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Client Overview
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3Client Overview

O ne of the greatest mysteries of the Renaissance rests not in the specifics of the telescope or the printing 

press, but rather whether Leonardi da Vinci muttered his world-famous quote on flight, according to 

reporter Robert Devaney of the Georgetowner. The epitaph has been repeated throughout the centuries as a 

common refrain to the undeniable appeal of aviation. “Once you have tasted flight,” the famous innovator and 

artist theoretically stated, “you will forever walk the earth with your eyes turned skyward. For there, you have 

been, and there you will always long to return.”

 Whether or not DaVinci ever actually strung those words together regarding the field of aviation, the 

undeniable appeal of flight to humanity has been extremely well documented. It was this desire to give wings to 

humanity that led Indiana-native and driven entrepreneur Linious “Mac” McGee to emblaze “McGee Airlines” 

on a small aircraft in Anchorage, Alaska during the winter of 1932. These humble beginnings on a three-seat 

Stinson “S” Junior aircraft would be the foundation of the modern-day Alaska Airlines, a top-tier national carri-

er headquartered just outside the airport of another cold west coast metropolis, Seattle.

 Since I was three years old, I’ve dreamed of being involved in aviation. This love was the driving force 

to pass out aviation pretzels to neighbors in a suit adorned with plastic wings at age three. The ability to serve 

Alaska Airlines as a public relations writer has been a dream made more poignant by a heritage grounded in the 

Pacific Northwest and more than a decade of nearly exclusively traveling on Alaska and its subsidiary regional 

carrier of Horizon. As a new decade in mankind’s pursuit of flight dawns, I can think of no better client to serve 

than an airline that heeds the supposed words of Leonardi da Vinci, leading with their “eyes turned skyward.”
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Public Relations Situation

Promotion of the official adoption of Alaska Airlines’s new standard uniform for all employees, designed

by Seattle fashion icon Luly Yang.

Analysis of Key Publics

Loyal Alaska Airlines repeat customers (Mileage Plan MVP, MVP Gold, MVP Gold 75K):

Wants/Interests/Needs:

• High quality of service

• Unique status among travelers

• Continued success and perceived superiority of Alaska Airlines in domestic markets

• Extreme comfort in flight

Safety-conscious domestic travelers (Families, Parents, Elderly)

Wants/Interests/Needs:

• Security for vulnerable passenger demographics

• Certification of safe practices in flight

Core News

JAN 23, 2020 – Alaska Airlines receives STANDARD 100 by OEKO-TEX® certification for its new

uniforms designed by Luly Yang, the first American carrier to obtain the accreditation.

Benefit Statement

Alaska Airlines can simultaneously secure its place as a top-tier national air carrier while also providing better 

service and safety on both regional and domestic routes through the introduction of STANDARD-100 certified 

uniforms for all employees.



Sheet
Tone of Message

This campaign centers around the simultaneous prestige of offering the first OEKO-TEX certified uniforms 

among any US air carrier while also focusing on the safety benefits of the change. The tone should be positive 

and reassuring, calling attention to both the reputation gains made by the decision  (Key Public 1) and the 

increased safety and security of flight on Alaska Airlines as a direct result of the decision (Key Public 2)

Intended Outcomes

• Increase Mileage Plan Elite members’ knowledge of the Alaska Airlines commitment to

innovation and pioneering of new equipment through the introduction of new uniforms.

• Instill a sense of security and safety in the minds of typically concerned groups of travelers that

Alaska Airlines leads the nation in guaranteeing safety for its passengers, even in minute details

like the uniforms of its employees.

• Drive increased sales and travel on Alaska-serviced routes.

Action Statement

Interested travelers can see the uniforms in action on their next flight with Alaska or during the booking

process on alaskaair.com.

Readability Range

A grade-level typical of most news outlets: 9-11th grade, will be most appropriate for this article in

expanding its reach to key publics.

