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CHAPTER ONE

GETTING STARTED

As with any project, the amount of preparation one does will
directly affect its outcome. Preparation is the key to a success-
ful and unforgettable car wash fundraising event.

This chapter will discuss the first steps you need to take to
ensure your event's success.

ORGANIZING YOUR CAR WASH

First, you need to meet with your members and gain their
approval to hold a car wash fundraising event.

Chances are you already have synergy in your group. You need to
harness this synergy to make an effective team. If you already
have a support structure in place, this will help tfremendously.

The following pages include a number of assignments necessary
to have a successful fundraiser.

CAR WASH FUNDRAISER COMMITTEE

Establishing a car wash fundraiser committee is your first step.
Here are the committee member assignments:

Event Supervisor

Publicity Coordinator
Event Location Coordinator
Environmental Coordinator
Supplies Coordinator
Ticket Sales Coordinator
Volunteer Shift Scheduler
Post-Event Coordinator



Job descriptions for each committee member begin on page 9.
Make a copy of each description and review it completely with the
assigned committee

member making sure that their duties and responsibilities are
understood.

PICKING A DATE AND A RAIN DATE

The first task of the committee is to pick a date at least six weeks
in advance. Unfortunately, at times, circumstances out of your con-
trol may necessitate less preparation time. In these instances,
don't worry. Simply speed up the time line and cut everything by a
third.

Do not pick a date that falls on a three-day weekend, a religious
holiday, during a county fair or during predominantly rainy months.

Check the Calendar section of your local newspaper for any major
community events occurring on the same day as your planned car
wash fundraiser. A conflict of interest may cause a decrease in
attendance, and you could lose as much as 30% in revenue. But, if
you coordinate a time and location that complements the other
event (for instance, down the street a half mile) you could add 50%
more cars.

Tip: Ask organizers of a community event if you can have your
fundraiser in their parking lot and offer them 10% of the proceeds.
This could almost double the number of cars washed.

You need to have a rain date. (This is a back-up date in case it rains
the day of your event.) Three weeks later is good because you may

want to do another fundraiser even if it doesn't rain. If your volun-
teers had fun or you didn't reach 100% of your projected earnings,

another car wash fundraiser might be the way to go. But, make sure
that your rain date doesn't conflict with any big events.



HOURS OF OPERATION

We recommend that you keep the hours of the fundraiser to a mini-
mum—10:00 am to 2:00 p.m. If you are doing a wash-a-thon type of
fundraiser (see page 22) then you will want to wash as many cars as
possible, so extend your hours from 8:00 a.m. - 4:00 p.m. With
wash-a-thons, make sure your group washes every last car even if it
comes through at 5:15 p.m. As long as there are cars, keep washing.
Don't stop. You've already got the pledge.

EVENT SUPERVISOR

As Event Supervisor, your job duties and responsibilities include:

1.

Read through this entire guide and understand the tasks
involved in organizing a successful fundraising event.

Pitch the idea to your organization and have it approved.

Recruit committee members. Finding volunteers can be a
challenge but try to get some new people involved. Try to
match the talents of your volunteers with the duties outlined
for each committee member. For instance, an extroverted
person would be good at public relations while a person with a
bookkeeping background would be perfect to handle all the
money. You will be pleasantly surprised to discover that peo-
ple seem to enjoy working at car washes more than other
types of fundraisers. People tend to associate car wash
fundraisers with fun.

Create a time line starting six weeks before and up to one
week after the event.

Look over the descriptions of other assignments. Make sure
you feel confident that each volunteer is capable and willing
to do his or her assignments.

Check to make sure assignments and deadlines are being met.
Team follow-up is essential.

Act as a team leader, motivating and encouraging volunteers.

(CONT)



8. Hold weekly update meetings with the committee.

9. Have tickets printed or make the tickets. Consider asking a
local printer o become a sponsor by printing the tickets for
half price or free in exchange for advertising on the tickets.
Most print shops also do binding so you may be able to obtain
this service as well. The advantage to allowing a printer to
create your tickets is that they will do a more professional
job. Professional tickets are more presentable and official
and will greatly assist in the selling efforts. If you can't
obtain a print shop, don't worry. Tickets are easy to make.
The tickets should be eight to a page and printed on colored
paper so they can not be easily duplicated. Be sure to pick a
color that matches your organization's colors. You should
include the location, date, time and price on each ticket that
you print. Your group's logo should be in the top left hand
corner of each ticket. Don't forget to put a rain date on the
ticket (Also, work with your Publicity Coordinator to print
flyers for distribution on the day of the event and to people
who chose not to buy a ticket).

