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POLICY STATEMENT
L —

ACTION, the Federal Domestic Volunteer Agency, m continuing its leadership role in drug
abuse prevention, is pleased to offer this guide as a reference for anyone seeking to expaad
drug-abuse prevention activities in America

ACTION 1s committed to preventing drug abuse before a young person begins experiment-
ing Our policy is to encourage the prevention education concept in the fight against drug abuse

To w.~omplish this goal, children at risk of becoming drug users deserve not only love and
our good intentions, but also unambiguous support from every part of the community They
deserve parents who are empowered to give thewr children clear direction, discipline, and the
courage to refuse drugs. Traditional support mechanisms for families must reinforce the
values, the attitudes and the life stvle for a drug-fr>e America.

ACTION is committed to mobilizing America’s volunteer resources to carry forward our drug
abuse prevention policy, and, as enabled by the Anti-Drug Abuse Act of 1986 (PL 99-570),
ACTION seeks to carry out the spirit of the Congress 1n acting swiftly to deal with the spectre
of youth drug abuse.

ACTION is also dedicated to preventing inadvertent
drug abuse by America’s senior citizens by encouraging
programs that alert seniors to the dangers of abuse of
prescribed and over-the-counter drugs

ACTION grant funding strengthens and expands
local volunteer activities through support of
community coalitions It seeks private-sector
partrierships to ensure the continuation of
projects beyond federal funding. ACTION's
comprehensive strategy includes a vigorcus public
awareness and education campaign, training and
technical assistance, coalition-building conferences
in every state and the distribution of this guide.




INTRODUCTION

Before discussing the development of any volunteer program, a few basics must be covered
In order to perform all of the tasks outhined n this manual, you must be able to answer
Uves' to all of the following questions

Do you have a board of directors «r governing board?

Are vou a private non-profit corporation or public agency?
Do vou have tax-exempt status? [501(cX3)]?

Is there an accountant to assist vour group when needed”
Is there a lawver who will assist vour group when need«d”

(The last three pomnts, while not mandatory to begin or run a project. are required before
you can receive grant resovtrces. For the purpose of this manual, 1t 1s assurned that, as part of
vour overall goal, vou will be applving for grants )

If vou answered ""ves” to all these questions, vou are ready to proceed Remember, this
manual will give you evamples, many 1 great detail, but they are only examples. The pur-
pose of tius manual is to describe the principles of organzing, fundraising and volunteer
management It describes model programs that utilize these flexible principles and encourages
vou to rely on your own creative thinking and that of others wiw share your goal of a drug-
free America

You know a problem exists You have seen it on television, vou've read about 1t in the
paper. vou have heard about it from vour colleagues, vour neighbors, even from your own
children You know now 1s the time to act, to pull together the resources in your community
and approach the 1ssue responsibly, cffectively and compassionately But how to do it? You
know there are many groups out there with programs that address drug abuse, but who are
they, where are they and how did they get started” You know vour local, state and federal
governments have mformation and resources—funds—but how can you tap into that system to
make vour own project take off?

You know several equally concerned local business owners or church officials or politicians
or service organization members who vou would like to see mvolved 1n a drug-abuse program,
but how do you approach them and get them on board” You know that every good commu-
nity effort benefits from the most enduring American resource, the volunteer, bit how can
vou get volunteers to help with your project? Where do vou find them and how do you
manage their work” How do you keep them going when the going gets tough?

You also know that television Channel 7, or maybe ~hannel 4 ared an anti-drug do. men-
tary last fall, and that vour local radio stations often run public service announcements for
| many community groups How can you get publicity for your project? Who do you talk to at
the paper? What goes into a press release? There are, it seems, so many questions that need
answers before you can get started, that it all starts to look rather overwhelming You end up
asking yourself, ‘Do I really want to do this?"’ Of course you do, hecause you know you can
make a difference; you can help remove the terrible burden drug abuse places on the young,
| the old, the affluent and the poor, the big cities and the small towns, the local neighborhood

and the nation. .
Q O
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This manual will guide you through the first steps. It is designed to lead vou through a logical
progression, from defining the problem, to setting a goal. to setting up a volunteer organization,
raisitg funds and getting publicity Along the way, the guide will pomnt out some of the pitfalls
to organization creation and management and help you navigate around them It will help you
sort through the maze of acronyms and phrases and publications like HHS, OSAP, DEA, bluck
grant and the Federal Register. Most of all, this guide lets you know that you are not alone in
your desire to tackle and eliminate drug abuse in America. Since 1983, ACTION, the Federal
Domestic Volunteer Agency, has alone awarced nearly 60 grants totalling almost two million
dollars to local parem and community-based organizations similar to the one you are con-
templating or have set up. In 1987 alone, ACTION funded 40 demonstration grants for more
thun one million dollars at an average $34,000 per grant What is most encouraging is that
these grants were matched almost dolar for dollar by private, local or siate funds. This
“‘matchability™ should tell you that no nrogram is too small or too remote to merit strong
local support.

The map on the next two pages illustrates the range and variety of ACTION’s anti-drug
abuse project grantees; it shows who is doing what, and where they are doing it. Keep 1n
mind that these are only ACTION grantees; if you were to include all other federal, state and
local anti-drug projects, there wouldn't be room on the map Following the map, the guide
wiil highlight 12 of ACTION’s grantees, from Project Choice, in Minong, Wisconsin, popula-
tion 761, to the Illinois State Council of Senior Citizens Foundation in Chicago, population
three million plus These projects are representative of the great work being accomplished by
concerned parents groups and cominunity organizations across the nation and may serve as a
comparison for your project’'s community size and resources.
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Hlinows State Councal of Senor Citizens
Foundation

Over Medication: Senior Citizen and
Drug Abuse

Chicago, Iinois, Established 1987

60 Volunteers

ACTION Funding: $35,000

Applicant: $20,220

Total: $55,22

One-Year Project

The lllinois State Council of Senior Crtizens
Foundation was established to promote the social
welfare by advancing the interests, well-being,
cultural, cwvie, educational, social and economic op-
portunities of the elderly residents of llinois The
Foundation was established to promote the social
needs, mterests. status, opimons and problems of
Ihnois’ elderly In addition, the Foundation pro-
motes educational activities to assist the elderly in
neeting their needs, understanding 1ssues and op-
tions available to them, improving their capacity to
he wise consumers and avau themselves of serv-
1ces The Foundation's education work takes the
form of wide distribution of prepared materials,
research projects. forums. workshops, presenta-
tions, training sessions and communications through
the mass media

The overall goal of this project 1s to reduce the
number of older citizens i Illinois who abuse or
misuse prescription or over-the-counter medication.
To accomplish this, the following goals have been
dentified 1) To provide 200,000 Illinois senior
citizens with drug abuse/misuse prevention wnfor-
mation through eght volunteer-managed satellite
centers 2) To develop an educational program for
Ihnois' senor population on the abuse and misuse
of pharmaceuticals and over-the-counter diugs 3)
To tramn 60 senior citizen volunteers to help plan
and conduct this educational program. 4) To gene-
rate community support for the project ) 10 pro-
vide recognition of the work of our 60 volunteers
and the professionals who have assisted with this
project and, 6) To generate 7800 hours of volun-
teer service in providing drug absue/misuse ecuca-
tional forums across the state

The Foundation will develop an educatior.al pro-
gram utilizing wrntten and audio-visual macerials to
he presented to seniors’ groups by tramned volun-
teers The Foundation will also plan seven com-
munity seminars m 76 different areas of the state
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Project Choice

Northwoods Medical Co-op

Minong, Wisconsin, Established 1976

25 Adult, 25 Youth Volunteers

ACTION Funding. $35,000

Applicant 331,694

Total. $66,694

Two-Year Grant

The North Woods Commumty Health Center
(NWCHC), 15 a service of the North Woods Medical
Cooperative (NWMC) The cooperative was organized
as a non-profit c1ganization n 1976 m response to
the extreme lack of available medical care in the
Minong-Gordon-Wascott arca commurnuties m rural
Wisconsin's Douglas and Washbumn counties The
CHC's service area 1s designated as a Medically
Underserved Area and a Health Menpower Short-
age Area by the Public Health Sevice Besides
having very few physicians for the population,
these designations indicate high unemployment and
poverty Funded, in part, by PHS Rural Health
Initiative in 1980, the CHC has provided ambula-
tory medical care, “ealth education, economue ac-
cess to services, and a limited drug-abuse program

Project CHOICE seeks to fill a void i the com-
nmunity through its two-fold approach to drug abuse
prevention One very important aspect of the suc-
cess of Project CHOICE 15 the hiing of the project
coordinator with ACTION grant funds

First, Project CHOICE w-ll make available to the
target population activities that are positive alter-
natives to alcohol and other drug abuses These ac-
tivities will be operated with the help of a core of
volunteevs who will be recruited, tramed and placed
by the Project CHOICE coordinator

Second, Project CHOICE w.ll use seminars, lec-
tures and presentations to help educate the target
group. parents and othier community members
about drug abuse 1ssues and concerns. In addition,
communications skills, famiy living skills and par-
enting tssues will be addressed The project coor-
dmmator will recruit, train and place a group of
volunteers to facilitate this part of the program

In summary, Project CHOICE will serve the com-
munuty's needs by organizing the potential of the
community itself Project CHOICE will continue
without Foderal funding by enabling the commu-
ity te use its own resources to provide positive
alternatives to drug abuse and help strengthen the
family unt
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Safe Hores Program

North Platte, Nebraska, Established 1986

100 Volunteers

ACTION Funding $16,929

Applicant 87,294

Total $18,223

SAFE HOMES s a progran: that enlists parents,
schools. students, and communities m the fight
agamst drug and alcohol abuse Parents who
volunteer to provide a home safe from drugs and
alcchol are the core of the program Volunteer
SAFE HOMES parents agree to cooperate with
schools, law enforcement, and young people to
create a healthy atmosphere in which the use of
drugs and alrohol 1s no longer considered the
“norm "’ Parents with children ages ten and older
participate n this progran. Ten rural commuruties
have expressed an interest In this program and
will be the target communities The anticipation 1s
that an average of 100 parents will be involved n
each commuuty This progsam woula then have
an mpact upon an estimated 2,000 young people

The program’s message of saying ‘‘no’’ to drugs
and alcohol 1s itended to strengthen the family
From model prograns, it has been found that the
SAFE HOMES faniilies have strengthened the bond
between parents and children and have increased
the respect children have for therr parents. As
students, parents, school, and communt.es develop
the prograni, the structure will be in place to begmn
developing positive alternatives for youth.

