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FOREWORD

The need for competent administrators of vocational
cation has long been recognized. fThe rapid expansion of

competency-based materials specifically designed for the prepe« - -
tion of vocational administrators. 1In response to this pressir.:
need, the Occupational and aAdult Education Branch of the U.s.
Office of Education, under Provisions of part C--Research of the
Vocational Education Amendments of 1968, funded the National
Center for a scope of work entitled "Development of Competency-
Based Instructional Materials for Local Administrators of Voca-
tional Education" during the period 1975-77. That project had
two major objectives:

l. To conduct research to identify and nationally verify
the competencies considered important to local admin-
istrators of vocational education.

competency~based instructional packages and a user's
guide. One hundred sixty-six (166) high priority
competencies were identified and six prototypic modules
and a user's guide were developed, field tested, and
revised.

While six modules had been developed, many more were needed
to have competency-based materials that would address all the
important competencies that had been identified and verified.

In September 1978 several states joined with the National Center
for Research in Vocational Education to form the Consortium for
the Development of Professional Materials for Vocational Edu-
cation. Those states were Illinois, Ohio, North Carolina,

New York, and Pennsylvania. fThe first five states were joined
by Florida and Texas later in the first year. The first objec-
tive of the Consortium was to develop and field test additional
competency-based administrator modules of which this is one.
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INTRODUCTION

In the business world, any product that achieves success
does so, in part, because it has been advertised or promoted in a
variety of ways. This promotion serves to make potentiil custom-
ers aware of the product's existence and knowledgeable about how
it can help them. For similar reasons, vocational education pro-
grams at the secondary and postsecondary levels must be promoted
if they are to reach the maximum number of students that they are
designed to serve. Excellent vocational programs are virtually
worthless if the students they should be serving are unaware
either of the programs themselves or of the relevance of these
pregrams to their present needs or career aspirations. For exam-
ple, if an institution plans toc offer a new vocational program or
to increase its service to special needs populations, the only
way in which the target audience will know of these plans is
through promotion.

In addition, promotion is a means of developing and main-
taining a solid base of community support for the institution
and its vocational programs. You will probably immediately
think of the need for accountability: to provide evidence to
the taxpayers that your institution is serving them well. This
is a real concern today. Furthermore, your institution is
located within a geographic community; a portion of your stu-
dents live within that community; your courses are, in part,
designed to meet community needs; and some of your students
will be employed--now or in the future~-within this community.
Thus, it is critical that you keep the community informed of
your institution's goals, objectives, activities, and achieve-
ments. It is through providing such information that you gain
support: support of employers in hiring co-op students, support
of citizens in attending school-sponsored activities, and support
of community members in using the school's services, such as the
student-run auto repair shop. Given quality vocational programs,
a well-informed public is likely to be an understanding and sup-
portive public.

As a vocational administrator, you are likely to have major
responsibility for planning, coordinating, and monitoring the
implementation of an effective public relations program for your
institution. The promotion of your vocational program requires a
well-developed plan, and the skilled execution of that plan, if
the program is to achieve maximum effectiveness.

This module is designed to give you the background informa-
tion and skills needed to select appropriate promotional activi-
ties and techniques, coordinate their development and implementa-
tion, and monitor and evaluate their success in achieving the
goals and objectives established for the promotional program.
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“ This module contains .an introduction and four ‘sequential learning
{}experiences;L_Overviews,_which,precede each learning experience,
:contain the objectives for each. experience and a brief descrip-
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1.  After completing the required reading, demon-
' © - strate knowledge of the procedures for, and
“ the.administrator's role in, promoting the -
“i.-.'vocational ‘education program.- - (Learning
2 After completing the required reading about
“ -_alternative“promotional4techniques,4(l) plan
" an open house for a given situation, and
" . (2) critique four promotional items developed
.-in preparation for that open house. . {Learning
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Learning Experience I
Optional

o REFERENCE: Bagin, Donald; Grazian, Frank;
and Harrison, Charles H. School Communica-
tions Ideas that Work: A Public Relations
Handbook for School Officials. Chicago, IL:
Nation's School Press, McGraw-Hill Publica-
tions Co., 1972.

e REFERENCE: American Vocational Associa-
tion. Promoting Vocational Education: A
Public Relations Handbook. Washington, DC:
The American vocational Association, 1978.

e REFERENCE: Farlow, Helen. Publicizing
and Promoting Programs. New York, NY:
McGraw-Hill Book Company, 1979.

e ONE OR MORE ADMINISTRATORS experienced in
planning and conducting promotional activi-
ties whom you can interview.

Learning Experience II
Optional

e REFERENCES: The Center for Vocational
Education. Professional Teacher Education
Module Series. Athens, GA: American
Association for Vocational Instructional
Materials, 1978. Refer to the following
modules in this series:

e G-1, Develop a School-Community Rela-
tions Plan for Your Vocational Program

¢ G-2, Give Presentations to Promote Your
Vocational Program

e G-3, Develop Brochures to Promote Your
Vocational Program

e G-4, Prepare Displays to Promote Your
Vocational Program

e G-5, Prepare News Release and Articles
concerning Your Vocational Program

e G-6, Arrange for Television and Radio
Presentations concerning Your Vocational

Program
e G-=7, Conduct an Open House




Selected Terms

Learning Experience III
Required

e A RESOURCE PERSON to evaluate your compe-
tency in developing a promotional plan,

Learning Experience IV

e AN ACTUAL ADMINISTRATIVE SITUATION in
which, as part of your duties, you can
promote .the vocational program.

e A RESOURCE PERSON to assess your compe-
tency in promoting the vocational program.

Administrator--refers to a member of the second-

ary or postsecondary administrative team. This
generic term, except where otherwise specified,
refers to the community college president, vice-
president, dean, or director; or to the secondary
school principal, director, or superintendent.

Board--refers to the secondary or postsecondary

educational governing body. Except where other-

wise specified, the term "board" is used to refer
to a board of education and/or a board of
trustees.

Institution--refers to a secondary or postsec-

ondary educational agency. Except where other-
wise specified, this generic term is used to refer
synonymously to secondary schools, secondary voca-
tional schools, area vocational schools, community
colleges, postsecondary vocational and technical
schools, and trade schools.

Resource Person--refers to the professional educa-

tor who 1is directly responsible for guiding and
helping you plan and carry out your professional
development program.

Teacher/Instructor--these terms are used inter-
changeably to refer to the person who is teaching
or instructing students in a secondary or post-
seccndary educational institution.
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User’s Guide For information that is common to all modules,
such as procedures for module use, organization of
modules, and definitions of terms, you should
refer to the following supporting document:

Guide to Using Competency-Based Vocational
Education Administrator Materials. Columbus,
OH: The Center for Vocational Education, The
Ohio State University, 1977.

This module addresses task statement numbers 74, 100, 107, 108,
116, 120-122, and 125-130 from Robert E. Norton et al., The Iden-
tification and National Verification of Competencies Important to
Secondary and Post-Secondary Administrators of Vocational Educa-
tion (Columbus, OH: The Center for Vocational Education, The
Ohio State University, 1977). The 166 task statements in this
document, which were verified as important, form the research

- base for the National Center's competency-based administrator
module decvelopment.
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Activity For information on the need for promoting the voca-
tional education program, and procedures for plan-
ning, implementing, and evaluating the promotional
program, read the following information sheet.

PROMOTING THE VOCATIONAL EDUCATION PROGRAM

In recent years, vocational education programs have grown
rapidly, in both size and number. At the same time, people from
all areas of the community, state, and nation are demanding
greater accountability from education, including vocational
education. But many individuals, both inside and outside the
field of education, have at best only a vague notion of what
vocational education really is. They do not understand the
unique characteristics, the pPhilosophy, or the major goals of
vocational education programs. If the public is expected to
support vocational education programs, then it must be provided
with adequate information about program goals and activities.
Thus, a well-planned promotional program is needed to accomplish
the following:

* Provide information concerning the nature of the voca-
tional programs (e.g., what programs are available, what
they do, how they do it, and who is eligible)

e Clarify the philosophy, goals, and objectives of the
vocational programs

° Publicize and promote program activities and outcomes
e Create an awareness of program needs

As a vocational administrator, one of your responsibilit es
is to ensure that all publics (Moth within the school system or
institution and in the community) have the information they need
to make informed decisions and judgments concerning the voca-
tional program. Your major role will probably be in the area of
planning the promotional program and in monitoring and coordinat-
ing the efforts of others.

The scope of the promotional program, and the degree of
direct responsibility you will have for carrying out promotional
activities, will depend on your particular situation. Many
school districts and postsecondary institutions have a public
information office (or officer) responsible for preparing news
releases and other publicity materials and for working with the
news media. In smaller districts and institutions, however, the
responsibility for program promotion may rest entirely with the
administrator and instructional staff. In ejither case, the

| Y



procedures for planning and implementing promotional activities
are the same. The difference lies in the number of activities

i that can be accomplished and the number of people who will be
available to carry them out. Regardless of your situation,
however, there will be certain public relations activities that
will require your direct and active involvement (e.g., making
public presentations on school programs and activities).

Planning the Promotional Program

A good promotional program requires careful planning. You
need to know well before the beginning of the school year who
needs to be reached, what needs to be promoted, and how it will
be done. Haphazard or last-minute promotional efforts will
likely leave some key publics uninformed and some important
areas and events inadequately covered.

The first step in developing your promotional plan is to
gather basic information concerning your vocational program and
past promotional efforts. Specifically, you need to know the
following:

e What is the philosophy of your district or institution
regarding vocational education? How is vocational educa-
tion defined?

e What courses/programs are offered? Whom do they serve?
Where are they located? How many students are enrolled?
What are the enrollment deadlines?

e What are the public relations (PR) policies and guide-
lines of your district or institution? Is PR spontaneous
or controlled? Who approves PR activities and materials?
Is there a public information office or officer? 1Is there
a PR budget? (If your school system or institution has
not spelled out public relations and communications poli-
cies, you should prepare and recommend such policies, with
input from other staff. Sample 1 is an example of such a
policy statement from a district with a public information
office.)

e What promotional activities have been conducted in the
past? What materials (e.g., brochures) have been devel-
oped? Who has received information? When has information
been released?

Armed with this kind of information, you can begin to deter-
mine where you need and want to go in your promotional efforts.
In making these plans, you should involve others in the school
and community. Good public relations is everyone's business.

The input of instructors, students, parents, advisory committee
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'The operatlon of a publlc school: system is of- publlc 1nterest and
-concern. The board believes that the greatest benefit to the
“students and to the total community can be realized by supporting
~the public's right to be informed as fully and accurately as pos-
“sible, through the d1ssem1natlon of 1nformatlon regard1ng the
school system. T oS B IR U

1Therefore, the board has establlshed the 0ff1ce of Publlc Infor—
tmatlon, which shall-aid- the board in fostering a positive school
Zimage throughout the’ commun1ty. "It shall establish and maintain
_rec1procal ‘processes of communication between the school system,
1ts personnel, and the total commun1ty. ; .gyjﬁ Dy

'The 0ff1ce of PUbllC Informatlon has a serv1ce functlon. Working
(W1th ‘the superlntendent, division heads, pr1nc1pals, .teachers,
*students, and others,” it shall at approprlate times prepare and
‘disseminate news releases, publicize through its own channels,
land encourage ‘external media to publicize noteworthy news events

fand programs orlglnated by students and school personnel.

W1th hlgh-quallty educatlon as 1ts goal, the board w1shes to
secure and maintain support for the school system through the
tdevelopment of an attitude of understanding and cooperation
;between the school system and the community. The board believes
.that a pub11c .that 1s made aware of the pos1t1ve r lts. of its
_tax money w1ll be a supportlve publlc.;;-~ 33 LTI

,Therefore, the 0ff1ce of PUbllC Informatlon shall systemat1cally
~1dent1fy notable events and programs throughout the school system
for promotlon 1nternally and externally. - It. shall develop and

=1mplement inservice training programs and otherwise assist school
:personnel in local efforts for the promotlon of school events and
.programs.’ ... ‘ : : :
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members, and others who have a stake in the vocational program
and how it is perceived can be extremely helpful to you. Seeking
this input is, in itself, a part of good public relations. You

may want to organize a permanent or a

d hoc promotional acvisory

committee to help you develop ideas and plans and, later, to help
you implement these plans. 1In addition, each vocational instruc-
tor should be responsible for (1) planning how to promote his/her
program, and (2) providing you with information on program activ-
ities and accomplishments that can be used in the larger promo-

tional program.

Identifying the Audiences to Be Reached

An effective promotional program is built on communicating
the right message, at the right time, to the many groups within
the school and community whose understanding and support of the

vocational program are needed.

information you have gathered on pas
their target groups, and by getting
advisory committee or other staff,

By reviewing the background

t promotional activities and
input from your promotional
you can generate a list of all

your potential publics. Following are the types of publics with
whom you may need to maintain communication:

Internal Publics

Vocational teachers
Academic teachers
Guidance counselors
Current students

Building administrators (e.g.,
principals of feeder schools)

Board of education/trustees
Advisory committees/councils
Support staff

Administrative/supervisory
staff

External Publics

Prospective students
Former students
Parents

General taxpayers

Representatives of business,
industry, labor

Legislators

Community agencies

Civic groups

Professional organizations
Media personnel

State agency personnel

Although this is a fairly comprehensive list, there may be
other audiences, specific to your situation, who will need to be
considered. It is likely, however, that not every group listed

will be of concern in your setting.

For example, if you are in

a postsecondary setting, you will probably need to be less con-

cerned with reaching students'

parents, and more concerned with

students' "significant others" (e.g., spouses). The local

| 3%
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director of an area vocational school would include the princi-
pals and counselors of feeder schools as key audiences. The
director of vocational education in a comprehensive high school,
on the other hand, would need to maintain communication with the
building principal, among others.

Each of your audiences needs to be kept informed and to be
encouraged to support program goals and activities. In making
your promotional plans, however, you should identify your key
target audiences--the persons and groups upon whom you need to
focus the most attention, or special attention, during the year.
Obviously, a key group upon which you want to make an impact is
prospective students. The support of counselors and (if appli-
cable) feeder-school principals is critical to your vocational
program. And, of course, without the support of employers and
organized labor in the community, no vocational education program
can survive.

As you identify your key target audiences, you need to
examine the needs of your various internal and external publics,
As you review what has been promoted in the past and who has
received information, you need to ask certain related questions,
such as the following:

e What information does each audience need?

e Does everyone have the information they need? (Are we
communicating?)

e How is the vocational program perceived by our various
publics?

* What do informal feedback, opinion polls, and other such
indicators tell us about the need for doing a better job
in reaching certain audiences?

Evaluation of your promotional efforts will be covered in some
detail later in this information sheet. At this point, we need
to emphasize that an honest appraisal of where you stand will
help you determine which audientes should take priority in your
pPlanning, and what the focus of your efforts should be with these
publics.

l. For information on the priorities and techniques involved in
student recruitment, you may wish to refer to Manage Student
Recruitment and Admissions, part of the Competency~-Based Voca-

tional Education Administrator Module Series (Columbus, OH: The
National Center for Research in Vocational Education, 1981).

13
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For example, it is an unfortunate truth that the greatest
stigma concerning vocational education is often found within the
school system or institution itself. You may find that you have
a. real job to do in overcoming a negative image of vocational
education in the minds of persons who should know better but, for
one reason or another, hold misconceptions about it. Guidance
counselors, for example, can influence students' attitudes and
educational decisions. Even with the best iantentions, they may
tend to dissuade "good" students fro.: going into a vocational
education program, consciously or unconsciously fostering the
image of vocational education as a "dumping ground” for slower
learners or problem students. Academic teachers often do not
understand what vocational education is all about. On the basis
of their own educational backgrounds and experiences, they may
believe that the preparation of students for college should be
the primary goal of educators, with vocational education as a
last resort for students who can't do anything else.

Some groups in the community may share these negative atti-
tudes. You may find, for example, that some minority groups
associate vocational education with low-paying, low-prestige jobs
and are resistant to any "track" that does not lead to college
for themselves or their children. Other misconceptions may
exist: based on past practices and their own experience,
minorities, women, and other "nontraditional®" groups may believe
that there is little or no opportunity for them in vocational
education or in certain occupations. If you identify these and
similar attitudes among your various publics, you will need to
target appropriate promotional activities and materials toward
these audiences. This assumes, of course, that their perceptions
are, in fact, inaccurate so far as your programs and the oppor-
tunities available to them are concerned.

We do not mean to suggest that all your promotional activi-
ties will be aimed at dispelling negative images, or that public
relations means a continuous battle to correct false impressions.
But you need to be aware of some very real and long-standing
problems associated with promoting any vocational education
program, and you need to be alert to the signals people in the
school and community are sending out concerning vocational educa-
tion. In your planning, you must recognize the need to promote
the program within the system or institution as well as with out-
side publics. You must recognize that misunderstandings can
exist between vocational and general education staff, and that
promoting good relationships between these groups is an essential
part of any promotional effort.