5Planning Sheet

OUR CULTURE
“Sustainability,” “West Coast,” “Comfort,” and “Customer Care”: Four of the most 
common phrases used when promoting the company online and in print.
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Michael McKay, February 11, 2020, PREL 230 – Writing for Public Relations 

 

Alaska Airlines to Introduce New Uniforms 
Alaska is first U.S. airline to receive OEKO-TEX STANDARD 100 Safety Certification 

 

SEATTLE (February 4, 2019)—After a nearly two-year development process, Alaska Airlines has 
adopted a new uniform for its over 19,000 employees. Designed by Seattle-based designer Luly Yang, the 
refresh introduces 90 new garments intended to serve Alaska’s pilots, flight attendants, and gate agents. 
The new uniforms are the first by an American carrier to be certified STANDARD 100 by OEKO-TEX®, 
a rigorous safety inspection that ensures textiles are free from harmful substances.  

 

According to Sangita Woerner, Alaska Airlines’ senior vice president of marketing and guest experience, 
the uniforms signal a continuing commitment to quality and safety for both passengers and employees. 
“This is a major milestone that was years in the making.” The uniforms are part of a campaign by the 
airline to introduce a more trendsetting look for the airline in a nod to Alaska’s consolidation with the far 
more modern Virgin America in 2017.  

 

More than 1,200 safety tests were conducted on the uniforms for over 165 unique color combinations, 
resulting in the OEKO-TEX certification. According to Ben Mead, OEKO-TEX representative, the 
certification is deserved. "Alaska Airlines created a strong partnership with us from the beginning – that's 
the biggest reason for their success in earning the STANDARD 100 by OEKO-TEX® label," said Ben 
Mead, OEKO-TEX® representative. "Achieving certification is incredibly challenging, and their 
commitment to leading with safety has been unwavering."    

 

Alaska Airlines and its regional partners fly 47 million guests a year to more than 115 destinations with 
an average of 1,300 daily flights across the United States and to Mexico, Canada and Costa Rica. With 
Alaska and Alaska Global Partners, guests can earn and redeem miles on flights to more than 800 
destinations worldwide. Alaska Airlines ranked "Highest in Customer Satisfaction Among Traditional 
Carriers in North America" in the J.D. Power North America Airline Satisfaction Study for 12 
consecutive years from 2008 to 2019. Learn about Alaska's award-winning service at 
newsroom.alaskaair.com and blog.alaskaair.com. Alaska Airlines and Horizon Air are subsidiaries of 
Alaska Air Group (NYSE: ALK). 

### 

Contact Information: 

Michael McKay 

Assistant Director of Communications, Alaska Airlines 

(206) 555-5497 

m.mckay@alaskaair.com 

alaskaair.com 



Broadcast Script

Our DNA: Alaska Airlines to Expand Fleet

2/25/20
“Our DNA”
Alaska Airlines CEO Bradley D. Tilden
(:30)

This is Bradley Tilden, CEO of Alaska Airlines. Since the day in 1933 

when our founder, Linious “Mac” McGee, painted our airline name 

on a four-seat prop plane in the tundra, Alaska Airlines has flown 

millions across the globe, into new territories and all 50 states. And 

now, we’re taking our airline to the next level, by purchasing 200 

new jets over the course of this decade. Because at Alaska Airlines, 

offering best-in-class passenger comfort, expanding destinations, and 

the best mileage plan in the business isn’t impossible. It’s part of our DNA.

###

A I R L I N E S

7Broadcast Script
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Sanitizing the Skies: Alaska Airlines’ Battle Against Coronavirus

 SEATTLE (March 10, 2019) – For Seattle-based Alaska Airlines, the Novel Coronavirus (COVID-19) 

outbreak is more than merely a headline. Instead, the epidemic has struck in the company’s backyard. According 

to Alaska Airlines Executive Vice President Andrew Harrison, “Every day brings new developments related to 

the virus, and the uncertainty can be unsettling. Yet, at Alaska, we are optimistic about the future and hope you 

feel that way too.”

