XII. Collateral Duty Public Affairs
Although collateral duty PAOs are not expected to be professional PAOs, they must be able to serve as the primary PA POC and Subject Matter Expert for their command.  Similarly, full-time PAO’s must realize that most CD PAOs are trying to deftly balance a full-time division officer job, critical watch qualification requirements, not to mention actually standing watches – all on top of this collateral duty PAO assignment.

A. Introduction

In the "Information Age," the currency is information. As a member of the Navy Public Affairs Team, your job is to deliver truthful and timely information to your customers — the Navy family and the American public. Information is power only when shared. These tactics are intended to share the right information, in the right way, at the right time.

As collateral PAO, some of your duties are:

· Develop a command internal information program, using internal communication channels such as the SITE system, Plan of the Day, command newspaper, and bulletin boards. 

· Implement and maintain an active Fleet Hometown News Program. 

· Host visitors to your command. 

· Prepare news releases about your command and its people; tool releases to command newspapers and "niche" publications (such as Naval Aviation News, All Hands, etc.). 

· Submit action photographs – either as stand alone documentation of an event or in conjunction with a press release.   

· Involve your command in community relations efforts such as partnerships-in-education, goodwill projects, and civic and charity programs. 

· Evaluate potentially adverse incidents or situations, consult with a full-time PAO, and recommend a public affairs course of action to the commanding officer. 

· Ensure all material for release (including materials placed on the command web site) is free of classified or sensitive information, safety violations or inappropriate behavior.
This section of the PA Tactics Manual is a deliberately streamlined guide for how to conduct a Navy collateral duty public affairs program. This section will not answer every question, and should not limit your imagination and initiative. Use it to focus your energies and target your efforts. Refer to it regularly.  While you are not expected to perform the tactics listed in the sections this document aimed at full-time PAOs, you may find that the information in the rest of this document will be helpful.  Most importantly, never hesitate to consult a public affairs officer to seek assistance. When you are on the front line and occasionally isolated, remember that help is only an email — or a phone call — away. 

B. The Basics of Public Affairs
1. Public Affairs Regulations (SECNAVINST 5720.44B). 

The Navy's standing instruction for public affairs is Department of the Navy Public Affairs Policy and Regulations (SECNAVINST 5720.44B).  This comprehensive resource, often referred to as "PA REGS," is a guide for overall programs and philosophy.  PA REGS should be part of every public affairs toolbox, supplemented by other resources as needed. 

2. Inform American people and Navy personnel. 

Why communicate — beyond the fact that Navy policy requires it? Because it is the right thing to do. PA REGS states that the Navy public affairs program aims "to make available timely and accurate information so that the public, Congress and the news media may assess and understand the facts about national security and defense strategy."

C. Areas of Public Affairs 
1. Community Relations (COMREL). 
Nothing is more positive than the sight of Sailors helping out in the community – whether it is in the U.S. or around the globe.  These efforts tell the Navy story in an active, visual way.

a. Volunteer Programs. Sailors themselves are often the best architects of good COMREL programs. For example, a ship's crewmember notices the run down house of an elderly lady and recruits shipmates to help with minor repairs and to paint her home. Their work impresses the neighbors and even makes the evening news and local paper. This Sailor-initiated act left thousands of people in the community with a favorable image of Sailors and the Navy. 

b. Community/Navy Partnerships. These may include a broad range of programs aimed at all ages. Consider Adopt-a-School programs, for example, or military appreciation weeks in concert with your local Chamber of Commerce. Don't neglect COMREL! It is a natural marketing program for our professional Navy. Always keep recruiting in mind in planning your COMREL programs. 

2. Internal Relations.
Communication with the Navy's internal audience, such as command members and their families is a vital aspect of the collateral duty PAO’s mission.  The goal of internal information is to enhance communication up and down the chain of command.  As a collateral duty PAO, your most pressing task is to establish a good internal information program.  It is also important to note that although the “target audience” is internal, the very nature of our methods of communication, means that your internal efforts will have an external audience as well.

There are many ways to "get the word out," and often the best approach is to use several channels for one piece of news. Once you know all of the options, you can best select how to publicize information of importance to your audience. There are four general categories when it comes to "getting the word out": 

· Print channels: Plan of the Day, base/station/ship newspapers or newsletters, posters, brochures, family grams, etc. 

· Electronic media: Internet, radio, television (SITE or base closed circuit), the 1MC, the telephone. 

· Face-to-face: morning quarters, captain’s call, division or department head meetings, visits by the CO, formal addresses to groups such as ombudsmen or spouses groups, etc. 

Communication events: Family and Tiger cruises, command picnics, Navy and Marine Corps birthday celebrations, Sailor of the Month/Year events, etc.

3. Media Relations.
Most collateral duty public affairs officers focus their communication efforts on internal media such as command newspapers. However, occasionally an incident will occur which requires you to deal with external media under sensitive and timely circumstances — and the stakes can be high. With preparation and support, you will be able to respond to these circumstances professionally and confidently.