Once you have identified your target audiences, it would be
helpful to develop a file, listing the names,  addresses, and tele-
phone numbers of various groups and individuals with whom you may
be communicating in your promotional efforts. This will help you
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in implementing activities and make it easier to delegate respon-
sibilities to others. 1Include the names of persons in leadership
positions, contact persons, and the opinion leaders. Who should
be contacted if you want to get the straight facts, find out what
people in a particular group are thinking, make an impact on
group opinion, set up a meeting, get an article printed, locate a
speaker, arrange a tour, or check a procedure? Some of these
names will be obvious; identifying others may take some digging.
A promotional advisory committee made up of representatives of
your various publics can be of great help here.

Determining What to Promote

In the process of identifying your target audiences and the
information they need, you will also be zeroing in on several of
the areas that need to be promoted during the year. For example,
if you determine that female students in the school system or
institution are unaware of the opportunities now available to
them in traditionally all-male occupations, you might target sex
equity in vocational education for special promotional emphasis.

Not all your promotional efforts will be aimed at special,
unusual, or problem areas, of course. For example, current and
prospective students, counselors, and others need general program
information (e.g., kinds of courses/programs available, loca-
tions, and enrollment deadlines), and any promotional plan you
develop should address this need. If a new program is to be
installed in the coming year, you will, of course, want to bring
it to the attention of appropriate audiences. Publicizing stu-
dent accomplishments (e.g., winning of contests) is simply good
public relations (and human relations) practice, even in an
environment in which the public is already highly informed and
supportive. Current students need the reinforcement this sort of
recognition can bring; prospective students need to know the kind
of success experiences available through vocational education;
employers need to be reminded of the sort of talent available to
them; and taxpayers need visible evidence of the good use to
which their dollars are being put.

A promotional advisory committee can be especially helpful
in identifying what information your publics need and what
aspects of the program should be highlighted during the year.
Following are examples of the types of areas that might be
targeted for promotion:

¢ General program data, (e.g., kinds of courses/programs,
locations, enrollment deadlines)
¢ New programs

¢ Low-enrollment programs
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e Adult education programs

e Special learning activities (e.g., home construction
projects, first aid/paramedic training, restaurant opera-
tion)

e Sex equity of your programs

e Program availability for handicapped and other special
needs students

e Student vocational organization activities

e Student success stories (e.g., contest winners, job
placement and progress, cooperative program earnings,
scholarships)

e Availability of graduates for employment; skills pos-
sessed by students

e Employment opportunities

o Need for new vocational facilities and/or equipment;
need for support of a bond issue or levy

Setting Goals and Objectives

Based on your analysis of who you need to reach and what
needs to be promoted, you can now (1) list your specific promo-
tional goals and objectives, and (2) establish your promotional
priorities. For example, if you have determined that you need to
promote Career Center X (enrollments are down and decreasing
steadily), you might list "improve the total enrollment in Career
Center X" as one of your promotional goals. One objective to be
met in reaching this goal might be "to provide each tenth grade
student with appropriate program information on Career Center X."

In listing your goals and objectives, you need to determine
what is essential and to set your priorities accordingly. You
may not be able to do everything, given the funds, time, and per-
sonnel available. It might be more important, for example, to
increase enrollments at Career Center X than to inform area
legislators about your equipment needs. 1Ideally, you hope to
accomplish all your promotional goals, but you need to be realis-
tic. Establishing priorities will enable you to focus on the
most critical areas if you find that you have been overly opti=-
mistic in your planning.

Identifying the Methods to be Used

The next step in the planning process is to détermine which
promotional methods and media you will use to accomplish your
goals and objectives. To do this, you first need to review and
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investigate the various methods and media available to you. In
terms of the mass media, you need to find out exactly what types
of media outlets are available in your community. Generally, the
population size of yrur community will determine the number and

types of mass media available.

A large city will usually have a

large number of newspaper, radio, and TV outlets. A small town
or rural community may have only one newspaper or radio station,
but will usually have a free community "Pennysaver" or other bul-

letin distributed to all homes.

You do not have to depend solely on the mass media, however,
to promote your program. There are any number of promotional
techniques and outlets available to you. You should aim for a
variety of approaches, rather than depending on the same few
tried-and-true techniques year after year. Following are some
methods and media you should consider:

Mass Medis: Radio gnd TV

Pubiic service announcements
Talk shows
Special-interest shows

Nevs iteas

Educstionsl programs

Mass Medis: Newspapers, Magarines

News relesses

Special-interest articles

Announcementas

Other Print Media

Booklets

* Brochures, pamphlets, flyers

Newsletters
Bulletins

Internal house organs; school newspapers

Annusl reports
Letters

Coamendstion statements snd certificates
Folders

Posters

Stickers (e.g., window, bumper, door)

Visusl Medis

* Photos

e Posters; bulletin bosrds

* Exhibits; displsys in the school snd community
* Booths

Audiovisual Medis

* Slide/tspe pressntations
* Films; filmatrips

* Videotapes

®* Audiotspes

Special Events

* Tours

* Open houses

s Career days

* Award ceremonies

® Vocationsl educstion week

* Eaployer-employee spprecistion banquets
Other Techniques

* Speakers (speeches and presentations)
* Conferences; workshops

* Announcements on the school's public address
systen

* Informal contscts by you snd ocher staff

17
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When asked to share some of their public relations ideas, a
group of local directors of vocational education came up with
several techniques they have found to be effective, including the
following:

Action displays at a local shopping mall
Booths at state and county fairs

Special tabloid section in a local newspaper featuring
all vocational programs and paid for by business/industry

Open house conducted in coordination with tne local stu-
dent vocational organization's skill Olympics; demonstra-
tions by students in other vocational programs

Regular section on education in the local newspaper
Regular cable TV program
Student speakers at local civic clubs

Involvement of advisory committee members during the
school day so that they can see programs in action

Quarterly participation on a local radio talk show
Special education section in school newspaper

"Co-op Corner” in local weekly newspaper, which features
students and their employers

Senior citizens taken on tours of the facility

"Hundred Letter Club™ in which participants from the
educational association volunteer to write letters (e.g.,
to area legislators) upon notice

Senior citizen discount card for school services

Persons without transportation taken to the polls on
election day

Provision of clean-up/fix-up assistance for senior citi-
zens

Use of an academic teacher as a community relations
coordinator, who works with local school and newspapers to
provide information and write articles on vocational pro-
grams and activities

Provision of a "community directory" compiled and pub-
lished by faculty and students in the vocational programs

Use of health occupations students to take blood pres-
sure and of child-care students to provide babysitting
services at a new YMCA

18



e Bloodmobile visit to school (set up by health occupa-
tions students)

e Cooperative education students at their training sta-
tions featured on the 6:00 p.m. news and in a TV "news-
magazine" program prior to Vocational Education week

Remember that the promotional techniques you select must be
appropriate to each of the following elements:

¢ Audience(s) to be reached

e What is to be promoted

e Available resources (e.g.,; money, staff)
e District/institutional policy

For example, if you want to let senior citizens know about the
school services available to them at a discount, spot announce-
ments on the local progressive rock station would be inappro-
priate and ineffective, to say the least. Announcements posted
on the bulletin board of the senior citizens center, mass transit
advertising (e.g., posters on buses), and contacts with agencies
that serve older citizens (e.g., Area Agency on Aging) are just a
few of the methods You could use to reach this audience and pub-
licize the activities ang benefits of your vocational program.

The amount of money and the number of gtaff available to you
will limit what and how much you can do, but these constraints
need not seriously curtail your promotional efforts. If funds
and personnel are limited, you will have to be more creative in
selecting techniques that give you the most visibilit for the
least amount of money and time expended. There are any number
of free or very inexpensive promotional techniques you can yse.
With careful Planning and organization, a few people can accom-
pPlish a great deal (e.g., a letter-writing or telephone cam-
paign).

To select the best or most appropriate promotional tech-
niques, you will alsd need to know the following: what each
technique is, the audiences for which each is appropriate, the
advantages and disadvantages of each, and how to use each tech-
nique effectively.

Scheduling the Promotional Program

After you have identified who needs to be reached, what
needs to be promoted, and how it will be done, you should set up
a calendar for the entire Year that identifies (1) what is to be
done, (2) who is responsible for each promotional activity, and
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(3) when it is to be done. The calendar can be broken down on a
monthly or weekly basis, depending on the level of specificity
you need and want. In any case, you need to identify the dates
of key events (e.g., Naticnal Vocational Education Week; enroll-
ment deadlines) and then to schedule your promotional activities
accordingly. By scheduling activities on a calendar, you can
identify the related tasks and promotional activities needed
(e.g., advance publicity for an open house scheduled during
National Vocational Education Week). In addition, you can make
sure that scheduled events do not conflict with other important
events in the school or community--with busy times such as finals
week or graduation, or with school holidays. Timing can be
important in other ways, also. One administrator learned how
critical timing is when staff sent out a preliminary announcement
concerning a bond issue. Unfortunately, it arrived in the mail
the day after constituents received their school tax notices. As
this administrator put it, "I need not tell you what happened to
our bond issue."

All program publics need to be regularly reminded of the
vocational program, its goals, its students, and its accomplish-
ments. Thus, you should ensure that promotional activities are
scheduled throughout the year. 1In addition, you should provide
the media with a continual flow of information; editors and pro-
gram directors decide what and how much to use. Sample 2 is a
partial time line showing promotional activities scheduled by one
school before and during National Vocational Education Week.
Sample 3 is a calendar of events listing the promotional activi-
ties to be accomplished during the entire year. Specific dates
and details would be filled in as they were determined.

Implementing the Promotional Program

If you have made careful plans and involved others in the
planning process, implementing your promotional program becomes a
matter of assigning responsibilities, monitoring activities, and
providing whatever support is needed to carry out your plans.

All involved persons must be informed of their responsibili-
ties in carrying out the tasks necessary to meet the objectives
identified. 1If one objective is "to provide each tenth grade
student with appropriate program information on Career Center X,"
you might have identified "distribution of program description

- sheets (flyers, brochures)" as one method for accomplishing this
.objective. Obviously, before they can be distributed, these

sheets must be developed. This task could logically be assigned
to the instructors of the various programs. Distribution might
be handled by counselors and/or instructors, with the approval
and involvement of building administrators.
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SAMPLE 2

By AT e RPN

"NATIONAL VOCATIONAL EDUCATION WEEK (NVEW) Puaucrrv TIME LINE

Date - .27 7. Contact Person - Aetiviey . L.

o
-

Nancy Thickcl. (Public "Memo to Jim Pruler uque-tlng information lbou: NVEH
‘Information Officer) T “‘along with ideas for poulble feature -torles. .

)Iuncy Thlckel Contact WHIO, WDIN, WKEF, WONE to sok 1f N‘VEV can be publi-

e cized on community affulu program. <. .

: Nlncy Thlckel

. Hrl:e public service unnouncemen:l.
"~ . Nancy Thickel

Write memo daforuing school newspaper edltou- of event.

. Dec. 2629 ° -,  Kancy Thickel ° .~ .+ .- Hail memo to school newspaper editors.
SR o "Hancy Thickel - - .. Find out if a press kit has ﬁeen sent.

" Send Nancy Thlckel ideas for feuture l:oriu, d;ﬁg with s
" fact sheet on vccatioual educntlon. “a

. .. .Arrange for students to’ lpelk on vocatloncl education at
. downtown service clubs. . .

" Jen. 2-5 Iin Frasier -

e

" Jen.8-12 w.;.cy i'hxck'el ’
R _.: Nancy Thlckel : . Gcther slides for televl-ion uppelnncu. . I
B ) Jiu Prlsler o 5}_ Lo - Cheek vith Mary White about the poulblllty of having a

v 7. menber of the board of education read z resolution comnend-
) : ing the local vocational progrem. B

uquent 1nfomtlon on hou a prochmtion fron the myor s
office {s acquired. W o

.Jen. 22-26 " " Nancy Thickel ... . ..., hake arrangements to have proclamation 'slgned; -
o e Praster o

Supply H.nry__‘jh;te with mf_on_n:i_.on} _regudin,g ul.g]:u:_gon.

4

"ﬁ_.ancy Thickel

] Dllculs wlth Dlllx Neus edi:or the posslhlll:y of doin,g a
""" : '_ feature ltory on vocational education.

AL 77 Mail RVEW lnnounrenenu to hig)- uchooll 'to bs read over PA
_systen. . B

T Mand NVEW publlc urvice lnnnouncmentl :o nedis, ilong
with public lervlce nnnouncment regarding Patterson open
houu. e, I . o R

mve active parent or student vrl:e letter to editor puis~
“ing local vocstional educstion progrn.

Mancy Thickel ° v Oonflm radio and TV appearences.
:-_llncy Thlckel '

' Hail future uory 1deu to nediu._

L e 4 P

. Peb. 12-.-16. T Ji- Prnler Conple:e clrcuit of :nlk lho\vll- PR

‘(my)_ ] C e Ll

Prnner S

.., Attend lignin; of nyor'- proclmtlon. .

- Attend civic meetings at which students ulll be
PR mve relolution vesd at bolrd -ec:lng. :

.. __mncy Thfchl

Carles s BN

o - - Ter T L, - At L : . o . o Lt e - oo
aad e e b i oo ) Siiean, tye ARG NIV P P WY ORIy T WL L Uy I SRR Al e
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SAMPLE 3

r—1 A e e g Dacihiar 420 g atandedbenat b nith ot Sl A 5 vomedd Ik SNCEENI AL S e At e

MERCER COUNTY VOCATIONAL-TECHNICAL SCHOOL
.,PUBLIC RELATIONS CALENDAR

Lox s

Person

: “Activity oo e -~ Responsible
Adult Education Preregistratxon Beglns R.'éetrie

Graduatxon Exercises for the Practxcal Nursxng Class N. O'Mshony
Assembly Eor New Students ’ Lo . ..A. Ruzanic

- N. 0'Mahony

"' SEPTEMBER , '
‘Adult Education Fall Registration ... - ”i'.; . R. Petrie
iAssembly for New Students - o . A. Ruzanic

" Letter to Day/Night Instructors Concernlng Adult < : " R. Brown
. Educatxon C‘ass Schedule . . . . o

. 1st wWeek

'anth Grade Students Tour with Photo '-:TVJ.iBroﬁn .

Informal Dzscussxon wzth Selected Parents ' h. Brown
Machine Shop: Parents Day with Photos

One-~day Tours at Selected Hzgh Schools o

T c. ‘Gensamer

. J. Brown

"

tCapstone Newspaper Artxcle

D. Karns

J.

Brown.

Newspaper'Photos

Electricityz.

Full time Vocatxonal Program' Par°nts Day with’ Photos
:"One-day. Tours at Selected High Schools i
Distribu

Brown
McConnell

ve Educationz Newspaper Arficle and Phot05

Hizik o

,Drafting and Design" Parents Night vxth Photos'
_One-day Tours at Selected High Schools
- VICA Leadership Workshop e

K Rap Session iAdministretor,“Instrpctor, and Stddents) o
Distributive Education and Harehousxng: Parents pay
5 vith Photos Jn'-, et AR -

J. Broﬁn

D._Reznor‘

A i

b. Reiter

e

Electricity: " parents Day vith Photos

PSR LR, -; i ACA T j.&" ot 2t L"uj b T L
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i Person
- Date Responsible

Christmas Display for Commons Area at the Vo-Tech_ﬁ.

et

Communications. Newspaper Photos’

"}-'Newspaper Photo of Christmas window Displays Se

Advisory Council Dinner R
; Christmas Assembly

N

f Local VICA Contest :

_Adult Education Registration Begins

Applications for the 1980 Vo-Tech Students Due at.the
Bome Schools RN F L el -

e

'Diesel Mechanics: Parents Day with Photos

- Letter to Day/Night Instructors Concerning Adult
Bducation Class Schedule

Adult Education Classes Begin, 2nd Session

.Data Processing and Warehousing:
and Photos .

Newspaper Article

. District VICA Conference

o District DECA Conference . ° :
- Rap Sesaion (Administrator, Instructor, and Students)

" Full-time Vocational Program:
- Photos

"National Vocatzonal Bducation Week

Newspaper Article and

'hppliance Servicing.i Parents Day wzth Photos

uilding qonstruction _Newapaper_?hoto -

. lnformal'Discussion with_Selected Parents

lst Week ¢ .o :
o ) Graduation Exercises. Practical Nursing Class

Practical Nursing: Newspaper Article and Photos

Selection of New Students for Upcoming School Year

Summer School Preregistration Begins

jond Week
' ’ Newspaper Article end Photos of Cosmetology Style Show

: 3rd Week Diversified Occupations: Parents Day with Photos.

?‘(th Week . Newspaper Article and Photo of Food Services Senlior
T iBanquet T . .

-A?HS, McConnell

R. Miller
R. McConnell

*R. Brown

A. Ruzanic

J. Brown
f R. Petrie

h. Brown

R. Magee¢

lR- Brown

" R. Petrie
- Po Anthony

;- Je Brown

~ No Liptak

R. Brown

"M, Prentiss

R. Brown

" E. Pitcher

. Kerr

Brown
N. O'Mahony
N. O'Mahony

" J. Brown

J. Brown
'S. Short

D. Reznor

m‘H. Arnold
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ata Processingz

tate DECA Conference

'HcConnell
Karns .

