[image: image1.emf]

AmeriCorps Week 2011
Media Toolkit

Table of Contents

Quick Tips for Generating Media Coverage………………………………………………2
AmeriCorps Week 2011 Talking Points.........................................................................5
10 Ideas to Generate Coverage for AmeriCorps Week………………………………......8
General Interview Tips ……………………………………………………………………..10
Interview Tips – Before, During and After………………………………………………...11
Sample Press Releases 

· State Commission Sample Release………………....……………………….…...13
· Local Program Sample Release…………………………………………………..15
· Sample Media Advisory.…………………………………………….………..…......17
Sample Governor Proclamation……………………….……………………………..……18
Quick Tips for Generating Media Coverage

Thanks for shining the spotlight on AmeriCorps during this year’s AmeriCorps Week!  Across the country, the more than 83,000 AmeriCorps members who serve each year are helping communities respond to disasters, improve education, expand economic opportunity, provide health services, protect the environment and support veterans and military families.  In the past 17 years, more than 706,000 AmeriCorps members have given 860 million hours of service to America, mobilizing tens of millions of volunteers and improving the lives of countless citizens.  
Despite its powerful impact and results, AmeriCorps still is not well enough known.  During AmeriCorps Week and throughout the year, we encourage you to spread the word about AmeriCorps.  Using the media is a great way to quickly reach a large audience with your AmeriCorps message.  Below are some quick tips for generating media coverage during AmeriCorps Week. If you’d like more help, click here to download Sharing Your National Service Story: A Guide to Working with the Media. Also check out “10 Ideas to Generate Coverage for AmeriCorps Week” on page 8 for specific story suggestions.  
Create a Publicity Plan:  Don’t wing it!  Write down a plan for how you will generate media to support your organization’s participation in AmeriCorps Week.  As part of your planning, talk to other AmeriCorps programs in your area and your State Service Commission to find out what else is taking place and how best to coordinate.  Your plan should include:

· Timing of events

· Timing of and tools for media outreach 

· Target media list

· List of documents/invitations/signage that you will need 

· Main message for your organization

· Primary spokesperson for your organization

· Assigning responsibilities to specific individuals, i.e., who’s doing what

Target Media Sooner Rather Than Later:  If you do not already have a good media list, start assembling it now.  Be sure the list includes a general phone number for each outlet, direct lines to specific contacts, and email addresses.  The list should include:

· Top editor, city editor or community editor of local paper(s)

· News editor, assignment editor, station manager, public affairs producer of local TV stations
· News editor, station manager of local radio stations

· Producers of local public affairs shows on radio and TV stations
· Online editor/manager for locally focused websites and bloggers 
· Editors of special interest weeklies or monthlies such as business journals, regional publications, or special demographic (e.g. seniors, youth, college, minority)
The best way to know who to pitch is to read the newspaper and watch the news to see who covers the issues your AmeriCorps program addresses.  
Plan Your Event With the Media In Mind:  A few quick tips about making your event media-friendly:
· Give local press enough lead time to plan their schedules to attend.

· Late morning or early afternoon are the best times to attract media and still have a chance to make the evening broadcast news or newspaper deadlines for morning papers.  Holding your event early in the morning or late in the afternoon will make it harder for media to attend. 
· Make sure you have logo identification for AmeriCorps and/or your organization as a backdrop to the key photo opportunity.

· Invite the media at a time when action is happening, not just speeches.
· Make sure to call broadcast media the morning of the event as final coverage decisions are typically made on the same day.
· Have press kits available at the event giving specific details on who is participating and what’s on the agenda.  Include an AmeriCorps fact sheet and information about your AmeriCorps program and organization.

· Put your press kit materials on your website too – reporters frequently go online to research stories and check facts.

