
1 

3 

3 

0 

a 

Office of the Asyivtant Secretary 
of littense for Public Affairs 

Transi1i9n 2001- Supplemental 



,11r. Kenneth H. BaF:on 
(bX6) 
(WO 

Mr. Douglas B. ;f'ilson 

(b0) 
RDML Craft' 1? nuielev. USN 

(b)(6) 

W. Celia Hoke 
Susan E. Walitsky 

(19(6) 

,t1s. Patricia A Burq4l 
(11",X6) 

2E800 697-9312 
2E800 697-9143 
2E800 697-9312 
2E800 697-0713 
2E800 697-9312 
2E800 697-6647 
2E800 697-9143 
1E800 692-9704 
2E789 695-9538 
2E800 692-9703 

2E765 697-5131 

2E811 697-8259 
2E811 697-0792 
2E811 697-0792 
2E811 697-5007 
2E811 697-5007 
2E811 697-5007 
2E791 614-0639 
2E791 693-5254 

Mr. Terence P. Szuplat 3A750 697-8191 

CAPT7'im Taylor. USN 
Mr. Bryan Whitman 

(bX6) 

2E765 695-9082 
2E765 695-3886 
2E765 697-Sill 
2E791 697-2902 

COL Lane M. Van de Steeg. USA 21)757 697-7341 

' • '- •Ir 

Updated December 2000 

Immediate Office 
ASO/PA 
Senior Military Assistant 
Confidential Assistant 

PDA SD/PA 
Administrative Support Assistant 

DASD/PA (Information) 
Military Assistant 

Acting DASD/PA (Communications) 
Acting DASD/PA (Communications) 

Military Assistant 

OASDIPA Duty Officer (24 hrs) 

Directorate for Management 
Director 
Deputy Director 

Management Analyst 
Administrative 
Security 
Logistics & Human Resources 

AFISARM 
IRM help Desk 

Directorate for Editorial Services 

Directorate for Defense information 
Director 
Deputy Director 
Asst Director for information Support 
Chief, Broadcast Engineering Operations 

Directorate for Plans 
Director 

Directorate for Public Communications 

Director, Communications Strategies 

Mr. Harold Heilsniv 2E789 697-5737 

%/r. G. David Seaborn Jr 2E791 '592-9701 

Directorate for Programs & Community Relations 
Acting Director Col Miles C. Wiley 111, USAF 1E776 695-2733 
Deputy. JCOC. Col Miles C. Wiley 111, USAF 1E776 697-6005 
Public Affairs Specialist (bX6) 1E776 695-6108 
Special Assistant for Audiovisual 1E776 695-2936 
Public Affairs Advance Officers 1E776 695-7778 

American Forces Information Services 
Director 
Deputy Director 
Director, At RTS 
Director. Information Operations 
Director. Resources Management 
Director. Defense Visual Information 
Director. Policy and Alliances 
Director. IRM 
Director of Training 
General Counsel 
Administrative Officer 

Mr. Clifford II Bernath 
Mr. Robert W. Taylor 
Mr. Melvin W. Russell 
COL Mitchell E. Marovitz, USA 
Mr. James K. Ashcraft 
Col Michael .1. Muzinich, USAF 
Dr. Joan B. Keston 

300 428-1201 
300 428-1202 
360 428-0617 
110 428-0295 
311 428-0563 
230 428-0633 
230 428-0722 
225 428-0630 
326 428-0607 
300 428-1204 
311 428-0272 

 



Office of the As vistant .5ecretaiv o r Defense for Public Affairs 

Supple lie ttal 

I. The Pt Wagon aid the P -ess 

• Mr. 3acon's M, Inorandu n 
Ilecember 28, 2000 

II. Recall, tea America 

• ASC TA Brief to SecDef • Joint Pibli: Outreach Initiative Presentation - 
1 he Militar! Mirrors . nierica 

• Will am S. Cohm Remarl s Red nor d, Washington 
February 18 1999 

• Fern ulation of ;s Public A ffairs W Drk ng Group 
J inuary 18, MOO 

• Draf AFIS Con anunicatii ins Plan in upport of "Reconnect America" 
F :bruary 23 2000 

• DoD Public Aff sirs Plan - Joint Pitblii Outreach Initiative 
A pril 2000 

29 DEC 20D1 

Ii 

I 
1 

1 

1 
I I 



3 

C. 

3 



ASSIEMANT .i ,ECRETA! tY OF DEFENSE 
1400 C EFENSIE P ZNTAGON 

WASHIN ;TON, DC t0301 -1400 

PUBLIC AFFAIRS 

 

December 28, 2000 

To: Rumsfeld Ti insition Team 
From: Ken Bacon 
Cc: Bob Tyrer, F ADM Qui,;ley 

RE: The Pentag( n ana the ress 

Here is a brief survt y of the Pt ntagon's Tess opt rati )n. Before looking at the mechanics of the 
operation, it's impor ant to undt rstand the context in ihich the Department operates. 

LI 

First, the Departme it spends 2 lot of tir re mana gini 
Secretary of Defem c, Adm. Crowe said to him: "T 
disgusting, despicat le. Somew iere in th, world, son 
that, and there's not a damn thiirg you cal do aboi it it 
bad news--plane cra ;hes, o% ers pending, exual h ras 
handle bad news in a way that maintains the Del ,arti 
highlight accomplis rments, su:h as the fine per fort 
Unfortunately, there is a journalistic Gre: ham's la w:  

: bad news. The day Dick CheneY became 
rink of some terrible action--dishonorable, 
ebody in the U.S. military is doing exactly 
" Much of what public affairs deals with is 
ment, gulf war Illness. The challenge is to 
nent's credibility while looking for ways to 
lance of the men and women in uniform. 
lad news drives out good news. 

Second, DoD is ar easy target. Any gency t lat spends $300 billion dollars a year, buys 
expensive, state-of-t le art equipment tha is driven I): 19-year olds, sends people on difficult and 
controversial missicns around he world and dea.s w .th complex social problems in the ranks is 
going to attract poll ical and pr ess attent on. Ver.. fe v people are neutral about the military: For 
every reporter or po itician who thinks th n we're ear and mean, somebody else thinks that we're 
bloated or improper y trained aid equipp d. 

Third, the military 1; the most respected institution ii America, and the press is one of the least 
respected. Much o the high public esi ;tem ref ecti the military's successes in Desert Storm, 
Bosnia and Kosovo But a more funciai nental mast n is that the public sees the military as an 
institution that solve; problems. while it ees the jires ; as an institution that creates problems. 

Fourth, soldiers are your best salesmen. When re por ers leave the building and spend time with 
sailors at sea, Marir cs in traini ig, airme; I in Turley )1.  soldiers in Korea or Bosnia, they almost 
always report more favorably i.bout the nilitary :hat from Washington. This is also true when 
they travel with the iecretary at home or abroad. Tht corollary to this is that the proliferation of 
24-hour TV networ :s, the increased pot ularity of C -SPAN, DoD home pages on the intemet 
and TV magazine sF ows preser t new wa; .s to reat h ti e public directly. 
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Fifth, in the quarter :entury sin :e Donal( Rumsfeld crved as Secretary of Defense, the visibility 
of the military has c :dined sh rply. The re are tv ,o r :asons—the end of the draft, and the end of 
the Cold War. Not only has tie All Vc lunteer or e reduced the number of people who have 
served in the military, it has shirply redu :ed the i um 3er of people who even know anybody who 
has served in the military. The end of th Cold War :Jiggered a 40% reduction in the size of the 
force, and sharp red iction in tle number of domestic bases. Therefore, the military is much less 
of a presence in Ar ierican cor imunities This i ; or e of the reasons why Secretary Cohen has 
devoted so much att :ntion to R tconnectii Lg the Milit Ty to America. 

The Secretary and r ire Pres 

As Mr. Rumsfeld k .ows, the secretary c f Defer' e c in get press coverage whenever he wants it 
and even when he Joesn't. Nearly evi ry remark ie makes will be reported and sometimes 
misreported. Press viii want te travel on all forei n tips and many domestic trips as well. 

There are several n ajor differences in • he press en /nom/lent today than when Mr. Rumsfeld 
served as Secretary 15 years ag 3. 

First, coverage is mi ,re instanta ieous bec use of e TV and the internet. 

Second, the press s much more corn ietitive, wh 
interested in being f rst--or mote sensatio ial—thar be 

ch means that some reporters are more 
ng right. 

Third, CNN and the intemet m :an that at 
world. In addition, the Early Bird, the 
international news t -Ian in the past. On 
travels gets promine it coverage in the Ea 

ything r tpo 
Departn lent 

result s ti 
-ly Bird. 

led out of DoD reaches capitals around the 
s morning news clips, carries much more 
.at the foreign coverage of the Secretary's 

Fourth, leaks play a much bigg T role co,  erage than: 5 years ago. There are basically two types 
of leaks—early re/ orts of deployment orders, ter .orist threats or operational glitches and 
breaches of sensitiv intelligence reports, such a of en appear in The Washington Times. The 
first type of leaks a -e caused mainly by loose li 3S, such as hallway and military chatter. The 
second type seems more ideologically criented. Sc me stories that have quoted directly from 
Secret and Top Sect tt intellige ice report; have corny licated our relations with other intelligence 
services and intellig :nce gathei ing in oth et ways, yet the FBI has been unable to find the source 
of these leaks. 

Every Secretary of Defense d:velops h s own nett 
Secretary uses a con bination o 'formal p: ess cont :Ter 
wire and print repon crs to get his messag :s across. 