"Reznor ’




The point is that, as an administrator, you need to delegate
as many tasks as possible, both because you can't do everything
yourself, and because involvement of others is essential to good
public relations. Be certain that each person has a copy of the
promotional calendar/time line, and then monitor activities to
ensure that deadlines are being met. Plan ahead by checking the
time line to see what arrangements, contacts, etc., need to be
made (e.g., transportation for a tour). Review and approve
materials as needed. Even if a public information officer is in
charge of coordinating the planned public relations program, you
need to work closely with that person and check to ensure that
the information being given the public (e.g., in news releases or
brochures) is accurate and clearly presented.

Evaluating the Promotional Program

We said earlier that, in planning your promotional program,
you need to make an honest appraisal of where you stand with your
various publics. To make this appraisal, you need to incorporate
an ongoing, structured evaluation process into your promotional
program. Evaluation is cyclical. Feedback concerning your voca-
tional program and promotional efforts should be gathered on a
regular basis. Modifications in subsequent promotional plans can
then be made on the basis of this feedback, and these, in turn,
should be evaluated as you develop new promotional plans.

To ensure a structured evaluation process, you need to
decide in advance what you want to know, and how you will get
that information. Following are some evaluative questions you
can ask to help you assess your promotional program:

e Are our goals and objectives practical? Can they be
evaluated? Are they worded clearly?

e Which promotional activities were most effective in
terms of the numbers of people reached and the time and
money spent?

e Which audiences were reached? Which were not?
e Were all planned activities completed? Why or why not?
e Were deadlines met? Why or why not?

e Was the vocational education staff involved in promo-
tional activities? Were other key publics involved?

e How much "ink" (media coverage) did we actually get?
Some of these questions will be easy to answer, and any
necessary improvements or changes simple to identify. 1If dead-

line X was not met because you couldn't find the time to write
the article or make the arrangements, in the future you may have
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to provide for more lead time or delegate more tasks to others.
Answering a question such as "which audiences were reached, and
which were not,"” on the other hand, goes to the heart of your
promotional program. It requires that you identify, and be
sensitive to, the many kinds of feedback needed to answer such a
question.

Primarily, you need to be alert to informal feedback from
your internal and external publics--feedback such as the follow-
ing:

e Questions raised following a presentation to a civic
group

e Comments made during a teachers' meeting

e Issues that surface during your regular contacts witn
parents, advisory committee members, community leaders,
and others

e Criticism (or praise) in letters to the editor
This kind of informal feedback can let you know how your publics
feel about the vocational program, what information they need to

have, and where your promotional program may have fallen short in
the past.

Following are some other indicators? that can help you
answer your key evaluative questions:

e Enrollment trends and dropout figures

e Placement figures

e Opinion surveys in the school and community

e Community voting results

e In-school student elections (What is the image of

vocational students in your institution?)

If these feedback sources indicate "that your vocational
program is not well received, you need to honestly assess

2. For information on methods for obtaining formal and informal
feedback on your vocational program, you may wish to review
Module G-10, Obtain Feedback About Your Vocational Program, part
of the Professional Teacher Education Module Series produced by
the National Center for Research in Vocational Education (Athens,
GA: American Association for Vocational Instructional Materials,
1978).
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whether the problem lies in your promotional efforts, or in the
vocational program itself. That is, a promotional program should
not be designed to "sell" a poor product. If placement figures
are low, and other feedback indicates that employers have doubts
about your students' skills and preparation for the world of
work, you need to investigate the source (and validity) of that
doubt before assuming that it is merely a promotional problem.
Evaluation of your promotional program, then, not only enables
you to improve your promotional efforts, but is also a tool for
pinpointing areas that may need improvement within the vocational
program itself.

b4
// _ For more in-depth information on public relations,
2??02” you may wish to read one or more of the following
ctivity ' supplementary references.
‘.."” e Bagin, Grazian, and Harrison, School Commu-

nications Ideas that Work: A Public Relations
Handbook for School Officials. Designed for
school administrators, this book is straight-
forward, readable, and full of tips on commu-
nicating with the public.

e American Vocational Association, Promotin
Vocational Education: A Public Relations Hand-
book. This handbook contains a complete review
of the many aspects of a good public relations
program, material on identifying your internal
and external publics, practical suggestions for
how to use various media and methods, and a
helpful reference list.

e Farlow, Helen, Publicizing and Promoting Pro-
rams. Very readable, practical, and up to
%ate, this handbook is designed for persons
responsible for publicizing and promoting con-
tinuing education programs, but it contains a
great deal of useful information for anyone
involved in promoting any program.
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4
P AN You may wish to arrange through your resource person
to meet with vocational administrators experienced in
Optional planning and conducting promotional activities (e.g.,
one from a large institution with a public informa-
tion officer; one from a smaller institution, who
both develops and carries out promotional activities
him/herself). At these meetings, you could discuss
questions such as the following:

! Activity

1 2

e What target audiences receive your greatest
attention? Why? What media/methods appear to
be most successful in reaching each audience?

e What media/methods seem to work best in reach-
ing prospective students (parents, employers,
board members, guidance counselors, etc.)?

e If you have a public relations budget, how do
you justify it to your superiors? If you don't,
how do you get the job done?

e If you have a promotional advisory committee,
what kind of assistance has it been able to
provide, and what types of people are on it?

e What kind of printed material do you have
available on your programs (e.g., brochures,
pamphlets)? Who prepares these materials, and
what are the costs involved?

e What, if any, promotional programs have you
developed for use with civic groups?

e DO you conduct student tours of the vocational
facility? Describe who is involved, how much
time the tours take, any natural obstacles or
potential problems, the grade levels of the stu-
dents involved, and so on.

e How do you get feedback concerning your voca-
tional program and your promotional efforts?

b What kinds of misconceptions do you most com-
monly need to address in your promotional pro-
gram?
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The following items check your comprehension of the
material in the information sheet, "Promoting the
Vocational Education Program,” pp. 9-27. Each of the
four items requires a short essay-type response.
Please respond fully, but briefly, to each item.

SEI.F-CHECK

Many people think of public relations as communications with
people outside, or external to, the agency or organization.
Why do you need to promote the vocational program within the
school system or institution; as well as with outside pub-
lics?

You are watching a local Sunday morning talk show on TV; the
mayor is being interviewed. During the interview, she states
that the future of the community and the nation as a whole is
in the hands of our college-bound youth. As a vocational
administrator, what conclusions do you draw from this? What
do you do?



3. Within your own community, identify the mass media outlets
available for promoting vocational education. Be specific
(i.e., don't just say "TV"; describe the types of TV outlets

that exist and specific programs you could use as forums for
promoting and pPublicizing vocational education).

4. What is the purpose of scheduling promotional activities on a
calendar/time line? How detailed should this calendar be?
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Compare your written responses on the "Self-Check"
with the "Model Answers" given below. Your responses
Feedback — need not exactly duplicate the model responses;
however, you should have covered the same major
points.

MODEL ANSWERS

1. Without the understanding and active support of persons such
as instructors (both general and vocational), guidance coun-
selors, feeder-school principals, and board members, your
vocational program can't continue to do the job you want it
to do. You can't assume that, just because people are edu-
cators or involved with education, they will automatically
understand the purposes of vocational education and recognize
its value to students and the community.

In fact, the reverse is often true, even among vocational
students and educators (who can be affected by the percep-
tions of others). 2and, even if you aren't fighting an
"image" problem, you need to keep everyone--staff and stu-
dents alike--regularly informed about your program offerings
and activities. People need information if they are to make
good choices or provide good advice to others. By publi-
cizing programs, events, people, successes, and needs within
the school system or institution, you not only make the voca-
tional program visible, but also build a sense of pride,
unity, and common purpose among diverse groups and indivia-
uals.

2. The mayor's statement gives you some important informal feed-
back on how vocational education is perceived by at least one
opinion leader in your community. In this case, she seems
unaware that vocational students are an essential resource,
with their own important contributions to make to the commu-
nity.

Even if the mayor is aware of vocational education and the
programs in the area, it appears that those responsible for
promoting and publicizing your vocavional programs have not
been communicating with her very well concerning the nature
and goals of the vocational program. By implication, you
probably haven't done much promotional work within civic
groups or the general community. How visible is vocational
education among the general public in your community if the
mayor can make this statement?

31




Based on this bit of feedback, you need to make the mayor and
other community leaders a key target audience in your promo-
tional planning. In addition to providing for more coverage
of program activities, success stories, and the like by area
media, you can do such things as (1) arrange for the mayor
to make a tour of your facilities; (2) extend her a special
invitation to an open house; (3) make presentations at meet-
ings and community events where she and other community
leaders will be present; (4) invite her to an advisory com-
mittee/council meeting; (5) include her on your mailing list
for newsletters, bulletins, and internal house organs; and
(6) in general, use your network of informal contacts to
spread the word among key civic leaders.

Answers Jill vary depending on your situation. However, you
should have investigated the following types of outlets and
programs:

AM and FM radio
e Stations offering rock, classical, easy listening, or
country music
e 24-hour news stations

o Farm-news stations
e Programming appealing to religious or ethnic interests

Commercial television
Educational television and radio

e Community bulletin board programs
e Panel discussions
e Debates

e Interviews
Newspapers

e Metropolitan and suburban dailies

s Weekly newspapers

e Community newspapers/shoppers' news
A master calendar--which identifies what is to be done, by
whom, and when--makes implementing your promotional program a
manageable task. It allows you €O assign tasks (spreading

the work load fairly) and monitor activities to ensure that
deadlines are met. It enables you to see at a glance what
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events are coming Up and to plan your schedule, publicity,
and arrangements accordingly.

Scheduling activities on a calendar also enables You to see
whether you are "bunching up" your promotional efforts in one
part of the year rather than spreading them out to ensure a
timely and continuous flow of information ang activities., It
allows you to target activities for key times during the
yYear, avoiding conflicts with other important events or busy

The calendar should be only as detailed as You need it to be.
Some people need a big wall chart, with every step outlined
in detail; others work just as well from a less formal list
of "things to do." a good rule of thumb to use is to develop
the calendar sufficiently so that Someone else could look at
your schedule and work frem it--jif you are ill, out of town,
or suddenly snowed under with other tasks.

Level of Performance: Your completed "Self-Check" should have
covered the same major points as the model responses. If you
missed some peints or have questions about any additional points
you made, review the material in the information sheet, "Promot-
ing the Vocational Education Program,”™ pp. 9-27, or check with
your resource person if necessary.
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Learning Experience I

OVERVIEW

Enabling

()bjective

“'After completlng the requlred readlng about alter-

" native’ prcmotlonal techniques, . (l) plan an open
"house for a given situation, and (2) critique four
promotlonal items developed in preparation for '

Activity

"Reach-

. PPe .

iing Your. Audlence,

You ‘will be readlng the ‘"Case 'Situation,"® v .
U pp. 71-78, plannlng an open house for the situ-
"{atlon dpscrlbed, -and cr1t1qu1ng a publlc service

Activity

““Youwill be ‘évaluating ‘your competency'in using
promotional technlques to reach a given audience

by comparing your: responses. to the :%Case Situ- .

atlon“ WIth the "Model Resnonses,? pp..79~ 85. B

Vi .
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contlnueu
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OVERVIEW contlnued
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Opnmm! . You_may wish4to,rev1se or
Actwuty ' “you

fou may wish;to‘rev1ew One.or more. of “the supple—
ientary eferences, The : :Center . for: .Vocational
Education, ‘Professional’ Teacher Educatlon Module
Serles,fspeclflcally seven modulcs in Category G:
ol ommunlty-Relatlons.

Optional ™
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Activity For information on how to select and effectively use

various promotional techniques, read the following
information sheet.

REACHING YOUR AUDIENCE

In planning your promotional programs, you must determine
which techniques or media to use to accomplish your promotional
goals and objectives. For example, if you want to promote your
adult education programs, what should you do: prepare a public
service announcement for the local radio or TV station? appear
on a radio talk show? develop a slide/tape presentation? pre-
pare and distribute brochures? In order to select the best

techniques for a particular situation, you need to know the
following:

e What audience you wish to reach

» Characteristics of that audience

e Medium or technique most likely to reach that audience
¢ Media available to you in your community

e Cost involved in using each technique or medium

* Amount of money available to you for such activities

Available staff time angd expertise will also affect what, and how
much, you can do. 1If You have a complete public information
office, for example, you will be able to draw on the special
skills of this staff to develop a wide range of promotional mate-
rials (e.g., news releases, brochures, and exhibits). If you are
"on your own," you will either have to develop the needed ciills

yourself or (preferably) identify others to whom you can deliegate
these responsibilities,

In selecting promotional techniques and developing materials
that will, in fact, reach your intended audiences, keep in mind
the AIDA formula: attention, interest, desire, action.

e Attention--No matter how important your message, people
will not listen to it unless you first gain their atten-
tion. We are all constantly bombarded with information
and stimuli by radio, TV, newspapers, billboards, junk
mail, and other media. Your message can be made to stand
out through the use of such devices as color; pictures;
style/size of print; catchy slogans, phrases, or ques-
tions; and repetition. Location and timing are also
important. Nc matter how visually appealing a display is,
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for example, it won't attract much attention if it's
"hidden" in a mall where few people shop, or competing
with glossy professional advertising during Christmas
week,

e Interest--If you want your audience to think about your
message, you need to appeal to their interests, both in
the content of the message and in the way it is presented.
Employers ir potential training stations will be inter-
ested in the skills your co-op students possess and the
benefits they can expect if they hire these students--but
not if they have to wade through & 50-page annual report
to learn about those skills and benefits. Seeing student
skill demonstrations and touring facilities during an open
house, or reading an article (with photo) in the local
newspaper about an employer appreciation banquet, would
obviously be much more interesting and motivational for
this particular audience.

e Desire--You want the members of your target audience to
reach the point where they want to do what you are ask-
ing them to do (e.g., hire graduates, enroll in programs,
volunteer services, vote yes on levies). The message,
then, must be so reasonable and so well presented that it
can't be resisted. Remember that people are seldom moti-
vated by criticism or badgering. For example, if you want
citizens to support a bond issue, provide them with a
truthful explanation of the need and the positive benefits
to be expected. Negative remarks about public apathy or
lack of insight may seriously offend people who are hon-
estly trying to do the best they can in difficult times.
"Prophet of doom" pronouncements may produce a "ho hum"
response among people who have been conditioned to crisis
(real or imagined) by the media.

e Action--If appropriate, your message and the method you
use to present it should encourage your audience to take a
particular action. You need to tell people what they
should do and how (e.g., when and where to enroll, how to
volunteer, who to contact for further information).

You have a great many promotional techniques to choose
from. You need to be sufficiently familiar with each technique
to select the most appropriate and efficient medium and, once
selected, to use the technique effectively. Even if someone else
will be developing the material or conducting the activity, you
as an administrator need to know what to look for in the finished
product so that you can coordinate and monitor the effort and
provide needed assistance and resources. In the remainder of
this information sheet, various promotional methods will be



discussed. Nine of the most widely used promotional techniques
have been singled out for more in-depth treatment, as follows:
e Public service announcements on radio and television
» News releases
e Open houses
s Brochures

¢« Public presentations about school programs and activi-
ties .

e Internal publications and written communications
e Audiovisual media/displays/posters

e Recognition programs

o Informal personal contacts

Public Service Announcements

Public service announcements (PSAs) are free spot announce-
ments--on radio or television--considered to be in the public
interest. The Federal Communications Commission requires radio
and television stations to devote a certain amount of their
broadcast time to PSAs. You need to find out from each of
your local stations what its basic format for PSAs is. Format
includes the following types of elements:

Length: 17, 20, 30, or 60 seconds
e How far in advance to submit the PSAs
e Whom to submit them to

e Whether pretaped (cassette) spots are acceptable
e What types of slides and other photos are usable (TV)

Sample 4 shows general guidelines for preparing PSAs; check with
your local stations for more specific information. Sample 5
shows a PSA‘developed to meet these guidelines.

PSAs can be extremely useful in transmitting brief and
uncomplicated messages and announcements, such as dates for open
houses, hours for registration, availability of new programs, or
any kind of special event (e.g., National Vocational Education
Week). Obviously, these messages must be timely and well writ-
ten. The following items would be suitable content for PSAs:

e The public is invited to attend an open house at the
Patterson Building of Stivers-Patterson Cooperative High
School Thursday, February 15 from 7:00 to 9:00 p.m. All
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SAMPLE 4

ACIT LT g o gt sl o A MR Sh N dab Rl il Basid

"'G_UIDELINES FOR PRéPARING PUBLIC ssnvucs ANNOUNCEMENTS

JEEATC Y S U L

' B T L e e - ;_k\,,--.‘,_.‘ e . .':'-5'*.'":‘ ’,::;'.qu .__,_ BREN
5'Place your name, 1nst1tutlon, address, and phone number on the
£ top of the page. . Indicate whether it is a l0-second, 30-second
E'or 60-second announcement. Note the dates you want it to be
[-aired (e.g., "Request frequent airings of the following Public
k Service Announcement over WMAT from Saturday, June 4 through

oSunday; June. 12.").;

;=Type copy in- cap1tal letters and double- or triple-space. heave
k' a two-inch to three-inch margin on the left and a one-inch margin
;on the rlght.; Ask the statlon about any other copy requlrements.

