


Reminder: Important Dates and Themes for Public  Affairs Programs 

Page 2         UPDATE Volume 5, Issue I 

September 
National Hispanic Heritage Month, September 2005.  (Tie-in: concentrate on outreach to Hispanic Americans this month; depict 
Hispanic Americans wearing life jackets & having a safe and fun time on the water.) 
 
Baby Safety Month, September 2005.  See http://www.jpma.org/industry/BabySafetyMonth/BabySafetyMonth.htm and http://
www.familyresource.com/pregnancy/67/133/ for more information.  (Tie-in: cautions regarding babies on recreational boats – they 
don’t belong on boats; life jacket styles for very young children; 12 and under rules for wearing life jackets.) 
 
Labor Day, September 1, 2005.  (Tie-in: “America’s Waterway Watch”; boat safe and sober; wear your life jacket; hunting and fish-
ing safety; reminder: drunk passengers are just as likely to suffer a fatality as drunk operators; what to eat/drink instead of alcohol.) 
 
National Childhood Injury Prevention Week, always September 1–7.  See http://www.AsSafeAsPossible.org for more information.  
(Tie-in: children and life jackets; children and boating accidents; drowning prevention; carbon monoxide poisoning; “teak surfing”; 
PWC safety; paddling safety; 12 and under rule for wearing life jackets.) 
 
Grandparents Day, September 11, 2005.  See http://familyinternet.about.com/cs/grandparentsday/a/aagrandparent.htm for more in-
formation.  (Tie-in: show them how much you care – buy Grandma and Grandpa life jackets; give Grandma and Grandpa a gift they 
will use forever – buy them a boating course; hunting and fishing safety; carbon monoxide poisoning; be a good role model for your 
grandchildren – wear your life jacket.) 
 
Patriot Day, September 11, 2005.  (Tie-in: “America’s Waterway Watch”; keep our waterways safe and secure; help maintain the 
focus of first responders on homeland security – wear your life jacket.) 
 
National Hunting and Fishing Day, September 24, 2005.  See http://www.nhfday.org/ for more information.  (Tie-in: wear your life 
jacket; hunting and fishing safety; paddling safety; don’t drink and boat.) 
 
National Family Health and Fitness Days USA, September 24, 2005.  See http://www.fitnessday.com/family/index.htm for more 
information.  (Tie-in: have fun with your family and be safe out on the water; “suddenly at the helm” info; paddling safety; canoeing/
kayaking and fitness; proper “gear” (life jackets, helmets, etc.) while working out on the water.) 
 
National Public Lands Day, September 25, 2005.  See http://www.npld.com/about/partners/girl_scouts.cfm for more information.  
(Tie-in: wear your life jacket as you enjoy our public treasures; “America’s Waterway Watch”; keep our waterways safe and secure; 
hunting and fishing safety; paddling safety; PWC safety; conflict resolution in mixed-use waterways.) 
 
National Women’s Health and Fitness Day, September 28, 2005.  See http://www.fitnessday.com/women/index.htm for more in-
formation.  (Tie-in: concentrate on outreach to female boaters; paddling safety for women; latest life jacket styles for women; 
“suddenly at the helm” information.) 
 

October 
National Brain Injury Awareness Month/National Spinal Injury Month, October 2005.  See http://www.biausa.org/Pages/
home.html or keyword “spinal injury prevention” for more information.  (Tie-in: collisions and brain injuries; near-drowning and 
brain injury; wearing helmets for “extreme” sports; safe and sober boating to prevent injuries; know how to go – take a boating 
course; PWC safety; paddling safety; hunting and fishing safety; survival skills; “suddenly at the helm” information.) 
 
National Children’s Health Month, October 2005.  See http://www.childrenshealth.gov/index.html for more information.  (Tie-in: 
child PFD regulations; keep them safe in a life jacket; CO poisoning; dangers of “teak surfing”; child-proofing your boat; it only 
takes 20 seconds for a child to drown.)  
 
National Fire Prevention Week, October 9–15, 2005.  See http://www.nfpa.org/FPW/index.asp for more information.  (Tie-in: is 
your boat fire-safe? – get a VSC; fire safety on the water; change out batteries on smoke detectors/carbon monoxide detectors.) 
 
Columbus Day, October 11, 2005.  (Tie-in: “America’s Waterway Watch”; don’t drink and boat; cold weather survival; hunting 
safety; take a boating course.) 



