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Our purpose in compiling this handbookls 44 pro ide urban vocational staff members with a,
source thit,thew can consult in solving public relations problems and in facilitating the outreach
process in their particular, ,cities. Everyononeeds to know about vocational education. Yet indica-
tions are that not everyone does. This problem is espeetally,critieal irr.du r-major urban areas, which
comprise about 76 percent of the total population of our country and 60 percent of the total
rollment rate. Our major urban areas also have an even grbater participation rate in public welfare
and many more problems related to housing,,health and education thin their suburban counterparts.
Vocational education traditionally has been a strong element in city public school programs but we
must become more aggressive in getting out the word.

en-arid chscussid about public relations in general. Relatively little of
this ipformation deabfspecifically with the unique needs'of vocational education.

In an attempt to assist the large cities ip their public relations efforts, The National Center
for Research in Vocational Education has developed this handbook. It contains guidelines f
organizing the public across the country. These /ideas are a collection from a number of souIces
some were submitted liy.large city directois of vocational programs and their staffs in respon
a request from the National Center, while others were gleaned from a meeting of public re
spetialists which was field it the National Center.

au The National Center is not recommending any particular practice as being exemplary or model.
The ideasand practices presented are-intended to 4r-ve merely as references. However, it is hoped
that the material preSented here will stimulate large cities to do an even better job of informing their
constituents about the benefits of vocational education. ,

t, Appreciation for their contributions to this project is extendedjo the project dire or,
Daniel R. Koble, Jr.; and the project staff; Karin Stork Whitson, Rosetta Gooden, Jule Dee

' ScarboroUgh, and Bruce Shylo. The staff also recognizes the efforts of large city directors, the
/project /advisory committee's, and workshop participants in support of this project the real'

- 4tion f its objectives. , /,-

Robert E. Taylor
ExecutjvC Director
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INTRODUCTION

cVocatiodal e Ae tion has changed in scope since its mceptibn. As a component of the overall
educational system, it has increased in both prominence and complexity. As this growth has occurred,
the nuniirr of poniations which are serve by vocational education programs bas increased. The
audience need diversity prescribes increased ji ogram offerings to meet those needs.

. , As vocational education has expanded and established linkages with career education, guidance
and counseling, 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 communicy .
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
azinformed-.-Iniddition-tolkoviding the information people desire, vocational educators must also
be aware of a d respond to what the public thinks about the vocational education program.

Not only (lb 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 others. (Bagin, Grazian, and
Harrison, 1972)

Good two-way 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 usually the responsi ty of the
chief administrator in charge of vocational education or someone whom he/she designates. The
efficiency of a public relations effort depends on careful coordination of all its coniponents. It
should be remembered that the public relations coordinator is just that a coordinator. No one
person can be totally responsible for all that is involved in a good public relations program. The
public relations coordinator must stress to the entire vocational education staff the importance of
good public relations with everyone in the school system and with the community at large as well
Involvement of the entire vocational education staff in the public relations program will enhance
its chance of success.

Literature about public relations pr s in schools identifies the need as being greater than
ever, Sumption and Engstrom state that

the education venture is no longer a "closed corporation" run
by the professionals. The public is becoming increasingly aware of
its stake in education and is insisting on a more complete know-
ledge of the enterprise which so directly affects it (1966) - *

Although much of the literature which deals with school public relations is limited to the
public school in generil, much of what is addressed in the way of needs, objectives, target popula-
tions, and techniques is readily applicable to and can be easily adapted to the vocational education
component.

1
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What is Public Relations?

The first step in developing a public relations program is establishing car identifying the need
for such a program. The next sielils to makesure that all those involvediiii developing the program
know: (1) what public relation is; and (2) what characterizes a good public relations program. Public
relations is much more than getting articles in the newspaper or putting out an occaional newsletter.
Sanford (1976) defines public relations as a program in which a school actively seeks to

1. learn about its commtmity.and its needs and interests

2. inform the community about and interpret, when necessary, the purposes, programs,
problems and needs of the school

involve the community in planning and evaluating school.policies and programs

Sanford's open definition of public relations programming inclii es the following statements
on what a public relations program does:

1. promotes the interest and participation of its audiences in the operation of the vocational
education program,

2. assesses the public's attitudes and reactions to the program and incorporates this information
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 about the progress and problems of the programs
with the community

5. develops programs that seek to meet student needs by involving the hom chool, and
community

6. establishes and maintains the confidence and support of its various audiences for the
vocational education program

7. develops an atmosphere that attracts superior teachers and encourages excellence in the
vocational education program

8. seeks to solve the kinds of problems brought about by a lack of understanding

9. establishes a program for evaluating and improving its communication procedures

Why Vocational Education Needs Public Relations

There are anumber 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 edtication 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

2



the educational system in genera This decrease creates competition for human and financial re- -

Ives iin thieducational community. Programs need students, but Money to provide those students
h a quality education is also needed. A good public relations program will help insure "informed"

on mak ig.

Also ecittirlbuting to the need for public relations is the issue of accountability. Many school
systems across thoination are experiencing a lack of support from the community in the for of
"no" votes on bond issues.anclior tax leyles. The public is hesitant to support an educational system
or a vocational education program which has not demonstrated accountability for themoney in-
vested in, and entrusted to it. A good is relations program is the most effective way for voca-
tional educators to show the commun what is happening.





The Planning Process

Theiimpprtance of the planning,proces,s in developing and implementing an effective program
of public relations for vocational education can not be overemphasized. In this chapter steps in
planning a PIT program are discussed and examples of ways to ,eromptisla some of the steps are pro-

Establish the Position of Public Relations Coordinator

Establishing and maintaining effectiVepublic 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,_unless their involvement is coordinaf'ed, the
program may be doomed.

One 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.lt 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 thkrn the importance of good PR for the department. The PR coordinator must also be able to
motiva\ke the staff to actively 'participate in the effort.

Identify the Audiences

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

Internal Audience:

Students
Student organizations
Administrators
Other staff (counselorS, student ac vi

director, etc,)
Teachers
School board menwers
Advisory committees

ies

External Audiences

Parents
Senior citizens
Representatives from business, industry,
and labor
P-rofeslional organizations
Civic organizations
Government agencies (local, state, and
federal)
Mass media

The fact that it is essential for general educators to maintain open communication and,
subsequently, credibility with their audiences is no less true for vocational educators. The support
which creates good education is frequently the result of maintained credibility in the eyes of the
external audiences. It is, therefore, essential thatigvocational educators keep their audiences in mind,
as they develop and implement a good system of communications.

