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. and run a consumer week program in a school or organization, It ..
- begins with 10 golden rules for an effective consumer week.xm section ?Ek
_ ' on glanning;p¢£rogram=analyzes the advantages and disadvantages of a.
o week-long eekend gvent; discusses halancing the major cwvent . '
categories, dnd describes three suggested programs: consumer weekend,
-, ektended ronsumer weekend, and consumer weqk.'Planning,aftimetable is
the focus, of the next section, It lists planning pointers and - ‘
considerations regarding meetings and group 'members. A sample -
‘planning timetable and checklist is provided. The section on e
publicity.contains a conference/seminar planning/checklist and
. describg%afuggestioqg for involving the news media and generating
pyblicity VA ‘brief section on money lists expenses and sources of -
" financial support, goods, or services. The next section describeg
- some events- that have™been part of recent Consumer Weeks. Useful®
tips, a checklist, sources of help, and other information are
provided for these events: staffed exhibits, unstaffed exhibits, A\
contests,” consumer fleetings, special advice ,sessions/consumer fair,
special interes: meetings, involving schools/adult education, and
- pamphlet. or riéwspap2r supplement. The final section contains
‘“information on National .Consumers Week 1984. (YLB) ‘
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! Oear Consumer:
' $

, A decade ago | convened a consumer conference
here in JVashington. Little did 1 realize then that ihe two-
day meating would grow into National Consumer Week.
In 874, about 400 of us met to talk gbout ways of improv-
ing consumer education and inforfation. Afterwards, |
received réquests for more such meetings. The riext vear
f convened Consumer Education Day at the White
House. The interest in promoting consumer education
and informatjon by voluntary consumer organizatiops,
educators, gssociations and businesses h%s never’
ceased. ’
In 1982, President Reagan, tecognizing the momen-
tum of consumar awareness promoted by i
earlier, proclaimed “National Consumer

and information events from the Mak in ' Washington to
main streets and shopping centers throughout the
country. . 3

* During the second National Consumers Week in April
1983, the number of events at Ieast quadrupled. | am
sure, too, there were many consumer fairs, axhibitions,
meetirJs, contests and educational programs that were
never publicized outside the respective communities and
no record of them ever reached my office.

] !
Continuin ident Reagan's tradition, the next Na-
tional Consymers Week will be observed April 23-29,
1984. Manyi national and local organizations, associa-
tions and cbrporations have already begun plannirfg
special events for that week. Hopefully, some will con-’
tinue to address consumer. education and information

1ssues throughout the year.

. .

One company has already made a year-long commit-

- ment to Natienal Consumers Week. This is The Seven-

Up Company, which is making this Planning Guide
available to American consumer, groups and other
organizations interested in promoting and preserving
consumer programs and achievements. Edward WA:
Frantel, president and chief exetutive officer- of The "
Seven-Up Company, believes the focus on consumers
should not be limited to one wieek a year. He and | agree
that being a smart consumer and providing goeq con-
sumer advice is, by necessity, a daily goncern. Yet™ob-
serving a congsumer dax or week any time of the year
helps publicize consumer matters and encourages con-
sumers to seek help and‘to speak up.

Please read this copy of your consumer week plé'ﬁ- v
ning guide now so ypu and your organization.can make *
the necessary decisions and take the appropriate steps
to J“ake your 1984 Consumers Day™Consumers Week-
erfd or Consumers Week an eveqt fram which everyone
—consumer, businéss person, educator and govern-

ment reprasentative-—will bengfit.
* o

_Sincerely,

y

‘Virginia H. Knauer .

Special Adviser to the President* - \
for Consymer Affairs

and Director, . .
United States Office

of Consumer Affairs

4




- C o &
8 & L . VAN . * ) -~ . .’ .
. ' . ) ‘. \\’.. . . . .
[ - X 4 . * ".
. y  THE SEVEN-UP COMPANY ’ *
\" T~ B - . -
- ° . , . *
i Dear Consumt: f\ 2 . & .
N . S | . )

4

The Seven-Up Company is vitglly interested in pro-
moting consumerism and we're pleased to offer you this

. planning guide for NATIONAL CONSUMERS-WEEK.

While | firmly beliéve that the facus pn consumers should
not be limited g one week a year, NATIONAL CON-
SUMERS WEEK will provide excellent opportunities to .
address important consumer issues throughout our en-
tire country. . ‘

‘Perhaps our most important recent contribution to
consumer information and education is the establish-
ment of THE SEVEN-URGSONSUMER TENTER. With
this nationwide toll-free “Hotling,” we have direct com-
munication betweertour company and the consumer,-
enabling us to better resporid to a variety of consumer -
questions on subjects ranging from caffeine and artificial
colors.and flavors to soft drink advertising and labeling.

. v ‘,

-

responses they desire, they react favorably
.in the marké&tplace. And that reaction benefits not only

the ufikr, but the manufacturer and the retailer as
well. This vifal interplay is the essence and strength of
the American free ehterprise system.

. £ Y : l ’
Sincersly, . -
E_’
( d,vu'&-\é.' o

Edward W. Frantel *
President and '
Chief Executive Officer

i
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~ INTRODUCTION

. k Y e
Being aconsumer.is a year-round roleinwhichall.: -+
Americans participate—a role that cften reguires h
usto continuallg update our purchasing skillsand .+ .
i to seek new or better information aboutthe goods»

and services wé buy. - R
In the United States, National Consumers Week 3 /\ .

L o -'ﬁ is proclaimed by the Reesident as a national 6b- = ¢ :3
. -t g

. ) 0_.7.?'..

NG

' other nationally recognized observances such.

seryance of the role consumers play fn the vitality

merce. Althiough the‘naticnal dbservance is usually ,

heid in laté April, this by nomeéansshould limityour =~ - *, <
plans and participation to this week. Consumer. - -
issues are imposant to address during mytiad of

as “Older #mericans Month," “National, Health .
Week," *Food Day," “National Safety Week,” or ‘Car Coag
Care Month." = .. . \ '

Inthis light, it is hoped this planning guide vill be .

of use throughout the year in hélping you tg plan
programs and events in your community that are
challenging, rewarding and fun. Good Juck!. © - .

° LY

'+ ofthe American econortty and our-system of com- o < ¢
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4 TEN GOLDEN RULES

; ’
‘; o . -
|' B ) .

; ‘ . ‘ ,. . ) . >. :.e . . ) . |
| R TEN GOLDEN RULES WMake sure that you know what your aims"and objective’s are, S :-'
b FOR AN EFFED"VE agd make surg that other orgahizations invelved.do, too. e e v

* %

. CONSUMER WEEK

WAllow plenty of thhe to plan. » E o .

N N
.

