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PURPOSES AND OGBJECTI VES OF THE LEAGUE

To pronote an interest in maritine affairs generally
t hr oughout Canada.

To prepare, publish and dissem nate information and
encourage debate relating to the role and inportance of
maritime matters in the interests of Canada.

To pronote, organize, sponsor, support and encourage the
education and training of the youth of the country through
Cadet movenents and other youth groups wth a maritine
orientation, and through the provision of recreational
opportunities and training, to pronmote the physical and nental
fitness of the boys and girls participating in the Cadet
Progr ammes.

To hold conferences, synposiuns, and neetings for the
di scussion and exchange of views in mtters relating to the
obj ects of The League.

To assist and aid by the establishment of foundations,
schol arships or bursaries those who take part in the youth
activities of The League for their education and advancenent
as my be deened necessary by the National Council of The
League.

To collect, receive, invest and hold funds and property
fromvoluntary contributions subscriptions, gifts and | egacies
for the objects of The League, or such of them as the donors
may direct.

To raise funds as nmay be deened necessary, for the
wel fare and benefit of seanmen, for their dependents and for
Seanmen's Hones, Hostels and other institutions in Canada,

including the establishnment, operation and maintenance
t her eof .
To co-operate, as directed by National Council, wth any

ki ndred society having either in whole or in part, conparable
obj ects to The League.

To do all such other lawful things as are incidental or
conducive to the attainnment of the above objects; provided
always that it shall be a fundanental principle of The League
that its objects, nenbership, managenent and conduct shall be
absolutely unconnected with and free fromall party politics.



| NTRODUCTI ON

1. The Public Information and Media Relations Handbook is
designed to assist Divisions, Branches and National Office as
well as sponsoring commttees in neeting the challenge of
effectively reaching the public with the story of Cadets.

2. Everyone in the Cadet organization shares in the
responsibility for public relations and information; the
Canadi an Forces, the Leagues, local sponsors and the Cadets
t hemsel ves.

3. This handbook has been presented in an easy to follow
format for the individual who has Ilittle or no public
rel ati ons experience. It is designed to facilitate the

responsibilities associated with operating a successful Cadet
Cor ps.

4. VWhile admnistration for the public relations and
information program can and should be delegated to a capable
i ndi vi dual , it is ultimately a command responsibility.

Therefore, the Conmmanding Officer of the Corps nust be kept
fully informed of all activities.

5. You are encouraged to use your initiative and imagination
in creating a successful public information and relations
envi ronment for your Corps.






SECTION 1

GETTI NG STARTED

1. All  Navy League Cadet/Wenette and Royal Canadian Sea
Cadet Corps should appoint one person to coordinate all Corps
publicity. Where possible the appointed person should becone
acquainted with nenmbers of the press, radio and television
within the area of influence for their Corps.

2. All  RCSC Corps should establish a working relationship
with the appropriate DND Public Affairs O fice and their
support Base Information O ficer.

3. Al'l Branches should appoint one person to coordinate all
RCSC and NLC/W Corps publicity. In the case of NLC/W Corps
this person would be the contact for authority to release
i nformation.

4. Contact with the nedia should be personal, whenever
possi bl e. It is only too easy to discard inpersonal news
mat eri al . Larger nedia outlets receive dozens of unsolicited

news releases that get discarded because the receiver had no
personal contact with the contri butor.

5. The public relations person may be a Corps staff nmenber
or a menber of the Branch. He or she should al ways keep both
t he Corps Conmmanding Officer and the Branch President informed
of all activity. Copies of all news releases and newspaper
clippings or scripts should be sent to both the respective
Area of Regional Cadet Detachnent and the League Division
of fice.

6. Now that you have a public information person, let's
start.

VWhat Do We Publicize

7. Remenber that the nedia is in the business of supplying
news. What is cadet news?

Annual | nspections

El ection of Branch Officers

Cadet Pronotions

Corps Officer Pronotions

Awar ds

Community Service Projects

Training Events

Sunmer Canp Sel ecti ons

Sunmer Canp Achi evenents (Shooting Awards, Top Cadet
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Awar ds)
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Speci al Guests (Speakers, Inspecting O ficers)
Fund Rai si ng Events
Citizenship Tours
Cor ps Acconpl i shnment s (Di vi si onal , Regi onal
Nati onal, Local)
n) Corps Social Events
0) Sports Events and Contests

3Z2Z2

Know Your Story

8. VWhoever is assigned to the public relations function
shoul d know the product. The public relations person should
know the history and acconplishnents of the Navy League, the
Corps (RCSC and NLC/W applicable) and Cadet organization and
they should have a clear understanding of the aims and
obj ectives of both the RCSC and NLC/W programs. As well, know
how the Navy League/ Canadian Forces partnership works in
relation to Sea Cadets. They should be able to answer
guestions regarding all aspects of both the NLC/W and RCSC
organi zations and their Corps.

Know Your WMar ket

9. The market for your Corps may be an entire city or it may
be a "nei ghbourhood".

10. Define your market as the geographical area where nost of
your cadets reside. It is in this area that your publicity
efforts should be centred.

11. ldentify the media in the area:

a) Community Newspapers;

b) Community Flyers (shoppers);
c) Cable Television System

d) Radio Stations;

e) Television Stations; and

f) Maj or Newspapers.

