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This symbol, adopled by the NEA Exegutive Commiltee in 1966, combines
the fegacy of the past (x for m®adeid, the ancient Greek word for educa-
tion) with new direction forsthe futuref ( }. The spherical triangle
serving as the packground represents the mutually supportive programs of
local, state, and national education gsociations to advance education

cation thropgh a united teaching profession Regiatration of this symbol
with the U'S Patent Office as a ‘‘coBective membership mark ' has been
completed -
Attractive enamel and silver Jewelry containing this symbol—pina, iapel
buttons, tie tacks, charms, and tie b4rs—may be purchased by those who
are members of local, Ytate, artd nalional associations Decals for auto-
moblie and ciassroom windows and fiame tags for meetings are free For
information and order blanks for se items, wrile lo the membership
division of your state assoclation or. fto the Division of Affiliates and Mige-
bership, NEA, 1201 16th St NW, ashington, D C 420036 - -
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Forgword

“Where have you teachers been all this time”” ’

That could be a typical reaction from a newspaper editor,
news director of a radio or tclcvxs?or} station, or commumty feader
when a member of a local education assoaation contacts him for
the first time,

Only recemly have teaehers through thayr local associations ~
started to speak out on educational issues It 15 especially impor-
tant for all leadership at the commumty level to rcbognlzc that an

* gxpression of the teachers® opmion and posture does not nullify
the position of boards of education arid administrdtors who have
tr;fd'rtionally spoken foy education,” says Willlam Baxter, public
relations €xecutive for the Cahfornia Teachers Association, “but,
essentially, broadens the scope and availability of news and infor-

ation for the general public.
? “Integrity, responsibiity, and full disclosure are inherent
aspects pf this communication process to which teachers aspire.
We must maintain with fhass media and the public all the ele-

" ments of professional relationships we have urged upon boards

of education and administrators ™ . ,
Should teachers be concerned with the business of news?
There 1s little choice, Education is one of the day-by-day top
news stories. Comments Barclay Bayley, public information and
communications director for the Nebraska State Edusation Asso-
ciation* “Tq bend an old adage: what the public doesn’t know can
tand probably will) hurt you. It can be a case of no news being
bad news where a kecal association 1s concerned.”
& This booklet is aimed at helping local d$sociations utilize
cxlsking publicity techmques and suggests others to focus attehtion
on and gain vispility for the assoctation and its teachers. Public-
ity, of course, can take a numfer of forms This booklet, there-
fore, touches u})on a varicty of ways publicity an be obtairicd.
In particular, members of the association’s public relations com-
mittee, especially the persons who handle news media relations,
public service programming, ‘and the community relations assign-
ment, may find helpful suggestions. (Sce Appendix B for a
possible prototype of a PR committee.) .
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Publicity, Part of PR a

Pubhcity and public relations (PR) are not (" fienymous
The two terms have been used interchangeably ome people
because too many public relations programs hdve ¢en lmle more
than publicity efforts. . +

Public relations for an education associaion 1s a plannedand -
systématic’ two-way prodess of communrca;;on between the associ-
atxonr%d its membership and external publics Jts function is to
influence opmnion through the associatjon’s performance. Public-
ity is a principal tool of public relaU(As. If PR s considered, as
it s by some people, ‘as ‘doyng a good‘job dnd telling everyong
about it,” publicity 1§ the process of telling about 1t.

There arc many deﬁnmons\of publicty. Most of them
agree_with the one given by Webster's'New International Dic-
tuman “Information /wth a news value, designed to advance
the interests of a placc, person, cause QOf, institution,” usually
appearing 1n public prmt In other words, publicity is informa-
tion with a purpos?—to make something or somebody known.

It's obvious, ghen, that publicity 1s important—but it is not
1t part of the public relations process. Success-
t be based.on good perforﬁmnce, becatise, as the
s out, “What you are speaks so loudly I cannot
hcur what yo say ” Scon Cuthp and Allen Ccmer, authors of

with shadows. -Byg the publicist must always remember
t there are other operators with spothighfs 1n a position to

ocal s.ducation associgtions, then, need both performance
ctive program) and publicity. Neither the program nor
blicity is enough in itself. As Cutlip and Ce/n{er point




. -
There must be’ words and images, too—or else the good
works are apt 1o be overlooked or misinterpreted by those with

differmg purposes or by those separated by distance.” _ .

[:Zxamples ' ' ;

v

Publicity, usually thought of as some forg of printed in-
formation or visual presentation, may be an act or some sort '
of device designed to attrget public interest. For example, pub-
heity, can be created by—

.

¢ Issuing a statement

~ .

. Orgamzmg a commiittee

¢ Conducting a survey

- e Arranging to make a speech

¢ Holding an election

¢ Recognizing an achievement i ]
. Announging a plan or pro4gram . -
o Sthginga tour, display, or exhibit

3 o Observing an annivérsary . ¥ -
¢ Reporting results of work or study complete“d ',
o Observing special days..wecks, or months
e Inviting an expert from out of town_ -
¢ Localizing national reports or stud1§ .
¢ Taking® stand on a public issue * -
‘o Showing a film
e Holding amect.ing or conference

¢ Distributing posters.

