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FOREWORD

The Deployment Support Program Desk Guide is intended to provide Fleet
and Family Support Center staff with an orientation to deployment
support programs. It is designed as a reference and training tool to be used in
conjunction with DoD and DoN instructions, center-specific procedures, and
training and supervision, in the overall delivery of deployment support pro-
grams.

The Desk Guide is divided into two major parts. Each part is further divided
into sections. Part I of the Deployment Support Program Desk Guide provides
information on the Navy, deployment, program development, marketing and
management. Part Il is a compilation of SOPs, program and marketing materi-
als. Part Il is further explained in the Introduction found on page 83.

The purpose of the Deployment Support Program Desk Guide is to supply
information, ideas and material for FFSC staff providing deployment support
programs. These programs are vital in providing information and assistance
to service members and their families throughout the deployment cycle. It is
understood that each FFSC will not implement all of the deployment support
programs and procedures contained in this Desk Guide. The development of
effective programs requires purposeful planning and the support of sufficient
staff and resources.

The information provided and the resources referenced in this Desk Guide
can be used to assist your FFSC in providing excellent deployment support
programs to service members and their families. It is your challenge to use
these materials to effectively serve your installation and its deploying
commands. It is suggested that the Deployment Support Program Desk Guide
be supplemented with local resources, reference materials, and related SOPs.
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SeEcTIiON ONE

DEPLOYMENT SUPPORT
PrRoGRAM: AN OVERVIEW

Mobilization and deployment support programs are designed to help
single and married personnel and their families to manage successfully
the challenges of mobilization and deployments before, during, and after they
occur. Deployment support programs help reduce personal and family emergen-
cies and stress during deployments. Additionally, they assist members and
families in dealing with separation. (SECNAVINST 1754.1 A)

Deployment separates families. For the Navy service member, six to eight
years of separation from family can be anticipated during a twenty-year
enlistment. Despite the challenges of separation and change, deployment can
be a positive experience. The key to this is planning, and the Fleet and Family
Support Center (FFSC) can provide the programs and services necessary for
service members and families to plan for a successful deployment.

Note: For purposes of this Desk Guide, a deployment is considered to be a
period of three months or longer. Deployments are most frequently for
a duration of three or six months. The length of a deployment is de-
pendent upon the mission and the requirements of the operation.

1.1 BACKGROUND AND HISTORY

The first Fleet and Family Support Center was opened in Norfolk, Virginia in
1979 as a one-stop information/services center. Since their inception, FFSCs
have offered deployment support programs, as well as a variety of other
services, to meet the needs of service members and their families. As the
success of the FFSC grew, so did the number of centers and in 1984,
SECNAVINST 1754.1 established policy for the Fleet and Family Support Centers.
Today, there are more than 55 FFSCs worldwide, 40 CONUS and 15 OCONUS.

The FFSC’s deployment support programs evolved from both research and
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experience. The research showed that deployment can be conceptualized as a
cycle with three distinct phases:

1. Pre-deployment
2. Deployment

3. Post-deployment

Initially, deployment programs focused only on the needs of service members
and their families in the pre-deployment phase. Experience and further
research indicated that support was needed throughout the deployment
cycle. Programs were therefore developed that address the needs of service
members and their families during deployment, at homecoming, and
whenever assistance is needed.

In 1995, the Secretary of the Navy directed that a Comprehensive Assessment
of Quality of Life Programs be conducted and a Master Plan be developed for
FFSC programs. The purpose of the Master Plan was to streamline and inte-
grate FFSC programs and services and to provide commanding officers with
the ability to be flexible and more responsive to command needs and priorities.

With the approval of the FFSC Master Plan in 1998, deployment support
became an integral part of one of four FFSC Readiness Support Capabilities,
Capability 1: Operational Support (See Part I, Section 1.6.1). The Master Plan
was incorporated into the revised SECNAVINST 1754.1A issued in 1999.

Operational Support includes FFSC services that directly support operational
requirements related to deployment and mobilization by preparing service and
family members to better anticipate and understand the physical and emotional
demands associated with deployment. This Readiness group keeps service
members ready and focused so they can perform their mission. (Fleet and Family
Support Center Master Plan, 1998)

1.2 POLICY AND GUIDANCE

The following instructions provide program policy and guidance for the Fleet
and Family Support Centers deployment support programs:

o SECNAVINST 1754.1A (1999): Department of the Navy (DoN) Fleet and
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Family Support Center Program: Revises and updates 1984 DoN policy and
assigns responsibility for the implementation of Fleet and Family Support
Centers, Readiness Support Capabilities and key functions.

¢ OPNAVINST1754.1A (8 August 1985): Fleet and Family Support Center
Program: Establishes Navy policy and assigns responsibilities for the
administration and support of the Navy Fleet and Family Support Center
program.

¢ DoDINST 1343.22 (30 December 1992): The Department of Defense
required core FFSC services to be available for all military and family
members throughout the DoD.

¢ Accreditation Quality Standards of 1 January 1997, Navy Personnel
Command (PERS-66) FFSC Accreditation Standards were implemented to
ensure quality service delivery. Section 51000 of the FFSC Accreditation
Standards addresses deployment support. (See Part I, Section 7.1.2)

¢ CINCPACFLT/CINCLANTFLT Instruction 6320.3 of 1 December 1998:
This instruction covers pre-deployment medical screening for U.S. govern-
ment civilian employees, contract personnel and guests embarking Atlantic
and Pacific fleet ships. A copy of the instruction can be found in Appendix A.

+ Navy Quality of Life (QOL) Fleet and Family Support Center Master Plan
of 17 April 1998: A framework for establishing equity of QOL programs
and services across the Department of the Navy.

1.3 PURPOSE OF DEPLOYMENT SUPPORT PROGRAMS

FFSCs shall work in conjunction with commands and their Navy ombudsmen/
Marine Corps Key Volunteer organizations to ensure the flow of information
relative to mobilization and deployment, and to provide support and assistance
to command leaders, members and their families throughout the deployment
cycle. Every effort should be made to provide pre-, mid- and post-deployment
services for commands, and service and family members. (SECNAVINST
1754.1A)

The purpose of deployment support programs is to assist service members
and their families in successfully managing the challenges associated with the
separation/reunion cycles imposed by the Navy’s operational schedules.
Effective deployment support programs can have a substantial impact on the
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quality of life for each service member and his/her family. The deployment
programs offered by the FFSC should be characterized by:

¢ Quality: The programs should have proven value and worth. A program
that is only marginally effective can affect a command’s willingness to
have the FFSC provide future deployment support programs.

¢ Efficiency: The programs should be appropriate, practical and timely.
Programs should be tailored to meet the needs of the individual com-
mand.

¢ Cost-Effectiveness: The programs should use resources appropriately and
be cost-effective.

FFSC deployment support programs should:

¢ Reflect the needs of the installation, the command, the service member
and his/her family.

¢ Assist the service member in developing the skills to manage a lifestyle
characterized by frequent deployments.

1.4 GOALS OF DEPLOYMENT SUPPORT PROGRAMS

The goal (of deployment support programs) is to increase individual and family
morale, unit cohesion, and operational readiness by keeping military service
members at their place of duty and functioning well during deployments.
(SECNAVINST 1754.1 A)

The major goals of FFSC deployment support programs are to:

1. Educate service members, their families and commands to successfully
manage the challenges of deployment; while maximizing the opportunities
offered by the Navy lifestyle.

2. Support the Navy’s mission by:

¢ Reducing personal and family emergencies that may occur during
deployments.

¢ Enhancing the quality of life for service members and their families
resulting in increased retention and readiness.
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Within the FFSC, the goals of deployment support programs are to:

1. Develop and implement proactive programs that assist service members
and their families with the challenges of deployment.

2. Ensure that personal and family issues related to deployment do not
detract from command operational readiness.

3. Increase awareness of the FFSC and the programs and services it offers.

1.5 RELATIONSHIP TO NAVY’S MISSION

FFSC deployment support services aid the Navy’s mission by having a
positive impact on three major areas:

1. Operational Support:

¢ Strengthening an individual’s ability to cope with deployment-related
issues can lead to improved job performance skills.

¢ Preventing or alleviating stressors that can occur during a deployment
allows service members to focus on Navy duties.

2. Retention:

¢ Helping service members to understand deployment-related issues
contributes to the retention of highly skilled personnel in the Navy.

¢ Helping family members to understand deployment-related issues can
strongly influence the service member’s decision to stay in or leave
the Navy.

3. Quality of Life:

¢ Providing deployment support programs to commands supports the
Navy’s philosophy of “taking care of its own.”

1.6 RELATIONSHIP TO OTHER FFSC PROGRAMS

The FFSC Master Plan provides direction for all FFSC programs. As part of the
Master Plan, Four Core FFSC Readiness Support Capabilities were established
(See 1.6.1). Key FFSC functions are contained within one of the following
Readiness Support Capabilities:
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1. Operational Support

2. Mobility Support

3. Counseling and Advocacy Support

4. Management and Technology Support

The emphasis given to functions and services within each FFSC Readiness

Support capability will vary depending on the mission and demographics of
the local installation and the identified needs of commands.
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1.6.1 FLEET AND FAMILY SUPPORT CENTER MASTER PLAN

FLEET AND FAMILY SUPPORT CENTER MASTER PLAN
FFSC READINESS SUPPORT AND KEY FUNCTIONS

Capability 1: Operational Support

Crisis Response

Deployment Support

Information and Referral Services

Life Skills Education

Ombudsman Support

Outreach Services

Personal Financial Management

Sexual Assault Victim
Intervention Program

Capability 3: Counseling and
Advocacy Support

Clinical Counseling

New Parent Support Program
Family Advocacy

Victim Advocacy

Capability 2: Mobility Support

Exceptional Family Member Support

Relocation Assistance

Spouse Employment Assistance

Transition Assistance

Intercultural Relations Program for
OCONUS FFSC

Capability 4: Management and
Technology Support

FFSC Management

Administrative Support

Computer Support

Distance Education

Marketing and Community Partnerships
Military Facilities Support Management
Volunteer/Retiree Coordination
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1.7 NAVY TERMINOLOGY

Appendix B contains acronyms, terms and information necessary to fully
understand deployment support programs. Please refer to Appendix B for the
following:

¢ Glossary of Terms
¢ U.S. Navy Rank and Rate Structure
¢ U.S. Navy Ship Description

¢ Ship’s Compartment and Deck Numbering
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SecTiON Two

THE. DEPLOYING
COMMUNITY

2.1 TODAY’S NAVY

Deployment must be considered in terms of the changing demographics of
today’s Navy. The fleet is no longer primarily composed of single men who
choose the Navy as a preferred career. Today’s Navy is diverse and in many
ways mirrors the demographic trends of the U.S. population, i.e., an increased
minority population and a decline in the traditional two-parent family.

Recent demographic studies of the Navy indicate the following:

¢ Women: Women continue to enlist as more opportunities have become
available to them. Female sailors are now fully integrated into the crews of
many ships and squadrons.

¢ Single parents: There are many more single parents and single, custodial
parents in today’s Navy.

¢ Young marrieds: More young sailors with families are joining the Navy.
Often these sailors have very young spouses and children.

¢ Job/career choice: With the current (2001), low unemployment rate, jobs
are easy to find. There is less incentive for some individuals to join the
military. Recruiters are finding it more difficult to attract those best suited
to military life. The Navy is seen by many as a last or only option.

¢ Navy communities have changed along with the downsizing of the fleet.
Although there are still fleet intensive areas such as Norfolk, Virginia, and
San Diego, California, there are fewer “Navy towns”. The accompanying
sense of a Navy community in these less fleet-intensive areas has faded.

2.2 THE OPERATIONAL CYCLE OF DEPLOYMENT

The operational cycle of deployment is based both on the size of the fleet and
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the Navy’s mission worldwide. As a result of the current downsizing of the
fleet there are fewer ships and fewer sailors to do the same amount of work.
This significantly impacts on the operational tempo (Optempo) — the time
that ships/squadrons are deployed.

With fewer ships but the same operational tempo, deploying commands are
spending more time at sea. Deployments are still approximately six months,
but there is less time between deployments. In previous years, eighteen
months was the common cycle between deployments. Now, nine months to
one year is the norm. During the time the command is not deployed there
may be yard periods, maintenance inspections, trainings and work-ups (short
training operations that occur before major deployments).

This change in the operational tempo has affected service members and their
families in the following ways:

¢ Service members are gone more now than in the past.

¢ Deployment preparation seems to be continuous. One is always getting
ready to deploy, is deployed, or has just returned from a deployment.

¢ It is more difficult for the FFSC to reach service members and their fami-
lies due to time constraints imposed by this schedule.

2.3 MOBILIZATION: A NEW CHALLENGE

Mobilization can be defined as bringing service members into readiness for
immediate service in time or war or crisis. With a downsized Navy, there is a
greater need to immediately deploy service members and/or to activate
reservists in time of war/crisis or in support of a particular mission.

Mobilization brings its own challenges to service members (active duty and
reservists), their families and the FFSC. These challenges include:
¢ Service members may deploy with little notice or time for preparation.

¢ Reservists and/or their family may be in “crisis” — unprepared practically,
emotionally and financially for separation.

¢ There is an increased need for FFSC services when service members are
mobilized. While on active duty (even if only for a weekend or two weeks
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of annual training), the reservist and family members are eligible to re-
ceive the programs and services offered by the FFSC.

To be better equipped to meet these challenges, the following should be in place:

¢ Each base has a mobilization plan/instruction. The FFSC’s role should be
clearly defined in this instruction.

¢ The designated mobilization “check-in” sites should have information
packets, programs and briefings prepared.

¢ All FFSCs should be prepared to serve the family members of reservists.
Reservists live all over the country and services are available at any base.
Be ready to serve all military branches, not just the Navy.

¢ Information packets can be sent to family members who live far from a base.

¢ Deployment support program materials can easily be modified for use
during a mobilization. Prepare deployment SOPs and materials with
necessary changes/modifications noted.

2.4 THE NAVY COMMUNITIES AND THE DEPLOYMENT CYCLE

Each Navy warfare community has a unique deployment cycle based upon
their specific mission. Understanding each community, its mission and dis-
tinct characteristics is necessary to effectively plan and implement deploy-
ment support programs. The length of deployment, the mission, presence or
absence of communication, and the level of danger affect service members
and their families.

The following Navy communities are not all warfare communities, but all are
affected by the deployment cycle.

2.4.1 SURFACE COMMUNITY

The surface community consists of ships that sail the “surface” of the seas.
Characteristics of the surface community include:

¢ A ship normally deploys for six months and is relieved by another ship.

¢ The time period between deployments is approximately one year.
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Deployments may be extended.

Communications are variable. E-mail, sailor phones, and mail are available
but not always on a regular basis. It is however, possible to communicate
with the deployed service member.

Crews on many surface ships are mixed-gender.
Missions vary from “showing the flag” to combat.

Ships frequently make port calls.