' : © X _ mijse yo\if Io8% newspapers?racio and television stations and a
: e ’cable television systems as much aspossible: Involve them right ’

: _ from the planining stage and listen to their advice about what .
o .. " ‘Wwill be newswerthy. ' ¢ ' . oo '

. . MAskother orga‘niza'ntiér'\s about the best ways of reach'rhg‘their ' _
‘ . Q - . membersand aliowenough time for invitatiqns and leaflatsto - ‘ R
- i get through thdir systems. \ oo '

. ' + _ WInvolve other organizations in helping to plan your Consumer
v . ‘ . Week (or weekend or just a day), but exgect to be (and to bey” ‘
. "' . seenas)theleadersintie venture. Always be clear about who T

is responsible for what.

- <

-y

BGo out to where people are--downtown shopping and office .. *
- ., ... areas, shoppingeenters and-neighborhood shopwing areas. .
- =+ «:~Try to get bulletin board space in'lﬁancflfﬁices of banks and '
other financial institutions. * . . :

e “

» | @Dont be afraid of ‘razzmatazz"—it works and people enjoy it. ' _ . v
‘ W Always check out meéting halls, exhibition spaces, shopping - /
” ’ ' * : centers beforehand. If they're not suitable, dont book them: i . v
s N necessary, cancel the event. A poor site can kill an event, ' :
. ' 7 _ '. . . ) “
/ ‘, MHold a planning meting for everyons involved at least four N
weeks in advance to check throligh tletails; pick up problems .
and follow up la_st-minute_ bright ideas. _ REEE Y \
‘ ‘ . . /" 5 . .
. Y .
B Dont overstretch your resources—you still have to cStry oh after ‘
,ge big week is over. Better to concentrate on a few events and

et the best-publicity than spread a lot of events over a long
. . _ o period and lose impact. ' ¢

3
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“4 PLAN YOUR PROGRAM

'
I,

EORRN - I “ . R L - - i > v S . ) i ~. .,.
* - . * .o ~ ‘o ’ . '.,\.- . . . -
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S A [ plzning your program, it's irnportant to énalyze the advantages and disadvantagesofa
. - week-long overt and aweekend event. Aim for g proper balance oftime and resources. Three® - .
. . R ' suggested programs are described at the end of this section. S

L o P .
€

> - .
L]

&
@

- A WEEK CR A WEg!(END Although we refer to a ‘consumer week" your sgries of events might be only a weekendfbr
. P} )

-

. even aday A weekis a long time to fill with effective events; it wil' take mont}ns toplan, recruit

-, > . people and Qrggnizations, and enlist the help of the news media. - . 7 .
' #* * ‘Optheotherhand, exhibits and displays behefit from longer exposure than a day of two. Also,
. . ) _ " an entite week gnsures that more people will join in the events that are planned. *r -
: - - Befopeyou decide gn the time frame, réyiewsthe suggested programs that follow: Dortt hesitate g
- ‘ , » . to,desigh your own program to fit your.needs and time availability. - N R
, 1! Be realistic abbut how miuch you can handle:One short, well-run event will have a far greater v,
o . impactthana poorly planrted and organized week. + s i
. ‘e . - L - ! - . . A \
\ .

BAMNCE THE EVENTS ' Mgﬁe"sure thére isa balance‘a‘r"ong the follov«'/i'ng major e\;gnt cat'egories: _
b : hd . . . .
R . m'RAZZMATAZZ" P vy
, ;. Personalitics - ., B -
" C w . Celebrities S T AT . : " Db g
’ ® Bannere ' v . N
, . Balloons. ., ¥ , /.
. . Badges . - L o
= S Bands . : ' / :
- Dancers, clowns o SR " e e
.Crazy contests : ] '

' .+ " Colorful events that attract media N

r } BADVICE AND INFORMATION _ ' . L
Spoken; .. . :
. Special advice sessiogs - . : '
Staffed booths * A . _
Phone-in media programs ' T o
Visual: ' - .
Exhibits % N : ,
cal-access gable programs o
N ’ _ Wevision spegials * . :
Radio/TV “talk shows™ \ C e
- Written: : v ~ oL . .
Lesflets : . : P
S\awspaper supplements
.FCONSUMER CONTACT ' . .
: Meetings for voluntéers who serve on consumer committees ‘. v
{ : Radio and TV discussion programs *
! Contests . :
.. Socia events: ., ' ‘
Special meetings . '
A brief description of various events mentioned in our suggested programs, \with hints on how ;

to organize them, are presented beginning on Page 10. ,
Other sections of this guide give advice on planning and organizing your program (Page 4),

generating publicity (Page 7) and contacting local and national organizations for help
(Page 10) L '

-

.
o
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= SUGGESTED PROGRAMS ®
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CONSUMERWEEKEND - * . SIS
Friday : : : '

Supplement in local newspaper. o ) , Coo L

Radio/TV inter\'/ieWS . . :
"Talk sh__om’ or phone-in programs P
Friday EveMing oL ' . -
Meeting with consumer representatives to discuss their work. A ‘e

Public meeting to introduce work consumer repfesentatii/es do in the corhmunity.

Saturday . ¢ - ¢ -
Exhibit booths gor demonstration ateas, staffed with\\'/olunteers, in shoppimg malls and
-* neighborhood shopping centers. \ ) .

EXTENDED CONSUMER WEEKEND o >
Thurgday ' *

LdCal newspaper supplement

Shoppers' Contest entry form published in newspaper

‘e

¢

Thursday Evening

. . . B . . .. A - ! g .
Public seminar pr institutional meeting with consumer representatives, edugators,
business leaders, and goveinment officidls. '

Friday g .
* Exhibit booths or tables in hopping malls and neighborhood shopping centers, staffed
by volunteers. Include puplicity on contest. :

* ”
1

Mayor proclaims the day “Consumer Day." . . : i

\

\

i

iy

W

Phone-in radio and TV programs (Consurner representatives answer listeners' questions; - -

publicity for Shoppers’ Cpntest).
Friday Evening ) , ‘ . :
Special-interest meeting (tenant rights, patient rights, prradvice for disabled).
- . - : 5
Saturday _ g

Continue, Fridayevents. - ‘ %
CONSUMER WEEK .- - '
All Week . . Cy
Unstatfed exhibits e s .

Shoppers' Contest
Distribution of consumer leaflet
Films showed in schools .