· Designate a lead spokesperson and make that person available to media onsite at the event.  Provide contact information for that individual in case reporters have follow-up questions. 
Piggyback on the National Story:  Make sure to position your event as part of the national AmeriCorps Week effort.  Use national statistics to tie your local efforts to national issues. Review the AmeriCorps Impact Guide. 
Write Down Your Main Messages Ahead of Time:  No matter how comfortable you are with talking about your organization and AmeriCorps, it is always helpful to prepare a short document (should fit on one page) summarizing the main points you want to convey.  Share this with any staff or volunteers who could be approached by the media during your event to ensure that the organization communicates a consistent message.

Be Creative and Original!  The media is inundated with requests for coverage of news and events. When creating your event and then preparing your media materials, look for creative ways to break through the clutter. While you obviously cannot sacrifice the seriousness of your organization’s mission, you can have fun and be original. 
Develop Story Ideas to Pitch to the Media:  Focus on the successes your organization and your AmeriCorps members have achieved.  Put a face on the story—such as a dedicated AmeriCorps member who established a recycling program in your community, elementary students who learned to love reading (and raised their reading scores) because an AmeriCorps member tutored them, a job seeker who found employment after receiving computer training from an AmeriCorps member. Tapping into these individual stories can help you tell the larger story of the great work your organization is doing in your community. Remember to keep in mind visual aspects of stories that will interest TV stations. 
Register Your Event Online:  Please take a few minutes to register your AmeriCorps Week event in the online database at AmeriCorpsAlums.org.  Local media will be searching on this tool, and your event or presentation should be there!   
Use The Tools That Are Available:  Check out the other tools available in the AmeriCorps Week Media Toolkit and the AmeriCorps Week website and take the best ideas from all to help create a successful event!
AmeriCorps Week 2011 Talking Points
AmeriCorps Week is an opportunity to demonstrate AmeriCorps' impact on critical issues, bring more Americans into service, and thank the community partners who make AmeriCorps possible.  Events are taking place across the United States – community roundtables, service projects, recruitment fairs, school presentations, alumni gatherings, awards ceremonies, and more.   Check out AmeriCorpsWeek.gov to find out what’s happening in your area. Click here to find out how AmeriCorps is working in your state. 
Below are key messages about AmeriCorps. 

AmeriCorps Tackles America’s Toughest Problems   

· Service is a Solution:  More than 83,000 AmeriCorps members improve the lives of millions of our most vulnerable citizens each year.  AmeriCorps’ impacts are proven and measurable.

· Education:  Most AmeriCorps members are helping youth from disadvantaged backgrounds succeed in school and in life through programs that teach, tutor, mentor, and engage young people in service. Last year, AmeriCorps members mentored, tutored or served more than 2.5 million disadvantaged youth.
· Economic Opportunity:  VISTA, AmeriCorps’ poverty-fighting program, engages more than 7,000 full-time members each year in fighting poverty – creating businesses, expanding technology access, recruiting literacy volunteers, and strengthening anti-poverty groups.  
· Health:  AmeriCorps members save lives through HIV/AIDS education and outreach; drug and alcohol prevention training; and connecting poor families to health clinics and services.

· Disasters: From tornadoes and hurricanes to fires and floods, AmeriCorps members have responded to hundreds of natural disasters.  In response to Katrina, more than 17,000 AmeriCorps members have provided 8.5 million hours of service and managed more than 611,000 other volunteers. 
· Environment:  AmeriCorps members build trails, restore parks, protect watersheds, run recycling programs, weatherize homes and support conservation and alternative energy strategies.
· Veterans and Military Families:  Under the Serve America Act, AmeriCorps is working to engage more veterans in service and to support more programs that meet the needs of veterans as they readjust to civilian life.

AmeriCorps Transforms Those Who Serve
· A Pathway to Economic Opportunity:  For many AmeriCorps members, especially young or low-income adults facing the toughest prospects for employment, AmeriCorps offers a path to economic opportunity, by providing valuable work experience, career skills, and educational support.  By helping at-risk youth graduate, go to college, and find productive employment, national service saves taxpayer dollars.
· Building Community Leaders:  An AmeriCorps longitudinal study found that AmeriCorps alums are more attached to their communities, aware of community challenges, and empowered to address them.  