 The company’s timely actions in addressing the COVID-19 outbreak are undoubtedly behind Harrison’s 

statement of confidence. Since January, the airline has been rolling out new cleaning procedures recommended 

by infectious disease researchers led by Dr. John Lynch, a professor at the University of Washington. According 

to Celley Buchanan, Director of Operations Support Services, this enhanced cleaning is intended to sanitize 

at-risk areas for viral spread. “We’re focusing more attention on the areas of the cabin which are touched most 

frequently such as armrests, seat belts, tray tables, overhead controls including air vents, light buttons, call but-

tons, and exterior and interior door handles to lavatories.” This new cleaning process comes days after the airline 

introduced changes to their gate and lounge protocols as well, aimed at countering spread of the virus. Explained 

by Wayne Newton, Vice President of Airport Operations & Customer Service, “At every airport we serve, we’re 

encouraging our employees to sanitize work areas before and after they perform tasks, including gate and check-

in counters, kiosks, bag sizers, and stanchions.” 

 For the carrier, started in 1932 as McGee Airways in the Alaskan tundra, this decade is the first that will 

see the formerly west-coast airline compete with its larger rivals such as Delta and United in most major air-

ports nationwide. However, the airline believes its most significant asset for competing in these markets comes 

not in size but in customer approval. “While we’re not the biggest, we love being the best for our guests,” CEO 

Bradley Tilden remarked in 2019. “We have great people who consistently provide genuine service, and we offer 
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a premium product at a lower price.” Industry experts feel confident about Alaska’s chances when competing on 

a nationwide scale. According to Michael Taylor, travel practice lead at J.D. Power, “for those who frequent the 

airline, Alaska’s success is no surprise.” Bloomberg News in 2017 declared that Alaska had the “Happiest Cus-

tomers in the Sky.” The airline has also been revamping its fleet with new innovations and technologies. In 2016, 

Alaska became the first to fly a commercial flight using jet fuel sourced from limbs and branches leftover from 

the harvesting of commercial forests. 

 Soon after, the airline added to its trailblazing portfolio with the acquisition of Virgin America, a carrier 

once described by Nate Vallier of aviation blog FlyerTalk as “a mood-lit nightclub at 35,000 feet.” Known for its 

aircraft with LED mood lighting, on-board WiFi, messaging, charging, and entertainment options, Alaska has 

since adopted many of these features (and all of Virgin America’s Airbus aircraft) into its own fleet. 

 It is this commitment to customer satisfaction, innovation, and sustainability that has led to the entire 

Alaska Airlines organization rethinking its procedures in light of the recent coronavirus outbreak. Nearly every 

department, encompassing the airline’s 23,376 employees, has stated how the coronavirus outbreak will be com-

batted through procedural changes in their departments. From Alex Judson, the Lounge Product Manager who 

installed multiple hand sanitizer dispensers at the airline’s Seattle lounge for frequent flyers, to Constance von 

Muehlen, the Senior Vice President of Maintenance and Engineering, who wrote of her department’s High-Effi-

ciency Particulate Air (HEPA) filter installation in most of the company’s aircraft, designed to filter out 99.95% of 

particulate contaminates in aircraft cabins every three minutes. All of these changes are meant to inspire confi-

dence among travelers in a time of uncertainty. “Our first goal is to keep our guests safe and offer peace of mind 

when it comes to flying with us,” concluded VP Andrew Harrison. For Alaska, it seems a squadron of dedicated 

employees backs that commitment.
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Michael McKay 
3/24/2020 

PREL 230 – Writing for Public Relations 
 

LOOKING FLY 

Alaska Airlines Introduces New Uniforms 

As part of a company-wide branding effort, Alaska Airlines has adopted a new, 

modern, and trendsetting uniform for its over 19,000 employees, introducing 90 new 

garments intended to serve Alaska’s pilots, flight attendants, and gate agents. 

