. Student Visitations to el?entarjschog]s to teach skills and illistrate techniques: e.g., how to
" make bookshelves in Building Trades; how to usé a pantagraph in commerical art.

7. Teacher Visitations to elementary and feeder schools to talk abou career opportunities in
their area of expertise. These career visitations are set up during the school day, and at *‘open

houses’’ and “career nights” at the home schools.

-

continued on next page

38

- Y




continued fyom page

8. Providing Career Materikils for classes at elementary and junior high school level stamped with,
“Career Information . . . courtesy of Metro Vo-Tech” to identify the source of materials.

9, Slide Presentations made available to schools by the State Departmént of Education and
disseminated to classes studying career development, '

10. Newspaper For Elementary Students showing the various skill programs available in the schools.
For further inﬁ:rmatiaJ
S o
Contact Person: Martha N. Taylor
Title: Vocational Recruiting Specialist
Address: Department of Education
Little Rock, Arkansas 72201

Phone: (501) 376-3851 ;

14



Abstract of Effective
‘ 7 Public Relations Strategy
General Topic: Student Information Program 1

School, System, or Agency: Witchita Vo-Tech Center
Description:

How well do you keep your ownstudents informed of your school’s activities and offerings?
Two things must happen..(1) Your school must produce an internal newspaper — one designed for
- your students, not outsiders. Your stuglents will tell (and show) outsiders. (2} Your students should
be knowledgeable of different training areas in your school. Have your students toured your school?
Are they able to answer questions about training programs other than the one they are attending?

Last year 6ur staff spent considerable time guiding- many of our students through the different
training areas of our school. It’s one of our better PR activities. Now you can ask our students if
they know something about other training areas — that’s PR!

For further infarmation:

Comtact Person: Eddie Gerlach
Title: Counselor
Addresa Vo-Tech Center
+ 301 South Grove
Wichita, Kansas 67211

Phone? (316) 2650771 ext. 44 ; . f,;é!ms.’:

4
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Abstract of Effective
Public Relations Strategy -

General Toﬁie: Student Orientation (Steps)
School, Bystem, or Agency: Parma City Schools
Degcriptinﬁ:

An organized orientation program has been established to introduce students to vocational
offerings. It begins in the ninth grade at an assembly-type program established to ignite interest in
career planning among it dents. This is accomplished by an assembly program centered around a

sixteen millimeter colorndvie designed and photographed in the system depicting the shops and
laboratories and student activities involved in each area.

=

In addition to the film, students presently enrolled in vocational prograng give short presen-
tations on their experiences as members of a group. This is followed by a mee{ing with counselors,
an interest survey form, a mailing to parents of a brief description of all cours offered in voca- -
tional departments, a student visitation to the program at the high school level, followed by
registration in the prerequisite courses once a decision has been made.

“The tenth grade steps include color videotape information about each program explhining
in detail the type of activities engaged in by students enrolled in those programs, the job opportuni-
ties that can be expected upon graduation, and some of the course content, equipment and materials
that students will be using if they should happen to choose a special program. This is followed by
counseling and a visitation to the program prior to registration.

During the last half of the senior year a concentrated effort is made to place each student in a
job prior to or immediately after graduation.

For further information:

Contact Person: William J. Kuttler
Title: Coordinator Vocational Education
Address: 6726 Ridge Road, Parma, Ohio 44129

Phone: (216) 842:5300

P
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Abstract Df Effective VA

~General Topic: Health Careers /
School, System, or Agency: Salt Lake City, Utah
o

Description: N 7

* The Medical Center of the University of Utah is located about two miles from East High
School. Because of its proximity to the high school and because of the growing need for qualified
people in health occupations, a health careers program has been operating for more than five years.

The Department of Labor projects an increase in health occupations by 19856 of 156.7 percent
for dental hygienists to fifty percent for registered nurses. Of twenty-eight occupations listed for
largg increases, fifteen are health :elated careers.

