


























the ARBA, hopes the action will pro-
vide incentive and stimulus to those
communities or groups not yet recog-
nized to expedite their planning and
submit applications.

“More importantly,” he said, “this
action is intended to allow more inten-
sive and qualitative assistance to com-
munity Bicentennial efforts from both
state and federal agencies. Our goal
is to see participation by every com-
munity in our country and have the na-
tional Bicentennial flag proudly flown
by all Americans during our Bicenten-
nial year.”

Applications for Bicentennial Com-
munity status are available from State
Bicentennial agencies.

Social Reporting Program

In 1974 two out of every five life and
health insurance companies had pro-
grams to encourage employee partici-
pation in community and civic work
according to the 7975 Social Report-
ing Program.

The Clearinghouse on Corporate
Social Responsibility survey of 189
companies shows that the economic
recession has not reduced corporate
social responsibility; rather, some
companies have increased their in-
volvement particularly in day care and
transportation programs. The greatest
areas of involvement were in youth
activities, student and school activ-
ities, civic and cultural programs.

The number of employees released
during normal business hours to par-
ticipate in volunteer work increased
by one-third over 1973. Forty-two per
cent of companies reporting released
6,441 employees for 162,692 volunteer
hours.

A limited number of copies of the
booklet are available from Stanley
Karson, Director, Clearinghouse on
Corporate Social Responsibility, 277
Park Avenue, New York, New York
10017. Phone (212) 922-4976.

Management Certification

A certificate program in association
management is being offered in Wash-
ington, D. C. by the American Society
of Association Executives in conjunc-
tion with the University of Maryland.
The Professional Development Pro-
gram will . . . turn association special-
ists into well-rounded management
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executives capable of assuming chief
staff positions,” said William D. Nelli-
gan, chairman of ASAE's education
committee.

The program will operate two nights
a week for nine months of the year be-
ginning in February. If the pilot pro-
gram proves successful, the course
may eventually be replicated in other
major association centers such as
Chicago and New York City.

Nine subject areas—taught at the
baccalaureate level—will be offered:
Association Programs and Activities,
Law & Political Science, Finance, Pub-
lic Relations, Marketing, Economics,
Business Management, Communica-
tions, Human Relations and Group Dy-
namics. Supplementing the courses
will be practical class sessions on
such specific association-related
disciplines as convention operations,
research, educational programs and
management of special public-interest
projects.

Tuition for the program will be ap-
proximately $10 per classroom hour.

Association Executives who cannot
attend classes in Washington, D.C. may
take advantage of ASAE’s Voluntary
Certification Program. Experienced
executives who pass a comprehensive
examination covering management-
related subjects such as law, education
and statistics will be considered for
ratification by ASAE's Certification
Board. The costof $75 covers the filing
and examination fees.

For additional information contact
the American Society of Association
Executives, 1101 16th Street, N.W,,
Washington, D. C. 20036. Phone (202)
659-3333.

Human Services Clearinghouse

The Department of Health, Education
and Welfare announced in Novem-
ber the establishment of PROJECT
SHARE, the National Clearinghouse
for Improving Management of Human
Services.

PROJECT SHARE is part of a major
new HEW policy to assist elected offi-
cials of State and local governments
to improve their capacity for plan-
ning, managing, and delivering human
services.

PROJECT SHARE will be a central
information clearinghouse for docu-
ments of all kinds concerning many

aspects of human services planning,
management and delivery. The PROJ-
ECT will collect, abstract and index
both published and unpublished doc-
uments from a wide variety of sources.
It will also issue a quarterly Journal
of Human Services Abstracts announc-
ing (and indexing) all of the documents
processed by the clearinghouse. Other
publications will include topical bibli-
ographies on subjects of special in-
terest to PROJECT SHARE users and
Monographs describing both the state-
of-the-literature and the state-of-the-
knowledge in the field of human
services.

A reference service will be provided
for PROJECT SHARE users where they
may write or phone with requests for
information. Reference specialists
will use automated and manual means
to provide the information requested
and to identify other, outside sources
for the user to consult.

For further information contact
PROJECT SHARE, P. O. Box 2309,
Rockville, Maryland 20852. Phone
(202) 245-6863.

Public Service Announcements

The Clearinghouse for Public Service
television has collected a bank of more
than 40 public service spot announce-
ments produced and tested by com-
munity service and state government
agencies across the country. The films,
which cover subjects such as mental
health, drug abuse, aicoholism and
health education, are being offered at
a fraction of the original cost of pro-
duction. The Clearinghouse licenses
the spots for TV broadcast rights on
the basis of the size of the community
for which the license is requested. The
fee covers three copies of the spot and
includes addition of the purchasing
agency's signature to the spot. The
licensing fee is used to help the pro-
ducing agency recover part of their
production costs. Any spot can be
rented for previewing purposes at a
small weekly rate, and complete cam-
paigns may be purchased for non-
broadcast use at a fixed price per 16
mm print. Additional prints are avail-
able at $7 each print.