From contacts in the various communities during
our planning process, school administrators, law
enforcement personnel, PTA home school associa-
tions, clergymeri, and locai government officials
have expressed 2 willingness to support the SAFE
HOMES program and have expressed a concern
regarding the need for this type of programnung

In August, 1986, the Prevention Center was
established The purpose of the Center is to coor-
dimate substance abuse prevention efforts within
the region The primary focus of the Center is to
provide technical assistance to schools and parents
During the past eight months, the primary activity
of the prevention prograin has been to support the
development of substance-abuse-prevention pro-
grams in the school systems of (he region Seven-
teen of the 41 school systems in the region have
mmplemented the ‘‘Starting Early’ curriculum A
volunteer group In North Platte has developed a
puppet program for lower elementary grades that
addresses alcohol and drug prevention A volunteer
group in North Platte is presently studying the
possibility of developing the SAFE HOMES project.

12




Community Linkages, Inc.

Chica 79, lllinois, Established 1983

ACTION Funding: $16,948.8¢

vher: $9,927.81

Ibtal: $26,876.70

One-Year Program

Communuty Linkages provides services to youth,
ag-2 10-21, who reside in economically depressed,
minority neighborhoods in Chicago. The services
ar2 currently provided to more than 5,000 youth
In 22 elementary and secondary schools. The over-
all purpose of Linkages is substance abuse preven-
tion. The ACTION grant will allow the program
10,000 service hours. The volunteers will provide
education and information in substance abuse to
school-age youth, families, PTA's, community
organizatiors and agencies (eight new volunteers
will make presentations) Included in the programs
will be: a 12-week drug preventior/intervention
planning course for 7-8-year-old girls; adult aware-

ness forums; network ineetings of civic, community-

school organizations and trained volunteers as well
as youth awareness forums

- —
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South Bronx Ministry Neighborhood
Develcpment Corporation

Peer Counseling/Family Support

Prevention Program

Bronx, New York, Established 1987

15+ Volunteers

ACTION Funding: $34,500

Applicant: 33, 107

State: 826,550

Other: $5,000

Total: 869,157

One-Year Program

The South Bronx Ministry Neighborhood Council
was founded by eight Lutheran Congregations to
address problems in the South Bronx community.
The board is made up of members of each neigh-
borhood congregation. Funding comes from govern-
ment contracts, church, foundation ana corporate
grants, and member contributions.

ACTION funds support the peer counseling and
family support aspects of this overall drug abuse
prevention program, which is implemented in several
neighborhood-based congregations. The overall pro-
gram includes intervention and referrals, and com-
minity organizing against drug sales, as well as
prevention programs.

The peer counseling and family support aspect of
the program will directly affect 250 youth and 75
families in five selected neighborhoods. Those who
will benefit indirectly are residents of the five
neighborhoods. The goals of this project are-

1) To form five parish centers of drug abuse aware-
ness and referral. 2) To raise awareness of drug
abuse among 250 at-risk youth, and to provide
healthy alternatives to drug abuse. 3) To create a
network of trained peer counselors (teenagers and
young adults) who will work with a targeted youth
population in a specific neighborhood, and who
will be available to speak to churches, schools and
other community groups. 4) To strengthen 75 fami-
lies by establishing parents and youth support
groups and by referring members to job training,
educational and counseling resources.

Approximately 80% of the population directly in-
volved will be affected positively by the project.
The neighborhood at large will benefit in terms of
increased stability A variety of approaches, in both
Spanish and English, will be used

y—t
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Drug Research and Education Association The ACTION grant assisted DREAM mn hosting
in Mississippi, Inc. (DREAM) statewide workshops for young people and en-
Jackson, Mississippi, Established 1984 couraging them to join in the ‘““Team Connection
- - - Project” (a positive, alternative yoith program)
ACTION Funding: $40,000. As a direct result of these nitial workshops,
$50,000+ Private Matching Grants Teen Connection grew in membership from a few

to over 400 young people. Currently the project
boasts over 1,000 students with a projection of
3,000-5,000 this year. The increased enthusiasm
by the students has indirectly affected the growth
of the parent group movement in Mississippi as
well.

For example, in Meridian, the volunteer group
grew from 15 to over 400, and in Westpoint, the
group increased from 25 members to over 60 In
every case across the state, the entire community
has rallied to support local groups’ prevention
efforts

This past year, DREAM produced a one-hour
docurmentary for television which was aired on all
three statewide networks, held a drug-free concert
with the Beach Boys, and hosted 2,500 young
people at a statewide conference

This group is not only totally self-sufficient but
has expanded its efforts far beyond the original
commitment to ACTION for a series of workshops
for youth  DREAM has attained this status through
a yearly donation of approximately $50,000 from
the W.E Walker Foundation. Additionally, DREAM
recelves many private donations ranging from
$5,000 to $10,000 They rely heavily on almost all
of the major resource groups.




Substance Abuse Preventien Program Family
Crisis Service

Tucson, Arizona, Established 1987

250 Volunteers

ACTION Funding: $35,000

Non-Federal: $45,000

One-Year Program

Families in cnsis and families in mediation as a
result of domestic violence are at a point where
support can make all the difference in their futures.
Providing families the support, information, advo-
cacy and resources when they are most likely to
use them is a major factor in beginning a positive,
rather than negative, family behavior pattern. This
program supports the non-use of drugs or provides
the help necessary to deal with the problems faced
by an addicted family member.

A specialized four-hour training program will be
developed, spotlighting the effect of substance abuse
on the family, individuals and community. In addi-
tion, techniques will be taught and resources devel-
oped to provide alternatives to the patterns of
substance abuse. Volunteers will be taught how to
integrate the information into the client plan.

All volunteers are trained for at least 30 hours
before they begin to function as part of a super-
vised team. Potential volunteers must undergo a
thorough background screening due to the sen-
sitivity of their work. The current volunteer pool of
150 volunteers as well as an additional 100 new
volunteers will receive this training. The goal is to
reacn approximately 15,000 people over the com-

ing year.
The success of the program will be measured by

follow-up phone calls to a sampling of families
Volunteers will provide follow-up services to the
program




S A e v -

SRS, NS -

Indiana Federation of Communaties for Drug
Free Youth

Ziorsville, Indiana, Established 1983

ACTION Funding: $20,809

1986 Non-ACTION Punding: 852,472

One-Year Progect

The project was funded to establish a permanent
office for the Federation to respond to requests for help
produce a quarterly newsletter, establish a traveling
parel of speakers, train statewide prevention volun-
teers and conduct a parenting conference.

The Federation office was established m
Indianapolis, with the Indiana Bell Telephone Com-
pany providing space and utilities free of charge
The quarterly newsletter was produced and sent to
4,000 addresses ncluding 2,000 schools. The 1nitial
workshop on parenting attracted 78 participants
Twenty-one of these participants returned to their
communities to conduct workshops. The traveling
panels of speakers visited 19 commurities during
the grant A second workshop was held on suicide
and was attended by 170 persons, far beyond the
Federation’s expectation of 25 participants. The
statewide conference held n 1984 grew to 160
participants,

The project has continued, following the comple-
tion of the ACTION grant, through a $35,000 grant
from the Community Services Block Grant Program
The state has been divided into four regions, with a
volunteer coordinator in each region. The 1985
statewide conference cctracted 265 participants. Im-
pending conferences for school t~achers are
planned for the northern, central and southern
regions of the state. National spokespersons will
participate in these conferences. At present there
are about 170 parent groups organized in the state
and hinked to the Federation In 1986, the project
was awarded 852,472 under the state’s Commurnuty
Service Block Grant to continue for a second year.

17
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Marshall County Substance Abuse
Prevention Program

Marshall~Jackson Mevtal Health,
Guntersville, Alabama, Established 1987

ACTION Funding: $34,992
Applicant: $27,520
Two-Year Program

The overall purpose of the Marshall-Jackson Men-
tal Health Program is to provide quality mental
health care, including preventive, diagnostic treat-
ment and follow-up services Professional service.,
are delivered through several divisions: substance
abuse prevention, consultation and education;
residential and outpatient substance abuse treat-
ment: adult outpatient counseling; family and child
services and day treatment. Two major accomplish-
ments of the Marshall-Jackson County Mental Health
Program are 1) substance abuse prevention—a
priority with administrative and board members,
and 2) family therapy—the primary mode of treat-
ment for all problem areas. The Superintendents
from the five school districts in the county and law
enforcerent officials are also active participants in
the project. Some of the school districts have
designated their share of the Department of Educa-
tion’s funding to the school districts to support the
county-wide coalition

The goals of the project are to establish a
Substance Abuse Prevention Coalition to access
local problem areas and make recommendations
designed to make the greatest impact on identified
needs: to involve as many young people and adults
as possibie in county-wide activities and area proj-
ects designed to help others; to train adults, perent
and community leaders to utibze ideas, skills ~..d
the energy of young people ai J to effectively guide
them into adulthood The community will be mobil-
ized to recognize and act upon two priorities—
strengthening family rela‘*ionships and providing
drug-free alternatives for iamilies and youth.



Qffice of the District Attorney

Cortez, Colorado, Established 1985

100 Volunteers

ACTION Funding: 334,500

Applicant: $3,150

Local: 816,380

Total: $54,030

15

ACTION to Prevent Drug and Alcohol Abtise in
Montezuma County, Colorado will incorporate the
DARE To Be You prevention program to provide
family strengthening activities, life skills, and mech-
anisms to help youth find positive alternatives to
drug and alcohol abuse Four communities in the
county will participate, including the Ute Mountain
Ute Indian community of Towoac. Emphasis will
focus increased responsibility, communication and
peer resistance skills and decision-making skills—in
other words, just saying ‘‘no.”’” The program wiil
also develop family communications and support
systems, and improvement of community role models

Four teams of community volunteers represent-
Ing a cross section of each community (‘including
adults from many organizations. teen leaders, and
senior citizens) will be trained, p-ovided technical
assistance as part of their training, and given materials
to provide strategies, activities and workshops to
8-12-year-olds, teen groups, parents and other
adult role mndels. The volunteers will be moni-
tored over the year for quantity and quality of pro-
grams provided and target audiences reached

In addition, the training model will be tested
with high-risk teens and their parents. A series of
teen workshops will be developed through the
Juvenile diversion project, the area’s alternative
high school, and youth serving organizations at
Towoac, the Ute Mountain Ute tribal community.