· Pipeline to Public Service:  AmeriCorps alums are significantly more likely to go into public service careers in the government and nonprofit sectors. This is particularly true of minorities and people from low-income backgrounds.  

· Expanding Educational Opportunity:  AmeriCorps members have earned more than $2 billion in Segal AmeriCorps Education Awards since 1994, helping hundreds of thousands of AmeriCorps alums pay for college.

AmeriCorps is a Leading Driver of Social Innovation and Nonprofit Success

· Strengthening Nonprofits:  AmeriCorps helps more than 14,000 nonprofit and faith-based groups expand their reach and better meet their mission.  AmeriCorps members help faith-based and community groups expand services, build capacity, raise funds, develop new partnerships, and create innovative and sustainable programs.

· Mobilizing Volunteers.  AmeriCorps is one of America’s most powerful volunteer catalysts – members mobilized or managed 2.6 million volunteers in 2010.  
· Public-Private Partnership:  AmeriCorps leverages substantial private investment – more than $480 million in non-federal funds last year from businesses, foundations and other sources. AmeriCorps has cut costs and become more efficient – supporting more members with less federal dollars. 
· Encouraging Competition and Local Control:  AmeriCorps is a model of devolution, pushing funding and decision-making to the state and local level. Most sponsors are chosen by bipartisan state commissions appointed by governors.
· Advancing Social Innovation:  AmeriCorps is the largest investor in innovative nonprofits like Teach for America, City Year, Jumpstart, and YouthBuild that are widely recognized for being at the leading edge of social entrepreneurship.
AmeriCorps Fast Facts

· 706,000: Number of people who have served as AmeriCorps members since 1994.

· 860 Million: Total number of hours served by AmeriCorps members.

· 2.5 million: Number of disadvantaged youth tutored, mentored, or served by AmeriCorps members in fiscal 2010.
· 2.6 Million: Number of community volunteers managed or mobilized by AmeriCorps members in 2010.

· 14,000: Number of nonprofit, faith-based, and community organizations that AmeriCorps members serve with.
· $480 million Value of cash and in-kind donations leveraged by AmeriCorps members in fiscal 2010.

· $2 Billion: Total amount of Segal AmeriCorps Education Awards earned by AmeriCorps members. 

· $7.2 Billion: Amount of AmeriCorps funds invested in nonprofit, community, education, and faith-based groups since 1994. 

How To Join
Go to AmeriCorps.gov or call 800-942-2677 to get started!
10 Ideas to Generate Coverage for AmeriCorps Week

1. Show How AmeriCorps is Meeting a Local Need:  Every day AmeriCorps members are tackling tough problems that people in your area care deeply about – poverty, illiteracy, hunger, health, and crime.   Pitch your local media with real-life examples of how AmeriCorps is having an impact on those issues.  Show how service isn’t just nice, it’s necessary – and is making a difference in your hometown.  Find out who covers your issue beat and prepare a member and someone they helped to be ready to tell their story.

2. Focus on the Economic Recovery:  In today’s economic climate, more people than ever are in need of the services that AmeriCorps members provide. How are the AmeriCorps members in your program helping your community respond to those needs? Whether through preventing foreclosures, running food drives, or helping people without jobs sharpen their employment skills, AmeriCorps members provide vital services to those in need. Develop story ideas around these areas, showing specific accomplishments of your AmeriCorps members.  

3. Invite a Local VIP:  To add to the media draw of your event, invite a local celebrity, elected official, or VIP. It can be the Mayor, Governor, your Member of Congress, a local news anchor or weather reporter, or a business or community leader. Ask them to be an Honorary AmeriCorps Member for a Day - or an hour – to get a first-hand look at how AmeriCorps works. Work with their communications staff on media outreach. In addition to attracting media, this will also provide an opportunity for you to build support for your organization with elected officials and the business community. 