For both Secretary F erry and Si cretary C Alen, 
as photo-opportuniti ts when tl'e Secreta: y was nicet 
the photo-ops in his office, while Cohen held the m i 
was large, we held t tern in the studio, bit the more  

ods for dealing with the press, but every 
ces, TV interviews, and conversations with 

gest number of press encounters took place 
ng a foreign defense minister. Perry held 

the adjoining dining room. If the crowd 
'ormal setting generally led to longer press 



conferences. Photo •opportunities in the )ffice pot th t dining room are quick (about five minutes) 
and easy ways to ;et messages out or the day's i ews or other topics. CNN and the other 
networks love phot( -ops, and good quc te can nna I day. So can a misstatement. 

Perhaps the most v duable ser /ice a pre is spokes= n can provide his boss is early warning of 
what questions will arise in an. ' setting. My star an II spent a lot of time learning the questions 
that would arise anc making sure that thc Secreta y vi as comfortable with the answers. Reporters 
are usually willing to tell us what qui stions tiey plan to ask because they know that this 
increases the chanci s of gettini; answers hat can -nal e a story. 

A fundamental part 
Department and WI 
For at least the las 
including spokespe( 
the UN. During c 
spokespeople. Fini 
news out of the bi 
surprises" policy th 
attain more coordin; 

The Public Affairs 

of the pre iaration c i a day- to-c 
ite House to make si re that tie 
: 12 years the mai): coordi iati 
pie from tate, the White Holm 
onflicts, s:ich as K,Isovo, cr c: 
fly, 1 quic cly report td to th N 
ilding or from the oad wh 
ai an effor to achie‘ r a corr mo 
tion than tie press e: .pected.  

ay basis is keeping in touch with the State 
rincipals remain as coordinated as possible. 
ig event has been a noon conference call 
, Pentagon, JCS, CIA, the U.S. mission at 
ises, the conference calls include foreign 
iC and State any significant comments or 
ve were traveling. This was more a "no 

press line, although we often managed to 

Vfice Doe.; More TI an Talk to ilte Press 

The public affairs 
public and commun 
briefings and inforr 
wide network of rac 
is by far the most el 
the troops. A repor 
base and shipboard 
result, the ranks hav 
the number of TV c 
from one to three ax 
broadcasts of CNN:  

operation )ursues t vo equally 
eating witi the milli ary. Althoul 
iation that the Penta ;on puts ou 
to, television and ne. vspapers to 
fective wa:' for a Se( retary o '13( 
er from till! America Forces Int 
iewspapen around ti e world p tr2 

a clear u iderstandi ig of Di D 1 

hannels ca Tied by A merican Fo 
d started eluipping ( ach shit wi 
nd sportin;; events. ['his and e-n  

important goals--communicating with the 
most public attention falls on the regular 

to the press, the office also runs a world-
:eep troops informed and entertained. This 
fense or military leader to get a message to 
mination Service (which supplies stories to 
vels with the Secretary on most trips. As a 
policies. In the last few years we increased 
ces Radio and Television to troops abroad 
h a satellite dish that brings them real time 
ail have been huge morale boosts. 

In addition, the put 'ie affairs 'office: 

• Runs a press oft ce that receives abo it 1,000 inq lines a week, issues 1,300 press releases a 
year, provides p ess supper: to top ci iilian of fici-ls in DoD and helps prepare me and other 
officials for b -iefings - Almost every pre ;5 release is issued electronically on 
DEFENSELINK or by e-tni.il. 

• Operates the Del :nse Inforr iation Sci ool, whicht-ains military journalists. 
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• Manages DEFT 
images from Cc 
well as texts of 
of top officials a  

NSELINK and, as nccessa y, )ther appropriate websites. Thousands of 
mbat Cam :ra are cu tently avail tble to the public over DEFENSELINK, as 
all speeches and pre; s confer enc :s by top officials, reports, the budget, bios 
nd special Teatures. 

• Helps coordinat speaking mgageme its for ti e S :cretary and other senior officials. 

• Provides photos 
cheapest and mc 

• Negotiates with 

• Organizes the p 
guidance for op( 

• Answers thousa 
Congress.  

raphic sup )ort to th( Secretary, Yhich provides raw material for one of the 
St effectivt methods Jf diploinat : outreach. 

Hollywooc over reqt ests for nili tary support for films. 

ress pool that deplo is with IOC ps to cover operations and develops press 
rations ant exercise: . 

ids of letters and e- nail queries each year from the public and members of 

• Runs the Joint 
media leaders a 
Americans have  

Civilian Orientation Conference an annual event that gives business and 
week-Ions tour of nlitary as s. In an era when a declining number of 
served in t e militar:•, this is in i nportant educational opportunity. 

• Conducts tours ( f the Pentagon for at out 100,0(X people a year. 

Spokesman.  The A ssistant Se :retary of Defense for Public Affairs gives two briefings a week, 
on Tuesday and Thursday. In a typic il week th !re are usually several other briefings by 
members of the Jo nt Staff, t iC Servici s, or &nil members of the OSD staff. For example, 
somebody from pal cy gives backgrouni briefin s t efore every overseas trip by the Secretary. 
The themes from tl-  :se briefings play b; .ck through( iut the trip. During operations, the J3, and 
sometimes the J2, Ow briefings on thc latest 'ley' lopments. During Kosovo, the Pentagon 
briefed six days a w :ek. 

The Pentagon Pre ;s. More than 1,5 )0 jourr ali5.:s are accredited to cover the Pentagon. 
Although large nun bers show up in tim :s of crisis, only about 35 work in the Pentagon press 
room and patrol the tails on a c aily basis The Pe ntal on press corps is unique in one respect: the 
most experienced a id best informed re: iorters are ' 'V reporters—David Martin of CBS, John 
McWethy of ABC irid Jamie McIntyre if CNN. Mk rtin and McWethy have been covering the 
building for more t ian 15 years, and tl ey have kn Avn many of today's military and civilian 
leaders for that long Needless to say, tia ir sourc( s ai e superb. 

Most major newspa lers have :wo repor .ers coy :rin ; defense. Tom Ricks of The Washington 
Post has been cover ing the Pentagon for about 1) yi ars and has extremely good sources in the 
Marines (because of his book It laking the Corps). Re :ently he has also developed strong sources 
in the Army, about • vhich he is about to iublish r no /el. Steve Meyers of The New York Times 



has spent a lot of t rue in Kos wo and I osnia ar d h is written detailed articles on what happens 
when troops deplo ,. Many of these a -tides focus. :d on the Texas National Guard. He also 
follows events in 1i act very cicisely. Da /e Muni r. or d Andrea Stone of USA TODAY both cover 
the building very cl nely. 

National Public Rai io generally covers I le Pentagon closely and well. 

1 will be glad to sit town with members )f your t :an to discuss these, or other issues, in more 
detail. 

• 



Joint Public Outr?ach i •ve 

Today, I wol tld like to talk to yot: about tie ir iportance of our military to our 
daily lives. : want to discuss how, through thi ir service and sacrifice, each of 
the 1.4 milli( n active duty men a) d women in uniform and the 1.3 million 
members of i ne National Guard a: td Reser /e c :serve our support and 
appreciation. 

3 -, 



Joint Public Outreach_ 
entatio 
Mirrorsi 

Constitution 

ld 

W4#44 

t

ootaa

 

ca Z.S /14 

ctSfRO/14 

b * a  01 

#27$  

fir N1/40 

Since the founding of our nation, the military has played an essential role in 
safeguarding our freedom and protecting our borders. Our forefathers 
established the Constitution to "provide for the common defense, promote the 
general welfare, and secure the blessings of liberty to ourselves and our 
prosperity." This is the foundation for America's military. 



list lead i orde 

fc rces 

ji‘ettergics of .h 

rati •Reinfor oc : 

• Enhanc s :curity 

The Unit( d States m litary, w ich has res,  :rved our freedoms for more than 
200 years is as impertant toda r as it hi. s b< en at any moment in this country's 
history. T )day, with new demi nds front an increasingly dynamic and ever 
changing vorld, Am)rica is ca led upoi i to lead. The United States is uniquely 
qualified • o marshal he forces of freedom Ind progress, to channel the 
energies c f the global econom: into las :ing prosperity, to reinforce our 
democrati : ideals an! values, ; nd to en -Ian :e American security. 



erica 
n a steady declin 
ction and experi 

litary. 
CI 

WI 

-Fewer 
experience 
-Fewer co 
experience 
-End of draft 
all-volunteer 

with m 

ders with 

ition to an 

However, with a smaller force serving at fewer bases, there are increasingly 
fewer Americans who have direct experience with our military. Fewer people 
know someone who serves — or has served — in uniform. The transition from 
the draft to an all-volunteer force in the early 70's has also decreased broad 
military experience, knowledge, and understanding. Today, fewer elected 
officials, journalists, teachers, business owners, and employers have 
experienced military service. Simply put, there are fewer connections to 
society and fewer influences to a generation of youth that has limited exposure 
to the military. 
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1 

As a resul , fewer Americans h ive a oh; Lnct to see our military personnel in 
action on ;1 day-to-day basis. 1 hey hay,: fe ver opportunities to interact with 
them, to M itness first hand boy profess cm 1 they are, and to understand how 
their perfc rtnance be. iefits eacl of us. A sr miler percentage of citizens have 
direct exp,  'sure to an I understz riding of the wide variety of critical roles our 
military, b 3 t h active .ind resery r., play iii en wring our way of life at homc and 
abroad. 
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link between 
society 

• Hig 'ben and wome 
uniform 

-imple ional 
securi 
-safeguar ms 
-recogniz e of 
contribuf 

rdians 

We must nurture this vital link between the military and society. The best way 
to do so is by highlighting our most valuable assets — our men and women in 
uniform. It is the individual soldier, sailor, airman, Marine and Coast 
Guardsman who implements our national security policy. It is the individual 
service member who, each and every day, safeguards our freedoms and liberty. 
The American people need to recognize the relevance of our military to their 
daily lives and the outstanding quality of servicemembers. That is why I am 
here today — to talk to you about who our military men and women are, what 
they do, how their service impacts your lives, and why they need your support. 
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cognize they 're p 

mirror Az ie 

The Milli an,  Mirrors Ameri. :a 

To truly a vreciate isnerica's nilitary, we need to look at the individuals who 
serve in it First and foremost, we musi rec agnize that the military is really 
part of so iety — the military m trrors A :ter :a. The Military is part of us. 
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ur ighbors 
rovides s d 

sacrifice ........, * d 
(Part of a great tr . illi 

Those who serve in uniform have common virtues, qualities and characteristics 
we need to recognize arid appreciate: They make the world better and safer. 
They are our friends, family, and neighbors — the type of people that if we 
don't know, we would like to know. They reveal themselves through their 
service and sacrifice. And, they are part of a great tradition that has helped 
shape and protect our nation, and influence the world since our nation was 
founded. 