2.4.2 AVIATION COMMUNITY

The aviation (air) community consists of both airplanes and helicopters.

Characteristics of the air community include:

L 4

*

The deployment cycle is similar to that of the surface community.

Some aviation squadrons deploy on ships while others deploy to land-
based sites.

Missions may be classified.

Some squadrons have detachments —dets — a small number of the crew
who are separated from the rest of the squadron. The det may return
home in advance of the remainder of the crew to prepare homeport
spaces for the returning squadron.

Communications are variable. E-mail, sailor phones, and mail are available
but not always on a regular basis. It is however, possible to communicate
with the deployed service member. Land-based dets may have more
regular means of communication.

The air community is known to be close-knit, competitive and is
commonly referred to as “brown shoes.”

Due to the concentration needed to fly, an aviator must be able to
“compartmentalize” — to shut off emotions and thoughts.

2.4.3 SUBMARINE COMMUNITY

The submarine community consists of two types of submarines; fast attacks
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and tridents, also known as “boomers”. Characteristics of the submarine
community include:

¢ Close-knit community where families take care of their own.
¢ Crews are all-male and specially selected.

¢ Pay is higher than for surface ships due to special incentive pay and
bonuses (for some rates).

¢ Missions are often classified.

¢ Fast attack subs have one crew that deploys irregularly for six to eight
months at a time.

¢ Tridents have “blue/gold” crews on 90-day deployment cycles. However,
there is no down time between deployments.

o It is almost impossible to communicate on a regular basis. Family grams
(incoming messages from family members) are limited to 40 words and
only so many (three to six) are allowed per deployment.

¢ There may or may not be any port calls.

2.4.4 CONSTRUCTION BATTALIONS

Construction battalions are more frequently known as CBs or Seabees.
Characteristics of the CBs include:

¢ Deploy to sites throughout the world to complete construction projects
for both the military and civilian communities.

¢ Normally fly to their deployment site.

¢ Deploy for seven months and are home for seven months.

¢ Work long hours: often six or seven days a week.

¢ Although not a warfare community, they are often in harm’s way:.
¢ Small detachments may be stateside.

¢ Even though land-based, communication may be difficult due to remote
locations with no e-mail and poor telephone service.

¢ There is an increased number of women CBs.
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2.4.5 SPECIAL WARFARE COMMUNITIES

Special warfare communities include SEALS, Explosive Ordinance, etc.
Characteristics of these communities include:

¢ Small groups of highly trained sailors operating as a very cohesive unit.
¢ Often on highly-classified missions.

¢ For security purposes, family members are not aware of the service
member’s whereabouts.

¢ Communication is minimal or non-existent.

¢ Deployment can occur with little or no notice for an unspecified period of
time.

2.4.6 SHORE COMMANDS WITH DEPLOYING DETACHMENTS

In shore commands with deploying detachments, the entire command does
not deploy at the same time. Small groups of service members may deploy
together. This affects unit cohesiveness and presents a challenge to FFSC
service delivery.

2.4.7 RESERVISTS

The Naval Reserve contributes qualified individuals and trained units to the Navy
in times or crisis or war. The Naval Reserve is responsible for providing the
means for rapid expansion of the active duty Navy during a national emergency.

The Ready Reserve is:
¢ Subject to immediate recall to active duty in time or war or national emergency.
¢ Enlisted in the early phases of mobilization to augment the active duty Navy.

¢ Structured similarly to the active force to allow for a smooth transition.

The Standby Reserve is:

¢ Called to active duty only if there are not enough qualified members of the
Ready Reserve to fulfill mobilization requirements.
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THE.CYCLE OF
DEPLOYMENT

3.1 THE CYCLE OF DEPLOYMENT

Deployment can be a very emotional time for all involved. There is a definite
and predictable cycle that couples/families go through with each and every
deployment. Understanding this cycle is critical in designing deployment
programs that assist service members and their families to more effectively
manage deployment and strengthen family relationships.

There are four phases to the deployment cycle:

1. Equilibrium: The time when family life is as normal as it gets. During this
phase, family members are more focused upon daily routines and life’s
ups and downs than with deployment.

2. Pre-deployment: Often a tense and stressful time as both partners (and
children) prepare themselves for the approaching deployment. This phase
usually begins approximately two months before the deployment. Com-
mon emotions during this phase include: tension, stress, disbelief, anger,
guilt, anxiety, fear, excitement and confusion.

3. Deployment: During the deployment each family member must find a
different kind of equilibrium. Common emotions during this phase in-
clude: relief, anxiety, loneliness, frustration and guilt. These emotions are
normal and usually will subside in a few weeks as one learns to deal with
the changes caused by the deployment.

4. Post-Deployment/Reunion: It takes a little more than a month for most
couples/families to readjust and find their new equilibrium after a deploy-
ment. This period can be one of the most difficult phases in the cycle.

All of these reactions to deployment are normal. The following can help
couples and families cope:

¢ Talk to each other and express their thoughts and feelings.
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¢ Accept their partner’s feelings.
¢ Spend time together as a couple and as a family.

¢ Help each other set goals for the deployment and break the deployment
down into manageable pieces.

¢ Talk to other military couples who have experienced deployments to learn
how they effectively deal with separations.

3.1.1 THE EMOTIONAL CYCLE OF DEPLOYMENT
BY KATHLEEN LOGAN

The following is a summary of the article, “The Emotional Cycle of Deploy-
ment”, by Kathleen Vestal Logan first printed in Proceedings, 1987, U.S. Naval
Institute. The information, based on research, clinical observations and
testing, explains the emotional cycle of deployment. Keep in mind that at the
time this article was researched and written, women did not deploy.

The Emotional Cycle of Deployment (ECOD) model describes changes in Navy
wives’ behavior and emotions during deployments of three months or more.
(Although it was initially developed for wives, the model has been useful in
working with husbands and children as well.)

Stage One - Anticipation of Loss: This stage occurs four to six weeks before
deployment. It is a time of tension and confusing emotions. Spouses may be
angry and resentful of the increased hours the service member spends pre-
paring for the deployment. Service members feel guilty that they are leaving
their families. Arguments and bickering are common. Although irritating, it
can be a useful way for a couple to distance themselves emotionally in
preparation for the separation.

Stage Two - Detachment and Withdrawal: Occurring in the final days before
deployment, in many ways this can be the most difficult stage. Both partners
stop sharing their thoughts and feelings with each other. This is a natural
response as separation is imminent. Although together, they have separated
emotionally. This can be especially difficult if it is seen as rejection rather
than as a reaction to trying circumstances. Often the non-deploying spouses
think, “If you have to go, go.” And sailors think “Let’s get on with it!” Children
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may be confused and upset with the deploying parent.

Stage Three - Emotional Disorganization: At the actual time of deployment
and up to six weeks after, spouses may feel an initial sense of relief followed
by guilt. Many spouses may feel disorganized, depressed or restless. Old
routines have been disrupted and new ones not yet established. They often
feel overwhelmed as they face total responsibility for family affairs. A few get
stuck in this stage, which can cause problems throughout the remainder of
the deployment and beyond. Children may show signs of emotional upset.
The service member is usually excited at first, then may become lonely or
angry at the command for having to be separated from their families.

Stage Four - Recovery and Stabilization: At some point during the deploy-
ment and after Stage Three, spouses have established new family patterns
and settled into a routine. They have begun to feel more comfortable with
the reorganization of roles and responsibilities. New sources of support and a
new sense of independence and freedom are developed. Children too, with
time, settle into more comfortable and adaptive behavior. Service members
may be at a point where the newness and adventure of the deployment has
worn off.

Stage Five - Anticipation of Homecoming: Approximately four to six weeks
before the ship is due back, spouses realize that they have not finished every-
thing they wanted to during the separation. There is a feeling of joy and
excitement in anticipation of being together again. Feelings of apprehension
surface as well at the prospect that the service member may not like some of
the changes and decisions made during his/her absence. The service mem-
bers are anxious, too, wondering if they will be accepted or needed by their
families and if the children will remember them.

Stage Six - Renegotiation of the Marriage: It takes time together, with shared
feelings and experiences to really become a couple again. Many spouses feel a
loss of freedom and independence, and resent the partner making decisions
that should be made together. Service members often feel like strangers in
their own homes. During this stage, the couple has to make major adjust-
ments in roles and responsibilities; the marriage cannot and will not be ex-
actly the same as before the deployment. Each partner has had varied experi-
ences and has grown in different ways, and these changes must be accommo-
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dated. Being aware of each other’s needs is crucial at this point. There is,
however, an opportunity offered to few civilian couples; the chance to evalu-
ate what changes have occurred within themselves, to determine what direc-
tion they want their growth to take, and to meld all this into a renewed rela-
tionship.

Stage Seven - Reintegration and Stabilization: Within four to six weeks after
the homecoming, new routines have been established for the family, and
spouses feel more relaxed and comfortable with each other. There is a sense
of being a couple and a family. They are back on the same track emotionally
and can enjoy the warmth and closeness of being a couple again.

3.2 DEPLOYMENT SUPPORT PROGRAMS

Deployment readiness is a priority for commands, service members and their
families. The purpose of deployment programs is to assist service members
and their families in successfully managing the separation/reunion cycles
associated with the Navy’s operational cycle. In its broadest sense, the intent
of deployment programs is to improve readiness and retention through
interventions that enhance satisfaction with the Navy lifestyle and ease
personal adjustment.

Deployment support programs address the specific concerns and needs of
service members and their families coping with extended separation. Major
changes in one’s life, such as a deployment, can cause an individual to feel
that events are out of his/her control. The more information one has and the
more planning that is done, the more in control one is likely to feel. Programs
include information on both the practical, i.e. how to budget, and the emo-
tional, i.e. understanding and normalizing feelings.

Psychological studies have determined that “teachability” and motivation are
highest during a state of discontinuity such as the one brought about by an
extended deployment. With this in mind, the Return and Reunion programs
were originally conceptualized in 1980 to best utilize the “teachable mo-
ments” of a crew returning from deployment. This “teachable moment” also
applies to family members at home.

The following sections briefly describe the purpose and types of deployment
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programs offered by Fleet and Family Support Centers. More detailed informa-
tion can be found in Part I, Section 5.2 Program Development. Part II of this
Desk Guide contains Standard Operating Procedures, materials and handouts
for the deployment programs.

3.2.1 PRE-DEPLOYMENT PROGRAMS

3.2.1.1 PURPOSE

Pre-deployment programs are designed to help service members and their
families:

¢ To understand and deal more effectively with extended separations.
¢ To plan ahead for deployment.

¢ To understand the emotional aspects of deployment and learn coping
skills.

¢ To gain knowledge about practical preparation issues, i.e. finances, legal
matters and where to get help.

¢ To prepare children for the deployment of a parent.

3.2.1.2 TYPES

Pre-deployment programs are ideally offered to singles, couples and families
with children.

¢ The program format may be a workshop, briefing, fair, etc.

¢ Programs include: Singles Pre-deployment, Couples Pre-deployment,
Single Parents and Deployment, Parent Child Pre-deployment, and
Financial Planning for Deployment.
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3.2.2 MID-DEPLOYMENT PROGRAMS

3.2.2.1 PURPOSE

Mid-deployment programs are designed to help the service members’ families
cope effectively with deployment. Mid-deployment programs are often a
“hard-sell”. Some families are isolated and feel little connection with the
command. Many are very busy, as there is only one parent to take care of the
house, children, etc.

Mid-deployment programs focus on:

¢ Feelings — normalizing and improving coping strategies.

¢ Successes — sharing, building support and cohesion.

3.2.2.2 TYPES

Mid-deployment programs are most often presented at the request of a
command’s Family Support Group (FSG). FFSCs may also offer “all-comers”
programs and support groups for the spouses of deployed service members.

¢ Programs include Kids and Deployment, and Mid-Deployment.

¢ In addition to programs, FFSCs may consider giving families of deployed
service members priority for counseling, parenting classes, etc.

3.2.3 HOMECOMING/RETURN & REUNION PROGRAMS

3.2.3.1 PURPOSE

Homecoming, and Return & Reunion (R&R) programs are designed to help
service members and their families:

¢ To “make a good thing better.”
¢ Prepare for reintegration into their families and communities.

¢ Prepare for the service member’s return.

20. | Deployment Support Program DESK GUIDE



SECTION THREE

3.2.3.2 TYPES

Homecoming programs are most often presented at the request of a
command’s Family Support Group (FSG).

¢ Programs for FSGs focus on planning for homecoming and the changes
and concerns of families as they prepare for the service member’s return.

Return & Reunion programs take place aboard ship at the request of the
command. FFSC staff meet the ship and present programs during the transit
home.

¢ R&R programs include but are not limited to: Singles Homeward Bound,
Reunion for Couples, New Parents Baby Shower, Money Management, Car
Buying and Returning to Children.

¢ For submarines, R&R programs can be provided at their last in-port
availability.

3.2.3.3 RETURN & REUNION PREPARATION

Preparing to staff a Return and Reunion program requires one to know not
only the program content but also information on the following:

¢ Traveling for an R&R.
¢ R&R packing lists.

¢ Shipboard life.

This information is summarized in Appendix D. FFSC San Diego and FFSCs of
Hampton Roads offer Return and Reunion training with comprehensive mate-

rials and handouts. Contact them for further information or to attend training.

3.2.4 POST-DEPLOYMENT PROGRAMS

3.2.4.1 PURPOSE

The purpose of post-deployment programs is to assist those service mem-
bers and/or families who have had difficulty adjusting and/or reintegrating
into their family or community.
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3.2.4.2 TYPES

“Formal” post-deployment programs have been offered at 4-6 weeks after a
deployment. Historically, these programs have not been well accepted or
attended. Most individuals or families have either adjusted, or if not, are self-
referring or being referred to the FFSC for counseling, parenting classes, etc.

¢ If a command should request a post-deployment program one can be
offered as a discussion or in a lecture/discussion format. Topics to cover
could include: reintegrating into the family or community, and knowing
when and where to get additional help.

Note: Because this program is not usually marketed or requested, there is
not a post-deployment SOP included in Part II of this Desk Guide.

¢ Regularly offered FFSC programs and services such as parenting classes,
financial programs and counseling can provide the information and sup-
port needed during post-deployment.

3.3 MEETING THE CHALLENGES OF DEPLOYMENT

Each service member and his/her family respond differently to the challenges
presented by deployment. Some view deployment as a positive experience in
which partners (and children) can “grow”, become more independent, and
take advantage of educational opportunities, travel, etc. Others consider
deployment to be a negative experience; a hardship to be endured.

It is the task of the FFSC staff providing deployment support programs to help
service members and their families to successfully meet the challenges of
deployment. The following information briefly highlights some of the chal-
lenges of deployment. Each of the SOPs in Part II of this Desk Guide presents
detailed content on dealing with the issues of deployment. Please refer to the
SOPs for further information

3.3.1 TAKING CARE OF ONESELF

Both the practical and emotional aspects of deployment must be addressed.
Consider the following:

Practical aspects include:
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SECTION THREE

¢ Current ID cards for all family members.