A brochure of spot titles and their
prices is available from the Mental
Health Materials Center, 419 Park Ave-
nue South, New York, NY 10016. Phone
(212) 889-5760.






mission so that the educational aspects
of the bill will be emphasized. Senator
Hubert Humphrey is the sponsor of the
bill in the Senate (S. 672).

Volunteers in Weatherization. Legisla-
tion which calls upon volunteers to
assist in the effort to weatherize a
small number of homes possessed by
the poor passed the House in July. HR.
8650would authorize the Federal Energy
Administration to channel $55 million
per year for three years to the states. A
state's application for weatherization
funds would be evaluated by the FEA on
criteria which include the amount of
fuel to be conserved by the state's
weatherization proposal, the climatic
conditions of the state, the number of
dwellings to be weatherized and the
mechanisms for attaining services of
volunteers. No more than 10% of the
money received by the states may be
used to administer the program. The
bulk of the money will be used forweath-
erization materials such as ceiling in-
sulation, storm windows, caulking and
weatherstripping. It is apparent that un-
less the bill is later amended by the
Senate the states will have to rely on
skilled volunteers and public service
employees to distribute and install the
materials.

For the past six months there has been
waged a bureaucratic war between
the Community Services Administration
(formerly OEO) and the FEA over the
issue of which agency shall be deemed
the one responsible for administering
federal weatherization programs. FEA
won the war after arguing that it is better
equipped to administera program which
would save thousands of barrels of
needed petroleum per day. Supporters
of the CSA claimed that its Community
Action Agencies have developed exper-
ience with its previous and existing
weatherization programs. It was also
argued that the CSA has the most exper-
ience dealing with the nation’s poor. The
Committee report of H.R. 8650 provides
that in areas where Community Action
Agencies are effectively implementing
their own weatherization programs,
funds made available to the states
should be used to supplement the exist-
ing programs and not replace them. The
Senate is expected to strengthen the
position of the CSA by giving it a part in
writing regulations for H.R. 8650. It has
been the experience of the CSA that,
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although organized volunteer efforts
such as the Jay-Cee's Project Main-
stream have been helpful in the past,
pure volunteer labor is not satisfactory
for effectively protecting the miliions
of homes in need of weatherization
materials.

Child Care Deductions for Volunteers
Based on communications sent to NCVA
from the field, H.R. 1980, sponsored by
Rep. James Quillen of Tennessee, has
received more support from volunteers
than any other piece of volunteer-re-
lated legislation. The bill would provide
a tax deduction to a volunteer for de-
pendent care expenses which free that
volunteer to perform charitable activities.
There is a $400 per month maximum
deduction which decreases as the tax-
payer's income rises over $20,000. The
theory behind H.R. 1980 is that payments
to a baby-sitter which enable an in-
dividual to volunteer are out-of-pocket
charitable contributions. The bill is
modeled after existing tax law which
allows a business deduction for depen-

‘dent care service expenses necessary

to free an individual to be gainfully em-
ployed. The House Ways and Means
Committee, as part of its deliberations
on tax reform, voted to amend this law
by changing the dependent care deduc-
tion to a tax credit in order to reach tax-
payers in the lower brackets. It is highly
unlikely that Ways and Means will con-
sider H.R. 1980 during this session of
Congress.

Much of the response to HR. 1980
has come from middle-income women
who file a joint return with their spouse
and seek volunteer work as a rewarding
outlet. Sponsors of legisiation which
would provide a tax benefit for volunteer
time are looking to H.R. 1980 as a less
costly and more feasible measure than
a deduction based on time. A meeting
of legislative assistants to sponsors of
volunteer+elated legislation is expected.
The meeting may result in (1) a con-
sensus that H.R. 1980 is the approach to
follow, and (2) a reintroduction of the bill
with more sponsors. The new bill may
be modified to provide a tax credit for
expenses instead of a tax deduction.