The students(enmlled in the health career course at East High School go to the Medical
Center twice each week for two hours to shadow some of the people who are employed in more
than seventy health related occupations. The students become familiar with health careers and may
speclallze by selecting an dccupation in the health area. They may pursue practical nursing, registered
nursing, and medical records technicians and clerks. Also students are instructed about how to he
volunteers in hospltals and nursmg homes.

ain has beéﬂ very successful. It has been added to West and South High Schools in

© Salt Lake Clty Ihe Primary Childrens’ Hospital has become involved. The people in the community
have a favorablefview of the program and the students involved. More students request the course
than can be accommodated.

Part of the expense of transporting the students to and from the hospitals has been paid by the
school district. About $12,000 of categorical money has been appmprlated by the State Education
Ageney.

For further information:
CGD@Gt‘PEtE{)DI': Bernice Raymond . )
Title: Teachér )
Address: East High School

-840 South 1300 East
Salt Lake City, Utah 84102

Phone: (801) 583-1661 . .
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~ Abstract of Effective
Public Relations Strategy

General Topic: Job Interview
School, System, or Agency: Hampton, Virginia
~ Description: - Ny

: Many vocational education graduates have some difficulty in obtaining employment because
they do not have realistic interview experience. To provide the needed interview experience, the
General Vocational Education Advisory Committee suggested we solicit the help of personnel .
directors of local businesses, This was done and twenty directors, four for each high school, spent -
one day in the schools interviewing students.

Three huiidred vocational students participated. A critique sheet was used by the interviewers
for each student and later given to the vocational counselor and then to each vocational department
chairman. These critiquesheets were then compiled and used for instructional purposes to correct
any job search skills weaknesses the students may have. Local radio, newspaper, and television
coverage was provided for publicity on the project. ‘ ’

The project was very successful. The businessmen and businesswomen became more
knowledgeable about our vocational programs, and the students experignced live interviews
from actual business personnel directors, Several students were offered émployment as a result of
the interview. '

For further information:

Contact Person: Mr. Robert B. Suber
Title: Director, Vocational Education
Address: Hampton City Schools
1300 Thomas Street
Hampton, Virginia 23669

Phone: (804) 727-6332

-
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Abstract of Effective e "
Public Relations Strategy T

General Topic: Sggcml Pro;ects or Events v ,;3

éhml Systern,at Agem:y Vocatlonal Technical, Adult Educatmn Pxnellas County, Florida

Descﬂptmn
One of the most effective techmques I used during this past year was “ingerts.” I sent
requests to all the banks asking permission to include inserts with their. statements during one
month, and oné bank, Central Plaza, agreed. Our printing class studenhs prmted them for me
(35, DOO) for just the cost of supphes Last spring the Pinellas County Comsissioners voted to -
allow me to include inserts in their 90,000 utility bills one month. These rea eached the homes of
residents in remote areas who until then were unfamiliar with the many programs we have available
to them, Information requests were tremendous o

Each year 'Continuing Educatlon at St. Petersburg Jumor College holds a Publicity and Public
Relatlons Semmar Emphasxs is placed on newspaper radlo and televnsnon press releasgs mtemews

of»news medla as well as other worthwhile mformatmn»
For further information:
Contact Person: Grayce Kerr ¢
Title: VTAE Information Specialist
Address: 3230 Ninth Avenue South -
St. Petersburg, Florida 33712

Phone: (813) 895-3671 °

‘.‘7*
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Abstract of Ertgctive :
Public Relations Strategy

, General Topic: Use of Special Events
School; System, or Agency: San Diego Cit'y Schools Career Educatié’n
Description: ’

sath year, a ‘Cn,reer Education Fair"” is held on thé mall nf a lgcal shopping center.