8 



41 i t a r y Wiitor 
4 

military r lemb 

di:tary citize is 
t€ similar cf. ill 

11 races in 

Today's oldiers, sa1ors, airm :n, Mari les Ind Coast Guardsman are 
exceptiot al in the missions th( y manai,e, tie sacrifices they make, and the 
courage t ley demon;trate. 
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Alitary 

les in Unifo 
de 

Black 

Offi 8.3% 7% 15../o, 
Enlist c 8.1' .1% 36)ettr, ive 

Total 1% 7.3% 5.9% 33.3% 
as of Sep. 30.98 

They come from all races, regions, and backgrounds reflecting the diversity of 
our great nation. A total of 33 percent of our military now consists of 
minorities. 
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.;Nt  Toia)lf 

(I are milita 

age age: 24 
4 

Pere e °fin 

18- 57% 

26-3 36% 

36-45 ,  s: 19% 

Over 4 year5: 2% 

The aver .ge age oft military nember is 24.5 years old and almost 60 percent 
of our fo: cc consists of memb irs betw :en he ages of 18 — 25. They are 
dispropo: tionately young peo Ic in their e Lrly 20's who are given incredible 
responsit ilities. 
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ilitarylif 
omen in Unit l  

fficers : 3 
Enlisted: 

-*It tal : 

e of tota 14% 

Increasingly, women are joining and leading the Armed Forces and now are 14 
percent of our military. 
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.Nati 
itary Nation 

tin% 87% 
% 5.7% 

,Mili es opportuni&rIrship 
Ind pro jdevelopment 

Duty, it t3', ethics, honor, co nd 
oyalty r it 

They are tie nation's best and Tightest N nety-eight percent of our service 
has high-s :hool diplc mas and 'ore thasi si: percent of our troops have masters 
degrees — iigher rate.; than the ;eneral popi lation. In recruiting the best, the 
military st ives to prc vide leadi rship and pi ofessional development throughout 
the membi r's career, while cor stantly Euik ing and reinforcing the core values 
everyone ii uniform :iersonifie — duty, int( grity, ethics, honor, courage, and 
loyalty. 

ii 
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t Flom 

uty Milita 
n mental Unite 

--.... 
• k awaii: 5 

• UST les: 6,130  
Ready e Milit rsonnel Stre 

(Reset National I c 
• Select eserve: 888,967* v 
• Indivi al Ready Reserve: 464,317* 

'as of Sep 30, 98 

America's military makes the world better and safer  

Too often, American citizens understand that our military is 
responsible for defending the country, but don't fully appreciate what 
that really means to our everyday lives. Since the end of the Cold War, 
many expected that America's military would face fewer demands. 
However, today our military is called upon to serve in all regions of the 
world. At home, both active duty and the Reserves are located in and 
serve many communities throughout the continental U.S., Hawaii, and 
U.S. territories. Abroad, U.S. forces are located in every Continent - 
protecting U.S. interests, while promoting freedom and democracy. 
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•;NI t Ho m 

t. Duty I nilit 
or al area: 

0 East d Paci 5,680* Ner lks, 
0 No aP>outh , /7,869* 

. 0 West em spherc 10,786* 
'as of Sept. 30, 9 

Abroad, te have tro 313S locate I in evei y C )ntinent — protecting U.S. interests, 

while pro noting frecdom and Jemocracy. 
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Arzrica's Mi 
Secu 

• . 
le in 

security 
ekts 

The U.S. military plays a crucial role in shaping the international security 
environment in ways that protect and promote U.S. interests. Through their 
overseas presence and peacetime engagement activities, our armed forces help 
deter aggression and coercion, build coalitions, promote regional stability, and 
serve as role models for militaries in emerging democracies. 
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:an be tr ice I back to the cutting edge and 
ilitary. The Pediatric Monitoring and Transport 
nunicaws at infant's vital signs to physicians 
fically ti am n :d personnel can provide 
-- was c eve loped from the physiological 
al Posit oni ig Satellites provide pilots with 
tin infoima ion in any weather. The Traffic 
System - w iich alerts pilots to the presence of 
racks those Nho could be a threat, and 
llision w is developed by the Defense 
the Federal Aviation Administration. These 
cutting edg : military and aerospace technology 
'es of kner cans and the world. 
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Zconomic d S 
NI 1 

d stability 

rstones of our 

— Afcvestrnent 

— Inve enerates pro 

— Pros1.. gthens de 

But it is peace and stability, provided by our military, that is the very 
cornerstone of our prosperity. When our diplomats and military forces 
combine to help create stability and security in a nation or a region, that same 
stability and security attracts investment. Investment generates prosperity. 
And, prosperity strengthens democracy. 
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--Z‘t E n 
we be foi ward 

4 ie intema io 
enviro 

-Respondi; crise ; 
when and ere our 
interests r uire 

-Prepari 
uncertai 

In order 10 encourage confirm+ d pros/3,c Tit3 and economic stability, our military 
needs to ie forward deployed. Our mi.itai y is shaping the international 
environrr ent and tht world wt live in. W( must be prepared to face the 
uncertain :y of what he future may bring. We must be able to respond to crises 
and confl :cts when e rid where our intei est! require. 
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rica's Mil 
orld B 

tral America 
lc e. Balkans 

oods of A c South 
erica  ........... 

rbility of Middle 

Our Total Force is ready at a moment's notice to take on any mission both at 
home and abroad. So, when hurricanes devastated the lives of millions in 
Central America, we responded. When ethnic cleansing threatened to engulf 
the Balkans, we responded. When floods devastated Africa and South 
America, the U.S. military was there. When Sadaam Hussein sought to 
undermine the stability of the Middle East, America's military was there 
Here at home, America's military helps our fellow citizens when fires, 
hurricanes, or other natural disasters threaten. 
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The Mint ary and Y  

When Air ericans thi ik of natic nal sect rity and the military, they tend to think 
of the Pentagon, of iashingto: I. But tt e rr ilitary is an extension of the people; 
it is your  ailitary. The men at i wome:t w io serve our nation are your  sons 
and daugt ters, and hi others an,  I sisters. Th .! money we spend to train and 
equip ther is your  money. An I, the sa ety and security they protect is yours. 
and all Ar ierica's 

3 



Gu d and Re 
art of 

s military is eve 
4,000 conunu 

nati 

• Guard m I Reservis 
-Need I support of 
business iiunity 

-Vital of our Total Force 
Need o upport 

Our military is more than just the active forces deployed overseas or in 
military bases and installations throughout America. The U.S. military is 
represented in more than 4,000 communities throughout the nation, through 
the nearly 1.3 million members of the National Guard and Reserve. Having 
our Guard and Reserve serve in our armed forces as an integral part of our 
Total Force is critical to the continued success of that force. Those who serve 
in the Guard and Reserve have full-time civilian jobs, but they also have a full-
time commitment to the United States military. They need our support. 
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Given tht military's indispens ible con :rib itions to the peace and prosperity we 
enjoy tod 3y, it is of ittle sum) ise that !Or t lore than 20 years the American 
people tu ve consist( ntly rateC the U.S mi itary as the institution that holds 
their higt est confidence. This poll ref ect: the responses to the question "As 
far as pec ple in charge of runr ing ... a -e c incerned, how much confidence do 
you have in them?" ;8 percen responc ed vith a great deal of confidence in 
the milita 7y. 
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Service and sacrifice: The Pillars of the Military 

Today, the men and women of our armed forces bear the daily sacrifice of 

military life to serve us. They endure separation from family and friends for 

months at a time. They serve in the cold of Bosnia and the desert heat of 

Kuwait. They live without the comforts we take for granted every single day. 

And, they are always prepared to offer the ultimate sacrifice for us They do 
this to protect American lives and our interests around the globe, meeting the 
challenges of a very uncertain world. 
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Military 1 fe requires not only :ervice arid acrifice of our men and women in 
uniform, 1 •ut also the sacrifice )f their lami .ies. We see this in the separation 
families e cperience -• when lo ed ones ser e overseas under the constant threat 
of attack; when sailo -s are awz y from 1. om : for up to six months at a time on 
ships patrolling the oceans and seas, le yin ; spouses who must raise children 
alone. A,  e see it in our Guard and Res!rve forces, who leave their families 
and their c ivilian job; for long periods of ti ne. With increased military 
operations, our Total Force — a ctive, Gt lard and Reserve must work harder than 
ever befor and the lamilies sl are this ldd :d burden, this added sacrifice. 