Ed Sweeney, DC-Ad 
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 First off, welcome to PA Update.  We in the department of Public Affairs 
hope that you will find our newsletter motivating and informative.  Each quarter 
we plan to offer you ideas on how to improve your public affairs programs, take 
better photos, and energize you for producing better publications.  I’d like to begin 
by discussing what a Public Affairs Officer does, and why your work is crucial to 
the success of your unit.  
 Public Affairs (PA) is engrained into every mission that we’re involved 
in – operations, public education, vessel examinations, recruiting, etc.  The follow-
ing is a very basic overview of PA, but should give you a jump start and at least 
make you understand how it can impact your area of responsibility.  
Public Affairs focuses on three areas: (1) Internal Communications; (2) Com-
munity Relations; and (3) Media relations.  This is sometimes referred to as the 
PA triangle. 
 As for Internal Communications – it is the duty of the public affairs offi-
cer to inform their bridge and other staff officers as to what’s going on in the or-
ganization, and to help them discern what is and is not relevant.  Think of the PA 
Officer as your unit’s Town Crier – the go to person to find out what is going on.  
How does one become that go to person?  An easy way is to subscribe to the aux-
pao list server by visiting 
http://list.auxpa.org  .  The auxpao list helps keep the PA officer informed of 
news, events, and other goings on from a national perspective.  The PA at the Flo-
tilla Level should work with their SO-PA to refine what needs to be disseminated 
at the local level.   
 Community Relations activities include boat shows, PA Exhibits, 
Speaker’s bureaus – anything where we reach out and make a personal effort to 
inform the community about our missions and programs.  We have a Community 
Outreach branch led by Anthony J. Turner, and they have spearheaded such pro-
jects as the WWII Oral history program, the Boy Scout Jamboree, and hopefully 
soon after the time of this writing – a national speaker’s bureau and Community 
Outreach page. 
 Media Relations refers to getting familiar with the various types of media 
outlets in your area (newspapers, radio stations, TV stations, web sites, etc), and 
working with them to get out  “messages” abut our core programs, like America’s 
Waterway Watch, You’re In Command, etc.  Our Department has two fantastic 
Division Chiefs – Mel Borofsky (who heads up our media Division, featuring The 
Navigator and SITREP), and Wayne Spivak (who heads up our External Commu-
nications Division).  Both of these gentlemen are more than willing to help you 
get your stories about the Auxiliary told – either to our internal audience, or the 
external media outlets.  
 This has been a very brief primer on public affairs.  If you want to learn 
more about PA and see what we can do to help make the job of a PA officer eas-
ier, I suggest that you visit our PA/PB resources page, located at  http://
www.auxpa.org/auxpa-pb.html .  There you will find a plethora of resources, such 
as links to public affairs courses, manuals and reference guides, as well as ways to 
help improve your writing or photography skills, plus much, much more.  
Until next issue, keep on telling the Auxiliary story to as many people as you can. 

Ed Sweeney 

“To be successful 
as a PA officer 
requires hard 
work.  Moreover, 
it requires dedica-
tion to learning the 
job and developing 
the skills necessary 
to be successful." 
 
Ed Sweeney, DC-Ad 



 

BY Bruce Dyleski 
 
AUX 12 C School for the 2005–2006 
season is now upon us. 
 
 Do you or your unit want more PE 
students, more VSC, more members, and bet-
ter public awareness of the Coast Guard Auxil-
iary?  The solution to this problem is  – an 
effective, proactive public affairs program! 
 
 We are looking for FSO-PA, SO-PA, 
DSO-PA, FSO-PB, SO-PB, and  DSO-PB – or 
anyone who wants to excel at public affairs - 
that want to learn how to build and manage a 
public affairs program that not only enhances 
the Auxiliary’s programs, but increases our 
exposure in the media and the community.   
 
Course Description 
 

 AUX-12  Auxiliary  Public  Affairs 
“C School” is the “boot camp” for Auxiliary 
public affairs officers. Our goal is to eventu-
ally provide every public affairs officer in the 
country with the material from this class in 
order to perform their duties effectively. In this 
course, students learn how to prepare and dis-
tribute press releases, manage media relations, 
conduct media interviews, etc.  The impor-
tance of community relations and internal 
communications programs are also discussed.  
There are also hands on exercises in the areas 
of photography, copy editing/news writing, 
and mock media interviews.  
 
 Prospective students must complete a 
STTR (ANSC 7059), have it signed by their 
FC and approved by their DIRAUX.  

AUX 12 C School 

“The course helped me 
coordinate the setup 
and also realized the 
importance of  
exposing the public to 
the USCG 
Auxiliary” 
Diane Ortiz SO-PB 1, D1SR 
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This is an action packed fun-filled weekend 
starting on a Friday morning and ending 
on a Sunday afternoon.  