5



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 talk
about vocational education. The negative opinions and attitudes which emerge can usually be
eradicated by providing them with correct information about goals and achievements of the voca-
tional educ4ion program.

Identifying the information needs of the external audiences is usually more difficult. A que
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 satisfaction 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 schiSol, specific schools, etc.

4. public readiness to support programs and innovations

5. the popularity and effectiveness of various public relations media and techniques

We shoeld mention here that opinion polls
more Problems than they solve:

they are properly constructe can cre

The trouble with most school district opinion polls is that they
measure only one of three 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 coorilinailia-s. should also be aware of the fact 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-
ent. 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 program.

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 %Ojai are to be priority goals anti objectives be realistic and appropriate for both the PR
program 'and its intended audiences_

6



Exhibit I

Typical questions that m .asure public "opinion ":

Are you generally satisfied or dissatisfied wit/i ti schooling the children in your
schools are receiving?

very well satisfied
satisfied
about half and half

Comments::

dissatisfied
very much dissatisfied
no opinion

.

low well dol-ou believe the schools preparing children for the following:

Citizenship
Earning a Living

Parenthood
Tool skills

Moral, ethical

Comments:

Very Above
Well . Averagi-

Average, Below No
Average Opinion

0

Typical questions that measure public "knowledge":

Do industrial arts courses pre par(! stud for a job after graduation?

Do all high schools in our district offer vocational education programs ) students?

How many adult evening school programs are available to persons who wish to learn new job skills?

Typical questi neasure public "vision

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

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

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

7



Design Program Strategies and TechniqUes

As soon as program goals and objectives have been established, 016 strategies and techniques
for accoMplishing them will need to be identified. There are numerous,PR methods available,
many of which are appropriate for meeting more than one particular goal. Several strategies are
presented later in this handbook along with suggestions on how they can be jmplemente4. The
abstracts in the appendix present PR methods which have been tested and proved effective by
vocational educators across the country.

Schedule the Pro
/ ,

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 vocational
education program is involved. In addition they should be planned in such a way that all con-
stituents are kept continually mindful of the program, its goals, its students, and its accomplishments.

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.

Evaluate the Program

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

Exhibit II provides an example of a form used by the San Diego City Schools Regional
Occupation Program to evaluate one activity in its PR program.

Exhibit III is a form used by thellouston 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.

Listening to audience feedback is another method of program evaluation. Word of mouth
is frequently one of the most effective means of obtaining feedback from participants or from
those affected by a public re.itions activity.

Regardless of the methods use to ev iluat ecific aqivities and the overall program, there
are a number of questions that need to be angw a. Among them are the following:

1. Are goals and objective

2_ Can they be evaluate

the PR program practical?



San Diego City Schools-Regional-Occupa -n Program,

Classroom Presentation
Evaluation Form

Please help us to continue to improve the effectiveness of these
follo*ing evaluation of the the classroom presentation.

ionsns by completing the

Topic/Title Date

Check The Appropriate Box
Hi_h Avera e Low Does-Not Apply

Group Interest r

My Own Interest

Usefulness of
Session

Effectiveness of
Leader

1. The purpose of the presentation was explained _yes __no

2. The presentation was organized (well planned) yes _ no

3. How and when will you be able to use this knowledge?

What information or activity was most helpful?

) 5. What n or atibn or activity was least helpful?

6. Suggestions to leader/presenter for improvements 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



Exhibit III

4-1
Evaluation of Vocational Education Week Activ

February e - 12

You be the Judge

Give your impre ions of the activities to which you were -exp d as part of the Vocational
Eitication Week invo vement.USe number 1-2-3-4-5, 1 = least a- OSt

Circle the numbers you feel best, apply.

School involvement
1

Communication
Television

-Newspaper

Radio

Exhibits administration
building center, mall

Program adminstration
building center mall

Committee involvement
Number of committees

Types of co ees

Committees meetings

Cooperation of
committee members

Overall Plan

2 3 4 5

1 2 4 5

1 2 4 5

1 2 3 4 5.

2 3

2 3 4

1 2

1 2 4

4

1 4

1

Expense To be given in meeting Wednesday, February 23, 1977

Time from regulaar a- ent
Do you approve of this method of informing the public o vocational awareness and involvement

in the Uouaton Independent School District?

Comments
Suggestions

10



3. Are they worded clearly?

4. Does-the PR progrr meet the stated goals?

i. Which activities are most effective in terms of numbers of people reached and time
and money spent?

6. Which audiences was the PR program abblato reach?
z

7. Which audiences were not served by the P7R prograr

8. Were thekocational education staff members involved in the.,FR program used effectively?

9. Does the staff share a strong co[nrnitrtrer t to the PR effbrt?

As thege questions are answere , it will tIeconle easier to establish the direction of the plans
for the next year's PR program. Do riot expect to produce an excellenprogra4Q onowithout any
shortcomings the first year. Do not be afraid of evaluation it should be usenasia tool to con-
stantly improve and upgrade a p-rogram. Evaluation can be one of the most Aful Phases of the
planning implementation process.

11



Target Audiences

As has been stated previouslyione ofthe steps in ,the 'iprocess of planning a public.rglations
program is the iclentlficotion of the internal and.externafaudiences the PR program will seAve. This

section addresses veral of those specificaudiences; theq informatiot needs; ways in which their
support can benefit the vocationaleducation program; and stregies which can be employed to
communicate effect, vely.with them.