In any of these or other similar publicity springboards, two
forms of communication about the event or action take place.
News su;nes in public media, for example, of any-of these events

. lead to conversation about the event in the community.

Q , 1. . \
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Guidelines » -

Here are some mmportant gandelines to keep in mind before
tackling the publicity task., ’
, .

o The character of the association 1s usually reflected in the

publicity efforts of the orgamzation. Irrational statements, cX-

aggerated claims, or careless remarks contaned” in assdCiation
news releases may please some members, offictrs. or staff, but
often resultain a negative reaction by editors and readers

o An orgamzanon cannot control all of the publicity it maS"
receive  This 1s why experienced phbhc relations people caution
orgamizations and institutions to “tell your own people first”
when developing a public relations program  The associationi,
Pﬁil) take one stand on a public 1ssue through prepared news
releases. but 1f Most of the members of the assoclation are pub-
hicly saying a different thing4yr acting in a different manner, the
“controlled™ publicity may well be overshadowed by that which
the association cduld not, or failed to. control

o Content and ahsorpuion of content are motre important
in determiming public opinton than the amount of publicity.
What 1s said. and how that message 1s absorbed, usually counts
more than how Jften the message 1s repeated. Advgrtising peo-
ple call this “penetration”-—which one authonity defines™as “what
1s possible for the consumlr to carry n his head.” =

e The message 1eceived is notgequtvalent to the publicity
dissenumated,  Dissemination” does  hot  cqual communication.
Association lgader, witally interested i every word of their
news release, carefully read cvery word when it appears as a
news story in public print. But casual readers usually deo~ not
hang on ‘every detail.  Psychologists rermind us that we atlcnd
to that which we w:si to attend to  Advertising cxpérts cgho:
“The consumer tends’to remember just one thing from an ad-
vertisement—one strong claim or one strong concept.”

o Too much publicity can be as.unwise as too little. While
most associations need not be concerned with this point, it should

. be noted that news media personnel, as well as the public, can

foem ncgative impresstons over a ;')criod of ume if they are sub-
jected to a consistent amount of publicity, much of which is

.




trivial  So, it's important to focus pubhcity techniqueggon the
programs which are necessary for the association’s surz:/al and
fulurc

e Fmallv not evervthing . t}re assgciation’ does should be
publicized. - 1t may be best to avoid publicizihg sgme activitiesy
If the association mcmbcrs decide, for example, to actively cam-
patgn for passage of a school operatmg fund tax proposal, too’
much publicity of teachers’” campaign activity may be harmful®
to passage of the issue. Citizens may' react negatively, claiming
teachers*have a “vested nterest” in raising taxes to raise their
owi salaries. That’s why, i many communities, work by teach-
ers to help passage of a school issue is often done wnhout
fanfare or pubhcny : -

For years the public relations chairman of many lgeal

associations was really just a pubhcity chairman ' He was often’

+ 3elected each year on a rotation basis (* “Who hasn't had this

yet?") and had as a n\g)or task sending out a news release
announcigg the annuﬁ} election of associauon officers.

Today, fnany local associations are developing an active

public relations committee. It's a key committee noW mot an

- honorary chore. PR commuttees are composed of energetic peo-

ple who are recognized by their fellow teachers for their ability

"to get things done. Booklet #4, Internal PR, for Education

. Associations, in this “PR Bdokshelf” series gives some specific

‘j examples of how to organize the PR committee. Booklet #2,

Tipst for the PR Chairman for Education Associations, poims//

out that hard and final guidelines for the activities of a PR com-

mittee are impossible to define. Differénggs in size, experience,

« and environment of local associations—plus variation in the

+ types of PR programs these associations implement—make it

¢ unwise to define exactly what should be done.

- "= Input Needed for Output - -

A Y
The news media subcommittee chairman, one of the work-
horses on the BR committee, faces the same problem as hi$
colleague, the association editor—where to find information.

ERIC B
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“I'd be happy to send out"news releascd dcscrihiﬁ'g the
professtonal activities of our membersge a typical news. medra
* chigirman might comment, *if { could figure A way to get teachers
to tell me about them * . o
There is a way—and organization is the key. v
Booklet #5 of this “PR Book@elf” serics, Publishing a
“Newsletter for Education Associations, ; desctibes the use of a
“beat™ system utihzing teacher-reportéfs in every school in the
district. If this news-gathering retwork is orgamized to provide
information_for the cditor, the same network (and much of thé
same information) can form the basis for news 'rcléf,iscs.‘ A tele-

‘phone chain within the association membership can ﬁz tapped -

by both the news media chairman and the cditor. This “chain-
commuynication™ techpique is described in booklet #3, as is the
use of news reiyuest foygns. R A ‘ -

. Another importa_n!{r;"l)art of the organization for publicity is
record keeping ‘The news media chairman should keep a ¢ard-
file list of contact people, news media persomre], “Teaders of
community organizations, and ethers with whom“fie Works.

, He should maintain_ file copies of cvery.newsg release he,
sends, for these are a big help to future news media chairmen!