Before a media interview: 

· Prepare, prepare, prepare. Do your homework. 

· Get background on the reporter and the media organization. 

· Learn as much as possible, without being pushy, about the reporter's assumptions and intended questions. 

· Understand the needs of the journalist. Know the deadline. 

· Develop three communication points. 

· Decide who should be interviewed, and where it should take place. 

· Prepare the source. Practice the communication points. Do a trial run. 

· Clarify the ground rules. In most cases, everything will be on-the-record unless discussed and arranged in advance by an experienced PAO. 

· Consult with your Immediate Superior in Command (ISIC) or, if necessary, your squadron PAO. 

During a media interview:

· Always tell the truth. 

· Relax. Be yourself. 

· Don't guess. If you don't know, say so. 

· Avoid military or technical jargon. 

· Answer directly. Give the bottom line first. 

· Listen carefully. 

· Correct the record right away if you hear something false. 

· Clarify yourself if you feel misunderstood. 

· Know your limits, and stay within them. 

· Take your time. Don't let the discomfort of silence prompt you to chatter. 

· Maintain eye contact. 

· Be modest but confident. 

· Answer the questions, but transition whenever possible to your communication points. 
· NEVER say ‘no comment,’ there is always a more appropriate message to convey.
After an interview:

· Thank the reporter for the opportunity. 

· Clarify any points that were unclear. 

· Debrief the interview with your ISIC PAO. 

· Critique the interview and develop your confidence for the next one. 

D.  Command Web Site
Your command’s web site is your chance to produce a "welcome aboard pamphlet” that can be seen by the world. It can also be an effective internal relations tool for sailors and their families. The decision to establish a web page should include a commitment to maintain it. Commanding officers are ultimately responsible for their web sites.

Some general rules regarding web sites:

· Security is paramount. 

· No classified information. 

· No information that would reveal sensitive movements of military assets or the location of units, installations, or personnel where uncertainty regarding location is an element of the security of the military plan or program. 

· No personal information. Personal information, if present, should be limited to that related to official duties, i.e., commanding officer's biography or other information to help the audience understand the command’s mission. 

· Take advantage of the distributive nature of the web. A command’s web site does not need to include material that is available on other Navy sites. 

· No dot.com. Links from a command’s web site to other sites should be limited to those related to the command’s mission, or to its senior or subordinate commands, or to appropriate mission-related government or educational institutions. 

· No links to various search engines. This constitutes an endorsement that is prohibited by the Joint Ethics Regulation. The one exception is Adobe Acrobat because only one software available for viewing .PDF documents. 

· No commercial logos. 

· No copyrighted material. 

· No Cookies. The Navy is not permitted to collect personal information about visitors to our sites. 

E.  Online Resources
· Navy web site – The Navy’s main web site contains very timely news articles and features appropriate for all Navy audiences.  While it is targeted to the Navy's internal audiences and media seeking information about the Navy, by default it has an external “public” audience as well. The site includes information on many facets of the Navy ranging from daily Navy News to the "Fact File," to digital images of Navy men and women and events around the world. The site is a public affairs database. Use it as an information resource. 
· www.history.navy.mil – This website is maintained by the Naval Historical center. Its mission is to enhance the Navy’s effectiveness by preserving, analyzing, and interpreting its hard-earned experience and history for the Navy and the American people. The staff is unable to respond to e-mail queries; however, it welcomes your questions and comments at: Naval Historical Center, Washington Navy Yard, 901 M St. S.E., Washington, D.C., 20374-5060.

· www.npc.navy.mil – This site maintained by Navy Personnel Command (NPC) provides a wealth of information that is vitally important to every member of your crew.
· www.defenselink.mil  - Another great source of information is the Department of Defense’s news site called DefenseLink .  You can also sign up to receive press releases, advisories, and transcripts via email on this site.  Just hit the website and click on “subscribe” or use this link.
· American Forces Press Service – Also available automatically via e-mail, or on the Internet via the American Forces Press Service (AFPS) web page. These articles are generally relevant to Defense Department audiences. The AFPS web page contains lots of timely news and feature articles. In addition, it has a respectable archive of cartoons, graphics, quotes and trivia that you can use as needed. 

· The Pentagon Channel –  The Pentagon Channel broadcasts military news and information for the 2.6 million members of the U.S. Armed Forces through programming including:

· Department of Defense news briefings

· Military news

· Interviews with top Defense officials
· Short stories about the work of our military
In addition to enhancing Department of Defense communications with the 1.4 million active duty service members, the Pentagon Channel will provide the 1.2 million members of the National Guard and Reserve and the 650,000 civilian employees of the Department of Defense more timely access to military information and news.

The Pentagon Channel television service is distributed 24/7 and is available to all stateside cable and satellite providers, via American Forces Radio and Television Services, overseas and via the worldwide web right here at www.pentagonchannel.mil.
F.  Photos
Photos tell and sell the Navy story to the media, elected officials and the public. In a society that reads less and "looks at the pictures" more, images of forward-deployed Sailors and Marines are powerful communication mechanisms. Start to think of any published image as a potential tool of National policy. 

