
• Connecting During 
COVID-19 

• Create Opportunities 
to Engage 

• Generate Two-Way 
Dialogue

• Community 
Partnerships 
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Communication as a Value 

Keeping Your Community Informed
Is Key to Keeping Them Involved

Sharing Information Builds 
Allies – Creates Team Approach 
to the Crime Fight

Builds Trust – Leads to a Less 
Hostile Policing Environment 

Helps You Connect with People 
Who May Not Talk to the Police 



Earn Points 

Worthy of the Power to Arrest
and Use Deadly Force 



It Takes 100 
Warm and 
Fuzzies 

For the Next 
Uh–Oh!



Officer Interactions

New Policies and  
Programs  

Police Operations 

Officer and 
Supervisor 
Training



How Do We……

Communicate this to Our 
Community? 

Involve Our Community?

Let Them Know We Are 
Listening?

Show That We Value Their 
Input?

Build Mutual Trust  



10 Participants

10 Sessions -36 Hours 
of Community 
Conversations

8 Zoom Meetings

2 Hands-On Days 
COVID-19

Restrictions 

Recruiting for Second  
Cohort 









3 Months of Research, Community Input, and Deliberations









14 Weekly Zoom Meetings 







What Do the Public and Cops 
Take Away from This Interview? 

How Does the Chief Express His 
Communication Value?



Invite Neighborhood 
Watch and Media to 
Command 
Post/District Office 

Set up Ride Alongs 
for Media or Shoot 
Video to Release

Arrange Interviews 
with Commanders







5       Community Forums
3,200 Online & Paper 

Surveys 
8       Officer Focus Groups 
200   Groups via Email 

Social Media Push 
Local Media Push 
Flyer Distribution

Officers and Citizens Supported 
Release of Body Worn Camera Video

Officers 60 Days
Community  30 Days 
Policy           45 Days









If people feel the 
agency shares their 
values, concerns, and 
goals, and empathizes 
with them, it builds 
trust.

Trust leads to 
information sharing

and
safer environments for 
officers.



“The days of begging for 
likes are over. The customer 
economy is all about doing 
likeable things. As the 
network gets smarter and 
smarter, it’ll know your 
favorite places before you 
do, and share those with the 
world – when the world is 
looking.” 

Peter Shankman
Public Relations Leader
Entrepreneur





• Officer Assigned 
Phones 

• Generate Organic 
Material on Patrol

• Timely Responses –
Shows You Care

• Consistent on 
Weekends and Nights

• Twitter: Traffic and 
Weather



Laura McElroy 
Communication Strategist
laura@mcelroymediagroup.com

• Re-Strategizing Programs –
Create Opportunities to Engage

• Re-Energize Community 
Relationships with 
Two-Way Dialogue

• Share Your Efforts Socially to 
Reach Wider Audience

• Be a Likeable Agency 

Decide Your Communication Value 
Then Live It!

Cops Connecting with Community
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