They also serve as a valuable historical file and as .a ready "

reference for comparison between what was sent by the associa-
tion and what was used by the news media. That's one of ‘the
quickesf ways 1o learn how to write for a.newspaper, or for
- broadcasters—see how editors handlethe eopy they reccive from
the association The association should keep a scrapﬁook of
items published. The clipping$ mak# it casier to document the
publicity program and illustrate the publicity cfforts. '

! .
+ . +

THEK Like 2 Newsman

L]

¢

Working with "the mass media is* a speciahty in jtself—
that's Why Booklet #9 i this “PR Bookshelf” series was pre-
pared. Pfess, Radio, and TV Tips for Education Associations
offers"spesific help for news media chairmen in their daily con-
tacts with newsmen, o .

B
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But in a review of the. overall publicity job, some Wasic
considerations of working with mass media need to be covered,
repeated, and stressed. Newspapers, .radio, and teledision are
the major media for publicity. and they ‘are 1n business for one
main reason, to provideé® readers, Jlisteners, or. viewers ‘wnh
information, which 1s often~supplied by news releases from nu-
merous organizations and associattons  Publicity on a lo®a)
association's program ox projeet may be Jews-o that '1ssocmnon
but it must also be news to the ncwspapcr or radio or television
station that Will use 1t. News is anything tmely . . . of mterest
to people.* And a key to success 1n preparing association news
releases for a news editor is to try to think like an editor.

. The first thing a newly appointed news media chairman
ought to do 1s to forget the kind of stories he wants to get prinfed
or of the air and decide what the editor or local news director
might k¢ Actually. the news media chairman serves the asso-
ciation best wheq he helps meet the needs of local news editors.
He's & middleman between the editor and the local professional
teachers organization—sort of a part-time staff member of the
newspapef or radio or tcfcvi\sion station covéring the association.

e H

Get Acquainted

A

v To fulfill this role, .m order to provide pcwsworthy informa-

tign for local news media, ‘the association news media chaifman
sh‘puld get personally acquainted with news media ptrsonnel

.Newsmen need to get to know their news sources. If the pre-

viows news media shairman did not have a contact list of news-
men, both newspaper editors and broadcast personnel, the ngw
chairman should build one ¥Important editors or reporters shauld
include those qf any metropblitan®lailies which cover news of
thc eommunlty (and ire large newspaper organizations,.this may

* b a spccxﬁc suburban wmcr) suburban dailies (in ‘this case

it nmay be another regional rcportcr or an education writer), or
"~ editors of tri-weeklies, semi-weeklies, or, wedklies that cover the
pdr!lCu]dl’ community. ' Editors of a free “shopping news “throw-
away"” may also be anxious to receive some local news relc'lscs
News directors-of both local radio and regiohal television stations
shou]d be included on the basic news media eontact hst.

) . -
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<o N{xt step: Place 'm adv‘mca tclephonc seall to= newsmer |
" to learn the lea%t busy day and hour 19 Ccontact me bcrsonally v
The first get-acquaynted visit should ‘be brief. New fnen need to
i know the name, address, schoel;- and home “telephbne number

o of the association’s news, media € rmzm "The news, medm
chairman is the‘contact man, but thc ofﬁc;al ‘§ késman is 'most
- often the association’s top clected offiegr. the prcsngem ‘

. The news media chairman needs to know each newsiman’s *

' dmdlme hew copy should be prcp'\r‘ed and the correct name,

. * title, address, *and teleghone number of the cdltor or repostér.
The get-acquainted visit is too ofteri overlooked as the basnc*stcp -
in building good .media relations, which, liké all others, arc” ]ust $

v plain gocd human relations. - ..

i .

-

B
Some Basic Pointers - - .

. [ .

Inexperienced publicity prdctmoncrs wnil soon learn from :
. any ncwsman some basic “musts.’ Information sent to news-

. 10 paper ‘editors gnd broadcast ncwsm&.n must be accurate, timely,
,* and bnef. Five basic queStions need to be answer ho, What* r'
When, Where, and Why . . | and sometimes How. C y‘should
be typed and composed of short words, short sentences, and M

short paragraphs Educational “Pe#aguese” may be alf right for

P gurrichlum bullctm, put terms should e translatéd into every-
sday conversatipnal language for the pubhc via the media.

The comsumer relations department of the Sperry and

> Hutchinson Company gives news media charrmen a dozen “basic

. o B s for publlcny

) ~

- e
.

1. Be the only person ftdbm your group to contagt news .
N > media Two members calling the same cdltor,or pro- -
‘ . gram dircctor are b to bring corflict or cpnfusion *

2. Be quick to establish’ persanal contact with the right
« persons at the newspaper, and rddio and telfyision o

. » stations in your area. .
. , ’
3. Be sure to write everything down. Train your mémory, «
but don't trust it. Lo
o~ . * R . \ .
. 4. Be prompt in meeting every deadline. -

ERIC AEURRETES b
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5.. Be legipl. - Type ncws releases. Erase and correct

S errors.  Don't use carbons mmexcept, pL[hdpS for" your -
" own file copy._ : i
6. Bg accn Doublc chuck dates, fames. and” places

. . before you submlt your copy. . '
7. Be honest and unpamal lec credit whcre due 5
. 8 Be brief Newspaper space and air tme are costly

9. -Be brave. Don't be afraid to suggest something riew *
. if you honestly - believe you “have - a workable idea.
Media people welcome original ideas when thcy re
practical and organized loglcally )

10. Be business-like. *Never try t6 obtain publicity by
- e pressure of fnends%lp or business connecuons Never
’ . ask when a story will appear. Never ask for clippings.