12. Corps in nmetropolitan areas have a different and perhaps
nmore difficult time in getting news releases published or
br oadcast ed. However, there are often community nedia that
serve portions of the entire area.

13. Basics for publicity:

a) assign one person from your Corps or Branch to act
as medi a contact;

b) make a nedia contact |ist of the nedia you are
interested in wusing wth proper nanes, address,



t el ephone nunber, facsimle nunmber and contact
person. Make sure this is updated annually!;

1-2

c) contact the nedia to learn their policies in
accepting news releases (i.e. deadlines). Sonme
nmedi a have "community service" hand-outs describing
the service avail abl e.

d) be pronpt in neeting deadlines;

e) be neat and correct in your news releases. Type,
erase and correct errors. Do not wuse carbons,
except perhaps as your own file copy, and double
space the text;

f) be accurate. Check dates, names and correct
spel ling before you subnmt copy;
g) be innovative. Don't be afraid to nmke suggestions

if you honestly believe you have a workable idea.
Medi a peopl e wel conme original ideas;
h) be appreciative of all space and tinme given to your

Cor ps. Wite "Thank You" letters to reporters,
editors and nmanagers who have hel ped;

i) treat all nedia of inmportance to you fairly, and
give themthe same material at the same tinme; and

i) trust your news contacts. If they don't use your
story this time, that's their prerogative. Don' t
argue or be concerned. Keep providing good news
rel eases and you will get your job done.

VWho To See

14. Large City Dailies - get the name of the Editor who can
best use news of the Cadet prograns. It may be the "Youth
Editor" for instance.

15. Small City Dailies - your initial contact is likely the
City Editor. You may continue to deal with this person unless
directed ot herw se.

16. The conpetition for space in daily newspapers is so great
that you will probably never get all the news that you want in
print. The weekly newspapers and advertising flyers that
serve suburban areas and smaller comunities are nore |ikely
to run your releases and give you nore space for photos and
news features.

17. Weekly Newspapers - again your initial contact nmay be the
City Editor who, depending upon the size of the enterprise,
may be the primary contact.

18. Radio Stations - |ike newspapers, they vary in size in
relation to the community they serve. The average radio



station has staff divided into three areas: pr ogranm ng;
news; and sal es. It may be necessary for you to have nore
t han one contact person at the radio station. The people you
should be aware of are the Manager, the Program Manager or
Program Director and the News Director. Large stations night
have Public Service Directors or perhaps a Pronotion Manager.

19. Television - generally the same as for radio.
20. Cable Television - the Community Program Manager.
21. Your materials my be delivered in person, by nmail,

courier, or "FAX" machine. Most media use facsimle. Get the
medi a's "FAX" nunber if you have access to a nachine.
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SECTI ON 2
THE NEWS RELEASE
1. News rel eases should be typewitten
2. Use 8 1/2" x 11" paper. Never use onion skin. When
possi bl e use letterhead for the first page.
3. Be sure to keep a copy of every release you send out.
4. Leave larger than normal margins on each side of the
paper, or two inches on the left of the story.
5. | ndi cate whether the itemis for imediate release or a
specific rel ease date.
6. Wite a heading for your story that wll catch the
Editor's attention.
7. Always try to use present or future tense.
8. Doubl e space the text, use one side of the paper only and
i ndent paragraphs seven spaces. (Doubl e spacing is inportant

as it leaves roomfor Editor's notes to the typesetter.)

9. I f your story runs nore than a page (and it shouldn't),
wite "MORE" at the bottom

10. When witing your story try to answer what news people
call the five "Ws (sonetinmes this wll not be possible or
even necessary):

a) WHO i s invol ved;

b) WHAT i s happeni ng;

c) WHERE is it happening;

d) WHEN i s it happening;

e) VWHY is it happeni ng; and
f) HOW if it applies.

11. It is inportant to get all these "Ws in the first
sentence or two. The first paragraph is the "lead" of your
story.

12. Each succeeding paragraph of your story should be of
decreasi ng inportance. This way, if print space is limted



and your news release edited, your main points will still be
i ncl uded.

13. Use short words. Wite short sentences and short
par agr aphs.

14. Be brief. Try to do your story on one page.
2-1
15. Include the nane and tel ephone nunmber of your publicity

person or nanmes of persons who can give further information at
t he bottom of the page.

16. Your news release does need to be a work of art. It
shoul d be neat, logical and legible. |If you are unconfortable
writing prose, provide the story in point form allow ng the
reporter to ask questions that will flesh out the story.

17. Regardl ess of how el aborate or sinple your news release
is, make a follow up tel ephone call. Ask if the rel ease has
been received and determne if further information is
required.

18. In areas that are under the regulations of the Oficial
Languages Act, news releases nust be bilingual. (This may not

be practical but, if possible, do it.)

19. Include background information in the final paragraph of
your news release. State how many years your Corps have been
part of the community. Cl ose by saying that over 10,000 Sea
Cadets and 3,000 Navy League Cadets/Wenettes are at present
experiencing the challenge and values of the Cadet novenent
whose ains are:

in the case of Sea Cadets -

a) develop in youth the attributes of good citizenship
and | eadership

b) pronote physical fitness, and

c) stinmulate an interest in the activities of the
Canadi an Forces, and

in the case of Navy League Cadets/Wenettes -

a) to give young girls and boys nental, naval and
physi cal training, and

b) to develop patriotism good citizenship and a sense
of duty, self respect and respect for others,
conmbined with

c) di scipline in a Naval environnent.