10. Cut the tickets and place them in piles of 20. Place a piece
of thin cardboard the exact size of the tickets underneath
each stack and staple one end of the cardboard to the tick-
ets. Repeat until you have enough booklets of 20 tickets each
for every member.

Tip: Print at least 100 more tickets than you anticipate selling.
If the tickets are selling fast, you don't want fo run out. It will
break your momentum.

Make sure you feel confident that you can do all this. If not, either
get the confidence or explain briefly the car wash fundraiser idea and
give this book to a person who you know can take on this challenge.



PUBLICITY COORDINATOR

1.

10.
11.

Read and understand Chapters Four, Five, and Six of this
guide.

Call local radio stations. Ask them to put the event on the
Public Service Announcements (PSAs) schedule. Start this
at least three weeks before your event.

Call all local publications that are applicable and submit
information about your car wash fundraising event to the
Community Calendar section.

Write a letter-to-the-editor of your local newspapers
announcing the event.

Call local newspapers/reporters and let them know of your
event.

Work with other local organizations to place announce-
ments in their newsletters.

Fax out letters and sponsor sheets to local businesses.
Prepare flyers for event promotion.

Make signs advertising the event.

Make wrapped coffee cans for extra donations.

After the event, write a follow-up news release or letter
to the editor announcing the amount of money raised and
thanking everyone in the community for their support and
distribute it to all local newspapers (Work with the Post-
Event Coordinator on this to avoid duplicate efforts).

EVENT LOCATION COORDINATOR

1.
2.

Read and understand Chapter Five of this guide.

Find a visible high traffic location. This is one of the first
things that must be done. It's important when selecting a
location to remember traffic count and visibility. Don't nec-
essarily tfake the first location that comes along. Generally
the best locations are harder to get. Fixed car wash owners

(CONT)



have always known that it's best to find a location in the
busiest part of town near the busiest intersection. Some
suggestions include:

* Your organization's parking lot
* A local gas station

* A local supermarket

* A community event center

* A commercial shopping center

3. Work with the Event Supervisor and Ticket Sales
Coordinator regarding the event location and the printing of
tickets. Your group will need to start selling tickets three
weeks in advance of the car wash and the location must be
printed on the tickets.

4. Speak directly with the property owner regarding the event.
Discuss traffic flow and assure them that you will not block
traffic. Also assure them that your event will not take any
more than the necessary amount of parking spaces or cause
them to have any complaints from the tenants. Emphasize
that your event will probably increase business for the ten-
ants and assure them that you will not trample their land-
scaping. Offer them a letter stating all of this.

5. Speak to the property owner regarding event insurance and
obtain insurance if the property owner desires (For dealing
with the insurance agent, please see sample questions and
answers below). Usually a gas station has an all inclusive
insurance policy that covers special events, but not always.
Sometimes they may have such a policy but are unaware of
the exact coverage and, therefore, require additional insur-
ance for your event. If your event is going to be held at a
commercial shopping center, you will most likely need general
liability event insurance for a car wash fundraiser which will
cost between $50 and $75, but could be as high as $150 if
additional insurance certificates are requested. Most shop-
ping center property managers will want to re-assign the
risk of liability. They will need a letter from your group, a
diagram of the layout, washing area and copy of the insur-

(CONT)
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ance. Do everything you can to reassure property owners
that they are covered. It is good public relations.

6. One week before the event write a confirmation and thank-
you letter to the property owner thanking them for their
support.

Here are some sample questions and answers in dealing with the
insurance agent:

Question: What are the date, hours and location of the event?

Answer:  Our car wash fundraising event will be held on Saturday,
May 22, 2001 from 10:00 a.m. - 2:00 p.m. at Joe's Gas
Station, 123 Main Street, Anytown, USA 12345

Question: How much money do you anticipate making the day of
the event?

Answer:  Our organization anticipates making $10,000 the day of
the event (This may seem like your group's business only,
but some policies, even event policies, could be based
upon gross sales).

Question: How much insurance will your organization need for your
event?

Answer: A good amount is $100,000 single limit liability and
$300,000 aggregate. (Remember that the amount of lia-
bility required of your event is usually negotiable so
speak to the property owner. If the property owner will
accept this, it's a good amount of coverage. However, if
the property owner wants more coverage, you will be
required to obtain the additional insurance.)