'1'

l:Tlme the announcement yourself w1th the aid of a second hand or
& topwatch,_readlng at a norma1 speed.ﬁpgiﬁj; _

). ‘,-.~4. :..

about 25 words " Lfb
"about 65 words -
about 120 wordS R

""A 30-second announcement
A 60-second announcement

When prepar1ng copy for telev1s1on spot announcements, number the
V"slldes in the sequence. of appearance and give a brief identifica-
r.tion in the left-hand margin. Ind1cate w1th an’ "X" when you want
-7the_s11de to be changed e.g..:;,nu-- - ot .

-» TO TRY OUT A JOB BEFORE MAKING A CAREER
' DECISION."u

. N i R G AR A : o :
‘1Many statlons requlre two-weeks or n re not1ce on requests for

.ku"‘.: .

Sa TR T e N ARG ™ L3 et PR AR S

b Amerlcan Vocatlonal Assoc1ation, Promotlng Vocatlonal
..Education' A Public Relations Handbook (Washlngton, DC- Amer1--
zcan, VOcat1ona1 Assoc1atlon, 1978), p._29.”‘§_” :

e e e "':-A.' .




SAMPLE 5
T AT e T TN . TP TATR Rl - iy e A it B~ TR -

PUBLIC SERVICE ANNOUNCEMENT (20-SECOND) -

VTYR— bt 4 Cvinmadeion e dn e tm) X ot

";‘f'7”h?ft?“f;THE"DAYToN”bUBLIC'SCHOOLs¢*”N7 e
o R Administration Building
~ .Telephone 461-3850

| 348 West' First Street “; Dayton, Ohlo 45402

}John B Maxwell N
Super1ntendent of Schools

Vi3

_ . Nancy’ C. Thickei
- Public Information Officer

il .ol
e

5§AIR DATE: ' FEBRUARY 11 THROUGH FEBRUARY 17

k. SUBJECT: _ . NATIONAL VOCATIONAL EDUCATION WEEK o

BN s P
-~

f;HIGH SCHOOL CAN OFFER YOU A CAREER IN HORTICULTURE, MEDICAL
}iASSISTANCE, OR AUTO MECHANICS. PROGRAMS LIKE THESE EXIST IN THE
'KDAYTON PUBLIC SCHOOLS "~ LEARN MORE ABOUT VOCATIONAL EDUCATION

;OPPORTUNITIES CALL DAYTON PUBLIC SCHOOLS, 461~ 3850 OR TALK TO
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classrooms and laboratory facilities will be open, with
teachers and students on hand to demonstrate equipment and
talk about the school's programs.

e Are you bored with your job? Would you like to work in
an occupation that you really like? Retrain for a new
occupation in Jefferson County's adult vocational pro-
gram. There are many different jobs waiting for you in
Birmingham. The pay is good--the opportunities for
advancement fantastic. Call 999-1000 for enrollment
information.

e Are you a girl who is mechanically inclined? Greatl!
Birmingham needs good mechanics. Move into the occupation
you want. See your high school counselor about training
in Jefferson County vocational classes. Voc Ed is coedl

One disadvantage of PSAs is that stations schedule them at
their own discretion and may put them on at times that are not
particularly appropriate for reaching certain audiences or wide
audiences (e.g., very early in the morning or very late at
night). Another problem is that they are generally so brief that
their full message may be missed. Sometimes several PSAs are
given in a row, and one tends to blend with another.

On the other hand, with the right conditions PSAs can reach
a wide audience. Some stations have regular "community bulletin
board" programs that attract regular viewers/listeners, thus
enabling you to target your message to a particular audience. If
you (or whoever is responsible for contacts with media) develop a
friendly working relationship with the persons at the various
stations who are responsible for placing PSAs in the daily pro-
gramming, your chances are increased of getting the message aired
at a time when it will reach your intended audience.

News Releases

Assume that you want to publicize the special activities
planned for National Vocational Educaticn Week, announce student
or faculty awards and honors, give racognition to advisory com-
mittee members, introduce your new adult education program, or
report the significant accompl ishments of your vocational pro-
gram. A news release could be one of the most appropriate and
effective methods to choose to promote these and similar activi-
ties.

A news release is a factual account of a newsworthy event
that is submitted to a newspaper for possible publication or fur-
ther coverage. While the public service announcement is best for
transmitting brief and uncompl icated messages, the news release
is useful when you have a more substantial amount of information,
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facts, and ficures to convey, or have a topic that needs to be
pursued in more depth. Sample 6 gives rules for preparing a

news release that will be applicable to most newspapers; however,
check with the editors of the papers you will be dealing with

to learn their specific procedures (e.g., Do they accept photo-
graphs? Wwhat are their deadlines? Wwill they accept mailed news
releases, or should they be delivered in person?).

The news release can reach almost any audience, providing
that audience does read néwspapers, and providing you select
the right news outlet(s) for that audience (e.g., 'a daily or
weekly metropolitan heéwspaper, a community or suburban newspaper
catering to neighborhood news of local interest, or a special-
interest newsletter). If you (or the public information officer)
investigate the news outlets available in your area and make
personal contact with the editors and reporters of these papers,
you should be able to select the best outlet(s) and get the
ongoing publicity you want.

Much of the news in metropolitan weekly newspapers is local,
with special sections devoted to educational matters and local
area news. Many people who just skim the daily paper will read

particularly the local and community news. In some communities,
there may also be newspapers catering specifically to farmers,
businesspersons, or shoppers. Don't overlook these small weekly
community newspapers and community magazines. They are sometimes
more widely and carefully read than major publications and, since
they are aimed at a particular community or audience, are a good
way of reaching selected audiences.

Timeliness is a key to getting your story print:d:; old news
won't attract much attention from the press. Timeli ess and
planning can enable you to build advance interest in a particular
event and then follow up with stories on the outcomes of that
event, or with stories that pick up on a theme or ide  presented
in the original story. A daily newspaper might, fcr example,
print an advance gtory on the activities planned for hMational
Vocational Education Week. A weekly might then want tc feature
the outcomes of one of the competitions heid or commi .ty reac-
tion to the special assistance Provided to the pubi‘' at the Job
Training Center.

Remember to submit a continual flow of information to the
media on a variety of newsworthy topics. Samples 7 and 8 illus-
trate how the news release can be used (1) tc give recognition to
your faculty or to inform the public of special services offered
by your institution, and (2) in the process, to promcie a posi-
tive image of vocational education in general and your program in
particular. Regardless of the topic, accuracy and ciarity are
critical to an effective news release. Let the fants speak for
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SAMPLE 6

{ | RULES FOR PREPARATION OF A NEWS RELEASE FROMTHE ,
g | PUBLIC RELATIONS SOCIETY OF AMERICA .. '

3 , 3 — ,

E STYLE: There aréiﬁﬁd\mdiﬁjéfﬁes 6f'néyépaperigt§fies§»fyvﬁ:'

5'1- The straight ﬁews'étorj'is>a factual, inforﬁétivé aécount of a newsworthy
- event (e.g., your proposed budget for the coming year). Such stories gen-

8 erally are written in "pyramid style,” with the most important elements in
E_ the lead paragraph and the least important elements in the end. Remember
| to answer the "5 W” and "H" questions (who, what, why, where, when, and

5" how?) early in the story. Keep sentences and paragraphs short, and avoid
- mechanical errors in spelling, punctuation, ete. vl T

f 2. The feature story 1s one with little straight news content but a great

deal of "human interest"” appeal to a significant segment of a paper's sub-
2 scribers. Its style 1s much less rigid than news story style and depends
3 mainly on the ability and interest of the reporter. . Generally, do not

- attempt to write feature stories for submission to a paper. : Instead, let

T' the appropriate editor_or‘repor;er know you have a subject you believe 1s
3 worth a feature. 1If the editor or reporter agrees, the story will get
5 written; if not, you will not have wasted time writing, - 7w

" 'STATIONERY: Fancy, tinted, printed news bureau stationery {s wasted. It
looks commercial and doesn't fit normal copy style. Don't shout NEWS. Edi-
- tors decide that. .. - ., PR T S A TR

- e . TS PR} . v:_»a‘.__ . . : :
3 ) S >_ AT [ . - ;o T REERY . v ?.""-'_ \ . ..
< IDENTIFICATION: The name, address, and telephone number of thq‘person releasf

%Ling the news should”pppegr'ag_the uppg;lleft_p:zdigect1y éfter the story.

. RELEASE DATE: Most items should be marked’"foffiﬁmédiaté:feleéée;“ :Stipulate
:: times only when news obviously warrants holding until a certain hour. . .

4 w
2 R T MLaFne e TRyt RPN RSN

"DATELINE: Start the story with the"ﬁ'éxﬂé"bf mf‘eny;’n caps, e.
- COLUMBUS~--~, R e TRV, S

Ceyf

FORM: Use wide marginszan&1ﬁquble-épédé copy éél#hat editors §aﬁfédit._i

g . . . ‘r" RPN T T T S wes ol A K
- HEADLINES: De not indfcate a headline; that is the editor's business. Skip

. two inches between releage line aud budy of copy so the editor or rewrite desk
"~ can insert the desired headline. . L SEEE

A R

.o~ L.

; SOURCE: The Nhtiéﬁél~béhté#>fmf>Rese§réh in Vbééﬁionél'Eduéationgix Public
" Relations Handbook for Vocational Education in Large Cities (Columbus, OH:

- The National Center for Research in Vocatlonal Education, The Ohio State
--University, 1978), pp. 55"56._ TR . g RN T,

..

i oY) nddn sndeta A ol hadn e
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~ 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. T

CONTENT. News releases on the following topics should be sent to the appro-
X priate publications routinely (i.e., planned for and executed so as to be
timely) - | L o __‘_-,,_:_,.. .

.41. Program development, policies, and achievements (on a selective basis)

a. New services to be offered, preferably “"first of a kind" or signifi-
‘cant in some other respect (e.g., the Legal Aid Society s new program
for senior citizens) '

b. Important changes in policy (e.g., changing of fee structure or agency

" relationships)’ ; -

c. Agency expansion and progress (e.g., new facilities, new programs, or
organizational changes 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.) ' .

- 2. Agency personnel -'*; ;

ae. Newlv elected and promoted officers, new staff

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

c. Staff snd elected members involved in community, professional and
civic affairs (e.g., offices held or awards and achievements earned)

d. Any staff or elected members honored or recognized »

et Lt ( Loa .-_-_ 2
'."'3:‘-“"““ RASRAT _4--~( ..C,

[ 3. Agency involvement in community and ‘areas of social concern

a. Programs or services aiding the community B! - - »

b. Programs aimed at minority groups and coordinated with area schools or
other organizations - -~ - CFeagh Leegligaten L el :

c. Significant training programs and opportunities Crn -

- d. Policies or programs specifically aimed at influencing citizen aware-

U ‘ness and participation R -

he Special events '

o a. Well-known speaker sponsored by the agency (e.g., addressing gathering
= ... .. of agency personnel, consumers, or selected leaders of the community)

' b. Symposia on community problems "ﬁ:ucw:":'il“ le _
~ee Exhibits around town showing achievements and explaining goals of

T ' vocaLional education S . R -

. VPP IPEUIC) { RO WY SRR -4, .L_._lt-.-.nt-x ﬁ_m. S CAPPIET Y '-;u L,ﬂ_.l I T et
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SAMPLE 7

e v

ey NEWS RELEASE it

_.LOS ANGELES TRADE-TECHNICAL COLLEGE
...'400 West Washington Boulevard
gLos Angeles,_California 90015

.5FOR IMMEDIATE RELEASE NO.‘

) 2
:*July 7 19-- o

i e el

LA'HABRA--La Habra”residentheorge Brass1ne ret1red'recent1y
after more than 35 years in- the drafting profess1on, the last 12

_‘as coordinator of the Drafting Technology Department at Los

College._“*f

"years 1n'pr1vate practice as a surveyor and-engineer'before:
*starting a teach1ng ass1gnment at Pennsylvania State College. ig;_
He Joined the Trade-Tech faculty in 1957 as an’ instructor of ;fj;;

t\x.v. .

machine shOp math.l He later taught architectural and mechanical

v

'drafting until’ his appointment as coordinator in 1966.‘

Brass1ne earned'a bachelor of science degree in mechanical engi-‘

B s P

‘jneering at Carnegie-Mellon Univer51ty'_P1ttsburgh, and a master s
\-vy* k v e

--degree in secondary education from Cal State, Fullerton. He

: NI . . g ey . o
N S Wutle A, . 3 : .

33‘olds Class A, B and D vocational and secondary credentials and

"!',.r ,‘t.,‘.-u. SR 2 il I e (A o YD LS ,"4, DSk T o)

’is a registered professional mechanical engineer in Pennsylvanla
Qand California.;ﬁﬁ;ff' Hednd P : . .

Q SL’
ERIC

Aruitoxt provided by Eic:



SAMPLE 8

w00 UG- NEWS RELEASE -oae

'LOS ANGELES TRADE-TECHNICAL COLLEGE
. 400 West Washington Boulevard
?_Los Angeles, Ca11forn1a 90015

* " POR IMMEDIATE RELEASE NO. 15
;_November 3, 19-- - :

f‘" Kk AR SRR

. . T P

T;SUBJECT. SENIOR CITIZEN DISCOUNT CARDS

;iLOS ANGELES--Senlor c1tlzens may rece1ve a 50 percent reductlon
ﬂln fees for act1v1t1es at Los Angeles Trade-Technlcal College by
‘ipurchas1ng a Gold Card for $5 OO. ' : ; I

b Gold Cards, ava11able "to anyone whohls:fo years of age’éf older
k-and ret1red may be purchased at the Trade-Tech Communlty Ser-
;iv1ces Off1ce, 2003 South Ol1ve Street. o o

C L ekl aenl ) '_-_4.-,.‘;: -

;For persons over the age of 65 whozcannot afford the purchase'”
.'prlce, the Los Angeles Communlty College D1str1ct Board of _ .
'ATrustees has approprlated funds to cover the cost of cards for’

? these 1nd1v1duals.' App11cants w1ll be requlred to s1gn a wa1ver
stat1ng they cannot afford to pay. S5 AT : :

X The Gold Card'reductlonsnw1ll apply to all fees, except nonres1-
dent fees and material fees, and w1ll enable the holder to par-
“tlcipate in such act1v1t1es and events as all noncred1t classes,

8 cultural events, sem;nars, lectures, and recreatlon programs.v




themselves; avoid a writing style that is transparently self-
serving or value-laden. In addition, to increase credibility,
make an effort to quote the highest elected or appointed official
in the vocational education organization.

The Open House

An open house is an event in which the general public or
selected members of it are invited to visit the school to see
for themselves the activities of the students and the functions
of one or more programs in the school. Open house events can be
targeted at a variety of audiences: prospective students, par-
ents, potential employers, and many others. The open house also
provides opportunities for the direct involvement of board mem-
bers, advisory council/committee members, legislators, and others
who influence program operations. Many promotional goals and
obiectives can be accomplished through the use of this excellent
technique, e.g.:

e To acquaint prospective students with the programs and
opportunities available to them

e To gain support from the business community for the
cooperative education program; to encourage the hiring of
graduates

e To increase community awareness of the need for up-to-
date facilities and equipment and for expanding offerings;
to gain support for a bond issue or levy

¢ To give students recognition for their work in the pro-
gram and the quality of their products or services

¢ To introduce new programs; to publicize program avail-
ability for handicapped persons, nontraditional enrollees,
and other special groups

Planring, advance publicity, and the involvement of key per-
sons (e.g., instructors, counselors, students, advisory council/
committee members), are critical if the open house is to be suc-
cessful. If you have developed your yearly promotional plans
early and have scheduled activities such as open houses on a
master calendar/time line, you will be in a much better posi-
tion to (1) identify related tasks and promotional activities,
(2) assign responsibilities, (3) make the necessary preparation,
and (4) avoid last~minute crunches and conflicts with other
school and community activities. More specific time lines for
major promotional activities such as the open house can be
developed based on your master schedule. Sample 9 is an example
of a time line for an open house (designed for the general pub-
lic, with emphasis on prospective students) that was initiated by
the systemwide director of vocational education and coordinated
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SAMPLE 9

T T

intil @ he*s

~ OPEN HOUSE TIME LINE .-

w5 S aldratcC T IRV S e

¢ . B e

. Activity .

Set date for open_housel

Check on availability of printed
materials and media o i
Get additional copies ordered _f
if needed : : s

* Meet with’ teachers, counselors,. S
etc., to plan basic shop/lab i
demonstrations, student partici- '
patioa, basic data to be given, .

’ displays, bulletin boards, etc.‘”"

* Prepare pubiic service announcements

Prepare mailing to parents
. Deveiop news releases :

Send announcements to feeder-
! - school administrators - < =i .1l 5%
Mail out PSA's, special fovitations -

.(employers, board members, etc.)_ hf:, S

Send out mailing to parents ,
* Send out news releases {e.g.,

PP

special/new program, unique demon-
stration, unusual project, etc.)