I External Audiences
Business Industry, and Labor Sector

"-
The primary empasis of vocational education is the occupational placement of studenCs_

Vocational educators have a service to sell. They muciassur e business community that students

are well pored and can contribute positively to the goals of the employer. ir

An overview of the function of vocational education withixvthe total education prograrh can
give potential employer§ understanding pf the need for vocational education. An ideal way to 1

communicate tpii need to the business community is through the` use of advisory councils and
scheduled meetings between the " business community and vocational educators. These Meetings
shoUld take plde throughout the school year and should place special emphasis'on neyily imple-

Jnented prog-rams,,and chanties in ongoing programs. ativ-

Tl type of curricula being offered reveals a lot about the preparation students ge receiving.
Therefbre, the bftiness community should be -kept informed of a-ie.-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 committee meetings should be mailed to target ihdividuals and
organizations. In addition, vocational educatojs can directly involve business, industry, and labor in
school sponsoced activities. Career days, job fairs, and annual open house events, can be enhanced by

the participation and representation of potential employers.
II 1

Vocational educators have the responsibilitc of informing the employment community of theif&

vocational pla6emen needs of the schools. Placement needs information should include the number
of prOgrams. An eff_ctive advisory council working closely with representatives from the school can

keep thiS inforrnatio flowing. Arrange meetings that reflect the council's concerns. Communicate
these concerns usin advisory council letterhead stationery.Stationery of this type wilt place before

the readera list of i dividuals and organizations that support vocational education programming

Many times empl?yers need to know that students have been successful in previous job roles

Positive prior strident achievement can usually sell vocational education. Vocational educators
often fail to promote t e good things that happen within their programs. Newsletters, banquets;
award's day programs, f flow -up studies, employers advertising that they employ vocational educa-
tion students, radio, and television can get the message across. Solicit statements frOm present
employers concerning th performance of vocational edtication students. The use of these state-
mentsin newsletters and romotional spotif is impressive.

,mployers should b informed of current activities and coming events that highlight vocational
preparation. The idea is t a provide a continual flow of information; to the business community.



Most-,co
cooperate
kinds of ce:

Graphics and Ptintingj c
Audiovisual Aids oiz Media:
Windoif Display :
Commerical Arts/Occupations-:

4
ca on devices can developed With the seiaool through inter-departmental

ise should be rade of media-related training programs to rovidethe following

newsletters, brochures, activ4 latent:tars
slide/Tape -presentations, radio tape presentations
layout and arrangethent of materials
design board illustrations fot'idvertising

)
4--

Employers can serve as public relations advocates-rdi-lhe school. Employers must feel that
the.school appreciates their efforts. This an establish long-term relationships and resources that an
beltappeel at ii.later time.. When they feel-appreciated, the} pass the word. Students can sponsor,
with the'aid.0,iocational teachers, an EmployerErnloyee Appreciation Breakfast. 'Students can
handle the'entire program presentation' and present_ certificates of ameciation to their employers.
The-vocatiepal education department can.establish a pictoriil displ4 of the outstanding business
contribut9is to vocational edudation programS. This display can be housed in the main entrance or
lobby of the school. Employers, students, faculty, parents and visitors can readily witness' the -

school's appreciation for the business community. Banquets, certificates of appreciation, student
and local newspapers, PTA meetings, radio and teleVision involvement gives the business community
a good feeling about the scho61, its students, teachers and curriculum.

Table 1 'disi5lays information and suggestions for communicating information-to the businbss,
industry, and la r community. ft offers suggestions on what to communicate, how to communicate,
and when to con unicafe.

Parent Sector

Parents want more information about schools. Public relations conscious vocational educators
must be aware of parents' concern for:

what the student is, doing
hougthe student is doing
what special services are being offered
school policies (Banach, 1974)

Parent-teacher conferences at the secondary level have been only moderately successful in
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
importance of this technique 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 encouragement to successfully complete the task.
Vocational teachers should organize a tivities that will give parents a chance to view t ir children's
work in combination with the work of Cher students. Several ways have been cited to nsure a
two-way communication between paren and school.

Set up school welcome wagon. Parents coming
to the hoot for the first time can be given'a_rw-
offi welcome and orientation by selected voca-
tional teachers. If the school has an established
network of advisory committees, this would be an
ideal activity for the group.
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Table I

public RelationS with Business Inclusyx and boy
w.

What to Communicate
,--"

How to
- -,..'---'t--"--7- ../

unvrite
. .

Role-Of vocational education
i irrthe

'oVerall education pro a'overall
.

- Advisory councils, meetings
with business conithunity-

, .

--. .
.

l Throughaut the yeaf;
et time ofvrogramu- or change

Cutriculum content r

Brochures'aiiviso councils, ,

newsletter, radio,televiSion,
letters, bullkins,

course descriptions
When appropriate

Aptivities and Coming events Newspaper, radio,
television invitations

I
When appropriate

When appropriatePositive student achievement

4--
Newsletter, radio, news-

paper, magazine, etc,

Student placem. ent n kis
'------

pl

Advisory councils, letters,
radio, television

Introduction of new pro-
grams, periodically as needed

Vocational
training opportunities

Fairs an. demonstrations,
advisory cc ncils, brochures,

television, billboard
When appropriate

Appreciation
for services rendered

Banquets, certificates of
appreciation, television,
radio, student newspaper

release, newspaper,
recognition breakfasts

When appropriate



a

Invite representative groups of parents to
early morning breakfast at the school. Solicit
their concerns and suggestions for improving
"thin

Attend neighborhood coffees and take a
teacher along. Use slide-tape presentations.

Set up a listeners' bureau where parents can
phone-in concerns.

Hold clemonstrat on classes-for parents..

Solicit parent participation-in the organizing
. 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 sheets
compiled to help students become aware of the policies and rules can also appropriate for parent use.
A good time to disseminate this information is prior to the beginning of school.

Not only do parents want to know about specific learning activities, they also have an interest
in affairs beyond the cla.ssroom:Tarents 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 relating to school programs, advisory
council 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 vocational sonication 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 voca 'onal education program and the parents. Table II displays-ififorrna-
tion and suggestions for comm ting with parents. It offers suggestions on what to communicate,
how to communicate, and when to
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Table 11

Public Relations with Parents

What o Cornmun 6 ate How to Communicate When to Communicate

F

Philosophy
PTA meetings, coffees, tours,
home visitations by selected

staff members

On-going throughout
the year at time of new
program implementation

Curriculum changes
Presentations, neighborhood
coffees, newsletters, course

catalog

Prior to beginning of
seme er; back to school

ni as appropriate

Student prowess Personal phone cal;
letters; parent-teacher visits

WhenWhen needed to
communicate positive or

negative reports

Positive student achievement
Personal visit, letter or phbne

call, newsletter, television,
radio

When appropriate

Calendar of special
events for each month

Special monthly bulletin,
local and student newspaper Monthly

Various information related
to school programs

PTA neighborhood coffees
arranged in various homes Twice a month

Field trips Newsletters, permission slips
for parent signature

At least one week
prior to field I rip

17
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Political and 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 making decisions which affect this support for vocational education. The
following a partial list of such groups; these groups should be considered target population
the public relations effort:

Political

members of the U.S. Congress

mbers of state legislatures

members of city governing boards

elected federal, state, and local officals Who impact or, vocational programs

elected 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

officials of federal and state ganizations who lobby on behalf of vocational education

members of vocational education advisory bodies who are -ppointed by elected officials

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 c ntact must he maintained if the public
relations program is to be effective.