Question: Will you be moving cars?

Answer: Yes, we may be moving cars (You may not have thought
about moving vehicles, but your answer should be "yes"
even if you will not be moving any cars. If a person gets
out of their car and leaves the key in the ignition and
walks over to buy a soda or hot dog, then theoretically
you are in control of that vehicle. Legally speaking that

(CONT)
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vehicle is in your care, custody and control and this may
require what is called a 'garage keeper's liability
endorsement”).

Question: How many certificates of insurance will you need?

Answer:  You will need one for the property owner and one for
your group. It may be a good idea to get one extra, just
in case.

Question: Do you need additional insured certificates?

Answer: Yes. (This is a certificate of insurance - proof of insur-
ance - indicating that the property owner is insured by
the insurance carrier also. This is important because if
someone slips and falls during your event and wishes to
file a claim, the property owners are protected.)

Tip: Does your group belong to a national organization? It may be self-
insured or already have insurance for such an event. This might save you
some money provided that the limits of liability are consistent with the
insurance requirements requested by the property owner.

ENVIRONMENTAL COORDINATOR
1. Read and understand Chapters Two and Five of this book.

2. Make sure no car wash water goes into storm drains, ditches
or waterways.

3. Work with the Supplies Coordinator to obtain vacuums, sand
bags, etc., which will remove excess water and block of f
storm drains.



SUPPLIES COORDINATOR

1.

Read Chapters Two and Five of this guide and ensure that you
understand them.

2. Collect buckets, hoses, soap, sponges, and towels from volun-

3.

teers and members.

Collect signs from the publicity person before the event and
mount them in highly visible locations the day of the event.

TICKET SALES COORDINATOR

1.
2.

Read and understand Chapters One and Five of this guide.

Consider selling pre-sale tickets for your car wash. The
advantages are as follows:

You know approximately how many cars to expect at your
car wash.

66% of ticket buyers never show up but you have already
received the money.

You will have use of the money in advance even in the event of
rain. Your rain date is three weeks away yet you have most of
the money now.

. Give at least one booklet of tickets to each member of your

organization.

Keep a log of ticket booklets distributed to and money collect-
ed from each person. Make sure the number of tickets they
received and the amount of money they collected match up.

Update the car wash fundraiser committee on ticket sales
during weekly meetings.



VOLUNTEER SHIFT SCHEDULER
1. Read and understand Chapter Five of this guide.

2. Ensure that enough volunteers have signed up to work the
day of the car wash.

3. Create a sign-up sheet including volunteer name, shift work-
ing and home telephone number.

4. Call and confirm with each person the day before the event.

Have a few volunteers ready to work extra shifts in case
some volunteers have emergencies arise the day of the car
wash.

6. On the morning of the event, organize your volunteers and
assign them individual tasks. If you have 20 or more volun-
teers who will be washing cars, divide them into a morning
and afternoon shift, 10 in each shift. Have the first shift
show up 30 minutes before the start of the event to help you
set up. If you are doing a wash-a-thon type of fundraiser
(see page 22) and you want to wash as many cars as possible,
break your 20 people into four groups. Four people from 8:00
am to 10:00 am, six people from 10:00 am to 12:00 pm, five
people from 12:00 pm to 2:00 pm and five people from 2:00
pm to 4:00 pm.

7. Throughout the event, assess the energy level of your volun-
teers. If someone looks like they are struggling, reassign
them to a less strenuous job such as:

* Picking up trash

* Filling up buckets

* Hanging up towels to dry
* Collecting donations

* Holding signs

- Directing traffic

The most important thing is to make your car wash easy and fun for
your volunteers. You want volunteers from your group to leave hav-

ing had a positive experience. This makes it easier to recruit volun-

teers next year. If done correctly your annual car wash fundraiser

will get easier and easier. And, each year, your car wash will gener-

ate more and more money for your organization.
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POST-EVENT COORDINATOR
1. Read and understand Chapter Six of this guide.

2. Make sure the car wash site is spotless when the car wash
fundraiser is done.

3. Make certificates of appreciation for all committee members.

4. Make a certificate of appreciation for the gas station owner or
the property owner.

5. Work with the Publicity Coordinator to distribute a letter-to-
the-editor of your local newspaper publicly thanking everyone
for their support.

