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1. Pre-Planning 
  
Describe your approach to communication planning for this event. 
What prompted you to prepare a plan for this event?  
Was it in response to an existing situation or to examine a potential situation? 
What factors influenced the pre-planning process? 
How did the pre-planning help define or redefine the audience(s) or the situation? 
What research helped you prepare your plan?
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2. PLANNING FOR COMMUNICATION 
  
What was the plan, in general terms? 
What was the plan's objective? 
Who was the key audience? 
What was the overall strategy used? 
What training was conducted in preparation for this event? 
What agencies were involved or coordinated with your office for this event?
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3. EXECUTION/RESPONSE 
  
How was the plan executed and what was the outcome? 
How did the activities flow, in general terms? 
What tactics where used to communicate? 
What other organizations were involved? 
What communication mediums did you use? 
How was the initial response/rollout handled?
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4. EVALUATION 
  
What did you use to measure the effectiveness of your communication plan? 
What were your results? 
How did the results compare to the specific and measurable objectives you identified in the 
planning section? 
How effective was the initial response and follow up support for the incident investigation if 
responding to a crisis? 
What additional resources or training could have helped? 
Has your overall communication approach changed or evolved due to this event? 
Were there any difficulties encountered? If so, how were they handled? 
Did other unit programs or policies evolve as a result of your communication efforts? 
Describe any communication action items, pre-planning or planned, that were not successfully 
implemented and why. 
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5. ADDITIONAL COMMENTS

If you have questions or require assistance with this form please contact the United States Air Force 
Center for Strategic Leadership Communication at 334-953-8518 (DSN 493) or via email at 
communicate@us.af.mil 
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	_5__ADDITIONAL__YARnx9pI0*45yAT8r9EUVg: 
	_4__EVALUATION__1LT4LXM57rFaODNitq4rxg: We basically just discussed our plan of attack for this story and brainstormed ways we might have been able to tell the story better than we did. I think the only thing we could have done differently would have been a pre-interview with Chief Barraza before we arrived, so we could have been more prepared to tell his story. We were completely caught by surprise by the magnitude of this story in our first interview with him.
	_3__EXECUTION_R_kLAg**jLCBZgf2snVSkbxw: We measured the story with social media impact, specifically comments and shares. This story changed the way other storytellers in DOD looked at storytelling. It opened up another avenue for storytellers in the military in their approach for telling leadership stories. It's no longer coming from a broadcast point of view, but more of an intimate personal portrait that is driven on a personal level with cinematography.Additional resources were just having enough time and access to the subject, which is our No. 1 resource. I think we had enough of both for this story.Our overall communication mediums are always evolving with every story. We can't really pin that down to one certain story because it's a thing that grows with you over time. The one thing I know for sure is that the staples of effective storytelling are always logistics and leadership communication. Either the team lead or videographer needs to effectively communicate the goals and planning ideas for our magazine to our subject matter experts on the base, being able to compensate for their goals and points they would like made in the story.There are difficulties encountered on every story. The nature of the job is to problem solve. If you can't problem solve, you can't do this job effectively.
	_2__PLANNING_FO_*3c2n2DzD9LRGFQc*7g8*g: Our plan is never set 100 percent. You have to be able to organically adjust to what you feel is right for the story.Our key audience is always the Air Force, basically everyone. Our key audience is our Airmen, and then everyone else. We don't want to limit it to solely military.Our overall strategy was going with what we thought would tell the best story. For instance, there was the chess board with the one pawn. The interview process with Chief Barraza was really long and rigorous. It was a great interview, left all of us completely riveted and stunned, and there were many moments we just wanted to keep it going. But we also knew we had to ask ourselves how we were going to tell the story because it was just so big. After the interview, we had one of those relief moments while we were walking out, Mr. Andrew Breese, our multi-media producer, noticed the chess board on the table, so he asked him why he had only one pawn, and where were the rest of the pieces? So the chief began to tell the story of the chess board and the one pawn, and about its correlation to leadership. As soon as we heard that, all of the dots connected together, and he knew how he was going to tell the story.At Airman, the time for training is basically over. It's a constant process of doing, not training.Agencies involved were the 3rd Wing Public Affairs and Chief Barraza's staff.
	_1__Pre_Plannin_*a9LZWBkMXSW9kG1ZDN4Uw: Our approach consisted of basically attacking two stories: the Playing the Pawn and the search and rescue mission, but the latter was our primary mission. However, when we got to JB Elmendorf, Alaska, we soon realized there was more character-driven emotion within our first character, Chief Barraza. So when we figured that out, we leaned more toward his story.The story idea came up in a meeting prior to our TDY to Alaska. It was very unique and was a story that basically flew under the radar. One public affairs office did one story on Chief Barraza, but no one had put together a video on him. There was a good reason for that, the storyline being that he had been in a gang. We knew going into it that this would be an issue - How do you tell that story without putting things like his well-being and his career into jeopardy. We had to walk a very fine line on that point.We basically had to work backward on our pre-planning because the search and rescue story appeared to be more visual and more issue-oriented from a magazine standpoint. It flipped once we arrived, because logistics played a number of issues in our plan, and we realized he was a much more personable character.
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