Distribute flyers to students in ":“JJ

B A

school(s) ,f?[ﬁua

Request live press coverage

R ; T

e Finalize any special group “meet="

L ings. Send reminder to teachers_'f

sl

e Assemble needed handout materials,
‘. prepare name tags for special guests; °

assemble displays, bulletin boards

. Set up ‘auditorium or assembly area
e Tour building to check on house-
keeping and general appearance
. e Maintain record of attendance
. for future planning ‘
TR

P .
MAaibd s sat e O A Lol

‘ Who/What

et

Director,“building

' administrator,

" public information
" officer (PIO)

Clear date with other
events Wil

Brochures, application
_ forms, fee schedules,
~building maps, slide/
" tape presentation, etc.

Director building

',”fadministrator,
- .:teachers, counselors

Director, PIO or
delegate b

' pro, Director |

'Building administrator

PIO Director .

Director building 2

',f administrator

Director bui1ding

\administrator or

.W'delegate..igg
" Building ‘administrator

-~ Director, building
~"administrator

L et

AT T AT s




with the local (building) administrator. The information in the
"Days" column specifies the number of days prior to the open
house that a particular activity should be completed.

Brochures
Zogblivees

A brochure (flyer, leaflet, pamphlet) is an unbound publica-
tion, usually pPrinted on a single sheet, that may be folded or
unfolded. It should carry a single message with a limited scope.

You can use a brochure to report the accomplishments of your
program, such as the placement record and job success of your
trainees. A brochure can describe the occupational opportunities
in a particular field and encourage young people to begin train-
ing in that field. You may want to use a brochure to let the
public know about the courses/programs available and how to
enroll, or about the community services Your program coffers.

One of the advantages of a brochure is that it can be
designed for the general public or aimed at a specific audience.
For example, you can reach the following audiences:

e Taxpayers, to tell them how their vocational education
dollars are being spent

e Students, to excite their interest in occupational
training

* Employers, to inform them about a source of skilled
workers

o Ccmmunity leaders, to describe what your program is
doing to meet community needs

e Special needs or nontraditional Populations, to inform
them of the opportunities available to them in your
Program

There are special Occasions, such as the following, when a
brochure can be an effective promotional device:

* Registration time is a good time to have brochures
available that are designed to get pProspective students
interested and to tell them about the qualifications they
need.

s When a new program is started, you can let people know
about it by distributing brochures to key persons and in
key locations.
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e During an open house »>r tour, you can hand out brochures
describing what you are doing for students and the commu-
nity.

e The end of the school year is a good time to use a bro-
chure to publicize students' accomplishments.

17 well planned and designhed, the brochure will be quick and
easy to read, conveying its message clearly and simply. Because
of the brochure's neat form and size, people can easily save it
for future reference (as, for example, when you publicize the
evening adult classes that will be available later in the fall).
Don't attempt to tell everybody everything in a single brochure.
Decide who you want to reach, what you want them to learn, and
what you want them to do about it, and stick to that information.
Plan to reach your audience through the following devices:

Attractive and catchy titles

A simple message written in a lively style

Pictures, type, color, and layout that gain and hold
attention

A subject that has meaning and importance to the reader

Brochures can be produced at a relatively low cost and are
efficient because they can be distributed to just the right
people. You don't need an unlimited public relations budget (or
a public information office) to produce an effective brochure.
If there is a vocational graphic arts or printing program, most
of the work can be done in-house at a minimum cost. You can
Gelegate much of the responsibility for brochure development to
teachers or other staff if you have developed a standard format
approepriate for the "messages" you most often convey 1in brochure
form. For example, there is no point in starting from scratch
to plan a brochure every time a new program is to be introduced.
Working with standard formats such as those illustrated in sam-
ples 10 and 11, teachers can easily "plug in" the appropriate
information.

Public Presentaticns

As an administrator, you will undoubtedly receive many
requests to speak to schcool and community groups about your voca-
tional program. (So will your superiors and other key adminis-
trators.) Thus, you should keep them informed of requests you
have received and your speaking schedule.) This form of direct,
personal contact with your audiences is a highly effective tech-
nique for accomplishing any number of promotional objectives.
Personal contact in a group setting allows you to gear informa-
tion to the type of audience you are addressing. Unlike more
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T )DNISSIOH REQUIREMENTS

.+ Interest
[ Parant Permission -

" Instructor or Coordirator
Recommendatioi

STUDENT COSTS

Uniform, Lab or Shop C'othes
Tool and/or Instrument Kit
Hanuals and Workbooks
Consumable Supplies

VICA Membership Dues

Safety Equipment (1f required)

HIGH SCHOOLS OFFERING

Patterson - 3 Credits per Year

T EOR MORE INFORMATION

" counselor,

* Contact your school counse-
lor ang your vocational -

* (a1l the Board of Education,
Career Educatfon Division,
461-3850, Ext. 606 or 626.

* Refer to the following books
fn your schaol Tibrary or
Counsel~r's office: -

- Occupat'oral Qutlook
Ha-dbook

. Dictionary of Occupa -
tional Titles

-'Encyc1oped1a of Careers
and Vocational Guidance

' Také a tour of the vocation-
al shop and talk to the vo-
cational teacher,

* Attend a vocational program

_ Information meeting and open
house, -

DAYTON BOARD OF EDUCATION
348 WEST FIRST STREET
DAYTON, OHIO 45402

513-461-3850

J6

COMERCIAL AR

~ aDamow Pusue, Scuums
"'-‘ KEY ' ¥ & 1'1‘_ g o

/" EoleATon -

VOCATIONAL
TRADZ AND INDUSTRIAL EOUCATION

DAYTON PUBLIC SCHOOLS

IHNHOOHA

O ANTdWNVYS



PHOTO OF STUDENT
AT WORK IN CLASS

PROGRAM DESCRIPTION

.lComnwrc1a1 Art is a three year .

program beginning in the sopho-
more year, It offers students

~ an opportunity to refine their
- manipulative skills with the -
use of tools and art media of

© the commercial artist. The
student will learn to develop

- a creative approach to problem '

. solving fn the art field.

. Related classroom instruction

- will Include the study of tech-

¢ nical information as it re-
- lates to commercial art. The

theoretical information will

" then be put to use in an ac-

tual studio type situation,

D A S NI S AN T

COMERCIAL ART

TRINGS YOU WILL LEARK

How to: Use air brush (color
shading); use the tools of the
trade; ife drawing of people
and anfmals; do pictorfal com-
position; do i1lustrating; do
comic-strip characterization;
do a1} forms of duplication;

photographic film developing; .

prepare camera; ready copy.

ENTRY JOBS AND ADVANCEMENT

Graduates of the program may
find jobs as:

“.+Helper in a Commercial Art

- Studfo
. A Layout Artist
Designer
INustrator
Letterer
" Retoucher

| " Technical I1lustrator ‘f{,

PHOTO OF STUDENT
AT WORK IN CLASS

RECOMMENDED .
~ PREPARATORY_COURSES

General Bus1ness,:
General Math
Art

 YOCATIONAL YOUTH ORGANIZATION

vieA

Commercial Art students qual-
ify for membership in the Vo-
" catfonal Industrial Clubs of
* . “America. VICA members have
the opportunity to develop
thefr leadership skills by par
- ticipating in local, regional,
state and national contests

and programs of awards.
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PROGRAM LENGTH

The Evaluation Unit operates on 8 shared-time
concept (half-day a1 the homa schoo), half-dayat the
unit) The evaluation process generally takes five
weaks to complete, Some students may take longer

because of their work paco, This five week program . |
will provide a comprehansive evaluation and a
meaningful experience for those participating

students,

" .

'
L |
’

- APPLICATION PROCEDURE

All gpplications for vocational evaluation are mada
1o tho Otfice of the Director of Special Needs st the
Toms River Center, Thers are no spacific criteria
established in order 1o apply for this service other
tlan the availability of space at a given time of the
school yesr, The proper application form i
complated by the designated person at the "home
schoot” and is forwarded to the Director of Special
Noeds with all available data,

Additional information is avaiable ‘by calling

Mr. Joseph L. Scelfo, Oirector of Spacial Needs
Programs, Toms River Center, Old Freehold and Bey
Lea Roads, Toms River, New Jersey 08783,
Telephone; (201) 349-8426.

-
v

. PMOTO OF EQUIPMENT
. IN EVALUATION UMIT ..

PHOTO OF STUDENT
" BT WORK IN EVALUATION -
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OCEAN COUNTY
,  VOCATIONAL-T ECHNICAL SCHOOL
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VOCATIONAL EVALUATION UNIT

PURPOSE

The Evaluation Unit is a work-oriented environ-
ment designed to help boys and girls, age 13 and

older make 8 sound vocational selection by: .

exploring the world of work relative to definite
vocational areas: assassing the studant's ability to do
work: dotermining general areas of vocational
interest and aptitudes and identifying an appropriate
vocational program for the student.

PROGRAM QUTLINE

Phase |

Upon entering the Unlt, students are advised that
they are involved In & program to discover in which
ares of endeavor “they” &re most interested. An
overview of Ocean County Vocational-Technical
School's total program is also presented at this time,
in addition to generally placing the student at sase.

Phase |l
"Timed" tests such as the Beanett Hand Tool

Denxterity Test, Crawford Small Parts Test, Purdue -

Peg Board and others are administered to determine

the student's expected motor coordinetion. When -

appropriate, the Science Rasearch Associates Voca:
tional Planning Inventury is administerad.

Phase il

Vocational Evaluation System: this system i8
oriented to self-study and career exploration, The
“evaluation process elicits vocational information
shout eptitudes and interest, whils offering im-
" mediate gratification primarily through the “hands
on” activities.

o ——3

Vocational Evaluation System is comprised of
simulated job samples, which are representations of
the common critical factors of a job. After a brief
orientation by tha evaluator, directions are given by e
sound filmstrip device, which is completely con-
trolled by the student for self-pacing purposes. The
evaluator periodically assesses work quality and work
habits. A finighed product is fabricated at each work
station, and a student generally completes 10 to 15
work stations,

Both the studant and evaluator participate in the
assessment. The student’s evaluation of his own
interests and @ptitudes is combined with the
avaluator's assessment to form a definitive picture of
job training direction most appropriate for each
student.

JEVS: Also included in Phese lll is the Jewish
Employment and Vocational System Work Samples,
This system Is used to supplement the Vocational
Evaluation System. The JEVS Work Samples are
activities performed in & simulated work setting,
which reflect the primary factors inherent in actual
jobs. A battery of Work Samples erranged in a
hierarchy of increasing complexity, allows for
evaluation of performance, interest and work
behavior. Results are directly related to Worker Trait
Groups in the Dictionary of Occupational Titles.

WORK SAMPLES

Work samples in both the Vocational Evaluation
System and JEVS are well defined work activities
involving tasks, materials and tools, which are
identical or similiar to those in an actual job or cluster
of jobs. Thay are used to Bssess the student's
vocational-aptitude, worker ¢haracteristics and vo-
cational interest.

Phase IV

Conference: A conference is held with each
student to discuss the results of the evaluation, and
the information accumulated in Phase !l and Ih.
Rasource materials, such as the SRA Occupational
Fite, Occupational Handbook and other related
materials are made available so that tha student may
relate the results of hig or her experiences to actual .
job descriptions.

Whenever it is deemed appropriate, the student
may spend a limited time observing some of the
rogular vocational trade programs related to his or
her interests and aptitudes befora returning to their
homa school.

VOCATIONAL EVALUATION REPORT

A complate report is submitted to the homa school
for sach student. This report Indicates the strengths,
interests and weaknesses of each participant based
upon their performance and experience at the
Evaluation Unit. The various tests administered and
work samples attempted ere indicated in addition to
8 narrative report encompassing all the pertinant data
accumulated,

Recommendations are made in order 10 help the
home schoo! formulate some type of career plan for
each student.

P ————
—_—




general public relations efforts, such as news releases or dis-
plays, you can personally and immediately respond to any audience
concerns that may arise from your presentation.

Thus, in planning how your promotional program will be
conducted, you should take the initiative to identify opportuni-
ties and make arrangements to speak directly to your various
audiences. For example, presentations could be made at the
following types of events:

e Conferences, workshops, and conventions sponsored by
business and industry

e Trade association exhibitions and special shows
e Meetings of parents' organizations

e Meetings of the chamber of commerce and other civic and
service organizations; special-interest groups (e.g.,
hospital association); and professional organizations

e Special community events (e.g., craft fairs, historic
celebrations, fund-raising events) sponsored by civic,
service, and social organizations

e Faculty, advisory committee/council, or bcard of educa-
tion/trustees meetings

e Student assemblies

e Open houses, tours, career days

Every presentation should be designed to make an impact or
impression on your audience. You want to inform them, convince
them to take some action, clear up a misconception or change a
negative image, involve them in the vocational pro:jram, obtain
feedback on how the program is doing, and so on. Yo make an
impact on your audience, you need to know their characteristics
and interests, and plan your presentation accordingly. Specif-
ically, you should consider the following:

. - e Membership in any organizations

e Average age

e Educational level

e Occupation(s)

e Knowledge of the subject

o Interests and concerns

e Expectations for your presentation

For example, if one of your promotional goals is to increase
nontraditional enrollments in your total vocational program, you
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may have planned a series of speaking engagements before certain
influential community groups (e.g., NAACP, NOW, agencies serving
other minorities, the handicapped, or the aging). It would be
very unwise to give exactly the same speech to all these groups;
they probably share some important goals, but their concerns,
interests, past experiences, and objectives may be very dif-
ferent.

Whenever you make a presentation, remember that your audi-
ence's opinion of the vocational program will be influenced by
the kind of impression you make as an individual. One of the few
disadvantages of this promotional technique is that if you (orx
someone you delegate to speak) are not a good speaker, your
presentation can do more harm than good. Audiences look for
speakers to be enthusiastic, straightforward, organized, and
above all well informed.

Regardless of background or educational level, most people
know when they are being given a flurry of empty words in place
of real content--they recognize a "snow job." If ycu are speak-
ing on a controversial or provocative topic, they will recognize
evasions and form their cpinions accordingly. Feople appreciate
straight talk and resent jargon or "educationese."

For example, in speaking to a group of parents about a
proposed new program for the gifted student, an administrator
gave the following description:

Our school's cross-graded, multi-ethnic, individual-
ized learning program is designed to enhance the con-
cept of an open-ended learning program with emphasis
on a continuum of multi-ethnic, academically enriched
learning, using the identified intellectually gifted
child as the agent or director of his own learning.
Major emphasis is on cross=graded, multi-ethnic learn-
ing with the main objective being to learn respect for
the uniqueness of a person.

A parent in the audience responded as follows:

Sir, 1 have a college degree, speak two foreign lan-
guages, and know four Indian dialects. I've attended
a number of county fairs and three goat ropings, but I
haven't the faintest idea as to what . . . you are
talking about.

Statistics (facts anc figures) can be highly effective and
persuasive, but not if you overwhelm your audience with them.

Examples, illustrations, and visual aids (charts, maps, graphs,
transparencies, slides, and films) can enhance any presentation
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if carefully selected and well made. If appropriate to your
topic, one student success story can speak volumes.

A good presentation is well planned and organized. A writ-
ten outline-is a must if you are to avoid rambling and succeed in
presenting a tightly organized argument or discussion. Sample 12
is an example of an outline structure for a short speech. Out-
lining your presentation also enables you to avoid reading a
"speech," a sure way to put your audience to sleep. You can
highlight your key points and examples with yellow marker, under-
lining, asterisks, or whatever will catch your eye as you glance
down at your notes. If you know your topic and have reviewed
your notes prior to the presentation, you can maintain eye con-
tact with your audience and speak to them in a relaxed, confident
manner.

Internal Publications and Written Communications

Promoting the vocational program within the institution is
just as important as taking your story to the ocutside public.
Instructors, counselors, supervisors, other administrators, board
of education members/trustees, advisory committee members, stu-
dents, support staff--all need to be kept informed about what is
happening in the vocational program. They need to be given
recognition for their efforts and accomplishments, and feel a
sense of pride in being actively involved in a program that is
taken seriously by the school and community alike.

The promotional techniques discussed thus far can go a long
way toward providing this kind of information and recognition.
In addition to these, there are many types of internal publica-
tions and written communications that should also be used to
provide needed information and promote understanding and program
visibility.

Newsletters. As its name implies, a newsletter is an
informative "letter" (e.g., report, news update) targeted at
particular audiences or special-interest groups. It is normally
published on a regular basis (weekly, monthly, quarterly) and may
consist of one or more pages, depending on the amount of news to
be reported. A vocational education newsletter published by your
district/institution can provide information and recognition to
ingtructors, students, advisory council/committee members, and
others involved in or committed to the vocational program. It
can help build a sense of unity and common purpose at the same
time that it announces awards and honorw., reports on meetings
held or decisions made, encourages participation in ongoing activ-
ities ©r important upcoming events, or explains requirements and
procedures,
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SAMPLE 12

OUTLINE FOR A SHORT PRESENTATION

I. Introduction

A. Gain attention : :
B. Establish relat1onsh1p between audlence and vocat1onal
program

I1. Main ideas .