4 Phone-in progrars og radio and TV

Sepecial-interest meetings (two or three, in the evenings) \

Advice sessions (one afiernoon or evening) . .
Meeting with consumer representatives of businesses, government and non-profit -
organizations (one evening) N

First Day

Newspaper supplement .
Public service annoucements on local adio and TV (Explain
- for week. Could run all week ) :
L4

v
Last Day g

Staffed exhibit booths or tables o
S@cial drawings for contest winner, or door prizes donated by local businesses

v

purpose and program

10 —~
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‘ _ : N Planning a wegkffvith perhaps, as many as 10 different events takes some doing: Butifyou,
i S C . anti&pg(e the'work that must be dc 16, work out a timetable and follow the useful tips in this
: . © - sactioh, yq will be ablé to get the job done without lastminute panic. '
\ . \( . . . . . . .. ? - 2

, -t R R g -

. . ‘__/._____/ . ' s : \
- PLA«N’NG PO’NTEBS 1. Allqw plenty of time to: . . L oo }
* . . S, : Track down the right peaple who can.help you (both volunteers and,sp_grisors)
: N * Find the right location for events ' . :
" - ' _ Recruit the best speakers arid determine the program _
‘ Write, print and distribute publications : ) J’
eadithe word and build an audience , v

Spr.
. : X Contact the news media _ A
A . .+ Mestwiththe planning committee . - : .
o . v . 2, Allow at leastfour monthsto plan-a weekend or two-to-three-day event. Ayear willbe needed .
-\ o . ' to plan a fyll week. - ‘ ' . . . o
3. Remgmbé®r that it takés proportionately longer depending on t'he number gf events you -
C organize. ° ' . o
. : .4, Use a PERT chart to plan what must be donereach week leading up to the major events. A -
6 L _sg’r_nble PERT chart and pianning timetable can be found beginnin® on Page 6.
. - EXAMPLE: You wart to pr@)uc i )

-

e a leaflet about participating orgahizations (what they do, :
* whére they are located, efcy. Your ultimate deadline-is the date for distribution. Think

" . backiards from that date, anticipatin& ch stdhhe production prbcess, from writing to
St approval, design, typesetting, layout, and printing. Aliow a cushion for missed deadlines. - .

YAMPLE: You reserve display space or a meeting, room. Thé participating organizatiors .
gree to share the cost. By the date payment is due, participants need to know details
of their participation so they can confirm their role. All those details must be worked out by
. / ent date. Again, you cari:build in extra time for the work required to get the N
. S | project done. F . . -
! 6. Have a round-up meeting.

\ » . ) .
_ , ’ Foup to six weeks before the date of the event, ‘meet with ever;)one_invol\?ed to goover all details
: . and‘arrangements. This will ensure thakeverydne knows the ;1Ian, plusit gllowstimeto organize
’ ¢ ' ' . that last-minute “bright iclea.” - .
o - | 6. Allow fdr an 11th hour “panic period.”” I ', -
' Set a date three working days before your first event by whic?h time everything must be ready.
. If it isht, you still have breathing space to sort things out. ! . :

al

o . ' . o . | ,
" MEETINGS AND PEQPLE You need meetings to make décisighsrand you need panle to garry out those decisions.

» [}
. "

(]
»

Here are some pointers to consider:

.Numh'er of Meetipgs You'll probably need one or two meetings atthe baginning of your -
planning phase to discuss basic jdeas and agree on the purpose and scope of yout program.
This should include the key people and major organizations i@ be involved. Detailed plan- .

_hing mestings will be needed with smaller groups of people. 2

As plaﬁérprogress. you will need fewer meetings anc more action. But dont forget to hold'\‘ )
the round-up meeting four to six weeks before the first event.

mEffective Meetings Make sure that deciglons are reached and recorded and that people
know their responsibilities. o o .

.

Write and circulate minutes with acﬁgn point"s. as soon after the meeting as you can manage.

Circulate a contact list with names, addresses and telephone numbers of everyone actively
involved as soon as possible. Dontt forget to circulate additionstoitas thweks progress.
\ Actively solick additions to this list. - ' : 'Z

o«

Q'




* . : ‘. ’ * . - - . t ‘d.r\ ’ e ’\}5‘* o . F -‘?

-~ . ~ W Between Meetings .For gach,job that needstobe done, it helps tohave achaifpgrsonwha. '

b ) ' . is diplomatic and whq can prepare the agenda and keep an overall check Qn everything; It v’ +
d ‘ ‘. -helps if thi person is ayatable during the daytime arid can travel around ei_isily. “

t , You'll‘prob’aBly nged to vist people whose be_lb yuu will require to explain and per"sonally_'

L‘ discuss your s. Confirm’any arrangements you make with them in writi 9., -

2, ") Gonfirm bookings for rooms and speakers in writing afte; you have reached %jagreemen’t. ~
'L ; ' You may find you have to contact thekame organization about ditferent events, | ielpsif there

is just one contact person at each end. eveh if these two are not directly‘réspbngible for all
of it. It is very easy for misunderstandings to arise or opportuhities for useful cooperation (I
K oo be overlooked if two different people from'the same organization are involved and.dént know= -

the full picture. : ' . .

If you get agreement from someone at the top ef an organization for its participation in thé =
week, makesure* you arealso in touch with the people who will actually implement thats , * a,
} : - ' '

L3 N

! decision. A . . >
T Lo ‘. Sharing the Workload Defige specifié jobs and give'oneor two people joint . esponsibili-
‘ o -F' ties to: . C\\ » ' _
Y - Contact group members and arrange a volunteers' schedule :
B Edit a spectal newslétter for members about the consumeliweek . /
\ ‘\ Act as liaison with other organizations T v
Prepare the copy for special information leaflet or supplement % ' / '
Devign questions for the contest o~ ™ < -
e "+« Reserve rodms and spe:kérs ‘ ' / _
\ : : Order displays and leaflefs / S [
- S . Get entries about the consumer week in all free local publications gT P
" f . Promote attendance for your events by visits to public meetings and regular meetir.gs of other

civic groups (Such as veterans' grganizations, senior citizen or women's clubs). You may fnd . : "
not only future participants, but poteqtial vollinteers and/or sponsors.

L4 - L)

[NV@[_ VING YOUR 8 Team Captain Rermember you will need bodies to do things on the days of the events (help
MQMPERSHIP manage meetings, move furniture, take messages, make coffee, keep leaflet supplieshandy). | o
Lives Someone onthe planning committee should have the job of getting this team together, ritik-
: ' ing out a schedule a%i briefing volunteers. This is a good way to share the workload between
more people than just the planning committee, who may be feeling fairly exhguged by the
start of the Consumer Week. : ' o

® Bullding an Audience Encourage the members of your own organization not as involved
and members of other organizations to come'to any meetings to be held during the Consumer
Week. You may need separate and special publicity about this. Allow time to prepare this and
distribute it. It may even be worth phciing aroundto encourage people to ceme or argange. -
rides for them if they would like o come but find it difficult to gégt\o the meetings. \’

T e ‘ ] \ . i

THEME AND GRA PH[CS Although some.printers can do a)ot with your text using their standard typesetting equipment

and designs, it helps a great deatif you can find somieone with graphic design skills.to help

with refining the theme of you#events and designing graphics for leaflets and notices, display

boards, posters and badge designs, special lettering fgr speaker names, and signs for ex- _

hibits. (If all of th&se have a commoh color or style, it will increase their impact and help to

undy the différent events.) If you are pianning a full week, stationery for all your corresponderice ’&'

createg a good impression with those whose cooperation you seek. '

You may have home-grown talent, or one of the other organizations may be able to help. Othé;-
PN wise, ontact a local college or department of art and design to-ask if any of the teachers do .
free-la‘n‘e work or whether the college could take on your design needs as a special student -

project.® R ,

Dontbe afrsfid to ask for samples of designers’ work orésk them to produce seveiral different . . B
ideas,for designs from which you can choose. And if there.is & charge, ask for an estimate

. before your order * 3 work. _ .
Make sure you both know exactly what the des»gne}has agreed to do: Is it just to produce

_ rough designs? Or to supply you the finished artwork from which the leaflets or other materials
F MC ' can be printed? Alsc, will't designer find and work with the Printer untilthe job is completed?
—— -——"/




o b ~— ’ -
) . " .

