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In the final analysis, public relations is all about creating favorable exposure, exposure that will help enlist potential employers, create sup​port in the community, make it easier to obtain funding and other materi​al support, and generally create a favorable repu​tation for the placement program.

Although public rela​tions is a tool, like bud​gets and flowcharts, it touches on so many fac​tors in ex‑offender place​ment programs, and plays such a vital role in their success, that it is treated separately in this section.

The skillful use of public relations can cre​ate untold opportunities for ex‑offender place​ment programs. Aside from generating impor‑

tant exposure on a day-​to‑day basis that helps create job leads, public relations can be used to foster goodwill in the home building industry and in the community at large. Public relations efforts can play a major role in the expansion of these programs by creat​ing a broadest possible base of support for them.

In a sense, everything done to enhance the employability of ex‑offend​ers is a public relations activity. Every five‑minute telephone call made to explain the placement pro​gram, set up a job inter​view, organize a focus group, or enlist the sup​port of a community agency, is a public rela​tions move. Every pro​gram administrator who attends a board meeting of an HBA or BIA, speaks at

a city council meeting, or writes a letter to the editor about the placement pro​gram, is involved in public relations.

Another way to see public relations is as pub​lic education since, in reality, public relations efforts are used to edu​cate the public. In this instance, the efforts are directed at educating the public on the issues involved in ex‑offender employment: recidivism, rising incarceration costs, increased taxes, the expense of building new prisons, the shortage of labor in the home building industry, and other related issues. In essence, public relations is information management. It is a strategic, planned approach to managing information released to the public.
For ex‑offender place​ment programs, strategic public relations sets the stage on which the pro​gram is seen by the pub​lic, The context of the program and its successes (and failures) is deter​mined largely by whatev​er public relations efforts accompany it.

The benefits of a well‑managed, integrated public relations effort include easy access to decision‑makers to tell the program's story, better reception in the commu​nity for the placement program and its clients, increased employer and media goodwill, and reducing the impact of problems on the program.

The bottom line is that achieving a good rep​utation for ex‑offender placement programs will allow the program to suc​ceed in ways that are dif​ficult to imagine. Programs that are well thought of may achieve a wider range of involvement and may have access to more and better resources than programs with a poor image. A well‑regarded program will certainly face fewer obstacles in the community at large and in the home building industry community, both of which are of extreme importance.
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Un-managed or poorly managed public affairs however, can create an untenable situation for the program and for ex​-offenders who participate in it. A bad reputation, one that can adversely affect the success of a placement program for years, can result from one simple mistake or indiscretion in releasing information. This issue of ex‑offender placement revolves around a subset of many other issues, many of which are traditionally controversial. This must be kept in mind in operating and publiciz​ing ex‑offender placement programs.

The mechanics of public relations are rela​tively simple. There are a number of time‑tested, accepted methods of implementing a public relations strategy. 

· Create a single, short sentence, or perhaps a phrase, which captures the essence of what the placement program is all about, This phrase can serve as the core around which all public rela​tions activities are built. As an example, the National Job Corps Coalition created an entire public relations campaign around the slogan: "The only national program for at‑

risk youth with results that justify its costs." Of course everyone is familiar with the slogan successfully used by the United States Army for many years, "Be all that you can be!" 

· Develop a procedure for creating and distributing press releases and other media notification tools. This should include the name or title of the per‑

son who must approve such materials and at what point and how that person will be kept informed about devel​opments that may require press notifica​tion. Press releases can be issued on a regular basis for general infor​mational purposes, or to promote special events. Develop a list of con​tacts. A well organized up‑to‑date press list is a treasure. Contacts from

a wide range of media and other outlets should be maintained. Include radio and television sta​tions, television net​works, local cable​ access television sta​tions, local, regional, and state newspapers, publications of local and state HBAs and BlAs, minority or ethnic news​papers, newsletters and social service and other

government and com​munity agencies.