4. Profile a Member:  Tell the AmeriCorps story through the eyes of one member. Newspapers are always looking for compelling human interest stories. Do any of your members stand out? Perhaps a member who overcame great odds to serve, or was served by an AmeriCorps member when they were younger and now wants to return the good deed. Or someone who was inspired to join AmeriCorps member by a parent who was in VISTA or in the Peace Corps, or a grandparent in the Civilian Conservation Corps. If several members of a family have served with AmeriCorps, that can be the basis of a great story. 
5.  Honor AmeriCorps Alums:  AmeriCorps Week is the perfect opportunity to invite AmeriCorps alums back for an event. Encourage them to be available to the media to share their stories of service and reconnect with the people they helped in your program. Make sure to include information on what the alums are doing now and how their AmeriCorps service continues to impact their lives.  

6. Host a Special Kick-Off or Closing Event:  AmeriCorps Week is a great opportunity to have a large event to start off or end the week.  Send a press release to local news outlets describing what your event is, when, and who is participating.  Invite local reporters to cover the event as it is happening.  Identify a few people to serve as the event’s spokespeople who are well-versed in the mission and impact of AmeriCorps service and have been a part of planning your event.
7.  Highlight Recruitment: It’s high school and college graduation season. Grads are looking for what comes next, and the media is looking to write graduation stories. Use this opportunity to highlight how more grads are going into public service programs like AmeriCorps. Show how this is part of a growing community service trend among today’s young people – an emerging civic generation inspired into action by 9-11, Hurricane Katrina and the growth of service-learning in schools. Emphasize the career benefits of joining AmeriCorps – how AmeriCorps members gain leadership, problem-solving, and management skills that can jumpstart their careers and expose them to new fields. 

8. Highlight the Convergence of Support:  More and more we are seeing a convergence of support from all sectors that service is the solution to our toughest challenges. Businesses are recognizing that corporate citizenship is good for the community and the bottom line. During AmeriCorps Week, highlight how this convergence is happening in your community by pointing to the leaders who support and invest in AmeriCorps, and show how this is part of a national trend. 

9. Write a Letter to the Editor or Op-ed:  Letters to the Editor are one of the most popular parts of the newspaper. They are also easy to write and get placed. Keep them short and personal. Write about your AmeriCorps experience, or thank AmeriCorps members for their service. Ask people or organizations that your AmeriCorps members have assisted to write letters relating their positive experiences. You can also submit a longer op-ed column. An op-ed can be written by a staff member, an AmeriCorps member, or someone who has benefitted from the service of an AmeriCorps member. Check out the editorial pages of your local newspaper for information on the submission process.

10.  Get on Radio or TV:  As you reach out to the media for AmeriCorps Week, don’t forget public affairs and talk shows on your local TV and radio stations. Contact your local public radio, talk radio station, or a popular radio show (drive-time radio shows are a particularly good idea) and ask to be a guest on one of their shows. Try to get on more than one show, keeping in mind the demographics of the station and the specific show. Likewise, find the public affairs shows on your network affiliates and cable channels, including the public access channels. Offer all stations AmeriCorps video including the PSAs and program videos in the AmeriCorps Impact Kit to run during the segment. The PSAs are more likely to be used if a station knows it’s important to you. 

General Tips

· Make sure you get across your communications message and three talking points.  Use one or two-liners that people will remember.  End with a brief recap.

· Inform, motivate, and activate audience. Make your issue newsworthy and important.

· Think of ways to humanize your issue. Develop anecdotes.

· Give briefing materials to the interviewer, days before if possible.

· Be honest, positive, to the point. Keep your answers short.

· Use language that is natural.  Avoid jargon and acronyms.

· Don’t hesitate to say “I don’t know; I’ll get back to you.” Then get back to them in a timely manner.

· Be human.  Don’t be afraid to show emotion, but never lose your temper. 

· Never go off the record, unless you know and trust the reporter [and even then it’s not a good idea].

· Never give a “no comment” response.  Turn the question into a comment.

· Don’t repeat other’s terminology or their facts or figures; use your own data.

· Answer only one question at a time. If there are multiple questions, answer the one you want to address  . . .  then bridge to your key points.

· If the questions do not allow you to project your communications message, use the questions that are asked to bridge to your talking points.

· Take a second to think about your answer. Rapid responses appear rehearsed. The extra time will also help you to develop a more strategic response.