SAM. PLANNING Thekeytaasuccessful, effective Consumer Week is planning ahead. The following timetable

{ . ' METABLE and; checklist will help ensure that you meet your objectives, and get the job done with a

minimturn amount of "crisis management!”

By laying out your plan in detail, you will be able to devise a realisfic budget and cashflow
projection. This will tell you how much money you will need, and when you will need it}

MLONG TERM (One year to nine months irf advance) . % p
Decida the scale of events
Hold exploratory*neetings with other organizations .
Set dates for the events  /
Organize a planning committee, decide assignmants
Invite mayor, other officials to opening
Talk with news media; enlist their support
Contact U'S. Office of Consumer Affairs for assistance,,
Inspect and reserve exhibition space .
. ’ Locate display materials, films, videotdpes : 5
B%ok rooms for meetings :

BMEDIUM TERM (Nine months to six months)

~ Confirm program with all participants -
Confirm time of meetings o
Recruit volunteers to help move and set up displays
Write copy for leaflets and publicity materials
Locate a graphic artist to design leaflets”
Arrange for supply of handouts from other organizations
Schedule musical groups, dancers, clowns, Incal media talent
Confirm speakers
Contact education officials about school programs
Reserve films and videotapes :

. . WSHPRT,TERM (Six months tb six weeks)
Co.uirm all arrangements
Get =stimates from printers

\.u”\

F Print leaflets
g Plan contests
- Begir planning special newspaper supplement with local newspaper

. Send invitations to government officials, ViPs
t ) Meet with radio/TV and cable TV producers
Reserve audio-visual equipment

SAMPLEP ER T CHAR T . First Second . Third Fourth

FDR CON§UMEH WEEK Month Month Month Month Event
Planning Committee | select members ———wseemoe—s
: L8 appoint chairman-——---—
meetings
Location plan reserve * | prepare
Speakers plan invite confirm speak
Program plan confirm tinalize -
information Leatiet plan draft/design estimates s« -+ | print distribute ,
Newsletter plan 1st copy 2nd copy i 3rd copy * | 4thcopy
Displays plan design construct ; display
. Publicity pian news release 7
- . | mediainterviews - —
Promotion . plan meet with civic groups
. Public plan initial invites PSAs
’ invitations R
Graphics plan contact designer/design use : - ;
' Budget plan raise monegy/ aclcw nting T i

BLAST MINUTE (Final six weeks)

- Hold round-up meeting; confirm all details
Make sure all participants know what they are doing and when
Ensure that all posters, leaflets, exhibition booths and tables are arranged properly
Keep in close touch with local news media
Decide who will appear on news media programs. interviews
Distribute publicity materials throughout community

- Confirm rental of equipment and additional materials ]_ 3
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GO FOR PUBLICITY

6;.',.;_ , ‘ . /r,\\

M

Consumer Week:
L] Set objectives and purpose
(J Establish overall theme _
[ Datermine audience to be reached
(] Decide subjects to be covered
[ Locate sponsors and co-sponsors
] Prepare'budget '
i [J-Devise tenthtive agenda *
[0 Make oral requests to speakers
(7 Send letters of‘}eq'uest to speakers
L Send confirmirig letters
- - O Request spécial equipment
] Preparefinal ugenda
0 Deterfnjne.location of event
(1 Write and print program
‘ [.JArrange for other rooms for speakers,
S /,. refreshgrent or lunch breaks,’
- ®/  restrooms, etc. :
/[ Set registration procedure I
[.7 Establish location for registration table
[ Make provisions for chairs, tables, signs
{1 Secure items for registration table
(NCW poster. sponsors' fiyers, news
media kit, registration packets) \
! U} Arrange for podiuh; microphones,
room arrangement, signs, coat checks

and other room requirements
A

| CHECKLIST

CONFERENCE/SEMINAR W The following checkiist will be helptul in planning your canferences or seminars during your

4

‘

[} Determine special equipmerit needed
by speakers * S
[J Decide security arranggments and
requirements
O Note telephone numbers at location
U Determine staffing needs (at entrance,
registration tables, speaker -
holding rooms, conference room,
reffeshments, etc.)
O List items to be inciuded in »
registration packet ' /
U Assemble registration packet
(] List invitees :
LJ Plan methods of invitation {posters, -
letters, printed invitations,
radio/TV, etc.) *
1 Mail invitations
('] Make provisions for RSVPs
-] Order and prepare idertification badges
[(J"Determine advance media requirements
and needs at event ' '
{J Follow-up with news media -
(3 Clean up facilities
[ Send thank.you letters to participants
] Prepare transcripts of event . .
& Enjoy! '

] ' Allof your Consumer Week events will need widespread bu blicity to ensure their success.
PLAN YOUR PUBUClTY Suggestions for involving the news media and generating publicity are described in this  ~

section.

It'sa good idea to involve the news media in your planning from the very start. Discuss with
them the types of coverage that might be available, and propose vartous story ideas an
anles" for coverage, . ! ‘ .o
e news media in your community might e interested in sponsoring or co-sponsoring some
of the events as well. . . N

/B Media Relations it's very important to have solid contacts in the news media. One person
in your group should be designated as the inedia contact person. Don't confuse the media
with a number of spokespersons or contacts. One af your first jobs is to explain the purpose
\ of your project to the media. Then, closer to the event dates, supply them with specific
,backgrou%c:;acts (amedia Fact Sheet) to generate coverage. But remember, the news media -
' will make'We final judgment on what is newsworthy and interesting! You can help them by
determining what they want,

Consider inviting some or all of the news media in your community to co-sponsor the event.
This ceuld ensure more pubilicity. But please note that this works best in a community where
- you have only one radio or TV station, or one newspap . In a multi-media cormmunity, com-
petition among the media could mean that co-sponsorship by one might mean no help or
coverage by the others. Determine whether this potential probjem is worth the additional
coverage you woyld get.

u“
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. B Radio, TV, Cable Torepeat: Make early contact with the electronic media im your community.
ays to cover your event will be numerous: '

: W News and discussion programs _

S| . . W“Talk shows” | - RN ' < ‘

.. ~ W Phone-in programs with consymer representatives _ _
' W Public service announcements (10, 30 and 60 second announcements that plug your event) e

Start by contacting the station manager and ask whom you should work with, which probably
- . will be the neéws director. You will also be dealing with news reporters, program producers,
' consumer reporters and "talk show" hosts. - :

B News Reporters Give them the quick news story—what's happening, wh'em, where, why and
how. They may want ta interview one of the leaders to provide an "actuality.” Make sure you
picé,g}n articulate spokesperson for the interview. .