· Develop a one‑page fact sheet that summarizes the placement program. This fact sheet can be based on the sentence or phrase discussed ear​lier in this list. Include as well a brief history of the program and specific information about its operation and success​es. This can serve as a standard press release and can also provide

talking points for pre​sentations, an enclo​sure for whatever infor​mation packets might be developed, and as a flyer for distribution to potential employers or other program support​ers.

· Issue press releases at every possible opportu​nity. Never let the press or the public forget about the existence of the placement program. Almost any milestone, event, or success can provide a chance to pro​mote the program. Keep in mind the cardi​nal rules of writing press releases. As well as the traditional "who, what, when, where, and how" of press releases, keep the following in mind when writing them: be specific, be clear, be positive, use present tense, keep it simple, and know the audience at which the release is being direct​ed. More tips on writing press materials are given later in this manual. 

It is especially impor​tant to publicize special events connected with the program. Successful mar​keting of ex‑offenders capitalizes on these types of happenings. Special events give program
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administrators an oppor​tunity to invite special speakers to the local community, recognize individuals who work with the program, show​case placement efforts and successes, honor the contributions of employ​ers, donors, staff persons, and others who have made significant contribu​tions in support of the program.

Speakers for special events can be obtained from correctional facility administration, local, state, or the national government. Heads or members of HBAs or BlAs, business owners, vocational school repre​sentatives would also make appropriate speak​ers. 

The list of potential

speakers for special events is endless as are the "themes" around which a special event may be structured. Here is where imagination and "brainstorming" can really pay off.

Special events should also be considered as visu​al opportunities as well. in planning for your event, be sure to consider the "photo ops" for both newspapers and television.

Planning is everything for putting on a special event. The logistics of special events are not dif​ficult, but without a plan, it is too easy to neglect important details.

The following outline can be used as a guide for planning and implement​ing special events. The     nature and complexity of

the even will dictate the specifics of what you do, but these pointers will serve as a place to begin.

i

THREE TO SIX MONTHS IN ADVANCE:

· determine the nature of the event, set the "theme"

· develop a budget and determine funding sources

· set a date (include an alternate or "rain date" if applicable)

· determine the number of guests and other par​ticipants

· select suppliers for refreshments and/or food

· select a location

· hire a photographer to document the occasion 

· be clear on who is responsible for 

insurance 

security 

parking 

advance PR

TWO TO THREE

MONTHS IN

ADVANCE:

· draw up guest lists, supply list to security coordinator if necessary

· formally invite speakers

· create press kits if nec​essary

· create invitations, agen​das, talking points for speakers, and any needed handouts

· create any displays needed or mockups of them 

· visit location, check electrical supply, chairs, tables, entrances/exits, handicapped access, security, set‑up/knock-down space, traffic flow, etc.

ONE MONTH IN ADVANCE 
· mail invitations
· confirm speakers, send them talking points, agendas, maps, parking information, etc. 
· finalize arrangements for refreshment vendors, caterers, etc. 
· write and send press releases or press kits 
· hire and check out audio‑visual equipment
· check electrical supply and arrange for exten-
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sion cords, outlet adapters, etc.

ONE WEEK IN ADVANCE: 

· determine accurate guest count 
· follow up on speakers for final confirmation 
· make alphabetized guest and media lists 
· prepare name tags needed 
· prepare any awards, citations, and certifi​cates needed 
· send final alert, includ​ing guest list to media assignment editors 
· assign staff duties, espe​cially for cleanup, alert security to who will be doing what and where they will access 
· preview audio‑visual setup 
· arrange for early access by vendors, audio-visual operators, media, etc.

ONE DAY AHEAD:

· make final calls to media 

· check setup of chairs, tables, lights, etc. 

· create signs to direct guests to parking, assembly areas, plat​form, etc. 

· prepare handouts, cer​tificates, awards, etc. 

· check with security on access, parking, etc. 

· purchase soft‑goods needed such as napkins, table covers, etc.

