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[bookmark: USINGPRTOOLS]Using PR Tools
This section gives general guidelines for some of the most common press materials that you’ll use for your chapter’s PR efforts, such as press releases, media advisories and calendar listings. 
Press Release
Press releases are one of the most widely used of all public relations formats as a way to get information to a specific audience. It typically addresses the who, what, when, where, why and how of the story. The most common components include:
· A standard introduction (e.g., FOR IMMEDIATE RELEASE)
· Contact information
· A straightforward headline and if appropriate, a subhead
· The location and date followed by an introduction that covers the who, what, when, where and why
· A quote by a chapter spokesperson, which will add credibility to your release
· Conclude with background information such as your chapter’s boilerplate

A press release should be sent one week before your event. If applicable, send the release to local television and radio station contacts, as well. 
Media Advisory
A media advisory alerts reporters of a story opportunity, typically of an event you want the media to attend and photograph. Media advisories should also be sent to assignment desk and beat reporters at papers and general assignment desks at TV stations one week before the event and again two days prior to serve as a reminder. If appropriate, send again the morning of the event. 
Calendar Listing
A calendar listing includes a brief description of your event and specifics such as day, time and location. It should be sent three weeks in advance to the calendar editor at local newspapers, TV stations and event Web sites to get placed in their event calendars.
Back to Top
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[bookmark: WORKINGWITHTHEMEDIA]Working with the Media
Developing a solid relationship with your local media will help pave the way for future media coverage on your chapter, help garner positive press coverage for special events and activities and build trust between you and local reporters. Simple things like promptly returning a reporter’s call, not calling a reporter while on deadline, keeping an updated media list and positioning yourself as a local child advocacy expert will help you to develop a good rapport with your local media. 
This section includes tips on how to work effectively with the media by determining what is newsworthy, identifying who covers your industry, properly introducing yourself to local reporters, and how to pitch the media successfully.
Determining What’s Newsworthy
One of the most common struggles to a good working relationship with media professionals is an agreed-upon definition of the concept of news. Typically, journalists judge news value on some or most of the following:
· Consequence.	It’s important that your story has news value and importance to the reading, listening and viewing public because; in other words, it has to be something consumers would pay to know.
· Interest. The information that you’re pitching to the journalist should have some unique, unusual or engaging aspect to it to appeal to your audience’s interest.
· Timeliness. The material needs to be current or, if it’s an old story, it must have a new angle. Journalists are unlikely to write yesterday’s news.
· Proximity. A local angle often attracts more interest because if the story truly affects the readers, it has a better chance of being reported.
· Prominence. Events and people of prominence frequently make the news. For example, having a local celebrity host a chapter event will draw even more media attention.

Identifying Who Covers Your Industry 
First, it’s important to identify the correct reporters. To do so, monitor your daily newspapers, television stations, radio stations and Web sites to determine which reporters cover child advocacy, the court system and special events in your local community. You can even call the news desk at your local newspaper or television station and ask. 

After you have your initial research, it’s time to compile a targeted media list. (A media list is a document that contains details about local contracts and all the information you need to conduct business in your community.) Find out if your reporters prefer to receive news by regular mail, fax or e-mail.


Once complied, a media list should be updated at least once a month to include the following information:
· Name of newspaper, radio station or broadcast outlet
· Contact name
· Job title of contact
· Mailing address (if appropriate)
· E-mail address
· Telephone number
· Fax number (if appropriate)
· Publication and contact notes
· Section for notes to help yourself keep track of your outreach efforts

Following is an example of an organized media list:
CASA PROGRAM ABC
Master Media List
Last Updated: December 8, 2009
	LOCAL NEWSPAPERS


	Publication
	Contact
	Title
	Email
	Phone #
	Notes

	Local Newspaper 1
	Jane Jones
	News Reporter
	jjones@localnewspaper1.com
	555-555-1234
	Prefers to be contacted by e-mail.