Fair displays the products and skills of the Saleegg Clty Schools Career Education
students. 'Exhibits featuring dozens of classes — fromi recreation aide, musical instrument repair, and
rntlum\t occupations to horticulture, radio and television repair, and media and televmcm produc-

~ tion — are manned by the students of the elmes

The Fair is held on a. Saturday. and the autdaor setting gives thousands of shoppers a good

look at the variety of programs offered in the schools. It’s a valuable recruiting tool, since many

~ high schoolers can check out the displays at their leisure. Parents are especially interested in the
exhibits, and a frequent comment from the post-high school crowd is ““Man, I sure could have used
some t:c:unes like these when [ was in high schoal ”

£ -

.
For !urther information: _ :
“Contact Person; .Dr. Ronald L. DLEECE . I -
Title: Director, Career Education ~ S Coy
Address: 4100 Nnrmal San Diego, California 921@3

Phone: (714) 293-8106
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Abstract of Effective R
i Public Relations Strategy o

4

..Géfl‘ari Topic: Sﬁg{:*ial Projects or Events ‘ f- _‘ ENRE
- ’Si;l‘lﬂgl. S}'Sti,__ﬁl;,fc:l;’ Agency: Long Beach, California -
" Description: |

. We use city-owned facilities such as the nussery tree farm and nature center for our Ornamental
Horticulture Program. This situation has given our teacher and students an opportunity to participate
in beautification and maintenance projects conducted By the city. Students were able to apply their

- skills to worthwhile activities throughout the city. Not only did the students learn by doing, they
got a lot of satisfaction from helping to improve their community — tree trimming — the city was

very pleased w§tfh the project. S -
A slide presentation i)'f the project is being edited for viewing by students, service clubs, etc.

For further information:
Contact Person: Jack Bosna o
- Title: Consultant Career Education
Address: Long Beach University School Distr.
' * 701 Locust Avenue
‘Long Beach, California- 90813

' Phone: (213) 436:9931

i
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Abstract of Effective
" Public Relations Strategy
e -
: General Topie: Specxal Events —= Parmatown on Parade

School, System, or Agem:y; Parma City Schools

Description: ,

Usually in the fall of the year near mid or late October all departments are called upon to
- present unusual and interesting activities during a nine week promotion-at the local’shopping center
mall. Several hundred thousand people from the community-fass through this area durmg a week 5
time and it is one way of getting the school news to the community.
Durmg this penad students K -'12 make presentations, do activities on a mnstfucted stage,
‘g:ve demonstrations, display projects, give workshops and short courses, and generally provide an
overﬁew of the 5cho::l s activities. : . : v

Local media are ﬂQtlflEd including radm television and: néwspager to give advance notice of
. this week long programi'dedicated to educatmn The local merchant’s association helps to subsmhze .
- the cogt of this pmject . . _ . -

_For t;urther mformatmw
: Gnntact Perscm Wnlham J. I\uttler
' " Title: Coordinator Vocational Educatmn
Address: 6726 Rldge Road, Parma, Ohio 44129

Phnne ( H)SﬂZEEBDD -
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o Abstract of Effectiv
o . - Public Relations Stn opn "

1 ,f Tnpm! Specmlly Produced Materials
i

Schml System or Agency: San D;ego City Schools Career Education

De;cﬁptmn ’ ) ,«-,i ,
Each fall over 25,000 exghth tenth, and twelfth grade students in the San Diego Clty Schonls

. complete a survey’ caﬂed the Career Planmng Inventory (CPI). One of the questions on the CPI asks

students to pmk themcurren’t f!rst and second choices from a list of 133. occupatmns

" For further information: w o

Bmchures have been develaped for each of these accupatmns whn:h provide mt‘ormatlon
about the job; how to prepare for it; the average salary ranpe; local, state, and national job outlook;-
and various relatéd careers. : 7 . &

Each brﬂchure also lists high school and career education courses-which can help a studeng

, prepare for that particular career. Students are given those partlgulat brechures for which they

‘.

indicated an interest. . . -

S
In addition, school-by-school listings of all students and their career preferences are made
available to the schools’ counselors. These lists are used to contact students to inform them of
career and vocational education courses which may be of interest to-them.
\