@ Program Producers Producers may see your Consumer Week as a "peg” onwhich 8 hang
- a whole series of programg—what to do when things go wrong, for example, withan aprliance,
new purchase, ar repair job that isn' satisfactory.

B Talk Show Hosts Talk shows provide an opportunity to present more background and details

on ynur event, because you have more time to talk about it. Remember that on radio you have
S ) to “paint pictures"” for the listener. Use anecdotes to illustrate what you have to say. For televi-—-
sion, bring along slides or other visual materials. . e '

; M Consumer Storles News media reporters can use actual examples of consymer stories.
Collect ideas during the months before the event. Ask businedses organizatioris and govern-.
ment agencies to supply case histories (anonymous, if necessary) of people with consumer .-

. . questions or problems that they were able to help, or problems that need a solution.

B Visuals for TV To attract TV coverage duririg your week, you will need good “visuals,' that
is, photographs, exhibits, videotapes, and so forth. This requires thought and creativity. If you
' > ! . are really eager to get on TV, make a special effort to talk with the producer and deterrmine
angles for his program: Be prepared to spend a lot of time on short notice if they decide to - °
cover an event. ‘

\ It you live where the local TV station carries a fair amount of local news, your charces of
coverage are best if you, contact the news director. Don't be too disappointed if out-of-town
stations or networks are not interested in your Consumer Week. The competition for coverage-
IS enormous. * * .

. _ ENews Releases As soon as you have decided to hold a Consumer Week, issue a news
release outlining all of the events. Include the pertinent facts: date, broad description of events
planned, comment on importance and purpose of the week.

Later, give the news media more facts as they become available. Add the "human interest”
stories, mentioned previously, once you have managed to collect them.

Two weeks belore the event, issue a news release detailing all the events of your Consumet
. Week. Make sure you specify exact times and places. Have someone available to answer
media calls which will result from the release. This should be the contact person, and the name

A and number sp&ﬂma listed on the news rethse (home and work numbers).

b B Media Mailing List Send your news releases to the following:
\\ News editors of dally and weekly newspapers
s News editors of radio stations '
News, editors of TV stations
- News directors for cable news channels
Feature editors of daily and weekly newspapers
o Consumer reporters
.. Radio and TV program producers
. Picture e¥itors of newspapers
Edttors of city or regwnal magazines - Ca
Public Affairs directors for all media )
Comimunity or civic organization newspapers or newsletters (check deadiines) .

A word 10 the wise' Don't send your releases to more than one person at each media outlet,
unless yoli let all concerned know who is receiving what. .

g | 15
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®Praclamations Mayors. city councils, boardsof supervisors, boards of education and civic
organizations are often willing te issue an official proclamation or pass a resolution in re.ogni-

, _ tion of Consumer Week-Ifou make it official in your community, tell the news media. Ask

them to attend the signing ceremony; and distrik.xl;(\efopies ofthe prdclgmatio'n or resolution.,

(Spe Sample Maydral Proclamagtion Page 19)

OTHER PUBL[CITY W"‘Community Calendars” " MJst newspapers, radio stations, TV stations and cable services
have free listing for Upcoming évent§in the local area. Other sources include a local telephone-
OPPORTUNITIES

t

recorded information or library service. Public service announcements (PSAs) on local radio,
TV and cable facilities may be available for proroting your Consumer Week. PSAs are run
repeatedly and could effectively publicize your events. Contact the station manager. Check
copy deadlines. Most media expect you to provide the exact text for the listings, so aouble-
check it for accuracy before sendingitin, making clear which publication or airdate(s) it is for
@ Posters and Pamphlets Posters can be expensive to produce, and it takes time to arrange
e for their display in enough places to make animpact. Think about a dual-purpose Imafletposter
¢ that is more easily displayed on bulletin boards and in shop windows. Try to latch on t& an
existing distribution system, such as branch libraries, branches of financial institutions, vollin-
tary organizations and/or your own memnber organizations. Be sure to allbw enough tirm&for
the leaflet/posters to get through the JiStribution system. Arrange a spot check to ensure the
system is working. Investigate federal and state agencies that may be able to provide bulk
" copies of their ConsumerWeek posters. '

EDistribution to Community Organizations Experience has shown that response of leaflet
. distribution to community drganizations and neighborhood groups is often very poor. It's prob-
ably a waste oftime to send such publicity out "blind.” Personal contact to interest someone

in the organization who will ensure distribution and fo find the best timing is essential.

@ Publicity After the Event You may be able to squeeze double publicity out of some events
, ' P by having a follow-up release after thé main week is over. For example, if you run a contest,
fc{_‘} you can have a separate prize award presentation a week or so afterwards. Or you may do
a "before-and-after” srvey of consumer awareness and release the results to the media after
the week. Even a report of your week in a consumer group publication canbe reported again
In the local media long-after the event. '

“RAZZMATAZZ’’ s italto the success of a Consumer Week to include some bold activities that attract the
, .o public, particularly to yourgxhibition, and attraet the media to cover your eventthus bringing
: you “free” publicity. People enjoy it, too! Here ‘are some tried-and-true ideas: -
Hire a rock band, brass band or marchers. Make a lot of noise and get attention. As people _
flock to see and hear what's going on, follow up with free balloons, badges/and your leaflets.

Interest them in looking at the cisplay. - .
Hire or recruit free dancers (such as an exercise dance group) with recorded music.

Arrange for a large banner across main shopping streets. First, get permission from local
duthorities, then get bids from sign companies. It must be weather-proof. Check exactly how
it will be erected and suspended.

Get alocal TV or sports personality to visit sorfie of the gvents or to open the week. Go for
someone who is well-known to the general public, ragher than a consumer figure. Arrange
a photo opportunity * for the local media. A lecal gélebrity usually guarantees ¥ picture in

‘ the incal paper, whatever the event. You can alsgdrrange for your own photpgrapher to take
pictures for the record. It helpsto have more than one flash going off as pigture-taking is an
event itself and attracts attention. '

Arrange for a civic opening. This is more dignified razzmatazz, but it dogs the same job. It
also gives added weight to your event when it is recognized in the officiai calendar of civic
events. Book the date well in advance with the secretary to the major, council chair or other
b government official. Nearer to the date, discuss all details including therexact timetable. As
with any distinguished wvisitor, make sure there is someone to greet him/her, in@uce them

° ¢

to others involved, and take them around the exhibit or event.