An evaluation component will test the effective-
ness of the project on high risk youth




Familes in Focus, The Cottage Program
International

Salt Lake City, Utah, Established 1973

150 volunteers in a community-based
organization

ACTION Funding: 335,000

Applicant Funds: 330,032

Local Funds: $38,801

Other Funds: $71,500

Total: $175,333

Omne-Year Project

The Cottage Program 1s a community-based
organization with 15 years o experience in the
prevention of alcohonsm and drug abuse The
Cottage Program recruits and trains hundreds of
volunteers in Salt Lake City annually and is respon-
sible for the mobilization »f several hurn A more
across the State

The Cottage Progra.n consists ot two umportant
clusters of actwities: basic Cottage activities and
community mobilization activities. The forraer con-
stitutes face-to-face and other interactions to re-
educate the community, while the latter includes
those activities designed to involve local resources
sufficient to accomplish program objectives. The
two key components of The Cottage Program are
targeted electronic and personal outreach in pre-
selected neighborhoods and the small group pro-
cess Together, our Families in Focus Family
Friendship Circle (FFC) Program and The Cottage
Meeting Program provide an effective vehicle for
accomplishing these prevention activities. Neigh-
borhood campaigns are conducted by volunteer
cluster grcups across the State of Utah In fiscal
vear 1986, 1,941 volunteers provided over 29,000
hours of services to 119,000 individuals. Over the
past several years, the Program has identified over
27,000 families with a history of substance abuse,
thus enabling direct access to them and other high-
risk youth,

The Cottage Program provides the primary sup-
port for the statewide Voluntarv Alcoholism Health
Association (VAHA) including the statewide 800
toll-free “‘life line " FFC memkters work in close
coordmation with VAHA. As a henefit of their
membership or participation in volunteer activities,
these families recewve quarterly prevention materials

2y
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on various aspects of preventing substance abuse

The Utah State University Cooperative Extension
Service (CES) is part of a nationwide system. It is
devoted to practical, applied education for real-life
problems. Campus-based personnel, through their
network of field offices in every county in Utah,
coordinate the efforts of over 8,000 volunteers
working with over 57,000 youth Now, a unique
opportunity exists to aetwork with this rich new
reservoir of volunteer resources to prevent substance
abuse among high-risk youth.

Families in Focus will select and train 150 volun-
teers to provide in-home prevention services to
450 high risk families FFC volunteers will be
trained and matched with families and adolescents
to help them iearn how to alter unhealthy behavior
patterns which are predictive of alcohol and drug
abuse. Select members of the 4-H Youth for
America and 4-H volunteer lezders will receive
training and work directly with youth at risk
Youth for America will be t.rmed into a subgroup,
Youth Against Substance Abuse (YASA), which will
assume the responsibility for community education,
i.e., religious groups and public schools.

This program intends to expand the FFC program,
expand YASA education service and train 150
volunteers.
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Against Crime Together In Our Neighborhood
(ACTION)

Tampa, Florida, Established 1985

ACTION Funding: $35,000

Applicant: $18,955

The project will use team leaders and profes-
sionals, resident couricils and volunteers who will
work as drug/alcohol abuse teams of educators in
the target area The project will advertise through

a variety of media The drug/alcohol abuse pre-
vention education and training initiatives will be
offered in the public housing projects, through
established Resident Councils, to survey, identify
and recruit the residents of each of nine targeted
public housing areas and other low-income neigh-
borhoods to participate in their projects They will
also be asked to assist the local feeder schools in
the registration of these prospective student-
participants in enrollment and retention in after-
school programs.

Begun in 1985, ACTION, Inc was established as
a community-based, self-help advocacy agency with
a special focus on inner-city public housing tenants.
It acted through the development of a homeless
youth center, a drop-out prevention program, an
offender placement program and values counseling.

In response to these needs, ACTION, Inc will
organize two teams of professionals from the drug,
alcohol, and mental health professions, law enforce-
ment, education and ACTION staff volunteers. Each
t will travel to specific public housing areas
ana conduct a “‘town meeting on Drug/Alcohol
Abuse Prevention’’ twice weekly for the first month,
covering 16 sites durug that time




VISTA Drug and Alcohol Prevention Program

Montgomery. Alabama, Established 1982

ACTION Funding: $237,918

Three-Year Project

.

In Aprl, 1982, 31 Velunteers In Service To Aruerica
(VISTA) volunteers were assigned to the Alabama
Department of Mental Health, the single state
agency for alcohol and drug abuse prevention

Individual VISTA volunteers were assigned to
mental health centers throughout the state, operated
by the Department, to organize volunteer parent
groups to stop the use of illegal drugs by youth in
low-income communities

During the three years the project was in opera-
tion, 56 low-income volunteer parent groups were
organized. The VISTA volunteers were initially
trained by the organizer of low-income volunieer
parents groups in Washington, D.C., and penodic
follow-up training sessions were organized by the
local mental health centers responsible for the
volunteers’ daily supervision. A Drug Awareness
Day was organized in Tuscaloosa, and more than
1,000 people participated in the activities

The VISTA project was highlighted at the First
Annual Governor's Conference on Drug Awareness
at which Mrs. Reagan was a keynote speaker. The
project ended mn April, 1985; however, many of
the parent groups have continued on their own and
have developed uccessful anti-drug abuse campaigns.
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SO, HOW DO WE GET STARTED?
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These progrems all have one thing in common:
motivated, confident and tenacious founders who,
like you, set out to confront drug abuse in their
neighborhoods, communuties and states. They are suc-
cessful Iin their programs because they took a iogical
series of steps to plan, organize and then proceed with
their projects. To begin with, they all defined their
goals realistically. They asked themselves, ‘‘What do
we want to do, ultimately, and what can we do now,
with what we have available?”’ Defining a long-term
goal and breaking it down into a series of achievable,
increasingly challenging milestones is key to any suc-
cessful project.

If your goal is to eliminate drug abuse in your state,
but you have only a few partners—your husband, your
wife, or a small group of friends who want to help—
you should keep the ultimate goal in sight, but set
up intermediate or stepping-stone goals that will lay
the groundwork for long-term success. Starting 2 proj-
ect t2 eliminate drug abuse in your neighborhood
school, for example, is well within the reach and
resources of even the smallest organization, and it will
be an important first entry in your organization’s
resume. It is also a goal that builds youl credentials
and credibility, which are, by the way, two very
valuable items in garnering financial support

Breaking down the long-range geal into achievable
milestones, though, requires the mos: elementary step-
defining the problem or, simply, getting the facts
Rhetoric about rug abuse abounds. The media pro-
nounces new statistics or opinions regularly, and adults
and chilgren 4pply them in their daily conversations
without really knowing how the irformation applies
to their neighborhoods, schools, cities or states. It is
critical to the success of your program that y. . sort
through the data and collect what you believe to be
accurate to make your case. The support you seek, the
volunteers you bring on board, the aprlications you
fill out when applying for grants all assume you have
done your homework and that you are objectively seek-
ing solutions to a well-defined problem.

Where can you go to get the information to support
your ptoject?

In this guide’s appendix are listed many state and
federal sources of information about drug abuse. At the
local level, you might begin at city hall or at the county

council or with your city or county health and law-
enforcement departments. Ask for interviews with
these departments’ public affairs officials, or, if you hive
In a relatively small, or rural locale, the heads of the
departments themselves. Take the role of an in-
vestigative reporter and ask the who, what, whys and
wheres of the drug abuse problem. Talk to school prin-
cipals, guidance counselors anc members of the stu-
dent government. These are all people who share your
concern ond who deal with or are associated with drug
abuse. Ycu want to know the history of drug abuse in
your c¢rrnmunity; you'll need to know what kinds of
drugs are being used, how young people are gaining
access to them, how many kids are involved and what
effect drug abuse is having on the community.

The same methodical approach is appropriate for any
problem definition; the inadvertent abuse of over-ihe-
counter and prescription drugs by senuor citizens is also
a serous problem, and one which, if you have a goal
to address it, requires the same research techniques.
Talk to your neighborhood pharmacist and/or phar-
macists’ association as well as ACTION offices, State
offices on aging, university aging centers and geron-
tological societies for background information on senior
drug abuse. Seek out local health officials who
specialize in senior citizen health care to help you
understand the scope of the problem. These are just
examples, but they serve to illustrate the key to over-
coming drug abuse’ know the problems in order to
develop the solutions.

Once you have collected sufficient information to
support your own concept of your prograin, it 1s time
to pull it all together and draw up a plan of action. You
have the facts, figures, references and contacts under-
pinning your project; your overall goal is clear and you
have defined achievable milestones toward that goal.
Now what?
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Advisory Council/Board of Directors
—a MUST

If you already have formed an advisory council or
project board, you have already shared your findings
and conclusions as a team. If you have been working
without such a group up to his point, now is the time
to create one. It is important to the longevity of
volunteer organizations that they have a core of
responsible, respected and interested citizens—young
people as well as adults for a positive balance—willing
to serve as the organization’s anchor. The council need
not be comprised of the mnst affluent, most social or
most high-profile professionals. While influentiai
“names” look good on letterhead, the stability and
sincerity of those who form the nucleus will carry the
organization through the rough times. Your priest,
pastor or rabbi, the faruily doctor, your attorney or a
recommended colleague, an accountant known for his
or her work with similar organizations, the local schoo}
principal, the manager or owner of a well-established
business—they all have much to recommend them for
positions on your board. And because drug abuse
crosses all social and economic segments of society,
each one of your board members or advisors has a
vested interest in helping the organization achieve its
goal.

Most successful people enjoy—and are flattered by—
requests for help. Don’t be shy about asking someone
to serve on vour council- The old saying, *‘If you want
something « one, ask a busy person,” is absolutely true
when setting up a volunteer organization. In addition,
building a core with successful professionals will
also provide your volunteers with men and women
they can respect and to whom they can look for
encouragement

You now have: A long-range goal (ehminate drug
abuse); one or more short-term goals or milestones
(stop drug abuse in the local school); information
(results of meetings, pamphlets, guides, library
research, etc.) and; an advisory board or council. The
next task toward building a long-lasting program is the
development of a work plan—a4 thorough outline of ob-
jectives and the needs, budgets, resources and things-
to-do to accomplish those objectives. This is where you
turn your den, office, conference room or other work

N
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area into a project planning room. Invest in a supply
of poster board and marking pens, or, if you have ac-
cess to one, a write-orn/wipe-off wall planner or similar
planning board. This is not a “‘need” so don’t be ex-
travagant if poster board or large newsprint tablet is
available.