Raising the 7-cents-per-mile rate. H.
R. 4558, sponsored by Rep. Edward
Roybal of California, and H.R. 8895,
sponsored by Rep. Richard Ottinger of

New York, would amend the Internal
Revenue Code by setting a standard
mileage allowance which may be used
in determining the amount of expenses
a volunteer may deduct for driving on
behalf of a charitable organization.
Standard mileage rates have been set
administratively by the Internal Revenue
Service. Both Congressmen have re-
ceived letters from their constituents
which complain that the present 7 cents-
per-mile rate is too low. While the IRS
is probably correct in stating that the 7
cents rate is sufficient in light of tax
law which permits deductions solely
for oil and gasoline, there is, according
to an aide to Rep. Roybal, the belief
among volunteers that they are losing
money when they use their automobiles
and that an amendment to the tax code
is necessary to remedy the situation.
Roybal's bill would set the rate at ©
cents while under the Ottinger bill the
rate would be 15 cents per mile.

Deductions or Credits for Volunteer
Time. Rep. Joseph Vigorito of Penn-
sylvania has joined a list of lawmakers
sponsoring legislation which would
provide a tax benefit for volunteer time.
Vigorito’s bill, HR. 10611, and HR.
5765, sponsored by Rep. James Burke
of Massachusetts, are identical to a bill
introduced earlier by former Rep. Ella
Grasso, now Governor of Connecticut.
The Vigorito and Burke bills would allow
volunteers who work a minimum of 50
hours a year for public-service, nonprofit
organizations to deduct $2 an hour up to
a maximum of $2,000 per year. Under
the bills, public-service, nonprofit or-
ganizations include "any” 501(c)}3)
organization (tax exempt and tax de-
ductible), “any” 501(c)(4) organization
(tax exempt), private or governmental
public-safety groups, and nonpartisan
groups engaged in advancing electoral
or legislative reforms. The introduction
of the Vigorito bill may have been in
response to an editorial appearing in a
major newspaper in his district which
called upon him to reintroduce the old
Grasso bill. The editorial argued that
passage of such a measure "would con-
stitute quite a reward and an incentive
for public service.” H.R. 5765 and HR.
10611 do not support the argument that
a donation of services should be con-
sidered a charitable contribution be-
cause the bills permit an individual to

(Continued on p. 31)



























and it’s up to the planning committee
to find out.

Before finalizing the date for an event,
the planning committee should consult
the Community Calendar. This will
prevent two or more functions being
scheduled on the same day and com-
peting with each other for attention and
attendance.

Usually the Community Calendar is
maintained by an agency such as the
chamber of commerce. In some areas,
the local paper keeps a schedule of up-
coming functions. In New York there’s
a central registry for listing social and
cultural events. It’s under the aegis of
the City’s Department of Civic Affairs
and Public Events and staffed by volun-
teers. (Community groups interested in
establishing such a clearinghouse may
obtain how-to details from Mrs. Kelly
Winter, Room 2200, 521 Fifth Avenue,
New York, New York 10017.)

But no matter where the Community
Calendar is kept, the planning com-
mittee should find it and be guided
accordingly.

Wanted: A Super Chairman. The chair-
man plays a major role in an event’s
outcome, so finding the proper person
to “run the show” is necessary. Qualifi-
cations to lcok for are ability to manage
and organize, a flair for dealing with
people, flexibility, patience, imagina-
tion, good judgment, a well-developed
sense of humor, and a cool head to cope
with pressure and emergencies that
may arise.

The chairman is responsible for estab-
lishing a work plan and time schedule,
recruiting the committee, overseeing
and coordinating its activities, and
keeping everyone busy and productive
while maintaining peace and harmony.

The chairman needs the cooperation
and assistance of an active, hard-work-
ing committee — people with the energy
and resourcefulness to translate ideas
into reality, handle details, meet dead-
lines and sell tickets. Each member of
the committee, regardless of other
duties, must sell as many tickets as pos-
sible to insure full attendance.

Haste Makes Waste. As the saying goes,
time is of the essence. This is especially
true when it comes to fund-raising
functions. Ample time is necessary to
manage the details related to organizing
and staging and to conduct effective
publicity and ticket-selling campaigns.

The amount of time required depends
on the size and scope of the event. The
larger and more elaborate the affair, the
more time that’s needed to insure its
success. For example, a charity ball
with an ambitious financial goal takes
anywhere from ten months to a year;
something more modest, like a card
party, can be successfully staged with
as little as three months’ preparation.

Dollars and Sense. An event can be
costly unless it’s strictly budgeted. Ex-
penses should be carefully calculated
in advance and kept to a minimum
to guarantee maximum net proceeds.
Donations of services, materials and
merchandise will keep costs down;
although getting such help calls for a
great deal of begging and coaxing on
the part of the committee.

Canvassing business firms may turn
up financial support in the form of
expense underwriting. With this type
of backing, an event’s entire proceeds
can go directly into charity.

Many companies have social respon-
sibility programs which provide sup-
port for community projects. They real-
ize that participation in local activities
gives them exposure and enhances their
image.