R * 11. Beappreciative of all spdc}c and time given your group’s  ;
publlcny The media glvmg 1t also have space, and
. " time for sale.  ° C T ’

12. Be professwnal Members of the pres are always®

) mvited guests. Never ask them®to buy tickets or’ pay’

S - i admission. Arrahge a specml ‘press table™ for ldrgtc

- banquets s C T :
Booklc! #9 in this scries of publncauons for education
associations, Press, Radio, Jand TV Tips, gﬁcrs details on prepa-
ration of news co y, st)lc fcaturc stories, press conferences
: ,handlmg unfavorab c news, photo tlps and radio and tclcvnsnon’
T news. " - -

Publicity 1s.-often a mattep of pcrccmagcs Some stories »

»get printed, some do not.” If associafion stories are rejected, the
new$ mgdia_ehairman should czmcfully review the content..of
*the unused material. Chances afe, if the information Iackéd
* locyl interest.or' had no reader interest at all, if t was, poorly
written, maccurate or contamed’ disguised advertising, the copy
ended up in the wastebasket. Or it might -hive been’ rejected
Jbecause it arrived too close to the time when the paper had to
go to,press or t‘he newsman on' the aiy.  might have been
refected at the fast mifute to mak¢ room for mfore |m_portam

news. If the’ newspaper or Station |s regularly and carefully -

o ki
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* special programs. .

. '
studied to determine style ‘and content, if copy arrives on time,
neatly and accurately prcparcd chanccs are tke news mcdfg
chairman’s bamng avcrdgc will steadnly rise.

o . CGelngontrehr

H & ; . -
: The broadcasting industry offers realdpportunities for e&u-
ion associgtions ,'Radio and TV statians pride themselves on
their récord of pubhc service. Al&oughe iferc is no law which
says a station must dévotg -a cerfain amount of time to c%m<
munity organizations, radio and television stations are hcensed
to operate-*“in the public interest,. necessity, and convenience,’
and théy are sensitive to programming educauonal news and

Broadcast publiceservice programrhing is in two calcgoncs

.programs and other on-thc-air expogure. A special one- “time-

only prograri or series of programs may take the form of inter-
yiews, panel discussions, demonstrations, et¢. Other on-the-air

, exposure includes brief spot announccmems ‘during the day (pub-

lic service spots), news items included in regular newscasts,’ or
broadcast editorial statements presenting the viewpoint of the
station’s management on community issues and ‘everits. '

* The first and most important step in utilizing broadcast
- services is a visit with the program director. Persoriai “conttact
(by appoiptment, plcasc) will: let the local association’s public
service chairman knéw if public service time is available and
in what way. The National Association of Broadcastcrs (NAB)
cautiong “persons seeking publicity that thcrc 3ust aren’t enough
hours iA a day to satisfy every requcst received for “free” time.
To improve the chance of getting® public service ,time, NAB
ssuggests local associations make certain ,that—

‘ ’

o The message is important and of widespread interest.

e It is presented in the best possible form. -

NAB has prepared a handyAguidc If You Want Air Time,
which is valuable for the PR commmcc s news media and public
service chairmen. This free, handbook is available’ from local

- -
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stations that hold NAB membership, or by writing to the Asso-
ciatipn, 1771 N Sheet, N. W., Washington, D.C. 20036. The
guide points out that any type of public service programming
requires planning in coopgration with the sumon

x e Be prepared {0 submit spec:ﬁc facts and workable ideas.
P Pon’t waste the station’s time on a fishing cxpcdmon with

vague generalities  <_J

e Accept suggestions. - You_ will be workmg with experts
", m a field that probdbl) 1s alien to you. ¢

’ 5
< o Know vyour linlitanons A 30-minute interview might
seem ideal for your purpose, but spot announcements, if .
! *well done, are' much better than a long program Wthh
is inadequately prepared ‘ v

e Don't expect tadio or television stations to change for- .
mats and/or habits to suit you.

o Check with the station first if you plan an appeal for 13
. funds. Many statrons have’a policy againt it.

¢

Education associations ay'over the couﬁtry have_ taken
advanthge of broadcast opportunitics by preparing’ spot an::
nouncements carried on radio gnd TV stations to publicize back-

= to-school safety tips, American Educatlon Wecek, the teaching
profession, how parents can hclp a child’s study habits,-curricu-
lum innovations, classroom dcvclopmems local educational
* scholarships, and the like. Stations often have set aside ppblic
service times during the weck for educatfonal*purposes. In many
instances, the content and direction of the 'ﬁrograms is placed in
the hands of local education associations. For many years, the
Worland (Wyoming) Classroom Teachers Assoctation has pro-
duced a weekly public service program on station WKOR. The
program deals with the school curriculum, how'sub]ccts are taught’
at various grade levels, and innovative programs in the school
system. Radio station WHLS n Port Huron, Michigan, received
a “School Bell Award” from the Michigan Educationt Association
for a daily, 5-minute program called “Thé School Bell,” which
consisted of taped reports by teachers and students direct from
city classrooms.
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' Letters of appreciation’to station pesonnel for providing
- public service programming should be an automatic follow- .
through Station management is anxious to learn of any reactions,
- and thank-you.letters for public servikelbroadcasts help the sta#tion
in submitti roof of programming to the Federal Communica- .. -
tions Camm®sion when the station sfhccnsc comes up for renewal‘
NAB adds one other important pubhc relations consideratapn fot
the association public service chairman: - 4 .