5 
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SupportinE Those Who Serve America 

We must recognize the special requirements of our forces. While their service 
and sacrifice is unique, their cares and concerns mirror those of society. They 
need to be paid in a way that will enable them to live beyond paycheck to 
paycheck. They need quality child-care. They need good health care and 
security for their retirement. 
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The Depa ttnent of I >efense w 11 continue 
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Yet, our forces need more: something from the citizens they serve. Just as 
they give to America, America can give back to our military men and women. 
It can be done in a variety of ways from active support of our men and women 
through community organizations to simply saying "Thank You" to someone 
in uniform. Let them know how much you appreciate their work or 
congratulate a young recruit from your hometown and applaud their decision 
to serve our country. 

28 



:444 fArms?d 
: ary of A med 

fenselinl 

-S. turday, 0( 0 

• 5, 

Fo. 

That is v,  hy the ther le of the: 0th  Ann ver ;ary of Armed Forces Day is 
Saluting kmerica's Best. An ied Forces I )ay takes place on Saturday. May 
20th. We encourage you to us !. this oc :asi m to thank our military and to salute 
their sell ice and sac rifice. 
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Yesterday, todaytand tomorrow - our military mirrors America  

The men and women who wear American's uniform are a part of a long and 
proud tradition of extraordinary men and women. This tradition is best 
demonstrated by those who receive the Medal of Honor. 
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But heroism and courage are not confined to history or the battles and wars of 
the past. We can find inspiration in the deeds and accomplishments of our 
active forces today. People throughout the world look to us always in times of 
peace and in times of crisis. They call upon the United States, because they 
look at our troops and they see professionalism and patriotism. They are 
disciplined, well led, and well educated. 
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I come to you today )n behalf if Amer Ca' Armed Forces to ask that you use 
your voici to remind your friet ds, family, ; nd co-workers about the service 
and sacrif ce of the 2.8 million military me nbers serving our nation in active 
duty force and the .1% ational G lard and Re: erve. Today, they serve across the 
globe, kee Ding a fragile peace n the frozen hills of Bosnia, standing watch on 
the tense I :orean Peninsula, an I on staton n the waters of the Persian Gulf. 
They live vithout the comforts and free dor is we take for granted, always 
prepared t ) offer the Iltimate s icrifice to eserve the freedom we cherish. 

These met and worm n who se) ve our nitio 1 in uniform deserve more than 
support fr( m Washin ;ton. The v need your support. 
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I come to you as part of a continuing t ffort to :ITV gthen the connection between the 
military and the itizens the i serve. A hen Am :ric ins think of the military, they tend to 
think of Washini ton, of the Pentagon. But, in trutt , the military is an extension of the 
people - it is you • military. The men a id womt n o 'our armed forces are your neighbors 
and cousins, you • sisters and brothers. The secirit: they protect is your security. And the 
prosperity they e table is your prosper ty. It is i3 y ur name that they fight, and you who 
they rely upon fc r support. 

I believe there e) ists a gap t etween Sc TIC in th s in iustry and our military, a gap that is 
not unique to thi: industry, tut rather i idicativi: of our country. There is a sense that in 
many places bey,  Ind this car ipus, fron Stuutr ale :o Silicon Valley to Silicon Alley, that 
some in the "digi al world" dismiss th( importance of the national security world. That 
some soldiers in he high tech revoluti nt do no: ftf ly understand or appreciate the 
soldiers in camoi flage. That tanks and guns arc so nehow rusty relics of the past, nearly 
obsolete in the nt w information-based world tf at •ill carry us into the future. 
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One of the major ;oals that I have set c ut for m vse f -- and my wife, Janet, has joined in 
that enterprise -- i ; to make sire that w : maintain tl ie connection between our military 
and our society. All of us know that wt have fe vet and fewer people who have either a 
son, a father, a brt ther, sister mother, 'vho is as soc ated with the military. We all know 
that in the wake o the dowmizing afte the Col1 Aar, we have had to close a lot of bases 
and we have had t ) realign amid consoli late faci itie ;. What that means is that we are 
achieving greater :fficiency. 



There is a downside to achieving efficiencies. You, as taxpayers, would demand that we 
be the most efficient peop:c that we can be in Washington in using your tax dollars. But 
the other side, and a dark side of downsizing, is that there is a smaller and smaller ilitary 
presence in fewer areas of the United States. And when communities do not see 
uniformed personnel serving in their community, they tend to forget exactly what they 
are doing; what contribution they are making. And that, ultimately, over a long period of 
time can, not unravel, but it can decrease the level of support that the military needs. 

Ladies and gentlemen, we can't afford to risk the motivation and the dedication of 
America's armed forces that they derive from their pride in their country. And we can't 
afford to risk the confidence and the comfort that the public feels in today's highly 
professional military. 

And that's why I have started, during the past couple of years, along with my wife Janet, 
to reconnect America to its military. It is why I went to Illinois, to the State legislature, 
not exactly a forum to start talking about defense policy; why I flew to the campus in 
Seattle of Microsoft. But I went to tell them that the reason they can sit in front of those 
computers, the reason they can be so brilliant in fashioning new and wonderful 
technologies, is because of the service and the sacrifice that people are making out there 
day in and day out, and I wanted to remind them about that. 

And so what we are trying to do is to make sure that connection always remains strong, 
that we always pay tribute to the people who are protecting us and serving us and 
building a better life for all of us. As a result of their service and sacrifice, you and I can 
sleep more comfortably, we can enjoy greater prosperity, and we can continue this effort 
to spread peace, democracy, free enterprise, all across the globe. 

There is dramatic change taking place in this society. And I would suggest that the bonds 
that you have built between citizens and soldiers can be a beacon to this nation. I know 
that every year you now have a week-lone air show sponsored by MacDill. I don't know 
many communities that devote that kind of attention to their military community. The 
Military Appreciation Week is sponsored by the Chamber, but it also increases the public 
awareness about the military community. 

You have Operation Partnership, which allows service members to shadow business 
leaders and to increase their awareness of the business community. And there is 
something else I'd like to say to the business community, thank you. Thank you for 
pledging not to penalize those who serve in the Guard and Reserve, who are overseas, 
deploying, helping us to have a Total Force. We need to have your continued support for 
the Guard and Reserve, who are so much a part of the Total Force defending this country. 
So thank you, ladies and gentlemen, for what you're doing in the business community. 
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MEMORANDI M FOR CidEF OF PUBLIC Al FAIRS, UNITED STATES ARMY 
C iMF OF (NFOR/IK, ION, UNITED STATES NAVY 
D RECTO} . OF INFO MATION, UNITED STATES 
AR FORC 
D RECTO} OF PU 3LI 2 AFFAIRS, UNITED STATES 
MARINE CORPS 
D.RECTOF OF PU3LI 2 AFFAIRS, UNITED STATES 
COAST GL ARD 
SI ECIAL A SSISTA NT FOR PUBLIC AFFAIRS, OFFICE OF 
TILE ASSIS TANT SEC tETARY OF DEFENSE 
RESERVE . FFAIR 
CI EIEF OF :NIFORIv AT ON, NATIONAL GUARD BUREAU 
DIRECTOR PUBLIC A FFAIRS, ARMY RESERVE 
DIRECTOR PUBLI: AFFAIRS, AIR FORCE RESERVE 
DIRECTOR PUBLI :2 A FFAIRS, NAVAL RESERVE 
DIRECTOR PUBLI 7. A FFAIRS, UNITED STATES 

k.RINE C )RPS RESERVE 
DI ZECTOR MALI: A :FAIRS, UNITED STATES 
CC AST GU siRD RE SE) 'NE 

SUBJ: Formatio: of a Pub!: c Affairs Workini Or 

In speeches, meet .ngs and p: ess inter; iews thrUg. Lout the country, Secretary Cohen has 
consistently empl asizcd the importani c of strengt: .ening the bonds between America and 
its military. This effort, whi :h is corn nonly rt fen :d to as - reconnect-  takes place every 
day in various wa es, shapes ind form!. To enl anc n coordination, support ongoing 
projects and deve op effectiN c initiativ es, the C ffic of the Secretary of Defense for 
Public Affairs wit . convene ; public a ran-s wo -kir group. The working group will meet 
26 January to beg n a proces; of devel aping a om irehensive national public affairs plan, 
national in scope put implerr cnted at tie state nd ocal level, to increase positive 
exposure of our tr mps to the America: public Th PA plan is intended to focus our 
individual reconnp ct initiatives collect vely ovc r th : course of a three-month period 
Including the 50th  inniversar of Arnie I Forces Da e on 20 May 2000. 

1 



Your participation is essential to ensuring our success in heightening awareness and 
appreciation among the general public of the outstanding service, sacrifice and 
accomplishments of our men and women in uniform. We request the following actions be 
taken: 

FOR ALL SERVICE INFORMATION CHIEFS, COAST GUARD. NATIONAL 
GUARD /RESERVE: Provide Mr. James P. Desler, DASD (COMM), (telephone 703-
692-9703 or DSN 222-9703) with the your representatives name and contact information. 
Please direct your staff and appointed action officer to actively participate in this public 
affairs working group. 