A. Central theme or core statement :

B. Personal identification of audience with the main idea
C. Reason for presenting the idea

D:. 1Initial summary of subpoints to be made

I11I. Body
A. Subpoint
(development)
B. Subpoint
(development)
C. Subpoint

(development)

1v. Cohclusioﬁ'

A. Final summary
B. Appropriate closure

A0 At v o e A Semian e W BB e S5 s vt AR s s s SIS o5 DD s VRS Jar R 8 s o
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Bulletins. Like the newsletter, a bhulletin is an informa-
tive communique that can be targeted at particular audiences or
special-interest groups. It differs from a newsletter in that it
usually focuses on one subject or event (see sample 13), and is
published as the need arises, rather than on a regular basis.

Internal house organs. Many school districts/institutions
publish "mini-newspapers” containing feature stories, program
descriptions, enrollment information, and articles on a variety
of subjects related to the goals and activities of the educa-
tional program. Special editions devoted to the vocational edu-
cation program can be published at key times in the school year
(e.g., prior to registration time) and distributed to students,
staff, parents, and other appropriate audiences. Consider the
following headlines from a recent issue of a quarterly publica-
tion prepared by the public information office of a county board
of education:

e Vocational Options: A Lock at Six Promising Careers
» Health Occupations: A Wide-open Field for Men and Women

e Vocational Education Department Launches Campaign
Against Sex Stereotyping of Occupations

e Vocational Education Enrollment up as Job Market
Tightens

e Projected Local Outlook Good for Occupations Offered in
Vocational Programs

The issue focused on the county vocational education program and
was part of the department's campaign to eliminate sex stereo-
typing in career selection. According to a front page caption,
"the department is trying to get students to take a realistic
look at what their future needs will be and what courses are
available to them that can best supply these needs."”

Letters of commendation, certificates, resolutions/procla-
mations. Providing recognition for accomplishments and service
1s an essential part of any promotional program. Not only does
it reward the recipient, but it can motivate others in the same
group and project a positive public image. Sample 14 shows a
letter of commendation sent from an administrator to a student
vocational organization contest winner. Sample 15 shows a cer-
tificate awarded to an employer at an employer-employee appreci-
ation banquet. Sample 16 shows a resolution passed by a board of
education prior to National Vocational Education Week and read at
a public board of education meeting. The administrator initiated
the passage of the resolution through contacts with board of edu-
cation members.
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SAMPLE 13

L et o b i R o S A AL AR N g a ) Sl e

" PARTIAL BULLETIN

JEFCOED
ADVISORY COMMITTEES FOR
VOCATIONAL AND ADULT EDUCATION

ﬁ In Jefferson County, two types of advisory committees are presently'func~
- . tional throughout" the school system, with a third operational in some pro-
- grams. These three committees are identified as follows:

1. The General Advisory Commitfeé.foerocational and Adult Education for
the Jefferson County School System s .

2. Countywide program advisory conmittees for each of the programs
offered in vocational education in the Jefferson County School Sys-
tem, i.e., autc mechanics, metal trades, business and office educa-
tion, agribusiness, food management and services .

3. 1Individual craft committees for classes offered in vocational
education B L Lo ' e

- I. Responsibility of Committees

TO GIVE ADVICE
. All advisory committees are organized te advise and counsel the Director of

. Vocational and Adult Education and members of the vocational staff, and to
make suggestions and recommendations for guidance of the total program. An
advisory committee provides a two-way system of communication between the
school and the community, which is essential to all vocational and adult pro-
grams. Advisory committees have no administrative or legislative authority.
The very name signifies its function, which is to give advice.

. A« The General AdVisory Cbﬁmitteevfot'V6céfiddél and Adult Education

'Assists in determfﬁing gbélsfand objeétives in connection with the
types of vocational and adult services that are needed in the area
served by the county school system ' s

Assists in conducting community surveys to deféfmine the needs for
training and typgs,of programs T :

| ;ReVie§$”blanS,:policies,'and'éurriéﬁidﬁ.confeaémﬁP
Evaluates programs by on-site visitation I

Promotes vocationél and adult education

Of fers assistance in proéram implementétion

s ®© © ®© e ® o ©® o e o © o o o e ® o © © o © © o » e o O & o O© Y e e e e © o
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SAMPLE 14

et L Sl St et b A

"LETTER OF COMMENDATION

s

3 JEFCOED . : - 5 e
: Jefferson County BOard of Educatlon T
.A—400 Courthouse Building D

t Birmingham, Alabama 35203 = s "L

* Telephone: 205/325-5222 IR R

i Mr. Kelth w. Old ' NI
,Fultondale Area Vocational Center.; C
7 900 N.” Pinehill Road 7 :

‘ Fultondale, AL 35217 - _fﬂ'

~'Dear Ke1th.

Learn1ng of the successes of our students is one cf the most
Tdellghtful experiences we have. Congratulations on winning first
i-place in the br1cklay1ng competltlon at the VICA V Dlstrlct
QContest.:fﬂ- . . - :

. .-.‘ L .-.“

iWe know that your family, teachers, and fr1ends are also proud of
-you, and we w1sh you a happy and successful future. .

- .l-, .
<L t .

Good luck at the state conventlon. .~~: -

.;Yours trUIYI.m .

Iﬁoherf T, Carter .. AN ﬂda”Revis.ﬁail,"Superintendent
f:Administrative Assistant 00 w0
-Career and Vocatlonal Educatlon DR A N KA R

'fzé' TMr. Jack Pazelrig ST
. Mr. Edward Todd ~ .
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SAMPLE 15

i T

CERTIFICATE

Mtk 2 of

v o
Y o

S RAD s ign) St

TR TEPTITY WY
I N T

DIBTRGBUTIVE EDUCATION CLUBS OF AMERICA

}/owmry [flfe Memécrsltzp

We are graiefql for your faith and vision in DECA,

your understanding of our goals, and your untiring

" oﬁom in boholf of tha youth of this state.

ln witness whereof this aword is presenied the

doyof ' . 19

. ;. Chd Pragicest . . .:

Advizer

Director
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SAMPLE 16

" RESOLUTION

ITORI R T AT TRATT NS =T i)
- e . - -0 . [

WHEREAS, the progress and future well- be1ng of the C1ty of
' Dayton, Oh1o depend in large degree upOn the education
and tra1n1ng prov1ded by the c1ty school d1str1ct, and

: WHEREAS, the slgn1f1cant and cont\nual changes of a sociological,
; economic and technologlca‘ nature place new and add1-

tional responslb111t1es on the educatlonal system, and

[

. .

: WHEREAS, vocational programs afford the opportunlty for youths

‘and adults 1n the communlty to reach occupatlonal goals,

:~_ Ll AT LT

t NOW, THEREFORE, BE IT RESOLVED that the Board of Eduratlon of the
Dayton C1ty School D1str1ct ex presses its pride in the
students and the staffs in vocat1onal education programs
and encourages all citizens of the community to visit any

" of the Dayton Publlc Scnools' vocational prograis dur1ng
"Natlonal Vocational Educatlon Week, February 11 thiouch
February 19, 19--, and acquaLnt themselves with the spe-
cial serv1ces prov1ded to Dayton c1t14ens in the field of

vocatlonal educatlon. B

el 2 o T T Sk A o et al CAtodh il Ak b it PRI T PRV At s Loma
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Annual reports. A report providing basic information and
statistics on the scope and accomplishments of the total voca-
tional program can be targeted at board members, state department
personnel, other administrators, the press, and, to a limited
extent, the general public. Depending on your position, you
might compile and edit the naterial for this publication or con-
tribute information for its development.

Avdiovisual Media/Displays/Posters

It is a cliche worth repeating that a picture is often worth
a thousand words. When selecting promotional techniques, you
should incorporate a variety of visual media designed to attract
attention and excite the interest of your audiences. Remember,
however, that the audiences to be reached and tne objectives to
be accomplished are your first considerations. Foir example, a
slide/tape presentation is an excellent way of reaching limited
audiences in certain situvations, but would not be a good choice
if your goal is to encourage the general prublic to support a bond
issue. There are other, more effective ways to promote such an
idea--ways that can reach large numbers of the public without
requiring attendance at a meeting or special event.

Slide/tape presentations. Slide/tape presentations can be
developed relatively easily and inexpensively. The more profes-
sional the technical quality of the slides and accompanying
audiotape the better, of course, but perfectly acceptable produc-
tions can be done by nonprofessionals. Slide cameras ire rea-
sonably inexpensive and fairly simple to operate, and the film
can be processed into slides for a moderate price at the local
camera store. In addition, some very effective slide presenta-
tions can be developed that use live narration rather than audio-
tapes. You (or whoever is showing the slides) car. discuss the
contents of each slide, tailoring your remarks to your audience
and the level of interest shown.

Slide/tape presentations are an effective means of present-
ing an overview of the total vocational program or of a partic-
ular program. They can show local programs and students in
action; slides can be changed easily to update the information
presented. If local shots are not available, slides can be
acquired from the American Vocational Association (AVA) and the
U.S. Department of Education that may be applicable to your pro-
gram offerings. Such presentations can be used at inservaice
meetings, open house events, and meetings of civic groups and
other audiences to introduce your program and lay the groundwork
for more in-depth discussion.



Note that films, filmstrips, and videotapes are more
expensive, difficult, and time consuming to make than slide
presentations. If you check the catrlogs of commercial film
distributors, however, you may be able to obtain (for review,
rental, or puichase) material’s that speak to suvch topics as the
general yoals and purposes ot vocational education and the need
for skilled workers.

Displ;ys/exh1bits. Displays can r- ach audiences that might
not take the time to read an a.ti-~le or listen tc a presentatlon.
1f well designed, they can have dramat.c impact, with cclor, pic-
tures, and movement tha%t capture the view~Y's attenticr and
elicit an active response. A display that uses student work or
live action can present information and creat« a change in the
viewer's attitudes in just a few minutes.

Displays can be placed in schools, at loca. fairs, at shop-
ping centers, in store windows, in libraries--anywhere that they
will have high visibility for the audiences you want to reach.
They are often preprred for special occasions such as open houses
or National Vocational Education Week.

Many promotional objectives, such as the followiny, can be
accomplished using this tecnnique:

» Displays fc-using on student recruitment can preseat job
opportunities in an occupation. qualifications for
trrinecs, satisfaction of the work, p-y scales, kinds of
activities involved, and details of the program's lerngth
or requirements.

e Public _aformation about the vocational prcgram can be
provided to parents, employers, school personnel, tax-
payers, community leaders, and sn on. &tatistics about
numbers ~f trainees and job placemeats, types of training
offered, facilities required, costs per student, and
future occupatiounal trends cou’d be prescated.

e Student work and projects can be dispiayed, i.lustrat-
ing the skills and kuowledge bein¢ learned. Such displays
can be highly motivational and reinforci:g for stude *s.

e Displays that perform a service to the commurity can
indirectly promote a pos.%ive image for the program. Such
displays can either provide information (e.g., how to
remove difficult stains from clothing) or can render an
actual service right on the spot (e.g., a Llood vressurs
check).

Although promotional displays need not be elahorate, complex
undertakings, most do require extra time, effort, and staff, and
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they can be expensive to construct and maintain. If done hap-
hazardly, the effect can be lost. Depending on where the display
will be located, you may need to assist teachers, students, and
others involved in the display in getting approval for setting it
up and in transporting equipment and materials.

Posters and specialty items. Posters and specialty items
such as bumper stickers, labels, and pins can make a strong
visual impact and give your program added visibility around the
school and community. The message cannot be lengthy, complex, or
too subtle, of course. The drawing or photograph should speak
for itself, with a minimum of explanation in a brief caption or a
few sentences. A bumper sticker or pin should make its point
with a simple, catchy phrase or expression that sticks in the
memory (e.g., "Life's Enjoyable for People Employable").

Your promotional objective may be simply to provide people
with visual reminders that vocational education programs do
exist, or you may have a more specific goal. Posters, bumper
stickers and other such items could be part cf a larger promo-
tional campaign to increase nontraditional enrollments, for
example. One school system developed a series of posters pic-
turing male and female students at work in occupations nontradi-
tional for their sex. The slogan "Voc Ed is Coed" appears on
each poster, as well as on bumper stickers and labels that are
freely distributed in the district. The AVA and some state
departments provide materials promoting vocational education that
you could acquire and hand out on a wide variety of occasions.

Recognition Programs

We have said that giving students, staff, and community
supporters recognition for their accomplishments and efforts on
behalf of the vocational programs should be an integral part of
your promotiona’ program. Many of the techniques discussed thus
far can provide this vecognition, in one form or another. 1In
addition, you should plan special programs designed to reward and
publicize achievement and acknowledge individuals and groups who
support the program.

swards ceremonies. Special ceremonies can be planned for
outstanding students and faculty members, advisory committee
members, special employers, and others. Many institutions have
an awards day sec aside to recognize outstanding achievement in
all program areas, in student vocetional organization activities,
etc. Awards and certificaces of appreciation can also be pre-~
sented during open house events or other programs held at the
institution. A certificate, plaque, trophy, or other keepsake
shoule? accompany the announcement of the accomplishment (often
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businesses or civic/service orgarizations will sponsor such
awards).

Employer-employee appreciation events. Publicly recognizing

and thanking employers for the important role they play in a
cooperative vocational education program is essential to the
continued success of the program. Annual employer-employee
appreciation events--usually either a formal banguet, luncheon,
or breakfast event--are part of the program of activities of most
student vocational organizations.3 Most, if not all, of the
planning for such events should be accompl ished by students and
teachers with the approval and support of the vocational adminjis-
trator. Following are examples of special recognitions and pre-
sentations that should be a part of such an event:

e Conferring of honorary membership in the local student
vocational organization upon advisory committee members,
employers, and others who have rendered outstanding ser-
vice to the organization (see sample 15)

e Presentation of certificates of appreciation to all
employers

* Presentation of special certificates of appreciation to
employers cooperating for extended periods of time

e Presentation of awards tc outstanding students

e Presentation of vocational certificates or diplomas to
students

e Presentation of scholarships to students

e Recognition of award winners of district, state, or
national student vocational organization competitive
events

Informal Personal Contacts

Although many of the tasks involved in promoting your
vocational program can and should be assigned to others, there
are certain public relations activities you just can't delegate.
These are the informal, one-to-one contacts you make with school
personnel and members of the community in the course of fulfill-
ing your many responsibilities. Some of these contacts will be

3. For information about how to conduct such an event, you may
wish to refer to Module J-10, Supervise an Employer-Employee
Appreciation Event, part of the Professional Teacher Education
Module Series produced by the National Center for Research in
Vocational Education (Athens, GA: American Association for Voo -
tional Instructional Materials, 1978). .
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unplanned, as when you receive a call from a worried parent or
run into a board member at a club meeting.

In addition to these contacts, you need to initiate or be
available for meetings and discussions with your various publics.
Once you have identified your key target audiences, you need to
make a conscious effort to open up the lines of communication and
establish a friendly working relationship with persons whose sup-
port of and involvement in the vocational program is important to
its success.

If good public relations is your goal, there really is no
substitute for informal, face-to-face meetings that allow people
to exchange views, compare notes, and get to know each other in a
relaxed, nonthreatening atmosphere. Consider the djifference in
the way you respond to a letter from a cqQlleague with whom you
are on a first-name basis, and one from a person who is still
only a "title" to you. A request from that first person will
seldom go ignored; at the very least, you will weigh it care-
fully.

What this means is that if you want the understanding and
support of a legislator, a board member, a feeder-school princi-
pal, a guidance counselor, or anyone else, a good beginning might
be an invitation to a luncheon meeting or a coffee at your insti-
tution. Simply picking up the telephone and congratulating some-
one on a job well done, or sharing some idea or bit of news of
mutual interest, can go a long way toward keeping lines of com-
munication open. And you can maintain an "open door" policy--
without succumbing to unreasonable demands on your time--by
scheduling certain days, or certain hours, as times when you will
be available to meet and confer with visitors, take people on
tours, and so on. At those times when you cannot spend much time
with visitors, having a planned program for guests, in which a
student can greet guests and take them on a tour (perhaps visit-
ing specific classrooms as prearranged with the instructor), can
relieve you of this responsibility and create a positive image of
your students and your program.

Conclusion

In any one year, you will not, of course, be using alil of
the promotional techniques we have discussed. The audiences to
be reached, your promotional objectives, and the constraints of
your situation will determine the selection of media and methods.
As we have seen, you have a substantial number of resources and
techniques to choose from in gaining the understanding and sup-
port of the school and community for the vocational education
program.
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The following "Case Situation" is in three parts:
part I gives you background information on your case
Activity situation; part II asks you to plan an open house for
that situation; and part III asks you to critigue
four promotional items that you are to assume were
developed in preparation for that open house. Read
part I, and then follow the directions givea in
parts II and III.

CASE SITUATION

Part I: Background Information

You are the director of vocational education for a school
district that includes a city district and three adjoining subur-
ban districts. 1Included in the district is a four-year-old voca-
tional facility called the Jobs and Progress Vocational Center
(JPVC). In November, your superintendent asks you to develop a
"Business/Industry/Education Day" at the school, designed to
encourage local employers to hire this spring's graduates (the
latest placement figures don't look as encouraging as you had
expected when you were developing your yearly promotional plans).
Since the district does not have a public information office, you
have the responsibility for developing and implementing the
entire plan.