Contact Person: Dr. Ronald L Detrick
' Title: Director, Career Education
Address: 4100 Normal, San Diego, California 92103 -

Phone: (714) 293-8106

A b
=

-
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¢ " Abstract of Bffective . , o - "

Yo Tl o Publie'RelmnmStntagy e, .;
'_ ;GamrlLTuple. Specially Producacf Matam]; L et ; o o :d il

School, S?ihﬂl, or Aﬂam‘.y Sanémgm@nty Schncls Career Eéfxcatmg . * ; , * *
:Miptinni "j g’ : “ . - iﬁ @ ! .. o o - _’

» A half-hom' tilm called “L&nmﬁg A ;ivmg was i’)tt:E:ced by the San Ehe?u City Scho@ls .
’ E)fflce of Cueﬁ Edu%atmn ﬁ Teatm'es a varjety of prpgr s and M@s c:ffered b@tha City Sc-haels
j‘ BTN . g—v’
Tha l’llm apothgh& :tuc],ents at w&rk in several cartd educatmp clasmcm; and commumity=. ¢
) M hokpijt. clnf-hmg stor@, bauks, na;gbc-mputﬂ fac;btlesfﬂnd many mure, 7

i

o

lour Sin Diega telénslnn statmns have broadcast the film as a public semee program, , -
The fiA is also daedmg community and parent gathérings. Videe tape topies were made and
distnbuted to all of the city’s high schools for.use in rec:mting students into cm‘%:' leation

_pragrams%v b '

RY C . « !
*

5

Sim;t it; prnductmn in 1975, we've gatten a lot of mileage from “L.earmng A Liviag.” .
It lms value both asa public information toof(via telewsxon bmadcﬁt) and a tecrultmg tool within

the sghcmls R _ 3
For further information: ' -
i « - ContactPerson: Dr. Ronald L. Detrick . ' .
Title: Director, Career Education |
Address: 4100 Normal, San Diego, California 92103
B ( ‘Phone: (714) 2938106 | "
4 ; 25
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L , _ Abstract of Effective
S e Pubhc Relations Strategy .

. Lt gﬁ

‘General 'kme Use of Spacmlly Prcndueed Maternals

LES E

Sehoa], Systém, or A,gqmsy; Naw_'pcs'ﬂ: News, fV irginia
: _Daenptmn

The vocational educatlon staff developed a three-screen sln';le tape presentation whlch was
shown at the first general vocational sd\ﬂsnry council meeting. The presentation capsuled the
vocational offerings and community in twelve minutes. Featured on slides were the students in
class, on the job activities, and club activities. Pictures told the whole story. No narrative was used.
The advisory council received the presentation warmly because it yas a completd.change of pace
from people talking “at them” during the rest of the orientation frogram. The presentation has
been updgted to include our advisory’ council and can now be used with.community groups. *

For ﬁuther mfnrmatmn

Contact Person: Dr Jean M. Epps
Title: Director of Vocationl Education .
- Address: Newport News School System ”
12465 Warwmk Boulevard '

Phone: (804) 599-4411

o¥




Abstract of Effective
Public Relations Strategy -

Sehool, Sy:_tgm, or Agancy: Akron Public Schools
. o 3 . N i
Description: L |
The Rotary “C)utstandmg Student of the Month” and “Student of the Year" atwards programs
were initiated to give remgmtmn to the outstanding twelth grade students in the eighty-nne voca-
tafmnl courses foered in the nine comprehensive high schools.

] onaread'h frorn the trnde and mdustry. business and offlce home economics, and distributive
. education areas, Factors taken into.consideration by the teachers when malnng selections are:the
ltudants' ability, mmative depqndabzhty, gmdes, attendance and schml/cnmmumty leadership.