THE DAY OF

THE EVENT:

• personally check setup, traffic flow, restrooms, test audio‑visual equip​ment

• assemble guest list, name tags, handouts, etc. at the site

• assign staff to greet and escort guests, speakers as needed

• put directional, informa​tional signs in place

• ensure that restrooms are open and accessible

• greet speakers, guests, speakers personally as possible

• introduce speakers, spe​cial guests, and other program participants to each other

EVENT FOLLOW‑UP:

• pay bills

• place stories with media, send follow‑up press releases where appropriate

• send thank‑you notes to speakers and organiza​tions, include mention of any media coverage that occurred

• send thank‑you notes to staff that contributed time and effort to the event

Special events do not

have to be large or expen‑

sive. Many times, busi‑

nesses and individuals

will be happy to donate

materials, funds, or ser‑

vices to help defray the expense. Locations for events may also be avail​able free of charge or at least very inexpensively from religious organiza​tions or businesses. Most city and county govern​ments have assembly rooms or other spaces which can be reserved in advance and used for spe​cial events. The support available to help success​fully "bring off' a special event is limited only by the imagination and per​severance of those in charge of planning it.

TIPS FOR PREPARING PRESS RELEASES AND FACT SHEETS 

In writing press releases, the "inverted pyramid" style of writing should be used. The first paragraph, commonly called the

"lead," consists of a brief summary of the major facts of the story. This enables readers to decide quickly whether they wish to read the remainder of the story. This paragraph should contain the traditional "who, what, when, where, and how" of journalistic writing and should be written in such a way as to grab the reader's attention immediately.

Each succeeding paragraph should contain information of descending importance in telling the story. Paragraphs should begin with a topic sen-tence, one that briefly introduces the main focus of the paragraph. Use familiar, simple words 

and short sentences 

and never use jargon 

or specialized lan‑
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guage unless absolutely necessary. If jargon is unavoidable, always include an explanation of terms used.

Use the active voice in writing. This makes writing more interesting and creates a feeling of immediacy. Instead of writing "Fred was employed by the ABC Construction Company starting in 1998," write "Fred has been working for the ABC Construction Company since 1998." A clue to spotting passive constructions in writing is the use of "was" and "were." These words sig​nal use of the passive voice.

Always be completely accurate and objective. If necessary, verify facts and figures several times before including them in a story. Do not include irrelevant information. This makes it easier for the reader to get through the story and end up with the basic information the piece is intended to con‑

or can create ill‑will more quickly than to be mis​quoted in the press.

Be sure to include information about the per​son or persons who are to be considered contact per​sons, including telephone number, fax number, and e‑mail address if applica​ble. If the press release runs longer than one page, put the indication "MORE" at the bottom of each page (centered) to alert the reader that the story continues.

Fact sheets are simply one or two page sum​maries of a program, event, or issue, which present the basic facts involved. These can be writ​ten in list style or in nar​rative style. The same points made in reference to writing press releases with clarity and directness also apply to preparing fact sheets.

Use short, to‑the-​point sentences written in the active voice. Avoid jargon by using familiar, simple words. Be accu​rate with the facts and do not over‑write; keep it simple and basic. Think of the fact sheet as a sketch of the issue involved: the bare‑bones information needed to inform an inter​ested reader.

Be sure to include the most important facts

about the event, program, or issue being addressed and be specific. Do not write that "There were lots of inmates released last year, most of whom did not find employment." Instead write, "Last year our facility released 245 inmates, only 56 percent of whom found employ​ment." Remember it is a fact sheet, not a generali​ties sheet.

Since fact sheets are useful for so many pur​poses, it may be desirable to keep quantities of them on hand so they will be available when needed. However, remember that since the facts and figures they contain may be sub​ject to change, it is neces​sary to update them regu​larly. The only thing more useless than no fact sheet is a fact sheet with "stale" data.

vey.

Use quotes when possible; they add interest to the story and will liven it up. Always identify the individual being quoted by name and title, and be CERTAIN to quote 

them verbatim. Few things are more irritating

.
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Public Relations

Public relations holds a unique position in the marketing
approach to creating employment opportunities for ex-offenders.
Because of its nature, “PR” can play a major part in almost every

aspect of a placement program.
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