Attachments: 
Draft Public Affairs Plan 
Draft Agenda 
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DOD PUBLIC AFFAIRS PLAN 

RECONNECT AMERICA 

1. BACKGROUND: 

In speeches, meetings and press interviews throughout the country, Secretary Cohen has 
consistently emphasized the importance of strengthening the bonds between America and its 
military. Throughout his tenure at the Department of Defense, Secretary Cohen has emphasized 
the value of informing our nation about our soldiers, sailors, airmen, marines and 
coastguardsmen - highlighting what they do and why their contribution, service and sacrifice is 
at the core of our safety and security. This effort, which is commonly referred to as "reconnect" 
takes place every day in various ways, shapes and forms. To enhance coordination, support 
ongoing projects and develop effective initiatives, the Secretary has directed the Department of 
Defense and the services to increase outreach efforts to the American public leading up to the 
50th  anniversary of the observance of Armed Farces Day. 

Today, fewer and fewer local or national elected officials have served in the armed forces. 
Fewer reporters, teachers, businessmen have experienced military service - and that makes 
recruiting all the more challenging. While the challenges to military recruiters can be traced to 
several demographic and economic factors, the fact that many civilian communities lack 
sufficient exposure to and understanding of the military is a contributing factor. Less than 6% of 
the nation under the age of 60 has served in the military. This means that the vast majority of 
Americans have no understanding of what their service men and women do and accomplish 
every day. A growing experience and exposure gap between the military and the population it 
protects can create disinterest and mistrust on the part of the civilians and a sense among our 
military members that the sacrifices aren't appreciated by Americans. 

The goal of this initiative is to strengthen the bonds between military and society by raising 
awareness among the American public of the outstanding quality and considerable dedication 
and sacrifice of our armed forces. 

2. AUDIENCES: 

a. External: the American public: veterans, business and civic organizations; youth, the 
national, regional, and local media 

b. Internal: U.S. military Active and Reserve components, retirees, their families, DoD 
civilians, associated contractor personnel and military media outlets. 

3. GOALS: 

a. Publicize military contributions to national security and stability. 
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b. Humanize the qualities and acc rmplishi nen s of individual troops with a focus on their 

connectior s to carom mities, fa. nilies. 

c. Emphasizt the militar y's positi• .e role it see uring peace and prosperity to our nation. 

d. Familiarizi youth to t it benefit. to be g tint I by enlisting in one of the services. 

C. 

4 OBJECTIVE! : 

a. To ensure : naximurn exposure c f y's mportant rote to both internal and external 
audiences. 

b. To increase the American publii 's know led, ;e of the services. 

c. To counter misconceptions pror agated y i norance and indifference. 

d. 

5. KEY CONEVIR NICAT1C IN POW 'S: 

a The all-vol tracer total force mu t have pub' c understanding and support if we are to 
meet our se curity objc:tives. Ot; r men at .d NI omen tr. uniform need more than support 
from Wash ngton, the: ,  need the support oft ieir countrymen. 

b. In the face )f.  increase! deployrr ents anc ,er resources, today's military is busier than 
ever. 

C. 

C.  

6 METHODS: 

a. Using a var cry of mei 'a, comm irucate nih ry missions, objectives and 
accomplish nents. 

b. Conduct cv tnts and pr wide spe; kers to liigl light DoD's contribution. 

C.  

d. 

ri 

—T 
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7. RESPONSIBILITIES: 

a. OSD: Provide timely and definitive mission focus and guidance on SECDEF 
expectations. 

b. OASD(PA): 

(I) Directorate for Plans: 

(a) Draft, staff and publish final Public Affairs Guidance (FAG) concerning the 
conduct of the Reconnect American program. 

(b) Conduct inter-service PA coordination where appropriate. 

(2) Directorate for Defense Information: 

(a) Respond to media requests for information regarding DoD Reconnect America 
activities. 

(i3) Distribute media advisory and press releases as required. 

(c) Distribute copies of background and/or amplifying information as required. 

(3) Public Communications Directorate will respond to inquiries from the public, 
industry, academia, and interested individuals upon request. 

(4) Directorate, Editorial Services will prepare appropriate remarks for inclusion in 
SECDEF/DepSecDef speeches on the conduct of Reconnect America. 

(5) AFIS: 

(a) Publish civilian media coverage in the Current News Early Bird, Supplement, and 
Radio-TV Defense Dialog. 

(b) Make videotape recordings of DoD bnefings in the DASD(PA) studio, and make 
dubs for the individual services' electronic information activities (Soldiers' Radio 
and Television, Navy-Marine Corps News, arid Air Force Television News), if 
requested. 

(c) Produce television and radio stones as appropriate, from: 

1) Announcements and press conferences 

2) Interviews with senior leaders. 

3) "Wrap up" stories covering results. 

D-R-A-F-T 
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(d) Pro Woe aztich s for Am rrican Force ; Press Service, to include: 

1) Announce] nent and 'Tess Co afei :noes. 

2) 'siterview with senio - leaders 

3) .7eature stc ries, as g propriat 

(e) Ens ire speech :s by seni leaders ar : published m "Viewpoint" on DefenseLink 

(6) Directc rate for anagemt at: Provide idministrative support as required. 

OASD(PA 
Working G 
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(1) Ensure 
Americ 

(2) Provide 

(3) Provide 
is kept 

(Comm): Provide o verall m iria emcnt and control of Steering Group, 
oup and ff ake regul ir status rep iris to the OSD on reconnect initiatives. 

retaries', Unified ( OMM20 ds'. DoD Agencies' and Reserve Components' 
irs Office; will: 

)ublic affa. rs represe ntatives are nformed about their service's Reconnect 
program ictivities. 

informaticn highlig] ting the r se rvice's efforts. 

copies of Lews re1e2 ses, pars, F AG, etc. to DPL as appropriate. Ensure DDI 
riforrned o - newswo thy devi lop nents. 

(4) Generat 

(a) annc 

(b) inter 

(c) gene  

coverage in print a id elect Jai( media for stones as appropriate from, 

uncementi and prcs con ferc rice; 

views/evet its with st nior 'callers 

7a1 human interest si Dries on hor ietown service members. 
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8. IMPLEMENTATION: 

9 ASSESSMENT: 

a News analysis of print and electronic news media coverage (DDI) 

b. Feedback from Dot) speakers (DPCR Speakers Bureau) 

10. REVISION OF PRODUCTS: 

a. Public Affairs Guidance (DPL) 

b. 

Prepared by Mr. John Cooper, DoD Civilian, OASD(PA)[Plans Directorate 695-9528 

Tabs: 

D-R-A-F-T 
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Tab A - Final 1 AG (TB?) 

Tab B - Cants t Numbers (TB?) 



ASSISTANT SECRETARY OF DEFENSE 

WASHINGTON 0 C 20301-1100 

0 1 JAN 

pusoc Airy-Alas EXECUTIVE SUMMARY/COVER BRIEF 

 

MEMORANDUM FOR 5ECRETARY OF DEFENSE 

FROM: THE A.S&"*A.‹Iir SECRETARY  OF DEFENSE (PA) 
Prepared by:  rx6) iDASD (PA), 692-9703 

SUBJECT: America and it; Military - ACTION MEMORANDUM 

PURPOSE: To obtain SECDEF approval to initiate a comprehensive public affairs working 
group to reincrrinect the American public with the military through hometown and 
regional activities and media, commencing with the 506  Armiversary of Anned 
Forces Day in.May 2000 

DISCUSSION: 20 May 2000 a the 50*  Anniversary of Armed Forces Day and a golden - 
opportunity to highlight the contributions that the men and women in the military make to their 
conntry. To maximize on this opportunity I propose an initiative that would form a working 
group of public affairs representatives from the Services and Reserve components (Annex A). 
This working group would meet in January 2000 to develop a robust public affairs plan that 
addresses the Secretary of Defense's Reconnect message with an implementation date of I 
March 2000 and target execution date of 20 May 2000. This public affairs plan would bring 
special focus to and highlight the 506 Anniversary of Aimed Fortes Day. The working group 
would evaluate the potential for developing new programs and assessing current initiatives to 
ensure the Department of Defense achieves continued visibility on events that recognize the 
contributions made daily by our Soldiers, Sailors, Airmen, Marines and Coast Guard personnel 
of both active and reserve forces. The members of the working group would develop and 
publish criteria for awards recognizing organizations and units that achieve outstanding suncess 
in reconnecting the American people with the military. These awards would be a legacy of your 
reconnect initiative. 

DASD-PA (COMM) James Desler would be the lead agent for coordination, execution and 
providing OSD with updates of activities as required 

RECOMMENDATION: The Secretary of Defense approve this initiative. 

at7 -S C JAN 7 20Do 

Attachment: 
As stated 

APPROVED:  
DISAPROVED 
OTHER: 
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1. BACKGROU 4D: 

In speeches, n 
consistently emph 
military. Through 
the value of inforr 
coastguardsmen — 
at the core of our' 
takes place every I 
ongoing projects a 
Defense and the st 
50th  anniversary c  

eetings an press inti 
isized the importanct 
Jut his tenure at the] 
ung our na :ion about 
highlighting what th4 
afety and security. T 
ay in varic us ways, 
id develop effective 
rvices to ir crease ou 
I the obser ,ance of A  

rviews taro 
of stren gthi 

)epartmc:nt 
our soldiers 
y do an( WI 
iis effon, wl 
hapes ai.d fi 

nitiatives, ti 
reach eflirt 
rmed Fcrce  

ighout the country, Secretary Cohen has 
ning the bonds between America and its 
f Defense, Secretary Cohen has emphasized 
sailors, airmen, marines and 

y their contribution, service and sacrifice is 
tich is commonly referred to as "reconnect" 
'rms. To enhance coordination, support 
e Secretary has directed the Department of 
to the American public leading up to the 
Day. 