The goal 1s to construct a flow chart(s) that will serve
as guides for you and the advisory group, and which
will also, in simplified form, serve well to iliustrate your
program to volunteers, potential contributors, sponsors
and the press A flow chart or other planning device
should not reflect a rigid conce . Few, if any, organiza-
tions start up and make it through the first year or two
without course changes, crises, additions to the goals,
variations in staff, or fluctuations in income. Be
prepared to be flexible, but at least start out with a
logical schematic that encompasses your best planning

Set The Goal

On the first board, write your ‘‘ultimate’’ goal. For
the purposes of example, print- *‘Eliminate Drug Abuse
in the State.”” Now, tack that board up high where it
can easily be seen and not forgotten. On a second
board, repeat that goal, but put it in a box labeled
“Goal’” and center this goal near the top of the board.
It is to this goal that all your subsequent boxes will be
subservient.

The remaining boxes will define the objectives,
methods, activities and costs associated with the pro-
gram. The examples on the next two pages are il-
lustrative only, but can serve as guides to any work
plan

.:“O
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Objectives:

Objectives are the ways in which you believe your
purpose will be achieved. For the purpose of address-
ing drug abuse in your local school, two objectives
would be. community awareness and student participa-
tion There are many more, but to keep the chart sim-
ple, focus on these two objectives.

Methods:
In order to meet your abjectives, you need to apply

methods: ‘‘methods’’ describe what your organization
“does.” The methods to achieve corumunity awareness
include press conferences, printing and distributing
flyers, speaking before civic and service associations,
and hosting a fundraising dinner Similarly, methods
for increasing student participation mght include sales,
contests, dances, and the creation of a drug-crisis **hot
line.”

Activities:
Activities are the heait of the organization; once you
have defined what activities will support your methods

OBJECTIVES

]

—what your vclunteers can do and/or what resources
must be applied to achieve your objectives—you can
lay out the logistics of the organization: the number
of volunteers needed, the phones, paper, pens, pen-
cils, typewriters, and copy machine rentals nececsary
to support it all. Activities are action steps and they
encble you to develop both a work plan and a budget.

Remember: do not overextend yourself during this
first phase of the organization. Take a realistic look at
the problem and develop an efficient, reasonable work
plan. You can always expand on a good plan.

Budget Plan:

With the goal, objectives, methods and activities in
place, you can now plan the urganization’s budget. By
attachung costs to each of the activities you will see the
budget emerge Always consider donated materials and
in-kind services in lieu of actual expenses, but for the
purposes of the planning chart, write in the value of
everything needed to support your activities

Year-Long Work Plan:

Now you have all the information you need to
develop a year-long work plan. This 1s a monthly
breakdown of your activities that will keep you or-
ganized, and also give you something comprehensive
to show potential contributors — businesses, civic
groups and foundations
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Four Steps in the Development of Goals, Objectives,

23

Method:s and Activities

BOAL
l = Set Your Goal
(Eliminate Drug Abuse)
2. Define Objectives
BOAL (Stop drug abuse in local school:
| | Create alternative program 1)‘0:'
1 at-risk youth in communit
EESec Ve OB EC v & Y
| GOAL :
——ri
3 - Lay out Metbods to 8 m‘ﬁ'l 73] o8 mﬁﬁ el
Support Objectives

(Set up local hotline; publish !ml hm
anti-drug abuse newsletter.) _

4_ Develop Activities
that Support the Methods

(Bake sales; auctions:
door-to-door solicitations;
banquets; conferences, etc )
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The year-long plan is the jumping-off platform for
the two most critical early management operations:
Sundraising and volunteer recruitment. These opera-
tions are dependent on ach other; fundraising pro-
vides the financial support necessary to keep your
volunteers working, and the volunteers’ work justifies
the need to raise funds. In addition, volunteers are
often the most effective fundraisers. They are certainly
integral to any fundraising activity

In the early stages of the organization’s life, you
and/or the program’s initial supporters will be solely
responsible for getting the funds you need to begin.
In all likelihood you have already contributed some or
all of the initial operating expenses and materials. That
1s called *‘sweat equity’’ for obvious reasons. With the
year-long plan in hand, it is time to consolidate your
efforts and get about the business of raising the funds
and services that will fuel the project. and reciuiting

B E pT
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the volunteers who will make it go. To a great extent,
these two operations are concurrent, but this guide will
separate them for clarity.

There are some fundraising tasks that can be handled
by one or two people — usually the organization's
founders—and others that really require volunteers.
Proceeding in a logical order, this guide will break down
the fundraising/volunteer recruiting operations into
three chapters:

® Start up Fundraising and Grantsmanship
® Long-term Fundraising
® Volunteer Recruitment
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Start-up Fundraising

Step one in any fund-raising effort is determining
needs. As you developed your year-long plan, some
short-term, or start-up, needs became apparent: office
supplies, something to type upcn, a phone, copying
expenses and the like. Most of the materials needed
to get a basic volunteer program office up and running
can and should be donated, including office space,
telephones and copying machines.

This raises a new question. Should you ask for the
money you need to buy an item, or ask for the item
itself? In other words, which items can you probably
have donated *‘in-kind,”” which ones possibly in-kind,
and how much cash will you need to raise for the rest?
To find out, refer to the poster boards again and list
your “needs’’ n the first of four columns, thern label

the other columns, ‘‘Probable mn-kind,” *‘Possible in-
kind,” and ‘“‘Cash.”

To decide which is appropriate, use your common
sense and think of what is most available in your ¢ 'm-
munity One item’s cost can be divided up, listed in
two columns. This means that you anticipate getting
half the cost donated for a particular item—printing,
for example




A. Probable In-Kind
List the items you have from your ‘‘Probable n-
kind"’ list, followed by the cost, if they were purchased,
and at least three potential donors
Movie (for example, ‘‘Epideric 1 or ')
Approximate Cost— $500.00
Potential Donors:  School District
Civic Group
Library
City or County Health
Departmernt

Project Rental/Purchase (16mm)
Approximate Cost—$480.00
Potential Donors.  School District or School
(possible open loan)
Audio-Visual Supply
Business (used model)
City or County Health
Department

Office Space
Appros<mate Cost—$6,000 00
Potential Donors:  City or County Government
School District
Local, Unused Store Front
Business Office

B Possible In-Kind
Do the same for items listed under ‘‘possible in-
kind ” Add “‘Or cash need” to the list of potential
donors.
Hand-out materia's (Basic information on issues pius
summary of groun)
Approximate: Cost—$240.00
Potential Doniore:  Local Print Shop
Local Newspaper
Business with Printing
Capability
Or Cash Need
Drug Information Sets (For general distribution,
requests for information, etc )
Approximate Cost—$1,000 00
Potential Donors:  Local Print Shop
Local Newspaper
Library
School District
Or Cash Need

Conference Room Rental
Approximate Cost— $500 00
Potential Donors:  Hotel
School
City or County Auditorium
Or Cash Need

Newsletter Preparations (Lay out, typeset, paste-up)
Approximate Cost— $600.00
Potential Donors  Local Print Shop
Local Newspaper
School District or Business
with Appropriate
Capability
Or Cash Need
Newsletter Printing
Approximate Cost—$1,200.00
Potential Donors:  Local Print Shop
Local Newspaper
School District or Business
with Printing Capability
Or Cash Need
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The Pitch When making direct appeals for funds to pay for of-
rr i . fice or operating »xpenses that you cannot get donated,
What do you say when you're sitting down in some- .
one’s office and they've given you 15 minutes of their tﬁe same keys are p§ed to open .fundmg doors,lbut
time to make your case? The keys to a successful pitch there are some additional strategies. For example.

for donated time, space or materials are: @ Be specific; don't ask for $1,500 to cover *‘gencral

® Upbeat, sincere and professional presentations. costs.” Ask for 12 months of basic phone service.
Know your facts and be prepared to back them or half-a-year’s basic copier cost. The point is to
up. Nice. " printed, one or two page summaries ask fqr support for a service that lets the individual
of the work plan will add to the presentation contributor say, “I paid for their phones,” o,

® Acknowledgement that the individual or business We're taking care of their copying expenses.
you are addressing has a vested interest in elimi- It adds to the feeling o1 direct participation.
nating drug-abuse in the community. Remember ©® Be sure to follow your meetings with a letter
that businesses are penalized by drug abuse, too thanking the people with whom you met,

® A sincere offer to include the individual or regardless of the OULCOLL.. The individual or
business in the program in the long run. Everyone business that didn’t contribute today, may be able
likes to feel needed. to do so tomorrow

® The possibility of sponsoriiig a community
awareness event.

-3
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You have begun to get the office underway—you've
had several meetings with your board of directors or
advisors and put together a year-long plan that you
believe accurately reflects the organization’s financial
needs for the next 12 to 24 months. For example only.
it appears that your first year’s expenses will be about
$22 000, ncluding the basic start-up costs of $6,100
Of the start-up costs, you have been able to get all but
$1,500 donated in materials and/or services, and you
successfully raised the $1,500. &till short $16,000, and
lacking the volunteer base to stage large fundraising
functions, you have to turn to fundraising efforts that
can be performed by you, or the founders, with your
still-limated resources. In general, direct mail campaigns
and grant applications are the avenues of choice, but,
since direct mail is also an ongoing, long-term event,
we'll address that after volunteer recruitiuent and con-
centrate on grant applications on he following pages

While grants are considered by some to be almost
mystical in nature, they are, in fact, so wide-spread
as sources of funding that they are availatle to the
smallest program imaginable, pumping out hundreds
of mullions of dollars every year to groups ranging from
those wishing to save rare salamanders to those ex-
ploring the inner workings of atoric nuclei. Federal,
state, and local government grant sources and private
foundations are in place to encourage init:atives by
groups such as yours, continuing the American en-
trepreneurial tradition with the philosophy that the
development of your program will benefit society
Though a grant may seem to be a ‘‘no-strings’’ prop-
osition, successfully applying for one demands suffi-
cient documentation up front to justify their distribu-
tion. The need for detaled documentation 1s just
another reason for you to develop a realistic and de-
tailed year-long plan.

A discussion of all the possible permutations and
combinations of grants requires several volumes of
reference books, lmiting this guide to federal grant
techniques and some general comments about state
and local grants. However, there are some basic points
that apply to all grant and foundation applications

® Read the instructions, then re-read them

@ Follow the nstructions faithfully and address all
points i the application If you cannot respond
to a certain pomt, provide an explanation

® When writing a proposal or narrative
« Keep it neat, clean and easy to read Stay away

from gimmicks, ‘‘cute’’ paper, theatrical type-
faces, and any other tempting inventions of
graphic-oriented word nrocessing.

o Wnte in English. Avoid bureaucratese at all
costs.

e Make it brief Say what you have to say and
say it clearly, avoid adjectives and redundan-
cies, and end it.