20. At the end of your text use -30-. This assures the



receiver that this is the end of your news rel ease and that no
pages are m ssing.
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SECTI ON 3
THE MEDI A
Radi o
1. Private radio stations in Canada nmake their income from
the selling of advertising inventory. How a radio station
meets its public service commtnent varies from station to
station. Stations are not obligated to give away free
adverti sing.
Communi ty Cal endar
2. Many radi o stations have sone kind of community cal endar
or "bulletin" board. As the nane inplies this feature is
designed to pronote events that are to take place in the
community. Announcenents may be up to 20 seconds in |ength.

Items are usually broadcast throughout each day and used in
rotation with all itens.

News Br oadcasts

3. Al'l radio stations have newscasts. The newsroom shoul d
be on your nmedia list for news releases. Get to know the News
Director (at |east by telephone) at each radio station you are

interested in. News, in its sinplest form 1is an occurrence
or event of interest to the general conmmunity. The
announcenent of an event to conme may not be considered news
until the day it is occurring, but the result of the event
should be followed up for coverage as well as issuing the
initial news rel ease.

4. Consi stency is the key to maintaining good relationships
with your radio stations. If your Corps is actively involved
in the community, keep all its news in front of the comunity.

Do not just report when soneone feels |ike calling.



| nt er vi ews

5. Radi o stations offer interview prograns. | ntervi ews nay
be three mnutes, five mnutes, 10 mnutes, 15 mnutes or
per haps one-hal f hour or an hour on an open |ine show. Do not
shy away from the opportunity to be interviewed. An interview
on radio is like any other conversation. Just answer the
guestions and tell your story. You should, of course, be well
prepared and know your material before you arrive at the
station. No one expects you to be a professional broadcaster,
but you should be a good source of information. And snile; it
wi |l make your voice warmer and nore interesting.

3-1
Tel evi si on
6. VWhen you distribute a news release to newspapers and

radio stations, always include the television station that
serves your community.

7. Unless there are television comrercial nmessages on the
Cadet progranms available from your League, your involvenent
with television will Ilikely involve an interview, or short
news item Be prepared and be yourself.

8. Don't forget your cable television system The conmunity
progranm ng channel can be very useful in telling the story of
t he Cadet prograns. Most cable conpanies have a "Message

Board" service which can be wused for promotion of special
events.

9. The television station nay wish to video tape sone cadet
activities that can be used as part of an interview program
Wel cone their assistance.

Phot ogr aphs

10. An interesting picture will add inmmeasurably to a story's
i npact. Photo space in a newspaper is at a premum soO submt
only clear and sinple photos:

a) nmove in close and focus on the subject, focusing the
pi cture on the smal |l est space wi thout clutter;

b) action shots where people are doing things are the
best and ingenuity is necessary to not produce just

another "grip and grin" photo. It is possible to
"pose" good action shots;
c) filmis quite inexpensive. Shoot as many pictures

as you can so you have sone choi ce;
d) don't waste nobney on |arge prints. In nost cases a



4" x 5" print is adequate;

e) phot ographs should be well focused and contain |ots
of contrast. Col our prints are okay, but black and
white are better;

f) don't forget, photographs may be sent to television
stations; and

g) the Departnent of National Defence Public Affairs
office is available to provide expert advice on
phot ographi ¢ conposition. Do not hesitate to ask
for this advice.

The Caption or Caption Story

11. The caption gives the reader additional information about
the story told by the picture.

3-2
12. ldentify all persons fromleft to right who are pertinent
to the picture. I f your photograph is supported by a news

rel ease, the "lead" of the release should caption the picture
answering the five "Ws and continue with the detail of the
story. \Whether or not your photograph is used, do not expect
it to be returned.

13. |If you are mailing photographs, do not use paper clips or
staples and provide protection wth a good cardboard
stiffener.
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SECTI ON 4

OVERCOM NG THE MYTH

1. Branches and Corps staff should use every opportunity
available to dispel the too common m sunderstanding that the
goal of the Cadet Myvenent is to train young people for future
conbat activity in the Canadi an Forces.

2. The best way to answer this criticismis to quote the aim
of both Navy League Cadet/Wenette and Sea Cadet prograns:

a)

b)
c)

d)

e)

develop in youth the attributes of good citizenship
and | eader shi p;

pronmot e physical fitness;

stinmulate an interest in the activities of the
Canadi an For ces;

to give young girls and boys nental and naval
training

devel op patriotism good citizenship and a sense of
duty, self respect and respect for others, conbined
with discipline in a naval environnent
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SECTI ON 5

THE LEAGUE/ CANADI AN FORCES PARTNERSHI P

1.

2.

Al ways include reference to the League and the Canadi an
Forces/ Departnment of National Defence.