A GREAT IDEA! CAR WASH-A-THONS

If you don't want to have your members selling car wash tickets
because they have been selling raffle tickets and candy all year, there
is another way to make a lot of money for your organization. Have a Car
Wash-a-Thon and wash all the cars for free. That's right! Wash all the
cars for free!

Have your group ask people for pledges of $0.01 to $0.05 per car
washed. Each pledge-giver then receives a free car wash coupon. Have
family members pledge first. Typically, family members will pledge a
higher amount per car. And, if others see high pledges, they will be
more inclined to pledge a higher amount per car.

For those interested in giving a flat rate, have a separate sign-up sheet
and have them fill that out. Always keep the two sign-up sheets sepa-
rate. People tend fo pledge or donate what previous people pledge or
donate. If you obtain a few people giving you a flat rate, 10 more people
will also go for the flat rate when they see that page and that could
cost you in the long run. Always try for pledges first!

There is a sample pledge form, number of cars washed form and a flat
rate sign-up sheet form in the Appendix section of this book.
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CHAPTER TWO

ENVIRONMENTAL CONSIDERATIONS

HISTORY

In 1972, Congress passed the Clean Water Act in response to the
polluting of the nation's waterways from industry, sewage treatment
plants and urban runoff. The Clean Water Act gave the states the
power to begin solving this problem. Given this authority, the states
enacted laws to begin healing our nation's waterways by targeting
cities, counties, and businesses to implement pollution prevention
programs.

To regulate water quality, the state of California created a State
Water Resources Control Board (SWRCB) as defined by the Clean
Water Act. The SWRCB's authority allows them to regulate any
activity or factor that might affect the quality of state waters.
This includes the prevention and correction of water pollution.

Recently, the SWRCB asked all state counties to apply for permits
to discharge runoff into state waters, called National Pollutant
Discharge Elimination System or NPDES Municipal Stormwater per-
mits. As a requirement of the NPDES Permit, each permittee is
responsible for developing programs and passing ordinances to con-
trol and reduce their local runoff/pollution.

In October 1998, the City of Los Angeles passed the Stormwater
and Urban Runoff Pollution Control Ordinance, which regulates all
stormwater-polluting activities. However, the City agreed to provide
an exemption for "car washing performed as a charitable or social
fundraising activity by scholastic, religious, or community organiza-
tions in the City of Los Angeles." This exemption is based on an
understanding of the intrinsic value of car wash fundraisers to com-
munities and youth throughout the City. The Regional Water Quality
Control Board required the City to develop a set of "good house-
keeping" pollution prevention practices for distribution to and
implementation by these organizations to minimize stormwater pol-
lution from car washing events.

12



STORM WATER DISCHARGE AND CAR WASH FUNDRAISERS

During a car wash, dirty water containing soap and detergents,
residues from exhaust fumes, gasoline and motor oils washes of f
the cars, flows off the pavement and into nearby storm drains (usu-
ally openings in the curb/gutter). Unlike the water we use in our
homes and businesses which is treated at wastewater treatment
plants, the water that goes into storm drains flows directly into
rivers, bays, oceans and lakes without any kind of treatment. Alone,
one car wash fundraiser event will create little, adverse environ-
mental impact. But, collectively, car wash fundraiser events con-
fribute significant amounts of water pollution.

To help ensure your compliance with municipal regulations, we sug-
gest that you follow the "Good Housekeeping Practices" listed below
for an environmentally successful car wash fundraising event. Using
these practices, you will meet two equally important goals: (1) Raise
a lot of money for your organization and, (2) Minimize the amount
of soapy wash water that enters any storm drain.

NOTE: Both the owner/occupant of the property on which you con-
duct your car wash and your organization are responsible for imple-
menting these practices. Ensuring that your group implements
these practices will protect the site owner/occupant and should
make them supportive of hosting car wash events of the future.

600D HOUSEKEEPING PRACTICES FOR CAR WASH
FUNDRAISING EVENTS

Good Housekeeping Practice #1:
Before beginning your car wash, remove all trash and debris from
the car washing area.

Good Housekeeping Practice #2:
Use only soaps, cleaners, or detergents labeled "non-toxic", "phos-

phate free", or "biodegradable". The safest products for the envi-
ronment are vegetable-based or citrus-based soaps.
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Good Housekeeping Practice #3:
Avoid the use of acid-based wheel cleaners.

Good Housekeeping Practice #4:
Minimize the amount of water or soapy wash water running off the

car washing area by implementing the following:
+ Always shut off or kink the hoses when not in use.

