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PREFACE
This wildfire prevention guide has been developed by an interagency
development group with guidance from the National Interagency Fire
Center, Fire and Aviation Training Support Group under the authority
of the National Wildfire Coordinating Group. The development group
is made up of the following representatives:

Pat Durland, Project Leader, USDA, BLM/NIFC, Fire
Prevention

Bill Clark, USDI, national Park Service, NIFC, Fire Prevention
Danny Jones, USDA, Forest Service, Sierra National Forest
Tara Johannsen, USDI, BLM, Prineville, Oregon

Bruce Turbeville, California Department of Forestry and Fire
Protection

MARKETING - GUIDE Preface - i




CONTENTS

PART 1 PAGE
1.1 INrOdUCTION ...ovviiiiiieic e e 1
1.2 What is Wildfire Prevention Marketing? .........c.cccccevvvenee. 2
1.3 What is a Wildfire Prevention Marketing Plan? ................. 3
1.4  Developing the Marketing Planning Team .............cccccv..e. 5
1.5 the Wildfire Prevention Marketing Plan .............c.cccceeveee. 6
1.51 The Wildfire Prevention Mission Statement............. 7
1.52 The Introduction (Executive Summary) ..........cc.c..... 8
1.53 The Wildfire Prevention Situation Analysis............. 9
1.54 Developing Wildfire Prevention Objectives............ 10
1.55 The Wildfire Prevention Target Market .................. 12
1.56 The Wildfire Prevention Marketing Mix................. 15
1.57 The Wildfire Prevention Marketing Plan................. 17
1.6  Presenting the Wildfire Prevention Marketing Plan .......... 24
1.7 Implementing the Wildfire Prevention Marketing Plan..... 26
1.8  Developing Partnerships...........cocovviveeiieiic i, 32
1.9 Appendix
Al1.9 Sample Wildfire Prevention Marketing Plan........... 41

MARKETING - GUIDE Preface -ii




1.1 INTRODUCTION

The intent of this guide is to provide the field Fire Prevention
Specialist with the necessary tools to develop a wildfire prevention
marketing plan. It has been designed to generate ideas and provide
information to assist in the development of a successful wildfire
prevention marketing program.

Use this guide throughout the year as an organizational tool to
collect, gather and file information on marketing, materials available,
and your activities.

Wildfire prevention marketing is highly effective in generating
public interest in wildfire prevention.

Personnel who perform this job should have a significant wildfire
prevention background.

This guide is designed to be a working tool. It does not contain
solutions to every situation that may be encountered in developing a
wildfire prevention marketing plan. It does provide a foundation of
information that will enable personnel to produce a wildfire
prevention marketing plan.
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1.2 WHAT IS
WILDFIRE PREVENTION MARKETING?

Wildfire Prevention Marketing is ssmply a beneficial exchange
process between the agency and its customers. The key factor in this
relationship is the ability to identify customer needs. Itisup to
agency personnel to develop products or services that will satisfy
those needs. The wildfire prevention marketing process begins with
an analysis of the types of markets to focus on. It continues with the
determination of how to get specific clients to respond to the need
for increased wildfire prevention.

Wildfire Prevention Marketing is defined as “ The process of
planning and executing conception, promotion, and distribution of
Ideas, goods, and services to create exchanges that satisfy individual
and agency objectives.” This is accomplished by:

1. Understanding the wildfire prevention needs and desires of
present and potential customers.

2. Selecting and producing wildfire prevention products that will
satisfy those customers within the limits of available resources.

3. Developing a program to educate the customer about the
benefits of wildfire prevention.

4. Ensuring that the wildfire prevention message gets to the
customer.
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1.3 WHAT ISA WILDFIRE PREVENTION
MARKETING PLAN?

A marketing plan is an organized, documented, written
communication that sets forth wildfire prevention goals and action
programs required to achieve those goals for a given period of time.
Thus, in effect, awildfire prevention marketing plan is a statement of
how an organization intends to accomplish its marketing objectives.
More specifically, a wildfire prevention marketing plan does these
things:

1. Anayzesthe wildfire situation—where it has been, whereit is
now, and where it is likely to be in the future.

2. ldentifies the opportunities and problems facing wildfire
prevention.