¢ Current will and power of attorney.

¢ Updated Page 2 information.

¢ Updated SGLIL

¢ Completed house and car maintenance.

Emotional aspects include:

¢ Understanding the emotional ups and downs of deployment.

¢ Knowledge of coping techniques including stress management.

¢ Understanding when and where to obtain help for yourself and/or family
members.

3.3.2 FINANCIAL

It is critical to have a sound financial plan in place before deployment. The
plan should include:

¢ A budget for deployment: The budget should include not only household/
family items but also expenses for the deploying service member such as
phone calls, gifts, etc.

¢ How financial responsibilities will be handled including, bill paying, allot-
ments, etc.

3.3.3 MAINTAINING THE CONNECTION - COMMUNICATION

Prior to the deployment, service members and their families should develop a
communication plan. The plan should include:

¢ Letters and e-mail: how often, information to be shared (particularly bad news).
¢ Care packages.
¢ Phone calls: how often, budget.

¢ Family grams: for submarine community (See Couples Pre-deployment
SOP, Part II, Section 1.1).

¢ Emergency Messages: (See Red Cross, Part I, Section 4.11).
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3.3.4 CHILDREN AND DEPLOYMENT

Each child reacts differently to the deployment of a parent. Children may
adjust well or show signs of difficulty. Parents should be aware of what is
expected and appropriate for each age and stage of development. Parents
should be aware of the following:

¢ Deployment of a parent can affect the child’s behavior, schoolwork and
social relationships. A consistent routine and pre-established limits/
boundaries help a child adjust.

¢ Children may feel angry, sad or fearful. They may withdraw, act out or
rebel.

¢ Younger children are sometimes confused by the parent’s departure.

¢ It is important to communicate individually with each child - write,
exchange tapes, play games via mail, etc.
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SEcTION FOUR

THE DEPLOYMENT
SUPPORT “PLAYERS”

T o provide deployment support programs that most effectively meet
the needs of each command/client, it is critical to understand the roles
and responsibilities of the Navy commands and facilities impacting on
deployment support.

4.1 NAVY PERSONNEL COMMAND (PERS)

The Navy Personnel Command (PERS) provides program and fiscal support to
FFSCs. Specifically, deployment support programs are part of PERS-66, Fleet
and Family Support Division. PERS-66 provides guidance and assistance
concerning the establishment, maintenance and support of programs and
services. The functions of PERS-66 are assigned as follows:

¢ PERS-660 - Fleet and Family Support Centers
¢ PERS-661 - Family Advocacy Program

¢ PERS-662 - Personal and Family Readiness Branch

Although deployment support and related programs are part of the FFSC’s
functions, deployment support programs come under the purview of PERS-
662, Personal and Family Readiness. PERS-662 manages the following:

¢ Readiness: Includes support for Ombudsmen, Deployment programs/
services, Relocation Assistance Program (RAP), Information and Referral
(I&R), Spouse Employment Assistance Program (SEAP), Transition Assis-
tance Program (TAP), and Personal Financial Management (PFM).

¢ Resource Management: The budget. Money to support PERS programs
comes directly from the Navy (known as blue money) or from the DoD
(purple money). DoD funding is not guaranteed.
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4.2 FLEET AND FAMILY SUPPORT CENTER

4.2.1 FFSC DIRECTOR

The FFSC Director is the FFSC’s representative to the Installation Commanding
Officer. The FFSC Director:

¢ Serves as the Installation Commanding Officer’s consultant on personal
and family support matters.

¢ Must be able to effectively sell FFSC programs to procure funding. He/She
needs to be knowledgeable about program and services rendered, satis-
faction with services, and FFSC’s impact on readiness and retention. It is
the responsibility of the FFSC’s deployment support program staff to keep
the Director informed.

4.2.2 FFSC STAFF

FFSCs in fleet intensive areas may have staff dedicated to the delivery of
deployment support programs. However, in the majority of FFSCs the provi-
sion of deployment support programs is a collateral duty. Staff in these FFSCs
will be cross-trained to provide deployment programs.

All FFSC staff:

¢ Need to be aware of deployment support programs.

¢ Must be trained to understand the deployment support programs that are
offered and who the point of contact (POC) is for these programs. A
command representative is an FFSC staff member assigned to work specifi-
cally with a command and serves as that command’s POC for deployment
support services. (See Part [, Section 6.4)

4.2.3 VOLUNTEERS

Volunteers can have many different roles in deployment support programs.
The key to the effective use of volunteers is to be sure they are adequately
trained, accountable for fulfilling their responsibilities, and recognized for
their contributions. The following are examples of roles for “deployment”
volunteers:
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¢ Research: Gathering and/or analyzing data from needs assessments,
surveys, etc.

¢ Marketing: Writing, design and layout of flyers and brochures.

¢ Programs: Assist with Parent Child Pre-deployment (PCPD) or other
programs as a children’s group leader. (Note: Must have criminal back-
ground check if working alone with children).

¢ Administrative Support: Clerical assistance including word processing,
preparing program materials, etc.

4.3 INSTALLATION COMMANDING OFFICER

The success of the FFSC’s deployment support programs relies on the sup-
port of the Base/Installation Commanding Officer. He/She should be kept
informed regarding the number of commands/clients served and their satis-
faction with deployment support programs. The Installation Commanding
Officer:

¢ Prepares the budget and controls the allocation of funds among base
activities. Deployment support programs must be able to demonstrate an
impact on readiness and retention for continued funding.

+ Is influential in promoting deployment programs to the commands. If the
Installation CO values deployment support programs, the fleet will be
more inclined to provide the programs.

4.4 COMMANDS

Commands are responsible for providing Navy personnel and their families
the opportunity for a healthy and satisfying quality of life. Each deploying
command is responsible for implementing deployment support programs
within the command. The command “owns” the deployment support pro-
gram. It is the role of the FFSC to support the command in offering quality
deployment programs. The Commanding Officer, Executive Officer, Command
Master Chief/Chief of Boat (subs), and Chaplain are the FFSC’s key contacts
for marketing and implementing deployment programs.
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4.5 CHAPLAINS

Chaplains are ministers, priests and rabbis who can provide counseling,
prevention programs, and family enrichment programs to service members
and their families. They can assist service members with adjustment to
military life, interpersonal relationships and other problems. It is imperative
that the FFSC and chaplains at deploying commands work cooperatively to
provide effective deployment support programs.

4.6 LEGAL

Navy Legal Services Office (NLSO) can offer no-cost consultation and services
on a wide range of legal issues including wills, separation and divorce, non-
support, etc. NLSO can provide counseling and assistance with personal legal
problems, claims services and in some situations trial defense services.
Assistance with wills and powers of attorney are often requested by deploy-
ing service members.

4.7 OMBUDSMAN

The Navy Family Ombudsman Program is designed to enhance communica-
tion between Navy families and the command. A spouse (or spouses) of
command service members volunteers for this duty, and is selected and
appointed by the Commanding Officer. Ombudsmen:

¢ Serve as a liaison between commanding officers and families.

¢ Provide up-to-date information on ship’s schedule, family support groups,
etc.

¢ Take an active role in the command’s deployment support programming
for families.

¢ Provide information and resources regarding personal, financial or family
problems.

4.8 COMMAND LEADERSHIP SPOUSES

The spouses of the Commanding Officer (CO), Executive Officer (XO) and the
Command Master Chief (CMC) or Chief of the Boat (COB - the senior enlisted
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person on a submarine) are key in assisting the FFSC in providing deployment
support programs. Command leadership spouses:

¢ Are influential in marketing the program to the families.
¢ May organize or coordinate the Family Support Group (FSG).

¢ May be invited to attend command deployment support program market-
ing meetings.

4.9 FAMILY SUPPORT GROUP

The Family Support Group (FSG) is composed of spouses/family members
from a command. FFSC staff may work closely with a FSG, particularly during
a deployment. FSG leadership may be invited to attend command deployment
support program marketing meetings. FSGs:

¢ Offer friendship and support, especially during deployments.
¢ Provide educational programs.

¢ Plan parties and events for the crew and their families including holiday
parties, picnics and homecoming events.

4.10 NAVY-MARINE CORPS RELIEF SOCIETY (NMCRS)

The NMCRS (formerly Navy Relief) is a private, non-profit organization that
helps the Navy and Marine Corps take care of their own. It is staffed primarily
by volunteers who provide the following services:

¢ Emergency loans or grants for food, shelter, clothing, or emergency
transportation.

¢ One-on-one financial counseling.
¢ Student loans, medical and other loans.

¢ Visiting nurse services.

4.11 AMERICAN RED CROSS (ARC)

The American Red Cross assists military families by providing:
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¢ Verified emergency communications regarding illness, death or other
family emergencies, between the service member’s command and
family members. The centralized telephone number for an emergency is
1-877-272-7337. The following information is needed:

1. Name of service member (first, middle initial, last).
2. Rank and rate.
Social security number.

Military address (unit, division, homeport and FPO).

o s~ W

Reason for the emergency and hospital/doctor names and phone
numbers.

¢ Emergency financial assistance for travel and other needs.

¢ Communication between the service member and the family when unusual
circumstances have prevented or delayed normal communication.

30. ‘ Deployment Support Program DESK GUIDE



SECTION FIVE

ThaE PLANNING &
DEVELOPMENT OF DEPLOYMENT
SUPPORT PROGRAMS

5.1 PROGRAM PLANNING

It is the challenge of the deployment support program staff to effectively meet
the needs of all commands requesting deployment support programs. When
planning deployment support programs consider the following:

¢ What is the need for deployment support programs of the Navy, the
command, the service member and his/her family?

¢ What types of programs/services are needed?

& Are the programs/services cost-effective?

5.1.1 ELEMENTS OF PROGRAM PLANNING

A program planning process is essential to develop deployment support
programs. The following elements ensure that a program will be planned
effectively.

¢ Strategic Planning: Why does the FFSC exist? What is our business and
how do we do it? How do deployment support programs interface with
FFSC core programs?

¢ Needs Assessment: What are the needs of FFSC clients? What are their
deployment support needs?

¢ Data Analysis: What are the client needs and what resources are
available?

¢ Develop an Action Plan: Determine how to effectively use resources to
meet needs.

¢ Program Design: Design and implement the most comprehensive pro-
grams for the greatest number of people.
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5.1.2 STRATEGIC PLANNING

Strategic planning is “ a disciplined effort to produce fundamental decisions
and actions that shape and guide what an organization is, what it does, and
why it does it” (Creating and Implementing your Strategic Plan: A Workbook for
Public and Nonprofit Organizations, John M. Bryson and Farnum K. Alston,
Jossey-Bass, 1995). Strategic planning looks at an organization’s mission,
goals, objectives, and internal and external factors impacting on it. Strategic
planning allows one to act rather than react. FFSC Accreditation Standard
13010 requires that a FFSC Strategic Planning conference be held at least
annually.

The key questions asked during the strategic planning process include:
¢ What is our business? Who are we and why do we exist?

¢ What should our business be?

¢ Who do we serve?

¢ How should we serve?

Through the strategic planning process an organization:

¢ Analyzes information including needs assessment results, data analysis
and available resources.

¢ Plans and sets goals and objectives for the upcoming year.

¢ Develops an action plan for day-to-day operations and each staff
member’s role in the plan.

¢ Implements the plan.

¢ Evaluates the plan.

For deployment support programs the strategic planning process should:
¢ Clarify the goals and objectives of the deployment support program.
¢ Relate the goals and objectives to the FFSC mission.

¢ Develop an action plan for deployment programs and each staff member’s
responsibilities.
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5.1.3 ASSESSING NEEDS AND DATA ANALYSIS

5.1.3.1 NEEDS ASSESSMENT

A needs assessment is a vital first step in program planning. FFSC Accredita-
tion Standard 12010 requires that the needs of all customers be assessed
biennially. A needs assessment:

¢ Develops a demographic profile of the client population and its needs.
¢ Analyzes service delivery trends.

+ Identifies gaps in services.

A needs assessment for deployment support programs surveys commands,
service members and their families to determine their specific deployment-
related needs, the programs and services currently available to meet these
needs, and deployment related needs yet to be met.

5.1.3.2 DATA SOURCES

Information regarding the deployment (and other FFSC) needs of service
members and their families comes from a variety of sources. Navy-wide
surveys, Base or FFSC surveys, FFSC program evaluations, and focus groups
disseminate information fundamental to program planning.

Surveys and focus groups are discussed below. (See Part I, Section 7.2 for
further information on deployment program evaluations)

5.1.3.2.1 SURVEYS

DoD Instruction 1342.22 Fleet and Family Support Centers, mandates periodic
service-wide needs assessments. In 1994 and 1996, the Navy surveyed

Active Duty personnel and spouses regarding quality of life (QOL) and FFSC
services. In 2000, assessments of Navy leadership were conducted at 60 sites.
The purpose of the 2000 survey was to identify leaders’ perceptions of the
benefits and impact of FFSC programs and services and to identify service
member and family issues faced by Navy leaders.

o8}
W
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The following highlights the findings of the 2000 survey that are relevant to
the planning and implementation of deployment programs. (Additional
survey results are discussed in Part I, Section 6, Marketing Deployment
Support Programs).

¢ Issues related to deployment are among the top ten issues that Navy
leadership deals with most often.

¢ Deployment related issues were among the top five issues addressed by
Navy chaplains.

¢ Overall, Navy leadership is only somewhat familiar with deployment
support services offered by FFSCs.

¢ Issues related to deployment are among the top ten issues that leadership
is least likely to refer to the FFSC.

An installation or the FFSC may also conduct surveys. These surveys yield
data on local client demographics, service demand, use of resources, and
geographic/economic factors. A local survey should be conducted if:

¢ There is no local database, i.e. necessary information has never been
compiled.

¢ There have been significant changes in the size or characteristics of the
base/installation.

¢ Available data is more than two years old.

5.1.3.2.2 FOCUS GROUPS

A focus group is a small group formed for the purpose of sharing information
about a common interest. It is the most widely used form of qualitative
research. The desired outcome of the focus group interview is a clarification
of needs/issues and clear marketing goals.

A focus group:
¢ Seeks in-depth, open-ended responses on a topic.
¢ Interviews groups of six to 10 people in an informal group setting.

¢ Uses open-ended questions to facilitate group interaction and stimulate
thinking.
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¢ Typically lasts approximately one hour.

¢ Should have more than one staff person present; one to facilitate and
one to record.

Consider the following in organizing a focus group for deployment support
programming:

¢ The groups should be representative. Try to include not only those who
are enthusiastic supporters of FFSC programs but also those who have
been less than satisfied.

¢ Command leadership, particularly command master chiefs, other senior
enlisted, and ombudsmen can provide useful and accurate information.