Today, fewer 
Fewer reporters, te 
recruiting all the n 
several demograpt 
sufficient exposun 
the nation under tF 
Americans have ni 
every day. A grc 
protects can create 
military members  

nd fewer local or nat 
achers, btu inessmen 
ore challer.ging. Wh 
ic and economic fact 
to and unclerstandin 

e age of 6C has serve 
understaniing of w: 

wing experience and 
disinterest and mistr 
hat the sac -ifices are  

onal ele le( 
have exi Jeri' 
le the d allt 
)rs, the :act 
; of the inili 

in the :nib 
!at their ien 
exposun: ga 
ist on th! 
i't appreciat  

officials have served in the armed forces. 
nced military service — and that makes 
nges to military recruiters can be traced to 
:hat many civilian communities lack 
ary is a contributing factor. Less than 6% of 
ary. This means that the vast majority of 
ice men and women do and accomplish 
) between the military and the population 
rt of the civilians and a sense among our 
!..d by Americans. 

The goal of thi 
awareness among 
and sacrifice of ou 

; initiative .s to stren 
he Americ in public 
• armed for:es. 

;then the bo 
if the ou sta 

ids between military and society by raising 
'ding quality and considerable dedication 

2. AUDIENCES: 

a. External: I Ion-DOD maders of )efensel.IN (. 

b. Internal: L .S. militar) Active al d Reser /e c )mponents, retirees, their families, DoD 
civilians, a sociated contractor I ersonnei . military media outlets. 

3. GOALS: 
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a. Informing DOD personnel about the program and why it is important to "reconnect with 
America." 

a. Importance of humanizing the qualities and accomplishments of individual troops 
with a focus on their connections to communities, families. 

b. Importance of emphasizing the military's positive role in securing peace and 
prosperity to our nation. 

c. Importance of familiarizing America's youth to the benefits to be gained by enlisting 
in one of the services. 

b. Provide the internal audience with the means to help "reconnect." 

5. Communications Points: 

a. The job troops do is important to America. 

(I) Economic prosperity at home is related to the security environment provided by the 
military services. 

(2) Technological advances developed by the military have benefited society. 

(3) Military skills and values translate to productive civilian careers and valued 
community members. 

b. America appreciates your contributions and will support you. 

c. Your leaders are working to improve job satisfaction and quality of life. 

6. METHODS: 

(I) Produce Web specials on "Why We Serve": 
(2) The Military Culture in a Civilian World 
(3) Why we need a military (The Threat), 
(4) The Role of civilians and contractors in today's military 
(5) The Contributions the Military Has Made to technology advancement /civilian 

life 

(2) AFRTS "Leaders" spots and DefenseLINK commentaries by leaders thanking US 
forces for what they do. 

(3) AFRTS spots highlighting why troops believe what they do is important to America; 
why service members joined; why they stayed; also talking about benefits of military service. 

Draft 
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(4) Expanc d Armed :orces Da 2000 c Dye age: 

(a). SecDel ao:epts AFL poster Iron DINFOS creator 

(b). First day s:amp canc ellation 

(c). Full honor; review c >remony at l 'entagon 

(d). Andrews iSB event (President, , •urrentiformer military VIPs) 

(e). Follow-up on other t vents he:d v orldwide? 

(f). Web specii 1 on worl,  iwide evm planned (links to other sites). 

(g). Message fiom Presic ent (Sec Def s speechwriters provide his). 

(5) Provide 
site (Services prov 

(6) AFIS "i 
etc. as supplement  

links to sei vice "her,  les" web sit( s patterned after current "Home for Heroes" 
de hero sitos). 

iternal" Wob site to I rovide easy access to talking points, sample speeches, 
o usual PA channels 

(7) Produce 
appropriate, from: 

1) . 
2) 1r 
3) R 

(8) Publish 
Radio-TV Defense  

television, radio and press stone: and one-minute TV news products, as 

innouncen tents and Press cor fen nces 
terviews ith senior leaders 
:connect aid Armed Forces I ay events 

:ivilian me iia coven ge in the Cu Tent News Early Bird, Supplement, and 
Dialog. 

(9) . Ma :e videotar e recordii gs of DoD 1 riefings in the OASD(PA) studio. 

(10). En Jure speed es by sen or Ieade -5 a e published in "Viewpoint" on 
Defense ink. 

-DRAF' r-
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DOD P LJBLIC kr' ?AIRS PLAN 

Joint P ahlic Olitre ach Initiative 

1. BACKGROU 

Throughot.: his tenure at the De )artmen1 of )efense, Secretary William S. Cohen has 
underscored the in portance cf public st ippon to the success of our armed forces. In speeches. 
meetings and pres: interview., he has e riphasiz !cl t te value of better informing the American 
public about the rc le and mis:ions of ol r servicc: mc mbers by giving greater visibility to what 
they do and why ti eir contribitions, set vice and sac rifice are important to our country. The 
Secretary's messat ,e is part of a broadet military -wi le effort often referred to as "reconnecting 
America with its n ilitary" or simply "n connect " 

Each of tilt military se rvices sta cessfull. / "c innects" with certain segments of society on 
a daily basis — thrc ugh effective corrunt nity reli tic)! s programs carried out both nationally and 
implemented throt gh military bases an installa:ior 3 throughout the country. The Guard and 
Reserve community has also ::uccessful y conveyed the importance of our citizen soldiers to our 
total force in comr 'unities all across ou nation. 

These effoi ts are essertial in he] Ding to k ddr :ss a growing exposure gap many in society 
have with the milit ary. Toda! , with les than sir. pe •cent of the population under the age of 60 
having served in ti• e military, the vast n ajority cf A nericans have little basis for understanding 
what military men and women do and a :compli:h e ,ery day. Fewer reporters, teachers, business 
leaders and others Nho shape the discus ;ion of r  ubl c issues have experienced military service. 
This diminished in .eraction bctween thc general pc)] ulation and its military members 
dramatically affects what is known and Inderstcod . bout those who serve in uniform. and makes 
recruiting in a corr petitive economy an even greater challenge. 

To broader the base o - public ut derstanc ing about our men and women in uniform and 
challenges they face. Secretar i Cohen I-. as direct td t coordinated communications outreach 
effort, with added , mphasis d wing the c pportun p nod leading up to the 50th  anniversary of 
Armed Forces Day on Max' 2( ,, 2000. 1 he effor wi I build on the work that already takes place 
on bases and instal ations thrcughout th countr • as well as identify and reach out to areas under 
served by military )resence. 

2. PURPOSE: T ) focus greater attent on on ir fon ning the American people about the 
accomplishmer ts of U.S. tnilitary m !mbers thro igh a concerted outreach to community 
based organiza ions and lc cal media through the end of May. 

3. GOALS: 

Strengthen the ionds betv een the ni litary ax d s,  >ciety by raising awareness among the 
American publ c of the ou standing ivality and considerable dedication and sacrifice of their 
Armed Forces. 



a. Publicize military contributions to national and international security, and what that 
security means to the American public. 

b. Humanize the qualities and accomplishments of individual service members while 
focusing on their connections to communities. 

c. Emphasize the military's positive role in securing peace and prosperity. 

d. Familiarize youth, and those who influence this generation, to the positive aspects of the 
military. 

4. OBJECTIVES: 

a. To ensure maximum exposure of the military's essential role to both internal and external 
audiences through a robust outreach effort to local and national media outlets. 

b. To increase the American public's knowledge of their military and its members through 
outreach to groups and organizations as well as schools and non-traditional outlets. 

c. To raise public appreciation and support for the military through community-based 
events and activities. 

d. To enhance coordination and communication among the military component 
organizations and associations on projects and initiatives related to public awareness and 
outreach. 

e. To activate current networks and create local synergies to amplify and communicate core 
messages. 

f. To develop common themes and messages to convey to the American public. 

5. KEY COMMUNICATION POINTS: The theme of this initiative is, "The Military mirrors 
America." The theme is built on four core messages: 

a. America's military makes the world better and safer. 

b. America's Military — it's your military. 

c. Service and Sacrifice — the pillars of American Defense. 

d. Yesterday, today, tomorrow — our military mirrors America. 

Dissemination of these messages will be facilitated by the speeches and briefing slides. 
accompanied by a recommended narrative, which will be produced by OSD/PA(Comm) and 
available on the internal web site: htto://outreach.afis.osd.mil/ 



6. AUDIENCES This list s not incl sive, bt t is provided to stimulate thoughts and ideas for 
your local con munity ou reach eft"( rts. 

a. External. 

(1) The A nerican pu )lic. 

(2) Organi zations - F usiness. I 
organi ations, e.g, Boy Sec 

rofessio ial. Civic, Non-profit, Fraternal. Youth 
uts, Girl So iuts. 

(3) Media - School aid Colleg 
broadc ast, and web. 

News. Ent mainment, and Special interest print. 

(4) Key In fluencers - Elected c 
Opinic n leaders. l'arents, B 

fficials (city county. state, regional), Clergy; Educators. 
tsiness Leac ers and Executives, Athletes and celebrities 

b. Internal: 

(1) U.S. Ni ilitary sem ice memt .trs (acti•,e a id reserve components) 

(2) Militai y retirees 

(3) Militai y family members 

(4) DoD c vilians 

(5) Militai y media ot tlets 

(6) DoD Contractors 

c. National C rganizatior s/Associz :ions. S e 1 ab C 

7. METHODS: Develop aitd implerr em plan ; to :ommunicate the goals. objectives and key 
communicatio is points u:ing all va ieties o me Jia (electronic/print/internet), and all 
methods of dit ;et community coma :t. Publ c A ffairs professionals at all levels and in all 
geographic are as should c ontinue ti eir cum nt fforts to communicate with their audiences, 
and should see K to expand their out each. C rea ive thinking is strongly encouraged, but 
Public Affairs profession us should - stay in the r own lanes." that is. they are not required to 
work addition; 1 media in other part; of the ( ow try, but will continue to work media markets 
appropriate to heir geographic locz tion and lcv :1 of command. See Tab D 

8. RESPONSIB LIT1ES: 

a. OASD(PA ): 



(1) OASD(PA)(Comm): Provide overall management and control of Steering 
Committee and Working Group; make regular status reports to the OSD on joint 
public outreach initiatives; provide products to include: 

(a) Talking Points. 