* Whenever possible, select a site where the cars can be driven
onto grass or gravel for washing. Or, select a site where wash
water will drain onto grass, gravel, or landscaping, or into the
sanitary sewer system. This will allow the soapy water to filter
through vegetation and soil instead of flowing into a storm
drain.

* Use a bucket of soapy water to resoap rags or sponges through-
out the wash rather than adding more soap directly to the
rag/sponge.

+ Do not empty buckets of soapy or rinse water into the parking
lot, street, gutter, or storm drains. Always empty buckets into
the sanitary sewer system (e.g. sinks or foilets).

OTHER RECOMMENDATIONS FOR POLLUTION PREVENTION

+ If you choose a site that drains into a street, block off the
storm drain with sandbags or wet towels and divert the dirty
water, onto grass, gravel or an area where the water can pool
and evaporate throughout the day. At the end of the day, pump
any remaining water into a sanitary sewer drain. If no one in
your group owns a water pump, ask local wastewater authorities
if you may borrow a pump. Another option is fo vacuum the water
using a shop vacuum.

* Wring sponges and wash rags into buckets, not onto the ground.

* Clean up the site after the event. Have volunteers walk the
perimeter of the site location picking up any trash and debris
and dispose of it properly.

+ Shake car mats into a trash can or vacuum them. Do not shake
dirt from car mats directly onto the ground.

14



WATER CONSERVATION

Water conservation is as important as ensuring that runoff from
your car wash fundraising event does not flow into local storm
drains. The average person uses 65 gallons of water to wash their
car. This total can increase to 3,600 gallons of water used during a
car wash fundraising event where hundreds of cars are washed.

The following are some suggestions for ensuring that you clean cars
with the least amount of water possible:

1. When using a regular garden hose, furn off nozzles or kink
the hose when you are not spraying a car.

2. Consider contracting with a local professional mobile car
washer or car detailer. By spraying a car for 20 seconds to
get it wet, soaping off the dirt and then rinsing the car for
approximately 40 seconds, mobile car washers use only 2.4
gallons of water/minute/car (You may also be able to bring
on a professional mobile car washer as a partner or sponsor.
They get good publicity from being at your event! But, make
sure the mobile car washer follows the good housekeeping
practices on pages 27 and 28).

3. Use a pressure washer for your car wash. Large department
stores have electric or gas powered units for $300 and
$800, respectively. Or, borrow a pressure washer from a
local painting contractor. Using a pressure washer you
should be able to wash 20 cars with one five-gallon water
bucket. This will reduce your wet/rinse cycle to a little over
one gallon of water/car. With a pressure washer, you can
wash 50 cars with the same amount of water you would use
to wash one car with a regular garden hose - a significant
amount of water saved!

Tip: If you use a pressure washer to wash/rinse a car, you will get a fine
mist spray. The water can be applied evenly and will spread the water even-
ly on the asphalt causing the water to evaporate quickly and greatly reduc-
ing the amount of water reaching the storm drains.
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CHAPTER THREE

TIPS FOR A SUCCESSFUL FUNDRAISER

Whether you choose to have a car wash-a-thon or a pre-sale ticket
car wash, you should read this chapter. In this chapter we will dis-
cuss some tips for ensuring that your car wash fundraiser is suc-
cessful.

SETTING GOALS

Setting goals for your car wash fundraising event is a good begin-
ning. Goals that have been embraced by your organization will be a
great motivating factor and keep your members focused. Here are a
list of questions that should help you set realistic and attainable
goals for your fundraising event:

How much money do you want or need to raise with this
event?

How many people/kids are in your group?

How many tickets will you need to sell or how many pledges
will you need to receive to meet your goal?

How many cars can your group wash?

Would it be better to have a pledge drive or a pre-sale tick-
et drive?

MOTIVATION AND PEP TALKS

It is extremely important to keep your team motivated in the weeks
leading up to the event. Motivation is especially important during
ticket sales. Keep your sales people motivated by encouraging them
to do their best. Three out of 10 people will buy a ticket, so to sell
nine tickets, a person will have to ask 30 people. All 30 people won't
say, "No." For those people who decline, encourage your sales people
to simply hand the person a flyer and ask them o come to the
event if they have ftime. Always encourage your sales people to
thank every person they ask regardless of their answer.