e

If a station gives you free time to advertise your cause, don't
: surprise the owner by having him open his?cw"spapcl: to find
. that you hought a half-page. If you do, the gext Surprise,
may be your own when you seek free ‘broadca timc?. T .
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©© .y 'Adverliging Car be Ereetve . - .-

o Many times local associations-find 1t necessary to purchase
14 ° newspaper space or broadcast time in order «to communicate
specific infotmation to tH® public.™ When news covcmgc or
public service broadcasts do not thorsughly cover the assqgi-
~ - dtion's message, newspaper, radio, and/or felcvision adwcrtlsmg .
may merit consideration!
‘ Advertising can be effective for many reasons. Although 1
newspaper space rates and broadcast time may. secem cxpensive,
-1t i$ an economical way of rwchmg thousdnds of people with-a  /
spcc:ﬁc message Advertising cary send pufrjlc rclations messages -
» .44 to citizens at a low er mdxv;d)nallcmt‘ Advertlsmg a[So oRers -
flexibility in timing and comrofl?ng a message. * - t g
A growing number of associations have found advertising .,
an gxcellent way to help secure public’support” for the assoCiation’s
cause during crisis sﬂua!nons In addition, many local associations
purchase advertising i newspapers’ and on*radio and televisiorr's
broadcasts to create a favorable image or correct miseonceptions.
- Associations involved in inténsive professional negotiation
. with school boards are sometimes criticized by the public because +
of misunderstanding or lack of information aboﬂ the nature of
the problems under discussion. So advcrusmg, is sometimes a
. «pecessary, dramatic step to explain and interpret the association’s
position and concern. An excellent way to "anchor” a newspaper

"
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ad or close a broadcast commeréial 1s to couple the name of the

locak association with a brief descriptive phrase; for example,

“The Horace Mann Education Association, mprescntmg 400 pro-
“fessional teachers and 12,000 childrén.”

Contact your state d}socxatlon s director of public refations
for assistance 1f advice about purchasing advertising 1s desired.

* 4
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. Developing Community Relatins -

Active participation of association members in community
projects and events 1s a sure-firc way to get publicity and produce
posiive PR. Developing good community relations should be a
specific assignment of the PR committee.

It might be a good lde for example, if the association
obtained @ membership in ‘the local chamber of commerce. The
president of the association, local execudive sccretary, public
relations chairman, or community relatiogs chairman shpuld be
designated to anend Cof C meetings and take an active part
in local chamber activities. The U.S. Chamber of Commerce
encourages local chambers to devclop an education committee
and take an-active part in helping to solve community educational
problems. Qften such a commuttee.has not been established of
is not active, dge to lack of involvement by school system admin-
istrators. THIs a “natural” project for the education association.
It brings educators, businessmen, and industrialists together on a
regular basis in a cooperative effort to improve education in the
community. *An important product of participation by the associ-
ation is thé building of personal contacts and improved under-
standing with community busincss leaders.

Nearly every community in America has a United Fund or
Community Chest campaign to raise funds to support public and
private so€ial, health, and youth agencies. This is another “nat-
ural” for the eéducation association—a chance to lend its leader-
ship and organizational talents to an important annual community
project. Local education assoclations can encourage members to,
contribute to'the annual fund-raising campaign, to join volunteer
rapks at campajgn time as solicitors, or, better s‘ to assist-the

i
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association in solicitation of school district employees in the
campaign.
Some educaBon associations solicit memb%rs:separately from

other

school employees, set up their own campaign organization,

- and make*weekly reports at campaign meetings of the contribu-

tions

by association members. PJblicity reports of - outstanding

ontributjons by teachers, reported under the banner of the associ-

tion,

contribute positive benefits for teachers and the association.

nd a newspaper photograph of association leaders receiving a
nitel Fund award for outstanding giving is “good copy.”

ojed
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'ts with Publicity

Here' are some other projects with publicity values accom-
i by local associations:

- 4 An casy opportunity to publicize the teaching profession

and the education association is offered through the an-

R s o

! nual November observance of American Education Weék.