· Clarify any points that you think may have been misunderstood.

Interview Tips – Before, During and After

Before the Interview:

· Do your homework 

· Anticipate tough questions – you know what they might be

· Stay informed - think about how to link what you are doing to current trends or news

· If possible, make contact with the reporter ahead of time – send information about your organization or program.

· Know what the reporter is interested in – read stories they have written, watch for by-lines

· Provide “deep background” if necessary (institutional history)

· Rehearse 

During the interview:

· Keep it local, but link local information/impact with national news.

· Avoid acronyms and “institutional” jargon - the general public does not speak “our” language.

· If it is radio, take notes as you go so you can remember to respond to things said.

· Remember – with radio you are speaking to every listener – in waiting rooms, in living rooms, in kitchens and in cars.
· Tell the story, over and over, but in different ways.

· Never say “no comment”.

· Imagine who the listening/reading audience is – speak to them.

· If you are asked a question and you don’t know the answer, say so.

· If you can, provide the interviewer and the listener resources to find the answer. If it is a print interview – tell them you will find the answer and get back to them prior to their deadline. And do.

· Listen to your own voice – use conversational tones. Modulate.

· Pause for effect – it makes people listen to what follows.

· Be aware of “ums” and “ahs”, silence is better.

· If it is electronic media, don’t fidget. It is distracting for an interviewer.

· Nothing is ever “off the record”. 

· If you are asked a question that includes negative language - do not repeat it.

· Personalize your response when you can – use examples of impact on real people.

· Utilize restraint – short answers are better, safer and more effective. Use whole sentences.

· If you don’t fully understand the question, ask for clarification.

· Use facts to counter misperceptions or misstatements – don’t become impatient.

· Remember you are the expert – that’s why they are talking to you!

· Make the opportunity count!

After the Interview

· Leave them with contact information and supporting data.

· Write a handwritten, personal thank you note as soon as you get back to your office.

· Let them know you are happy to serve as a resource in the future, even if it is just to lead them in the right direction on a related subject. Share the spotlight, don’t be a news-hog. You will be rewarded by being a resource in the future.

· After the interview airs or is in print – write a note to tell them what a positive impact it had.  Again, use stories about people if possible.

· Pay attention to the reporter/cultivate the relationship.

Thanks, in part, to Covering Kids, a program of the Robert Wood Johnson Foundation 
Sample Press Release for State Commissions
FOR IMMEDIATE RELEASE
CONTACT: 


[NAME OF CONTACT PERSON]

DATE







[CONTACT INFO]

[STATE] Honors AmeriCorps Members

During AmeriCorps Week

[[CITY, STATE]— [STATE] will join the nationwide celebration of AmeriCorps Week, May 14-21 spotlighting the vital work done by AmeriCorps members in communities across [STATE] since the national service program began 17 years ago.

More than [NUMBER] AmeriCorps members are serving in [STATE] this year, helping students learn to read, mentoring at-risk youth, providing health services, building homes for low-income families, and helping nonprofits recruit volunteers and achieve their mission. 

“We are proud to be part of AmeriCorps and grateful for the AmeriCorps members who 

are getting things done for [STATE],” said [NAME], executive director of the [STATE COMMISSION].  “AmeriCorps members have made a significant impact on [STATE’S] ability to meet so many local needs, and AmeriCorps Week is a perfect opportunity to recognize their great work.”

Since 1994, 706,000 men and women have joined AmeriCorps, and they have given more than 860 million hours of service to their country.  

To mark AmeriCorps Week, a number of events are happening around the state, including [list highlights of events]. These events will allow community residents to learn about, and participate in, AmeriCorps programs.

AmeriCorps works through existing organizations and helps them reach more people and better achieve their mission.  In 2010, the nation’s 83,000 AmeriCorps members recruited 2.6 million community volunteers to serve alongside them in some 14,000 nonprofit, faith-based and community organizations across the country.  [Insert examples of AmeriCorps impact in your state].
AmeriCorps members typically remain actively engaged in their communities once their service is complete. They not only can be counted on as volunteers, but they also run nonprofits, marshal resources within their communities to address difficult issues and frequently pursue public service careers.  