5.1.3.3 DATA ANALYSIS

Once information has been obtained on client demographics, service demand
and available resources, the data must be analyzed. Data analysis:

¢ Includes a statistical review and an intuitive approach considering the
statistical data combined with information from other sources.

¢ Develops a profile of the client population and its needs.
¢ Examines service delivery trends and client feedback.
+ Identifies gaps in service.

¢ Provides the statistical and evaluative data necessary to procure funding.

5.1.4 RESOURCE IDENTIFICATION AND ANALYSIS

Every FFSC has limited financial and staff resources. Program planning must
take into consideration the availability of resources.

¢ Identify FFSC staff who have the skills to provide deployment programs,
i.e., counselors, financial educators and program staff. Others, i.e. admin-
istrative staff, may be qualified and interested. Volunteers can also be a
valuable resource for deployment support programs. (See Part I, Section
4.2.3)

¢ Assess fiscal and material resources. Staff should be aware of budget and
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fiscal restraints, and of what’s needed to support deployment programs.
Printing, travel, training, presentation materials, etc. must be budgeted for.

5.1.5 THE DIVERSITY OF THE FLEET: PLANNING FOR THE
CLIENT POPULATION

The client population who receive deployment support programs must be
considered in planning. The needs of all of the Navy’s population should be
addressed via deployment support programs. This population is diverse and
their needs may be different from those of the general population.

Programs must be inclusive to male and female, single and married, and
experienced as well as first time deployers. Addressing those who may need
specialized support ensures that service members are able to pursue a Navy
career at levels of performance and readiness consistent with the Navy’s
mission.

5.1.5.1 SINGLE PARENTS/SINGLE CUSTODIAL PARENTS

Single parents, particularly single custodial parents, have unique challenges
and stresses, particularly concerning their children and deployment. (See
Part II, Section 1.3) To ensure that a single parent is adequately prepared to
deploy at any time, the Navy has instituted policy that serves both single
parents and their children. Especially important is the Single Sailor/Military
Couple with Dependent(s) Dependent Care Policy, OPNAVINST 1740.4A.

The Dependent Care Policy:

¢ Requires that all single parents and dual active duty couples with depen-
dents must have on file with the Personnel department of their command
a Dependent Care Certificate, OPNAV Form 1740/1.

¢ Ensures that adequate childcare arrangements are in place, allowing the
sailor to meet obligations such as lengthy deployments, unaccompanied
assignments, or immediate mobilization.

¢ States that failure to have this certificate on file at the service member’s
current duty station is in violation of a Navy directive and could result in
administrative and/or disciplinary actions.
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5.1.5.2 DUAL MILITARY CAREER COUPLES

The number of families where both spouses are active duty has increased.
Their challenges are unique and include:

¢ Frequent separations due to deployments, training, etc.

¢ Concurrent deployments: Spouses could be deployed at the same time,
especially in time of crisis or emergency.

¢ Child care arrangements: The Dependent Care Policy also applies to dual
career couples to ensure that both service members are available for duty
as needed.

5.1.5.3 BLENDED FAMILIES

The increase in blended Navy families mirrors that of the population as a
whole. Families may include a step-parent and possibly step-siblings. Since
there is a history of divorce or death in these families, many children fear
abandonment. It is important that the children understand why the deploying
parent is leaving.

5.1.5.4 EXCEPTIONAL FAMILY MEMBER PROGRAM

The Exceptional Family Member Program helps Navy families with severe or
long-term medical, physical or special education needs. Enrolled families are
not assigned to locations that cannot support identified special needs.
Parents or spouses of these family members may be deployed.

5.1.5.5 FOREIGN-BORN SPOUSES

Due to the opportunities for service members to travel and live internation-
ally, there are numerous foreign-born spouses. Many may be isolated due to
cultural or language barriers and they may not ask for help or seek support.

During a deployment their isolation may increase. The FFSC must work
closely with a command’s ombudsmen and Family Support Group to find
ways to encourage foreign-born spouses to attend programs. Ensuring that
deployment support programs are culturally sensitive and developing materi-
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als in other languages are two ways the FFSC can extend their efforts to

foreign-born spouses.

5.1.6 AREA SPECIFIC FACTORS IN PROGRAM PLANNING

The characteristics of the geographic area are another consideration in

planning deployment support programs.

*

Demographic factors to consider include, but are not limited to: size of
the Navy population, transience, age, length in service, and marital sta-
tus. These factors determine how well families may cope with deploy-
ment, and how supportive and understanding the community may be of
deployment.

Economic factors such as cost of living, transportation and quality of
education can also impact on programs. These factors may determine
whether the spouse/family stay or “return home” during a deployment.

5.1.7 COMMAND SPECIFIC FACTORS IN PROGRAM PLANNING

Deployment support programs can be generically planned and then tailored

or customized to a command’s specific needs. Command specific factors to

be considered include:

*

*

Mission: The deployment function, length and destination.

Demographic composition of command: How many are single, married,
single custodial parents, female, etc.

Experience: Number of experienced deployers and number of first-time
deployers.

Ops: What is the ship’s projected operating schedule? Have they been
gone frequently for work-ups, etc?

Communication: How dependable is communication with the command?
What methods are available?

Port calls and liberty policies: Will there be port calls? Will family mem-
bers be able to meet service members in foreign ports?

38. ‘ Deployment Support Program DESK GUIDE



SEcTION FIVE

5.2 PROGRAM DEVELOPMENT

Program development consists of establishing goals and objectives, develop-
ing content, and determining formats and features. The particular programs
to be developed will be based on the priorities determined via strategic
planning, needs assessments, etc.

5.2.1 DEFINING PROGRAM GOALS AND OBJECTIVES

Deployment support program goals and objectives must support the Navy’s
mission, and enhance command readiness and retention. Goals and objec-
tives should:

¢ Be realistic, achievable and measurable.

¢ Enhance the coping skills of service members and their families before,
during and after deployment.

¢ Prevent or reduce personal/family emergencies during deployment.

¢ Meet the needs of the diverse Navy population including couples, singles,
etc.

¢ Have maximum impact on the needs of deploying service members and
their families.

5.2.2 DESIGNING THE PROGRAM

When designing deployment support programs:

¢ Prioritize needs based on client population and available resources.
¢ Meet Navy instructions and directives.

+ Identify a variety of service delivery options to meet these needs: i.e.
briefs, support groups, etc. for pre, mid-deployment and homecoming.

¢ Determine the optimal mix and level of service. The variety and intensity
of programs should be based on the needs of the particular base and/or
command.

¢ Develop Standard Operating Procedures (SOPs). SOPs should include
not only program content but targeted audience, program objectives,
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materials needed, and references.

¢ Every command and every deployment is unique. Design a program that
meets the basic needs and then customize it.

5.2.3 DEVELOPING CONTENT

Issues for the deploying service member and their family were discussed in
Part I, Section Three. The content of deployment support programs focuses
on the emotional issues and/or practical aspects. These include the emo-
tional cycle of deployment, communication, financial concerns and practical
preparation, i.e. legal papers, home and car maintenance.

Deployment support program content:
¢ Is based on research and experience during the past 20 plus years.

¢ Has been developed based on information from Navy families. They are
the recognized experts.

¢ Has been modified as demographics and needs have changed. Consider
the diversity of the fleet.

¢ Must be inclusive to both male and female service members, and male and
female spouses. Be sure language is gender neutral.

¢ Should be applicable to both first-time and experienced deployers.

¢ Should be documented using an SOP format. A facilitator’s guide or script
may also be prepared.

¢ Can be modified and tailored to each command.

¢ Should include handouts and materials that reinforce key points.

5.2.4 PROGRAM FORMATS AND FEATURES

Deployment programs belong to the command. The FFSC’s role is to offer
expertise based on experience, and to present program content. The follow-
ing organizational issues need to be discussed with the command to ensure a
successful program.
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5.2.4.1 LOCATION

Where the deployment support program will be held can be a critical factor in
the success of the program. Consider:

¢ Adequate seating and the ability for everyone to hear and see the
program.

¢ Accessibility of the location and parking.

¢ On board ship or in the hanger can be a good choice as it’s a familiar and
accessible location.

5.2.4.2 TIMING

Each deployment program is designed to be presented at a time that the
participants can take optimal advantage of the information provided.

¢ Pre-deployment programs are best presented from two months to two
weeks prior to deployment. (See Part II, Sections 1-4)

¢ Experience has shown that there are optimum days and times for
pre-deployment programs. Monday through Thursday evenings, beginning
at 1830 or 1900 have been most successful.

¢ Avoid paydays and days before or after a holiday.

¢ Be sure the command considers their schedule. If personnel have been
away for work-ups, etc., family time may take precedence over attending a
program.

¢ Programs should not be offered in conjunction with events such as pic-
nics or holiday parties. Participants are not focused on deployment
readiness during these times.

¢ Mid-deployment programs should take place approximately halfway
through the deployment.

¢ Homecoming programs should take place three to five weeks prior to the
command’s return. This gives spouses time to communicate with the
service members, make homecoming plans, etc.
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5.2.4.3 CONFIGURATION

Although a command owns the deployment support program it is up to the
FFSC to recommend the type of programs that work best. It is the FFSC that
will feel the effects if a program does not go well. It will impact on other FFSC
deployment programs for that command and possibly for other commands.

The following formats are currently used by FFSCs to present deployment
programs. In planning with the command both the pros and cons of each
format can be discussed.

5.2.4.3.1 FAIRS

A pre-deployment fair is a format used by many commands. Instead of formal
presentations from various resources, each resource has a table with a staff
member to provide information. Service members and their families go from
table to table to gather needed information.

¢ Possible resources include: FFSC, Navy Legal Services Office, Health
Benefits Advisor (TRICARE), USO, American Red Cross, Navy-Marine Corp
Relief, Housing, and Security.

¢ Some commands require that the service member check in with each
resource. Others allow the service member to gather only the information
he/she believes the family needs.

¢ Activities are provided for children and it may indeed have a “fair” atmo-
sphere with games, jumping castles, snacks, etc.

¢ Pros: Fun atmosphere attracts service members and families. No long
presentations to sit through.

¢ Cons: Service members may not get all the information they need, know
the right questions to ask, or read the materials. Often done on a Saturday,
it can be difficult to staff.

5.2.4.3.2 “PARADE OF STARS”

Another popular format for a pre-deployment program is known as the “pa-
rade of stars” or the “hit parade”. The command invites resource agency
representatives to present information on their organizations.
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¢ Possible resources include: FFSC, Navy Legal Services Office, Health
Benefits Advisor (TRICARE), USO, American Red Cross, Navy-Marine Corp
Relief, Housing, and Security.

¢ Each resource agency has an allotted time.
¢ Pros: Everyone hears all the information.

¢ Cons: Can be very long. FFSC may present a “Nuts and Bolts” but time to
present emotional issues, communication ideas, etc. is limited.

5.2.4.3.3 BRIEFING

A briefing format can be used for deployment support programming.

¢ Programs can be lecture, lecture/discussion, discussion, or an interactive
workshop.

¢ Pros: Most flexible as can easily be tailored in length, content and scope.

¢ Cons: If a pre-deployment program, resources other than the FFSC may not
have adequate presentation time.

5.2.4.3.4 MANDATORY ATTENDANCE

Some commands make pre-deployment programs mandatory. This assures
that the entire crew has had the opportunity to hear the information and
prepare themselves and their families. Whether the program is mandatory or
not, it is important for leadership personnel to attend. This communicates to
the service members and their families that the program is fully supported by
the command.

¢ Pros: Can be positive in that it shows that deployment support programs
are a command priority; that the command is concerned with the service
member’s well- being.

¢ Cons: Can be negative as service member resists being told he/she must
do one more task.
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5.2.4.4 CHILDCARE

Many commands offer childcare during pre-deployment programs. Childcare
can be provided in safe command spaces or arranged through the base Child
Development Center. In addition, the Family Childcare program can provide
professional childcare workers to come to the program site. Fees are based
on the number of children served. Childcare should:

¢ Provide name tags for each child.
¢ Have entertainment, videos and activities for children of all ages.

¢ If aboard ship or in a hanger, give tours or demonstrations of equipment
to older children.

¢ Have adequate coverage. A minimum guideline is one adult per every six
children.

¢ Provide snacks if possible.

5.2.4.5 INCENTIVES

Commands may offer incentives for attending deployment support programs.
The command should offer single sailors comparable incentives as those
offered to married personnel. Single service members want to be considered
as important as married personnel to the command. Types of incentives
include:

¢ Special liberty. Early liberty the day of the program so service members
can go home and get their families. Late muster the following day for
those who attended the program.

¢ Items for attendees: Command souvenirs, photos, magnets, stickers, etc.

¢ Children’s Deployment Coloring/activity book: Can be customized by
command.

¢ Drawings for door prizes at the end of the program. Suggested prizes: Gift
certificates to restaurants, hotels, movies, sporting events, exchange or
commissary, and liberty passes.

¢ A meal or snack.
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MARKETING DEPLOYMENT
SUPPORT PROGRAMS

6.1 INTRODUCTION TO MARKETING

Marketing is the process of planning and executing the conception, pricing,
promotion, and distribution of ideas, goods, and services to create exchanges
that satisfy individual and organizational goals. (Dictionary of Marketing
Terms, 2" Edition, Peter D. Bennet, Editor, 1995). In simpler terms, marketing
is the process by which one reaches customers and compels them to pur-
chase, use and repurchase a product or service.

Marketing targets populations, informs them about products and services,
and motivates them to use these products/services. Marketing is not only
selling or advertising but also ensuring that the right goods and services are
produced and find their way to the consumer.

Effective marketing means delivering the goods and services that consumers
want and need. An FFSC should ask itself the following questions:

¢ What deployment services are we promoting?

¢ When and where should we deliver these services?

¢ Are we aiming all our efforts to satisfying our customers?
¢ Are our deployment support programs cost-effective?

¢ Can we deliver what we are marketing? Do we have the staff and resources
to meet an increased request in services?

Marketing links the buyer (commands, service members and their families)
and the seller (FFSC). Two effective ways to market are:

¢ Public Relations (PR): PR sells an idea or concept that improves aware-
ness and support of the program. The “buyer” feels that the seller cares
about him/her. It is considered a “soft sell”. Examples of public relations
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for FFSC programs/services include personal networking (establishing
relationships with command leadership), briefings/presentations (dissemi-
nating information on FFSC’s deployment programs and their benefits),
and media coverage of deployment support programs and events.

¢ Advertising: Advertising sells a specific product or service. FFSC does
not pay to advertise. However, short news items and program announce-
ments are appropriate topics for the base or community newspaper,
FFSC newsletter, etc. Flyers, handouts and newsletters are all marketing
materials prepared and used by the FFSC. Advertising is considered a
“hard sell”.

6.2 MARKETING RESEARCH

Marketing research is a prerequisite for effective marketing. Marketing
research specifies the information required to address the issues, designs
the method for collecting information, manages and implements the data
collection process, analyzes the results, and communicates the findings and
their implications (Dictionary of Marketing Terms, 2" Edition, Peter D. Bennet,
Editor, 1995). Marketing research is used to determine customer needs and
how well the FFSC is satisfying those needs (See Part I, Section 5.1.3).