There are two dimensions to any program which' is designed to make a positive impact on
these decision makers: public information and public relations.'

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 with someone whom they like and respect or with a pleasant experience.

Above all, these key people must be involved either directly ter indirectly. Some 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 participate in important
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events such as awarlis 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 p.rogram.,Know what these leaders are best at doing and give them a role that *ill 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 program,4ke the program to them.
Often visits can be arranged whereby successful students, vocational student organization officerS,
employers, parents, and others can sped ti 'with the individuardeeision maker in his/her office
or at another convenient location.

v.
Indirect involvement_ Sometime it is difficult to set personal in,olvenaerf from these key

. individuals In suer cases it is wise to look for others who can reach them with the "good word."
Employees.; !miry members, friends, colleagues, and constituents can have a great deal of influence
on .the attitude of politicians or quasi-politicians.

Inv ting a legislative aide to address an awards banquet or asking the wife of a legislator to
share he views on educating the handicapped for productive life with-a local advisory council can
have long-range benefits. Keep in mind that for every key, decision maker there is sornoway 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:

t. Establish your identity on a more personal basis bet' sing the less direct approach.

2,1Form letters are out. Personalize all written come um __tion with some unique questions
or comments which relate to your subject only.

3. Keep the communication brief and to the point. It is usually a good idea to follow up written
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 full-employment program.

Internal dienees
Student- dor

Students need to be aware of the vocational education program offerings within the school.
After all, students who leave and are successful have a great impact on the school's image. Students
communicate attitudes and feelings about teachers, programs, support staff, and administrators to
their parents and friends the taxpayers. An excellent way to ensure that students acquaint them-
selve%with vocational education is to enlist the active participation of vocational teachers in the
general orientation of students to the school. A guided tour of the vocational education department
including slide-tape presentations, manipulative demonstrations, and an opportunity to converse
with students who are presently enrolled in the various vocational education programs, will give
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 references and can .

be used time and time again. The Winston-Salem Forsyth County Careers Center located in North
Carolina uses the mapping format diplayed in Exhibit IV.
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ice students are aware that vocational education exists, they can consider enrolling in
speci#ic programs. Course description*, brochures, flyers, and radio and T.V. promotion spoti
further inform prospective students, both youth and adult. The use of phrasesthat capture the
ttention 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.

In addition to program offerings, students are interested in career information, vocational
trebling information, test interpretation, scholarship requirements, and vocational education youth

--eetivitiet,31-oeational-student organizations extend school activities into the community and the _____

world of work. Through membership in vocational organizations, studentstan better bridge the gap
between school and work. Distributucation Clubs of America CIRCA); Future Farmers of
America (FFA); Future Homemake 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 organization4posters, monthly activities calendars and person-
to-person contacts. Youthorganizations are excellent vehicles 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 resulnriust be
secondary to this purpose. Nevertheless, these organizations are dynamic, purposeful, and impressive
showcase items to be included in the planned public relations program.

Nonvocational Educators Sector

In order to reach organizational goals and objectives a commitment to unity must exist
talking school personnel. Unity is created when each educator is aware and supportive of the
programmatic intentions of colleagues. Vocational-educators have the responsibility of closing the
gap of misunderstanding and mWnformation that exists between themselves and nonvocational
educators. Studies have been conducted that describe the attitudes of school administrators and
board* 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.

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, theyslso felt that vocational programs
needed to be expanded at the secondary, postsecondary, and adult level in order to properly meet
the needs 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 administriitors had with voca-
tional education, the more favorable were their attitudes toward such programs.
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DIVISION
CAREEN EDUCATION UNIT

REGIONAL OCCUPATIONAL PROD Aka (NOP)
EDUCATION CENTER

fea, PlierneN f1. Bei Cllego.iCA Km

PM al-4M

Exhibit V

eitiod ough June 197-67

Time: onds San Diego City Schools Caen Education

V

Mayor Pe Wilson:

"This is Mayor Pete Wilson.

"If you're a high school student anted earning

a valuable trade or skill, I strongly recommend that

you take part in your school's career education program.

"There are hundreds of courses.... with instruction

in such areas as photography; athletics officiating, cosme-

tology, radio and TV repair, advertising, and many, many more.

"One of them may Ove you the training and knowledge, you

need to get a good job.
Ij

"For information on the career education program in your high

school, see your counselor . .. or call 298-4681. That number

again is 298-4681. Thank you."
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PROQPIMA1 01VPIION
CAREER EDUCATION UNIT
REGIONAL OCCUPATIONAL RR

EDUCATION CENTER

4100 Neff SI, Sin Dago. CA 92103
(714) 21646111

S (POP)

Exhibit VI

Mine; 3 Seconds San Diegg_CitSchoola Career Education

Wolfman Jack:

"Hey, all you Sweet little darlins' out there .

this is Wolfman Jack. And what are you doing

after school?

Good Through June 1978

"If,you're like most of us, you're probably going

to have to find a job. That's where career education

comes in.

"The San Diego City Schools has career education

courses in business, industry, apiculture, health,

communications .. hundreds of courses in all.

"Check it all out you might find one Wet suits

your very
tall

talents, one that can lead to 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?"
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SAN P1100 CITY I> 4I OLS

PROGRAMS DIVISION
CAREER EDUCATION UNIT

. -
EDUCATION CENTER

4I Norms/ St. San Diego. CA 112103
(7.14) 2 e.4421

Video

Film - 23Seconds

Montage of Career Ed courses

P.

Lap to slide at 23 seconds

Exhibit VII

v spot
For use during National Career
Guidance Week, Nov. 16.22, 1975.

Audio (All on cart)

Music (Up 2 secs. then under)

Narrator (Aver
S

"There are more than 20 thousand ways

to make a living these days.

Bait how cli; you find the career hat's

"right" for you?