You may do this by stating:

a)

b)
c)

d)

"Sea Cadets are sponsored by The Navy League of
Canada and supported in partnership wth the
Canadi an For ces (or Depart ment of Nat i onal
Def ence) ";

"NLC/W Cadets are totally sponsored by The Navy
League of Canada";

"Sea Cadets are a national youth organization for 12
to 18 year olds, run in partnership by The Navy
League of Canada and the Departnent of National
Def ence (or Canadi an Forces)";

"Navy League Cadets/Wenettes are a national youth
organi zation for 10 to 12 vyear olds run and
supported entirely by The Navy League of Canada".



SECTI ON 6
MANAG NG A CRI SIS
1. | f you have a cadet seriously injured or killed, there is
usual ly no choi ce about whether or not you speak to the nedia.
News people will get the story anyway (with or w thout your

hel p), so give it to them yourself, correctly. The follow ng
are points to renmenber:

a) desi gnate one spokesperson to deal with nedia. The
Commanding Officer should probably take personal

char ge;

b) inform your higher headquarters immediately and
update themregul arly;

c) i nform your support base Information O ficer and/or

the Departnent of National Defence Public Affairs
O fice and/ or your Navy League Branch and Divi sion;

d) prepare a sinple factual news rel ease including only
factual information. Never specul ate as to cause or
details. Content of releases nust be reviewed by
the support base Information Officer or Departnment
of Nat i onal Defence Public Affairs office/ Navy
League Division prior to rel ease;

e) do not release nanmes of wvictins until next of kin
are informed. Respect personal privacy. Do not
rel ease personal information |ike honme addresses or
phone nunbers;

f) keep a log of information that has been rel eased,;

g) never speculate about the <cause, the amount of
damage, or the effect on your Corps. These facts



will be established by the summary investigation,
the police, and/or other officials and should only
be rel eased after the investigations are conpl ete;

h) the media wll check all their own sources -
hospi tal s, fire departnent, police, Wi t nesses,
nei ghbours, and any others who can give inpressions.

You can forestall hearsay information from being

reported by providing anple and clearly accurate
information as quickly as possible; and

i) provide for regular updates and follow up coverage
to build trust and confidence.
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SECTI ON 7
RECRUI TI NG

1. Publ i c activities to recruit cadet s are t he
responsibility of the League and the | ocal Branch.

2. However, recruiting and retaining cadets is the positive
result of the team work and co-operation of the League, |oca
Branch and Corps staff, along with the enthusiasm of the
cadets.

3. Success in recruiting cadets is a result of a conbination
of public relations and public information.

4. To recruit cadets you nust "SELL" the programin the sane
manner as any marketer sells a product. When cadets cone in
your door, you nust reinforce the "sales pitch" and the
"price" of participation (regqul ar at t endance, dress,
deport nent). Then you MJUST deliver the product to those who
enrol .

5. Recruiting cadets is a marketing program
Reachi ng the Market

6. When advertising the Cadet progranms to attract young
peopl e, your nethods should be efficient and direct. You can
waste considerable time and effort if you don't target vyour
nmessage:



a) young people are wusers of the electronic nedia,
tel evi sion and radi o;

b) young people read newspapers very selectively: novie
listing; com cs; television schedul es; sports pages;
yout h pages; and hel p want ed ads;

c) young people go to school and spend time in shopping
mal Il's, recreation centres and arcades; and

d) visible mnorities nmay be reached through ethnic
conmmunity organizations, native band offices, or
religious groups.

Radi o Commerci al s

7. Most radio stations are interested in assisting community
organi zations. Included in this book are sanples of 30 second
radi o conmercials and shorter material to be used as announcer
"ad lib" coments or as "community bulletin board" itens.
This material should be used if possible from md August to
m d Septenmber at | east. If you can have it wused |onger,
great .
7-1
8. Corps in netropolitan areas should first contact the

"popul ar nusic" or "rock" stations. Teenagers listen to radio
at breakfast, after four in the afternoon, and on weekends.

Corps in smaller communities with four or fewer |ocal radio
stations should contact all of them

9. You mght also be invited to participate on the air by
way of interviews and news stories. Accept all the help you
can get.

10. GCenerally, a cadet Corps wll be eligible for public
service time if it is policy at the station. You nay be asked
to pay or you mmy offer a small honorarium for service.
Remenber, if you pay for advertising in one nedium you shoul d
be prepared to pay in another.

Pri nt

11. |If you propose to use "display advertising" in

newspapers, request to have the ads placed where teenage
readership is nost |ikely.

12. School yearbooks are also a great place to advertise and
solicit enrolment in Cadets.

Tel evi si on



13. Much the sanme as for radio. Contact your League
representative to determne if there are any prepared
tel evision announcenents that can be tagged wth |oca
information of tine and place of parades.

14. Sone television stations have conmmunity service features
t hat wil | provide short announcenents  of events and
activities.

15. You may be invited to participate in interview prograns
or news stories.

Cabl e Tel evi si on Comruni ty Channel

16. The "nmessage board"” service of your Cable TV system is
free and a good nmethod to broadcast news of recruiting or

Cadet community service activities. The cable system will
provide you with a form to submt your nessage. You are
l[imted to about seven lines of 31 characters, including
spaces.