Arrange for visits to the exhibition of other newsworthy people, such as a iocal state legistator,
your congressman, the \governor. or someone representing the governor. Their press
secretaries will usually help with publicity arrangements. {f you get a national figure, then con-
tact national media as well. '

Plan a Consumer Contest, described on Page 12. -

9 . 16

/

-



A WORD ABOUT MONEY

Very litle comes free, but you can usually find organizations and individuals prepared to
‘donate some goods and services to help your everfiszs~ . :

If several organizations are involved in one event, try to divide up the ch arges gmong them.
! . Make sure people know exactly what is expected of them inthe way of financial contributions.

e e ——— . - f—— -

T A kitty 'of @ few hundred dollaré or Iéss should see you through if you can persuade others
-' to help ych\_ o

S Some of the things you may need to spend money on are: %

: . Display space "« Design fee . o

: . Banner = - ' Room rent .

; : Special lettering Travel expenses of

3 : ' Badges visiting speakers -

B Stationery Refreshments at meetings

P8 : Newspaper supplement ~ Prizes
; Advertising’ ' . Contest entry forms ,
_ | Printing leaflets . Postage and telephone ‘ )

. _ Posters : Hiring a band or dancers .

During National Consumers Week, posters and othef materials are available from the Office
of Consumer Affairs, the 7UP Consumer Center and others. You also may be able to use these
materials at events at other times during the year. Osganizations that might provide financial
support, goods or services (office space, telephones, pri iting) are: '

. . Thosetaking part in the'week e

N

Local news media ! Departmen't stores
; Banks ) Shopping centers
f : . Savings and loan associations ¢ Librarie« :

L - Local Ctamber of Commerce \ Local government

Non-profit foundations of corporations doing business in your area sometimes make cash '
contributlons to events such as Consumer Week.

And a note about insurance: When renting rooms or arranging exhibition space, check that
the reft includes public liability insurance. ‘ ] )

‘fVENB ‘ |
The following are scme of the events that have been part of recent Consumer Weeks. There
. ar?useful organizational tips, checklists and sources of help. Dont forget that each event
hould fit into your overall program. Guidelines on planning and publicity described in this

.

booklet al;s,g’apply to this section.

STAFFED EXHIBITS Thisisa display over several days in perhaps a shopping center to show the work of local
. consumer organizations, government and advice agencies, with people from those organiza-

tions on hand to talk+o the public, answer questions, and give out leaflets. Visits #om local
s celebrities 'dignitaries or national figures, plus banners, photographers, local broadcasts, and
S surveys involving public participation all add to the attractions.

= : WUSEFUL TIPS |
Be an extrovert. Think about getting balloons and stick-on badges éo give away. Arrange for
visitors (focal personalities) who will get publicity. Make sure the display space is well iden-*
tified. A banner across the front tends to get l'y'dden unless it is above peoples heads. You
may need to find and fix vertical supports to raise your flag. Or give stafters eye-catching

=D

sashes, rosettes or hats. Use strong color an 1 design. S
Have lots of people working at the exhibition so that visitors can be helped as quickly as
possible. : .

. T Geta locgl radio personality to do a broadcast from the exhibition.

Decide in advance what to do if the weather®'s awful. Have alternative site or day planned. ,
Make sure it is publicized.
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. Jave rubber bands or paper weights available to hold down leaflets. ,

Share costs of rent (if necessary) and insurance among participating organizations.

Find volunteers for erecting and dismantling exhibition material. )

An on-site telephone is invaluable. ’

Provide chairs for'staff. - \

Try to advertise on site before you -opeén. \
: ) Use the opportunity of meeting the public to conduct a simple but substantive survéy.
o N Interviev( peopleto find out what they-know‘about their rights as consumers.

BCHECKLIST \
{1 Book space and check conditions of renting and security. ,
[J Invite special visitors. :

'] Find display boards and furniture. Vo
{2} Arrange moving, erecting and dismantling of exhinbit.
- N {1 Agree on layout. - . ,
. [} Book other events (bands, dancers,@ ) P
. [ 1Order plentx of leaflets. _ 3
. {.1 Get banner. . o
[} Arrange schedule of volunteers. v
. \ {71 Tell the media. ]
@WHO CAN HELP YOU?
\ The United States Office of Consumer Affairs can put you in touch-with other groups whohave
arranged similar events. ‘ .
T HETIMING -

Reserve space and plan supporting events eatly. Starthinking about any special surveys-
inample time. Get leaflets a month prior to the event. Arrange vplunteers’ schedules about
amonth beforehand. See Publicity (Page 7). Start your search for display boards early. Spend
time discussing-8xhibit layout with all the organizations that W,be participating. P

. UNSTAFFED EXH[B’TS This is a display of posters and leaflets illustrating the work of national and local organizations '
. with & consunrer interest, in a litrary, shopping center or elsewhere which can be left up for

a period of time and which does not need cwnt taff attention.
ium. g

BUSEFUL TIPS
Reserve space early» Display space is often at a pr

It no single display space is available, consider smaller displays in swws or empty
~

y shop premises.

Make sure organizations providing display material know who is responsible for transpoffing,
putting up and dismantiing, and who will pay.

ﬁ\ Some organizations have a minimurn display period for lending their displays (to justify the
cost of setting up-and taking down). See if your display can continite when your main Con-

v * sumer Week is over.
Replenish leaflet supplies during the week.

- Allow time to set up and dismantle (a day before and after display time).
Walk through the public areas on the 'way'to your exhibition and post signs at key points.

- * Make sure your display area can be secured when not in use. Your information is valuable
and every effort ého'uld be made to protect it..

BCHECKLIST
! ' Reserve space and confirmydates early. -

' Confirm renting conditigns, particularly insurance (both public habﬁy and damage to
display) and security. . .

- Order displays and leaflets.

. Ensure good signposting.

" Arrange soecial visitors if needed. f‘

" Tell the media. LC

“if the library or shopping center prodiices its own publicity, check the details with them
so that they describe your exhibition as you would like. ] 8

A
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. CONTESTS
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CONSUMER MEETINGS ™
G

L 4

. Vote

L 2

test can also lead to useful cooperation with the local media and local Chamber of Comrperce.
Entry forms could be printed inthe local paper or distributed in local shops. Stores may dbnate
prizes and should be credited for thein pontributions.

IDEAS FOR SUBJECT MATTER
A quiz about consumer costs .
A label observation quiz (for example, “What is the first ingrediert listed on a name-brand

pacget or can of soup?’)