If you're in high scho

Education can help.

San Diego City Schools Career Education

courses come in everything from

business, health, and agriculture to

industry, communications, and public

services.

Match your talents with a career

training program. See ygur high school

X- X counselor . . . or visit the Career Center

Visit the
CAREER CENTER
at your high school

CAREER EDUCATION UNIT
San Diego City Schools

25

on campus.

If you're going to have to work for a

living . .. you might as well find some-

thing you like."



Almost half of the educational leadership surveyed by Kru-n 1967) emphasized the need
for the training of school officals in the administration and supervis n of vocational education,
More in.service programs in vocational education were recommended.

In his 1984 study of the attitudes of high school principals, Wenrich hound that more
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 hilf/of the administrators reported that
they did not have adequate time to devote to the development and operation of more effective
programs for employment-botind youth.

Many academic educators reco that they need more informationand support data for
vocational education in order to one age program development and irriplementation. 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 hi*article "The Neglected Majority," (1967) Howe
states that educators must review and revise their atAtude toward vocational education as "an
awkward appendage 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 the school 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 lame 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. Constan ication is necessary in order to maintain a desirable relationship. Perhaps )
the best and ost effect e method is person-to-person contact. Talkirik and exchanging ideas con-
cerning pro '.aromatic op -rations can be a successful endeavor. Specific times should be designate4
for brainstorming. Brains orrning should not be scheduled during general staff meeting.

Academic teacher hould be involved in the vocational program and vocational educators can
initiate projects that inv ve academic staff members. They can serve on advisory committees judge
youth organization conte ts, etc. Vocational educators must also remember that academic teachers
have an idea of which pro ams students feel good about and can needed feedback to the
vocational teacher. Non-p _essional staff can also help promote the image of vocational education.
Remember, everyone ernp yed in the school has the potential of spreading good or bad news
about a program.,

Since the end goal of vocation l education is successful job placement, a close working relation-
ship should be developed between e vocational educator and the guidance department. Vocational.
educators need to keep guidance co lots 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
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in the vocational department. Whenever possible employ these individuals o serve as media
spokespersons for youi program.
0

I le III displays information and suggestions for communicating with nonvocational ucators.
It offers uggestions on what to communicate, how to communicate, and when to communicate.
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Table III

Public Relations with Nonvoca lanai Educators

*hat to Communicate How to Communicate When to Communicate

Activities and coming events Newspaper, radio,
television, invitations

When appropriate

Current issues d concerns
Bulletin board, word

of mouth, faculty news-
letters, memos

When appropriate

Calendar of special events
for each month

0

Monthly bulletin, local
and student newspaper

g
Monthly

Role of vocational
edu n in overall education

Faculty meetings, faculty
newsletters, workshops, and

in-service settings
When appropriate

Vocatioluil
training opportunities

Fairs, demonstrations,
brochures, billboards,,

television
When appropriate

throughout the school year
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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

me away better prepared than before. In spite of this improved effort, vocational educe-
tion is berrg sub3ected to an increasing amount of pressure and criticism. A lot of this criticism is

si- political arena. Is vocational educatiort slowly becoming-the
silent minority in the ilrb preparation field? Now is the time to change the public image of vocation-
al education in our lar e cities. A well-planned and properly eiecuted program of is relations
can turn the tide.

The public relations program must be aimed at promoting all levels of vocational education;
secohdary and postsecondary as well as part-time adult. A good public relations program can serve
the following purposes:

1. to secure more and better resources as input for the educational process

2. to secure and hold well - qualified and motivated 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 feel good about
what they are doing. PR goes beyorid public information, which is simply the process by which.
others are helped to understand the vocational education program. ?Ft must go beyond bumper
stickers, public service announcements, and leaflets. Somewhere it must touch the life of each
individual in a warm and humane wily. It must create a "positive feeling" in every citizen.

In many cities vocational education suffers from a lack of strong-public support. There is no
easy way to secure arid hold public support. The following summarized points may help to lay the
foundation a successful public relations impact in every major urban vocational program.

I. Survey the attitudes about vocational education-held by a sample of ti population.
This will reveal the nature and scope of the image problem.

2. Secure the support of governance and administration for mounting a planned pro a
of public relations.

3. Assign adequate left' to the public relations task.

4. Develop jannual and long-range plan for public relations in consultation with public
relations experts from business, industry, and other sources.

Put the plan into operation.

6. Eval ate the effectiveness of the public relations program.

7. Adjust the program in light of evaluation findings.

Above all remember that the quality of instructional programs is a key factor. Be sure everyone
is doing the best possible ,job, and selling vocational education will be easy.

29



Appe4dixes

Appendix A- Abstriets of Effective Public
Relations Techniques

Appendix B Rules for Preparation of a
NeWS Release

Appendix C Now and What to Do tc
Reach the TeieTilliOn Audiepbe



r,
Appendix A
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Public Relations Techniques

A

acts were obtained from chief administrators of voC
ci or They intended to, serve

and ilIk n which will, facilitate theirepublic relation efforts.. Eack-ci
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/Abstract of Effective
Public Relations Strategy

T p c: Career Education Awareness Program

School, Syste

Description:

ency: Des Moines Independent Community Schools

We received less than $8,000 in federaLfunds 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.

At the end of the project vocational youth organization students conducted _a phone survey
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 1 ducation
1800,trand Avenue
Des Moines, Iowa 50307

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

General Topic: Other Techniques and Strategies

School, System, or incy: San Diego City Schools Career Education

Description: _

L

The "Career Education News" a quarterly newsletter 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 newsletter is distributed to all career education staff; teachers; school counselors (K - 12);
community, professiOnal, and b_ usiness organizations; and Career Ed advisory council membeis.

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

For further information:

Contact Person: Dr. Ronald L. Detrick
Title: Director, Career Education

Address: 4100 Normal, San Diego, California 92103

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

General Topic: News Media

School, System, or Agency: Parma 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
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Abstract of Effective
Public Relations Strategy

General Topic: Evening Class Schedule Mai le

School. System, or Agency: Milwaukee Area Technical College

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-
formation including registration forms. This mailing also achieves several other things: (1) provides
residents with an easy method of registration; (2) reduces the long waiting lines and confusion
that resulted in the previous years when registartions were held at campuses and evening 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 offerings and MATC's position in Milwaukee's career
education community.

Prior 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 ptint
shop, but the printing and bindery work was done on a bid basis by outside printing firms. We
print410,000 copies; 390,000 are bulk mailed at 2.1 cents per copy and the remainder are used at
genetal 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 coat 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
clam schedule.

For further information:

Contact Person: Fred Mulcahy
Title:- Assistant to the District Director-Public Relations

Address: 1015 North Sixth Street
Milwaukee, Wisconsin 53203

Phone: (414) 278-6366
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Abstract of Effective
blic Relations Strategy

neral 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 studerlt in seconclay school to see two posters and each
elementary student to see one poster; and (3) infused career information into the curriculum.

2. 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.

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

I 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 biology.

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

,available through teachers and counselors with students receiving an excused absence.
L Aces one phone call, and Vetropolitan makes all arrangements.

6. Student Visitations to elqmentaryschools to teach skills and illistrate techniques: e.g., how to
make bookshelves in Bull Trades; how to use a pantagraph in commerical art.

7. Teacher Visitations to elementary and feeder schools to talk about 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
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continued from page

8. Providing Career Materiklic 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 Department of Education and
disseminated to classes studying career development.

10. Newspaper For Elementary Students showing the vario

For further information

Contact Person. Martha N. Taylor
Title: Vocational Recruiting Specialist

Address: Department of Education
Little Rock Public Schools
Little Rock, Arkansas 72201

Phone: (501) 376-3851
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Abstract of Effective
Public RelatiOns Strategy

General Topic: Student Information Program

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 students 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 piograms other than the one they are attending?

Last year our 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 information:

Contact Person: Eddie Gerlach
Title: Counselor

Address: Vo-Tech Center
- 301 South Grove

Wichita, Kansas 67211

Phone (316) 265-0771 ext. 44
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Abstract of Effective
Public Relations Strategy

General Topic: Student Orientation (Steps)

School, Ettern, or Agency: Parma City Schools

Description:

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 amon d nts. This is accomplished by an assembly program centered around a
sixteen millimeter col r rvie designed and photographed in the system depicting the shops and
laboratories and student vities involved in each area

In addition to the film, students presently enrolled in vocational program* give short presen4tations on their experiences as members of a group. This is followed by a mee rig with counselors,
an interest survey form, a mailing to parents of a brief description of all cour 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 explaining
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) R42-5300
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Abstract of Effective
Public Relations Strategy

'General Topic: Health Careers

School, System, or Agency: Salt Lake City, Utah

Description:

The MedicalMedical 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 1985 of 156.7 percent
for dental hygienists to fifty percent for registered nurses. Of twenty-eight occupations listed for
largt increases, fifteen are health related careers.

The students enrolled 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 wIlo are employed in more
than seventy health related occupations. The students become familiar with health careers and may
specialize by selecting an occupation in the health area They may pursue practical nursing, registered
nursing, and medical records technicians and clerks. Also studeUts are instructed about how to be
volunteers in hospitals and nursing homes.

).1The progra has been ,Veky successful. It has been added to West and South High Schools in
Salt Lake City. he Primary Childrens' Hospital has become involved. The people in the community
have a favorable view of the program and the students involved. More students request the course
than can be acc rnmodated.

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 appropriated by the State Education
Agency.

For further information:

Contact Person: Bernice Raymond
Title: Teacher

Address: st 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:

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 huhdred vocational students participated. A critique sheet was used by the erviewers
for each student and later given to the vocational counselor and then to each vocational department
chairman. These critiqueeheets 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 expe need live interviews
from actual business personnel directors. Several students were offered ployment as a result of
the interview.

For further information:

Contact Person:
Title:

Address:

Mr. Robert B. Suber
Director, Vocational Education
Hampton City Schools
1300 Thomas Street
Hampton, Virginia 23669

Phone: (804) 727-6332
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Abstract of Effective
Public Relations Strategy

General Topic: Sitecial Projects or Events

hool, System, or Agency: Vocational, Technical, Adult Education; Pinellas County, Florida

One of the most effective techniques I used during this past year .was "inserts." I sent
requests to all the banks asking permission to include inserts with thehitatements during one
month, and one bank, Central Plaza, agreed._Our printing class students printed them .for me
(35,000) for just the cost of supplies. Last spring the Pinellas County cp ,MA-issioners voted to
allow me to include inserts in their 90,000 utility bills one month. The eierreached 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.

Each yearrContinuing Education at St. Petersburg Junior College holds a Publicity and Public
Relations Seminar. Emphasis is placed on newspaper, radio, and television press releases, interviews,
and coverage. Our registration fee pays for a Publicity Handbook which includes names and addresses
of news media, as well as other worthwhile information.

For further information:

Contact Person: Grayce Kerr
Title: VTAE Information Specialist

Address: 3230 Ninth Avenue South
St. Petersburg, Florida 33712

Phone: (813) 895-3871

44



Abstract of Effective
Public Relations Strategy

neral Topic: Use of Special Events

School;:System, or ncy: San Diego City Schools Career Education

Description:

h year, a "Career Education Fair" is held on the mall of a local shopping center.

air displays the products and skills of the San,Diego City Schools Career Education
students. Exhibits featuring dozens of classes from recreation aide, musical instrument repair, and
restaurant occupations to horticulture, radio and television repair, and media and television produc-
tion are manned by the students of the classes.

The Fair is held on a .Saturday, and the outdoor 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 courses like these when I was in high school."

For I ther information:

Contact Person: Dr. Ronald L. D trick
Title: Director, Career ucation

Address: 4100 Normal, San Diego, California 92103

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

Topic: Special Projects or Events

-hciol, ystern, or Agency: Long Beacji, California

cription:

We use city-owned facilities such as the nursery 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 t y the city. Students were able to apply their
skills to worthwhile activities throughout the city. Not only did the studenti learn by doing, they
got a lot of satisfaction from helping to improve their community tree trimming the city was
very pleased with the project.

A Aide presentation of the project is being edited

For further information:

Contact Person:
Title:

Address;

Phone:

Jack Bosna
Consultant Career Education
Long Beach University School Distr.
701 Locust Avenue

-Long Beach, California 90813

(213) 436-9931
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Abstract of Effective
Public Relations Strategy

General Topic: Special-Events -. Par own on Parade

School, System, or Agency: Parnia City Schools

Description:

Usually in the fall of the year near mid or late October all departments ;ire Calted upon to
present unusual and interesting activities during a nine week prgrnotiorrat the local'shopping center
mall. Several hundred thousand people from the community-rim through this area during a week's
time and it, is one way of getting the school news to the community.