¢ Marketing research includes primary and secondary research. Primary
research data is obtained by observing your customers and obtaining
their responses to specific questions (surveys, program evaluation, etc.).
Secondary research consists of demographic information and past perfor-
mance data.

¢ Marketing research information pertaining to deployment support pro-
grams can be collected from the following sources: QOL surveys, focus
groups, needs assessments, demographic studies of base/ Navy popula-
tion, and FFSC program evaluations (see Part I, Section 7.2).

6.2.1 THE QOL LEADERSHIP SURVEY

The QOL Leadership Survey 2000 (See Part I, Section 5.1.3.2.1) findings are
relevant to marketing deployment programs. The following results are based
on the responses of leadership at 60 sites. It is critical that each FFSC analyzes
the information pertaining to their local area.
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¢ On arating of one to five with one being not at all familiar and five being

very familiar with FFSC programs, the average rating for deployment

support services was 3.33.

¢ Contacts with FFSC staff, FFSC brochures or information packets, briefings

to commands and base newspapers/media were the most prevalent way

leadership learned about FFSC programs and services.

¢ Between 20 and 25% of seagoing command leadership had no personal
contact with the FFSC.

¢ The top five reasons leadership did not refer or use the FFSC are:

1.

o > W

Not aware of programs and services.

Command was able to help.

Did not think information remained confidential.
Programs did not meet service members’ needs.

Had a bad experience at FFSC.

¢ The top five reasons service members were reluctant to use FFSC

programs (based on 1996 Navy FFSC Needs Assessment) are:

1.
2.

Prefer to solve own problems.

Not aware of programs or services.

Do not think information remains confidential.
Programs do not meet needs.

Inconvenient hours.

6.3 MARKETING PLANS AND TECHNIQUES

FFSC Accreditation Standard 26020 requires that the FFSC has a marketing
plan which covers each program and service provided by the FFSC. The plan

must include the target market, the message and the media choices (print,

briefings, etc.) by which the marketing will take place.

To carry out the marketing plan, the FFSC staff must understand their role in

public relations and how to promote a positive image (FFSC Accreditation
Standard 26030).
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In planning marketing activities for deployment support programs consider

the four “Ps” of marketing:

1.

2.

4.

Product: Deployment support programs (the product) must satisfy the
command/client’s needs based on Navy Instructions and mission require-
ments.

Place: Programs must be available when and where they are wanted. FFSC
should work with the command to provide a place and time conducive to
the program.

Promotion: Promotion is the telling and selling of programs and services.
Who is the target of FFSC “advertising”? How are service members finding
out about programs? What is the desired outcome?

Price: FFSC services are free to commands but there is a price - staff time,
materials, etc. Deployment support programs must prove they are cost-
effective to the Navy.

6.3.1 COMMUNICATION AS A MARKETING TECHNIQUE

Marketing is a planned communication. It is necessary that one who is mar-

keting deployment support programs:

*

*

Be able to communicate well.

Develop an action plan: Know the desired outcome before the command is
contacted.

Appeal to the practical and the emotional perspective of the customer.
Appear confident and competent.

Know the product: Deployment support programs and other FFSC
programs.

Build a relationship with command leadership who are key communica-
tors. These include CO, XO, CMC, Chaplain, Ombudsmen, etc. These
people can reach others. They have established trust with potential FFSC
clients.

Be prepared to negotiate: Deployment support programs belong to the
command.
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6.3.2 MARKETING TOOLS AND TACTICS

Marketing tools are the print and audiovisual materials produced to promote
one’s product or service. Marketing tactics are the means by which one
advertises. Both should be cost-effective and easy to implement.

The quality of print and audiovisual products is critical. Whether an FFSC has
a trained layout/graphics staff to produce audiovisual and print products or
relies on administrative staff or volunteers, there are several key elements in
producing quality materials.

¢ Good graphic design integrates words and images.
¢ The product must be attractive, professional and easy-to-read.

¢ The look and quality of all materials should be standardized so it is easily
identifiable as an FFSC product. Think trademark and/or slogan.

¢ Rather than using the word “free” which devalues the program, consider
“provided to you at no cost by...”.

Deployment support programs can be marketed using a variety of tools and
tactics.

¢ Print products: Use brochures and flyers, command POD announcements,
etc. Program materials, specifically handouts, are also marketing tools as
they have FFSC identifying information on them.

¢ Print media: Use base newspapers, local newspapers, ombudsmen news-
letters, etc. Seek coverage of FFSC events and programs. This is free
publicity.

¢ Radio and TV: Use public service announcements to advertise programs/
services and seek coverage of FFSC events and programs.

¢ Outdoor advertising: If available, use billboards and marquees on base.

¢ The web: If not already in existence, create an FFSC web page. Determine
deployment support materials that can be included on a command web
site.
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6.4 COMMAND REPRESENTATIVE PROGRAM

The Command Representative Program is designed to serve the needs of

commands by providing a primary point of contact and liaison at the FFSC. A

command representative is an FFSC staff member assigned to work specifi-

cally with a command. The Command Representative Program is required by
FFSC Accreditation Standard 16010.

6.4.1 PURPOSE

The purpose of the Command Representative Program is to:

*

Provide information to commands on available FFSC educational pro-
grams (including but not limited to deployment support programs).

Assist deploying commands in preparing crew and families for deploy-
ment.

Consult with leadership spouses regarding services available to family
members.

Serve as a primary point of contact and referral for services available in
the civilian and military communities.

6.4.2 RESPONSIBILITIES

A command representative has the following responsibilities:

*

Market FFSC programs to command leadership, including FSG president
and ombudsmen.

Schedule and verify all FFSC programs for commands and their FSG.
Maintain a working file for each assigned command.
Maintain contact with command including correspondence, mailings, etc.

Maintain consistent contact with command FSG president and ombuds-
men throughout a deployment.

The command representative does not present all of the programs for
their assigned command and may or may not be an R&R team member.
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6.5 MARKETING TO THE COMMAND

Marketing to commands is the most direct way to get program information to
the leadership. In turn, the command leadership makes programs happen. A
command representative is a salesperson. He/She must sell deployment
support programs to the command. Initial contact with a command may take
the form of a letter and/or phone call. The command representative may have
to persist until contact is established and a marketing meeting is arranged.

6.5.1 PRE-DEPLOYMENT MARKETING MEETING

Marketing meetings are specifically designed to let commands ask questions
and to share FFSC expertise on effective programs. This marketing meeting
ideally should occur six months prior to an extended deployment but no later
than three-four months prior.

¢ The command representative should prepare marketing packets. The
packets can include but are not limited to: a program planning guide,
program schedule, and resource listing. In addition, the command repre-
sentative must determine open program dates (FFSC staff may be already
committed to another command).

¢ The following should be present at the marketing meeting: Command
leadership, FSG president, ombudsmen and leadership spouses.

¢ If a command has previously utilized deployment programs, or is
deployed unexpectedly or with short notice, it is imperative that the
command representative meet face-to-face with the command POC
(others are optional).

¢ Program dates may be established at this meeting but can be scheduled at
a later time.

¢ A follow-up meeting with the command is recommended to review pro-
gram checklists, time schedules etc.

6.5.1.1 PRE-DEPLOYMENT MEETING AGENDA

At the pre-deployment marketing meeting the command representative
should introduce him/herself, explain the purpose of the meeting, what a
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command representative is, and delineate the benefits of deployment support

programs for the command, the service members and their families.

During the course of the meeting, the command representative should:

*

Determine the command’s status and needs. Confirm deployment sched-
ules.

Review the marketing packet. This is a chance to “sell” FFSC programs. All
deployment programs must be marketed including pre-deployment, mid-
deployment programs for Family Support groups, and Return and Reunion
programs.

Before concluding the marketing meeting the command representative
should:

*

Determine a Point of Contact and the next steps to ensure smooth
program planning and delivery.

Set dates for programs if possible.
Provide suggestions for program advertisement.
Stress the importance of command support of programs.

Discuss command incentives to ensure full command participation.

6.5.1.2 MARKETING MATERIALS

It is essential to bring materials explaining deployment programs and

services. Materials should include:

At a minimum:

*

Deployment program planning guide or materials including program
descriptions, program planning checklist, PCPD checklists, Sample POD
notes and 1IMC (Primary Multi-Channel, the ship’s interior PA system)
announcements.

Program handouts.
FFSC brochure.

Command representative’s business card.
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Optional:
¢ FFSC newsletter.
¢ Information on other FFSC services/programs.

Note: See Part II, Section 5 for sample materials.

6.5.2 MID-DEPLOYMENT MARKETING

The majority of marketing for mid-deployment programs occurs at the pre-
deployment marketing meeting. Command representatives explain the ben-
efits of mid-deployment and homecoming programs, and strongly encourage
the Family Support Group to participate.

6.5.3 RETURN AND REUNION MARKETING

The Return and Reunion (R&R) Program should be “sold” at the pre-deploy-
ment marketing meeting. All marketing materials related to R&R are pre-
sented, as well as information on how to request an R&R team. To effectively
market R&R, the command representative should:

¢ At mid-deployment: Send the CO information on the R&R program.

¢ Market to key leadership spouses and ombudsmen. Their opinions are
generally valued and taken into consideration by the CO.

It is critical that the R&R program is marketed at sea. FFSC staff on an R&R
should:

¢ Prepare marketing packets to take on the R&R.

¢ Be cognizant that the R&R team may have been requested by the Battle
Group or Admiral and individual command(s) may not be enthusiastic.

¢ Upon arriving aboard ship, meet with the POC and, if possible, command
leadership including CO or XO, CMC, etc. This meeting is intended to
share expertise, let the command ask questions and schedule programs.

¢ Provide leadership briefs to wardroom, chief’s mess, etc. (See Part II,
Section 4.1).

¢ Inform the command on how to provide marketing assistance - utilizing
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POD notes, 1IMC announcements, CCTV, and flyers (See Part II, Sections
4.1 and 5 for sample marketing materials).

¢ Market the fact that you have spoken with spouses/brought letters, etc.
The crew is anxious to hear first hand what has been happening at home.

6.5.3.1 REQUESTING A RETURN AND REUNION TEAM

It is up to the command to request a Return and Reunion team. The FFSC
command representative (or designated staff) can initiate contact and pro-
vide information on how to request a team. The following information should
be included:

¢ An R&R team must be requested via message, fax on command letterhead
or Internet E-mail from the deployed command or CO.

¢ Ideally, a team should be requested at least two months prior to desired
embarkation date and not later than three weeks prior to embarkation.

¢ The request should be addressed to the command of the FFSC that will
provide the team.

¢ Commands in a battle group should coordinate their requests with the
battle group commander.

¢ The message sent by the command should include the following:
1. Arequest for the R&R program.
2. ldentify units requesting the R&R program.
3. Number of male/female team members that can be accommodated.

4. Embarkation and debarkation ports and dates.

The FFSC will respond back with a message that includes a reply and identifi-
cation of staff members who will provide the R&R program. Confirmation from
the deployed commander/command is then sent to the FFSC.

6.6 MARKETING TO SERVICE MEMBERS

Although deployment programs are often marketed by the command, there
are ways to directly promote the programs to service members. The more
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familiar the service member becomes with FFSC programs and services the
more likely he/she will attend programs and use services as needed.

The following are ways to publicize deployment support programs directly to
the service member:

¢ Promote deployment programs to new personnel at a Base Indoctrination.

¢ Be sure that the availability of deployment support programs is cited in
FFSC program materials.

¢ Post flyers in high-visibility areas such as officer and enlisted clubs,
exchange, etc.

6.7 MARKETING TO FAMILY MEMBERS

Spouses may not be aware of deployment support programs being offered or
may be unsure whether to attend. Service members may not communicate
the necessary program information to their spouses.

To publicize deployment support programs to family members utilize the
following:

¢ Use Ombudsmen and leadership spouses to communicate. The Ombuds-
men or FSG may have a newsletter or telephone tree and be willing to
publicize deployment support programs.

¢ Have spouses who have attended programs encourage others to attend.
¢ Advertise in base or housing newspaper via calendar, articles, etc.

¢ Post flyers in high-visibility areas such as child care centers, exchange,
etc.

6.8 EVALUATION OF MARKETING EFFORTS

Marketing plans and materials should be reviewed and evaluated on a regular
basis. In reviewing marketing efforts look once again at the four “Ps” of
marketing:

1. Product: Are the current deployment support programs satisfying the
command/client’s needs? Has research shown the need for program
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changes or new program development? Have client demographics
changed?

2. Place: Have programs been available when and where they were wanted?

3. Promotion: Is the FFSC successful in reaching the targeted audience?
What techniques and materials have been most effective? Have marketing
materials and activities raised awareness and/or increased use of
programs?

4. Price: Have the deployment support programs been cost-effective?

6.9 RESOURCES

There are many books and journals that focus on marketing. The following are
but a few of numerous, helpful resources. Check the library or the business
section of major bookstores for additional selections.

& Marketing for Dummies, Alexander Hiam, IDG Books, 1997
& Marketing Management, Philip Kotler, Prentice Hall, 1999

¢ AMA Marketing Toolbox Series includes Preparing the Marketing Plan,
Developing Successful Marketing Strategies, and others
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MANAGEMENT OF
DEPLOYMENT SUPPORT
PROGRAMS

7.1 QUALITY ASSURANCE

Quality can be considered a degree of excellence, the extent to which some-
thing fulfills its purpose. Quality is a result of a comparison between what is
required and what is provided. Several methods have emerged to achieve,
support and improve quality. Known as quality management these methods
include quality control (QC), continuous quality improvement (CQI) and
quality assurance (QA). Whichever term is applied, the organization and all
staff members must make a commitment to quality.

7.1.1 PURPOSE OF QUALITY ASSURANCE

The purpose of quality assurance is to achieve quality in all deployment
support programs. To do so requires the following:

¢ Identify programs/services.
¢ Determine whether stated program goals have been met.
¢ Plan improvements in service delivery: How can we do things better?

¢ Provide data to justify the program.

A variety of methodologies and tools have been developed to achieve and
maintain quality. These include:

¢ Management systems: Management that establishes a unity or purpose
and direction enabling the organization to meet the needs of its customers
reliably, repeatedly and economically.

¢ Philosophies: Total Quality Management (TQM), Continuous Quality
Improvement (CQI) and other methods are ways of thinking about goals,
processes and people to ensure quality.
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¢ Tools and Techniques: Flowcharts, statistics, standards and benchmarks,
measures, etc.

7.1.2 FFSC ACCREDITATION STANDARDS

The Navy has established its own QA measures. Accreditation Quality
Standards were established by the Navy Personnel Command (PERS-66) in
1997. The FFSC Accreditation Standards were implemented to ensure quality
service delivery. Section 51000 of the FFSC Accreditation Standards addresses
deployment support.