Application for assistance can be
made by letter to the director of com-
munity relations. The letter should in-
clude a full description of the proposed
event and specify how its proceeds will
help to fulfill some community need or
contribute constructively to community
life. The presentation must be accom-
panied by a detailed budget that lists
estimated income and expenses.

A request for financial aid usually
goes through several channels before a
final decision is reached. Obviously,
this can be extremely time-consuming
so efforts to seek underwriting support
should be started well in advance of the
date set for the affair.

“Selling” the Public. No event sells it-
self. A well-planned, well-coordinated
publicity campaign is needed to handle
the selling job. This means using all
available outlets as fully as possible
to attract attention and create interest.

These outlets include the press, radio,
television and “visibles” such as post-
ers, flyers, handbills, bumper stickers,
balloons, announcement cards for store
counters, window displays in banks
and department stores, paid advertising
and ‘‘statement stuffers.” Prospects for

the latter are department stores, banks,
and telephone, utilities and other com-
panies that mail monthly statements. If
permission is granted, the notices must
be folded and ready to insert when de-
livered to the various companies.

The press, radio and television are
the most widely used publicity outlets
and the least expensive.

Securing press coverage calls for
clear, concise news releases that pro-
vide accurate information concerning
who, what, when, where and why. The
releases should be distributed to local
daily and weekly papers as well as to
those in nearby communities.

Most radio stations are willing to
broadcast public service spot announce-
ments related to community events.
Usually about twenty seconds of air
time are allotted to the spots; therefore,
to fit into this time schedule, the an-
nouncement must be brief. A mini-ver-
sion of a press release will suffice—i.e.,
who, what, where, when and the price
of tickets and how they can be obtained.

The spot announcements can be ad-
dressed to the community events editor
and submitted approximately three
weeks prior to the function.

The evening news broadcast on the
local television station offers another
means of promoting an event, although
preference is usually given to those
functions that involve widespread com-
munity interest and participation. The
station can be alerted via a news release
addressed to the news editor.

An excellent way to spread the news
of a forthcoming event is “word of
mouth.” If the committee members are
properly enthusiastic, their comments
to friends, relatives and neighbors will
be highly beneficial in helping to pub-
licize the affair.

Post-Event “Musts.” Everyone appreci-
ates an expression of gratitude so the
chairman should send thank-you notes
to those who contributed to the event’s
success: committee members, donors
of services, materials and merchandise,
and news media people and others who
helped to publicize the affair.

And the most important “must” of
all: an honest evaluation of the event—
no cheating allowed. A retrospective
look will pinpoint weak spots, weed
out those committee members who per-
formed poorly and focus attention on
mistakes. The information provided
by a thorough review will prove in-
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seconds is quite a short time, and you
must be able to tell all of your story in
that short time; and then compete for the
relatively few number of ten-second
availabilities.

Community Bulletin Board. Most sta-
tions run a one-minute spot each mom-
ing, announcing community events and
activities over a generic slide. Each por-
tion of the announcement is generally
allotted ten seconds. This costs you
nothing at all; but don’t count on one
hundred percent success based on the
Community Bulletin Board.

Radio

Audio tape spot. Much like the film or
videotape spot in television, this is the
expensive one, though radio costs are a
small fraction of television. Once again
volunteerism can keep the costs down.

Live spot. Radio disc jockeys thrive on
talk between the records, and they are
frequently willing to give excellent
“plugs” for public service causes. For
virtually no cost, this is one of the most
valuable spot positions to aim for.

The success of any spot announce-
ment effortis largely up to you. Take con-
siderable pains to analyze your goals,
your budget, the potentials for voluntary
help and your audience. Observe and
learn from the most creative, profes-
sional efforts; and translate this into your
efforts. The public is accustomed to a
considerable volume of quality commer-
cial production, and they tend to respond
to the most imaginative and informative
efforts. Interestingly, the ones which cre-
ate the most successful responses need
not be the most expensive; and there is
no reason you cannot be successful in
your fund-raising on a modest budget.
Your success will depend largely on a
combination of several factors:

» The clarity and imagination of your
message. Avoid gimmicks for their own
sake, and use special techniques to at-
tract attention and entertain—but never
lose sight of the substance.

* The placement at appropriate times.
Remember to give the broadcaster
some general guidelines and encourage
him to cooperate. The placement, how-
ever, is totally in the broadcaster's
hands; and the more effectively and
compellingly you make your case with
the broadcaster, the more your chances
of success.
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* The frequency of broadcast.

¢ The level of interest or empathy of the
audience.

* The ability of the audience to respond.
Economic conditions and seasons are
central to this point, and the analysis of
the audience is a prime planning point.