" | Each year, a kit of publicity materials is available for local

' associations who want to take advantage of this national
observance. In 1967, the 1,325-member Dayton (Ohio)

, Classroom Teachers Association took the classroom to the \
public during American Edugation Week Actual classes
were held 1n two shopping cérters -in Dayton, involving a
total of 150 teachers and some 3,000 students from more
than 60 public and parochial ‘schools. And every evening
a 20-minute play pertaining to that day's AEW _theme was*
presented. (Materials and_idea kits far locﬁq chairnten
are available from the: NEA. Write to: AEW, Publica- -
“tions Division, NEA, 1201 16th Street, N.W., Washing- -
ton, D.C. 20036.) .

e The Benton (Arkansas) Classroom Teachers Assoqia;ion -

sponseors an annual dinner for local citizens The event
encousages ¢ooperative efforts of educators and laymen
toward a common goal—high qimhty of education for stu-
“dents in the cgnmunity. .+ ¢

¢ ‘The Ronan (Montana) Association of 'Clgssroom Teach-

ers launched an ‘ambitiolls two-year project to secure

’ v
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needed equipment for $pecial education classes and the
school playground. The association sponsored a benefit
dance open to the entire commumty and enlisted later the

support. of local service club§ in the commynity fund-

raising project. ¢
. hl A
e The Lexington (Massachusetts) Edutation Association
sponsored an exchange program with teachers from a city
in Saweden. The LEA was aided by mamy community
groups and organizations in a.uwo-week program of activi-
ties welcoming the Swedish teathers 1o Amenca and

Amertean edueation. v o .
. ‘ VA .

B o

. The Canton (Ohio) Professional Educators Association
joined forces with education-minded groups and individ-
uals in the communsty to_win public support for passige

of a tax 1evy for schools. ¥ 1
) ¢

e The Milford « Delaware) Teachers Association sparked
a campaign to influence state plans for establishment oféa

,community college. Milford teachers were joined in the,
N campaign by the Sussex County and Kent County Educa-

tion Assogiations, the Delaware State Education ‘Assooia-
tion, the parent-teacher associations of the Milfod Special
School District, the Georgetown Board of Education, and
the chawarc School Boards Association: .
- Local associgtions have pitched into other types of commu-
nity projects, and each’ has formed the basis for highly successful
publicity. One 4ssocml10n secured an old* truck, repdired and

remodeled it, and stockcd it with” books Teacher? took Yurns®

during: the summer operating the * ‘mobile lbrary” in a syall

“community that lacked such facilities. .

Another association enlisted the *help of members of the Jun-

ior Chamber of Commerce to clear a deserted field and convert it

intp a tot park,” a playground for preschoolers. A free summer
tutorial program was offered by one association and proved to be
extremely popular with parents of children who needed special

help durmg the summer *‘months. Ong association, in a northern'

cny w’hcr; amateur hockey is the dominant sport, offered free

17
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Some associatfons have taken the initiative in organizing a .
committee. The commuttee compiles a cafa-
log of community r§source people who volunteer to come into
the classroom to expain or demonstrate various skills, hobbigs,

or professions, or wi help plan field trips for classes to local
business and industry.

i
4

Speak Right Up

An associa;xon spedkers bureau is ant excellent means of in-
volvip® members n a ¢ tinuing personal publicity progran{ It
. works two Wways. too. A peaKers bureau not only increases the
amount of face-to-face cohtact with commumly groups and orga-

' nizations, to help” humanlze” the association, but it also provides

 association leaders of information on
sk about schools, teachers, and the

a channel of “'feedbuck™
what citizens thirk and
association.

Here are some sugge

jons for orggnizing aspeakers bureau: .

e A memo describitlg the puspose and objectives of the
bureau shogild bedent to all members. A tear- off-and-
return form 3t the i’)oltom of the memo asks those inter-

ested to indicate their interest and note the topic af the k

talk(s) they arg pigparcd to give. These forms shpuld.
be returned to ﬂzrc qubcommmec by a specific date, early
in-the school” year. :

e The subcommmee\&n commumty'?clauons, which will,
probably handle, tha: speakers’ bl}{;au assignment, othef.
members of the PRi‘commmcc and assogiation leaders
should bammer out aﬁ agreement on a basnc talk or series
of spe¢ches about the ¢ a‘Ssocmllon The oulhnc for a stand-
ard taik should mcludq discugsion of the goals, program;
and projects of the asqocx ion. The finished talk can then
be drafted in manuscript ofgletailed outhine form, or both.
This provides the format f@! a basic talk on the associa-
tion which can be g given by an’ofﬁcer or voluhteer speakers
- . 29 v .
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¢ to adult groups in the community. " This way, all associa-'
. tion speakers.are covering'the same ground.

¢ Once the hst of Yojunteer speakcrs is drawn up, the teach-
ers handhing this* project should prepare a simple but .
‘ attragtive brochure or leaflet describing the services of the
. agsociation's ‘speak®rs burcau This publication can be
. Widely dsstributed to leaders of every civic, fraternal, and
service organization in the community—they are always
g looking for good progiam materials forl meetings.

nwuv

® Program chairmen of community clubs and organizations
\ . shiauld be instructed in how to arrange for a speaker.
Night and_day telephone numPcrs for contacting the
v \ speakers bureau should be provided.

e When the roster of speakers 1s set, each volunteer should
be asked to attend a briefing session, arranged by the
committee und spearheadéd by the president of the associ-
ation. It isn't necessary that all speakers be polished per- ~
formets. The most important mlrcmcm is a well'-

organized talk and a WOI‘!hWhllC_SUbjCC!.'

o Every speaker should reecive adequate background infor-

. matign and.a basic information. sheet about the ygar’s

- goals and programs of the@fsociation This_will help him

v » answer specific ‘questions raised by members of an zudi-
ence about his professional- association. Speakers also
need to be alerted fo the importance of relaying to associa- o

tion leaders the nature of questions, queries, and concerns

/. that are rdised during or after the association speaker’s”

appearance '

v
1 " & Appearances of association spokesmen or classroom
teachers talking about a phase of the cutricufum lend
themselves to legitimate news releases and continue the
. Job.of rcgularly publicizing the good work of teachers.