¢ Standard 51010 states “Deployment program goals reflect command goals
and are operationally oriented.” Key indicators for this standard include:
command deployment program critiques, checklists and plans which
describe services rendered, and level of customer satisfaction indicate
that programs are tailored around command operational schedules.

¢ Standard 51020 states “Deployment program providers are trained in the
following: life during deployment, emotional cycles of deployment,
operational cycles of deployment, demands and stresses that deployment
places on families, resources available and personal financial
management.”

¢ Standard 51030 states “Trained FFSC personnel deliver to deploying
commands deployment programs in the following areas: pre-deployment,
mid-deployment, return and reunion (resources permitting) and post-
deployment.”

¢ Other FFSC Accreditation Standards are cited throughout this Desk Guide.

7.1.3 RECORD KEEPING

Accurate and complete record keeping is necessary to ensure quality and to
successfully manage deployment support programs. Clear documentation is
needed regarding both qualitative and quantitative data (statistics). Policies
and procedures, orientation and training, program format and content must
be documented.

To ensure the accuracy of records:
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¢ Devise a standardized method of keeping deployment support program.
records including a Program Request Form (See Part II, Section 6.1.1).

¢ Keep original data sources such as evaluation forms.

¢ Date all reports.

For each deployment support program the following records should be kept:

¢ Program title, staff position responsible for the program, date(s) of evalua-
tions and dates SOP was reviewed. It is important that it is signed and
verified that the program was reviewed even if no changes were made
(See Part II, Section 6.1.2 for sample form).

¢ Standard Operating Procedures (SOP): The SOP is an internal working
document that states how and when the service will be delivered. SOPs
ensure a minimum quality standard, and that the format and content are
available to all staff.

7.1.3.1 QOLMISNET (QUALITY OF LIFE MANAGEMENT
INFORMATION SYSTEM)

QOLMISNET is the standard reporting system used by FFSCs to report activi-
ties and services delivered. QOLMISNET provides a full range of data gather-
ing and collation for determining the demographics necessary for both pro-
gramming and the budget process.

Deployment support programs are reported through the Education and
Training component of QOLMISNET in the following four categories: Pre-
deployment, Mid-deployment, Homecoming, and Return and Reunion. Each
FFSC records the number and type of deployment programs as well as the
number of participants for entry into QOLMISNET.

7.2 EVALUATIONS

Evaluation activities can be a valuable source of information regarding both
how programs function and their outcome. Knowing that a program achieved
its objectives is important. But, how or why the program achieved these
objectives is just as important. FFSC Accreditation Standard 28010 requires
the FFSC to periodically and regularly evaluate their programs and services to
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determine whether they continue to meet definite program needs or require
adaptation.

7.2.1 PURPOSE OF EVALUATIONS

The purpose of evaluating deployment support programs is to determine
whether:

¢ The program content was effective and the objectives were met.
¢ The material was clearly and interestingly presented.
¢ The programs were efficient, i.e. cost-effective.

¢ The services provided were in accordance with applicable Navy
directives.

¢ Factors existed that either impeded or facilitated the program.

Information provided by program evaluations can be used to:
¢ Determine if changes to program content or presentation should be made.
¢ Provide objective feedback to managers and policy makers.

¢ Provide information and feedback to commands on the needs of their
crew.

¢ Update SOPs, materials and handouts.

7.2.2 EVALUATION MEASURES

The measures used to evaluate the program are derived from the goals
and objectives of the deployment support program. Evaluation measure
characteristics should be:

¢ Objective: Data sources should be recipients and observers of services as
well as program staff.

¢ Feasible: It must be possible to acquire meaningful data called for by the
measure.

¢ Measurable: It should be possible to determine a value for the measure
both quantitatively and qualitatively.
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¢ Relevant to program goals: Demonstrate the extent to which the program
is responding to the need.

¢ Relevant to the Navy’s mission: Demonstrate how the program contrib-
utes to readiness and retention.

¢ Relevant to the command: Provide the command with information it can
use.

¢ Cost-effective: It should be possible to collect data at a reasonable cost in
time, money and manpower.

¢ Comparable: Data should be able to be compared to previous data in
order to identify trends and changes.

7.2.3 EVALUATION DESIGN

A well-designed evaluation will document the reasons for success and assess
where things may have gone wrong. The evaluation should:

¢ Identify who will be using the evaluation and for what purpose.
¢ Link the evaluation criteria to the program goals and objectives.

¢ Ask enough questions to gather needed information but not be so long or
detailed that the evaluator does not complete it.

¢ Consist of both qualitative and quantitative data. Qualitative data, i.e.
open-ended responses, may be hard to quantify but usually contain more
information. Objective ratings such as high, average, low or a list of de-
scriptive adjectives such as practical, informative, confusing, etc. are
easier to quantify while still containing qualitative information.

The evaluation design can be incorporated into a variety of program evalua-
tion types. Quantitative data reports, review of client/participant files, focus
groups, surveys (i.e., evaluation forms) and direct observation of programs

are used most often to evaluate FFSC programs.

Note: Focus groups used for needs assessments are discussed in Part I,

Section 5.1.3.2.2. Using the same principles, a focus group can also evaluate
deployment support programs.
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Deployment programs should be evaluated on a regular basis but it is not
necessary to evaluate every deployment program presented. Evaluate a cross-
section of programs, presenters, and commands to get a complete picture.

The following can be used to evaluate deployment support programs.
Examples are found in Part II, Section 6.

¢ Self-Evaluations: A presenter self-evaluation solicits the presenter’s
thoughts on how he/she did, what went well and what did not, and what
changes should be made. The presenter often has a different perspective
than the participant or command.

¢ Participant Evaluations: Evaluates the impressions/understanding of the
program by the participants. Input on the usefulness of the content and
the effectiveness of the presenter, as well as suggestions for improvement
are solicited. Participant evaluations should request basic demographic
information such as whether they are a service member, spouse, etc. and
where they heard about the program. A generic form can be used for most
deployment programs. Comments can be summarized and given to the
command.

¢ Command Evaluations: Evaluates the command leadership/POC impres-
sion of the program. Feedback on the effectiveness of the presenter,
content and suggestions for changes should be requested. After a presen-
tation, the command often gives verbal feedback. This feedback is usually
not specific enough to be helpful so a written evaluation should be
obtained.

¢ Observer Evaluations (FFSC staff): FFSC supervisory staff can observe a
program to evaluate the presenter’s skills, the program content or both.
The observer can provide comparisons between this program/presenter
and others.

+ Trip Report (R&R): Used after a Return and Reunion program, the trip
report summarizes what occurred during the R&R and recommends
suggestions for improvement.

7.3 PROFESSIONAL DEVELOPMENT & STAFF TRAINING

To meet the needs of deploying service members and their families,
deployment support program staff must broaden their skills with continued
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education and training on practical/emotional aspects of deployment. Knowl-
edge of deployment, Navy lifestyle and protocol, and effective presentation
styles.

¢ Deployment/Navy lifestyle and protocol: Part I, Sections Two through Five;
Part II, Sections One through Four, and Appendix B of this Desk Guide
contain information about deployment, the Navy lifestyle and protocol. It
is important to remember that when major changes occur in an
individual’s life, such as deployment, it is very easy for that person to feel
that events are out of control. The more information the individual has
and the more planning that is done, the more in control the individual is
likely to feel.

¢ Effective Presentations: Presenting effectively takes more than just subject
matter expertise. Part I, Sections 7.3.2-7.3.4 are devoted to program
presentation.

7.3.1 TRAINING METHODS

There are several components of an effective staff training plan. Training
and professional development for deployment support programs should
encompass the following:

¢ Professional Development Plan: Each staff member should have a profes-
sional development plan. The plan should:

e Be devoted to the needs of the deployment support program as well as
the individual staff member’s needs.

e Build on the staff member’s previous background and knowledge.

¢ Identify ways to enhance knowledge and performance.

¢ Orientation: New staff should be oriented to all of the programs and
services provided by the FFSC. Orientation is accomplished by:

¢ Reading of the Desk Guide and other relevant training materials.
Each FFSC should have a reading file on each area of service, i.e.
deployment, relocation.

e Meeting with staff from all areas of the FFSC.

e Observation of deployment support and other FFSC programs.

Deployment Support Program DESK GUIDE ‘ 63.



¢ (Co-leading deployment support programs.
e Attending marketing meeting with command as an observer.

¢ Supervision/mentoring: Every staff member should have the opportunity
to learn from an experienced colleague. The supervisor/mentor should:

¢ Have identified knowledge and skills that he/she can share.

e Meet regularly with the individual and/or group to share ideas and
learn from experience.

e [fin a supervisory relationship, not only facilitate learning but also
track accountability.

¢ Ongoing education: Ongoing education for deployment support program
staff can be both formal and informal:

¢ In-service training: Provided by the FFSC on relevant topics such as
marketing, presentation skills, program development, and Navy
lifestyle.

¢ Formal education: College courses, workshops and seminars are
available to enhance one’s skills and abilities. Conferences sponsored
by FFSCs, PERS and the DoD allows one the opportunity to share
information specific to deployment.

e Professional groups and affiliations: There are several professional
entities and national associations that can provide education,
mentoring and contacts. (See Part I, Section 8.2)

7.3.2 EFFECTIVE PRESENTATIONS: “PRACTICALLY PERFECT
PRESENTATIONS”

To present effective deployment support programs it is critical to have in-
depth knowledge of the material and content contained in the SOPs. However,
it is the skill and ability of the presenter that will determine the success of the
deployment presentation. To teach or train effectively the presenter must be
familiar with adult learning theory, presentation styles, methods, techniques
and aids.

64. ‘ Deployment Support Program DESK GUIDE



SECTION SEVEN

7.3.2.1 ADULT LEARNING

Learning is the process of gaining knowledge and/or expertise. Adult learning
is complex and differs from learning in childhood. The more presenters know
about adult learners and their needs, the better they can present and facili-
tate.

The Adult Learning Model was developed by Dr. Malcolm Knowles and based
on the work of numerous educators and psychologists. His ideas on adult
learning are known as andragogy. Andragogy is a set of core adult learning
principles that apply, to one extent or another, in all adult learning situations.

The six principles of andragogy are:

1. The learner’s need to know: Adults need to know why, what and how the

information will apply to life. Information must be meaningful to where
they are in their life.

2. The learner’s self-concept: Adult learners are considered to be autono-

mous and self-directing. They see themselves as capable and independent.
In an educational or training situation, they may revert to childlike behav-
ior and wait to be taught.

3. The learner’s prior experiences: Previous related experiences could affect

the current learning situation both positively and negatively. There will be
a wide range of experiences among the participants and much to share.

4. Readiness to learn: Adults are ready to learn when there is a need to know
to cope effectively with their real-life situation.

5. Orientation to learning: Adults are life-centered in their orientation to

learning. The learning may be problem-centered or contextual. Adults
respond well to materials organized around life situations and the acquisi-
tion of coping skills.

6. Motivation to learn: Adults are responsive to some external motivators

(i.e. promotion, raise). The most potent motivators are related to internal
pressures and personal payoff.

To fully grasp the concepts of andragogy, it is necessary to understand the

pedagogical model, designed for teaching children. The andragogical model
includes pedagogical concepts that may be used with adults.
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1. The learner’s need to know: Children learn to pass. They do not need to

know how it applies to their lives.

2. The learner’s self-concept: The teacher’s concept is that the child is a

dependent learner. The learner’s self-concept eventually becomes that of a
dependent personality.

3. The learner’s prior experiences: The learner’s experience is of little worth.

The experience that counts is that of the teacher, textbooks, etc.

4. Readiness to learn: Children are ready to learn what the teacher tells them

they need to know.

5. Orientation to learning: Learning is acquiring subject-matter content.

Learning is not necessarily related to real-life situations.

6. Motivation to learn: Motivation is external, i.e. good grades, teacher

approval.

Andragogy in practice includes:

1. Core Adult Learning Principles: These principles provide a sound founda-

tion for planning adult learning experiences. Without any other informa-
tion they reflect the best approach to effective adult learning.

2. Individual and Situational Differences: One must analyze differences to

determine the characteristics of the learners, the characteristics of the
subject matter and the particular situation. These will affect the use of the
adult learning principles.

3. Goals and Purposes for Learning: The goals provide a framework for the

learning experience. The principles are implemented differently depending
on the goals.

7.3.2.2 PRESENTATION STYLES

Presentation style consists of communication, both verbal and non-verbal,
with the audience. Presentation style varies from one presenter to another.
There is no correct or even preferable style. However, a good presenter is
usually enthusiastic, flexible, able to maintain control, encourages participa-
tion and appears natural.
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The overall goal of a presentation is to communicate. The objective of verbal
communication is to be easily understood. Consider the following tips for
effective verbal communication:

¢ Keep your voice flexible in pitch, force and rate.

& Vary your rate of speech. Present main ideas and difficult points at a
slower pace.

¢ Minimize annoying fillers such as “uh” and “like”.

¢ If necessary use a microphone (See Part I, Section 7.3.2.5.1)

The presenter communicates as much to an audience through nonverbal
means as through words. The presentation begins before the first word is
spoken. For effective non-verbal communication:

¢ Keep your body language relaxed and appropriate.

¢ Use gestures. Gestures can be used for emphasis (pointing, making a fist,
etc.), to indicate transition (ticking off key points on the fingers), to
describe (draw a picture in the air) or locate (point to person, object,
etc.).

¢ Maintain eye contact with the audience. Establish eye contact with differ-
ent members of the audience. Make the listeners think you're speaking
directly to each of them. You can also monitor feedback such as boredom
or enthusiasm by looking at the audience.

¢ Body language varies among cultures. Know your audience.

7.3.2.3 METHODS AND TECHNIQUES

There are a variety of presentation methods and techniques of which a pre-
senter/trainer should be aware and comfortable. In determining which meth-
ods and techniques to use consider the content, the objectives of the presen-
tation, and the audience.

¢ Lecture: A lecture is useful to disseminate a large amount of material in a
short time. It ensures that all members of the audience receive the same
information. It is the easiest method to structure as the presenter controls
the content, flow and length. Lectures are most often used with large
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groups as well as to introduce or summarize a group activity.

¢ Lecture-Discussion: This method provides the advantages of a lecture
format with the benefits of audience participation. The presenter shares
the facts and the audience discusses and interprets the information. The
presenter must be adept at covering the necessary material while facilitat-
ing discussion and responding to comments and questions.

¢ Demonstration: A demonstration uses objects or illustrations to depict
the main points. The key to an effective demonstration is determining the
exact steps that need to be followed and preparing a step-by-step visual
presentation. Demonstrations are often used in conjunction with lectures.

There are numerous techniques that can be used to engage the audience and
keep them engaged throughout the presentation. The following techniques
help captivate the audience:

¢ Ice Breakers: Short exercises or games used to introduce the topic,
acquaint the audience with each other, or build cohesiveness. If using
with a large group, break the group into several smaller ones.