Consideration of all these factors,
taken as a group, will constitute a fasci-
nating task; but only by so doing can
you best organize and succeed. Do not
ignore any—or your efforts will result in
failure. Become a serious student of ad-
vertising, for it can help you to com-
municate effectively. And, in this highly
unscientific craft, there are few hidden
techniques. Observe. From your obser-
vations will come some important points
you can put to work in your own cam-
paign. Pay close attention to every spot
you see or hear for several weeks—
really think about them and discuss them
with your colleagues. Did the spot enter-
tain you? Did it compel you to an action?
Did you even remember anything about
it half an hour later? Find out whether
thoughts have been stimulated or
changed, what attendance or the volume
of requests was, and how much money
was raised. In short, ask those who have
succeeded—their answers will be
invaluable.

Perhaps we can offer, then, some gen-
eral ground rules for spots that work:

¢ Be simple and direct. Conceive your
material with the viewer or listener in
mind. He or she is bound to have dozens
of other distractions or priorities and
can best address him or herself to your
material when it is very simple and
direct. Success in affecting an audience
can bestbe accomplished by your doing
some mental role-playing. Consider
the “average” people outside your field
and imagine them seated at home, look-
ing at or listening to a spot about your
cause. What language will reach them?
Give this notion some solid hours of
thought, and your chances of affecting
and motivating people will be greater.
* Be creative, while at the same time re-
membering the guideline of simplicity
and directness.

* Adopt and stick to a policy of total
honesty. While most of your communi-
cations efforts have positive aspects to
bring out, don't deny or hide your short-
comings.

* Learn as much as you can, not only
about your audience, but about the
business of radio and television.

* Distribute your material to every radio
and television outlet in your community.
» Determine the right media contacts
and use them.

e Above all, be clear. make every word
and picture count.

For a great deal of the material, the
physical production is a central con-
cem; and your own dedication to volun-
teerism should play a role here. Broad-
casters, for example, are constantly
looking for opportunities to be com-
mended for community service; and you
frequently can prevail upon them to pro-
vide facilities and personnel for produc-
tion of spots at no cost to you. But all
will fail if your material does not get
placed—or if it is placed in poor or in-
appropriate time periods. Assuming first
that you cannot pre-empt the sold posi-
tions, (presumably you would have no
station without them) fight for the best of
the leftover. And leftovers can be superb,
as any good cook will affirm.

Watch out, though, for the placement
pitfalls, such as:

* Placement in inappropriate time
periods.

* Placement in fringe time periods, such
asBam.or2am.

» Sending the material to the wrong
people.

How can you avecid these pitfalls?
Personal contact. And that will be the
subject of our next “Communications
Workshop.”

A Very Special ldea. Volunteering
has its rewards, as we all know. And itis
quite pertinent to radio and television.
You, in fact, can play a role in fostering
more and better-organized volunteerism
in radio and television.

How? By encouraging creation of
local chapters of an Ad Council.

The Ad Council coordinates volunteer
advertising agencies who put forth
major efforts tc create such national
campaigns as “Don’t Be Fuelish” and
“Buy Savings Bonds.” It was even the
father of Smokey the Bear. Governed by
a board of directors from a broad cross-
section of business and civic life, they
approve approximately 30 campaigns
each year. These approved campaigns
are then assigned to member advertis-
ing agencies who have expressed an
interest in volunteering. The sponsoring
organization for each campaign re-
ceives full creative efforts from the
volunteering agency and distribution
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1. Music: Under and out in 4 seconds.
“As mayor of Main City, one of my
greatest

2. concerns is the health of our citizens,
We never

3. know when emergencies will strike us
and
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4. our loved ones. 5. One of the clearest ways to provide

protection for ourselves and our loved
ones

6. is to take part in the annual Blood
Drive the entire seven days starting
July 15.

BLOOD
DONORS

!
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8. time and does so much. If you are
over 100 pounds, over 18, and in good
health,

little

9. please help those who need blcod to
live—today and tomorrow.

BLOOD DRIVE
WEEK
July 15- 21

828 - 6824

10. You may make your pledge appoint- 11. You can’t afford not to.”

ment by calling the special number,

12, Music up and out. Fade to black.

828-6624, 9 AM through Midnight,

Artwork above and following page by Roberta Biege!. Reprinted, with
permission, from Mediability: A Guide for Non-Profits & 1975 by 27
Len Biegel and Aileen Lubin.