« Do not beg Be In control, be assertive, but

don’t be flippant.

Be positive Avoid descriptions of any negative

aspects of your organization—stress only he

positive

Avoid unsupported assumptions. Just because

you know the program intimately, you must

assume the grantor does not and be prepared
to supply documentation to support your
claims

e Don’t patronize the grantor. Your application
1s, itself, evidence that you are interested in
them.

e Don't overkll with data, charts, graphs or
maps Ifthe grantor wants to know more, you
will be asked.

To take advantage of the grants’ market, you need
to know what grants are out there. For Federal grants,
the best source is the Federal Register, which is the
publication of record fo 'l Federal government agen-
cies Published by the Government Printing Office, you
can subscribe for $340 per year. or $170 for six months.
See the appendix for further mfermation. In the Reg-
ister you will find interesting esowerica such as agency
name changes, requests for proposals (RFP’s) for all
manner of projects, and, of interest to you, grant an-
nouncements. Most local libraries have access to the
Federal Register, or, if you live in or near a city with
a Federal building, you can contact staff there for
access to the Register. Additional sources for the
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Register are colleges and universities, ACTION Regional
or State offices and large social service agencies The
Register lists ail Feceral agencies alphabetically, with
each listing further broken down into ‘‘Notices,"
“Rules and Regulations,” and ‘‘Proposed Rules "
Grants come under the heading of *‘Notices,”” with the
subtitle, “‘Availability of Funds.” Following is an ex-
ample of a grant notice from ACTION Note that this
particular notice has expired and is reproduced as an

The agency address and phone number are listed at
the end of the notice, and it is to this address you
should mail your request for an applcation. The re-
quest should only be that. a sunple Jetter asking for
an application. The chance for creative writing will
come in the mail with the application There is also
a phone number. You can call to request an applica-
tion from any given agency, but a maiied request is
preferable. What ycu will get back is reproduced, in

example only:

part, on the following pages.

6202 Federal Register / Vol 52 No 40 / Monday. March 2 1987 / Notices

ACTION Drug Allisnce, Avaiiability of
Funds—Demonetration Grants

Opening Statament

ACTION. The Federai Domesti.
Volunteer Agency. has been directed by
the President and the Congress to
respond to a crims of National
proporiions The proliferanon of drug
abuse acrosa all sectors of our society
The Agency hisiorically a pnncipe!
source of volunteer Jeadership in
Amenca reaches out to those in need
through the selfless efforts of families.
friends, neighbors and felow aitizens
The innidious nature of dro~ abuse in
this country requires innovative and
enduring programs of prever tion and
education—programe 7 CTION '3
uniquely prepered to foster through its
de d ability to
sustain the spinit of vol intarism at the
local level

While recognizing that drug abuse
cuts across all age. social and

and education and are not intended to
address treatment issues

Applicants may submit proposals for
ACTION funding up to $35 000

Public agencies. and public and
private non profit organizations are
eligible

ACTION grants are intended to seed
projecis with funds not exceeding s two
year period Applicants must
acknowledge that the g ants will not be

4 and musi dy this

understanding by including operating
plens for operating without federal
funding

Applicanis must submit a detailed
plan addressing recruitment training
Management and supervinion These
plans must lend themselves to mid cycle
and projeci end analy sis to determine
the project's effectuveness

Applicants must include
endorsements from third party partners
and involve these partners from
planning through project

boundaries. ACTION is particularly
sensitive 1o the conditions that lead to
drug abuse by America‘s youth and the
elderly ACTION is Interested 1n models
that strengthen the fammly and provide
positive alternatives 1o drug abuse

The development of ACTION Drug
Alliance grants to support innovative
drug abuse prevention and education
projects assumes that those applying for
such grants are committed to mobilizing
local resources 1o institutionalize these
programs in the commuity

ACTION expects full cooperation
from all sectors of the commumity
including local businesaes, and the
direct involvement of those whom
grantees seek to help ACTION strongly
advises applicants to e courage project
beneficiaries to participate extensneh
in the planmi:g and dehvery of their
services

ACTION requires that the addition 1o
the first period of operation, voluntansn
be an integral part of project planning,
sarvice dalivety and activities projected
beyond ACTION funding Prosect
proposals under this announcement
musi reflect a clear understsnding that
ACTION funding 1s l;mited to a single
non-renewable grant. though the grant
period may exiend over a two year ime
frame

A Conditions

ACTION Drug Alliance granis are
directed at programa of drug abuse
prevention through public awareness

Aruitoxt provided by Eic:

Third-party partners—

profit or non-profit—must indicate thai

they have reviewed the project

application, agree with the project s

aims and state their inteniions to

suppori the project » goal of self
{f

may hs

y These req
waived under extraordinary
cire but the appl must
specify in the submitted proposal why
endorsements could not be secured and
what alternative means will be utilized
1o establish self sufficiency

Project beneficiaries should become
an integral part of the planming and
operation of these projects

Applicants must provide a written

d 3 a will to
Farticipate in an evaluation conducted
bv ACTION

3 Review Criteria

In addition to the conditions sei forth
above, all applications wil be reviewed
according to the following cnteria to
determine the extent to which

1 The community's needs are well
documented and justify the sward of a
grant

2 The applicant s strategies and goals
privaie sector partnership. and letters of
third parly endorsament indicate the
hikelihood that the project will be
continued beyond the first grant period
by corporate and/or private non-profit
suppori

3 Approptiate sectors of the
y luding the

beneficiaries of the project have been
myolvedin the p.oject planning and will
be invsived in the operation

4 The applicant justifies the selection
of the project goals and objectives and
demonstrates a coherent plan for
mobilizing volunteers and other
resources to achieve a determined
impact on the community s ability to
prevent drug abuse,

S The goals and ~bjectives for
rocruitment training supervision,
management and for the overall project

ded

are time phased quantified, measurable.

and amenable to interim and final
analysis

6 The budget items ar- jusnified in
terms of the proposed ¢4t and project
operai on

7 The proposed model emphasizas
strengthening the family as the pn nary
umit for drug preveniion and education,

6 Models that address youth
emphasize positive alternatives to drug
abuse

C Awared Criteria

The following criteria will be
considered in the deciston 1o fund
applications

1 The overall quality of the project as
delermined by the Agency review
process

2 The mignificance of the project in
terms of increasing knowledge of
succe: sful strategren to volunteer drug
abuse p *veniion and education
projects

3 Geographic dustribution

4 Avallability of funds

D Available Funds and Scope of the
Grant

ACTION announces that $1 500.000 1
available for grants under this
announcement Applican‘a can apply for
a grant of no more than $35,000
Publication of this announcement does
not obligate ACTION to awsrd any
specific number of grants or to obligate
any specific amount of money for
demonstration grants

E Applicatian Screening and Review
Process

The ACTION State and Regional
Offices will rsview and screen all
applications Regiona* offices will
forward sll applications to the ACTION
Dr_I\!g Allance Office

e ACTION Drug Alliance Office
will review the recommend,

3

apphcations end make the fir.al
selections

ACTION reserves the nght 1o ask for
evidence of any claims of past
performance or future capability

F Application Sybmission and Deadiine

All grant applications must be
received by the appropnate ACTION
State Office by Sp m (local time) April
17 1987 and conmist of

a Application for Federal Assistance
(SF 424 pages 1-2 and ACTION FORM
A-107 pages 3-7) with a narrative
budgel yustification and a narrative of
project goals and objectives,

b A statement of need.

¢ Arstionale n narrative form for
achieving project goals

CPA vertification of accouniing
capability.

e Arti ies of InLorporaton

f Private nor nrofit u~amizations
T ovide proof ., non-profit status. or an
» Dlication for non-profit status
dorumentalion,

8 Resume oi candidates for the
+08ttion of Project Director 1f avalable
o th -esume of the Drrecior of the
applicant agency or project,

h Organiza.or ~hart ofthe project
#nd its relationship 10 the parent
organization.

! A wnitten statement indicating a
willingnesa to participate in an
evaluation conducted by ACTION,

i Endorsements form third parily
partners,

k A written statement acknowledging
that ACTION s funding role 1s imited to
4 maximum two-yaar non renewable
grant

To receive an apphication form please
contact the ACTION Drug Alliance
Office 608 Connecticut Ave, NW
Washington DC 20525 (202) 6349132/
9784

Signed in Washingion DC on February 20
1987

Donna M Alvarado.

Director of ACTION

IFR Doc 874322 Filed 2-27-87 545 sm|
SHLME COOE oueo-18-44
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The following reproduction of a Federal Assistance
application illu trates the complexity of the form and
the need to fodow the instructions. When filling out
a Federal Assistance form or any similar state or local
grant applica.ion, adhere to the general rules men-
tioned at the beginnung of this chapter. Your applica-
tion is going to be reviewed by any number of indi-
viduals and, in some instances, ‘‘scored’’ according tc
the individual agency’s criteria for that particular grant.
By holding to a simple and clear writing style and fol-
lowing the application’s directions, you may or may
not enhance your chances of success, but you will
endear yourself to those who review the application
By the way, you can ask if there will be a scoring ap-
plied to the grant application. If it will be scored, you
should also ask for the scoring criteria

will be scored, you should also ask for the scoring
criteria.
Some additional points to ccnhsider:
@ Obtain your state agencies’ rrailing lists for state
grants
® When considering any application, be sure that
what your project is offering is germane to the
mission of the agency or foundation to which you
are applying. Know your market
@ The importence of having a third-party endorse-
ment attached to your application cannot be
overstressed. Another group’s support of your
program—particularly if that group is a well-
established business or association—lends credi-
bility to your effort and is a sign that you are
already capable of marketing your project.
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The Direct Mail Campaign

This method of fundraising is relatively inexpensive
but requires a great deal of time and effort. Put sim-
ply, a direct mail campaign is sending letters requesting
financial contributions to a specific, and carefully
chosen, list.

Try to get the stationery and the printing donated
It is assumed that if you use a word processor, you will
be able to get it donated.

The trick is to capture the reader’s attention. You
1 want those who read your letter to send you

money. Now, you need to decide who you want
to sign your letter. This is vital to the success of your
mailing. Picking a few names in your area who are in
the public eye, respected, liked by “‘everybody,”’ and
willing to help, especially where kids are concerned

Some examples of this kind of person include sports
stars, newscasters, public officials (non-partisan), and
benefactors. Do not choose someone to sign your let-
ter who will antagonize the majority of your audience.
Ask your signer if you may send the letter out on his
personal stationery—no address, just his name printed
on the top of ti.e sheet.