Develgpment and. operation of an association spegkers bu-

. . ¢ . .
reau set$-Mp channels of communication with segmentd of the -

compunity that arc invaluable for the local association. This
opportunity to establish persohal, direct contact with leaders of.

ERIC - S .~

Aruitoxt provided by Eic: . .
.

B

19




_ERIC

Aruitoxt provided by Eic:

-~ v '

civic clubs and organizations often pays high' dividends when the

associatjon wishes to carry the message of the‘teachers viewpoint
during professional negotiation. .

Uuiization of many members of the association on %e vol-
unteer .ros!rum circuit is good for the association that is seeking
producuve ways of usmg the talents and interests of its members.
And 1t has sohd publicity value.for the association.

© - Disglays and x.unis \

In addition to the wrmen and spgl\cn word, ' there is’ still
another channel of communxcauon open' tq alert publicity- -minded
people—displays and exhibits. /

A display is simply a way of showing or telling something.
It can range from the sxmplesl single photograph to a complicated
exhibit booth with moving lights and dramatic sound. Users of
exhibits and displays are reminded, though, that the objective is
to (a) get the pedestrian visitor to stop—get his attention, (b)

_ hold that attention loeng enough to get his interest, and (c) con-

vince him of your point of view orcsumulate him to immediate
or future action. L

These objectives require showmanshlp and fresh, new ideas.
And teachers are equipped with both. Don’t hesitate to ask other
teachers for help in_order to achieve an eye-catching exhibit or
«display. The association has ready access to talent and skills
found in art classes, in vocational classes, from the ranks of
fathers in PTA units and dads’ clubs, or from the ranks of re-

sourceful school custodians. Local ad¥ertising and sales promo- '

tion people can-give valuable professional help, usually in the

© form of frée advice ont wording, color placement, and . other

technical considerations.
+ A handful of valuable gundmg prmc:plcs should be kcpt in
mind when dxsplays are being developed:

. Always use an effective caption or title sign. Short catchy

- words arg best. These should be as big as necessary for

lmpact and usually not more than 6 feet from the ground.
Make sure they tell tha?:ry quickly and welk

N 22 7
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o Include something that attracts attention. That can mean

color, moving objects, sound, changing light, or a pretty ’
teacher! But make sure the attention-getter doesn’t de-’

tract from tRe central point of the dlsplay

o Hold the interest long enough to get the message acrgss.
Try to use as few words as possible, not morg than six or
eight. Good displays tell one, coherent, clear-cut message

quickly. If that message has steps, these should be labeled
],72, 3, and so forth.

o Some display. romote decision and actioh. If there is a
leaflet the vi®%r_should take with him, a large arrow

. pointing to the action step should indicate this. It’s annoy-
ing to be told to “Take One™ and find the box empty.

Make. arrangements to keep containers for printed mate-
grm]s full.

e Good displays are neat, artistic, and attrqctive. Artists,
decorators, and designers ¢an give advice here. They can

- advise how to keep the display simple and uncluttesed and
; focused on one or two basic steps.

An excellent basic resource guide for displays is available
through the NEA, Putting Education on Display, Stock No. 051-
01856 (50¢), Write to Publications-Sales, 1201 Sixteenth Street,
N.W., Washington, D C. 20036. The booklet offers help with
color, space, design, lighting, readability, motion, and sound.

Local associations can find a number of key locations for dis-
plays calling attention to special projects of the association, Amer-
ican Education Week, curriculum innovations, or sdluting the
teaching profession. School buildings are usually the most readily
accessible and logical, especially during scheduled parent-teacher
conferences. Libraries, banks and stores, laundromats, chﬁrch
meeting halls, doctors’, and dentists’ waiting rooms, barber and
beautician shops, theaters, and store windows can be ysed for
eye-catching displays and exhibits.

s
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Abpendix A -

ASSOCIATION PROJECTS -~
WITH A TO Z PUBLICITY VALUE

Circulate the association newsletter to a key list of influential -
citizens and newsmen. .

Hold demonstration classes in store windows or in central
locations of shopping centers.

Operatg a public library “story hour” for preschoolers or ele-
mentary school children affer school, on Saturdays, or during
the summer. ) '

Organize a book. fair to encourage readifdg 7fo’r younger
students. ’ /

Sponsor a weekly series of radio or television programs on
how subject™Mffatter is taught. . ‘

Develop a slide prese}ltation showing the typical teacher day,

. then present the slide-and-script story throughout the com-

ity, .
munity, ‘
Sponsdr activities for senior citizens in the community. ‘

Arrange a back-to-school night for mothers and fathers, or,
better still, grandparents only!

Stage “little theatre” productions of teachers interested in
the theatre arts.

Organize teacher art exhibits.