Advertising From:
American Air Society

Public Service Television

Washington, D.C., 20009
To: Mr. Sam Involved,
Public Service Director
WYEN-=TV

12 Main Street
Baltimore, Md., 20809

Public Service No. AAS~-=128~- 20VT

If the material does not get to the right person at the right time, all is lost. Be
specific, always addressing your package to a specific person’s attention. Iden-
tify the contents and, if your budget and imagination can stand it, add attention-
getting graphics to the package so that it will stand out in a huge volume of mail.

through the Council. The sponsoring
organization is responsible for out-of-
pocket costs only.

In most communities there are at least
one and frequently several advertising
agencies. Through your efforts, you
might find that these agencies and the
local radio and TV stations can form a
community Ad Council. In this way, the
most efficient use can be made of the
volunteer resources available, their use
can be encouraged, and a forum for
exchange of local information can be
formed.

A phone call to the right manager of
the right station can get the ball rolling
in your community.

Following are some responses to
some general types of concerns which
many people have:

How much time should | allow for pro-
duction of a spot announcement?

This is a highly variable matter, and
could be as short as one week or as long
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as six months. The shorter length of time
should be adequate for the simpler
types of spots—i.e., those which are on
slides or which involve only one person
before a camera in a studio. For the lat-
ter type, the local television station
usually invites you to come to their
studio; and all of the production details
are theirs. Other types of spots require
careful planning of your message as
well as shopping around for the best
and most economical facilities. This
could take as long as six months, al-
though three months might be a better
average. Remember, none of this in-
cludes time for distribution.

I've never done a spot before. Can |
do it myself? Or do | need an experi-
enced person?

Professional or amateur, you need an
experienced person. You are competing
for viewer attention in a competitive
atmosphere and you need to aim for the
best quality. Spot productions of the

type you will require most likely can be
produced under the leadership of one
individual, who will serve as the pro-
ducer/writer/director. He will manage
the project for you, write the spot, and
create coherent and artistically pleas-
ing audio and video material.

There are many freelance people as
well as staff members at the local tele-
vision who can do this for you. If you are
successful in convincing an experi-
enced person to volunteer all or part of
the services, so much the better.

Engage the producer/writer/director
as early as possible and begin sketch-
ing the ideas roughly in a storyboard,
which is a cartoon-like layout of the se-
gquences yau intend in the spot. (See
example on p. 27)

Telethons seem to raise a great deal of
money. How do | go about organizing
one for my organization?

Proceed with extreme caution. Tele-
thons are extremely complex and re-
quire a considérable amount of money
for organization, as well as a commit-
ment from a station and the sanction of
the performing unions. The latter is
granted through an organization called
Theatre Authority, and they are the first
contact you ought to make. Located in
New York City at 485 Fifth Avenue, they
do a marvelous job of helping telethon
efforts get on the right track and monitor-
ing them so that poorly run telethons are
kept to a minimum.,

I've been invited by a local television
station to a “Community Ascertain-
ment Luncheon.” What does all of that
mean, and should | accept?

Community ascertainment is the
formal phrase for the Federal Communi-
cations Commission's requirement that
broadcasters maintain constant and in-
depth contact with community leaders,
in order to be aware of the developments
and problems of the community. Many
stations elect to do this at a monthly
funcheon at which eight or ten leaders
such as yourself are invited to speak
informally on how they see the problems
of the community. Be candid and brief;
do not be patronizing. They need your
input.

This is an excellent opportunity for
you, too, to benefit; you may meet some
of the station people in an atmosphere
in which they can get to know you—and
be of help to you in the tuture.












research (Continued from p. 11)
emment leader or bureaucrat sit up and
take notice. Moreover, these figures we
have just given represent only the tip of
a much larger iceberg; they refer only to
organized volunteer work. There is every
reason to believe that if unorganized
and informal volunteer work (for people
outside one’s family) were adequately
counted, the total hours and dollar value
would be anywhere from twice to five
times as large! Then, too, the total hours
of volunteer work seems to have grown
markedly in the past decade. However
large the voluntary sector is now, there-
fore, it will probably be much larger next
year and in the next decade.

Another economist, Marnie Mueller of
Wesleyan University, used the Census-
ACTION data to investigate discrimina-
tion against women in the voluntary
sector as compared with the business
sector. This discrimination is evident,
in part, in what is called “occupational

If you want to recruit
more volunteers to give time
to your group ...
begin with those people who are
already giving money.

segregation”—i.e., the relegation of
women to lower-level service jobs while
men hold the higher-level managerial
jobs. She found that this kind of discrim-
ination against women does exist in vol-
unteer organizations and programs, just
as in business and government. How-
ever, the degree of discrimination seems
to be quite a bit less in the voluntary
sector. Women still have not achieved
full equality, therefore, even in voluntary
action; but at least there is more equality
for women in voluntary action than else-
where. Comparison of the 1974 data with
similar data from 1965 showed that there
has already been measurable reduction
in discrimination against women in vol-
untarism. Let us hope that other surveys
in the future show continuing improve-
ment in this as well as other kinds of
discrimination.