Each month a threg-rnember Rutary ¢ mrmttee iinterviews up to nine students to choose the
" student who will represent the vocational division as the outstanding “Student of the Month.”
Selections aré based on the student’s appearance, pmsg and ahllity to express themselves during-
this interview. From January to April, the divisional winner is presentedvnth a certificate of
zgcogmtlan and the privilege of sitting at the spea}ters table during the Rotary luncheon,

In'May, teachers select one student from each of the thirty-eight vﬁcaticm,a’,l taxonomies, e.g., -
auto mechanics, fashions and fabrics, etc. using the same criteria as mentioned above. These thirty-
eight students are all presented the ‘‘Outstanging Student of the Year” awards plaque and a cash
 award donated by the members of the Rotary at their May luncheon.

4

‘Rotarians are always impressed with the high caliber of students in the vocational programs,
and Rotary members have employed vocational students based on their involvement wijth the
. Rotary awards program. Rotarians have gained a better understanding of the scope of our vocational
programs and have a more positive outlonk on what vocational education has to offer to our
community, L . :

For further information:

Contact Person: Mr. Robert Hughey
Title: Director, Vocational Education and Industrlal ‘Arts
Address: Akron Public Schools ‘ _
70 North Broadway '
Akron, Ohio 44308

" Phone: (216) 434-1661
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o : Abstract of Effective
4 . Public Relations Strategy

General Topic: BICEP |
_ Sehtml, System, or Agéi’u;:yz Salt Lake City, Utah
‘Description: - ’ ‘ »
The rupanse from Salt Lake County toward BICEP (Eusiness—lndhst:yicammunityaE&ﬁcatian
Partnership) has been very positive in developing firsthand career exploration experiences. Activities
that BICEP arranges are: lectures (ptovides spea_kers)i discussions, tours, shadowing, and internships.

| Dunni 1976-77, data iﬁdicated that all of the Salt Lake City senior high and intermediate

“schools participated to some extent ifi BICEP activities, some more than others-Approximately - -

60 percent of the elementary schools participated. As a district there were 420 requests to use
BICEP services. Since 746 firms have committed themselves to volunteering personnel it is plain to
see that teachers, counselors, and administrators are not taking full advantage of BICEP services.
There are many students, and their parents, who ought to be introduced in some beneficial way to -
BICEP. A recent Gallup poll reveals that next to discipline and alcohol and drugs, contern about
career choices is very crucial with parents. e _ .

L

For further i_nfcrmétign:

)
Contact Persons: Dr. Donald Wright, Executive Director
/ Arlene P. Jones, Associate Director
Mary J. Calame, Scheduling Assistant
Address: 1738 East 2700 South (Highland Park School)
Salt Lake City, Utah

Phone: (801) 487-8276
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-

_ General Toplei Vncntmnal Hme Bu:ldmg ngram Publ;cnty o
Echml Symm, or Agency Ann Arbm-, Michigan Public Schaols

LN

Ducﬁptmn.

Each year when our student-built home ($80,000.00 range) is nearing completion, we hold
an open house, sponsored jointly b:(\he bcmrd of duecﬁbm of our rather unique nonprofit cc:rpnra- €
tion and the pubhc schools. _ '

_— & board « petors hug:;aha,lf -page ad in t.had!ﬂy paper and- thempetdamteun equal--
ammmt - ugmg a bu,smess sponsored community service ad.

. The brochure for the open house and a professional quality shde-tape slmw are pmduced ,
under the direction of a member of our board of directors who is in the’ advertising busmes Asa
result of this appraach we typically have dround 800 peuple attend the Qpen house_ K

' For further information: g‘%’ . .
Ctmtnct_ Person: Earl W. Shaffer oo 3 “',,
' Title: Director, Occupational Education Division e s
Address: 800 Soule Blvd. T e R
Ann Arbor, Michigan 48103 i v

Phone: (313) 994-2315

-




/ o © " Appendix B.