¢ Small Group Interaction/Brainstorming: Gives the audience an opportunity
to share information and ideas, contribute to the presentation, and share
expertise.

¢ Case Study: The presentation of a real-life, relevant situation. Gives the
audience an opportunity for analysis and discussion.

¢ Role-play: Role-plays can be extremely effective in illustrating or demon-
strating an important point. Gives members of the audience a chance to
participate.

When using a lecture format, try the following to keep the audience engaged.
¢ Use humor to illustrate a point.
¢ Poll the audience - ask for a raise of hands in response to a question, etc.

¢ Try to include the following phrases. They personalize the presentation
and involve the audience.

e Some of you may be feeling...

e Other couples (singles), families...
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¢ One thing that’s common...
e [t’s normal to...

e It can be hard to talk about...

When using a discussion format, the leader must be skilled at asking ques-
tions, listening and controlling the group. To keep the participants involved in
the discussion:

¢ Explain exactly what is expected and why they are doing it.
¢ Allow everyone the opportunity to participate/comment.

¢ Ask direct questions if trying to involve a particular individual or solicit
specific information.

¢ Ask the group how they feel or what they think about a particular idea.

¢ Use open-ended questions (those that cannot be answered in a few words)
to facilitate discussion.

7.3.2.4 PRESENTATION SKILLS

When presenting, one must first establish credibility: Presenters need the
audience to identify with them, to think that the speaker is very much like
them. To do so:

¢ Show that you know what you’re talking about.

¢ Explain your credentials: Educational background, relevant work experi-
ence, etc.

¢ Share information about your background. When presenting deployment
support programs, one’s connection to the military demonstrates
credibility. A military spouse, onetime military “brat” or former active
duty presenter helps the audience to form a bond. If not directly
connected to the military explain how you know, i.e., friends or relatives,
job experience, experience with separation. Acknowledge that this is not
the same but that you are confident in your ability to understand,
empathize and share pertinent information.

¢ Be well-informed. Know what you are talking about.
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The opening remarks can make or break a presentation. If the audience’s first

impression is negative they may immediately stop listening. During the open-

ing remarks:

L 4

L 4

*

*

Look at the audience and smile.
Get their attention; arouse interest in the presentation.
Reveal and preview the topic by introducing the main points.

Make the purpose of the presentation clear.

When giving the body of the presentation:

*

*

Select the main points. Make sure they are appropriate for the audience.

Choose a pattern for organizing the main points. Content can be organized
in the following ways:

1. Chronological: What happens first, second, etc.

2. Problem/Solution: Many of the deployment support programs are
organized this way. For example, the problem is defined as “communi-
cation during deployment is difficult”. I[deas and methods of communi-
cation are then discussed.

3. Cause/Effect: Many of the deployment support programs are also
organized in this way. For example, deployment causes stress — these
are the effects.

Support the main points: Consider using statistics, expert testimony or
“sea stories”.

The closing remarks are an opportunity to review and summarize the content.

Be sure to:

¢ State that you are concluding your presentation.

¢ Restate main ideas.

¢ Allow for questions only if appropriate and time allows.
¢ Compliment and thank your audience.

A question and answer session often follows a presentation. Inform the audi-

ence early on in the presentation that there will or will not be time for ques-
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tions. To ensure an effective question and answer session:

¢ Limit the time for questions. Don’t let the question/answer session drag.
¢ Recognize questions in order.

¢ Be sure you understand the question. Ask for clarification.

¢ Repeat the question before answering.

¢ Soften the words to hostile questions before repeating.

¢ Be brief. Avoid conversations.

¢ Don’t answer unless you can. If you don’ know, say so and offer to find out
the information or use the audience to answer the question.

¢ If possible, make yourself available to answer questions after the
presentation.

7.3.2.5 PRESENTATION AIDS

7.3.2.5.1 USE OF MICROPHONES

Presentations can be enhanced through the use of a microphone and/or
visual aids. It is very irritating to attend a presentation and not be able to
hear the speaker.

Microphones can be intimidating to the presenter and distracting to the
audience. To avoid this:

¢ Use the most effective type of microphone available. Clip-on microphones
are your best choice because they allow you to move and gesture natu-
rally. Some clip-on mikes have no cord, and these are the easiest to use.
Since some microphones do have cords, practice beforehand. No one
wants to trip on stage.

¢ Is the mike on? If you're wondering if the mike to too loud or not loud
enough, ask the audience. A quick check demonstrates care for the
comfort of the audience.

¢ When using a fixed microphone, adjust the mike to just below the level of
your mouth, so that the top of the speaking part is almost level with your
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lips. Position yourself six inches away from the mike. If there’s a whistle or
shriek, you're too close.

¢ The one thing NOT to do with a microphone: DON’'T tap or blow into the
mike. Tapping and blowing can no only damage the mike, it can startle the
audience. Instead, talk into the mike in a normal tone and ask, “Can you
hear me in the back?”

7.3.2.5.2 VISUAL AIDS

Visual aids help the audience to remember what has been presented. They are
used to support a presentation. Visual aids consist of charts, handouts,
slides, videos, etc. The right visual aid reinforces the main ideas and provides
examples. It can also help explain new or difficult information.

Many times it may be difficult or impossible to use visual aids. There may be
no electricity, malfunctioning equipment, etc. Do not let the inability to use
visual aids affect the presentation. Remember that they can be helpful but are
not necessary. Be sure the presentations can be effectively presented without
the use of visual aids.

When designing visual aids keep the following in mind:
¢ Keep them simple! One visual should convey one main idea.
¢ Don’t print anything vertically. It is too difficult to read.

¢ Use key words, not complete sentences, and use bullets to emphasize
main points.

¢ Have no more than six lines of text on any visual.

¢ Convey ideas with graphics whenever possible. The idea is to show the
big picture at a glance.

¢ Don’t use too many visuals; they should enhance the presentation, not
dominate it.

The following tips are helpful when using audiovisual equipment and aids:
¢ Test all equipment and aids in advance.

¢ Have the equipment in place and know how to operate it.
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¢ Turn the equipment on only when you are ready to use it.

¢ Make sure you are not standing between your audience and your visuals.
¢ Face the audience, not the screen.

¢ Know the material so that you are not reading each point.

¢ Keep attention focused by pointing at the specific item being discussed.

There are many types of visual aids from flip charts and markers to
sophisticated computer software presentations. Currently, two of those
most commonly used by FFSCs are handouts and PowerPoint.

¢ Handouts: Flyers and brochures are inexpensive to produce and can be
prepared in advance. It is suggested that handouts be distributed after the
presentation. Participants will then have the materials to refer to later, but
still be attentive during the presentation.

¢ PowerPoint: PowerPoint is a Microsoft software presentation package
that can be used to produce presentations, slides, handouts, notes and
outlines. PowerPoint can be displayed on a computer screen or projection
system. Similar in use to slides or overhead transparencies, PowerPoint is
used to add interest and reinforce the main points of the presentation.

Many FFSCs have created PowerPoint presentations for their deployment
programs. Content from the SOPs in Part Il of this Desk Guide can be
enhanced and customized by adding PowerPoint slides.

7.3.2.6 PRESENTATION CHALLENGES

The most frequent challenges to deployment support program presentations
are less than ideal presentation conditions, and difficult audience members.

¢ Less than ideal conditions in which to present deployment support
programs are common, particularly when presenting aboard ship. Spaces
can be either too small or too large, noisy, and at an uncomfortable
temperature. It may not be possible to use electronic equipment such as a
microphone or projector. This situation is more difficult for the presenter
than for the audience as they are accustomed to the sometimes adverse
conditions aboard ship.
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When dealing with difficult audience members such as arguers, hecklers or

“tough customers” keep the following in mind:

*

L 4

Don’t take it personally.

What do these people want? They want recognition from you and the
audience; they want to demonstrate their knowledge or vent a gripe. To
do this, they often will try to engage you in a one-on-one talk or put you
on the spot.

What can you do? Don’t lose your cool or get caught up in a meaningless
argument. Remember that most of the audience is on your side. They want
this presentation to go well too; otherwise, they've wasted their time
being there.

Be courteous. Direct attention to a heckler. Try saying, “Some of us didn’t
hear your comment. Could you stand up please? Tell us who you are and
repeat your comment.” Stand near by.

Focus on the questioner for about five seconds (long enough for the
person to feel that he or she got the proper recognition and attention).
Try, “You raise some very interesting ideas. Perhaps we can talk more
about them at the break or after the program.” Or “We’re offering sugges-
tions. You choose the ones that might work for you.” Look away.

Know-it-alls: Offer a detour. “That’s one option.” Then get back to your
point.

Talkers: Try, “I'm getting concerned about time.” or “What does the rest of
the group think about that?” Look away.

Silent Ones: Take a break: Have everyone stand up and stretch or do an
activity. Break up into small groups to discuss a topic.

Sleepers: Ignore them or make a joke of it.

7.4 PRESENTATION CHECKLIST

Use the following checklist to be assured of a practically perfect presentation.

Consider all of the following aspects of the presenter (you), the audience and

the message.
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PRACTICALLY PERFECT PRESENTATION CHECKLIST

Presenter Analysis:

Q Do you have a clear purpose in mind; do you know what you want your
listeners to learn, or to be able to do?

Q Have you organized and rehearsed the beginning and ending of your
presentation?

Do you appear calm and prepared?
Are you establishing and maintaining eye contact?
Are you speaking in a direct, friendly, conversational manner?

Are your notes unobtrusive and not distracting?

I I A T Y B

Are you relaxed and ready to go?

Audience Analysis:

O Have you considered what interests your listeners have and how these
interests will make them attentive or inattentive?

What is your credibility rating with your audience?

Q Have you considered whom your listeners are most likely to believe?

Message Analysis:

O Are the central ideas of your presentation important, significant and/or
interesting to your audience?

Q Do you have a clear, unified central idea, and is it narrow enough to be
done correctly in the time allotted?

Is the intent of your presentation to inform, persuade, or both?
Does the introduction “grab” your audience’s attention?

Does your conclusion adequately summarize your presentation?

U U U U

Can you possibly shorten your presentation? If so, DO IT!
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7.5 RESOURCES

There are numerous books, videos and tapes that address public speaking

and presentations. The following is a very short list of helpful resources.

Check the public library or the business and/or public speaking sections of

major bookstores for additional resources.

*

The Adult Learner, Malcolm Knowles, E. Holton Ill and Richard Swanson,
Gulf Publishing Company, 1998

The Big Book of Presentation Games, Edward Scananell and John
Newstrom, McGraw-Hill, 1997

The Complete Idiot’s Guide to Public Speaking, Laurie Rozakis, Alpha Books,
1999

Making Presentations, Tim Hindle, DK Publishing, 1998
Public Speaking for Dummies, Malcolm Kushner, IDG, 1999

The Quick and Easy Way to Effective Speaking, Dale Carnegie, Simon and
Schuster, 1962
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RESOURCES

Numerous resources are available through the military community, the
civilian community and the Internet. The deployment support program
staff can use these resources to obtain information, solve problems, and
enhance their own learning and knowledge. Each FFSC should establish a site-
specific list of deployment resources. Listed below are selected resources.

8.1 MILITARY RESOURCES

Many military resources have been cited in this Desk Guide (See Part I,
Section 4). Following are some additional resources:

¢ Department of Defense Office of Family Policy
4015 Wilson Blvd., Suite 917
Arlington, VA 22203-5190
703-696-6632
Web site: www.defenselink.mil
Issues policies that pertain to family support programs.

¢ Military Family Resource Center
4040 N. Fairfax Drive, room 420
Arlington, VA 22203-1635
703- 696-9053 or DSN 426-9053
Web site: http://mfrc.calib.com

E-mail: mfrc@odedodea.edu

Information to enhance the effectiveness of military family policy and
programs.
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¢ National Military Family Association
6000 Stevenson Ave., #304
Alexandria, VA 22304-3526
703-823-6632

Web site: www.nmfa.org
Identifies and resolves issues of concern for military families.

¢ Naval Services Family Line Association
Washington Navy Yard, Building 172
1254 9t Street SE, Suite 104
Washington, DC 20374-5067
887-673-7773 or DSN 288-2333
Volunteer organization dedicated to improving the quality of life for Navy
families.

¢ Navy and Marine Corp Relief Society
801 N. Randolph St., Suite 1228
Arlington, VA 22203-1978
703-696-4904 or DSN 426-4904
Web site: www.nmcrs.org

Provides service members and their families with financial assistance and
budget counseling.

¢ Navy Personnel Command PERS-662
5720 Integrity Drive
Millington, TN 38055-6610
901-874-4370
Web site: www.bupers.navy.mil

E-mail: NAME@persnet.navy.mil

78. ‘ Deployment Support Program DESK GUIDE



SECTION EIGHT

8.2 COMMUNITY RESOURCES

¢ American Association of Training and Development
1640 King Street
Box 1443
Alexandria, VA 22313-2043
800-628-2783
Web site: www.astd.org/

Offers information and education on leadership/training.

¢ American Marketing Association
311 S. Wacker Drive, Suite 5800
Chicago, IL 60606
800-AMA-1150

Web site: www.ama.org
Professional society of marketers. Provides publications and training.

¢ American Red Cross
Headquarters
430 17™ St. NW
Washington, DC 20006
877-272-7337 (for an emergency)
Web Site: www.redcross.org

¢ USAA
9800 Fredericksburg Road
San Antonio, TX 78288
210-498-3461 or 877-378-6476
A private insurance, banking and investment company for the military
community. Issues a free Deployment Guide.
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8.3 PUBLICATIONS

8.3.1 BOOKS

Books for children about separation from a parent:

o All Those Secrets of the World, Jane Yolen, Little Brown, 1991
o [Father Bear Comes Home, Else Minarik, Harper Collins, 1995
o First Pink Light, Eloise Greenfield,Crowell, 1976

¢ Jafta- The Journey, Hugh Lewin, First Avenue Editions, 1994
¢ Mommy Don’t Go, Elizabeth Crary, Parenting PR, Inc. 1996
¢ Outside Over There, Maurice Sendak, Harper-Row, 1991

® Randolph’s Dream, Jedith Mellecker, Alfred A. Knopf, 1991

& The Year of the Perfect Christmas Tree, Gloria Houston, Dial Books for
Young Readers, 1988

8.3.2 NAVY PUBLICATIONS

¢ Navy Family Deployment Planning Toolkit
Available through PERS-662, Deployment Support Programs.
Contains resources for command leadership, CD-ROM available.

¢ Family Deployment Guide
Order from Supply Center or disk created by PERS.

¢ Command Representative Handbook. Available, through PERS-662,
Deployment Support Programs.

¢ Return and Reunion Manual. Available, through PERS-662,
Deployment Support Programs.