As an option to using personal stationery: if your ad-
7isory board is comprised of respected and known com-
munity members, use your organization’s stationery
with their names printed along the left-hand margin.

Almost at the very moment you decide to launch
2 a direct mail campaign, start compiiing a mailing
list.

Gather membership lists of your organization and
other groups to which your members might also
belong. Add groups with some affinity to your purpose
and goals, such as the medical society and auxiliary,
and phwmaceutical societies. Be sure to consult with
legal counsel about any restriction placed upon the use
of various lists for furdraising.

There are businesses which produce and sell mail-
ing lists comprised of s, fic kinds of groups Set a
target for the number of names you need. If your
organization is located in a rural or lightly populated
area, 100 names for the first mailing is a good start.
For groups near or in large cities, a 500-name list is
appropriate. Add names until you have an appropriate
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list. Once the list is final, start gett:ng the envelopes
typed. This is where volunteers come in handy. DO
NOT USE LABELS! At this point, make a decision
about return envelopes. They cost a bit more but can
result in bigger gains for your efforts If you do enclose
self-addres- . envelopes, don’t put stamps on them
Consult yo. local post office about business reply mail

each letter, using a word processor. If you do this,

remember that each letter will then have to be
signed individually, or have the signature printed—
which can be costly.

3 Decide whether or not you want to *personalize”’

Draft the letter!

You wiii note some important characteristics of

this letter. Toss in some one-lne, “*grabber,’”
paragraphs. First describe the problem, and then pre-
sent your group as a solution Ask directly for a con-
tribution, spelling out a few areas where their money
can be used. Include a P.S. w ask once again for the
contribution TODAY When you list possible amounts,
do not put them n order from smallest to largest, mix
them up

Be sure your letter is upbeat, but serious in tone and

repeat the name of your group several times

or she has approved and signed it, it is ready to
print

Any group worth its salt ought to be able to get the

printing of a fundraising letter donated or done at cost.

5 Take your draft letter to your signer and, once he

There are three basic poimnts to remember when

following up on your mailing' Send a thank you

letter. Send one to everyone on your list If, after
two mailings, you receive no response from a particular
individual on your list, purge the name. Replace every
two purged names with three new ones.

once in early March and once in mid-October, At

7 Send a mailing approximately twice each year,
all costs, avoid the holidays and the summer
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Large Events

Large fundraising events can range in complexity,
from a fundraising dinner to a concert with the mamn
sponsoring group benefiting from ticket sales and
smaller groups raising funds by running the conces-
sion stands.

The Fundraising Dinner

There are two vital components of a fundraising din-
ner. marketing and style Marketing determines the
dinner’s success and style determines whether or not
people will return (o your next dinner

Form a small planning committee for the dinner.

One person will be in charge of the overall plan-

ning, another oversees the speaker, - ntertain-
ment, and ‘‘extra touches’’ such as table centerpieces
and decorations The most critical i~b goes to the
marketing coordinator and the last of the four oversees
printing. First, decide when, approximately, the event
shouid be held Try for late September/early October
If you absolutely have no other alternative, late April
might be acceptable.

Once the date is chosen (with at least two options),
it 15 time to line up a speaker and a location Your
speaker is very important. He or she zan be a major
“‘draw’’ or a liability Try to pick someone who does
not appear n your area often, but is well known.

Brainstorm with your group to come up with a list
of potential speakers. With a little research you should
be able to secure addresses for those potential speakers
on your list Wnite to each of them but do not formally
invite them: your first letter should determine simply
whether they are available for the date(s) of the event
and what, if any, fees are involved Based on the
returning correspondence or phone calls from the
speakers, or very likely, a member of their staff, you
may then send a formal invitation. Note that there are
many organizations that operate speakers’ bureaus or
maintain listings of local- or regional-area speakers
ACTION also maintains a drug-abuse speakers’ bureau,
referenced in the appendix. Although the chances are
slim, some of the speaker’s fees might be donated to
your cause. Ask! If it is not already clear, you should
always try to get whatever you need donated.

Simultaneously, call several good hotels in your area
to ask if their ballrooms are appropriate and available .
There are many other choices for large indoor facilities,

. ™

including: fire stations, school or church muiti-purpose
rooms, service organization halls, etc.

tickets, your marketing coordinator should form a

“‘ticket tree.” If your goal is to sell 500 tickets,
he should form a ten-person committee who will be
responsible for selling 50 tickets each.

2 Print your invitation and tickets. To sell the

The chairman of the dinner should work with the

marketing ccoordinator to communicate with the

press before the event. A table should be set aside
at the dinner as a complimentary press table (in the
back) and news releases should be written before and
after the event This 1s a very good opportunity to
flavor your press release with anti-drug abuse quotes
from the White House and/or state or local government
representatives. Listed in the appendix are some
Federal resources for anti-drug policy language.




Memberships

Many groups require a fee for newsletter subscrip-
tions. Others advertise a need for ‘‘members,” re-
questing more in contributions. Some organizations ap-
peal to a potential “‘joiner’s” sense of status by offer-
ing “‘gold, silver, and bronze’ memberships at vary-
ing costs. Others use words like *‘sustaining’’ or *‘life.””

This kind of technique works well for libraries,
museums, and restoration societies, where status plays
an important role.

Special members get special treatment. It is just that
simple. So, if you want to be successful in developing
high priced, ‘“‘special”’ memberships, be sure that you
have something to offer, and make it clear what that
something is. Otherwise, stick with membership costs
which correspond to the member (individual, group,
etc.) znd at least cover the costs of your newsletter,
onre you have a track record with it.

Contributions from Business/Civic
Groups

This is probably the most common method drug
prevention groups use to raise funds, primarily due to
the large number of civic groups, associations, and
organizations who have declared drug prevention as
a major focus during the past several years.

Many groups have found a trip to the local service
club good not only for educating more people, but also
for getting ‘‘emergency’’ contributions

When making a presentation befoie a civic or
business group, be upbeat and professional Begin by
talking a little bit about the group, then put in close-
to-home terms exactly what the drug problem is in
your area. If possible, have as a speaker a former drug-
abuser. The “‘true stories” pitch, when authentic and
delivered sincerely, isa great motivational tool and may
help the “‘deep pockets’” in the audience reach a little
deeper.

At the end of the presentation, give the group
specific ways of helping you. Before you can raise
funds, though, you must ask. A lot of people new to
fundraising are embarassed when asking for money.
But remember, these civic and business groups will
probably think less of you if you do not ask. They ex-
pect it and many, not knowing what to do for a specific
project, need to find a group like yours to whom they
can make a contribution and thus fulfill a national
“¢i“rement.




34

A TSI PL - E e, AN N LY
B e MWV RERE P e, T W ]

Small Events

Small events are those which take one month or less
to plan and stage. With any event involving sales to
the public, especially where food is concerned, talk to
your city or county office and obtain proper permits,
if necessary
Spring Auction

An auction can be a successful fundraiser for your
group and become a fun annual event by stressing
family participation. The auction should be held at a
local fairgrounds, school, or similar facility. Find an
authentic auctioneer or local celebrity to sell donated
materials and, as a perfect compliment to the auction,
schedule a youth talent contest to entertain the crowd
between sales.

Items for the auction can be found from a variety
of sources.

One or two big items could really increase the money
you make, a trip or a television, for example

Advertise the auction/talent show by printing sim-
ple fliers Have a concession stand on hand to raise
even more funds.

Autumn Harvest Festival

In mid-October, a ‘‘harvest festival *’ is a great way
to make money and have fun. Almost every home
gardener has an overabundance of some vegetable each
year, usually tomatoes or zucchini, which could be
donated along with home-made crafts and other items
to set up a weekend market, or harvest festival.

Pick a site which is highly visible—on a major street,
for example. Talk to a local rental agency and ask them
to donate a canopy tent for the weekend. To market
the festival, print low cost fliers, distribute them door-
to-door in nearby shopping centers.

Once again, make sure you talk with local authorities
before you begin planning such an event to make sure
you have the necessary permits. Also, in order to en-
sure security, have at least four or five group mernbers
there at all times.

The Year-Long F andraising Plan

The year long fundraising plan is a simple document
which takes all of the fundraising activities you intend
to have for the year and breaks down each one into
monthly responsibilities
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VOLUNTEER RECRUITMENT AND MANAGEMENT

Now to the heart of your organization: volunteers—
how to get them, how to keep them. There are several
good reference works available to help you with
volunteer recruitment and management, and they are
listed in the appendix This chapter will provide an
overview of those techniques, but the keys to work-
ing with volunteers are the same keys used to work
with anyone. They are:

® honesty

@ conmiumnon sense
® respect

@® cooperation

You can make a lot of mistakes getting your program
up and rnning—but if you maintain a close associa-
tion with your volunteers, if you bring them into the
process of planning, organizing and operations, they
will pull the organization through the tough times. Con-
versely, the best planned and organized project—no
matter how well conceived or funded—will not run i
the volur.teers are made to feel less than whau they
are: invaluable. Given that principal foundation, the
effective use oi volunteers requires the application of
a number of basic maragement principles, including
organization and planning. The approach involves the
following elements:

® Job development and descriptions
® Recruitment

@ Screening, orientation and training
@ Supervision and evaluation

® Retention and recognition
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A planned approach > managing each volunteer
position involves effective imiplementation of all these
elements In the order in which they are shown.

Developing Volunteer Job
Descriptions

You already know what you want the volunteers to
do  don’t you? Writing a job description (drag out the
poster board again) will not only give the volunteer(s)
a clear picture of their role in the organization, it will
give you a tangible reference tool and will reduce the
likelihood of disputes over assignments and duties. It
tells them what they will be doing and why they are
doing it. If written properly, it will show each volunteer
that his or her assignment is directly linked to the long:
range goal (remember the poster hanging high on the
wall at headquarters?). In addition, as you go through
the regular process of volunteer evaluations, the job
description is the template by which you will measure
the volunteer’s performance.

Key points to remember in developing volunteer job
descriptions.

® Be sure to involve staff and volunteers in develop-
g their job descriptions Only by asking for
volunt~ - comments will you set activities and
goals inat are within the capabilities of each
volunteer In addition, participation in the crea-
tion of the role will enhance the cooperative at-
mosphere of the organization.