UPCOMING DATES FOR CLASSES 

Dec 2-4, 2005— Charleston, SC 

Feb 24-26, 2006—Alameda, CA 

June 2-4, 2006—New London, CT 

http://www.auxpa.org/aux12 

AUX 12-7 Class May 13-15, 2005 

Nick Tarlson & Ed Sweeney teaching 

Class to take tour on WHEC Morgenthau  378  

Photo’s by Robert E Nelson, DVC-AN 

Bruce Dyleski 



Debbie Engel , DSO Liaison to National Staff 

Hello fellow DSO-PAs 
 
 My name is Debbie Engel and I would like to introduce myself to you as your newly designated 
District Staff Officer Liaison to the National PA department.  My job is to provide you with whatever as-
sistance you may need to successfully accomplish your DSO-PA mission. 
 
 I have been the DSO-PA in D13 for several years and during that time we have built a great team 
of PA staff.  Together, we have accomplished some wonderful things in D13 PA.  I am also a division and 
flotilla Staff Officer for Public Affairs.  You could say I live and breathe Public Affairs for the Coast 
Guard Auxiliary. 

 
 Our National PA department leaders have charged me developing and delivering programs and training that is of real value 
to you, our District Staff Officers.  I see this as listening very hard to your vision of PA in your Districts and then figuring out how 
National PA can provide you with resources to accomplish your mission,  Ultimately our job is to tell the “Auxiliary Story” and so 
we need to discover how we may do this more effectively throughout our 17 Districts. 
 
 I hope you will think of me as your “advocate” in National Staff.  When National proposes a new program, I will ask how it 
will support you.  And perhaps more importantly, what is required from us for you to effectively implement these programs.  What 
funding or collateral do we need to make these programs work in our own Districts. 
 
 I want you to work with me to clearly define our overall mission goals.  Personally I think of the Coast Guard Forces as one 
big family.  I see all of us, USCG and Auxiliary, working as peers toward the same goal; to achieve better promotional coverage for 
all of the Coast Guard Family.  But my first priority is to the Auxiliary and it is to the Auxiliary I feel we must focus much of our 
attention.  The Auxiliary has almost 1,000 Public Affairs officers throughout the United States.  Imagine what we could accomplish 
with all of those folks trained and motivated. 
 
 I encourage you as District Staff Officers to get your division and flotilla Public Affairs staff trained in Public Affairs.  Help 
your flotilla commanders to send PA staff to Aux 12 Public Affairs School.  And if they cannot make it to this outstanding class, 
promote the on-line courses available on the Public Affairs website at  http://64.207.134.26/usr/moodle2/   . 
 
 Consider developing and delivering trainings for your local flotilla commanders and division captains as to why Public Af-
fairs is so important to their success as unit leaders.  Reach out to your unit leaders and help them tell the “Auxiliary Story”. 
 
 We will also be focusing on developing and maintaining a great working relationship with your active duty USCG counter-
parts in your District.  Do your flotilla or division staffs know who their collateral duty USCG Public Affairs officers are at their 
local Coast Guard units?  Do you have a good relationship with your District USCG PA staff?  If you need help in this area, let me 
know. 
 
 I look forward to hearing from and working with you all.  You are all an integral part of the “A Team”.  Please reach out to 
me with your visions and ideas.  I want to hear from you.  Tell me what I can do to assist you in your PA missions. 
 
Debbie Engel 
BC-ANA 
mailto:debbie@jre.com 
503-281-3291 (M-F 8 to 5 Pacific Coast Time) 
503-702-2121 (cell) 
Skype ID# engelda 
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 The Fleet Hometown News (FHTN) program is a hands-on Auxiliary program to backfill 
and support active duty PAOs, and to increase awareness of individual Coast Guardsmen that Auxil-
iary members are here to support them on a day-to-day basis. The support will range from adminis-
trative tasks, simply forwarding completed forms to the FHTN Center in Portsmouth Virginia, help-
ing to distribute and fill out the FHTN forms for the individual's signature authorizing the news re-
lease, to going to field units or on board cutters to take pictures and interview candidates.  
 
 The FHTN program dates back to World War II.  It is a program designed to increase na-
tional awareness of the activities of our Sailors, Marines and Coast Guardsmen through written sto-
ries and documented images about them and their personal achievements in their- hometown news 
media.  The Fleet Hometown News Center (FHTNC) located in Norfolk, Va., is a field activity of the 
Navy Office of Information, Washington, D.C.  
 