These are to attract interest and involve the public in the Consumer Week. A ShOpperj’gCon-

rthe shop you most enjoy visiting '
Vote for the best shopkeeper locally, or.the beskstandard of service received
“My best shopping tip" : .
A slogan for corisumers ‘ :

These last€wo ideas are useful to add on as tie-breakers.

AN .
-

USEFUL TIPS ‘ :
Keep questions short and very simple. \ g)

Arrange for collection of entries in neutral placks, especially if the cgntest involves namin

a favoritg shop. ‘
Include a tie-breaker. ' . .
]
Make all arrangements before launching the coritest. it's easier to cancel a flop than cope
with hundreds of entries on short notic& - ' ‘ /'\ .

CHECKLIST

O Find sponsors.

[J Agree on competition and prizes.

(] Compose®entry form and try it out-for yourselves.

{3 Agree on conditions of entry and judges. P : .

[} Appoint judges and agree on judging system. ‘
{']J Arrange distribution and collection of entry forms. ‘ / :
(1 Arrange announcement of resgilts and prize-giving. ;

i} Tell the media. e

WHAT KIND OF MEETING DO YOU WANT? .

| 7 A public meeting to give an opportunity to publicize the exist¥nce of government *

agencies and various organizations and g.oups interested in consumer issues?
£ 1 An opportunity for representatives of these agencies and organizations to meet and talk
" together about what they do, how they do it and any problems they face? '
« 1 A training opportunity?
'} A social event?

Som~ of these elements can be combined, but be clear on what you hépe to achieve.

USEFUL TIPS
Involve agencies and organizations fromithe start and discuss with the chuef officer the kind

s ' - of meeting the members would like. ‘\

Aliow plenty of time for them to Circulate ihvitations to their members (perhaps as much as

“ three months). : \

tions in good time; make persona

Make positive efforts ta get an auduy/ﬂce ifit is to be a public meeting; contact other organiza-
contact with them to explain what you are doing.

Inspect the meeting room; make sure there are ennrugh chairs, a Speéker's lectern or plai-
form and a sound system. ;

> . .
Make sure the meeting room is well-identified. .
Even modest refreshments help people relax and get to know edch other ‘

#iWHO CAN HELP YOU? .

Contact the United States Office of Consumer Affairs in addition to locat and national organiza-
tions concerned with the subject or topic selected for the meeting. Cons’ult these resources
* ifryour planning and publicizing stages. .
BTIMING o C
Agree on date and program early so that detalgxcan be circulated well in advance.

12 ' 19
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SESSION tion, with table and chairs. An alternative would be to use one room which is sharedon a
Adlvice sessions op a one-to-one basis are ditficult to conduct successtully, bgt they dohave
« . plans for cooperation which will bear fruit In the future.”

M : Perhaps these aims could have been better met by a different type of event (such as consumer

. Most elected representatives attend local meetings to keeb in touch with their constituents. *
EUSEFUL TIPS Y ’ )

A department store or shopping center meeting room might be set aside, on a rotating basis,
;f@nc.

. . . . . * ’ .‘TK . [ 3
SPECIAL ADVICE This project uses alarge room where each ager.cy or organization has its own consulting sec-
' CONSUMER FAIH . rotating basis among the organizations over a period of time.
fringe benefits, adthe following comments fror partizipants show:
- “It was an opportunity for the personnel at the se ssiun to discuss common aims-and lay
. L 4
“We lobbied local government ®fficials who dropped In." ? '
“The public missed a great chance to talk informally with its elected ‘r‘spre‘sentatives."’”
representative meetings), but they illustrate the positive spin-off that can result from what
* seemed a relatively unsuccessful event, in terms of generating public response.
An alternative idea would be to arrange a consur: er advice session linked to one of the general
public sessions. : '
\
An advice session is probably not worth plannipg unless the site is very accessible tothe *
general publie-and well identified. People need to get to the site easily.
' for advice sessions. If it can be repeated at a later date, or become part of the store or center's
< regular schedule, you will have established a new specialized advice service to the general
« Massive amounts of publicity are necéssary. Remember that most people usuallfdo nothave .
consumer problems, As a result, the number of times your advice session will coincide with

\ people having problems you can help solve will be fairly small. Nevertheless, a session can
still be useful. . ¢ ‘
~ . MCHECKLIST .
7] Reserve the rpom. » ®

{.1 Discuss the format with the organizations participating.
.1 Provide furniture.

.1 Provide identification for each organization.

.1 Tell the media.

. @ -

'/ SPEC[A[_ [NTEREST Consider planning public meetings during Consumer Week with other local or national
MEE"NGS organizations (colleges, trade unions, professional societies) on partigular subjects (energy
conservation, patients' rights, consumers). /

An alternative would be to find a speaker, or gather a number of speakers from various
organizations.involved in your week, and offer them ta other local organizationstospeak at .
regular meetings. Since some organizations plantheir programs a year inadvance, itisprob- .
ably more effective to publicize, your speakers panel during Consumer Week, with the Hope

that agpearances can be lined up for your speakers during the coming year.

RYSEFUL TIPS : . ~
Public meetings usually are not well attended. Any more than 20 is considered good. Try to
get a ‘captive audience.” For example, if the meetingistobe at a college, ask the president,
dean and responsible faculty members to publicize it, or let you.publicize it, among the .
students. If you are co-sponsoring the event with other organizations, make sure they know -
it is their responsibility as well to generate an audience from their membership.

BCHECKLIST
’ i | Discuss ideas with other organizations. ! ) L
i i Inspect and reservea site.
i 1 Plan for refreshments.
", Line up speakers.
" Publicize to potential audiences.
~ . Identity the location of the meeting room.

- / | 20' ‘,.
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. [NVOLV[NG SCHDOLS "There are 'seyeral projects you could plan for schools, su_cha a special consumer contest -
ADULT EDUCA TI0 (quiz. desigring a consumer poster. carrying out a special consumer project) or a special .
. - film for video tape showing' Many government agencies, corporations, trade associations
* ard non-profit organizations have materials -wailable. A good,speaker is needed to introduce
- the films and tapes, and, if necessary, answer questions. You could puttogethera consumer *
' ) education kit, or a consumer tegehing kit for an adult literacy class. For example, materials
' . distributed by the local electric flity company (letters, meter reading cards, disconnection
notices, leaflets) can be.the basis for literacy teaching. ' )
1 . WUSEFUL TIPS . ® . | ,
There is so much you could do, it could take a whole wee'< in itself. You need the active
cooperation of educators if it is to succeed. ,

) ﬁ . Get aninside contact and talk with school administrators and/or teacher organizations before
you decide to proceed. ' .

' Prize-giving can be a separate event with its own_publicity.
News media love children, so use them in the publicity. These are the consumers of tomorrow.