3. Setsforth specific and realistic wildfire prevention objectives.

4. Defines wildfire prevention marketing strategy (that is, long-
term direction of the agency).

5. Defines wildfire prevention marketing tactics (that is, short-term
action programs) to implement the strategy.

6. Specifiesindividuals responsible for the execution of wildfire
prevention programs.

7. Creates schedules and controls for the execution of wildfire
prevention programs.

8. Provides forecasts and budgets.

9. Provides for periodic review of performance under the plan and
for instituting modifications if necessary.

10. Provides a contingency plan to deal with developments, the
occurrences of which are uncertain, but which would have an
important impact on the agency.
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The purposes of planning:

It is not the purpose of planning simply to produce a wildfire
prevention marketing plan. There are three important goals of
planning:

» First, and foremost, a wildfire prevention marketing plan
should produce results—it should achieve whatever objectives
have been set.

» Second, a wildfire prevention marketing plan should enable
the fire prevention manager to exercise some control and
discipline over the wildfire prevention marketing effort.

* The third major purpose of the marketing plan: to
communicate. The wildfire prevention marketing plan sets
forth the goals of wildfire prevention and the programs that
will be employed to achieve them. It becomes the basis for
obtaining top management approval, and it is the source of all
implementation. Once the plan has been prepared and
properly distributed to those involved, it becomes a powerful
and important communications tool.
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1.4 DEVELOPING THE
MARKETING PLANNING TEAM

1. Secure management support — Without this from the
beginning, any special event is unlikely to succeed.

2. Funding — Secure necessary funding if required.

3. Include key co-workers and partners from other agencies or
organizations — Your team might include representatives from
Fire Management, Public Affairs, Procurement, and any other
resources that are interested in participating. If you are holding
the event in conjunction with other agencies or organizations,
ask them to name a representative to the planning team. Keep
the core planning group as small as possible—it will be much
easier to make decisions and get things done.

4. Solicit volunteers— Select as many enthusiastic assistants as
needed to help with everything from setting up to cleaning up
on the day of the event.

5. When selecting the Event Planning Team, the following
should be considered:

A. Pick competent people. Be sure the people selected to
carry out atask have the ability and resources needed to do
the job.

B. Provide specific objectives.

C. Don't interfere.

D. Follow-up.

E. Reward good performance.
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3.  When the action will be started and when it will be finished
— Since strategic windows open and close swiftly, tactics that are
not implemented in a timely way cannot be expected to work
well. Note that there are two aspects of scheduling. It isnot
enough to set completion dates; an activity that is not started on
timeis not likely to be finished on time. It isfar more effective
to control starting dates than finishing dates. If an activity islate
getting started, there is little prospect of meeting its completion
deadline.

4. The spexific resultsthat are expected — Every tactic must have
a purpose—an outcome that is to occur as a result of the action
that is taken. Remember that the hierarchy of objectivesis till
in place.

5. How much it will cost — There will be an explicit, or an
implicit, cost associated with every action called for in the
tactical plan. Explicit costs are direct, out-of-pocket expenses
directly traceable to the activity. If the action is not taken, the
cost cannot be incurred. Implicit costs are indirect or overhead
costs that cannot be traced to the specific activity. Marketing
budgets generally are restricted to explicit costs.

When these five elements have been properly identified for every
key marketing activity involved in the execution of the marketing
plan, the planner can be reasonably certain that the strategy is
achievable and can be confidently sent to the field.
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How to prepare the tactics:

To begin, select a marketing mix component. Then break the
component into a detailed list of al the actions necessary to complete
the task. These actions must address all the “issues’ previously
identified.

Arrange the actions sequentially because there is usually alogic to
the timing. Some activities must be completed before others can
start. You are not trying to schedule at this point, but paying some
attention to the chronology as the activities are listed will be helpful
subsequently.

Now that the elements of the tactical planning have been identified,
let us examine each of those aspects more closely.

 Identify the specific individual responsible for each action
— This step in the planning process gives you the chance to
consider how best to use the staff that is available.

« Estimate the time necessary to complete each action — This
where street experience is important. Try to be redlistic, but
remember that most tasks usually take longer than they
should. Build some margin of safety into your estimates.

» Schedule the actions — Work backwards from the fina
completion date, prepare a schedule of starting and completion
dates, but recognize the need to coordinate interdependent
activities,

» Prepare cost estimates for each activity — We have touched
on this before. Since you will be dealing with explicit costs,
you should be able to get acceptable estimates or bids.
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Identify the specific, measurable result expected from each
action — Remember how you arrived at the decision to
undertake this task in the first place. You believed it would
accomplish something. Thisis its expected result. All that
remains is to state that objective in an acceptable way. It must
be quantitative, realistic, and consistent. These expected
results will be extremely important in monitoring the program.