Part I1: Open House Plan

Develop a plan for the open house, using the following ques-
tions to guide your planning:

1. Which key school and district personnel should be involved in

planning the open house? Briefly suggest how/why they should
be involved.
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2. When should the event be held? Why?

3. What background data might be of help to you in developing
your plans for the open house?

4. Who are your key target audiences for the event? Who else
will you try to attract to attend?

%.  Identify three to four potential objectives for the event.



6. Which media and techniques will you use to reach your target
audiences? .

a. What types of advance publicity will you use?

b. What types of activities and promotional materials will
be available at the open house?

7. What major steps should you complete in preparation for the
open house?

73




part III: Promotional Techniques

Assume that, as overall coordinator of the open house, you
held planning sessions with various staff and delegated specific
respons1b111t1es. Four of the assignments you made involved the
preparation of the following:

e Public service announcements for advance publicity
e News releases for advance publicity
e Brochures to be distributed at the open house

e A keynote presentat1on for the dinner that will conclude
the open house activities

1. Following is one of the public service announcements sched-
uled to be aired prior to the open house. Critique the PSA,
in writing on.a separate sheet of paper, p01nt1ng out errors
in form as well as ways in which the content is inappropriate
or ineffective, given the situation outlined in part I.
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PUBLIC SERVICE ANNOUNCEMENT

iSUBJECT:. OPEN HOUSE TO BE HELD AT JOBS AND PROGRESS VOCATIONAL
i . ’ CENTER ) , L . o

jAn Open House w1ll be held at the Jobs and Progress Vocatlonal
jCenter, March 12 from 2 00 p m. to 5:00 p. m.' A Mex1can dinner,
:prepared by the students in the Food Serv1ces program, will be
Tserved from 5:30 p.m. to 7:30 p.m. Students at the Center are
‘*trained to be ‘immediately employable upon graduatlon and fully
‘ prepared to meet the challenges of rap1dly advanc1ng technology.
Program offerlngs are kept updated through the cooperatlon of
;adv1sory committees of bus1ness/1ndustry representatlves.
'Mechanlcs, dealers, computer programmers, serv1ce managers,
~che£s, company executives, electr1c1ans, and others meet regu-
;larly ‘'with instructors to give pract1cal adv1ce on current
~business/1ndustry trends and other matters 1mportant to sound
~educational programs.' Plan to attend and partake of some cu11-

'nary delights from south of the border!




2. Following is a news release to be submitted to a weekly
metropolitan newspaper prior to the open house. C(Critique
the news release, in writing on a separate sheet of paper,
pointing out errors in form as well as ways in which the
content is inappropriate or ineffective given the situation
outlined in part I.
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NEWS RELEASE o

' FOR_IMMEDIATE RELEASE: February 12,'1980 ¥

LR
Al

' "LOCAL EMPLOYERS FAIL TO COME THROUGH

: Employers in the metropolitan and suburban Centerville area have shc
' a disappointing lack of interest in hiring graduates of the four-year-olc
- Jobs and Progress Vocatlonal Center, accordlng to Mr. Mlchael Evans, pr1r
-cipal of the Center.-“{-?ﬂ : T ol e o il

. "We expected a lot more cooperatlon from local employers, not onlv
- because we provide quality training, but because we con51de1 it to be the
lrespons1b111ty to support us," Evan 1ndlcated.vng =

3 JPVC is built on the recognltlon that the leaders of tomorrow s
_business and industry will come from the classrooms of today. Learning ¢
- salable skill, as past graduates have done, affords students the oppor-
tunity for a more productive life in a modern technological society.
-Employers seek1ng capable personnel ‘have a veritable pool .of such prospec
tive employees under901ng tra1n1ng at the Jobs and Progress Vocatlonal

. Center. .. ... Sl e i : : e :

P I

- An open house, the f1rst annual "Bus1ness/Industry/Educatlon Day,

'will be held at the Center, 99 E. State Street, March 12 from 2:00 p.m. t

- 5:00 p.m. to acquaint employers with available programs and facilities.

- "We welcome the opportunity for area employers to visit and openly convet
w1th instructors and students a11ke,f Evans sald._qh_ LRl :

ot T R b SRl e e :
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Following is one section of a brochure to be mailed wit
invitations to the open house and also to be distribute
the event. Critique the partial brochure, in writing o
separate sheet of paper, pointing out errors in layout
well as ways in which the content is inappropriate or
ineffective.
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;TheLCehter rounds out the educational process by providing
occupational experiences that lead to employment and/or
;continued education. For students interested in immediate
;bmployment after high school, the Center offers practical -
¥-experiences that help prepare them for specific occupa-~-
-tional fields: Business and Office Education, Data Entry
'Systems, Auto Mechanics, Welding, Commercial Arts, Food
/Services, Distributive Education, Electricity, Carpentry,

. Masonry, Forestry Services, Telecommunications, Drafting,
i-and Machine Technology.  The Center offers students the .
-opportunity to develop decision-making skills, to choose
‘career options, or change career directions. In addition,
- the Center is a working/learning center where students
;develop attitudes concerning the significance of all -types
. of work. To ensure program effectiveness, the Center's
.‘approach to its variety of goals is experience-oriented,

. ,broadly based, and open to change. Each program is indi-
:vidualized, based on a list of course proficiencies Ll
“reflecting the criterion-referenced approach and verified
through periodic occupational analysis. Proficiencies

-the end of the course. " -%:

XU

enables each student to select and prepare for a career
;suitable to his or her interests, abilities, needs, and
>aspirations. -The placement program serves all students,

.get further education and training. Follow-ups are con-

. provided with cooperation of junior high, high school, and
“‘'senior high principals, counselors, and teachers. - Informa-
-tion is provided on the job market and training require-

“ments for occupationc to counselors in;all,sepondarylg,
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attained by each'studen;;are_certified_by the instructor at
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f;hose going to work as the next step, and those planning to

*ducted of all students. Orientation to Center courses is

h
d at

na
as
€3]
A
[a]
i
a
i
o)
x4

76

o/ ()

4



Following is an outline of a presentatlon an administrator
plans to make at the dinner concluding the open house event.
Critique the outline, in writing on a separate sheet of
paper, pointing out problems with the planned content of the
presentation.
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II.

IIT.

" The Need for Cooperatlon Between ,
‘Business/Industry and Vocational Education - "'

Introductlon

A. Our country is fac1ng both an econom1c and an energy
crisis that has affected, and w1ll cont1nue to affect,

every person 1n th1s room.

B. We need to work together 1f we are golng to be able to
‘ overcome these problems and educate our chlldren for
o the challenges of the future..,_. J . .

Main Idea

A. 'wOrk1ng as a team, we can meet the challenge of prepar—
ing our human resources effect1vely._; :

"Be. Most of us have chlldren who are prepar1ng themselves
for careers, and we realize the need to adequately pre-
pare them for the occupat1ons of the future. ) -

e s .";,. '_’< wd , .v,, ._'1—..1';_- ’-

':t',

“C} Certaln problems and conf11cts are keeplng us from
meet1ng our goals.';vg,. L. T

D. We need your help to overcome these problems.'

A. Enrollments and expenses are 1ncreas1n< but our budget
has not kept pace. o P S _

(read cwiirollment stat1st1cs for past four years,
present budget figures by department) s___:q}

LT

B, Although we are a fairly new fa~111ty, our equlpment in

certain programs 1s already out of date.

-.~-.
s

- "(g1ve examples, ask audlence to p01nt out other exam=—

ples they not1<ed whlle tour1ng the facxllty)
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Conclusion ey

A.

B.

4. Hire our graduates JTeyrﬁf'

et ad LR Y Ak SO NN ol D el ety R R A ot kA Eadt hahdi o

Counselors cont1nue to use JPVC as a ”dumplng ground"
for problem students. ' : N R

(relate anecdote about the former student in food ser-
vices who tried to slip halluc1nogens 1nto the cake
batter) S b LA : 3

With your help, we can develop the k1nd of program here
at JPVC ‘we all ‘want and need._j»

AN

SOme of the thlngs you should do are as follows*

1. }Serve on adv1sory comm1ttees _
2. Provide training statlons ;'-ﬁ
3. Donate equ1pment and materlals

O SRR VN QSR Y PR TR S0, TR ST R TR
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Bl Compare your completed written responses to the "Case
§ Situation” with the "Model Responses" given below.
Feedback Your responses need not exactly duplicate the model
8 answers; however, you should have covered the same

Mﬁ major points,

MODEL RESPONSES

Part II: Open House Plan

i The same types of decisions and procedures that go into
developing your overall promctional plans will be involved in
planning a major promotional event such as an open house.

‘ l. The following key school and district personnel should be
involved in planning the open house: building administra-
l tors, teachers, and counselors.

!

t

The building administrator(s) at JPVC must be heavily
involved in planning activities, setting up the facilities,
monitoring staff and student preparations, anrd promoting the
event in-house.

Teachers will have major responsibility for identifying and

- Preparing activities designed to acgntaint visitors with each
: program: student skill demonstrations, presentations, labor-
, atory tours, displays of student work, etc. They can provide
i basic program data and student success stories, coordinate
student participation, and help ensvre that classrooms and
laboratories are set up properly and "in shape" for visi-
tors.

Counselors can also assist by providing data on students'
skills and achievements, employment trends, and follow-up
results,

All of these persons :ill be interested in and affected by
the outcomes of the cuen house. Thus, they shoulld be
involved in identifying objectives, planning appropriate
activities, and publicizing the event. On a practical level,
the more people you involve, and the more you are able tc
spread the responsibility, the more you can accomclish,

! 2. The event should be held sometime in the spring; probably
March or April would be best. For one thing, at least three
months lead time will be required to make all the arrange-
ments and preparations for this schoolwide event, and to
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allow guests to arrange their schedules. One consideration
is that not much will get done during the busy holiday season
in December. In terms of the needs of students ard smploy-—
ers, spring is the time when most graduating senicrs send out
their credentials and start serious job seeking.

3. The background data that might be of help to you in develop-
ing your plans for the open house include the following:
e Names of employers of past graduates
e Advisory committee lists for each program
e Guest lists from previous open houses and other such
' events
e Placement data by program

) Pwrloyer feedback on program strengths and weaknesses
~ue skills possessed by graduates (why are recent
- 2ment figures less encouraging than expected?)

e / . oting promotional materials usable as is or adapt-
atble to this event

e Basic program information for each area
4. Since your overall goal is to encourage local =mployers to

hire this spring's graduates, your primary audience will be
these employers, i.e.:

e Past employers

. Prospectlve employers, including employers represent-
ing all sizes of businesses related to each vocational
area; company owners/managers

In addition, you will want to reach persons who influence (or
can influence) hiring and placement, e.g.:

Personnel directors

e Bureau of employment services representativec

» Representatives of local, state, and federal govern-
ment personnel offices

e Placement staff

e Chamber of commerce representatives
Others who should attend include the follcwing:

e Advisory committee/council members
e Board of education members
e Superintendent and other top administrators
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6a.

Again, if your overall goal is to encourage the hiring of
this spring's graduates, your specific objectives should be
aimed at informin your target audiences and encouraging them
to take the action you want. Following are some suggested
objectives, each of which has implications for the tyves of
activities and materials that could be available at the open
house:

 To inform prospective employers about existing pro-
grams and types of training

e To inform prospective employers of the availability of

graduates for employment and the skills possessed by
trainees

* To 21low guests to view programs in action and talk
with seniors

» To develop a list of prospective employers for place-
ment opportunity follow-up

Concerning the types of advance publicity you will use,
answers .ill vary somewhat. However, you should have con-
sidered some of following techniques in your response.

Because this event is not intended for the general public,
and is targeted at some specific groups and individuals, you
can reach many of the people you want to attend by sending
letters of invitation directly to them or to contact persons
within each group. Copies of appropriate brochures could be
included with these letters. Follow-up announcements, per-
haps in the form of flyers giving the date, location, person
to contact for further information, etc., could be sent just
prior to the event.

Considering the size of the district (city and adjoining sub-
urbs), however, it will probably not be possible tc identify
and send letters to everyone you want to reach. 1In addition,
some people may ignore the invitation unless other types of
publicity briag the event to their attention and motivate
them to attend.

Thus, you will also want to publicize the event through pub-
lic service announcements and news releases (to daily and
weekly papers) targeted directly at past and prospective
employers and others directly involved in hiring and place-
ment. These items should explain what they will see and how
they can benefit from attending.

Well-timed newspaper articles (Or news releases) on the suc-
cesses of past graduates could generate interest among pro-
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spective employers in visiting the institution and talking to
current students.

Assuming that there are business news programs on local radio
or TV stations, you can reach your intended audiences by sub-
mitting PSAs or news items for airing on these programs.

6b. The activities and promotional materials selected for the

open house should be keyed directly to the objectives you
have identified. Although answers will vary, the following

are some items you should have considered, given the overall
goal of the open house:

e Student skill demonstrations
e Displays of student work
e Tour of the facilities/laboratories

e Exhibits/bulletin boards featuring pictures of
successful graduates on the job

e Brochures providing program descriptions

e List of gracd:ating seniors available for employment;
list of placement counselors, vocational instructors by
area, with phone numbers (who to contact)

Other possibilities include holding an auditorium program
involving school staff, advisory committee members, past
employers, successful graduates, etc. (Past employers might
be asked to discuss successful experiences with hiring JPVC
graduates, the quality of their training and preparation for
the world-of-work, etc.)

If a luncheon or dinner will be part of the day's activities
(a good idea), certificates of appreciation could be pre-
sented to employers who have supported the program, or out-
standing students could be recognized. -

A slide/tape giving guests an overview of the school and its
program could be shown (once, if there is a set schedule of
activities, or periodically, if a more flexible schedule is
planned)

7. In preparing for the open house, your role should be that of
initiator, coordinator, and monitor. As such, you should do
the following:

o Meet witn the building administrator to set the date
for the event and m:¢.e preliminary plans (e.g., clear
date with other everts, decide who should be involved in
the planning, set ur planning meetings)
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e Hold planning meetings and, working with the building
administrator, delegate specific responsibilities to
teachers, counselors, supervisory staff, etc.

i e Set up a planning calendar to identify who has to do
what by when

e Hold staff meeting with teachers, etc., to discuss and
plan lab/shop displays, demonstrations, student roles

e Prepare the B/I/E Day agenda

e Monitor preparations; ensure that advance publicity is
going out on schedule

e Make "last minute" checks of facilities, materials,
etc., to ensure that everything is in order

Part III: Promotional Techniques

l. The public service announcement (PSA) has problems with form
and content. The problems with form are as follows:

e Does not give the name of the person to contact

e Does not indicate length of message in seconds
e Does not give air date

e Is not in all caps

f Concerning content, the PSA does not tell the target groups

: ﬁﬂl they should come and what they will see if they do. (The
information given on students' training and the updating cf
programs is relevant to employers' needs and interests, but
is not stated in those terms and does not specifically say

‘ that guests will see and hear evidence of this hinh-quality
training. The dinner, which is an added attraction, is made
to seem the primary reason for the event.)

' In addition, the PSA is too long cnd invol red for a PSA
announcing an open house. And finally, no address is given
for the center, and no telephone number is listed :o0 call for
further information.

' 2. The news release has problems with form and content. The
problems with form are as follows:

e Gives a headline (this should be left for the editor/
i reporter to decide)

e Is not double~spaced

; e Has margins that are too narrow

83




Concerning content, the news release does not start with the
"5 Ws" and "H": who, what, when, where, why, and how. These
should come in the first, not the last, paragraph of the
release.

Second, the headline and first two paragraphs are extremel
negative and bound to offend the key target audience--local
employers. 1In addition, they put the focus on problems (and
possible weaknesses in your program), rather than on attract-
ing employers to the open house.

Finally, the key statement concerning the "pool of . . . pro-
spective employees™ comeés too late, after a negative image
has been created.

Tre brochure has problems witii layout and content. Concern-
ing the layout, there is too much unbroken copy, with no
headings or illustrations to break up the text, and overly
long paragraphs. The amount of reading looks forbidding. 1In
addition, the various program offerings should be broken out
from the text (e.g., in a two-column list) so that they stand
out and catch the reader's eye.

Concerning content, there is too much information, aimed at
too many different audiences.” Do employers need to know
about the counseling, placement, and orientation services of
the school, or is this information really aimed at students,
parents, and counselors?

Second, the language is too "lofty" and geueral to give
employers a concrete picture of what students can do and how
your program is relevant to their needs, and the writin;
style is anything but lively.

Finally, the key information that would attract employers an<
explain why they should hire your gr: uates is either "bur-

ied" in text that approaches "educat d>nese" Oor not stated at
all. For example, if students are g. -~ up-to~date, * nds-o..

‘training in skills identified and approved by indust.y, why

not say so? If instruction is competency-based, wi . perfor-
mance standards drawn from industry requirements, vhy not
explain this simply and clearly? why not mention ti« role of
advisory committees here, or the background and expe:-ience of
your instructors?