@ Make certain that your description of the proposed
work to be done by the volunteers defines both
activities and goals—what they will be doing and
why Let them know-—often—how they help the
organization achieve its mission of helping the
community.

® Remember that the job description is not a static
document, It should be updated regularly to match
any change in either the job or the volunteer

Volunteer Recruitment
The methods for volunteer recruitment can be divid-
ed into two general categories: mass recruitment and
targeted recruitment. Each has its merits, but for qual-
ity staffing, and getting precise fits t > your job descrip-
tion, targeted recruitment is the method of choice.

Mass Recruitment:

Mass recruitment 1s effective when you require a
large number of voiunteers who will be expected to
work for only a short period of time (such as a weekend
special event), and who will be performing jobs that
do not require any high level of skill or commitmendt.

Mass recruitment takes advantage of readily available
pools of people: schools, senior citizen centers,
churches, civic associations, etc. Flyers, handouts,
bulletin board announcements, appeals through public
service announcements and other media-related an-
nouncements, all are effective broadcasting tools for
mass recruitment. With the exception of electronic
media announcements, mass recruitment costs are
very low—poster board (you've got a lot of that), ac-
cess to a copier (it's the one you arranged to have
donated) to reproduce flyers, and shoe leather to walk
your notices around town.

Just remember. the volunteers you find through
mass recruitment are short-term resources As happens
often, you may attract long-term volunteers from that
group, but let that occur naturally. You will find that
mn the net that brings in a large number of volunteers,
a few will find your project to therr liking and approach
you for greater involvement. For the most part,
though, address specific needs for long-term and
specialized volunteers to targeted recruitment.
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Targeted Recruitment

Deterraining the particular type of volunteer that you
are seeking, and then selectively marketing the vol-
unteer job to qualified indwviduals, 1 targeted recrui-
ment. It is the most effective recruitment method
Targeted recruitment is essential because it allows the
volunteer manager to concentrate on recruiting qual-
ity, 1ot just quantity. It is also a more efficient method
of recruitment because a targeted approach can be
tailored to the motivations of the type of volunteer be-
ing sought.

Targeted Recruitment involves the following ques-
tions about each major volunteer position to be filled:

® What qualifications shall I look for®

To answer this question, examine the job
description written for the position It will pro-
vide information regarding the skills necessar to
perform the job, as well as information at,oat
such as the time frame required (evenings, week-
euds, short-term or long-term Job)

©® What kinds of individuals or groups possess these
qualifications?

Examininy the qualifications will give you ideas
about possible types of volunteers who could fill
the position. For example, if you are looking for
a volunteer to help with financial management.
consider accountants or bankers, through a local
accounting firm or bank

Once you have dentified a typ” of individual
or group, it is eas, to identify methods for reach-
ing them directly For instance, m the example
cited earlier, you may need a volunteer with
financial skills Logically, an accountant co’ - s to
mind. To find an accountant quickly, look i the
phene book, send brochures to the individuals
listed, make conuacts at a local accounting associa-
tion or send a representative from your speaker s
bureau to give a recruitment talk.

® What would motivate them to volunteer?

Narrowing the range of potential volunteers also
provides a better opportunity to target the
volunteer recruitment pitch. Once accountants are
identified, make an appeal that flatters their ex-
pertise. For example, if they are senor partners
in an accounting firm, an appeal that suggests
they could make future business ~ontacts might
be successful

Volunteer Screening, Orientation
and Training

Screening, orientation and traimng all deal with
maiching the appropriate volunteer to the correct Job
Each of these areas depends on having an accurate
volunteer description i place The Jjoo description will
tell vou what qualfications are essential for successful
co” letion of the work, what pieces of information
ne 2d to be covered in the orientation, and what addi-
tional ramning needs to be given the volunteer

Volunteer Screening.

Volunteer screening should consist of an nterview
with each potential volunteer. The purpose of the in-
tervi~w 1s to determine three things.

@ Suitability for a specific job:

Is the volunteer quahfied and wiling to do the
volunteer job?

® Other interests or talerus

Does the volunteer have additional abilities that
might be betier utilized by the organization in
another capacity?
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him or her to respond?

perform the job.

must be followed.

How did the volunteer hear about the organiza-
tion and its need for volunteers? What motivated

The actual volunteer interview should be face to face
The format and length of the interview will depend
on the complexity of the volunteer job, the amount of
responsibility to be assumed, the length of time, com-
mitment, and the sensitivity required to successfully

Volunteer Supervision and Evaiuation

Volunteers, like paid staff, require feedback Super-
vision and evaluation are the managerial processes
through which this feedback is given To carry out this
process of providing feedback to volunteers, three sicps

® Reach an agreement with the volunteer on the
work to be undertaken and the results to be
achieved. One method by which this is done is
through the volunteer Job description Another
method 1s through the assignment of more specific
tasks to the volunteer

@ Provide regular contact with the volunteer. This
contact allows you to monitor the volunteer’s pro-
gress and also provides opportunities to assist and
motivate the volunteer
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® Conduct period evaluations of the volunteer’s
work The evaluation should be formal in nature
and should consist of an honest appraisal of the
performance The eval iation should also allow for
input from the volunteer Evaluations can serve
four beneficial purposes

® They allow you to recogruze and congratulate
those volunteers who are performing
effectively

® They offer volunteers who are dissatisfied
with their jobs a chance to express their
problems

® They provide a good opportunity for spot-
ting volunteers who are beginning to suffer
burn-out or who are bored.

® They create 4 structured forum for discus-
sions with volunteers who are not working
to adequate standards.

Retaining and Recognizing Volunteers.

Retaining and recognizing volunteers are re'ated
topics Each deals with motivating volunteers to r¢ nain
with tiie organization Volunteer retention can be
enhanced by the followmng methods

ERIC
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@ Have a meaningful job for each volunteer Do not
create make-work positions or positions that do
not relate to concrete achievements

® Carefully match the appropriate volunteer to the
correct job When you find a mis-match, transfer
the volunteer to a more suitable assignment

® Provide constructive supervision and evaluation
to volunteers Do not confuse volunteers with
unclear assignments and do not leave volunteers
uncertain as to what good they have accom-
plished

® Periodically re-evaluate all volunteers for any
changes in interest or roles they mght have
Perhaps they and the organization will benefit
from a reassignment

® Keep inconvenience to a minimum Do not over-
whelm your volunteers with paperwork or irrele-
vant items Volunteers want to see their donated
time utilized in helping people, not in dealing with
the bureaucracy.

Volunteer Recognition:

Volunteer recognition can be a more creative area
Just remembe. that recognition 1s a year-round activ-
Ity, not just something to be implemented during
National Volunteer Wee):
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Well, here ycu are. You've now got a goal, objec-
tives, methods, activities, funds, a board of directors,
your 501(C)3) status and volunteers. What you need
to round 1t all off 1s publicity After all, what good 15
your light if you keep 1t under a bushel basket? You
need to become a newsmaker in a two-part serse, you
need to produce newsworthy material, and you need
to be newsworthy matenal Just what s news?

The standard answer to the question is that news
is whatever the editor decides 1s news News is what
the editor thinks will interest people today News must
meet the criteria of timeliness and interest in order to
be ‘‘news.”

There are two kinds of news. no, not good news
and bad news The answer is voluntary and wnvolun
tary Voluntary news 1s that which you can create—
the announcement of a project to rid a local school of
drug abuse, is an example. Involuntary news 1s un-
planned—the njury of a volunteer at a project site For
the former, you have the luxury of planning the release
of the story: for the latter, you need a standing *‘crisis™
policy that will let you or a Gesignated representative
of the organization respond quickly and appropriately
to reporters.

Any news story includes at least one of the foliow-
Ing elements

Timeliness, Novelty, Public Interest, Conflict,
Tragedy, Humor, Human laterest, Proximity,
Irony, Controversy, Money.

If it has occurred tc you that the more elements a
story has, the better that sto.y will be, then you are
begmning to think like an editor As you consider put-
ting your organization’s n me on the stre , or air-
waves, ask vourself how you can use any of these
elements to your adv  age, to get an editor to pay
attention to your particuiar group While some of w hat
your group does will e news, 1t is publicity you really
want

Pubiicity 1s ssmply letting people know through the
medw. what you are doing, and what it mears to
hem Don't let the word *‘raedia’” intimidate vou The
“media’ are people, too Every day you are talking
to people, you are commun’cating When you started
fundraising, recruiting volunteers, putting together
your board or seeking contrbuions, you were com-
municating information to people about your organiza-

tion and 1ts plans and goals. You have been recruiting,
motivating, rewarding, asking for help, inspiring dona-
tions, researching, educating and persuading. Why not
let someone else do a little of that work for you?

® Write a letter and you reach one or two people
per letter; write a news release and you'll reach
thousands.
® Make a phone call and you jet one person know;
tape a message and radio can carry your message
to thousands.
® Visit a friend or official and you make an impres-
sion on one or two individuals, go on a local talk
show or make a videotape and you touch hun-
dreds of thousands
In other words, you don't really need to do anything
new  you just need to do what y»ou do a httle differ-
ently and include a few folk~ who cun help you

Media Lexicon

Broadcast-—refers to the electronic media—radio
and television.

Media—all of the conduits an organization can
use to tell i*s storv to the public, such as news-
papers, radio, television, magazines, billboards,
posters and direct mail. Even hand bills on
bulletin boards.

Print—refers to newspapers (daily or weekly) and
magazines—not only commercial publications but
also in-house publications of local industry, busi-
nes., labor, non-profit organizations, civic groups,
clubs, churches, etc.

Publicity—supplying information to the public
through media not controlled by your organiza-
tior. News releases and public service an-
nouncements are publicity devices.
Promotion—like publicity, promotion seeks to
inform, but you are in centrol of the message.
Advertising, for example, is a promotion tool. S0
is your organization's newsletter.

Pubiic Reiations—the art of telling your organ-
ization's story, keeping the public aware of your
work anu how and why your organization is of
benefit to the community. It includes the use of
publicity and promotion.