During this period students K - 12 make presentations, do activities on a constructed stage,
give demonstrations, display projects, give workshOps and shbrt courses, and generally provide an
overview of the school's activities.

Local media are notified including radio, television andnewspaper, to give advance notice of
this week long proganirdedicated to education. The local merchant's association helps to subsidize s
the cost of this project:

For further information:

Coriitact Person: William J. Kuttler
Title: Coordinator Vocational Education

Address: 6726 Ridge Road, Parma, Ohio 44129

Phone: (216) 842-5300
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Abstract of Effectii
Public Relations Stu

_
Topic: Specially Produced Materials

&hoe) 1, stem, _or Agency: San Diego City SchoOls Career Education

Description:

Each fall, over 25,000 eighth, tenth, and twelfth grade students in the San Diego City-Schools
complete a survey called the Career Planning Inventory (CPI). One of the questions on the CPI asks
students to pick their,curreA first and second choices from a list of 133 occupations.

Brochures have been developed for each of these occupations which provi5le information
about the job; how to prepare for it the average salary rine; local, state, and national job outlook;
and various related Careers. 41-

Each brochure also lists high school and career education courses-Which can help a studens
prepare for that particular career. Students are given those partie,elar brochures for which they
indicated an interest.

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.

For further information:

Contact Person: Dr. Ronald Detrick
Title: Director, Career Education

Address: 4100 Normal, San Diego, California 92103

Phone: (714) 293-8106
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Abitract of Effective
Public Atlations tea

ralTonic: Specially Produced Mater
a

Se1100.1, item, or Agengy: S n`DiegcnCity.Schools Car

A half-honf film called Illarneng A Ting" was biro
Office of Mutation. f! features a TyietY of grog

m spotlight aturients atwork in several
taAa, ()thing store& b

Education

a a
4ticed by the San M oto City Schools

fins and 4tvice's offered bmpthe City Schools.

education classiooma and commtmity..
a icemputer facilities drnany more.

sr.

our San Diego teleViston stations have bioadcast, the film as a public service program.
The is als6 tiedratpcammunity and parent gatherings. Video tape topies were ma and
distributed to all of the city's high schools foruse in recruiting students into career ion
programs.

Since ita production in 1975, we've gotten a lot of mileage from "Learning A Living.
It h value both as a public information toor(via television broadcast) and a recruiting tool within
the schools.

lfor further information:

Contact' Person: Dr. Ronald li. Detrick
Title: Director, Career Education (

Address:. 4100 Normal, San Diego, California 92103

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

General topic: Use of Specially Produced Materials

School, System, or ncy: Newport News, Virginia

ption:

The vocational education staff developed a three - screen slide tape presentation which was
shown at the first general vocational advisory 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 wai us
The advisory council received the presentation warmly because it as a completkchange of pace
from people talking "at them" during the rest of the orientation iirogram. The presentation has
been updated to include our advisory council and can now be used with ,community groups.

For further information:

Contact Person: Dr. Jean M. Epps
Title: Director of Vocation' Education

Address: Newport News School System
12465 Warwick Boulevard
Newport News, Virginia 23606

Phone: (804) 5994411



Abstract of Effective
Public Relations Strategy

General Topic: unity Service Organization

School, System, or Agency . Akron Public Schools
j

Deseriition:

. The Rotary "Outstanding Student of the Month" and "Student of the Year',AVards progams
were initiated to give recognition to the outstanding twelth grade students in the eighty-one voca-

al courses offered'in the nine comprehensive high schools.

th award, a nominee is selected by the_teachersiromeach school.
one,eadli from the trade and industry, business and office, home economics, and distribuitive
education areas. Factors taken into consideration by the teachers wpen making selections are the
students' ability, initiative, dePndabelity, grades, attendance, and school/community leadership.

Each month a three-member Rotary committee interviews up to nine students to choose the
student who will represent the vocational dnision as the outstanding "Student of the Month."
Selections aril based on the student's appearance, poise, and abilily to express themselves during
this interview. From January to April, the divisional winner is presentedwith a certificate of
recognition and the privilege of sitting at the spec ers' table during the Rotary luncheon.

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

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 with the
Rotary awards program. Rotarians have gained 'a better understanding of the scope of our vocational
programs and have a more positive outlook on what vocational education has to offer to our
community.

For further infolmation:

Contact Person: Mr. Robert Hughey
Title: Director, Vocational Education and Industrial Arts

Address: Akron Public Schools
70 North Broadway
Akron, Ohio 44308

Phone: (216) 434-1661
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Etract of Effective
Public Relations Strategy

neral Topic: BICEP

'ool, System, or ncy: Salt Lake City, Utah

Description:

The response from Salt Lake County toward BICEP (Business-Industry-Community-Education
Partnership) has been very positive in developing firsthand career exploration experiences. Activities
that BICEP arranges are lectures (provides speakers), discussions, tours, shadowing, and internships.

Darin 1976-77, data indicated that all of the Salt Lake City senior high and intermediate

schoo participat to some extent InBICEFactivIties,--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, counselprs, and administrators are not taking full advantage of BICEP services.

There are many students, and ttleir 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, colieern about
career choices is very crucial with parents.

For further information:

Contact Persons: Dr. Donald Wright, Executive Director
Arlene P. Jorrs, 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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Abstract of Effec
Public Relations Strategy

General Topic :. Vocational Home Building Program Publicity

h I System, or Agency: Ann Arbor, Michigan Public Schools

Description:

Each year when our student-built home ($80,000.00 range) is nearing completion, we hold
an open house, sponsored jointly bhe board of directors of our rather unique nonprofit corpora-
tion and the public schools.

.

The loard_oLdirectoral ad in tip dilly pa
amount using a business sponsored community service ad.

The brochure for the open house and a professional quality slide-tape show are produced
under the direction of a member of our board of directors who is in the' advertising business. As a
result of this approach, we typically have Eidund 800 people attend the open house.

For further information:

Contact Person: Earl W. Shaffer
Title: Director, Occupational Education Division

Address: 800 Soule Blvd.
Ann Arbor, Michigan 48103

%Li
r and-the-paper- do

Phone: (313) 994.2315

53

4



Appendix B.