Other scholars working with the Cen-
sus-ACTION data presented analyses
of the variations in voluntary activity
rates among metropolitan areas and the
variations in volunteering among indi-
viduals, but we have not the space here
to go into it. Let us instead shift to the
resuits of some other national studies.
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The study by Morgan and Hybels re-
ferred to earlier made another interest-
ing finding—i.e., for most people the
contribution of time to a voluntary group
and the contribution of money go hand
in hand. People do not generally give
significant amounts of time to one or-
ganization and significant amounts of
money to another. Where they give time,
they tend also to give money, and vice
versa.

This finding has vital implications for
recruiting and fund-raising by volunteer
groups and programs of all kinds. It sug-
gests that if you want to recruit more
volunteers to give time to your group,
you should begin with those people who
are already giving money. Conversely,
if you need more money to support your
group or program, you are most likely to
get additional support from those peo-
ple who are already volunteering their
time. A simple way to sum this up is to
say that you are most likely to obtain
both time and monetary support for
voluntary action from among the same
set of committed people. Conversely,
if people feel no commitment to what
you are doing, you are unlikely to obtain
either time or money in significant
amounts from them. This seems to be
true regardless of the type or size of
group involved, since the study was
based on a national survey of people in
all types and sizes of groups. (The main
exception is that you may occasionally
get very large gifts from donors who
give little time).

Two other economists, Burton Weis-
brod of the University of Wisconsin and
Stephen Long of the Franklin and Mar-
shall College, have performed a differ-
ent kind of national study, surveying
voluntary or non-profit groups them-
selves rather than their members. They
used as a source of information the
records of the Internal Revenue Service,
which requires annual reports of all
registered tax-exempt organizations.
Based ona small sample of | R.S. reports
selected carefully and then extrapolated
statistically, they estimated that the total
revenues (cash flow, more or less) of
all non-profit U.S. organizations for 1973
was over $500 billion. This double-
counts many dollars that pass from one
non-profit to another, however, and in-
cludes all non-profit hospitals, colleges,
museums and the like as well as the
more volunteer-based groups and asso-
ciations. Nevertheless, it is still another
indication that the voluntary sector is

much larger than anyone had previously
thought—and thus deserves much more
attention than it has so far received.

Finally, psychologist Mary Ann Hoff
reported on the results of a national sur-
‘vey of about 180 non-political, national
voluntary organizations. With her col-
leagues, she has been examining the
distinctive characteristics of about 40
of the best programs operated by this
set of organizations, based on extensive
evaluations of program quality.

Here are some of the features of really
high quality voluntary organization pro-
grams that they have discovered: a
sense of mission and organizational
identity; capacity of the organization
to expand and contract with the realities
of funding and changing needs; out-
standing, charismatic leaders; a set of
well articulated and highly differentiated
roles for volunteers; provision of training
and self-development opportunities for
volunteers; presence of a definite set of
financial supporters for the program,
usually users (as opposed to being de-
pendent on United Way or foundation
funding, for instance); use of internally
devised but simple ways of measuring
their own success; awareness of similar
programs elsewhere and exchange in-
formation with them; perception by the
clients that the organization is really
providing a service to them; a good
referral system for clients if the organi-
zation cannot deal with them; and clear
changes in the character of the program
over time, including changes in who
“owns” the program—e.g., local people
or outside initiators.

By contrast, the poorest quality pro-
grams were characterized generally by
the following features: lack of account-
ability in a variety of ways (to boards,
clients, staff, volunteers, donors); distor-
tion of mission to suit funding source(s);

Discrimination against women
does exist
in volunteer organizations
and pregrams, just as in
business and government

lack of adequate information flow and
openness to the outside; over-attentive-
ness to fund-raising and public relations
(rather than client needs); inability to
change programs over time because of
being too locked into a particular or-
ganizational image and fund-raising
approach; over-professionalism in some





















Working Women: Homemakers and
'Volunteers. Business and Professional
Women's Foundation, 2012 Massachu-
setts Avenue, NW., Washington, D.C.
20036. 1975. 25 pp.

Contains a review of resources pertain-
ing to the working woman and an anno-
tated selected bibliography of books,
articles, reports, surveys and projects
about housewives and working women.

Child Welfare. Child Welfare League of
America, 67 Irving Place, New York, New
York 10003. Published monthly. $8 per
year.

Monthly journal covering topics such as
day care, family life education, Art Ther-
apy, and management in the nonprofit
social service organization (November
1975 issue).