(CONT)
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When giving a pep talk to your feam members, use words like: awe-
some, winner, strike, conquer, and dominate. These are all intensely
positive words and will hopefully motivate members to sell more

tickets. Also, be sure to practice your pep talks. This may help you
get additional ideas and assist you in becoming a master motivator.

The Event Supervisor and Ticket Sales Coordinator should meet
with the sales team once per week for the first fwo weeks of sales
and then twice per week for the last week. Ask them how they are
doing and then sincerely listen. Listen for stories of success as well
as failure. Listen to complaints and compliments. If they are
encountering problems, suggest that they sell tickets in pairs. Also,
suggest alternate locations.

INCENTIVES

There are many incentives you can give to your members as they
sell tickets.

1. Have a contest to see which member can sell the most tick-
ets. 1st prize - $50, 2nd through 4th prize - $20.

2. Allow sales people to lower the price of tickets from $5 to
$4 after they sell 20 tickets, then down to $3 after they
sell 30 tickets. The tickets will become easier to sell and
the first place prize of $50 will become easier to win.

3. Make every fifth ticket represent the salesperson's com-
mission. When this ticket gets sold, the salesperson simply
keeps the money. That's the same as paying them a 20%
commission, which is good and fair.

Tip: If you lack a significant amount of members to sell tickets, consider
recruiting a paid sales force from a local youth employment service.

17



FAMILY SUPPORT

If you belong to a youth group, be sure to enlist the help of parents
and family. Family will help keep the kids motivated, provide super-
vision and transportation during ticket sales. Family can also help
kids sell tickets. Every member of the family should be given the
opportunity to try to sell tickets at his or her place of work, wor-
ship, and recreation.

TEAMS WITH A GAME PLAN

Placing sales people in teams of two is a great way to have your
members sell tickets. Remember! People join groups to feel like they
belong. Placing people in teams will help them feel like they belong.
It will build cohesiveness for your group and members will have fun
with friends all at once.

Having a game plan for your ticket sales team will also help. We sug-
gest that you use a large format board to map out where each mem-
ber lives. Then have your members target between 75 and 100
houses and/or businesses near their homes. Make sure that people
commit to knocking on every door within their assigned area. Teams
work well in this situation.

Be careful that your teams do not overlap into each other's areas.
It can be very demoralizing and discouraging for sales people if res-
idents say "No" because they have already been solicited by anoth-
er member of your group. Also, it can be embarrassing and demon-
strate a lack of organization.

OTHER LOCATIONS

Here is a listing of additional locations for selling tickets:
* Local bowling alley or your local golf driving range.
* Outside major grocery stores.
* Medical centers with individual doctor's offices.
* Regional shopping centers.

* Pizza places after softball games.

18



Small business clusters, office complexes or high rise office
buildings.

Soccer, baseball, basketball, hockey and softball games.
Local farmer's market.

Service clubs such as: Rotary, Kiwanis, Optimists,
Soroptimists, Elks, Lions, Mesonic Masons, Toastmasters,
Promise Keepers, and Networking Groups.

Senior citizen groups and citizen/city sponsored committee
meetings.

Bingo nights for any organization.
Monthly car clubs.

Craft shows, bazaars, trade shows, chamber of commerce.

If you are a school sports team, or associated with schools, here
are some additional ideas:

Back-to-School Night

PTA Meetings

High School Football Games
Baseball Games

Track Meets

Basketball Games
Wrestling Matches

School District Office

Special Note: With all of the above-mentioned locations, be sure to
obtain permission from the appropriate manager/owner before
soliciting people.
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CHAPTER FOUR

PUBLICITY

Publicizing your car wash fundraising event is key to raising money.
The more people are informed about your event - the better your
chances are that people will participate.

PUBLIC SERVICE ANNOUNCEMENTS

The Federal Trade Commission requires radio stations to air Public
Service Announcements (PSAs). Your group can benefit from this by
taking advantage of this free advertising. Simply call your local
radio station and ask for the community service desk or the public
relations person. In the text for the PSA, be sure to list all perti-
nent information: Who, What, Where, When, Why and How, but
keep it brief.

Be extra-courteous to radio people because radio time is valuable
and often there are usually more requests than available time. If
you want a spot, offer to wash the radio station van for free. Or
give away free tickets on the radio in exchange for airtime. If the
radio van comes fo the car wash, the disc jockey or driver may be
able to get a live air link. This will add additional customers, which
translates intfo more money. Three to four PSAs at peak driving
times during the week before your event on a local station can
translate into up to 50 extra cars.

LOCAL NE