 The FHTN program provides the most effective and economical production and distribution 
of information about individual service members to their hometown news media.  The mission of the 
FHTNC is to gather, evaluate, edit and reproduce news stories, features, fillers and photographs re-
ceived from the forces afloat and shore commands of the Navy, Marine Corps and Coast Guard, con-
cerning military personnel.  
 
The website is  http://www.auxpa.org/fhtn/index.html  

   Our Community Outreach program is alive and well.  Some of our major goals for this program 
area include 

• To leverage our existing programs with Coastie and Sea Partners an (M department imi-
tative)  to develop a national community and children’s outreach program which would 
be implemented regionally to spread the word regarding recreational boating safety and 
security to presently under represented segments of the public. 

• To assist with OPR III and the Waterways Watch program to prepare appropriate mate-
rials for distribution to Auxiliary and the boating public at boat shows and other public 
venues. 

• To develop a consistent image through our imagery division and coordination with G-
IPA, to reinforce Coast Guard and Auxiliary branding in our brochures, CGAuxA mem-
bership cards, and other materials. 

• To support the North America Safe Boating Campaign by encouraging participation at 
the regional and local level. 

• To compile and maintain appropriate materials documenting Auxiliary history. 
 
We also hope to have a Speakers Bureau established soon, as well as a Community Outreach page 
added to the auxpa web site.  Moreover, we’re planning to approach the major movie theatre compa-
nies and pro sports teams about getting our critical program messages (Like AWW, You’re In Com-
mand, etc., etc. etc.) in front of the public.   

Fleet Home Town News 

Outreach Program 
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 The Multimedia Division and the Video Corps take great pleasure in announcing that a new 
video public service announcement (PSA) on America’s Waterway Watch will soon be available for 
distribution and download from the http://www.auxpa.org site.  This 30 second PSA can be delivered 
to TV stations, as well as offered up to webmasters as streaming video, to help get more people ex-
posed to the concept of America’s Waterway Watch, and more importantly harness their eyes and 
ears, to keep America safe.  Stay tuned to the auxpao list, and/or visit http://www.auxpa.org/video/
index.php to download.  We estimate that this will be available for download shortly after NACON.  
Depending upon finding, we eventually hope to be able to enable you to order DVDs from the AUX-
CEN. 

Coming Soon:  New AWW Public Service Announcement  

Glenn Martinez 

Photo by Joseph P. Cirone, 
USCGAUX 



 
 To this end, we have devised some limits to the system. 
What affects you the most is that we are asking to limit WHO 
can place a request. This will be members of the National Ex-
ecutive Committee (NEXCOM), National Staff members 
(Division Chiefs, or equivalent, and above), and for local pro-
jects, the District Staff Officer for Public Affairs (DSO-PA). We 
encourage the DSOs-PA to filter the requests through their own 
talent pool. See if YOU have a resource within your district to 
handle the project. 
 
 We are moving into uncharted territory, and we can 
only do this together. 
 

     We are in the final stages of so-
lidifying our new Creative Services Man-
agement System. At the core of this system 
is our Creative Services Manager, Carla 
Kiwior, BC-AIC. It is her job to receive 
requests, gather requirements, determine 
priorities, and organize our resources. She 
will be our Project Manager and your pri-

mary point of contact. In essence, she is our customer service 
representative. 
 
 How this will work is that designated personnel will be 
able to log in and fill out a Creative Services Request Form on 
the web. Carla will then follow up with personal contact to en-
sure she knows what is needed. If the project is accepted, we 
will assign a technical expert and/or team lead who will see the 
project to fruition. Sounds simple, no? 
 
 Since we all live in the real world, let’s talk about what 
will probably really happen. Today, as I write this, we have no 
idea how many requests we will receive. We only have a lim-
ited amount of creative talent, who like you, are volunteering 
their time. Our team is made up of the best professionals and 
advanced amateurs in our organization, who, most of them, 
make their living doing this type of work. We must rely on their 
judgment as to how much work they can take on. 