Rules for Preparation of a News Release

from the

Public Relations Society of America

SITYLE: There are two main types of ne = per stories:

1. The straight news story is a facial, ormative account of newsworthy events
e.g, your proposed-budget for the comin year Such stories generally are written in

paragraphstyle," with the most impor t elements in the lead paraaph and the least
important elements in the end. Reme ber to answer the "5 Ws" and "H" questions (whc
what, where, when,.and how?) early in the story. Keep sentences and paragraphs short in
avoid mechanical errors in spelling, punctuation, etc.

2. The feature story is one with little straight news content, but a great deal of "human.' °:` i

interest' to a significant segment of a paper's subscribers. Its style is much less rigid than,
news story style, and depends mainly on the ability and interest of the reporter. Generally,:,'
do not attempt to-write feature stories for submission to a paper. Instead, let the appropriate,
editor or reporter know you have a subject you believe is worth a feafure. If the editor or
reporter agrees, the story will get written; if not, you will not have wasted time Writing.

STATIONERY: Fancy, tinted, printed new bureau stationery is wasted.' It looks commerical an
and doesn't fit normal copy style. Don't shout NEWS. Editors decide that.

IDENTIFICATION: The name, address, and telephone nuurber of the person releasing the news
should appear at upper left or dirEictiy after the story.

RELEASE DATE: Most items should be marked "for immediate ele ' Stipulate
news obviously warrants holding until a certain hour.

DATELINE: Start the story withe name of the city in all ap, COLUMBUS

FORM: Use wide margins and doublespace copy so that tors can edit.

HEADLINES: Do not indicate a headline that is the editor's business. Skip Vim inches between
release line and body of copy so the edior or rewrite.desk can insert the desired headline.

LENGTH: Never make a release two pages if one will do. Edit your material tightly. Make sure
it is accurate, timely, and not too "pluggy." Do not split a paragraph from first to second .page..
Put "More" at the bottom of the first page. Put "30" or ##at end of the release.

CONTENT: News releases on the following topics should be sent to the appropriate publications
routinely (i.e. planned for and executed so as to be timely).

1. Program develotisnent, policies, and achievements (on a selective basis
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a. New services to be offered, preferably "first of a Kind" or significant in some other
respect, such as the Legal Aid Society's new program for senior citizens.

b. Important changes in policy e.g., changing of fee structure, agency relationships, etc.

ncy expansion and progress e.g., new facilities, n w programs or organizational
hinges designed to make your services "superior."

d. Annual report e.g., releasing a year-end assessment of operational success.

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

AaancYlximodnel

a. Newly -elected and promoted officers, new staff.

b. Retirees (including board members of long-standing)

c. Staff and elected-members involved in community, professional and civic affairs
offices held, awards and achievements earned

d. Any staff or elected members hono ed or recognized

3. Agency involvement in community and areas of social concern

a. Programs or services aiding the community, programs aimed at minority groups and
coordinated with area schools or other organizations, significant training programs and
opportunities, policies or programs specifically aimed at influencing citizen awareness
and participation

4 Special events

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

EWS:-.Xime permitting, daily papers often are more receptive to ideas for interview
-es than to prewritten news releases. Reporters like to find out for themselves, and editors
understandebfy skeptical of information not obtained by their own reporters. If you

ge attinteicw, be sure: (1) to be on time; (2) to be able to get any necessary statistics
slat g; (3) when possible, to know the names and interests of the reporter in

highl .pro!!
inchridu
the Story is
*lack an
up-again

tiers usually prefer to take their own photographs, and maintain large
otogaphic staffs and facilities. Generall, send only "mug shots" of

daily
ppapers

unless you have checked first with an editors If the paper believes
te. icture, it will send a photographer. Weekly newspapers generally will use

os if they are submitted on glossy paper, usually 5" X 7". Avoid the
11 with a plaque shot. A little originality in planning a photograph can result in
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pUblication. Make' sure that everyone mentioned in the photograph
d that they are properly identified. Always submit black and white
"cal shots vertical (portraits, tall objects) and horizontal shots

aide objects).

1Vlake it a point to meet the city editors of the dailies. Learn their deadlinee
orally, about 11 AM for the evening paper and 7 PM for the morning paper. Doret'be

afraid to call near deadline with a breaking news story, but make sure it really is urgent.
Generally, wait untAl the slack times (afternoons are good for both papers) to deliver feature
ideas and nonbrealdng news releases. Try to alternate between the dailies in choosing which
gets the "bieak" on a story. Weekly editors generally will accept mail releases the farther
in advarrbe of their deadlines, the better.

PLACEMENT: If a story pertains to someone living a particular suburban or urban area, make
-sure-to lop to the most local paper.
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Appendix C

How and What to Do to Reach the Television Audience

from the

Public Relations Society of America

Don't be completely newspaper oriented. The papers are Tine butthey don't reach literally
hundreds of thousairds of people who can be reached by television. Why give up this audience

habit pattern?

Remember television gets extra power 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
especially want to catch it.

When you think of art possibilities, don't just think of still pictures. Think of 16 mm motion
pictuies, too They can often be taken by the station. If not, theypen be taken cheaply and as
by members of your staff or friends if you practice up a little befc4e.a special event is upon you
This is a publicity tool everyone should become familiar.sith, but, be sure to check with the-station
for their requirements. E

Don't forget the Polaroid camera all its well =known advantages go double for use asa tele:
, vision publicity tool. You get the pictures you want without waiting, giving a "same day" timeliness.

Regarding interviews don't, forge videotape is here. If the person isimportant enough, remember
he or she doesn't have to be at the stu o 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 throfigh the
list to see what aspects of the thing you are publicizing might fit into a specffic 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 t60 then when you need something from the public you'll have a spokes-.
person liked by the public and respected by the pub .c, all ready to talk to them. In other words,
have your spokesperson available before you need t em.

Finally, a step-by-step version of how you get omething on a television news show. You call
up the TV news editor. You tell him/her briefly wh t 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 o tell and once you learn the ropes, elevision can do
much to help ynu tell it.

(Note- Mete suggestions were made originally by Mr. Don Perris, assistant general manager, WEWS-TV,
Cleveland, Ohio, at a national conference spongored by the National Federation of Settlements and
Neighborhood Centers,
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