Operate a “helpmobile” with curriculum aids and teacher
consultants to assist firsteear teachers, -

Arrange for a portable “bookmobile” to take library books
from the' schools into neighboring or rural areas during the
summer months,

A

Sponsor a volunteer tutoring service after school or on
Saturdays. ' ’




v
v

N Organize a teacher-admimistrator .exchange day, in which
board members and administrators get a taste of the class-
room while 1eachers struggle with the problems of the front
ofﬁce

O Arrange for teachers to switch schools for a day—-high school
-, - teachers exchanging places with elementary teachers

X .
K Sponsor scholarships
- "Q Organize athletig events in whnch teachers compete in'a sport -
against students.
¢
R Aid teachers in planning-and conducting a Visit to the home .
of each student. . ¥ -
. S Provide bumper stickers, signs, badges, and lapel buttons to
promote some project of the association: .
A .
T' Conduct tours of schools and classrooms. 2

U Arrange for association members to wash'cars, wait table,
pump gas, etc.; for charity. .

LI
.V Promote a feature story in -a_newspgper describing the un-
:  usual, off-beat'part-time or summer jobs held by teachers. ’

. W Stage teacher talent shows to benefit a scholarship program
or 4 local charity, or to add zest to a parent- -teacher mceuﬁg

X Sponsor fairs, festivals, and family fun hights.

. 'Y Organize a schdol rummage sale or flea market for charity.

Z Honor optstanding community citizens with an award plaque,
dinner, or scholarship.*
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The subcommittee chairmen (editor, electronic media, new
teacher orientation, and so forth) who serve under the PR corit- e,
mittee chairman must maintain: close liaison with pther associa- ™~

_» tion chairmen. Each subcommittee chairman must_invoﬁ/e other

* Keep in mind that this is an ~e)mm};le. It may be too large a committee
for some Jocal associations; too small for others. It is a point at._which
to start and naturally must be tailored to fit the needs of each local

Qo assogiation_in order to be effective, .

a
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" associatton members as members of his committee. u
A paramount danger in the above prototype chart. 15.&( it
may be considefed a paper panacea for the association’s PR prob-
lems.~.The cl]art. 1s only effective if it is twlored to the needs of
the associatiog and if the PR comnuttee chaiwnan and the sub- °
committee chairmen and’ members are ac rwel\' enqaqec[ orking
on assgciation problems. < .,%f

The-following are seme of the ,dutics‘f}iat the subcommittee
chairmen nught perform: .

PR Committee Chairman. Coordinates and supervises the °
activities of the PR committee * .
Editor. Edits the association pubhcauons such as {hc~n€6vs\-
lcncr Or ngwspupcr, and scrves as consultant on all
" other assoctation publications. - .
Electronic Media Develops and organizes ways to communis @/‘
cate other than the printed word. Such- mcthods nught -
nclude @n automatic answering device tor the tele- *
- " phone, an automatic device for the telephone which-
“‘&. ) egords membership inquiries, the “'telephone tree” to 21
%ass 3n mfc)rmdtron to assocmuon members, and other -

TR forms of audiovisual- commugication.
\ New Te‘ac/rer* O‘entanun Coor tates the PR aspccts of ,
. . wekomm&, ew teachets to' the comniunity, 1 .

PR 1 PN: Learns the techniques and handles the public
, relations aspects durmg professional negotiatior. While
. ~ nTostly ntermul, this job also has important functians
. 'with the news medih. (See booklet #3.) i
Special Projects: Handles such promotional programs as .
. . American. Education Week.
News Media Relations: Coordinates news releases with the
~ ., newspapers, radio aggl television stations.e-
Community Relations Organizes and develops projects with
the public, such as a teachers’ speakers burcau for clubs
-and orgdmzat:ons ‘
Public Service Programs. Cooperates with raflio and televi-
sion stations to obtain frge air time and devclops worth—
while programs for statlons. % S
PR Counsel- Counsels or .assists the local assoc1atlon This -~
» can be the state’association, thg'NEA, or a private firm. ,

e ‘ s ~
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. 1
This is booklet #6 in a series of 10 booklets written for education
associations by the public relations department of your state association
and the NEA's Division of Press, Radio, and Television Relations.

Yo .

Additional copies of this booklet can be obtai‘ned from your state asso-
ciation os-at $1 each from Publications-Sales, National Education Asso-
ciatign, 1201 Sixteenth Street, N W, Washington, D.C. 20036. Orders for
$2 or less must Qe accompanied by payment. Quantity discounts. 2-8
copies, 10 percent; ¥ or more copies, 20 percent.

Order Stock No. 381-11914, A Primer in Publicity.

For further information about other booklets in this series, write to the
public relations director of your state association or to PR Bookshelf,
Division of Press, Radio, and Television Relations, 1201 Sixteenth Street,
N.W., Washington, D C. 20036. .

Other boaklets in this series arg-—

Booklet #1—Schoo!l Finance Campaign Handbook

#2—Tips for the PR Chairman
#3—The PR in PN '

- ¢ #4-—Internal PR

. #5—ggg¥ishing a NewBletter

2/._/ . #6—A Primer’ in Publicity »

#7—The Feedback Protess :
_#8—Developing Citizen Gemmittees  *
#9—~Press, Radio, and TV Tips
#10—CommUnity Decision-Making
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