The Uniforms: 
• Are designed by award-winning Seattle-based designer Luly Yang 
• Are the first by an American carrier to be certified STANDARD 100 by OEKO-TEX® 

o More than 1,200 safety tests were conducted on the uniforms for over 165 unique 
color combinations 

• Are part of a campaign to introduce a more trendsetting look for the airline 
o The colors of the uniform were specifically chosen to represent the Pacific 

Northwest region where the airline is based.   
• Are featured in several multimedia packages: 

o https://www.youtube.com/watch?v=TjjKQUUEdwk 
o https://www.youtube.com/watch?v=d4zWxsF4C8A 

Advertisement: Safer Skies.mp3            Luly Yang Explains Uniform Creation.mp3                    Our New Look.mp3 

Alaska Airlines 
• Is a leading U.S. airline that flies to over 115 destinations with an average of 1,300 daily 

flights across the United States and to Mexico, Canada and Costa Rica. 
• Was ranked "Highest in Customer Satisfaction Among Traditional Carriers in North 

America" in the J.D. Power North America Airline Satisfaction Study for 12 consecutive 
years from 2008 to 2019 

 
Website: alaskaair.com 
Facebook: facebook.com/alaskaairlines/ 
Twitter: twitter.com/AlaskaAir 
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Michael McKay, February 11, 2020, PREL 230 – Writing for Public Relations 

 

Alaska Airlines to Introduce New Uniforms 
Alaska is first U.S. airline to receive OEKO-TEX STANDARD 100 Safety Certification 

 

SEATTLE (February 4, 2019)—After a nearly two-year development process, Alaska Airlines has 
adopted a new uniform for its over 19,000 employees. Designed by Seattle-based designer Luly Yang, the 
refresh introduces 90 new garments intended to serve Alaska’s pilots, flight attendants, and gate agents. 
The new uniforms are the first by an American carrier to be certified STANDARD 100 by OEKO-TEX®, 
a rigorous safety inspection that ensures textiles are free from harmful substances.  

 

According to Sangita Woerner, Alaska Airlines’ senior vice president of marketing and guest experience, 
the uniforms signal a continuing commitment to quality and safety for both passengers and employees. 
“This is a major milestone that was years in the making.” The uniforms are part of a campaign by the 
airline to introduce a more trendsetting look for the airline in a nod to Alaska’s consolidation with the far 
more modern Virgin America in 2017.  

 

More than 1,200 safety tests were conducted on the uniforms for over 165 unique color combinations, 
resulting in the OEKO-TEX certification. According to Ben Mead, OEKO-TEX representative, the 
certification is deserved. "Alaska Airlines created a strong partnership with us from the beginning – that's 
the biggest reason for their success in earning the STANDARD 100 by OEKO-TEX® label," said Ben 
Mead, OEKO-TEX® representative. "Achieving certification is incredibly challenging, and their 
commitment to leading with safety has been unwavering."    

 

Alaska Airlines and its regional partners fly 47 million guests a year to more than 115 destinations with 
an average of 1,300 daily flights across the United States and to Mexico, Canada and Costa Rica. With 
Alaska and Alaska Global Partners, guests can earn and redeem miles on flights to more than 800 
destinations worldwide. Alaska Airlines ranked "Highest in Customer Satisfaction Among Traditional 
Carriers in North America" in the J.D. Power North America Airline Satisfaction Study for 12 
consecutive years from 2008 to 2019. Learn about Alaska's award-winning service at 
newsroom.alaskaair.com and blog.alaskaair.com. Alaska Airlines and Horizon Air are subsidiaries of 
Alaska Air Group (NYSE: ALK). 

### 

Contact Information: 

Michael McKay 

Assistant Director of Communications, Alaska Airlines 

(206) 555-5497 

m.mckay@alaskaair.com 

alaskaair.com 
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A I R L I N E S

$39one-way*

Spring sales 
are here. 4/1 - 

4/29, 
2020

Take Flight.

