The Partners in Preparedness Publicity/Awareness Campaign
By Morgan Montalvo, Capt, CAP

SWR Assistant DPA

A couple of years ago, during my second tenure as Texas Wing’s Public Affairs Officer, a unit commander contacted me for an easy-to-implement idea that could help her squadron increase its visibility in the “Golden Triangle,” comprised of Beaumont, Orange and Port Arthur in the far southeast part of the state.

For a few weeks prior to our conversation, I’d been kicking around a concept that would offer new PAOs and small units a fast and light-on-the-labor publicity initiative that, once launched, could be re-used regardless of time of year or level of PAO experience, yet remain potentially attractive to external media.

I settled on what I call “Partners in Preparedness,” a local publicity/awareness campaign designed to link CAP units with any of several first responder organizations or public safety agencies common to all geographic areas.
Like its predecessor, Southwest Region’s new Partners in Preparedness or “PiP” publicity campaign is designed to offer convenient safety information checklists tailored to your community, issued in cooperation with local first responder and public safety agencies. By issuing pre-planned, camera-ready, season-specific preparedness information, participating units can establish relationships with area police, fire, EMS and sheriff’s departments (among others), and pique the interest of local external media outlets by providing newsrooms with concise, attractive, script-friendly documents that can run “as-is,” or be easily developed by reporters into re-branded stories. Either way, partnering organizations benefit from organizational or “brand” visibility during periods of heightened safety/preparedness/threat awareness and relationships established through cooperative public service.
New PAOs and units without a designated public affairs representative should find this tool attractive because it provides a template for an easily presented, reusable document. The heavy lifting already is done via the templates, leaving PAOs only responsible for contacting local/area public safety departments and first responder organizations, and soliciting the cooperation of a partner agency’s crime prevention, fire prevention or public information officer to tailor a PiP release for target communities. This is an easy first project for senior member and cadet PAOs new to writing or contacting sister agencies and external media newsrooms..
How to implement a “Partners in Preparedness” (“PiP”) campaign:
Attached are sample templates for PAO use and re-branding, tailored to back-to-school and end-of-year seasons. Both files allow for the deletion and importation of participating organizational logos and year-round adaptability (more on that later).

First, consult your unit commander and unit safety officer to develop five best preparedness/safety recommendations for your geographic area. Five is an optimal number for the public – no more.

Import these items into the template.

Second, contact the fire prevention, crime prevention, or public information officer for each partner agency of choice, taking care to not overlap jurisdictions. Explain the PiP campaign rationale, and ask whether the contacted agency would like to participate.

Assuming a favorable response, schedule a short face-to-face meeting, and prepare for review a mock document that includes your unit’s name with CAP logo and safety/awareness recommendations, your prospective partner agency’s logo, and up to five blank spaces for the department to input its recommendations. Always give your partner agency top billing.
Third, deliver in-person your draft PiP document to your partner agency. Wear your CAP uniform when you do so, and include handouts that describe CAP (available from CAP NHQ).
Once approved, discuss with your partner agency’s representative mutually beneficial methods for issuing your PiP document to area external media and other groups that can help get out the word.

Keep in mind that police, fire and EMS departments always have an open door to newsrooms and public affairs programmers. If your partner agency wants to take the lead, allow them to do so while offering to assist however possible. If your agency counterpart plans to visit a newsroom in-person, ask if you can tag along.
Be prepared, however, to become the point of contact for a PiP campaign if a small public service agency is short on manpower or other resources and agrees to grant you that flexibility. Ask your partner agency to call or email local newsrooms to advise them that you will represent both the partner agency and your unit. Be sure to also deliver a CAP publicity packet as background to your PiP release. Keep your visit short and on-target. A PiP newsroom visit is not the time to relate CAP’s decades-long history; that’s what the publicity packet is for. And remember: your words and actions reflect on your partner organization as much as your unit and CAP in general.
Attractive, camera-ready PiP documents lend themselves equally well to print media, posting on agency and unit websites, and distribution as links or story ideas to broadcast media. PiPs can also be used as posters, flyers, or audio/video PSAs by units and agencies with those resources.
The keys to an effective PiP campaign are simplicity, communication and agreement between partner organizations, format adaptability, and sticking to a “one-voice” concept. 
Okay, a few caveats:

A PiP document should never be re-tooled by a byline-hungry PAO or other CAP member into an external media story or article, nor PiP information provided by a partner agency reconfigured into quotes for a news release or advisory. PiPs are at all times stand-alone products “owned” equally by each organizational partner, so the campaign should remain format-focused. However, a well-managed PiP campaign is the basis for an informative internal public affairs article showcasing success by a participating unit.
Small, rural and volunteer department representatives can be hard to contact: don’t give up if your first – or first few -- calls go unanswered. Plan your PiP campaign well in advance of your target season, make those department and agency contacts weeks, not days, ahead of time, and make certain that the draft copy you present to an interested agency appears ready for distribution (To put it simply, don’t hand a potential partner a template with “Your Logo Here”). Keep in mind also that your peace officer, firefighter, or medical responder counterpart may have to sell the idea to “the boss” or to elected leaders who, in turn, may insist upon their own “recommendations,” The more “camera-ready” your draft appears, the less likely “interested parties” will want to change your product. 
When importing or modifying PiP information, make sure that all text is grammatically correct, especially any wording attributable to your partner organization. Don’t let a typo, shoddy subject-verb agreement or other mistakes embarrass your counterpart -- and his or her superiors.
And, now, for the encouragement
Cheer up. A well-managed PiP campaign IS EASY to conduct throughout the year. A couple of phone calls to your new colleague at the local police, sheriff’s, EMS or fire department, some simple template re-tooling, and you’ve got a new version ready to distribute across your community and to area external media. Don’t be surprised if the public comes to expect your PiPs, or to see them taped to store or diner windows, affixed to break room bulletin boards, or tacked with magnets on your neighbor’s refrigerator (I can think of few higher forms of recognition!). In smaller communities, PiPs can serve not only as valuable safety reminders, but conversation starters. Be sure your distribution list includes school districts, colleges, houses of worship, hospitals, retirement communities, and neighborhood associations. 
Here are suggested times of year to issue PiP releases:

· Back to school

· Thanksgiving-Christmas/Winter Break

· Spring Break

· End-of-school/Summer travel

· Other travel holidays: Memorial Day, July 4, etc.

· Periods of severe weather (heat waves, extended cold, tornado/hurricane season)
As always, your SWR/PA will assist you with this or any effort you undertake to increase unit visibility and tell “the Civil Air Patrol story.” If you use PiPs, be sure to provide us with feedback and your recommendations “from the field,” where CAP’s most important public affairs always take place.
The best part of this effort is that making your unit known in your area, in a positive light, is your best first step towards achieving better member recruiting and retention results.  

