3/31/26

WHAT IS A BRAND?

WHAT IS A BRAND?

What is the first thing you think about when you see the badges of these police
departments?
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WHAT DOES THIS SAY ABOUT BRAND?

' THE THIN BLUE LINE

- DUTY

- HONOR
- COURAGE
- SACRIFIGE
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200 E Santa Clara St FLT-14

San Jswe, C-A 35112

403-515-1272 Fax; 408-292-6207
email: barbaea gregory Gsanjoseca gov

Haw is eur senvice? Phease take our sheet survey.

"That's the law": Parma Police take down Thin
Blue Line flag due to Idaho's new flag law

o bee fiowe In gavernment buldings and faclites

The law limits what flags are pesmitted

May 2025: Idaho House Bill 96

i S

j The only permitted flags under the new law include:

The US. flag
The official flag of a gov. entity, U.S. state, or military
branch

| The POW/MIA flag

Official flags of Indian tribes

Official flags of countries other than the U.S. to

ommemorate special occasions
Official flags of Idaho colleges, universities, & public

schools.

WHY WE NEED T0 CARE...

The State of Recruitment & Retentio
A Continuing Crisis for Policing

2024 SURVEY RESULTS

Scan to read full
report
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Compared to five years ago, which of the following
best describes your current recruitmest eforts?

Much more difficult Wal changes has your agency made o
arhance racraitmert andior retestion?
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+ Education

« Gender

- Age/Generation

« Faith

« Geography

« Personal/Implicit bias
« Daily Bias

WE BELIEVE WHAT WE SEE
BEFORE WHAT WE HERR.

PEOPLE'S PERGEPTIONS ARE
RFFECTED BY THINGS LIKE:
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HOW DO YOU WANT TO BE SEEN?

« Trustworthy
« Professional
« Dependable
« Honest

« Caring

« What else?
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BRAND STUDY - Austin, TX

Austin’s new logo draws criticism over design and
timing

Austin is spending $1 million on a new logo meant to evoke
city’s hills, ‘violet crown skies'

Austin unveils first-ever city logo and unified brand amid
mixed public reaction
k ‘Cracker Barrel attempt': New Austin city logo roasted online
- Look familiar? Austin's new $1M logo has Dallas residents
Aus;m doing a double-take y\
Austin
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BRAND STUDY - Austin, TX
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HOW TO BUILD THE BRAND

DIRECT CONTACT

Logos, patches, uniforms, vehicles, website, how your professional staff dress,
business cards, volunteers, social media

WORD OF MOUTH

People trust people who are like them! Word of mouth is the most influential source of
trusted advice.

MEDIA

Media mirrors and influences public opinion.

DIRECT CONTAGT
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WORD OF MOUTH

Most influential source of trusted advice; People trust people who are like them.
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WORD OF MOUTH

» Know your audience

« Different demographics want
interaction in different ways I[SS

» Know your supporters and detractors %

+ Know others will speak for you

+ Create community partnerships LESSER LANDY

+ Liaisons with key community SMITH & SIEGEL PLLC
influencers s

* Someone else to ‘toot your horn’ when Florida Injury Lawyers
needed 5

26

WORD OF MOUTH

« Who carries your message to the public?
o Your employees
o People they know (families, friends)
o The public who have contact with police .. which is amplified
by social media

+ Do they have the information they need to speak truthfully about
your agency?
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WHERE DO YOUR EMPLOYEES
GET THEIR INFORMATION?

N « Law enforcement personnel get
half more cynical as they gain years on
fure the job
e T
- « What you see affects your
— —— perception of the world
N
Son
« As aboss .. you have to deal with a
I J1 ol mu -
cynical audience - your
subordinates!
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WHEN TO FOCUS ON INTERNAL COMMUNICATIO

Without good internal communication, periods of high-stress and
uncertainty result in rumors, taking sides, vying for positions, etc.

« Times of organizational change (new Chief, restructuring, new units)
+ Times of crisis

+ External attack
« Intense scrutiny by media or public

pealisc i
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THE MEDIR

32

THE MEDIR

+ Symbiotic relationship
+ We can't control the media, but we can manage our message.
+ Media outlets are a business!
+ Media is no longer television, radio and print
« Everyone is a reporter
« The media’s job is to inform the public
o in an easily understandable way ...
o thatis more compelling than the competition ...
o by deadline, speed is paramount
o that will draw viewers
« ..and make money for their company
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THE MEDIR - BUSINESS

—
——
— MITCHFICK JENEE RYAN
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NEWS STATION PERSONALITY

Small budget
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STRINGERS & CITIZEN JOURNALISTS
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FIRST AMENDMENT AUDITORS

THIS IS WHY WE ALWAYS PREPARE...

O EXCLUSIVE §
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PREPARE

CEO speaks PIO speaks
News conference Written response

On-camera Issue statement
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TARGET AUDIENCES

Before we begin crafting messages, we need to determine who needs
tohearit.

1. Victim and her family

2. Police co-workers

3. Anyone he previously arrested,
particularly for sex crimes

4. Elected officials

5. Lawyers

6. Residents

7. Potential jury pool

41

CRAFTING MESSAGES

- Express care and concern

+ Apologize when need and as quickly as
possible

+ Own mistakes - When you mess up, fess up!

« Define don't defend. Brief on facts as you know

them

42
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CRAFTING MESSAGES

* Leave room for explanation:

« “This is the information that we have right now,
as it changes, we will update you.”

» Never start a sentence with “I think” — your

opinion is irrelevant
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CRAFTING MESSAGES

« Tell people what happened and what you are

doing right now
« Tell people what they CAN do, as opposed to
what they CAN'T do;
Instead of: “AVOID THE AREA” say “Fatal crash
investigation at 7th and Remington. Use 8th and
Astoria.”

- Don't set artificial timelines/make any promises
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CRAFTING MESSAGES

Use Action-Oriented Language vs. Avoidance Language

45

3/31/26

15



46

47

48

CRAFTING MESSAGES

COP SPEAK
NO!

Succumbed to injuries
Fled on foot

Wooded area

* Ejected from
Apprehended

« Atlarge

Transported

« Verbal altercation
Service weapon

MANAGE YOUR MOUTH

It's OK not to know an answer; respond

positively with something lik:

information I'll have to get for you” or “We'll
release that as soon as we can.”

Don't argue with a reporter,
inappropriate questions

+ Don't give personal opinions or answer

personal questions

No comment is a comment!
Instead, try these...

+ We don't have anything to say, add,
contribute...

* We haven't read the report, complaint,
indictment, lawsuit ...

« We're still gathering facts, just starting our
investigation...

« We'll check with our team, our general
counsel, our sheriff...

YES!

« Died

+ Ran away

+ Woods

+ Thrown from
« Caught

« Not caught
- Taken/Took
« Argument

.+ Gun

e, “That's

but call them on
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MANRGE YOUR IMAGE

« Dress appropriately

« Learn to control your nervous
gestures

« Ground yourself

« Hands and eyes visible

MANRGE YOUR IMAGE

« Is your body
language
contradicting what
you're saying?
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