	Local Newspaper 1
	Amy Ayes
	Arts & Entertain-ment Editor
	aayes@localnewspaper1.com
	555-555-1233
	Send e-mail for inclusion in ETC calendar of events. Subject should read: ETC Event [date]

	About Local Newspaper 1:
Local Newspaper 1 is a general interest daily newspaper with a daily circulation of 100,000. Coverage area includes ABC county. The publication is broken into four sections: front page news, Metro, Sports and Entertainment. Every Thursday is the ETC weekend guide that features upcoming community events and attractions. 


	Local Newspaper 2
	Bob Smith
	Editor
	bsmith@localnewspaper2.com
	555-555-2345
	Prefers to be contacted Thursday/Friday mornings by phone with story idea. He will pass along information to appropriate reporter. 

	About Local Newspaper 2:
Local Newspaper 2 is a weekly newspaper for ABC town published every Wednesday. Features local community events, local government issues, and grade and high school news and sports.





	LOCAL TELEVISION STATIONS


	Publication
	Contact
	Title
	Email
	Phone #
	Notes

	Local Television Station 1

	Doug Peter
	Morning Show Producer
	dpeter@localtelevisionstation1.com
	555-555-3456
ext 123
	Send information by e-mail first. Follow up with phone call between 10 a.m. and 11 a.m. on Tuesdays or Wednesdays only.

	Local Television Station 1
	Cindy Start
	News Reporter
	cstart@localtelevisionstation1.com
	555-555-4567
	Prefers to be contacted over the producer. Send story ideas by e-mail only. She will follow up if she is interested. 

	About Local Television Station 1:
Local Television Station 1 is the NBC broadcast affiliate for ABC county. Shows include News this Morning, News at Noon, News at 5, News at 6 and Nightly News at 10. 



Introducing Yourself to Local Reporters. 
Now that you’ve identified the correct reporters, it’s important to reach out to them and introduce yourself as the main contact for your chapter. This can be accomplished in the following ways.
· Write an introduction letter to the reporter. To begin outreach, draft a letter or e-mail introducing yourself to reporters and positioning yourself as a local child advocacy expert. Include key information such as background of your expertise, highlights of your chapter and your contact information.

· Following-up and setting up a meeting. Next, it’s important to follow-up your letter with a phone call. When contacting a reporter for the first time, make notes on the important facts about your chapter so you can include them in your conversation. The purpose of the follow-up call is to:
· Introduce yourself to the reporter
· Find out what the reporter is planning to cover in the coming months
· Provide the reporter with some initial story ideas

At the conclusion of your call, invite the reporter out to your chapter – conducting a face-to-face meeting with a reporter will provide you an opportunity to:
· Build trust and rapport between you and the reporter
· Share story ideas
· Learn how to work best with the reporter and local media
· Introduce the reporter to chapter programs and, if appropriate, volunteers

· Develop the relationship throughout the year. Continue to cultivate the relationship with your local media by regularly supplying reporters with valuable information, such as newsworthy chapter announcements and industry news. 

Pitching the Media
Sometimes it’s hard to pick up the phone and call a reporter with a story idea. But with the right know-how it can be a rewarding experience for you and your chapter. Following are some helpful hints on how to work best with the media and successfully communicate your story angles and ideas. 

· Brainstorm creative news hooks. Every day reporters receive dozens (if not hundreds) of e-mails, phone calls, traditional letters, and faxes from individuals pitching stories. There are, however, ways to communicate your news to make yours stand out. Consider what you can say and how you can say it. Some creativity behind your news might be the way to catch the attention of a reporter in your market. Brainstorm ideas with your staff during meetings, or call National CASA to discuss ideas with a PR team member. Also, read other local newspapers and magazines to see what news is popular or specific trends are emerging in your area that you can relate to your story idea. This can help in making your story timely and more relevant to the reporter. 