17. The Cable Television Channel in your conmunity may be
interested in attending one of your weekend exercises or
weekly parade nights. Contact the Program Manager to see if

they would consider any  of your upcom ng activities
newswort hy.
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18. A Cadet video can also be aired on Conmmunity Cable
stations. However, nost stations prefer to have footage from
the |l ocal community whereas the video was probably filnmed in
| ocations across Canada.

Posters

19. Posters should be displayed where teenagers wll see
t hem shopping nmalls, arcades, libraries, community centres,
and schools (with perm ssion). Be sure to add the infornmation
of where, when and Corps nanme to the area provided. Posters
should be left up year-round, if possible, and replaced if

danmaged or renoved.
Cadet s

20. Many Corps have devised programs that involve the cadets
t hensel ves, i.e. "Bring a Friend" par ades, schoo
presentations, new recruit nights, recruiting displays at
shopping nmalls, and other activities that allow cadets to talk
to their non-cadet friends about the program

21. Just as you expect a consunmer product to perform as



advertised, your Cadet Corps nust neet the expectations of
those who are attracted to it and "buy" the product through
enr ol ment.

22. NO AMOUNT OF ADVERTI SI NG OR PUBLI C RELATI ONS W LL MAKE UP
FOR A PRODUCT THAT DCESN T DELI VER

League Materials and Specialty Itens

23. The Navy League has nmaterials to assist you wth
publicity. These include League Handbooks, Public Rel ations
CGui del i nes, Background Information (History), Brochures and
Post ers. Work with your |ocal Branch or contact your League
Di vi si on Headquarters directly.

24. Specialty items like pins, T-shirts, hats, jackets, ties
and decals wll also raise the profile of the Cadet
organi zation when worn by Cadets, sponsors, and those
i nterested.

25. Corps T-Shirts, golf shirts, sweatshirt, sweaters and
wi nd breakers are also great travelling billboards for your
Corps and the program

26. A sign on the building you neet in displaying the tine
and day of your parade is val uable.

27. Bold print for your white pages tel ephone listing isn't

expensive and will create interest.
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SECTI ON 8
SPEECHES
1. Speeches are one of the nost wdely wused neans of

publicizing the ainms and objectives of the cadet novenent.
Service clubs, home and school associations, Cadet and parent
banquets, and simlar gatherings provide alnost wunlimted
opportunities to speak about cadets.

2. For t he gui dance of speakers, League Nat i ona
Headquarters has prepared background materi al regar di ng
hi story and acconplishnments which can be obtained for the
aski ng.

3. You may find that senior cadets will prove to be your
nost effective speakers, and this applies particularly to
t hose who have conpl eted Exchange Visits, Senior Courses, etc.



Offer your speaker's services early, for nmany program
chai rpersons make up a whol e year's schedul e before the season
starts.

4. Remenber to keep in mnd the Ten Conmandnents of Public
Speaki ng:
I Do not commence your speech with apol ogi es
Il Do not fill your speech with statistics
11 Do not be overly sentinmental
IV Do not exaggerate
V Do not be sarcastic or unfair
VI Do not be dul
VI1 Do not nurder the English | anguage
VIIl Do not steal the tine of your audience
| X Do not be | ong-w nded
X Do match your speech to your audience.

5. Take the tinme to wite a proper speech. An i npronptu,
ill-prepared speech will reflect on the professionalism and
credibility of your Corps.

6. It may be easier to wite the close of your speech first.
Sonetinmes if you know what you want the audience to renenber
at the end of your speech, it is easier to fill the gaps of

what to say up to that point.

7. Renmenber to take a deep breath before you start,
pronounce and enunciate your words correctly and make eye
contact with the audi ence. Lastly, relax and try to |ook as
if you are enjoying yourself!
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SECTI ON 9
LETTERS TO THE EDI TOR
1. The best use you can make of the "letters to the editor”

section in a newspaper is to thank the media or comunity at
| arge for coverage or support of cadet activities.

2. Opi nions on the useful ness or effectiveness of letters to
the editor vary and one should be prudent before putting pen
to paper.

3. So far as DND/CF is concerned letters to the editor from
menbers of the Forces fall into two broad categories:

a) those which deal wth the Forces, Departnent and



Gover nnent policies and nmatters concerning or
af fecting DND/ CF (Cadets); and

b) those which deal with topics not related to the
mlitary or the Governnent and express individual
opi ni ons, attitudes or phi | osophi es but are
identified as emanat i ng from a mlitary or
departnmental source through use of rank or position.

4. If as a nenber of the Canadian Forces, you are
contenplating witing a letter to the editor on a subject that
touches service, departnent or governnent policy or activity,
you should be cognisant of the relevant QR&O s (19.36, 19.37,
19. 375). Your Area Cadet Officer can provide guidance. | f
t he subject matter you wish to comment on is outside the realm
of Forces or general governnent interest, the regulations do
not apply.