Upon completion of their term of service, AmeriCorps members are eligible to receive the Segal AmeriCorps Education Award of $5,550, which can be used to pay back student loans or cover future tuition costs. AmeriCorps members in [STATE] have received [TOTAL DOLLAR AMOUNT] in education awards.

[INSERT BOILERPLATE PARAGRAPH ON STATE COMMISSION]

About AmeriCorps Week

AmeriCorps Week, May 14-21, is an annual recruitment and recognition event to demonstrate AmeriCorps' impact on critical issues, bring more Americans into service, and thank the community partners who make AmeriCorps possible. AmeriCorps is a program of the Corporation for National and Community Service.  For more information, visit www.AmeriCorpsWeek.gov. 

Sample Press Release for Local Programs
FOR IMMEDIATE RELEASE
CONTACT: 


[NAME OF CONTACT PERSON]

DATE







[CONTACT INFO]

[NAME OF GRANTEE] Celebrates AmeriCorps Week

[CITY, STATE]— [GRANTEE] will join the nationwide celebration of AmeriCorps Week, May 14-21, spotlighting the vital work done by AmeriCorps members in communities across [STATE] since the national service program began 17 years ago.

“We are proud to be part of AmeriCorps and grateful for the AmeriCorps members who 

are getting things done,” said [NAME], executive director of the [GRANTEE}.  “AmeriCorps members have made a tremendous impact allowing us to extend our outreach and services by recruiting [number] of community volunteers to work alongside them.” 

Since 1994, 706,000 men and women have joined AmeriCorps, and they have given more than 860million hours of service to their country.  

To mark AmeriCorps Week, a number of events are happening around the state, including [list highlights of events]. These events will allow community residents to learn about, and participate in, AmeriCorps programs.

AmeriCorps works through existing organizations and helps them reach more people and better achieve their mission.  In 2010, the nation’s 83,000 AmeriCorps members recruited 2.6 million community volunteers to serve alongside them in some 14,000nonprofit, faith-based and community organizations across the country.

AmeriCorps members in [GRANTEE ORGANIZATION] do [INSERT SPECIFICS ON PROGRAM’S FOCUS].

[GRANTEE] is planning several events during AmeriCorps Week, allowing community residents to learn about, and participate in, AmeriCorps programs, including: [INSERT AMERICORPS WEEK EVENT INFORMATION HERE.] 
AmeriCorps members typically remain actively engaged in their communities once their service is complete. They not only can be counted on as volunteers, but they also run nonprofits, marshal resources within their communities to address difficult issues, and frequently pursue public service careers.  AmeriCorps alums who have served with [GRANTEE] have [INSERT INFORMATION ON CONTINUED SERVICE].

[INSERT GRANTEE’S BOILERPLATE ORGANIZATION DESCRIPTION].

About AmeriCorps Week
AmeriCorps Week, May 14-21, is an annual recruitment and recognition event to demonstrate AmeriCorps' impact on critical issues, bring more Americans into service, and thank the community partners who make AmeriCorps possible. AmeriCorps is a program of the Corporation for National and Community Service.  For more information, visit www.AmeriCorpsWeek.gov. 

Sample Media Advisory For AmeriCorps Week Event

For Immediate Release


CONTACT: [NAME OF CONTACT PERSON]

DATE




            [CONTACT INFO – PHONE AND E-MAIL]

[NAME OF GRANTEE] Takes Part in AmeriCorps Week

[City, State] -- As part of the nationwide AmeriCorps Week, May 14-21, [Name of Grantee] will honor AmeriCorps members who serve with their organization at [service project or event] on [date].

The event will feature [speaker] in recognizing the [number] of AmeriCorps members who are [list activities] with [grantee].  In addition [describe other key program elements or service event, especially any element that makes the event unique, newsworthy, or visually appealing].  The public is invited to attend and take part in all these activities.