Leadership in Action. National Training
Laboratories Learning Resources Corp-
oration, 2817-N. Dorr Avenue, Fairfax,
Virginia 22030.

Collection of practical and theoretical
essays on leadership such as “Leader-
ship and Group Behavior,” "How to
Choose a Leadership Pattem,” and
“Leadership Within a Hierarchical Or-
ganization.”

Community Power and Policy Outputs.
Sage Publications, Inc., 275 South Bev-
erly Drive, Beverly Hills, California
90212. 1973. 97 pp.

Discussion of major research trends in
urban politics in urban politics in recent
years and debates about decentraliza-
tion and citizen participation. Includes
chapters on centralization of power and
decision making (and decentraliza-
tion), leadership characteristics and the
study of community power and decision
making.

Leadership Logic. The Federation of
Jewish Womens Organizations of Mary-
land, 5800 Park Heights Avenue, Balti-
more, Maryland 21215.

Excellent manual for the beginning or
experienced organization leader. Fo-
cuses on forming an organization, rules
and bylaws, financial framework, public-
ity, fund raising, speaking in public,
public relations and other topics.

Empathic Counseling: An Approach to
Training Paraprofessionals. The Open
Door, P. O. Box 1299, Nevada City, Cali-
fornia 95959. 1974. 56 pp.

Contains information on planning, re-
cruitment and selection, training and
evaluation of training as well as dis-
cussing the process of leading a training
workshop. The booklet has been written
for training volunteer crisis counselors
but can be applied to volunteers in other
direct service activities.

Americans Volunteer, 1974. Superin-
tendent of Documents, Government Print-
ing Office, Washington, D.C. 20402.
1975. 40 pp. 85 cents.

Follow up to the 1965 Bureau of the Cen-
sus survey of volunteers discusses who
volunteers, what tasks volunteers do, the
frequency and duration of volunteer ac-
tivity and compares voluntary service
from 1965 to 1974.

Improving Urban Mobility Through
Better Transportation Management.
Superintendent of Documents, Govern-
ment Printing Office, Washington, D.C.
20402. 1975. 36 pp. $1.05.

This booklet reports on current progress
in urban mobility and outlines planning
goals for improving transportation while
preserving the environment.

Guidefor Board Organization in Social
Agencies. Child Welfare League of
America, 67 Irving Place, New York, NY
10003. 1975. 36 pp. $3.50.

First-rate discussions of board purposes,
organization, bylaws, functional and ad
hoc committees of the board, channels
of communication, program evaluation,
financial accounting and insurance.

Building Volunteer Staff Into An Agen-
cy’s Organizational Structure. Univer-
sity of Maryland Cooperative Extension
Service, St. Mary’s County, Leonardtown,
Maryland 20650. Order from Hope Mar-
tin, P. O. Box 441, Leonardtown, Mary-
land 20650. 1975. 14 pp. 50 cents single
copy, 35 cents each additional copy.

For the agency volunteer coordinator.
Includes analysis of volunteer coordina-
tor's role, developing volunteer staff and
developing the volunteer program.

Promoting Innovation and Change in
Organizations and Communities: A
Planning Manual. John Wiley & Sons,
Inc., 605 Third Avenue, New York, NY
10016. 1975. 240 pp. $7.95. (Order to the
attention of Howard P. Smith).

Focuses on tested strategies and tech-
niques for fostering innovations in orga-
nizations and communities. The tech-
niques presented are based on trials in
service agencies and in community
problem situations.

To Find the Way to Opportunities and
Services for Older Americans. Super-
intendent of Documents, Government
Printing Office, Washington, D. C. 20402.
1975. 44 pp. 70 cents.

Information on services and activities
for older citizens such as tips on money,
health care, housing, nutrition and spe-
cial activities.

Voluntarism: Confrontation and Op-
portunity. Research & Development,
National Council of YMCA's, 291 Broad-
way, New York, NY 10007. 1975. 39 pp.
$2.00.

Report of a one-day seminar held in
January, 1975 by the YMCA. Includes
working papers developed from the
seminar including "Perspectives on Lay-
Staff Relations and Voluntarism,” “Some
Emerging Challenges,” -and “Selected
Images of the Future Potentially Affect-
ing Voluntarism in the YMCA."”

Nutrition Action. Center for Science in
the Public Interest, 1779 Church Street,
N.W., Washington, D.C. 206036. Monthly
magazine. $10 per year.

The sponsors of Food Day will attempt
to catalyze actions aimed at making
govemment and industry more respon-
sive to the public interest in their new
monthly magazine. The Center seeks so-
lutions for consumer and environmental
problems.
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