As a civilian, the regulations do not apply in either
case but you should take into account the followi ng when
considering going public officially or unofficially:

a) letters and their contents are the responsibility of
t heir authors;
b) there is no guarantee the letter will be published;

c) the editorial page editor has the right to edit
letters, delete, change or rewite,;

d) t hrough the editing process statenents may be taken
out of context. What you wite may not be what you
eventually see in print;

e) an aut hor should have all the facts and be aware of
any sensitivities to avoid subsequent criticism or
enbar rassnment ;
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f) use of rank or position title is the prerogative of
t he individual; he/ she has earned that right.
However, its use may add to or detract from the
credibility of the item or the source. If the

author uses rank or position in signing off a
letter, he/she should clearly indicate that the
content is an expression of personal opinion and
does not inply endorsenment by the Crown, t he
Governnment or its Departnments, the Canadian Forces
or the League.

g) letters may initiate debate but quite often prolong
di scussion of a subject better laid to rest;

h) the inportance of seeking corrections in the nedia
(press) is highly overrated,;

i) once msquoted in a mpjor article, the 1initial
damage is done. The original item nmay not have been
read by those who see a letter or vice-versa and may



have an adverse effect by reopening debate;

i) a letter from a msquoted person is normally only
published if it is rational

k) if menbers of the Forces or Departnment are concerned
about a particular subject, there are nmethods of
expressing concern built into the DND/CF system and
avenues of redress;

) the use of common sense and judgenent should be the
bottom | i ne;

m) there is value in seeking coments from peers,
col | eagues and supervisors; and

n) regardl ess of the topic, it my be wise to follow
prescribed staffing procedures outlined in QR&O s.

5. The foregoing is not meant to discourage your continued
interest in the ongoing defence debate nor your involvenent in
community and related affairs. In fact such participation is
encour aged. Since accountability, personal and professional
could be at stake through the process of Iletters to the
editor, these observations are offered as guidelines.

Letters to your Menber of Parlianent

6. Many of the sanme cautions apply to letters witten to
Mermbers of Parliament if the correspondence is related to the
Governnment, DND or CF and the author is identified by rank or
title. There are adequate and proven nethods of expressing
concern about conditions of service built into the CF system

7. As a nenber of the Canadian Forces you are a servant of
the crown and are obliged to act wthin the "chain of
conmand". Li ke your superiors you do not defend or make
Governnment or Forces policy. You may, if you are authorized

or have direct know edge, explain policy; but nore than
anything else it is your professional duty to respond in a
manner that supports policy and causes it to be effected.
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8. The common sense rule when speaking or witing as a
menber of the CF or the League is to stay within your own area
of expertise, do not comment on governnent/League policy, and
never specul ate.
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SECTI ON 10

BEG NNl NG A NEWBLETTER

1. A newsletter is an excellent way to keep cadets, parents
and sponsors infornmed of upcom ng events happening at the
Corps and in the community. A Corps publication is relatively
easy, fast and inexpensive to produce. It can help you
i mpl enent a successful internal public relations program by:

a) inspiring 2-way conmmunication by inviting input from
cadets, sponsors, parents' commttees and League
representatives;



b) hel p shape attitudes that cadets reflect outside the
Cor ps; and

c) create a favourabl e working/training environment.

Cont ent

2. The Commanding O ficer (or editor as appointed by the
C.O) should prepare a list of specific objectives for the
newsl etter. These could include informng readers of

i nportant internal news (upcom ng exercises and pronotions)
and/ or devel opi ng and mai ntai ning Corps norale (conpetition or
fundrai sing results).

Source of Materi al

3. The editor can receive or wite stories, colums, and/or
information fromthe foll owi ng sources:

a) cadet s;

b) Cor ps staff;

c) League news or articles;

d) Regi onal Headquarters information;
e) Branches; and

f) ext ernal organi zati ons.

Gat heri ng News

4. The editor should keep an accurate, up-to-date |ist of
key names and phone nunmbers. A few days prior to publication,
the editor gets in touch with regular contributors and rem nds
t hem of the deadline date.

5. I n each issue, readers are given specific details on how
they can contribute to the newsletter. They are reni nded of
where they can deliver material, the editor's phone nunber,
deadl i nes, etc.
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Presenting News
6. The newsl etter can contain the follow ng information:

a) personal news such as birthdays, award recipients,
cadet profiles;

b) list of wupcomng training weekends, practises for
band, drill or shooting teanms, special events such
as novie nights or dances;

c) how to information on such topics as shining boots,
packi ng for weekend exercises; and

d) articles on past training weekends or conpetitions,
guest speakers, editorials, advice columms.



7. The newsletter also can include regular features such as:

a) reports from the Commanding Officer, Adm nistration
Officer, Supply Oficer or Training Oficer;

b) events cal endar

c) phone |ists; an

d) guot e/ j oke of he nont h.

| mage

8. Al t hough a newsletter is primarily for the eyes of your
cadets and their parents, others outside the Corps wll
undoubt edly see it. It is inmportant that the format as well
as the content reflects favourably on your Corps. A Cor ps

logo could be wused in your "masthead" at the top of the
newsl etter or your Corps crest sonewhere on the front page.

9. You nmay even want to hold a contest for your Cadets and
have them design the cover sheet or masthead including a nane
for the newsletter. You nmay just uncover a wealth of artistic
ability!

Publ i cation Size

10. Newsletters are produced in various sizes fromtabloid to

magazi ne si ze. Cadet Corps already producing a Corps
publication use either a four-page magazine size (11 1/2 by 17
paper folded in half) or 8 1/2 x 11 paper stabled in the |eft
corner.

11. Either type is weasy to use and offers a |ook of
per manence. Cadets tend to keep these publications for sonme
tinme.