We’re keeping 
you safe.
Learn more at alaskaair.com/
coronavirus

Book today at alaskaair.com or call 1 (800) 252-7522
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A I R L I N E S

Mileage Plan Member
123 Main Street
Anytown, MI 71579

Dear Mileage Plan Member,

  This past January, I had the opportunity to take a break from my day job 
working at Alaska’s corporate headquarters near Sea-Tac International 
Airport and drive downtown for the annual Community for Youth gala. 
Representing Alaska Airlines at the event was an honor for me - we’ve 
supported the CfY for years through our non-profit, the Alaska Airlines 
Foundation. But I never imagined the impact the evening would have on 
me, or on some amazing local students.

Community for Youth (CfY) is a Seattle-based 501c(3) non-profit that 
connects Seattle students with mentors for social, emotional, and 

academic development on the underprivileged south side of the city. 

4/7/20
Michael McKay
Writing for Public Relations

  At the gala, I met Mireya, a senior at Cleveland High 
School, and her peer mentor, Hyun, a graduate pre-
med student at the University of Washington. Since 
Mireya’s freshman year, Hyun has had an incalculable 
influence, not only through their kayaking expeditions 
on Lake Union, but also in helping her land a job as an 
intern for Seattle Public Utilities. Mireya would tell me 
the story of how she later used those connections to 
convince her manager at SPU to sponsor the CfY.

F O U N D A T I O N

Mireya and Hyun 
on Lake Union
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continued...

  Mireya’s passion for the CfY is evident, she was recently selected as one 
of the emcee’s of the gala for the second year in a row. Hyun, Mireya’s 
mentor, told me the skills she learned from her time in CfY were most 
likely the driving force behind her willingness to emcee. The program has 
also given Mireya more confidence, and helped her overcome the loss of 
her mother to cancer seven years ago. “Students like Mireya, are willing to 
put themselves out there and take risks through this program,” Hyun said. 
“I watch the students grow and as mentors we say to ourselves how can 
we improve? It’s really a reciprocal relationship and learning experience.”

  At the Alaska Airlines Foundation, we believe in creating more stories 
like Mireya’s. Since our founding in 1998, we’ve given over $200,000 each 
year to organizations like CfY, helping non-profits to expand their 
impact in the communities that many of you frequent during your
travels on Alaska Airlines, from Seattle (SEA) to Portland (PDX), Los An-
geles (LAX), and Anchorage (ANC). By doing so, we don’t only feel good 
(as I certainly did during gala night not long ago), but we trust that our 
impact is changing lives. 

This April, consider gifting either Mileage Plan points or $10 to 
our foundation to further incredible stories like Mireya’s. 

We’ve enclosed a special “Golden” Mileage Plan card (an exclusive 
from the Alaska Airlines Foundation), to thank you for your continued 
support of our airline and for the future of the communities we serve.

  Before the CfY gala in January, I never got to see the impact our 
foundation has on the organizations we support financially every year. 
After seeing the impact firsthand, it has become profoundly clear to me 
that our work in communities all across the Northwest is incredibly 
important, and continuing it is a pledge that will require the support of 
our Alaska Airlines family. On behalf of all of us, thank you so much for 
continuing to support Alaska Airlines and the Foundation.

Best Regards,

Michael McKay
PR Specialist, 

Alaska Airlines Foundation 

P.S. I’m personally signing every letter we send. 
Why? Because I believe our mission is incredibly 
important, and you should too! Please, consider 
donating miles or simply $10. Your support enables 
stories like Mireya’s to continue to be told.
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On March 24, 2020, Capt. John Ladner, Alaska’s vice president of flight operations, 

addressed the pilots of the airline in a speech regarding the coronavirus outbreak. The 

message was clear: pilots should take voluntary leave in order for the airline to avoid 

furloughs in the evolving COVID-19 pandemic, which has been devastating for the airline.
 