In the presentation, the theme of cooperation between busi-
ness/industry and vocational education is certainly relevant

.to the overall goal of the open house. Unfortunately, this

theme is never really developed, and the needs and concerns
of the audience have been forgotten.
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First, instead of exploring the "working as a team" idea, the
speaker plans to speak only of what business/industry should

; do, an approach that may well turn off the listeners. The
speaker should plan to emphasize how the students could bene-
fit business/Industry. ’

Second, the presentation focuses on problems and conflicts
faced by the center, creating a negative image of your pro-
gram and trainees (out-of-date equipment, problem students).

Third, discussions of budget problems and the lack of uncer-
standing of feeder-school counselors are inappropriate for
this particular audience on this occasion.

Fcurth, reading the enrollment and budget statistics is bound
to put most of the audience to sleep.

Finally, although asking for comments from the audience is,

wn the surface., a good way to generate interest and involve-

v, in this case it only draws attention to weaknesses in
| you: program. It would be more appropriate to ask for

corments or questions at the end of the presentation.

Theye are at leasi¢ two additional things the speaker could
have done to improve the presentation. Since advisory coun-—
cilfcommittee members are in the audience, they could have
veen publicly recognized and thanked for their valuable ser-
vice. 1In addition, since donations of eguipment are being
scught, the speaker could have encouraged such donations by
reminding employers that equipment donations can be used ac a
tax credit.

Level of Performance: Your responses should have covered the
same major points 23 the model responses. If you missed some
points or have que:tions about any additional points you made,
reviaw the mater‘al in the information sheet, "Reaching Your
Audience," pp. 17~69, or check with your resource person if
necessary.
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l Optionai

Activity

“m

=

i Optional

Activity

b

If you wish to try your hand at developing some pro-
motional materials, you cculd revise or rewrite the
four items you critiqued, using the model critiques
to guide ycur rvevisions.

For in-depth irformaticn and practice on several of
the promotional techniques covered in this module,
you may wish tc review one or more of the following
seven modules in the Professional Teacher Education
Module Series deveioped by The Center for Vocational
Education:

¢ Develop a Scheol-Community Relations Plan for
Your Vocational Program, Module G-1 .

» Give Presentaiions to Promote Your Vocational

Program, Mcdule G-2

s Davelopr Brochures to Promote Your Vocational

Program, Module G-3
¢« Prepare Displays to Promote Your Vocational
Program, “odule G-4

¢ ggegare News Releases and Articles Concerning
Your Vocational Program, Module G-5

e Arrzange for Television and Radio Presentations

—— s

Concerning Your Vocational Program, Module G-6

* Conduct sn Open House, Module G-7

fhese modules are designed for use by vocational
teachers. %owever, the information on how to develop
and use various promotional materials and techniques
is equally relevant to vocational administrators.
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Learning Experience i

OVERVIEW

" Given background information on a hypothetical
“school situation, develop a plan to promote the

Y- ~ vocational education program in that situation.
ey Y . . I A B B
‘wﬁﬁgﬁ' : L o s . - .

: Situation,” |
Pp. 89-90, and developing a plan for publicizing
and promoting the vocational_education program in

" You will be reading the "Case

R I

‘the situation described. : .

 dﬁr“dbﬁ§etenc§7ihrde&éiéping a promotional plan
'will be evaluated by your resource person, using
“the "Promotional Planning Checklist," pp. 91-93.
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promoting the vocational program of a hypotheti-
cal area vocational center. Read the situation
described, and then develop a promotional plan for
one year.

Activity The following "Case Situation" provides background
u information for you to use in developing a plan for

Since this is a hypothetical situation, you will not
be able to develop as thorough a plan as ynu would in
a real situation (e.g., you don't know exactly what
media outlets are available in this community, and
you can't really assign responsibilities~-other than
those normally handled by the public relations
director--unless you know the work loads and skills
of your staff). However, you can indicate in at
least a general way what you would dc, and you should
feel free to use your imagination to fill in gaps
(e.g., the dates of school holidays).

CASE SITUATION

You have been appointed as the local school administrator
of a new area vocational center that will open in the fall. The
building will be completed in early spriag. The facility is
designed to house 760 secondary students (2 sessions of 380
students each). Students will be bused in from five (5) feeder
high schools located in the eastern area of the school district.
There are four other area vocational schocls in the district.
Fourteen different programs will be offered, including business
and office, data entry systems, auto mechanics, food service,
carpentry, drafting, and machine technology.

You will have a counselor and assistant principal employed
by March 1, and there is a public relations director for the
school district. A reasonable amount of money has been allocated
for promotional purposes; you are responsible for deciding how
these funds can most effectively be used. The new school is
located in a suburb of 10,000 people with an active mayor and
city council.

Feeder Schools:

1. Thomasville High School--upper middle income area with low
minority enrollment. Many students drop out because of lack
of interest in academic offerings.
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§ 2. Midville High Schocl--average socioeconomic base with cross-

; section of academic ability. Balanced racial/ethnic mix.
Some exceptional education classes.

3. Falconer High School--middle income area with both rural and
suburban students.” Most students go to work after gradu-
ation. Achievement levels are average and below.

4. wvheatfield High School--small school with lower income base,

; primarily rural. Students achieve at one grade below grade

i level. Students come from conservative homes with reputation
as hard workers. Low minority enrollment.

5. Strong High School--lower socioeconomic base with high per-
cent of minority students. Students achieve on the average
of two grades below national level. Has recently implemented
a giftec udent program.

Problems You May Encounter:

l. The principal of Thomasville High has said privately that he
will send all of his "troublemakers" to your school.

: 2. Wheatfield High students (and their parents) are extremely
! unwilling to leave the community in which they live.

3. The Falconer High principal says she can fill your school
with her students alone.

4. Counselors in three of the five high schools have shown a
negative attitude toward vocational education in the past.

5. The news media is down on education in general.

6. The state department is pushing you to increase nontradi-
tional enrollments.

7. Data entry systems is an entirely new program in the
district.

| After you have developed your promotional plan,

| arrange to have .your resource person review and
Feedback evaluate your work. Give him/her the "Promotional
Planning Checklist,” pp. 91-93, to use in evaluat-
) ing your work.
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Name

Date

Resource Person

PROMOTIONAL PLANNING CHECKLIST

Directions: Place an X in the NO, PARTIAL, or FULL box to indi-

cate that each of the following performance components was not
accomplished, partially accomplished, or fully accomplished. If,
because of special circumstances, a performance component was not
applicable, or impossible to execute, place an X in the N/A box.

LEVEL OF PERFORMANCE

D
(J
N

\?' éo Q’ Q°

<

1. The completed promotional plan clearly
identified the following:

a. the key target audiencesSceccccccescsccco

b. the promotional goals and objectives
for the year..“‘.“‘....“.““‘.‘.“‘

c. the promotional methods, media, and
materials to be usedsseeccesessssccccsee

d. the types of individuals/groups to be
involved in planning and conducting
the promotional effort"“.““.“““‘

e. how the promotional effort will be
evaluated‘.“o‘...O“OO“OO‘O‘O‘“O‘OO‘

2. All activities were scheduled on a master
calendar/time lin€ecccecsccsscsscccsscsccnnsce

O 00 00404

O 00O o000

3. The key target audiences identiflied
included:

a. feeder-school principalSecececscescccscee

b. feeder-=school counselorSceccceccsesccace

0o
0O
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LEVEL OF PERFORMANCE
N
. -
Q\? S Qf Qo“

C. Pprospective studentSeesccesccoscscsccoce

d. Parents.00000.0000.0090000.0ooooooooooo

0odg
oog

e. media personnel........................ D

4. The identified goals and obijectives indi-
cate that the promotional program will
address the following areas:

a. informing all students about the
. aa—— . .
opportunities available in the new
area vocational center..........o......

U
U
O

b. ensuring that stucdents in all five
feeder schools have access to the
center (i.e., that one school will
not be allowed to fill it UP)ececococess

c. increasing the understanding and
support of feeder-school counselors....

d. ensuring that feeder-school princi-
pals understand the nature an¢ goals
of vocational education pProgramsSeescess

e. alleviating parents' concernSeecececece

f. gairing media support for vocational
education.&......t....0.0..0..0.000..0.

g. encouraging nontraditional enrollments.

h. publicizing the new data entry systems

Programooo00000sooooooooooooooooooooo.o

5. A variety of promotional methods, media,
and materials was identifiedeccessscscccsss

OO0 0o ag 0 0
O 0 OO0 o0 0O 0
O 0O oo oo 004

6. The promotional techniques selected were
appropriate to:

a. the targe% audiences to be reached.....

L]
O
U
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b. the areas to be promoted.c.eceeeeccessss
c. the available staff and fundS.eeeeceee.
7. Activities were scheduled so as to ensure

a timely a.d continual flow of promotional
information................................

LEVEL OF PERFORMANCE

Level of Performance: All items must receive FULL or N/A
responses. If any item receives a NO or PARTIAL response, the
administrator and resource perscn should meet to determine what
additional activities the teacher needs to complete in o 3jv¢r to

reach competency in the weak area(s).



Learning Experience IV

FINAL EXPERIENCE

LI e e IR et e e

{ Terminal N While wotking in ar actual administrative situ-
i Cbjective 4 ation, promote the vocational education program.*

Activity

- As part of your administrative responsibility,
. prcmote the vocatlonal educatlon program. This
__w111 1nclude-- B - o
:5”f'0fdevelop1n" a complete oroxotlonal plan for
© " one year =fi' : " g

K ass1gn1nc espon51b111t1es as appropr1ate
.to your Jtuatlon o RO PR
-tigiuy-conductlng at least one promotlonal actlv—
LT ity .. . - e . """’. T S .
e monitoring promotlonal act1v1t1eq

= j-o'evaluatlng the promotlonal effort fﬂ

NOTE'" As you couplete each o£ the above act1v1-
ties; document vnour activities (in writing, on
,,,,, tape, through a 1og) for assessment purposes.
“-Your resourte person may want you to submlt your
.- written promotionai plan to him/her fcr review
- before you proceed v:th your actual promotlonal
\;fefforts._.,zp : R

I ey -”—;l—"u"m~h—"\.--~-ﬁ..\—"—-“un L S o —'--"ﬁ—%*"/—--— e — —

contlnLed

*If you are not currently working in an actual administrative
situation, this learning experience may be deferred, with the
approval of your resource pverson, until you have access to an
actual administrative situation.
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FINAL EXPERIENCE continued

— ——— -_\,._.,.,—.‘.., .H'FW‘WMMWMW—”

Arrange to have your resource person review your
promotional plan, any sample promotional materials
‘developed under your leadership,-and any other
documentation of your act1v1t1es.;-If possible,
arrange ‘to have your resource person observe at
least one instance in which you are directly

; - involved 1in promotlonal plannlng or activities

. - - - (e.g.,; working with ‘an ad hoc commlttee, maklng a
i R f@'presentatlon- plann1ng or conduct1ng a: tour)

: Your total competency w1ll be assessed by your
P ©...resource person, using the. “Admlnlstrator Perfor-
' e '-Lmance Assessment Form,up_

,,_Based upor the cr1ter1a SpeCIfled in" th1s assess-
“ment “instrvrent; “your resource person will: deter-
.mine vhethe- vou are competent: in promotlng the
. vocatlonal ed -atlon program.‘ :

e
.
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Name

Date

ADMINISTRATOR PERFORMANCE ASSESSMENT FORM

Promote the Vocational Education Program

Directions: .indicate the level of the administrator's accom-
Plishment by Flacing an X in the appropriate box under the LEVEL
OF PERFORMANCE heading. 1If, because of special circumstances, a
performance component was not applicable, or impossible to exe-
cute, place an X in the N/A by,

LEVEL OF PERFORMANCE

\3
) \-®
L IR TP I & o

In promoting the vocational education
program, the administrator:

l. determined (and/or prepared and
recommended) public relations
policies and guidelineSeeecesocess

]

2. 1involved appropriate others in
Planning the promotional effort
(e.g., formed an ad hoc commit-~
tee), including:

a. institutional personnel.......

U

b. advisory committee/council
members....o........t.........

c. students......................

d. parents/communi;y representa-

tives....0....................

O 00

3. c¢athered adequate background
information concerning the voca-
tional program and past promo-
tional efforts..............O.....

U
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5.

accurately evaluated past promo-
tional effortsS.eccecccceccccconncns

identified the key target audi-
ences to be reached, including
both:

Ae

b.

internal publicCSececececccscen

external publiCSececceccccccces

identifie« the opinion leaders
and contact persons within these
publics..."‘ctt.'..................

identified what areas should be
promoted, using the following
steps:

a.

b.

determined general areas that
need to be promoted.cescceccces

established clear goals and
ObjectiveSoooo.....oo.oo.oooo.

set priorities among goals
and objectives.ccecccceccccces

identified promotional methods
media, activities) that were
appropriate to: .

-

b.

Coe

the audiences to be reached...

the goals and objectives of
the promotional effort.cccecee

the resources available
(money, time, personnel).c....

district/institutional policy.
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LEVEL OF PERFORMANCE

6\? Qo(\Q Q&‘ Q ’.\‘

o®

&
g*

O

0o
00
00

[
O
0
N

oo o o

O

U
0
]

U
L
0

oo oo

O

o0 0O 0O

oo 0 O




et m—e—

10.

considered and arranged for the
preparation and use of a variety
of promotional techniques and
media, including:

Qe

b.

i.

prepared a master schedule (calen-

news releases for internal
and area LLT=To b - T

radio and TV public service
announcements.................

Public presentationS..........
informational programs (e.g.,
open houses, tours, career
AWareness ProgramsS).eesescse..
exhibits and displays.........
brochures.....................
bulletins and other communi-
cations designed to keep all
staff informed.eeeececececees.
recognition programs for stu-
dents, staff, and community
suppprters....................

meetings and conferences with
ViSitorSoooooooooooooooooooooo

dar, time line) of promotional
activities that identified:

a.

b.

what was to be (o To) o - S

who was responsible for each
actiVitYooo'ooooooooooooooooooo

when it was to be dONeeeeenees

@\P @o‘\Q Q Qo‘

LEVEL OF PERFORMANCE

[
U
[

HEN
00O
0ad

00 0O 00O og O
00 O 00O Og O
00 O 000 OO O
00 O 00O 00 Qg

s
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LEVEL GF PERFORMANCE

o

L R A

11. planned the schedule sc as to
ensure a timely and continual
flow of promotional information
and activitiesSisieeeecorscceconsennns

[l
U
U
[l

12. implemented the promotional pro-
gram, including:

a. assigning and explaining
responsibilitieSeccececcccecccses

. monitoring the promotional
eifort to ensure that plans
were carried out on schedule..

c. checking written promo%tional
materials for accuracy and
CIarity...o-..-..-.o.....o.-.q

d. providing any necessary
support.................D.....

O ad 0O 0O
O o 0O 0O
O o o 0O
o o O 03d

13. provided for structured, ongoing
evaluation of the promotional
effort based on criteria such as:

a. the degree to which the
Planned activities were
implemented...................

b. results in terms of enroll-
ment, placement, €tCeceececeses

¢. informal feedback within and
outside the institution..cee..

O O O
0O O O
O o O
O o 0o

d. amount of media coverage
Obtained...o--o-..oo....o..-oo

O
U
U
U

Level of Performance: All items must receive N/A, GOOD, or
EXCELLENT responses. If any item receives a NONE, POOR, or FAIR
response, the administrator and resource person should meet to
determine what additional activities the administrator needs to
complete in order to reach competency in the weak area(s).
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4 )
COMPETENCY-BASED VOCATIONAL EDUCATION ADMINISTRATOR
MODULE SERIES

Order No. Module Title

LT 58B-1 Organize and Work with a Local Vocational Education Advisory Council
LT 58B-2 Supervise Vocational Education Personnel

LT 58B-3 Appraise the Personnel Development Needs of Vocational Teachers

LT 588-4 Establish & Student Placement Service and Coordinate Follow-up Studies
LT 58B-5 Develop Local Plans for Vocational Education: Part !

LT 58B-6 Develop Local Plans for Vocational Education: Part ||

LT 58B-7 Direct Curriculum Development

LT 58B-8 Guide the Development and Improvement of Instruction

LT 58B-9 Promote the Vocational Education Program

LT 58B-10  Direct Program Evaluation

LT 58B-11  Manage Studsnt Recruitment and Admissions

I.T 58B-12  Provide a Staff Development Program

OTHER MODULES IN PROGRESS

Additional modules are being developed through the Consortium for the Development of
Professional Materials for Vocational Education. The Consortium is supported by the
following member states: Florida, lllinois, Ohio, New York, North Carolina, and
Pennsylvania.

RELATED MATERIALS

LT 58A Guide to Using Competency-Based Vocational Education Administrator
Materials

RD 141 The ldentification and National Verifi:ation of Competencies Important to
Secondary and Post-Secondary Administrators of Vocational Education

RD 142 The Development of Competency-Based Instructional Materials for the

Preparation of Local Administrators of Secondary and Post-Secondary
Vorational Education

For information regarding availability and prices of these materials contact—

Program Information Cffice
The National Center for Research
in Vocational Education w
The Ohio State University
1960 Kenny Roed The Ohio State University

Columbus, Ohio 43210
(614) 486-3655
(800) 848-4815
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