· Do your homework. Read recent stories from a reporter before you attempt your pitch. That way, when calling you can genuinely say you’ve been following what they cover and tie in your news with their recent stories. For example, if you’re e-mailing a reporter a story idea, you can bring up a recent story that the reporter wrote that ties into your pitch. An easy way to bridge to your story is to say, “Recently I read your story on…and thought that you would be interested in learning that…”

· Follow up. Once you’ve sent your pitch via fax or e-mail, follow-up with the reporter within 24 hours. It’s best to continue to follow up with reporters until you reach them live since they are not typically fond of receiving numerous voicemails. Only after trying to reach them live over a two-day period should you leave a voicemail with your pitch and contact information.

· Be helpful and accessible. Members of the media are often on deadline and need information quickly to complete a story or segment. When working with the media, be available and prepared to take a journalist’s call for additional information or to confirm facts. If you’re not in the office, be sure to leave your contact information. 

If a reporter is interested in your story:
· Find out what you can do to help the reporter by e-mailing additional information such as 	a chapter fact sheet, event details, press release, media advisory, etc.
· Ask if they would like to set up an interview with you or someone appropriate at your chapter who makes sense for the story (e.g., executive director, volunteer) and two or three times that are good for the reporter based on schedules
· Find out when the suggested individual from your chapter can speak to the media based on the reporter’s availability
· Confirm the time with both parties and make sure everyone has the materials they requested

	If a reporter isn’t interested in your story:
· Find out why because it may be that the reporter is on deadline and doesn’t have time to listen to you at that moment
· The reporter may be interested in story ideas from you and your chapter, but just not that specific pitch. Therefore, ask for the reporter’s e-mail address if you do not have it already in your media list
· Follow up with an e-mail of two or three other story ideas you think the reporter may be interested in writing. This way, the reporter may gain interest in one of those ideas. At the very least, your information will be on file for future reference
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[bookmark: MEDIAINTERVIEWTIPS]Media Interview Tips / Reference Guide
The media interview offers an excellent opportunity to tell a positive story about your chapter or event. While every media interview will vary depending upon location, format, available time prior to deadline, etc., there are techniques that can be learned and practiced, and that will result in a more effective media interview.
The purpose of this guide is to provide you with an overview of the various media interview formats, tips to prepare for media interviews and techniques to help accomplish your communication objectives during every media interview.
Understanding Reporters’ Techniques
Most journalists are generalists who know how to research, ask questions, and collect a great deal of information from many sources before writing an article or putting together a radio or television segment.
Reporters want to know what’s new and different about a subject and are looking for the information or quote to make their reports stand out from the competition. 
Although it may seem that reporters seek out negative drama and conflict, (e.g., issues, lawsuits), many are just looking at every angle of the story and want to serve as the reader advocate. Reporters will also make good use of positive stories such as chapter milestones, human interest stories, unique facts and information, or a different slant on an existing story.
Preparing for Interviews
In preparing for media interviews, you should identify the key points you want to communicate to your audience. It’s acceptable during a phone interview to have those points on a sheet of paper during the interview itself, but not in person or on TV. When you answer questions, look for opportunities to bridge to the key points you’re trying to make. For example, if a reporter asks you about a negative subject or one you aren’t prepared to discuss, say something like “I’m not in a position to tell you about that, but what I can tell you is that at [our chapter] we do…”
It’s likely that you may encounter questions that are negative or designed to trap you into a negative response. To avoid the possibility of being misquoted or a potentially damaging answer, take a moment to collect your thoughts before answering. Do not repeat the negative phrase in your answer. Instead, try to listen for the question behind the questions and address the answer from a positive point of view and bridge back to your key messages. 


Points to remember:
· Be prepared – anticipate the questions
· Pause before you answer
· Don't echo negative words
· Always answer the question but don't over answer 
· Find the issue that encompasses the questions
· Bridge to specific, positive information – facts, evidence that supports your selling points

Delivering the Message
The key to an effective media interview is control. This includes controlling your demeanor, your presentation, your language and your message. While appearance and attitude are important factors that contribute to a successful interview, equally important is the content of the interview. It’s essential to prepare for a media interview by developing a positive message and key agenda points.
The key to controlling an interview is to see every media interaction as an opportunity to establish two or three main points about your product or issue. These key points will constitute your agenda or platform. Your objective during the media interview is to communicate the agenda points during the time period available. Every reporter comes prepared to a media interview with an agenda: to get the story. If you assume an overly passive role, limiting your responses to answering questions posed by the reporter, you will not maintain control of the interview. However, if you view every question as an opportunity to accomplish your agenda or deliver your messages, you’ll be successful in conveying a positive message about your center event or issue.
Setting Interview Ground Rules
In every interview setting, you must set the ground rules. These are not always easy to enforce. But if you set rules, you may gain some control and communicate your messages. For any interview, it’s important to:
· Bridge to your key talking points
· Make yourself available for follow-up questions
· Repeat the most important messages if given the opportunity to add additional information at the end of the interview

For a spontaneous interview:
Interviews are not always pre-planned and you may have to answer questions without first preparing materials. If this happens, relax and keep in mind the following guidelines:
· Ask the reporter's name and affiliation
· Ask the purpose of the interview. For example, "What's the story?" "What information would you like from me?” “Is the interview live or taped?”
· Ask that cameras, lights and microphones be kept at a reasonable distance
· Keep the interview confined to the original subject
· Do not go "off the record." A reporter may tell you they want comments off the record, but it’s imperative that you never say anything you would not want others to read or see
· Don’t be embarrassed to ask for a re-take on a fumbled answer if the interview is taped
· Break off the interview after a reasonable time and let reporters know where they can reach you for follow-up
· Ask when the interview will be broadcast or appear



For a scheduled interview:
Same points as a spontaneous interview, plus:
· Know the general subject so you can do research
· Find out the format of the show or the article and ask who the other guests will be or people to be interviewed
· Prepare your quotable talking points, your props and background information
· Contact National CASA to receive proper counsel and written talking points

Print Interview Guidelines
Print interviews offer several advantages over broadcast media – they’re more relaxed, generally run longer, and allow you to go into greater detail on the subject. However, occasionally these positives can turn into disadvantages. For instance, the interviewer may stray away from the original subject.
Here are some points to keep in mind during your print interviews:
· Set the Stage. Forward all calls to your voicemail or to a colleague. Get out from behind the desk and into a friendlier setting. At the same time, don't get too relaxed. Sit forward in your chair and lean into the conversation.
· Establish Ground Rules. Before beginning, state the amount of time you have available and review the subject matter you agreed to discuss.
· Take the Initiative. Begin by giving the reporter background or by bringing the reporter up to date with a snapshot of an issue. Don't assume the reporter has a thorough knowledge of your chapter or event.
· Flag Your Talking Points. Before the interview, decide what points you want to make and write them down. Refer to your notes during the interview and repeat your points, verbatim, at least once or twice. Call attention to them with phrases like, "We see a trend developing toward...," "Our volunteers tell us..." or "Something we haven't talked about before..."
· Stay on Track. Avoid rambling. If you drift off the subject, don't try to find your way back. Interrupt yourself and refocus the reporter with a phrase such as "What's really important here..." or "The point I want to make is..."
· Don't go off the Record. Once you’re in the presence of the reporter, anything you say is fair game, regardless of when the “official” interview starts and ends. 
· Summarize. At the end of the interview, review your key points for the reporter and be certain that any technical or complex subjects are clearly understood. Invite follow-up calls by the reporter.
· Be Alert and Friendly. The toughest questions often come near the end of an interview or sometimes after the subject is discussed. Be prepared for this technique, as well as for the "casual" question after the interview is presumably over. At the same time, maintain a friendly, helpful attitude regardless of the reporter's approach. If you prepare and provide useful, interesting information, everyone's needs will be served.

Studio Interview Guidelines
Similar to print interviews, there are important guidelines to keep in mind before and during an interview for it to be successful.


Before you arrive:
· Watch the program to learn format, interviewer's personality and typical length of interviews
· Read newspapers and watch television to catch "late-breaking" news
· Prepare by working with National CASA and by researching to come up with communication points, visualizations and interesting facts
· Arrive at the studio at least a half-hour before your appearance


At the studio:
· Introduce yourself to the producer, host or other contact person and review the agreed-upon format and subject areas of the interview
· Ask to see the studio for the set arrangements; Sit in the chairs to check comfort levels and lighting, and ask for changes, if appropriate, and if there’s enough time
· Allow studio personnel to put makeup on you because it will make you look better under the studio lights
· Drink water or warm tea with lemon to loosen up your throat and avoid milk products and powdered donuts that can coat your throat
· Take a few minutes to relax and refresh yourself
· Remind yourself of the two or three messages you want to communicate

On the set:
· Introduce yourself to the host if you haven't done so yet
· Remember posture, eye contact and gesture rules
· Stay positive – keep in mind, it's the audience you’re trying to reach, not the interviewer
· Wait for the clear signal
· Smile and enjoy yourself– if you smile, people are more apt to think positively about you and your chapter
· Remember, only you realize if you forget to mention one of your prepared talking points. Don’t get flustered; keep smiling and talking about your next point or issue

Dressing Guidelines
The general rule for dressing for interviews is that your clothing should not call attention to itself. In other words, what you wear should not interfere with the message you want to deliver.
Following are some guidelines:
Men:
· Suits: Navy or gray, plain or muted pinstripes
· Shirts: Pastels – blue, yellow, pink, off-white – work best for television and long sleeves give a finished look
· Ties: Solid, or simple patterns, burgundy or maroon show up best
· Tiepins: Try to avoid wearing anything that calls attention to itself
· Vests: Optional in stand-up presentations or speeches but is not recommended for TV; vests add 10 to 15 pounds to your looks, bunch up when you are seated, and can make you uncomfortably warm
· Shoes:	Make sure they’re polished



Women:
· Suits:	Conservative; navy and gray works best
· Dresses: Patterns shouldn’t be too busy
· Nylons: Neutral tones, no patterns or seams
· Hair: Careful grooming, not length or style, is the issue; keep your hair pulled away from your face
· Shoes:	Conservative; avoid boots and open toes
· Jewelry: Avoid dangling earrings or necklaces; Pearls or matte types are best because they don't reflect too much light

Correcting Errors
Unfortunately, even the best interviews can still result in errors in the final newspaper article or broadcast segment. If the error is a minor one, it’s not necessary to contact the reporter or editor. However, if the error is important (regardless of whether the error was caused by you or the reporter), it needs to be corrected. Below are some guidelines to follow when correcting errors:
· Be as diplomatic as possible.
· Contact the reporter immediately. If the mistake happens to be your fault, be sure to tell the reporter that and ask if the error can be corrected in some way.
· If the reporter is unwilling or unable to fix the error, do not automatically go over his or her head to the editor or producer unless correcting the error is worth more than your relationship with the reporter.
· If all else fails, write a letter to the editor correcting the error. Keep it short, to the point and be sure not to point fingers.
· Ask the reporter if there is anything you can do in the future to try and prevent errors from happening again.
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[bookmark: BACKGROUNDER][image: casa_h_R_redblue_rgb]About the CASA Movement 
California CASA

Each year, approximately 780,000 children in the U.S. are caught up in the court and child welfare maze because they are unable to live safely at home. Court Appointed Special Advocates (CASA) trains volunteer advocates who are appointed by judges to speak out on behalf of these children, to make sure they don’t get lost in the overburdened legal and social service system or languish in an inappropriate group or foster home. These CASA volunteers make a lifelong difference in the lives of children in their community.  

California CASA Association (CalCASA)
[Briefly describe your particular organization] 
As a state-level organization, CalCASA works with a network of 41 local CASA programs that recruit, train, and support volunteer advocates who work to make each child count. Since 1987, CalCASA has been working to better the lives of thousands of California’s children by strengthening, sustaining and growing California’s CASA network. CalCASA provides wide-ranging assistance to local CASA programs and advocates for progressive, child-centered policies state-wide. 