 Good morning to our flight crews stationed all across North America, and hello 

from Seattle. My name is Capt. John Ladner, and I serve as Alaska’s vice president of flight 

operations, based out of the Seattle-Tacoma International Airport. Over the course of the 

past month and a half, our executive team has watched alongside you as the COVID-19 

pandemic swept the country, impacting our flight schedules, in-flight services, and travel 

demand. We understand the stress that many of you are under as you continue to fly normal 

routes while diligently following the latest CDC guidelines. However, we want to underscore 

that your valiant work has been essential to ensuring that vital healthcare workers, transpor-

tation personnel, and grieving family members, are all transported safely to their essential 

travel destinations.

 As a certified pilot of the Boeing 737, with over 3,000 flight hours, I know the satis-

faction of empowering life-changing moments, important business deals, and memorable 

vacations through hard work flying for Alaska/Horizon. The best part for me, personally, 

though, is hearing the stories of your diligence, passion, and professionalism while in the air 

and on the ground. In my position, I speak to thousands of Alaska pilots annually, and I am 

continuously amazed to hear their dedication and commitment to transporting our passen-

gers safely. “Flying for this airline, serving our passengers with care, and taking to the skies 

every day is not so much a burden as a blessing” a pilot memorably told me many years ago. 
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Speech
continued...

 In the midst of this unprecedented time, I’m reminded of another dark time for our company, the crash 

of Flight 261 en route to San Francisco on January 31, 2000. Many of our crew members remember the day when 

we were notified of the disaster, and of the crushing grief as we learned that 35 of the 88 passengers were mem-

bers of our corporate family. In the days after the tragedy, we wondered what the future would hold. Although we 

learned innumerable lessons as a company, the most poignant aspect of the accident, at least for me, came from 

the valiant actions of the pilots when dealing with the catastrophic in-flight emergency. The pilot, Edward (Ted) 

Thompson, and William (Bill) Tansky, despite never training to combat anything remotely similar to the crisis 

they would face, tried everything to save their plane, including attempting to fly the MD-83 inverted (upside 

down), in the attempt to avert calamity.

 In these moments, it may feel as though we are flying through a world that is likewise upside down. As 

pilots, we rely on checklists to navigate our way through our professional lives, checklists to taxi, checklists to 

takeoff, checklists to land, and if needed, checklists to troubleshoot issues as they arise. Many of you may be 

wondering where the checklist for COVID-19 resides. Unfortunately, it hasn’t been written yet. But today, I invite 

you to embark on the journey of writing one for the generations to come. We at Alaska Airlines are advising our 

pilots to consider taking time off, opting to take voluntary leaves of absence until we can sort out as a corpora-

tion and as an industry how to move forward. This is not a furlough; this is not a layoff, but rather an emergency 

measure we are asking of our crews to keep you safe and the airline functioning for the time when we’re back in 

the skies. Please go to your Alaska employee portal home page to find specific information pertaining to your 

department and company status. Help us fly upside down, so we can return to level and normal flight in a timely 

manner.

 We will get through this. Just as we weathered the storm in 2000, so we will persevere once again. Thank 

you so much for your undying dedication to our airline and our passengers, and we look forward to seeing you 

all in the skies soon.
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Alaska Airlines and its regional partners fly 47 million guests a year to more 
than 115 destinations with an average of 1,300 daily flights across the United 

States and to Mexico, Canada and Costa Rica. With Alaska and Alaska Global 
Partners, guests can earn and redeem miles on flights to more than 800

destinations worldwide. 

Alaska Airlines ranked “Highest in Customer Satisfaction Among Traditional 
Carriers in North America” in the J.D. Power North America Airline Satisfac-
tion Study for 12 consecutive years from 2008 to 2019. Learn about Alaska’s 
award-winning service at newsroom.alaskaair.com and blog.alaskaair.com. 

Alaska Airlines and Horizon Air are subsidiaries of Alaska Air Group (NYSE: ALK).



A I R L I N E S

© 2020 by Michael McKay

Follow Us:


