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Crime Prevention Pays

“The National Crime Prevention Council serves as the national
focal point for putting crime prevention know-how to work in
communities around the country.”

JEAN F. O'NEIL
Managing Editor
and
Director of Policy Analysis
National Crime Prevention Council
Washington, DC
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“ .. the crime prevention message must include two calls —
walch out (for self and family) and help out (io sustain and
restore the community).”

One of the smartest investments a
local law enforcement agency can
make is to help its community establish
and sustain citizen-based crime pre-
vention efforts. The job of law enforce-
ment is to prevent crime, but it must be
a task shared with community mem-
bers.

The success of community-ori-
ented policing has been recognized in
such innovative programs as COPE in
Baltimore County, MD, and Problem-
Oriented Policing in Newport News,
VA, Intensive studies in Houston, TX,
and Newark, NJ,2 conducted by the Po-
lice Foundation, provide documentation
to support the idea that reducing fear of
crime substantially enhances quality of
life.

Researchers are affirming that
strong, healthy communities with ac-
tively involved citizens are a key to pre-
venting crime. Paul Lavrakas of
Northwestern University points out:

“What seems most clearly
needed to prevent most instances
of crime and other antisocial
incidents in neighborhoods is a
caring and vigilant citizenry . . . the
criminal justice system . .. must
teach the public that crime
prevention is primarily the public’s
responsibility.”s

Crime prevention offers significant
benefits for police and sheriff's depart-
ments. It reduces some types of crimes,
increases the reporting of crime, re-
duces fear of crime (and the resulting
isolation which breeds more crime),
and establishes a positive relationship
between citizens and law enforcement,
both in terms of results achieved and
media attention.

A progressive crime prevention
program helps citizens build from pro-
tecting self, home, and neighborhood
toward dealing with more deep-seated
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causes of crime. It also creates new op-
portunities for law enforcement to work
in partnership with community and
business leaders. And, preventing
crime through a community-based pro-
gram can make the most of increasingly
scarce local resources by building part-
nerships.

Local programs can draw on a
highly effective national public educa-
tion campaign at little or no cost. Both
the media and citizens are attracted by
and take action because of McGruff's
high-quality messages backed with
substantive action assistance.

The National Crime Prevention
Council

The National Crime Prevention
Council (NCPC) serves as the national
focal point for putting crime prevention
know-how to work in communities
around the country. It manages day-to-
day operations of the McGruff “Take A
Bite Out Of Crime” public education
campaign, develops a wide range of
materials to support the actions urged
in the ads, and provides information
and technical assistance to local and
State-level efforts. In addition, the
council offers training opportunities
which focus on crime prevention’s piv-
otal role in making communities safer
and operates demonstration programs
as laboratories for learning effective
new techniques and programs.

NCPC's mission is to enable peo-
ple to prevent crime and build safer,
more-caring communities. Crime pre-
vention includes but goes beyond tar-
get hardening. It rejects the home
foriress in favor of the vibrant neigh-
borhood where people care about one
another.

Why go beyond personal and fam-
ily security? Crime has two victims. One

is the person directly injured or abused.
The other — harder to quantify but no
less important — is the community.
Criminal activity — and fear of crime —
can lock citizens behind their doors, in-
creasingly isolate them, and breed
more crime. To counter these victimi-
zations, the crime prevention message
must include two calls — watch out (for
self and family) and help out {to sustain
and restore the community).

Crime prevention works only if it is
grounded in the local community and
reflects its problems and realities.
NCPC and the McGruff campaign plant
the seeds of action. Their growth de-
peids on State crime prevention pro-
grams and associations, concerned
national groups and their affiliates, local
citizen leaders, and law enforcement
officials everywhere. The harvested
crop is impressive. For example, an es-
timated 19 million Americans are active
in Neighborhood Watch, and thousands
of citizens volunteer their homes as
McGruff Houses, places children in
trouble can go to get a responsible
adult to call for help. There are com-
munities that can document 20-percent,
30-percent, even 50-percent reductions
in burglary, vandalism, and other
crimes.

Other positive factors abound.
More than 50,000 McGruff Drug Pre-
vention and Child Protection curricula
are reaching children in elementary
schools across the country — before
they get into trouble and before they are
confronted with the choice of whether
to use drugs. More than 45,000 teens
in over 300 high schools in 19 cities
have learned how crime affects them
and their community, how to prevent
victimization, and have helped com-
munity and school become safer and
better through teen-led action projects
in the Teens, Crime and the Community




Program. These are just a few of the
fruits of the harvest.

The National Citizens Crime Pre-
vention Campaign is backed by the
118-organization Crime Prevention Co-
alition, which includes national, Fed-
eral, and State agencies and
associations with a special interest in
preventing crime. McGruff, the Crime
Dog, is the symbol; he works through
mass media public education to call
every citizen to action against crime
and in favor of stronger communities.
NCPC builds upon that awareness by
providing tools which States and com-
munities can use to develop programs

to meet their specific needs.

The FBI was 1 of 19 organizations
which founded the coalition in February
1980; its then Director, Clarence M.
Kelley, had been instrumental in for-
mulating the concept which led to a
public education campaign and the co-
alition’s formation. Figure 1 shows how,
with public service ads as its center-
piece, NCPC’s actions support and
reinforce McGruff's crime prevention
messages and strengthen citizens’ abil-
ities to act.

McGruff's television, radio, and
print ads debuted in 1980; they have
consistently been among the most suc-

cessful to be conducted by the Adver-
tising Council, inc. Every tax dollar
spent on a McGruff public service cam-
paign yields as much as $100 worth of
airtime and print space donated by the
media, including television, outdoor ad-
vertising, magazines, newspapers, and
transit ads. In the past 8 years, ad sub-
jects have ranged from home security
to child protection, from drug abuse
prevention to Neighborhood Watch.
The services of the campaign's
volunteer ad agency and the expertise
of the Advertising Council, inc., are do-
nated. The Bureau of Justice Assist-
ance, Office of Justice Programs,

Figure 1

How the McGruff Public Service Message and Call to Action Are Supported

-

118-Organizations (mayors, police,
Urban League, states, youth groups,
Federal agencies, military, etc.)

General citizenry, schools, law
enforcement, civic groups, social
services, etc.

]
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“The job of law enforcement is to prevent crime, but it must be
a task shared with community members.”

provides bedrock funding for the cam-
paign, including producing and distrib-
uting ads and developing and
disseminating followup information for
the public. That translates into thou-
sands of people all over the country de-
ciding that they can and should move
to stop crime and make their neighbor-
hoods and communities safer — at little
or no cost to the Federal Government.

Presenting a public service adver-
tisement with a call to action makes
sense only if the audience can take ac-
tion. To follow up on its advertising suc-
cess, NCPC has developed materials
which enable local groups to act, de-
vised training which empowers practi-
tioners and citizens to make the most
of their partnerships, developed the
world's largest crime prevention pro-
grams data base and library, and cre-
ated and sustained a network for
communicating what's current and ti-
mely in crime prevention.

Materials from NCPC include a va-
riety of formats depending on the au-
dience, purpose, and objectives.
Subjects range from child protection to
safety for senior citizens, from com-
munity organization against crime to
business action to prevent loss from
crime.

There is a wide-range of materials
available to promote crime prevention
efforts. Crime prevention kits are
packed with camera-ready masters
which are easy to localize with an agen-
cy's name, address, and telephone
number, as well as program guides and
special focus papers. “Had we ordered
your kit sooner, we would have saved
a lot of time and money,” commented
one urban program director.

While books cannot substitute for
free-ranging discussion and structured
training, they play a vital role in ena-
bling programs to benefit from infor-
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mation, skills, and research in a
permanently referenced way. Books
due out soon include one on local ciime
prevention planning.

Other items include posters which
reflect McGruff's gentle humor and
present positive prevention messages
in bright colors. Topics are brief, rele-
vant papers on issues ranging from
documenting “The Success of Crime
Prevention” to expiaining current ideas
on “Revitalizing Neighborhood Watch.”
And the “CATALYST,” the newsletter
published 10 times a year, highlights in-
novative programs, crime prevention
action around the Nation, and new de-
velopments and is currently available
free of charge, upon request.

In addition to developing hands-on
program materials and books which re-
late key program structure and skills,
NCPC offers to law enforcement and
citizen leaders workshops which ex-
amine planning and managing crime
prevention, gathering and analyzing
relevant data, and developing crime
prevention programs for youth. These
are formatted as intensive adult-ori-
ented learning experiences. Crime pre-
ventioni practitioners serve as trainers
and take part in course development.
These approaches help insure that the
training provided is as responsive as
possible to the needs and interests of
those in the field.

The Crime Prevention Coalition
forms the core of our national cam-
paign’s outreach network. The FBI, a
founding member of this group, has
been a strong supporter of efforts to ed-
ucate all Americans on how they can
prevent crime. It is joined by such
groups as the International Association
of Chiefs of Police, Urban League,
Boys Clubs of America, National Sher-
iffs’ Association, Police Athletic Lea-
gue, and the National PTA.

State associations and programs
in the coalition take the lead in localiz-
ing McGruff's ads and working with lo-
cal law enforcement to encourage the
media to use those ads. They provide
their own in-State training and networks
for community groups and crime pre-
vention practitioners. They develop
original materials and customize na-
tional materfals to meet local needs.

Drawing from and helping to nour-
ish this network of activists in crime pre-
vention are NCPC's key information
services to local crime prevention pro-
grams — the Computerized Information
Center (CIC), the Nation's largest col-
lection of crime prevention programs.
CIC links practitioners looking to solve
a problem or start a program with col-
leagues who can be of direct assist-
ance. The resource center draws on
over 1,500 publications and hundreds
of samples of program-related mate-
rials to meet practitioner needs.

NCPC has reached out to develop
partnerships both within and outside
the law enforcement community. Major
corporations are challenged to educate
their employees on how to be safe both
at work and at home and to engage
their corporate talents to join as shirt-
sleeve partners, not as remote re-
sources, in supporting communities.
The four-city Youth as Resources Initi-
ative, funded privately, has showed
how to develop the talents and skills of
our Nation’s teenagers as a rich new
civic asset.

In his most recent ads, McGruff
urges youngsters ages 6 to 12 to re-
member that “Users are Losers and
Winners Don't Use Drugs.” He uses his
remarkable popularity with this age
group (research shows that 99 percent
know him; 97 percent of them would try
to do as he tells them) to urge them to




remain drug-free as they approach crit-
ical decision years. This topic was se-
lected because of the proven links
between crime and drugs, and thus be-
tween crime prevention and drug abuse
prevention.

McGruff's call to action is backed
up by a kit developed with the strong
support of a major corporation. It con-
tains an audio cassette, a video cas-
sette of “The No Show™ (a 23-minute
McGruif rock video), a range of games
and puzzles for a variety of children’s
ages, and a McGruff computer game.

A modest Federal investment (in
producing “The No Show") was lever-
aged into over a million dollars worth of
corporate outlays when a private com-
pany underwrote mailing a copy of the
Drug Abuse Prevention Kit to every su-
perintendent in the country of a public
school syster with more than 1,000 el-
ementary grade students.

Again, NCPC eimphasis on quality
was rewarded. “Thanks so much for the
Drug Abuse Prevention School Kit. |
take it everywhere | go with McGruff,
and it's always an instant winner. { show
people lots of things, but always win
their hearts with McGruff material,” re-
ported the president of the National
Federation of Parents for Drug-Free
Youth.

A cooperative effort spearheaded
by the Bureau of Justice Assistance
and the FBI resulted in over 50,000
pieces of McGruff's crime prevention
education information being distributed
by the Bureau to visitors to its highly
popular tour in, Washington, DC. In ad-
dition to the literature, a special 5-min-
ute video highlighted McGruff’'s
“Winners Don't Use Drugs” message
for those awaiting tours.

The benefits of starting a crime
prevention program include drawing
upon such partnerships. More impor-
tantly, however, they are a superb op-

portunity to bring together children,
teens, and adults to prevent crime and
develop more caring communities for
the betterment of us ali. NCPC can pro-
vide the tools; communities must pro-
vide the creativity, commitment,
energy, and desire to “Take A Bite Out

of Crime.” FU
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