Local Statistics
[Highlight statistics about your organization and the need for advocates in your community]
· Each year, social services agencies throughout California receive calls alleging abuse or neglect for more than 450,000 children — enough to fill every major league baseball park in California twice over
· At any one time, 70,000 of California’s children find themselves living in foster care — enough to fill Disneyland to capacity
· California children in foster care attend an average of nine different schools by age 18 with 40 percent of them dropping out before graduating high school

To learn more about CASA, donate to the cause or become a volunteer advocate for children in your community, please visit [Enter your organization’s website address]

###
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FOR IMMEDIATE RELEASE[image: casa_h_R_redblue_rgb]
Contact:
[NAME]
[PHONE]
[EMAIL]


CASA Challenges Community to Remember “Forgotten Children” with National Child Abuse Prevention Month Demonstration
 500 life-sized cutouts on display to symbolize the average number of Georgia children who entered foster care each month in 2009

ATLANTA -- APRIL 16 -- In 2009 alone, the Georgia foster care system served 16,300 abused and neglected children. On Friday, April 16, as a part of National Child Abuse Prevention Month, Georgia Court Appointed Special Advocates (CASA) will hold a “Forgotten Children” demonstration in Woodruff Park to raise awareness for these children and challenge the community to give them a voice as volunteer advocates. Five hundred life-sized child displays will fill the park, symbolizing the average number of Georgia children who entered foster care each month in 2009.

Each of the 500 cutouts bear actual messages from foster children gathered during a national study commissioned by the National CASA Association – a network of more than 1,000 local community programs that recruit and train citizen volunteers to advocate for the best interests of abused and neglected children in state care. Between 2008 and 2009, 2,037 CASA volunteers throughout Georgia advocated for 8,707 children.

“I passed through nearly 20 homes during my four years in foster care,” says 23-year-old Brittany Jean of Atlanta, now a member of the Governor’s Office for Children and Families Advisory Board. “My CASA gave me a voice in the system and provided the stable presence I needed to escape the downward cycle of crime and delinquency that claims so many foster children. I don’t know where I would be today without my CASA.”   

CASA volunteers have been proven to lessen the frequent upheaval that negatively impacts foster children’s education, friendships and sense of belonging. Children with a CASA volunteer are substantially less likely to spend time in long-term foster care or re-enter the system once placed in a permanent home. 
In addition to the April 16 event in Woodruff Park, Atlanta will play host to the National CASA Conference from April 16-19. More than 1,400 CASA volunteers, staff and board members from around the country will be on hand to discuss emerging issues in child welfare and child advocacy. Judge Glenda Hatchett, recognized authority on juvenile issues and star of the hit television show Judge Hatchett, will provide the keynote address for the conference. 
For more information on how you can be a CASA supporter or volunteer, contact Georgia CASA at 404-874-2888 or visit www.gacasa.org.  

# # #
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[bookmark: PITCH]Hi [REPORTER FIRST NAME],

I saw your article on child abuse last week and thought you might be interested in an event Georgia Court Appointed Special Advocates (CASA) is holding this Friday at Woodruff Park as a part of National Child Abuse Prevention Month. 500 life-sized cutouts of children will fill the park to represent the average number of Georgia children who entered foster care each month in 2009. Television star, author and National CASA spokesperson Judge Glenda Hatchett as well as Assistant Commissioner Mark Washington of the Georgia Department of Human Services and a local former foster youth will be available for interviews on-site between noon and 2:00 p.m.

In 2009 alone, the Georgia foster care system served roughly 16,300 abused, neglected or abandoned children. CASA is a non-profit that recruits and trains volunteer advocates to represent these children and ensure they are not lost in the system. Between 2008 and 2009, 2,037 CASA volunteers throughout Georgia advocated for 8,707 children, but more volunteers are needed to ensure every abused or neglected child is given a voice.