How to make your own local PSAs 

Eric Hebert– DVC-AI 
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 Having worked in broadcasting for many years, I’ve had a chance to write not only copy for spots, but also PSAs for 
many smaller nearby non-profit organizations. As PA folks, you’ll be in the unique position to “personalize” many of the pre-
written PSAs available on the web, or to write your own and have them approved.  PSAs can be basic or complex, involving more 
that one narrator. Sound effects can be added to create “the theatre of the mind” as it applies to audio copy. However, I caution you 
to be careful using background music because of possible music licensing issues. Carefully check it out thru SESAC, BMI or 
ASCAP. The recording will generally have the licensing information on the CD or record labeling. In writing the copy, use your 
imagination to get the concept out. It may even involve “actualities”, or recorded bits, to add impact.  Mention local areas in the 
PSAs, and use them as well to promote the USCG Auxiliary 
    Now that the chore of writing is completed and approved, the real fun begins, actually recording!  I’m from the “old 
school” and still love the quality of the reel to reel deck. Use this as a minimum for mastering. Don’t use cassette decks since the 
quality is not always good.  If however, you are considering going to the digital domain, as I’ve also done recently, you have many 
possibilities. First you need a computer, an audio recording/editing program, a professional sound card (external USB or internal), 
mixer and professional microphone. 
    Some of the more popular recording programs include Cool Edit, SoundForge, and Adobe Audition. I’ve actually found 
new unopened and unregistered versions on E-Bay which were affordable. Play with these programs and get to know the one you 
have. Apply the appropriate sampling rate too. Some programs will give you the option of choosing what kind of file you want to 
save your finished PSA to. (WAV, MP3 etc.). If you plan on e-mailing several PSAs, use MP3.  WAV files require more storage. 
All of these programs allow very easy audio editing. This is an excellent way to take some of the gaps out to keep the PSAs within 
the required time frame. However, be careful when editing since it can turn out to be too tight, making the presentation sound un-
natural. Editing requires highlighting the gaps, or other areas and hitting delete on the keyboard. It’s really that easy! 
    One final note, if you don’t have the equipment to record the PSAs, talk to local radio stations in the area, there’s a good 
chance that they will help you in some way. Get to know the staff, they can be a major asset for helping you get the word 
out.  Finally, should you have any questions, feel free to e-mail me at mailto:Tom7122@comcast.net. 
 
       This article was written by Tom Conroy, BC-AIA 
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Confidentiality notice privacy act of 1974 
The disclosure of the personal information contained in this publication is subject to the provisions contained in the Privacy Act 1974. The subject ACT, with certain exceptions, prohibits 
the disclosure, distribution, dissemination or copyrighting of any material containing the home address, home telephone number, spouses name, and social security numbers, except for 
Official Business. Violations may result in disciplinary action by the Coast Guard and/or civilian criminal sanctions. Reproductions in whole or in part by other Coast Guard Auxiliary 
units is permissible. Proper credit is requested.  

Public Affairs website      http://www.auxpa.org 
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DIVISION CHIEFS   

Deputy Department Chief 
Ed Sweeney, DC-Ad 
mailto:dc-ad@auxadept.org 
Skype ID #  esweeney 

Department Chief 
Nick Tarlson, DC-A 
Email: mailto:dc-a@auxadept.org 
Skype ID # ntarlson 

BRIDGE  

Division Chief - Imagery  & Multimedia 
Eric HeBert 
mailto:e.hebert@comcast.net  
mailto:DVC-AI@auxopa.org  
Skype ID # ejhebert 

Division Chief - Coastie 
Dave Esparza 
E-mail: mailto:bravohotel@juno.com  
Skype ID # desparza 

Division Chief - Media & Publications 
Mel Borofsky, DVC-AP 
mborofsky@comcast.net   
Skype ID # mborofsky 

Division Chief - History 
Kay Larson, DVC-AH 
Email: mailto:NCAFP@aol.com  

Division Chief - Internal Communications   
Robert Nelson, DVC-AN 
mailto:dvc-an@auxadept.org  
Skype ID # robertnelson 

Division Chief -Special Projects 
Harriet L. Howard, DVC-AS 
mailto:harrietlhoward@speakeasy.net  
Skype ID # harriethoward 

Division Chief - External  Communications 
Wayne Spivak, DVC-AX 
Email: mailto:wspivak@sbanetweb.com 
OR mailto:media@auxpa.org  

The PA Department has released eight brand new PA Online training courses.  You can register for these 
courses by going to the http://www.auxpa.org/training/courses.htm 
   
Coast Guard Public Affairs Specialist 2nd Class  
Introduction to Auxiliary Public Affairs  
Journalism Basic  
Photography Basic  
Coast Guard Public Affairs Specialist 1st Class  
Journalism Advanced  
Photography Advanced  
CG Public Affairs Policy 
 
If you are already registered go to http://64.207.134.26/usr/moodle2/).   

 Auxilary E-Learning PA Online Training 