Whether or not a Mass Communication’s Specialist is assigned to your command, you are probably using photo resources for reenlistments, news releases, cruise books and for submission to the CHINFO.  A review of the basic rules of photojournalism can improve the quality of your photos and your chance of getting them published. 

The seven basic guidelines of Navy photography:

· Photos are useless without captions! Start the caption with an active verb and describe the most important action. Use complete names, ranks and titles. Give additional background about what is happening. See "Caption Content & Style" below for more details. 

· People, not hardware, make the best subjects. Relate the person to their job – don’t take a picture of the culinary specialist of the year on the fo’c’s’le. 

· Make sure there are no uniform or grooming standard violations in the photo. 

· Make sure there are no safety violations and that the subjects are wearing appropriate protective gear. 

· Make sure the subject’s face can be seen clearly, but don’t encourage "mugging" for the camera. 

· Avoid dark backgrounds, especially if the subject is wearing dark clothing or has dark hair or skin. 

· Avoid the "line-up" whenever possible. It’s boring and individuals are often difficult to see. 

The caption is critical, as it explains to the reader the action in the photograph. Captions should include the basic information you would include in the first paragraph of a press release. Detailed and accurate captions are crucial, and every photo needs one. Proper caption content and style ensures a better chance of the photo being published. 

Tips about captions:

· Make sure it answers the questions: Who? What? When? Where? Why? How? 

· Make it interesting, complete, accurate and brief. 

· Use the single-block approach. If you have access to PhotoShop, use the all-inclusive caption in the "Caption" block of the "File Info" menu option. 

· Use the visual information reference identification number (VIRIN) system. 

· If weapons or unique systems are visible in an image, be sure to completely identify the type, series, model, etc. 

· Send no more than three images per e-mail to Navy News Photo. All images should be forwarded to their e-mail address listed below.  mailto:navyvisualnews@navy.mil 

Public release of images:  Under SECNAVINST 5720.44B the release of still images and video imagery to local media may be done at the local (PAO) level.  However, CHINFO Visual Information staff must approve releases to the national and international markets. During breaking news, a local or regional PAO may make a national/international release but must forward a copy of the photo and caption to CHINFO VI immediately.  This includes posting images on a website (www = world wide release). 
G. Crisis Response (Accidents/Incidents)
The Collateral Duty PAO may be called up to play a pivotal role in crisis response. If an accident or incident occurs involving or potentially involving significant property damage, serious injury, or death, a news release message must be sent out as soon as possible, preferably within an hour. Such incidents may include:

· Deaths 

· Fire, explosions 

· Oil spills 

· Aircraft crashes 

· Accidents 

· Members accused of crimes 

When writing your draft release, remember:

· Present all known facts without opinion. 

· Don't withhold or cover up bad news. 

· Never speculate about "why" an accident/incident occurred. 

· Guard classified information. 

· Release pertinent unclassified information. 

Include in your initial release:

· Type of accident/incident. 

· Location and time. 

· Persons involved. 

· Number injured/killed, military or civilian. 

· Place of departure and destination (if unclassified). 

· Pertinent unclassified facts about the mission at the time of the accident. 

· Understand that a release that is drafted by a collateral duty PAO will be screened before being released to the media.   To that end, providing as much information as soon as possible is important.  

H. Fleet Hometown News Releases
The Fleet Hometown News (FHTN) program is a fast and easy way to recognize the achievements of your Sailors. Through hometown news stories, thousands of America's small town newspapers and large city community newspapers publish stories showcasing our Navy and its people. Radio and television stations and college/alumni publications also use FHTN stories. 

Guidance for the FHTN program is in SECNAVINST 5724.3. The form used for the FHTN program is NAVSO 5724/1 (REV. 8-88). 

· Instructions for completing the FHTN form are on the back of the form. 

· To make the form less confusing for the "customer," you should complete blocks 1, 2, and 3 on a stockpile of forms in advance. 

· Screen all completed forms to ensure legibility. 

· Before mailing, ensure blocks 4 through 25 are completed according to instructions on the form's reverse side. 

While in your homeport, keeping an active FHTN program is easy. Individual stories are the only types of news events with which you need concern yourself. You don't have to write anything in order to successfully "place" FHTN stories on individuals! Mark the X properly in block 23; and mail the form to the FHTN center. If sending 10 or more forms at one time, prepare a cover memo. 

I. Command Operations Report
As a PAO, you may be required to compile the annual command operations report.  These reports are the only overall yearly account of a command’s activities and achievements that's preserved specifically for future use.  See OPNAV Instruction 5750.12J.

Note that rules for command operations reports by shore activities differ slightly. See the instruction for guidance. The reports are centrally housed along with Navy Deck Logs and the document collections at the Navy Historical Center. Send the documents to the Director of Naval History (N09BH), Washington Navy Yard, 901 M Street, SE, Bldg. 57, Washington, DC 20374-5060. 