If you’d like to interview Judge Hatchett, Assistant Commissioner Washington or a former foster youth, you can reach me at [E-MAIL]or [PHONE]. The display will be up throughout the day and we’d be happy to work around your schedule if the noon to 2 p.m. time period doesn’t work for you.

Best,
[NAME]
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[bookmark: MEDIAALERT]***MEDIA ALERT***

	Contact:
[NAME]
[PHONE]
[E-MAIL]




CASA Challenges Community to Remember “Forgotten Children” with National Child Abuse Prevention Month Demonstration
500 life-sized cutouts on display to symbolize the average number of Georgia children who entered foster care each month in 2009


WHAT:
As a part of National Child Abuse Prevention Month, Georgia Court Appointed Special Advocates (CASA) will hold a “Forgotten Children” exhibit on Friday, April 16, featuring a powerful visual representation of the 500 abused or neglected Georgia children who entered foster care each month in 2009. Television star, author and National CASA spokesperson Judge Glenda Hatchett, as well as Mark Washington, assistant commissioner, Georgia Department of Human Services, and a local former foster youth will be available for interviews.

WHEN: 
Friday, April 16
On-site interviews with Judge Hatchett, Mark Washington and a former foster youth available by appointment between 12:00 p.m. and 2:00 p.m.

WHERE: 
Woodruff Park
Peachtree Street Northeast & Auburn Ave NE
Atlanta, GA 30303 

VISUALS: 
500 life-sized cutouts of children will be on display to represent the average number of Georgia children who entered foster care each month in 2009. Each of the displays bear an actual message from a foster child in the United States.

ABOUT GEORGIA CASA (COURT APPOINTED SPECIAL ADVOCATES): 
Approximately 8,500 children at any one time are entangled in the Georgia child welfare system because they are victims of abuse, neglect or abandonment. Started in 1988, Georgia CASA develops and currently supports 48 court-sanctioned, community-based programs that provide trained, supervised volunteers to advocate for the best interests of these children. Between 2008 and 2009, 2,037 CASA volunteers throughout Georgia advocated for 8,707 children.

FOR MORE INFORMATION:  www.gacasa.org 		
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www.CASAforChildren.org

[image: Laura Nunes and CASA volunteer Sally]
Former foster youth Laura Nunes describes how her CASA volunteer made a lifelong difference for her

Long before my feet touched Iraqi soil—before I even joined the United States Marine Corps—I was a veteran of a long war for survival. 

My first foe was my father, who was horribly abusive to my mother and me. When he finally left, a new enemy surprised me: my mother’s demons. I was 13 when my mother’s mental illness drove her to lock me in a back bedroom of our house—without food or water. By the time the police broke in a week later, I was literally starving. When I got out of the hospital I had a new status: foster kid.

During my five years in foster care I had more than a dozen social workers. Nearly every court date meant meeting a new lawyer. But through it all I had just one CASA volunteer: Sally Payne.

Throughout all the changes and different people I had to deal with, Sally was the one person who was there just for me. Knowing Sally cared about me meant the world to me. She was the anchor I desperately needed to stay in school, to keep moving forward, to make the choices that got me safely out of foster care and into service to my country. She made me believe that I was destined for success—in college or in whatever else I decided to do.

“Whatever else” turned out to be joining the Marines—which I did as soon as I turned 18 without consulting Sally or anyone else. You see, while I was in foster care, my mom died—homeless and alone. I worried that I might be biologically programmed for a similar fate. The United States Marine Corps promised a roof over my head, job training and security. Sally wasn’t thrilled with my decision, but she trusted me to make my own choices and she supported me.

I was a Marine from 2000 to 2005, and I served two missions in Iraq. Today I am 27 and a civilian police officer at Marine Corps Air Station Miramar in San Diego. I am also a college student, studying psychology. Sally’s lessons have never left me, and neither has Sally. She will be in my life forever.
[bookmark: _top] (
“I am living proof that CASA volunteers change kids’ lives.”
Laura Nunes, former foster youth
)
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