Group all activities for individuals into consolidated lists
for each — Think back over what you have produced up to
this point. You have alist of actions, each of which has been
assigned to an individual. You aso know when each action
must start, and the date on which it must be completed. You
know what is expected to occur as the result of each action.
Now you must get ready to transmit the tactical plans to those
who will carry them out.

Issue instructions to each individual or department — Issue
instructions together with schedules, budgets, and expected
results. You are well prepared to do this. You have just
prepared alist of all of the tactical activities that have been
identified for each person whose assistance and support is
required.

Example of implementation plan-tactics:

1.

2.
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Develop the proposal.

Present the plan severa times to different levels of organization.
Get approval to proceed.

Develop the budget.

Generate liaison with major league baseball.

Develop education material design.
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10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24,

Conduct planning meeting with agency and major league
baseball.

Arrange for project coordinator from major league baseball.
Establish product development team.

Contact each mgjor league team representative.

Develop a product development schedule with each team.

Design and implement a support team for project execution at
26 cities across the U.S. and Canada.

Conduct training of event personnel, five sites nationwide.
Obtain necessary support materials for product development.

Conduct necessary photographic sessions for product
development, 12 sites nationwide.

Complete final product design, get approvals.
Prepare contract specifications for product production.
Conduct management briefings, nationwide.

Arrange for product distribution, 26 cities nationwide.
Award product contract.

Inspect product for quality.

Develop media kit.

Distribute media kits and information kits.

Develop scoreboard messages, videos, announcer scripts, etc.
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25.

26.

27.

28.

29.

30.

Provide for Smokey visits at each site.

Coordinate each event with stadium, team, and agency
personnel.

Develop internal communication network.
Monitor each event on site or by assigned coordinator.
Prepare plan evaluation.

Complete national report and distribute.

Proposed Budget: $210,000.%
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1.8 DEVELOPING PARTNERSHIPS

Identify your objectives:

The first step in developing a focused and successful cooperative
program is to identify your objectives. Your objectives can include
the messages you wish to communicate, the audiences you wish to
reach, and the end results you hope to achieve. Having identified
clear and specific objectives, it will be much easier to determine
whom to approach and what activities to implement. You will also
find that measurable objectives can help you evaluate the success of
your cooperative program at the end of the year.

Identify target companies in your region:

After you have identified your objectives, develop alist of 10 - 20
companies in your region that you wish to contact. These
companies may include local supermarkets, real estate offices,
accounting firms, utility companies, banks—virtually anyone,
because wildfires can have an impact on the employees or customers
of al companies. Some of the companies you contact may be a
division or branch of a larger national company. This should not be
a barrier to you because most branches have monies set aside for
local public service.

Do use some caution when choosing partner companies. Any
company that promotes your message will, in the eyes of the
homeowners, be a reflection of your agency. In other words, make
sure that the company has the right image for your agency. And
remember, it's important to make sure thereisa“fit” between the
message you want to communicate and the company you choose.
For instance, if your objective is to reach vacationers with fire safe
tips, you may want to contact camping supply stores for their
support.

If you have difficulty identifying alist of companies, your local
chamber of commerce may have insight into the most active and
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concerned corporate citizens.
Identify specific program ideas for each company:

Once you have selected a list of companies, develop an
accompanying list of program ideas for each. Try to be as specific as
possible to help the company visualize what you want. It may also
help to make a drawing of the proposed artwork or design to help
bring the ideato life; a company will never commit funds to a cause
without knowing exactly how the monies will be used.

Keep in mind that most companies work with a six-month to one-
year leadtime. If you are seeking financial assistance, it is imperative
that you contact companies early (September - November for the
following fire season) before monies are committed elsewhere.

It is important to develop ideas that are appropriate to a given
company. For example:

» A supermarket may be willing to tell its grocery bag
manufacturer to print a supply of bags with fire safe messages.

* A redl estate office might be interested in distributing a fire safe
homeowner tipsheet to all new home buyers.

» Utility companies may be able to create fire safe inserts for
billing statements.

» Fast food restaurants could develop fire safe placemats.

e Camping stores could distribute fire safe camping information
to all customers.

Other general program ideas include:
» Sponsoring wildfire prevention messages on billboards.
» Producing radio/television commercials.