¢ Parent/Child Activity Books
Many FFSCs have developed deployment activity books.
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8.3.3 COMMERCIAL PUBLICATIONS

¢ A&E Family Publishers
P.O. Box 16659
Knoxville, TN 37996
801- 225-3624

Web sites: www.daads.com, www.momsovermiles.com, or

www.longdistancecouples.com

e-mail: director@daads.com

Activity handbooks for deployed couples and families.

¢ The Bureau for At-Risk Youth
135 Dupont Street, PO Box 760
Plainview, NY 11803-0760
1-800-99-YOUTH
Publishes booklets for military families in their Family Forum Library-
Military Edition.

¢ Channing Bete
200 State Road
South Deerfield, MA 01373-0200
800-477-4776
Web site: www.channing-bete.com

Publishes scriptographic and other booklets on military family life, health
care, etc.

¢ Educational Publications, Inc.
8003 Old York Road
Elkins Park, PA 19027-1410
800-220-3145
Published “What’s Next? A Guide to Family Readiness for the U.S. Navy.

+ Life Skills Education
314 Washington Street
Northfield, MN 55057-2025
(800) 783-6743
Website: www.lifeskillsed.com
Pamphlets on a variety of personal and family issues including military
life.
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8.4 INTERNET SITES

There are extensive resources available on the Internet. Listed below are
Military Internet resources.

¢ DefenseLINK: http://www.defenselink.mil

Official web site of the DoD, provides links to DoD web sites.

¢ U.S. Navy: www.navy.mil

¢ Navy OnLine (NOL): www.navy.mil/nol/

Technical gateway to USN online resources.

¢ BUPERS: www.bupers.navy.mil

This site contains Navy instructions and links to other sites.

¢ Family Service Center Directory: www.bupers.navy.mil/pers66/fscdir.htm

¢ Lifelines: www.lifelines4qol.org

Information to improve the quality of life for Navy families.

¢ Air Force Crossroads: www.afcrossroads.com

Information to help Air Force families with the military lifestyle.

+ Military Assistance Program: http://dticaw.dtic.mil/mapsite/index.html

DoD site designed to assist service members and their families meet the
challenges of military life.

¢ Army Times Publishing Company: www.militarycity.com

News and links including Navy Times.
There are an abundant number of web sites that are not authorized by the
U.S. Navy but contain information helpful to military families. The following

are just two examples.

¢ Navy Wives: www.navywives.com

Contains over 1000 pages of information helpful to Navy spouses.

¢ Submarine Wives Club: www.submarinewivesclub.org/

Information and links for submarine families.
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INTRODUCTION

T his section of the Deployment Support Program Desk Guide contains
sample SOPs, supporting handouts and flyers, and marketing materials.
Essential content and significant handouts are included. These are not
required curricula and/or materials. It is understood that each FFSC will
implement only those aspects of deployment support programs applicable
to their commands.

Be creative with the Desk Guide information. You may choose to add, delete,
or combine programs, parts of programs, etc. Programs may be formatted
differently. For example, Reunion and Intimacy may be divided into two
workshops: Reunion, dealing with reestablishing relationships with family
and friends, and Reestablishing Intimacy, providing information on resuming
emotional intimacy and the sexual relationship with a partner. Or, although
Money Management is a stand-alone program, financial issues could instead
be included in Singles Homeward Bound.

Other workshops, such as Stress Management, offered as part of some FFSCs’
deployment support programs, are not included here as they do not pertain
only to deployment. Content for these workshops is available in the Education
and Training Desk Guide and through the various FFSCs.

To use Part Il of the Desk Guide most effectively consider the following:

¢ In each SOP, a bullet under staff training states, “Review FFSC reading
and training file”. Many centers have established reading/training files
consisting of SOPs, related articles, and program materials. It is
recommended that the FFSC establish a reading/training file for each
deployment support program.

¢ In each Return and Reunion SOP, the staff training bullet states, “Complete
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R&R training.” FFSC San Diego and FFSCs in Hampton Roads offer R&R
training. Contact them for further information or to schedule training.

¢ References are those cited by various FFSCs; particularly Hampton Roads,
Pearl Harbor, and San Diego. Contact them for further information.

¢ Each attachment/handout is printed only once. For example, Children and
Deployment is Attachment 8 of Couples Pre-deployment SOP. It is refer-
enced in the Handouts section of the Single Parents Pre-deployment SOP
as “See, 1.1.8, Attachment 8 of Couples Predeployment”.

¢ Within the SOPs there are sometimes notes for the presenter. These are
written in italics, placed in parentheses, with a bold “Note to Presenter”
alerting the reader. Other times, there are instructions or ideas written in
italics and placed in parentheses, i.e. (Solicit answers from audience.)
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SEcTION ONE: COUPLES PRE-DEPLOYMENT

1.1 COUPLES PRE-DEPLOYMENT

NOTES
TITLE: Couples Pre-deployment

PROGRAM DESCRIPTION: The purpose of this program is to assist service
members and their partners in understanding and dealing more effectively
with extended separations caused by deployments. The program focuses on
the practical, financial, emotional and legal preparation needed. The empha-
sis is on deployment as an opportunity for each partner to grow personally
and professionally.

TARGET POPULATION: Military couples (married or in a committed relation-
ship) preparing for a deployment.

OBJECTIVES: At the conclusion of this program, participants will be able to:

¢ Identify and discuss at least two emotions or reactions associated with
the deployment cycle.

¢ Identify at least two coping strategies or support systems they can use
during the deployment.

¢ Discuss two ways to be financially prepared for deployment.

PROGRAM FORMAT:

Design: A one-session, facilitated group discussion. For large audiences, a
lecture format with minimal audience participation is suggested. Icebreaker
exercise optional.

Length: 45 minutes to one hour.
Group Size: Can be tailored for small or large audiences.

Ideal Program Delivery Time: It is recommended that this program be pre-
sented two months prior to the deployment so that sufficient time is available
for participants to accomplish the suggested preparations.

Suggested Location: Various locations determined by Command.

QUALITY ASSURANCE MEASURES:

Update of SOP: Annual update to ensure program continues to meet the
desired intent. Updating of materials may include but is not limited to:

¢ Review of SOP/Program content.
¢ Review of program materials and handouts to assess if update is needed.
¢ Verification of telephone numbers and other handout information.

Staff Training: Training recommendations for presenting the program
include:

¢ Review the reference material.
¢ Observe two Couples Pre-deployment presentations.
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ParT Il

- & Cofacilitate one Couples Pre-deployment program.
NOTES  Program Evaluation:

¢ Supervisory level staff will observe program a minimum of once per year.
A Program Observation Checklist, Presenter Program Evaluation and
Participant Evaluations/Comments will be completed at this time.

¢ At a minimum, participant evaluations/comments will be completed
annually.

MATERIALS:

¢ Audiovisual enhancements may be used, but are not recommended if all
members of the audience cannot easily see them.

¢ Microphone depending on group size and location.

¢ Flipcharts and markers if using icebreaker exercise or soliciting input from
group.
& Icebreaker Exercises (Attachment 9)

HANDOUTS:

Check It Out! A Pre-Deployment Checklist for Couples (Attachment 1)
Keeping in Touch (Attachment 2)

Play it Safe (Attachment 3)

The Media and the Navy Family (Attachment 4)

How to Simulate Shipboard Life at Home (Attachment 5)
Communication is the Key (Attachment 6)

When Dad’s at Sea at the Time of Birth (Attachment 7)

Children and Deployment (Attachment 8)

FFSC brochure, program schedule, etc.

® & 6 O 6 O 6 0 o

REFERENCES:

¢ Black, Jr., William G. Department of Defense Study. “Military Induced
Family Separation: A Stress Reduction Intervention”. Vol. 38, Number 3.
May 1993.

¢ Logan, Kathleen Vestal. “The Emotional Cycle of Deployment,”
Proceedings, February, 1987.

¢ Shelton, LCDR Michael S. “The Lady Left Behind,” Poem reprinted from
the Jet Observer, December 15, 1988.

¢ FFSC reading and training files.
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SEcTION ONE: COUPLES PRE-DEPLOYMENT

1.1 COUPLES PRE-DEPLOYMENT PROGRAM OUTLINE

I.  Introduction : NOTES
A. Introduce Self
B. Purpose/goals of Program
C. Get to Know the Audience
D. Icebreaker Exercise (Optional: See Attachment 9)

II. Practical Preparation for Deployment
ID Cards

Vehicles/Home Maintenance

Page Two

SGLI

Power of Attorney

Wills

Taxes

OmEoOwWE

III. Financial Preparation

Spending Plan

Bills

Direct Deposit/Allotments
Credit Cards

Savings and Emergency Funds
Command Financial Specialist

MTEOO® P

IV. Prepare Your Family for Emergencies
NMCRS

ARC

Ombudsman and Careline

FFSC

Emergency Plan

mo0w>

V. Deployment Cycle
A. Equilibrium
B. Pre-Deployment
C. Deployment
D. Reunion

VI. Pre-Deployment

Pre-Deployment Phase

Mosquito Bites of Marriage
Common Emotions and Reactions
Suggestions

Intimacy

Nurture Your Relationship

mEOOW R

VII. Deployment
A. Emotions and Reactions
B. Deployment/”D” Day
C. Support for Both of You
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D. Set Goals
E. Positive Attitude
NOTES

VIII. Communication
A. Mail
B. E-Mail
C. Phone Calls
D. Family Grams (submarines only)

IX. Miscellaneous

Educate Your Family
Care Packages
Audio/Video Tapes
Photos

Special Occasions
Home/Personal Safety
Media

Have Fun

IoMmOOE >

X. The Midway Point
A. Reactions
B. Maintain Intimacy

XI. Reunion

Plan a Well Deserved Homecoming as a Couple
Prepare for Differences

Renegotiate

Suggestions

Return and Reunion

mo0w>

XII. Keys to Helping Children Cope with Deployment
Discuss Deployment

Encourage Feelings

Expectations

Measure Time

Maintain Routine and Structure

Stress

Define Separation

Parent’s Job

Comfort Items

Resist Saying (“Wait till Dad/Mom gets home”, etc.)
Send Items Home

Tour the Ship

FASTZIOTMEOO W

XIII. Conclusion
A. Solicit final comments, concerns, questions and suggestions
B. Communication is the key to a successful deployment
C. Thank participants for attending
D. Participant Evaluations
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SEcTION ONE: COUPLES PRE-DEPLOYMENT

1.1 COUPLES PRE-DEPLOYMENT PROGRAM CONTENT
NOTES

I. Introduction

A. Introduce self:

¢ Name and position at center.

¢ Establish credibility (Education, FFSC & Navy lifestyle experience).
¢ Thank participants for attending.

=

Purpose/goals of program:

Discuss emotions and reactions associated with the deployment cycle.

¢ Review coping strategies and support systems that may be used
during the deployment.

¢ Discuss ways to financially prepare for the deployment.

*

(Presenter Note: If a PCPD is scheduled: review the date, time and location
If not, include “Children and Deployment”, Attachment 8 of this SOP. Also, all
attachments from the PCPD will need to be brought to this program.)

C. Get to Know the Audience:

¢ Number of deployments? First? Second? Third?
¢ Number of couples with children?

¢ Number of couples expecting a baby?

D. Icebreaker Exercise (Optional — See Attachment 9)

II. Practical Preparation for Deployment:

A. ID Cards:

¢ Check expiration date.

¢ Children turning 10 years old during deployment need paperwork now.
¢ Renew ID Card before expiration so family members will not be

dropped from DEERS.

Vehicles/Home Maintenance:

Have car in good repair. Oil changes, tires, belts, coolant/antifreeze.

Insurance and registration, inspection, city stickers, base stickers.

Home: Appliances, structural repairs (windows, locks, lights, etc.)

Leases:

a. Military Clause - Must have Permanent Change of Station (PCS)
orders at least 35 miles away and give at least 30 days notice. (One
month’s rent may be required).

b. Look at rental agreement for specifics.

c. Do not waive “Soldiers and Sailor Relief Act” in lease. This Act
stops anyone from taking you to court while you are deployed.

¢ Renter’s Insurance:

a. Average cost is $100 per year for $10,000 coverage.

® 6 o
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b. Make an inventory list and keep it in a safe place.

. Page Two: Record of emergency data. Designates a beneficiary for
entitlements (unpaid pay & allowances, death gratuity).

¢ Information helps the Navy contact family in event of illness or death.

¢ Children should also be listed in case emergency leave is needed due

to child being sick or injured.

NOTES © = ¢

¢ Update with Personnel.

D. Serviceman’s Group Life Insurance (SGLI):

o Life insurance coverage up to $200,000.

¢ Whose name is listed as beneficiary?

¢ SGLI is not governed by a will.

¢ Update with disbursing.

E. Power of Attorney: (General vs. Special/Specific)

¢ This document gives someone the authority to legally sign your name

in your absence.

¢ General: Allows the person you designate to sign your name without
specification and has a one-year time frame.

& Special/Specific: Allows the person you designate to sign your name
for a specific time and for a specific legal action.

¢ Examples of POA: Buying real estate, selling your car, cashing income
tax checks.

¢ Banks/agencies do not have to accept Power of Attorney. Ask first.

¢ See Legal for POA.

F. Wills:
(Presenter Note: Poll the audience to see how many have wills.)
¢ Assures that your property and assets go to the people you designate.
¢ If you pass away without a will, the law of your home state will
determine who will receive your valuables, money, and property.

¢ See Legal for a will.

G. Taxes: (Optional for tax season.)

¢ Check with Legal or CFS for filing from ship.

¢ VITA: Volunteer Income Tax Assistance free on base from January to
April.

¢ If out of the country on 15 April, get an automatic 90-day extension.

Call 1-800-829-1040 for questions.
III. Financial Preparation:
A. Spending Plan:
Plan now for your families finances while you are separated.

.
¢ How is the deployment going to change your spending plan?
¢ How will your pay change during the deployment (separation pay, sea
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SEcTION ONE; COUPLES PRE-DEPLOYMENT

pay, hazardous duty pay, BAS)? '
Bills: - (NOTES
Don’t pay from ship...will probably be late. :

Make a list of what bills are coming in and when they are due.
Will you have separate checking accounts and ATM cards?

L R -~

Direct Deposit/Allotments:

Split Pay Option: Puts money into ATM on ship and remaining balance

in account back home.

Allotments:

e Double check allotments before you deploy.

e Set up ideally one month prior to deployment.

e Types of allotments: Dependent, home mortgage, insurance, loan,
savings.

e Don’t start and stop allotments each time you deploy. Never know
when you may unexpectedly deploy.

*0

4

Credit Cards:

Will you use the same account? Have you discussed what you will use
credit cards for?

¢ Decisions on limits per month including use overseas. Control
spending on credit.

M

E. Savings and Emergency Funds:

¢ Pay yourself first. We have a tendency to pay our creditors first and
live off the rest.

¢ What is the best way to save? Use allotment.

¢ Long Term Goals: Home, college, retirement.

¢ Short Term Goals: Holiday spending, vacations, stereo systems, sum-
mer day care or camp for childre