Public Service Announcements—anpouncements
ared by radio and television stations on bebhalf of
non-profit organizations. They are often referred
to as PSA's.
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What's What i the Meia and the Media Plan

Whether you live in a small town or a large city,
there are many different ways to get your message ot
Here are some of them:

® Classified ads—help wanted

® Radio/TV Public Service Announcements (PSA’s)

® TV talk shows

@ Radio talk shows

® Radio new. features

® Newspaper features/articles on your project

® Special events

® Displays, exhibits in highly visible locations

@ Church bulletins

® Posters (you'll get rid of that stuff yet) and flyers

©® Newspaper community calendars

® Bilboards

In order to take advantage of any or all of these
elements, you'li need to develop a media plan that
matches your year-long plan and anticipates what the
media refer to as “‘lead times,” or ther - planning
schedules. Because lead times vary from media type
to media type, you need to have a sense of the lead
times of each prospective media outlet or publicity
vehicle These lead times do not apply to “breaking
news,” which is usually reserved for front pages of
papers, or lead-off news on TV or radio. A media plan
supposes you have time to work with the media Some
general examples of lead times are newspaper general
news—3-7 days; newspaper features—2 weeks or
more; weekly-newspaper features—1-2 issues in ad-
vance; television news—1-7 days; television talk shows
—~2-4 weeks, large-circulation magazine articles—1-4
months, large-city racio talk shows—1-2 weeks: small
town radio talk shows 3-7 days, business/association
newsletters—at least oue issue in advance
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The Tools orf the Trade:
News Releases and PSA’s
The News Release

A well-prepared news release follows a standard for-
mat which tells an editor as quickly as possible why
you are writing, what you want done, and when The
format 1s known as the “‘inverted pyramid,” and it
places the important facts of your story in the first few
lines. If an editor doesn’t have space for the entire
release, it can be cut from the bottom where less 1m-
Lortant information is.

At the top of the pyramud, the first paragraph is the
“lead "’ It is usually one sentenrce long, never more
than two, and generally tells the “‘who, what, where,
when, why and how'’ (the “five W’s and H" of your
story)

The second paragraph 1s called the ‘‘bridge.” A
bridge is a means of transition from the summary in-
formation of the lead to the detailed information of the
rest of tle release. One function of the bridge is to ex-
plam any ‘‘whys’ or “‘hows’’ not included in the lead

The third and last par- ~f the pyramid is the ‘‘body.”
The primary function of the body o explain the in-
formation given in the lead In other words, the body
“fleshes out’’ the facts of the lead with interesting and
signuficant details Remember, the facts in the body are
presented in diminishing order of importance

If you don't have news release stationery, use your
organization's letterhead for the release Your letter-
head or a news release head remnforces your credibility

If you have read this far and understand what 's go-
ing on, you can consider yourself a reporter. It takes
practice to write a good relea-e, but here are a few
helpful hints.

® Use short words, short sentences, short
paragraphs

® Give exact dates in a release, not ‘‘next
Thursday ™’

® Check and recheck your facts for accuracy

® Avoid the use of adjectives in a news release
Unless 1t's a quote, optnion 1S not appropriate in
a release

@ Spell out numbers from one to ten, then use
numerals Never begin a sentence with numerals

@ Always proofread your release before sending it
out. Correct any typographical errors.

Once your release 1s written, decide where o send
at If your project covers a large area, find out what
newspapers cover the same area, then call each one
to see who should recewe your release Larger, daiy
newspapers have different editors and reporters who
cover certain areas of interest, called ‘‘beats’ On
smaller, weekly newspapers, there 1s usual:y one editor
who receives all releases In either case, it is always
best to have a name to send your release to, rather
than just a general address

Remember, newspapers are flooded daily with
releases from corporations, government agencies and
non-profit organizations, you have to do everything
possible to ensure that your release gets read.

In addition to having an editor’s name, another
technique is to hand-write the addresses on the
envelopes (assuming you have legible hand-writing).
Still another technique is to call the editor/reporter
whu: e name you have been given and discuss your
event with hum or her Usually, the person will ask you
to send a copy of the release, and when it comes across
that person’s desk, he or she may be more likely %0
give somme attention to it

Since newspapers usually have afternoon deadlines,
it is best to call in the morning or as ea-ly in the day
as possible Generally, calls should be limited to par-
ticularly important or unusual events.

Keep in mind that editors and reporters are almost
all workir.g under pressure of tight deadlines, so keep
your conversation brief and to the point and don’t be
offended if the person to whom you are speaking seems
abrupt They’ll appreciate your professionalism in
understanding their situation

Public Service Announcements
Now, let’s talk about public service announcements,
more often referred to as “PSAs”" Radio and televi-
sion stations air PSA’s on behalf of non-profit organiza-
tions If you wish to get a PSA about your volunteer
recruiting drive or anti-drug project on the air, you
should first call the Public Service Director at each
broadcast station three weeks to a month ahead of
time Find out.
@ Do they accept scripts or do they want taped
material? If they want taped material, will they
allow you to visit the station and tape the PSA?

@ If they accept scripts, how far in advance do they
want them?

45




® What length PSA do they prefer—60 seconds, 30
seconds, or 10 seconds?

If you are to write your own PSA’s, bear in mund that
broadcast writing is far different from writing for the
print media. Broadcast copy is written and designed
for the ear. It is personal and has a sense of immediacy.

Therey =f basic rules in writing broadcast copy:
it must be clear, concise, conversational and correct.
Also, breadcast copy uses the ACTIVE voice and PRE-
SENT TENSE whenever possible. ‘“The Midvale Youth
Against Drugs will sponsor a fund-raising auction,
Saturday, July 7, uses the active voice, as opposed
to “An auction will be sponsored by Youth Against
Drugs, Saturday, July 7"

Clear copy is easy to understand the first time it 1s
heard. It is developed in a logical way and flows
smoothly so that 1t is easy for the Listener to Tollow,

Concise copy does not include unilecessary words
The copy must sound conversational. One way to test
your copy for conversational tone is to read 1t aloud
Make sure there are no hard-to-pronounce words or
awkward combinations of words. Use contractions, just
as you would if you were talking

Once you're sure you've achieved clear, concise and
conversational copy, make sure it 1s correct

Broadcast PSA spots are generally acceptable n
lengths of 10, 20, 30, or 60 seconds A 10-second spot
is about 25 words long, a 20-second spot is 50 words,
a 30-second spot 1s 75 words and a 60-second spot is
150 words It is a good idea to provide PSA’s in al: four
lengths 1o a station. Check the example of a radio 1’SA
that 1s included here You may want to copy its for-
mat As with news releases, always include a contact
name and phone number
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The right kind of publicity will make it easier for your
program to attract and hold its volunteers, find new
donors and expand the scope of services you can offer
to the public

People like to know that their work 1s recogrized and
appreciated. No one deserves that reward more than
your volunteers A favorable story in your town's
newspaper, an interview with volunteers and the teens
they are helping aired in the evening news, program
posters that seem to pop up everywhere—all help to
motivate .. and volunteers

Keep in minu Mat drug-abuse issues are topical with
the media today The American Association of Adver-
tising Agencies projects that 9 out of 10 Amoncans over
the age of 12 will be exposed to at least one of their
many anti-drug public service campaigns during the
next three years You can use all this coverage as an
umbrella for your program’s publiciy efforts An editor
or station news director won’t have to be sold on the
dimenisions of the drug problem—just remember in
preparing your publicity matenals that an editor’s or
writer's tnterests and that of their readers and viewers
are best served by focusing on the problems n your
community and, specifically, on how your program 1s
combatting drug abuse.

Finally, vour efforts at getting your story out serve
a greater cause A counselor who works with teenage
addicts was recentlv quoted in a Los Angeles Tovi s
article on rhe need for more publicity, **As long as the
streets are full of drugs, kids should hear something
about not doing them every time they turn on a radio
or television or pick up something to read ™
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CONCLUSION

Now it's time to really get started If thi- suide has
done its job, you should have a general understanding
of the task before you and a sense of progression.
Following a ladder of logical steps cutlined in the gude,
you can take your organization to the top of that lad-
der, reach your goal of reducing drug abuse m your
community and in America.

The men and women who began the projects out-
lined at the beginning of this guide share with youa
vision of a drug-free nation. They have devoted more
than just time toward that goal; they have devoted
their spirits, hopes and dreams in the sincere belief that
they can make a difference

President and Mrs Reagan have done much to get
America started on the road to drug-abuse recovery,
your goal of eliminatirs drug-abuse mn your commu-
nity will keep us on that road Good luck
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ADDITIONAL RESOURCES
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Government Agencies

ACTION

Drug Alliance

806 Connecticut Avenue, N W
Washington, D C 20525
202/634-9759

NATIONAL CLEARINGHOUSE FOR DRUG
ABUSE INFORMATION

P O Box 1908

Rockwille, MD 20850

301/443-6500

NIDA-NATIONAL INSTITUTE ON DRUG ABUSE
5600 Fisher Lane

Rockville, MD 20857

1-800/638-2045—Prevention Branch-1-301/443-6500
This group has excellent publications, many are
free They contain information on drug abuse,
specific drugs and their effects, what parents and
schools can do, and legislative update Fuvents,
Peers and Pot 1T 1s excellent for awareness pro-
grams Up to 50 free copies can be ordered

ALCOHOL AND DRUG ABUSE EDUCATION
PROGRAM

U S Dept of Education

400 Maryland Avenue, SW

Washington, D C  20202-4101

US. L partment of Education The ‘‘School Team™
approach offered in this program 1s designed to
develop the capa~ity of local schools to prevent
an<. reduce drug and alcohol abuse and associated
disruptive behaviors Five regional centers now
provide tramning and technical assistance to local
school districts that apply

OFFICE OF JUVENILE JUSTICE
DELINQUENCY PROGRAMS (OJJDP)
Dept. of Justice

Washington, D C 20530

202/633-3465

OFFICE OF SUBSTANCE ABUSE
PREVENTION (DSAP)

5600 Fisher Lane

Rockville, MD 20857

Every state has an official agency responsible for
the prevention and treatment of drug and alcok.ol
related problems. Contact your state agency or.

THE NATIONAL ASSOCIATION OF STATE
ALCOHCL AND DRUG DIRECTORS

444 North Capitol Street, NW | Suite 530
Washingtor,, D C 20001

202/783-6868
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Publications

What Works, Schools Without Drugs
U.S. Department of Education
Information Office

555 New Jersey Avenue, NW
Washington, DC 20208
1-800/624-0100

Amerwcan Can' Report on Model Community
Programs

American Can Company

American Lane, PO Box 3610

Greenwich, CT 06836-3610

203/552-2000

Drug Abuse and Drug Abuse Research

National Institute on Drug Abuse

5650 Fishers Lane

Rockville, MD 20857

1-800/638-2045

Refer to DHHHS Publication No  (ADM) 87-1486

ABC’s of Publicaty

VISTA Recruiting

Meeting the Challenge
ACTION

Drug Alliznce

806 Connecticut Avenue, Nw
Washington, DC 20525
202/634-9759

Fak
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