» Wildfire prevention messages on any type of package or
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product (such as milk cartons, etc.).

» Underwriting the cost of wildfire prevention brochures to be
delivered to every doorstep in the community.

» Printing of wildfire prevention posters.
» Loca shopping mall exhibit.

» Distributing wildfire prevention brochures at gas stations, park
entrances, etc..

* Newspaper advertisements.

» In-store wildfire prevention displays (commonly called “point-
of-purchase’ displays) that can include: shelf containers for
brochures; banners that can be hung from ceilings to call
attention to the availability of wildfire prevention materials in
the store, bank, etc.; large cardboard displays that can
accommodate a company's product and brochures.

» Elementary school programs.
» Placing wildfire prevention articles in company newsletters/
newspapers.
Identify approximate costs for each program:
This step may require alittle homework. Before proposing a specific
idea to a company, try to get an accurate estimate of the cost for such
an endeavor. Some programs can be quite expensive (such as in-

store displays), while others can cost amost nothing (such as placing
a wildfire prevention article in the employee newdletter). Always

34 - Developing Partnerships MARKETING - GUIDE




check to see if printing or other production discounts are available to
you.

As an example of how to budget, suppose you want to propose the
idea of developing and placing a series of four 15-second radio
advertisements to a company. First you would need to contact a
local advertising agency to find out how many radio spots would
need to be run to adequately cover the selected market. Let'ssay itis
necessary to purchase 12 radio spots per week (Monday - Sunday, 6
am. - 7 p.m.) on five different radio stations. Next you would need
to identify the cost to purchase the airtime. Creative and production
costs to produce four different 15-second radio spots would also
need to be determined. The total cost to the company could then be
determined.

When working with outside vendors (designers or advertisers) try to
get price estimates. Make sure the vendors provide you with the
total price of completing a project. Oftentimes, items such as tax,
shipping, and overrun costs (for printed materials) are not included
in budget estimates. These “hidden” costs can amount to hundreds
or thousands of dollars and result in a project running over budget.

It is always a good practice to “pad”’ budget estimates to take into
account any such hidden costs or price increases (for example,
increases in paper costs). If a company agrees to pay $5,000, and
the program ends up at $5,500, you may have to make up the
difference. On the other hand, if you come in under budget, you
can always return the money, to the delight of your sponsor!

Determine the appropriate contact at each company:

Thisis an easy step that can save weeks of time, while a letter is
passed on from one person to another. Simply call the company,
briefly explain your idea, and ask to whose attention the letter should
be sent. Although one's first inclination is to send the letter to the
president of the company, in al likelihood, the president will pass
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the letter on to the director of marketing, public affairs, or another
department. If the letter is sent to the wrong person, there is always
the chance that it will be thrown out or lost.

If you have a personal contact at the company who is a supporter of
wildfire prevention, it may be more effective to send the letter to him
or her. Oftentimes, your personal contact can “go to bat” for you. A
person from within a company who can accurately represent your
interests will definitely help your cause.

Send a proposal letter to the contact person:

The proposal letter is your first opportunity to present your cause,
your idea, and your agency. It is very important to make a strong
first impression.

L etters beginning with an emotional appea and impacting
information about the fire danger in an area attract the most attention.
For example, the following sentences have been effective lead-ins for
agency co-op pitches:

“Weé need your help to save lives and property this fire season. Let
me explain.”

“We are emerging from one of the worst fire seasons in its history.
During the past five months, more than 12,000 wildfires burned out
of control, consuming over 900,000 acres and destroying more than
114 homes. Werst of all—the danger's not over.”

“There's nothing more heartbreaking than to watch a fire victim
rummaging through the remnants of a charred home, searching for
his past. If you, or anyone close to you, has suffered through a fire,
you know that flames don't just burn homes, they destroy memories.”

After you have piqued the reader's interest by describing the
devastation and danger in your specific region, it is important to
point out that something can be done about the loss of lives, homes
and property. Support your claims with statistics, or by writing
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something like, “the majority of the homes lost could have been
saved. . ” Next, demonstrate that public relations can make an
impact by informing the community about your crucia wildfire
prevention messages.

There are many examples of homes or communities that have
followed agency guidelines, and, as a result, have been saved from
fire while their surroundings burned. If you have a local good
example, use it.

The next part of the letter must explain what needs to be done, and
how that company can help. Detail your specific idea for the
company, and give a breakdown of the costs involved. Be sure to
indicate the publicity avenues available to them, and let the company
know that you will work to get them as much visibility as possible
for their efforts. Tell them how many consumers you expect to reach
by such a program, and how beneficial it will be for the company to
be seen as a dedicated and caring corporate citizen.

If you think the company would be interested in picking up the costs
of re-printing existing wildfire prevention information, let them
know that your agency can provide camera-ready artwork. Tell

them that you will be willing to work with them to develop any co-
op program that will meet their needs.

If appropriate, tell the company that the program is being offered
exclusively to them. Many times, a company will be looking for a
cause that it can “call its own.”

Remember to keep the letter short and to the point—one page, if
possible, and no more than 1% pages.

Finally, be sure to include with the pitch letter any useful
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background information you may have about wildfire prevention
campaigns and fire statistics for your area. This type of information
can help “sdll” the agency to the potential co-op sponsor.

Follow-up by phone:

In your proposal |etter, indicate that you will be calling your contact
back by a certain date, and be sure to do it. Allow one week
between sending the letter and making the follow-up call.
|dentifying your follow-up date in this way will alleviate any doubts
the recipient may have about who will call whom and when.

At times you may find that the contact person has not thoroughly
read through your letter, and will have gquestions about the suggested
program. Be sure to have all of this information in front of you
when you call.

Flexibility is the key when talking to a company. Some of your
proposals will result in an interest in the campaign, but not
necessarily in the suggested program. Be willing to work with the
company to tailor a program especialy for them. Make sure the
company understands that any assistance they can offer will help to
make your areafire safe!

Remember that you rarely get something for nothing in a co-op
effort. The sponsor may want you to redesign your artwork, have its
logo prominently displayed, etc. Again, be flexible—the most
important thing is that the message gets out.

Don't assume that just because a company is unable to help out this

year, it will not be able to help out the next. Business environments,
budgets, and personnel are always changing. It may be just a matter
of time before a company has the budget, or inclination, to help you.

Schedule a meeting/presentation (if necessary):

In some instances, you will be asked to make a presentation to the
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company before a decision can be made. This presentation will be
your chance to show the company who you are, what your agency's
role is, how severe the wildfire problem is, what can be done about
this problem, and how the company can help.

It's always helpful to use visual aids during the presentation that
show the devastation of homes in a wildfire or demonstrate how
homes can be saved by being fire safe. These can be very
persuasive. It istrue that a picture says a thousand words!

Work with the company throughout the program:

Make yourself easily accessible to your cooperative sponsor and
provide any assistance they may need. If the company needs
camera-ready artwork to print a poster, or a news release to print an
internal newsletter, provide it to them promptly. The more precise
you are in executing your responsibilities, the more likely it will be
that the sponsor will do the same.

Be sure to review any typeset copy or artwork before it goes to print.
Changes may be made to your originals that result in faulty,
incomplete, or misleading information being communicated. While
you might not have control over the artwork that is selected, you do
have control over the message that is conveyed. Make sure that it
says what you need to say.

Send a thank you letter:

The final step is to send a thank you letter. Any time a company (or
individual) donates its time, money, or resources, be sure to express
your appreciation. None of these companies are obligated to support
an agency, but without their assistance, it would be impossible to
communicate our wildfire prevention messages to all of the residents
and vacationers in your area.

You may also want to consider recognizing your cooperative
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sponsors with a special award that expresses your appreciation for
their involvement. Engraved plagues or framed certificates are
thoughtful gifts that will tell the sponsor how significant and
appreciated their support is to you.

Depending on the depth of a sponsor's commitment (money, time,
services, etc.), you may even choose to host a news conference, or at
least distribute alocal news release, to unveil the cooperative
program to the media. Public recognition such as this can go along
way toward encouraging repeat participation in your cooperative
efforts. The more aware your sponsors are of your gratitude and
need for them, the more likely they will be to renew their pledge to
help you in the future.
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Al19 SAMPLE WILDFIRE PREVENTION
MARKETING PLAN

Mission statement:
Develop a wildfire prevention program that is highly visible,
politically acceptable, and provides nationwide leadership in
wildfire prevention.

Program title:

Smokey Bear and Major League Baseball.
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Introduction:

Major league baseball is family entertainment; Smokey Bear is
family. Baseball is a summertime game; Smokey's message is a
summertime message. There is a natural bond.

The nine- to fourteen-year old male is generally interested in
baseball. The nine- to fourteen-year-old male is generally inquisitive
about fire. It iswith these assumptions that this marketing plan is
developed.

This plan will provide for a wildfire prevention program that will
emphasize the need for fire safety and will be communicated by
baseball celebrities from each magjor league baseball team in both the
American and National leagues.

This will be the first coordinated effort for a public service campaign

by major league teams in every ball park in America in the same
year.
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Situation analysis:

The present national wildfire prevention program does not
adequately address the problem of youthful fire setters, especialy in
the nine- to fourteen-year-old male population. Review of the past
efforts indicate an emphasis on younger children and adults. This
marketing effort targets this age group but will also be effectivein all
age brackets.
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Wildfire prevention marketing objectives:

1. Formulate a consistent wildfire prevention program that can be
implemented in numerous cities across the country.

2. Focus the marketing and promotional mix on the target market.

3. Develop acadre of personnel to implement the program
nationwide.

4. Develop a centralized materials development center.

5. Create high quality educational materials and provide for timely
distribution.

6. Develop a media mix to enhance the knowledge and awareness
of the principles of wildfire prevention.

7. Provide a quality wildfire prevention experience to both the
urban and suburban environments.

—— 44 - Sample Marketing Plan MARKETING-GUIDE —




The target market:

Juvenile fire setters in the United States are generally males, ages 9 to
14. These individuals are curious about fire and will experiment.
Statistics show that this fascination can result in damaging and
sometimes fatal fire activity.

This activity occurs in all environments, from the inter-city to
mountain communities,

The target market for this plan will be young males, ages 9 to 14,
and utilize the value of sports figures as role models.
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Marketing mix:

Product — The major product for this plan will be sports trading
cards. The target market is enthusiastic about this type of material.
Sports trading cards are extremely popular as collectibles, which
creates a afire safety message with along life span.

The product will be a set of collector cards featuring a player from all
major league teams and Smokey. These cards will also feature fire
safety tipsto increase fire safety awareness.

Product placement — These collector trading cards will be available
to people attending a Smokey Bear Day at a baseball park near them.
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Positioning:

This material is high quality, a one of a kind effort, and will provide
fire safety information for years to come.

Service:

This public service, high visibility program provides for a wide
range of customers to become aware of the need for fire safety

precautions and will be especially effective with the target market.

This program will also provide for interagency cooperation and
develop long tern relationships with fire service partners.
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Promotional mix:

These Smokey Bear Days with major league baseball teams will
promote the wildfire prevention message by:

* Providing internal/external wildfire prevention motivations
and awareness,

» Development and distribution of event media kits to
communities nationwide.

* Pre-event publicity at preceding games on site.
* VIP participation and Smokey participation with celebrities.
» Scoreboard advertising.
» Public service announcement distribution.
* Television
* Radio
e Print
» “Firefighters We Love You” video presentations.
» Persona appearances on site by Smokey.

» Smokey Bear opening pitch ceremony.
* Public address announcements.

* Smokey Bear autograph sessions.
* VIP interviews.

» Distribution of wildfire prevention educational materials on
site and throughout the community.
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Implementation plan-tactics:

1.

2.

10.

11.

12.

13.

14.

15.

16.

17.
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Develop the proposal.

Present the plan severa times to different levels of organization.

Get approval to proceed.

Develop the budget.

Generate liaison with major league baseball.
Develop education material design.

Conduct planning meeting with agency and major league
baseball.

Arrange for project coordinator from major league baseball.
Establish product development team.

Contact each mgjor league team representative.

Develop a product development schedule with each team.

Design and implement a support team for project execution at
26 cities across the U.S. and Canada.

Conduct training of event personnel, five sites nationwide.
Obtain necessary support materials for product development.

Conduct necessary photographic sessions for product
development, 12 sites nationwide.

Complete final product design, get approvals.

Prepare contract specifications for product production.
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18.

19.

20.

21.

22.

23.

24,

25.

26.

27.

28.

29.

30.

Conduct management briefings, nationwide.

Arrange for product distribution, 26 cities nationwide.
Award product contract.

Inspect product for quality.

Develop media kit.

Distribute media kits and information kits.

Develop scoreboard messages, videos, announcer scripts, etc.
Provide for Smokey visits at each site.

Coordinate each event with stadium, team, and agency
personnel.

Develop internal communication network.
Monitor each event on site or by assigned coordinator.
Prepare plan evaluation.

Complete national report and distribute.

Proposed Budget: $210,000.%
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