For mat

12. Today nmany Cadet Corps have access to personal conputers
with newsletter prograns. However, copy that is neatly typed
will be just as effective!
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13. You mmy inquire about the cost of having a newsletter
produced through your |ocal printing shop. Sone nmerchants or
community college graphic departnents may agree to do it
voluntarily or for a mniml fee. Research all your options.
However you decide to produce your newsletter, you will first
have to iron out some technical detail such as:

will the newsletter be typed or typeset?
b) will it be xeroxed or printed?
will there be any phot ographs?



what typeface (helvetica, gothic, etc) will be used?
what type size will be used for the body copy? and
what is the width for single, double and triple
col um?

Pr oducti on Schedul e

14.

During the production schedul e process, you shoul d:

b)

c)

SQ
—  ——

i)

write and/ or gather all news;

sel ect photographs for possible use and deterni ne
whet her they would | ook best in single, double or
triple colum;

edit al | mat eri al to correspond with t he
newsletter's style and with the achievenent of the
newsl etter's objectives;

copy fit al | stories (fit them into space
avai |l abl e);

do a rough dummy allow ng space for photographs and
headl i nes;

if necessary, revise stories to fit existing space,
making sure there is sufficient white space between
ever yt hi ng;

if necessary, wite and copy fit any "fillers";
if necessary do a second rough layout to accommodate
new story lengths and fillers;

choose point sizes for headlines and sub-headlines
(how much larger than the body text wll they be);
and

type the final copy and headli nes.

Phot o Croppi ng

15.

16.

VWhen shoul d you crop a photo?

a)
b)
c)
d)

e)

f)

when so much is going on in a photo that the main
subject is just one item anong many;

when the entire shot is too large for the space you
have al | owed;

when you want to renove unnecessary background and
focus on one nmain subject;

when you want to convey a certain nood through a
cl ose up;

when you want to delete people who appear in the
photo but not in the story; and
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when you want to elimnate any item that m ght cause
enbarrassnment if it appeared in print.

Exanpl e: a cadet yawni ng on parade

How do you crop a photo?



hold it up to a window or put it on a light table if
you have access to one;

b) use a ruler and felt-tipped pen to box in the area
of the photo that you wish to use; and

c) make sure you use a horizontally rectangul ar box for
a vertical double colum photo; a square box for a
single colum "nug shot" style photo; and a
vertically rectangular box for a single colunmm
phot o.

Style

17. The type of story you wite will affect your style to
sone extent. VWhen the story is transmitting inportant news,
you can use the straight news standard form This involves:

a) a |l ead that summarizes the principle fact;

b) an "order of decreasing inportance"” construction
where the nost inportant facts conme first with the
| east inportant | ast. This is called the "inverted
pyram d" style of witing; and

c) a story structure that allows the reader to |eave a

story when he/she has read enough.

18. Usually a straight news story lead is one sentence made

up of

no nore than 35 words. In this |ead are a conbi nati on

of the follow ng el enents:

a)

b)

c)

d)

t he WHAT. This el enent appears in a straight news
story nore often than any other elenment. After all
readers want to know what is happening;

t he WHEN. This element is in alnost every |ead
because readers find a story nost meaningful if they
can relate to the date right away. The WHEN is
especially inportant in a current news story;

t he WHO. This elenent, whether it's the nane of a
person or group, provides the human el ement to which
readers can rel ate;

t he WHERE. This element is included when the
| ocation of the story is necessary. The use of
datelines ensures that readers can tell at a gl ance
VWHERE the story is taking place; and
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the WHY and the HOW Most stories elimnate these
two elenents because the WHY is often too
conplicated and the HOW irrel evant. However, there
may be occasions when the why IS the story. For
exanpl e: "No. 123 Cadet Corps has been disbanded
because it was parading under 30 cadets for nore



Layout

19.

When

than two years"

pl anning a | ayout, the editor should nmake sure that:

there is balance: no page should be top or bottom

heavy W th | ar ge headl i nes, phot os and
illustrations;
there is contrast; no page should appear too white

or too bl ack;

there is unity: the stories should relate visually
as well as thematically;

there is proportion: single colum photos should
appear with single colum stories and headlines;
double colum photos should wuse double colum
headlines with the story set in tw colums of type;
and

there is consistency: headl i nes should be set in
either all upper case or in upper and |ower case -
not both in the sanme issue; all copy should be set
in the same typeface unless there is an artistic
reason for using another face.
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NEWS RELEASE



ANNEX A
(Corps Nanme & Nunber)

News Rel ease #1

Dat e

FOR | MVEDI ATE RELEASE

(Cor ps name and number) ... CADET
DI STI NGUI SHES SELF

A (location) resident and nenber of (Corps nanme and nunber)
has been appointed Chief Petty Officer. New CPO (nane of
cadet) has been a Cadet for (tinme served).

(Cadet nane) is a student at (name of school) and lives wth
parents (parents' nanmes) on (name of street).

There are over (13,000 Sea Cadets/ 3,000 Navy League
Cadet s/ Wenettes) across Canada. Cadets are open to young
people 10-12 NLC/W - 12-18 RCSC) year of age. The (nane of
Cor ps) neets (when and where).

For further information contact:

(Name, address and tel ephone number of contacts).