Rules for Preparation of a News Réleasn;

.from the

Public Relations Society of America

STYLE There are twa main types of HEV(&ﬁhpEf stories:

, lmport.nnt elements in the end. Reme 'Eér to answer the “5 Ws” and “H” questmns (wha‘ S
what where when and haw'?) early inthe stary Keep sentences and paragraphs short an‘ CRSTIN

do not attempt to ~write feature stories for subrmssmn toa paper Instead let the appmp i
. editor or reporter know you have a subject you believe is worth a feature. If the editm: ar» -
reporter agrees, the story will get written; if not, you will not have w&sted tlme w‘riﬁng

and daesn t flt norma] cnpy style Don’ t shout NEWS. Edltnrs declde” that

.IDENTIFICATIDN The name, address, and telgphune num’ber af the persm; releamng the news |
should appear at upper. feft or. dquctly after the story. Je

3

RELEASE DATE: Most items should be marked “for immediate felease v Stlpulate tlmeﬁ iny when
" news waausly warrants holding until a certain hour. , . .

DATELINE' Start the story withe name of the city in tp, e, g CDL;JME 85— : " '

FORM Use mde margins and dnublespace copy so that (:ms can edlt

HEADLINES Do not indicate a headline — that is the editor’s busme& Skip twg mches between RN
release line and body of copy so the edmr or rewnte desk can insert the desired headlmea

LENGTH Never make a release two pages 1f one w1|l do. Echt your matenal tlghtly Mal;ze sure ,‘

Put "Mm'e" at the bottom of the flrst page Put "30“ or ##: at end Df t.he rele; se

CONTENT: News releases on the following tomcs shcmld be sent to the appmpnate pubhcatmns

__routinely (i.e. planned for and executed so as to be timely).
_ P

1. Program develo&ment policies, and achnevemeﬂts (gn aselectwe baSlS) I § .

I




.

I New agﬂim to be affared preterably “fn'st of a Kind” or significant in some other
S mpegt luch as the L:Bgal Ald Soclet-y 8 new program for senior citizens.

b. Impertant c:hmges in pﬁlxcy —eg., changmg of fee structure, agency mlatmn;hxps, etc.

Agancy gxpansmn and progress — e. g ‘new famhtles%w programs or nrgamz.atmnal

changes designed to make your semces superior.”
d Annual report — - e. g releasmg a year-end assessment of aperatmnal suecess

e. Major financial grants or losses. Don’ t be afraid to release bad news. If ﬂ“ your releases
announce good news, you will be ignored by the city editor.

% i N
s i

" a Newly-eleeted and pmmated officers, new staff.
b. Retnees (including board members of lcrng-standmg)

c. Staff and elected- members involved in commumty, pmfessmnal and civic affairs — .
offices held, awards and achievements earned e

d. Any staff or elected members' hcxed or recognized BLESE I S
3. Agency mvolvement in commumty and areas of so«:nal concern E ' ‘

a. ngrams or services aiding the community, pmgrams aimed at minority groups and
R . coordinated with area schools or other organizations, significant training programs and
o Qppcrtumtles policies or pmg‘rams spemflcally axmed at mfluéncmg cmsen awareness
;_and partm;patxon o Lt : iy

ER—
o

\ 4& Spemal events

a Well-known speaker sponsored by the agency (for example addrexmg gathermg of
. agency personnel, consumers or. selected leaders of the community), symposia on
.community problems or exhibits around town showing achievements and goals of

. Vvecatzonal education \

%

H‘ITERVIEWS 'I,‘pﬂe permitting, daily papers often are more receptive to ideas for interview

" gtories than to prewxitten news releases. Reporters like to find out for themselves, and editors
uﬂderst,andabl‘y skeptical of information not obtained by their own reporters. If you

i gg afy: "EW, be sure: (1) to be on time; (2) to be able to get any necessary statistics
thm a few hifutes; (3) when possible, to know the names and mterests of the reporter in

N vigte
R FHD’I‘DGR ' Rﬁpers usually prefer to take their own photographs, and maintain large
U highly prﬁfemﬁaip otographic staffs and facilities. Generall, send only “mug shots” of
7 individuals ta the daily papers unless you have checked first with an editor. If the paper believes
- “the story is worth a'picture, it will send a photographer. Weekly newspapers generally will use
-_.;'f-'blaekan&whit’gfghmos if they are submitted on glossy paper, usually 5” X 7. Avoid the
- up=agamgt=thea 7 311 with a plaque shot. A little originality in planning a phgtograph can result in

B
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r distr iﬁaﬂ and” puhhcntmn Make sure that everyone mentioned in the phgtograph
nefitione: 'iii the story and that they are properly identified. Always submit black and white
tos ty to keep vertical shots vertical (portraits, tall Qb;ects) and horizontal shots

hﬁﬂsantal (events, vmle objects).