(b) Power point slides. 

(c) Evaluate the overall effectiveness of this initiative in close coordination with 
Working Group representatives 

(2) Directorate for Plans (DPL): 

(a) Draft, staff, publish, and revise as necessary Public Affairs Guidance (PAG) 
concerning the conduct of the JPOI. 

(b) Conduct inter-service PA coordination where appropriate. 

(3) Directorate for Defense Information (DDI): 

(a) Respond to media requests for information regarding DoD Joint Public Outreach 
Initiative activities. 

(b) Distribute media advisories and press releases as required. 

(c) Distribute copies of background and/or amplifying information as required. 

(4) Directorate for Programs and Community Relations (DPCR): 

(a) Assist in coordination of Senior level speakers. 

(b) Provide feedback to DoD speakers. 

(5) Public Communications Directorate: 

(a) Respond to inquiries from the public, industry, academia, and interested 
individuals upon request. 

(b) Analyze print and electronic news media coverage. 

(6) Directorate, Editorial Services will prepare appropriate remarks for inclusion in 
SECDEF/DepSecDef speeches on the conduct the Joint Public Outreach Initiative. 

(7) American Forces Information Service (AF1S): 



fl 

(a) Prc vide analy ;is of ci i ian med a et .veraue in the Current News Earl Bird. 
Su i iplement. znd Radio- TV Del( nse 

(b) Prc duce television. radi and pr t ss 5 :ories. and news products. as appropriate. 
fro n: 

) Announce nents and press cc nfe.  ences. 

2) Interviews with sent IT leader 

3) Joint Public Outreac i Initiati -id Armed Forces Day events 

(c) En: ure pertinent speech, s by senior eaters are published in -*Viewpoint-  tin 
De: enseL1NK 

(d) Pro lucc Web .;pecials. ; approp7iati . on "Why We SCrVe... 

(e) Put lish on De 'enseLINI. JP01-nilatu d commentaries by defense leaders. 

(t) Pro ;ide corner I manage nent for "in zrnar web site to provide eas\ access to 
inft rmatior. e g., talkin! points. iarn "le speeches. etc.. kir Public Affairs offices' 
pro trams. 

(8) Direct( rate for N anageme at: Prov de idministrative support as required. 

b. Secretarie of the Military Del iartments, 1 jnified Commands', DoD Agencies' and 
Reserve C imponent!' Public ffairs 0 Tie,  .s will: 

(1) Providt copies of :iews rele ses. plat s. F AG, etc to DPL as appropriate. Ensure DDI 
is kept nforrned o newswoi thy devt lop nents. 

(2) Submit reports to OASD(PA )(Comrr ). Togress on this initiative will be reported 
througl-  an interna Internet . ite, http or treach.atis.osd.rnil that will enable Public 
Affairs representatives to pr 'vide ba: ic i iformation on press stories, activities, 
commu ity outrea.:h, other i tformati :lated to the initiative and suggestions/ 
comme its. Report due Jun 5. shoLld I iclude information on outreach to all media 
outlets, communit:r groups a id target auc.ienees. This information will be used in an 
after-ac .ion report to the Sec -etary of De 'ense as well as evaluation of the initiative 
and ass :ssment on long-tern directicn. 

(3) Submit informatio .1 on corm iunity re lati in events through an Internet site. 
o  

9. ASSESSMEN C. 



a. Measuring Success. kri electronic form for receiving feedback on this initiative is 
available on the Internet site, littp:i outreach.afis.osd.mil. 

b. Award Program. OSD highly recommends that each service recognize outstanding 
achievers with existing awards programs. OASD (PA) is currently developing an awards 
program to recognize exceptional achievers as appropriate. 

10. Points of Contact. 

a. OASD(PA) Plans POC is 

   

DoD CIV, (703) 695-9528, DSN 225-9528. 

      

      

b. OASD(PA) Joint Public Outreac nitiative Proiect Officer is On  , 
(703) 693-1076, DSN 223-1076 

Tabs: 
Tab A — Final PAG (TBP) 
Tab B — Story Ideas 
Tab C — National Organizations/Associations and their Nationwide Network of Local 

Chapters with Community-Based Programs 
Tab D — Media Markets and Community Outreach 



DOD P JBLIC tF1 'AIRS PLAN 
Joint P iblic Ortre ich Initiative 

Tab A• Public tit irs Guidance 

Subject: Public A *fairs Guiclince on Si CDEF': Jo nt Public Outreach Initiative 

I. References: 01 AITTED 

2. This message i.rovides public affair; guidan:e r :garding the SECDEF's Joint Public 
Outreach Initit Live. 

3. The public aft irs posture is ACTI\ E. 

4 In responding o query, cc mmander and sp<)ke persons should incorporate the following 
theme in their :onununicttions witt both iniem..1 and external audiences: "The Military 
mirrors Ameri. a." The tl.eme is bu It on foil-  cc re messages. 

e. America's military mi.kes the arld better a id safer. 

f. America's Vtilitary t's mu: n ilitary. 

g. Service an Sacrifice - are the I illars of Arm erican Defense. 

h. Yesterday, today, torn arrow - o ii milita y n.irrors America. 

5. Questions anc answers. :TBD) 

Ql. What is thi cost of this initiativ. ? 
Al. There is n( expenditwe of fund; and thi is tot Congressionally mandated. It is simply 

an extensi( n of currer t efforts a id a me; ns o coordinate and enhance current programs 
and identif i new opportunities ; nd venues t communicate with the public. 

Q2. What is "n connect-  and how is it related to this initiative'? 
A2. "Reconnec :" is often - ised to de .cribe ef 'on by the Department of Defense to reach 

beyond no mal consti uent grou as/c1ient3 - while at the same time bringing greater 
support an l further eriphasis or current out each and awareness efforts. The Joint Public 
Outreach I iitiative (J1'01) capn res the spin i of "reconnect" and is an extension of 
current eff iris and a way of coc rdinatini; an I enhancing ongoing programs. 



Q3. Why is it important to connect with these segments of society? 
A3. The men and women who make up our military mirror the men and women in our 

society. Logic suggests that a diminishing connection with society results in less interest. 
empathy and appreciation of our military and its place in our society. It is vital that 
everyone has a better understanding of our military and feels a connection. This 
potentially has significant benefits in terms of renewed appreciation for public service 
and patriotism, as well as acknowledging service and sacrifice. People in the military 
benefit from greater appreciation and understanding of their work. Those not actively 
serving gain from greater exposure to the inspirational men and women who do serve. 
We want all citizens to recognize and value their national security and not take it for 
granted. We also wish to honor the men and women who take the extraordinary risks 
that guarantee our freedom. 

Q4. Do you really think this will make any difference? 
A4. We do not expect to alter social dynamics or demographic facts, nor force any value 

judgements on society, the military culture or the effectiveness of the all-volunteer force 
We need to recognize and acknowledge that a gap between the military and societ). 
exists, and that we can address this incrementally through specific programs initiated at 
the cornmunity level. 

We believe this program is an important first step in closing a perception gap that we 
believe exists between our military and our society. Rut it is only a first step. Part of the 
value of this program will be in creating local synergies among community leaders, 
groups and associations and leaders in other walks of life who have a link to our military 
— not only in communities near military bases, but in cities and towns with no direct 
military exposure. 

Q5. What initiatives or projects arc you talking about? 
A5. We're talking about an enhanced outreach to traditional and non-traditional audiences 

through the media and key groups and associations. These should be targeted and 
support/complement ongoing efforts. It also includes a greater outreach through events 
and speeches by senior leaders — both civilian and military. The Services — through their 
bases and installations — are only one element in the outreach effort, we are also calling 
on others — community leaders and known individuals to help amplify our message. 
Additionally, we are looking at generating greater exposure to special events and 
developing additional grass-roots community activities: 

Q6. How does this initiative relate to the ongoing efforts in recruiting? 
A6. Recruiting is an important element of all that we do, but this initiative is not directly 

connected to recruiting. Rather, it is to create a greater understanding of our military and 
the critical role it plays. We hope this outreach can have an indirect but positive effect 
on recruiting by raising the awareness and understanding of those who may be interested 
in serving our country. 



Q7. Isn't this jitst a propai;anda carr paign or be ialf of the military? 
A7. Quite the contrary. it s a way IA create na ional dialogue carried out in each 

communit:'. This is rot meant o create spe ific support for individual initiatives or 
activities/r rograms. It is a broa messa;te ti at can inform on the specifics and raise 
general aN; ireness This camps ign folic ws he spirit and letter of the OPA "Principles of 
Informatio the policy of thc Departr len of Defense to make public. through 
Congress nd the nem s media. ; ware of and understand the facts about national securit) 
and defens strategy. 