NEWS RELEASE
ANNEX B

(Cor ps nanme & nunber)

Dat e

FOR | MVEDI ATE RELEASE
NEW COMMANDI NG OFFI CER TAKES OVER (nanme & nunber of Corps)

Menbers of (nane of Corps) wll have a change of command
parade to wel conme a new Conmmandi ng Officer next week.

The event will take place at (tinme, location) to mark the
retirement of (rank, nanme) who has served as Commandi ng
O ficer since (date). The new Commanding Officer is (rank,
name) who was recently the Corps' Training O ficer.

The ceremony wll see the cadets inspected by both the
outgoing and incom ng Commanding Officers, followed by a march
past. CGuests will include representatives of the (Navy League

of Canada) and (rank, nane) of (name and nunber of Corps).

Parents and friends of <cadets wll attend a reception
foll ow ng the parade.

NOTE: A biographical note on (rank, name of incomng CQO) is
encl osed.

For further information

(name, address, tel ephone)



NEWS RELEASE
ANNEX C

(Cor ps nanme & nunber)

Dat e
FOR | MVEDI ATE RELEASE

(Cor ps nane and nunber) CADET KI LLED

A menber of (Corps nanme and nunber) was killed in a rock
clinmbing accident on the weekend.

The cadet was participating in a abseiling training session at
(location), (#) mles from (nanme of town).

Abseiling is a very safe form of rock clinbing that involves
the use of safety ropes and harnesses. An investigation is
under way by authorities as to the case of the m shap.

The cadet, identified as (ONLY IF NEXT OF KIN NOTIFI ED) (age)
year old cadet (rank, nanme) of (town) fell about 35 feet.
First aid was adm nistered at the scene but he was pronounced
dead at (nanme) hospital

He is the first fatality in the (#) years that (Corps nane)
has included the activity in its training program

For further information

(name, address, tel ephone)



RADI O COMVERCI AL

ANNEX D

(30 seconds)

SEA CADETS

Seamanshi p, power and sai l boat wor k, pi | ot age, radi o
communi cati on, first ai d, i nstructional t echni que,
mar ksmanshi p, survival training, |eadership, map and conpass
work. Sonme of the things you will learn and do as a nenber of
(Cor ps nane). If you are 12 years of age, you can join. Sea

Cadet activities are centred on seamanship and | eadership.
Uniforms are |oaned at no charge and summer canp from two
weeks to six weeks is included. (Corps nane) neets (day) at
(tinme) at (location) from Septenber (first parade date).

NAVY LEAGUE CADETS/ WRENETTES

Navy League Cadets/Wenettes offer young people an opportunity
to learn nental, naval and physical training and devel op
patriotism good citizenship and a sense of duty, self respect
and respect for others. Activities include canping, hiking,
air rifle shooting, ropework, drill, and interacting in the
community. Uniforns are | oaned at no charge. (Cor ps nane)
meets (day) at (tinme) at (location) from Septenber (first
par ade date).



COVMUNI TY BULLETI N BOARD MATERI AL FOR
BROADCAST, PRI NT OR DI SPLAY

ANNEX E
Sea Cadets

Sea Cadet activities are centred on seamanship, citizenship
and | eadership. (Name of Corps) begins the new year Septenber
(first date) at (location). Uniforns are | oaned at no charge
and summer canp from two to six weeks is included. ( Cor ps
name) neets at (tinme) on (day) from September (first date) at
(l ocation). Boys and girls 12 years of age to 18 are wel cone
to enrol. For nore information call (name, position) at
(tel ephone nunber) or (alternate).

Navy League Cadets/Wenettes

The Navy League Cadets/Wenettes is an organi zation that neets

t he problens and needs of today's pre-teens. It provides the
gui dance of responsible adults to give youngsters new
experiences and adventures. Cadets and Wenettes have the

opportunity to develop interests and relationships, make
friends in enjoyable team situations and learn skills needed
on the water and in boats and ships.

Conplete wuniforms (except shoes) are on Jloan to the
Cadet s/ Wenettes by the Navy League. The boys and girls are,
of course expected to keep their uniforns clean and neat.
(Name of Corps) neets at (time) on (day) from Septenber (first
date) at (location). Boys and girls 10 years of age to 12 are
wel cone to enrol. For nmore information call (name, position)
at (tel ephone nunber) or (alternate).



COVWLUNI TY MESSAGES
ANNEX F

CABLE TELEVI SI ON

(FILL THES IN AS YOU WANT I T TO BE SEEN ON TV)

Use only brief but inmportant words. DO NOT use sentence
structure. This should include:

Nanme of organi zation

Nane of event

Date and tinme of event or end of ticket sal es
Pl ace

Cont act phone nunber (s)

Conmuni ty group: (we nust have

Cont act person: this info on

Phone nunber: record
before

DATES REQUESTED ON. OFF__ we broadcast your

nmessage)

THI S MESSAGE W LL ONLY AIR FOR A MAXI MUM OF ONE OR TWO WEEKS.
AFTER THI'S TI ME, A NEW MESSAGE FORM | S REQUI RED

This nessage service is available to non-commercial, community
organi zati ons w thout charge.

If you would |like to present your event in greater detail, why
not get involved in one of our community prograns!

Drop in to our studio.