DEADM ‘Mike it a ﬁamt to maat the city editors of the dailies. Laeam theu deadlines, —

. gemerally, about 11 AM for the evening paper and 7 PM for the morning paper. Don’t be
afraid to call near deadlme with a breaking news story, but make sure it really is urgent.
Generally, wait until the slack times (afternoons are good for both papers) to deliver feature

_ideas and nonbreaking news releases, Try to alternate between the dailiés in choosing which
gtx the “break” on a story. Weekly editors generally will am:ept mail releases — the farther

- in advante of their deadlines, the better » _ , ! I"

PLACEMENT: If a story pertains to someone lmng a partlcular suburban or urban area, make
*—’Wtﬁmm:ﬂp to-the most lm:al paper.- ., - - _ . ,

1
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How énd What to Do to Reach the Television Audience

from the

o Public Relations Society of America

 Don’t bé completely newspaper oriented. The papers are fine — but'they don’t reach literally
~ hundreds of thousards of people who can be reached by television. Why give up this audience
?giam of a habit pattern? ’

" Remember television gets extra powét from your own promotion. When you book a settlement
interview on television, write a letter, send postcards, or make phone calls about it to those you

~ dspecially want to catch it. _ o i Lo
When you think of art possibilities, don’t just think of still pictures. Think of 16 mm motion
pictutes, too; They can often be taken by the station. If not, they can be taken cheaply and easly,
by members of your staff or friends if you practice up 4 little before a special event is upon you.
This is a publicity tool everyone should become familiar.with, but, be sure to check with the'station
for their requirements. ¢ - ' SR
< Don’t forget the Polaroid camera — allits well-known advantages go double for use as-a tele-
... vision publicity tool. You get the pictures you want without waiting, giving a “same day”’ timeliness.

o Regarding interviews, don't forgep videotape is here. If the person is important enough, remember
he or she doesn’t have to be at the stu;io or even in town when the show goes on the air — he or she
can be videotaped beforehand. ’ ‘ ‘ ' '

§ ~ Study the “television market” for your materials. Get familiar with all the shows and their
formats and personalities. Then when you have an event, sit down and mentally check through the
list to see what aspects of the thing you are publicizing might fit into a specific program.

About people, keep a good eye out all the time for articulate attractive spokespersons who
might become regular TV attractions. Doctors, teachers, psychologists, etc., all have done so — °
" you should try for this, too — then when you need something from the public you’ll have a spokes--
person liked by the public and respected by the public, all ready to talk to them. In other words,
have your s[mkesperson available before you need them. :

Finally, a step-by-step version of how you get something on a television news show. You call .
up the TV news editor. You tell him/her briefly what you are offering and why it’s a story. You
find out if he/she wants to cover it or just have you supply him/her with information or visual
material; and if so, what. You then do exactly what you agreed to do. You than': him/her — no
matter what happens — whether the material is used or not. You make a friend for next time. If
you have a long run of bad luck in placing stories, then just come out flatly and ask him/her what
you’re doing that is wrong. ' » ‘

You You have an interesting and vital story to tell and once you learn the ropes, television can do
much to help ybu tell it. ' ' : !
(Note: These suggestions were made originally by Mr. Don Perris, assistant general manager, WEWS-TV,
Cleveland, Ohio, at a national conference sponsored by the National Federation of Settlements and
Neighborhood Centers.) o o , . ‘
Neighborhood Centers)) g
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