Since its inception in 1994, 706,000 Americans have given more than 860 million hours of service through AmeriCorps, including [NUMBER FROM STATE PROFILE] from [STATE].  AmeriCorps members help students learn to read, mentor at-risk youth, provide health services, build homes for low-income families, and help nonprofits recruit more volunteers and better achieve their mission. 

WHAT:  [EVENT OR SERVICE ACTIVITY]

WHO:   [HIGHEST RANKING SPEAKER/PARTICIPANT]\

WHERE:  [ADDRESS AND DIRECTIONS, INCLUDING ANY SPECIAL ACCESS FOR MEDIA]

WHEN:  [DATE AND TIME]

[INSERT GRANTEE’S BOILERPLATE ORGANIZATION DESCRIPTION].

AmeriCorps Week, May 14-21, is an annual recruitment and recognition event to demonstrate AmeriCorps' impact on critical issues, bring more Americans into service, and thank the community partners who make AmeriCorps possible. AmeriCorps is a program of the Corporation for National and Community Service.  For more information, visit www.AmeriCorpsWeek.gov. 

Sample AmeriCorps Week 2011 Governor Proclamation

NOTE:  All the data to fill in the blanks below comes from the 2010-2011 National Service State Profile on the cover and At A Glance pages.   You can find your State Profile by clicking on the “National Service in Your State” button at the bottom of the www.NationalService.gov home page.

WHEREAS service to others is a hallmark of the American character, and throughout our history citizens have stepped up to meet our challenges by volunteering in their communities; and 

WHEREAS the AmeriCorps national service program has proven to be a highly effective way to engage Americans in meeting national and community needs; and 

WHEREAS each year AmeriCorps provides opportunities for more than 80,000 citizens across the nation, including approximately [CURRENT NUMBER OF AMERICORPS MEMBERS FROM NATIONAL SERVICE STATE PROFILE] in [STATE], to give back in an intensive way to our communities, our state, and our country through AmeriCorps VISTA, National Civilian Community Corps, and State and National Programs; and   

WHEREAS more than 706,000 men and women, including [CUMULATIVE NUMBER OF AMERICORPS MEMBERS] from [STATE], have taken the AmeriCorps pledge to “get things done for America” since 1994; and 

 

WHEREAS those AmeriCorps members have served more than 860 million hours nationwide, including [CUMULATIVE HOURS OF SERVICE] served by residents from [STATE], helping to improve the lives of our state’s most vulnerable citizens, respond to disasters, strengthen education, expand economic opportunity, provide health services, protect the environment and support veterans and military families; and 
WHEREAS the [NAME OF STATE COMMISSION] plays a key role in determining where AmeriCorps resources should be directed to meet state and local needs; and 

WHEREAS AmeriCorps members serve with more than 14,000 nonprofit, community, educational, and faith-based community groups nationwide; including more than [NUMBER OF AMERICORPS PROGRAM SITES FROM STATE PROFILE] in [STATE], and 

WHEREAS AmeriCorps last year recruited and supervised more than 2.6 million community volunteers for the organizations they serve and leveraged more than $480 million in additional resources, and 

WHEREAS residents of [STATE] have earned more than [CUMULATIVE EDUCATION AWARD DOLLARS EARNED] in Segal AmeriCorps Education Awards to help pay for college or pay back student loans; and 

WHEREAS AmeriCorps members, after their terms of service end, remain engaged in our communities as volunteers, teachers, public servants, and nonprofit leaders in disproportionately high levels; and 

WHEREAS, AmeriCorps Week, May14-21, 2011, is an opportune time for the people of [STATE] to salute AmeriCorps members and alums for their service; thank AmeriCorps' community partners; and bring more Americans into service;  

THEREFORE, BE IT RESOLVED that I, [INSERT NAME], Governor of [STATE], do hereby designate May 14-21, 2011 as AmeriCorps Week in [STATE], and urge citizens to thank AmeriCorps members and alumni for their service and to find ways to give back to their communities.

Corporation for National and Community Service 
 AmeriCorps Week 2011

Media Tool Kit
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