6. Points of Con act: 

OASD(PA) Plans 30C is Mr John Co( per. DCD C IV, (703) 695-9528, DSN 225-9528, 
iohn.cooperApsd. ientagon.n il 

OASD(PA) Joint l 'ublic Outr:ach Initi; 
693-1076, DSN 2: 3-1076. nahaku.mcf 

OASD(PA) Medis POC is Lit Cather 
catherine.abbott@ isd.pentag!in.mil  

tive Pro ect Officer is Maj. Nahaku McFadden. (703) 
iddenes ientagon.mil  

ne Abbc tt. (703) 697-5134. DSN 227-5134, 

j 



DOD F UBLIC AF FAIRS PLAN 
Joint I ublic 0 ach Initiative 
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d. Honoring local heroes. (Hero box (special seating) during Armed Forces Week events - 
or local hero of the vmek for print or television news.) 

4. Message: Yesterday, today, tomorrow - our military mirrors America. 
Story Ideas: 

a. Use demographic data to show how present military reflects America available on the 
intemet sites: 

(I) Internal: http://outreach.afis.osd.mil/ 

(2) External: httn://,hww.defenselink.mil/specials/outreachpublic/ 

b. Use facts and figures to describe the average/typical member of the military available on 
the Internet sites --

 

(3) Internal: http://outreach.afis.osd.mil/ 

(4) External: http://vwu.defenselink.mil specials‘outreachpublic • 

c. Pride, Tradition, and History of Military - individual cities and towns have strong 
military traditions, and that tradition is alive and well today. 

d. What challenges will the soldier, sailor, airman, marine, coast guardsman of tomorrow 
confront. 



DOD I' CBLIC AF ;AIRS PLAN 
Joint F ublic 0 itri ach Initiative 

Tab C Nati' ,nal Or ani rations/Associations 
and their Natio 'wide N etw )rk of Local Chapters 

with Co nmuniti-B ised Programs 
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cement program in the local schools would 
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which military members are proficient. 
ncils offer opportunities for military 
t matter experts to assist scouts in earning 
vival to first aid to culinary skills. Many 
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: understanding about what they do and why 
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mentoring program 
for the indigent el( 
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Many national civ c. business, veterans profess on I, youth and other organizations and 
associations have I 3cal chapttrs which onduct ,:orr munity-based programs. A representative 
list of these nation (I organiza ions is pr ivided helo‘ ;. Information about these organizations' 



programs, which are implemented by chapters at the local level, can be found at their Internet 
web sites, usually under the category and specific title of the organization. 

DoE) public affairs officials will initiate contact with many of these organizations at the national 
level and, through the web site, will provide updates on agreements and activities with individual 
organizations that may provide special opportunities at the local level. 

1. Veteran-Service Organizations 

• American Ex-Prisoners of War, Inc. 

• American Legion 

• American Veterans of World War II, Korea and Vietnam (AM VETS) 

• Blinded American Veterans Association 

• Catholic War Veterans of the USA 

• Daughters of the American Revolution 

• Disabled American Veterans 

• Disabled American Veterans Auxiliary 

• Jewish War Veterans of the US 

• Military Order of the Purple Heart of the USA 

• Paralyzed Veterans of America 

• Veterans of Foreign Wars of the United States 

• Vietnam Veterans of America 

2. Military-Related Associations 

• Air Force Association 

a Air Force Sergeant's Association 

• Association of the U.S. Army 

• Fleet Reserve Association 



• Marine Corps _eague 

• National Asso :iation for iniformel Service s 

• National Guar I Associati 3n of the Jnited S ate 

• Naval Enlistec Reserve A ssociatior 

• Naval Reserve Associatic n 

• Navy League of the US 

• Non-Corruniss oned 0ffi ers Assoc iation 

• Reserve Office rs Associa ion 

• Retired Enlist e d Associat on 

• Retired Office s Associat on 

3. Civic/Busines ; Organin tions 

• American Assi iciation of Retired Pt rsons 

• American Mar ceting Association 

• American Soci my of Newspaper Ec itors 

• Benevolent an I Protective: Order of Elks (B:'01 ) 

• Kiwanis Intern ational 

• Lions Intemati mat 

• National Conn act Management As: Dciation 

• National Coun :il of Chun :hes 

a National Defer se lndustri al Associr tion 

• National Leap e of Cities 

• National Sheri is' Associiition 



• Rotary Club International 

• U.S. Chamber of Commerce 

4. Educational/Youth Organizations 

• Association of American Universities 

• Boy Scouts of America 

• Boys and Girls Clubs of America 

• Girl Scouts of the USA 

• National Association of Elementary School Principals 

• National Association of Secondary School Principals 

• National Association of Partners in Education 

• National Federation of Teachers 

• National Library Association 

• Young Men's Christian Association (YMCA) 

• Young Women's Christian Association (YWCA) 

• Parent Teachers Association 



DOD P JBLIC 4.F: 'AIRS PLAN 
Joint P iblic Otitre ich Initiative 

Tab T - Media Markets anc Cornmunit Outreach 

1. Media Market! 

a. Print. 

(1) Major hily New:papers - 'very major tewspaper should be contacted and a 
units/0 ganizations should 1-  ave goal of 'Inc - pro-active" story placement during the 
month see story i leas). 

(a) Op Eds - one )laced du.  ing the ioon .h of May. 

(b) Edi :orial boards - one c: .11 to edi on; 1 writer pitching idea. 

(2) Week]: Newspapt:rs - goal )f one aiticl should be placed to all weekly newspapers 
in geog raphic area. 

(a) Ma ;azines - p:tches to r iagazines or overview story of military in your region 
(stc Ty ideas). 

b. Radio. 

(1) Tal : Shows - ippropriai : talk sh 3W! should be approached to dedicate one to two 
sho .vs on posi•ive milita -y issues - v ith guests offered. 

(2) Ne,  is shows - approach with nel vs i.  ems and special feeds/interviews. 

(3) Put lie radio - approach vith twc sto -y ideas for local coverage. 

(4) Put lic Service Announc :ments ( ). 

c. Televis on. 

(1) Nel - approach all loc; 1 televis.on -iews for special features on roll of military 
in ii cal commit-1141=p iasize gt our coverage of any and all community events. 

(2) Spe :ial shows - pitch sp .;cial on -ale of military. 

(3) Sat( Bite televi:ion - loci 1 efforts wil be supplemented by national feeds. 

d. Speciali y media. 

Li 

11 

1 

3 

1 



(1) Internet. 

(2) Newsletters. 

(3) Ethnic media. 

2. Community Relation Event Ideas. The following are effective programs and activities that 
are currently being used by the services and the Guard and Reserve communities to generate 
local support and enhance understanding among citizens. This list is by no means 
comprehensive but serves as a starting point for a clearinghouse of effective outreach 
programs (both military and community) that help strengthen the bonds between the military 
and the general public. While the list can also serve as a springboard for ideas on programs to 
expand interaction between service members and the community, military-initiated programs 
which use military equipment, people and other resources for public activities should always 
be coordinated through the chain of command. 

Adopt-a-School: Tutoring and mentoring program 

Bell-Scott Committee: Organizations of business leaders and officers from Scott Air Force 
Base who come together on a monthly basis to discuss concerns, challenges and opportunities 
facing both communities. 

Breakfast with the Boss: opportunity to develop a positive relationship between ad reservist's 
boss and his/her commander. 

ChalleNGe program: a preventive rather than remedial youth-at-risk program. targets 
unemployed drug-free and law-free high-school dropouts, 16 to 18 years of age. Core 
components of the program are citizenship, academic excellence (GED/high school diploma 
attainment), life-coping skills, community service, health and hygiene. skills training. 
leadership/followership, and physical training. The five-month residential phase is followed b), a 
year-long mentoring relationship with a specially trained member from each youth's community. 

Christmas in April: renovation, repairs and landscaping of homes of needy citizens 

Feed the Homeless 

Friends of the Library: provide support and personnel to move books. 

Goodwill Good-turn Day: provide trucks and personnel to help with donation drive. 

Honorary Commanders: prominent leaders are invited to interact with units to foster better 
understanding between the military and civilian communities. 

Lite-all program: lights illuminate a high-crime block to allow residents to reclaim 
Neighborhood. 



Nuisance Abaten ent Task Force: abE ndoned iou ;es used for illicit drug activities are boarded 
up. 

Prayer Breakfast military aid clergy went. 

Shadow Program follow mu litary per: on for a da., I guardsmen at civilian position also 

STARbase progr. im: pro2ran for you h ages 6 thr iugh 18. is aimed at improving math and 
science skills. The program starts at the elementary ichool level in order to attract and prepare 
students at an earl: age for careers in ei gineerir g a id other science-related fields of study. The 
program principal] y exposes i.t-risk chi dren anc thc ir teachers to real world applications of math 
and science throug expeneni ial learnii g. simulatio is. and experiments in aviation and space-
related fields. The program al 30 addres: es drug Ise 3revention. health, self esteem. and life skills 
within a math- anc science-b sed progr irn 

Tours: 

Air Force: Cii ic Leader "sours 

Army: Civilia i Aides to the Secre :ary of the . krmy (CASA) 

Joint Civilian Orientation Confer mice — 6) na• tional opinion leaders a year given week-
long exposure to tt day's milii ary. 

Marine: CAP: :X fire power demor stratiom 

National Guai d: Boss lifts: flights and bast on :ntation for employers to better understand 
the military and wl at their err ployees raditioruil n: tional guardsmen) do on their drill weekends 

Navy: ship em iarks 

Youth Conservati 3n Corps: a prevent: ve rathe • th: n remedial, youth at risk program. targets 
drug-free and law- ice unempioyed higl school iro louts. 16 to 18 years of age. The six week 
residential progran , is conducted at Nat tonal Gt aid bases. Core components are citizenship. 
preparation for a G ED/High School dip oma, :-cc ding skills. community service, health and 
hygiene, skills trail .ing, leadeiship/follo vership. anc physical training. 
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