<

-

PAMPHLET NEWSPAPER A newspaper sUpblerhent or pamphlet is a permanent memento of your Consumer Week.
’SUPPL EMENT It provides key information about the week and your group. The supplement, of course, is

distributed as part of your local newspaper, while the pamphlet would be distributed in quantity
to the public. Most groups planning a Consumer Wee< want to produce a supplemant or

pamphlet. . . .
: BMCONTENTS | - {
\ Program fcr the week. | , _ ..

Details about local consumer organizations, with addresses, opening hours and brief outline
. . of what they do. (Example: Pepple wont automatically know what a utiity consumer board
: is and does.) . ' '
MUSEFUL TIPS : _ _
It takes time to write copy and get approval of the final draft from evefyonz involved. You will
want photographs or other art work which nerd to be prepared well in advance.

N Newspaper Supplement: One full page or several tabloid pagqes in a local newspaper with
a high circulation can cost a ot of money. Try to sell other organizations on taking advertising
space on your page or in the supplement to help pay for it. . :

\ One supptement contained ads from businessgs and organizations with 2 consumer policy.
’ o The local consurner organization made initial contact, then gave a list of poss'ole advertisers
to the newspar er's advertising department which sold the space. .

- . . Reserve space with the newspaper abdut six months in advance. Make sure bét’h you and
the newspaper understand who is to write and approve the text. The newspaper. will tell you
its latest deadline for copy.

Consumer Information Pamphlet: Again, bulk p ih{ing of a leaflet can be expensive. Get

- estimates from locat printers well in advance. Think carefully about how you will distribute the
pamphlet (at the exhibit, tocal Iib‘raries. etc.) before you begin production.
WCHECKLIST

[ Confirm tittes addresses and telephone numbers with orgenizations appeartig in
supplement or vamphlet and a simple description of what they do. Have names,
addresses and telephone numbers checked by someone who is not familiar with them.

i : Collectinteresting tories and make contacts for newspaper to interview to provide editorial
copy for the supplement. :

SOCIAL E VENTS <Rithoughnotan essenﬁ‘al part of the week, a social event for the organizers is & bonus and

gives cohesion to the group that has come together to plan it. You could make it part of one

of your events, such as the meeting of consumer representatives, ¢. it could be a special event,

- perhaps atthe end of the week when everyone could relax. But remember, this toc will need
organizing and invitations must be sent. . > N

!
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l NATIONAL CONSUMERS WEEK COMES HOME . b

: April 23rd is thé knckof'f for National Consumers Week'1984. As with previous yearsMhere
o will be a variety of themes selected and used by different groups across ihe country. But
. this year, the emphasis is being focused on community projectsand cooperative ventures
at the local grass roots level. The principal thrust of activities cuiminating during NCW '84
will be to encourage cooperative community partnerships.

1]

Thousands of organizations will be developing themes important to the consumer interest
they serve, but the unifying slogan for NCW '84 is "Consumers Mean Business.” This
-slogan hlgr;hghts the importance consumers piay in the marketplace and alsotherespon-
sibility’to make their wants and needs known. !

National Consumers Week is only an introduction—a means of rausmg the community's -
awarenéss to the need for continuing education. This is the tirge to get people interested
and to get programs started. The interest, goodwill, and activities generated during the
week serve consumers and your community only if people continue to learn how the
marketplace functions and how they are able to pamupate regularly in decision makmg
that affects our economy and consumer well- -being. " o

) It you look around, you may find that consumer education activities aren't new to your
v ) community. NCW is a good time to arrange for recognition and continued support for
' existing programs, and an excellent time to initidte or announce a new project.

\ . ' : , \
' JAL B Ask .your mayor and governor or legislative body to issue an official proclama‘tion in
N MAKING IT UFHc L recognitian of the week. Make arrangements NOW to be ready by April 23rd.
J

v B Request the school superintendent and local principals tQ offlc:ally recogmze the week
and support varioys programs. :

W Havg your orgamzatlon pass an official resolution to participate.

3
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your newspapers, radio. and TV stations. If they are alerted. reporters will recognize
ities for news and feature stc:ies, but they won't know what's happening unless
you tell thgm. Here are some tips on working with the media: Send a news release giving
-~ #eimportapt informatioin—what is happening. where. when. and whois involved. Inone or
hs describe the most exciting parts cf the event. You may want to quote the
person responsible for the activities—the school principal or the NCW coordinator. Think
in terms of “picture possibilities” and “action shots' for press and TV cameras..You may
suggest persons who would fit into the format of ‘our local “talk shows.” ;

If an inteiesting event develops at the last minute, phone the paper or broadgast station,
king sure you havg all of your facts in order first. Always give news people the name
and\phone number of someone to €ontact for further information.

NEED SOM mEAS? There'is ho%&sﬁtute for your own ingenuity and creativity, but to help yét get started, we

/) .have compiled some of the more successful projects and ideas from Jrevious National
r MMUNITY PAR ”EHSI”P “Consumers Weeks. All are intended to increase awarenéss of the necessity of lifelong

IS THE KEY consumer education and protectiort. The following are some suggested activities and
) Bxamples: a : -

d

@ Schools Students should be € souraged to participate in the National NCW '84 Poster |

Contest sponsored by the Coalition for Consumnmer Education. Winners lastyear won atrip
to Washington, D.C. and were awarded savings bonds. Teachers should.include lessons
involv.ng consumer situations, comparisen shopping, interest rates, credit.. housing.
advertising, and the media imaddition to the implications of tarifts in world trade. Invite
guest speakers. Piscataway Township Schou's, New Jersey involved the State Consumer
Affairg Department and retailers in a week-long observance. Allerton-Broadiands-
Long iew. High School, lllinois toured a local tactory, bank, and apartment complex, in
addition to having a school-wide proclamation issued and media coverage of various

events. )

M Community Organizations Include consumer issues intc existing projects. Work with
state and local agencies to set up fairs at logal shopping malls or community centers.
“What to Ask the Auto Mechanic," "Your Credit Rights,” or "Home Improvement” are
possible tonics. The Grand Generation Volunteer Network of Nebraska focused on its
year-round counseling and assistance program. Mid-Cumberiand Community Action

¥ ‘ Agency of Smyrna, Tennessee conducted workshops and arranged radio interviews.

) : @ Libraries Set up consumer corners featuring titles on a vaneb{y of consumer issues.
Lawton and Nye Public Libraries, Fort Sill, Oklahoma made consumer dispiays their focal
point. Piainedge Public Library, MassapeQua, New York disseminated a newsletter to

: * neighborhood residants.

W Susinesses Develop and distribute materials that describe your products or services and

that offer tips on saving time or rmoney Conduct tours. Publicize the week in newspaper

: ads. display posters, and on TV. Provide demonstrations, employee seminars, and work

' ’ with and support local agencies. Shell Oil distributed Answer Books and presented
special information to dealers for their consumers. W.R. Grace & Company promoted

‘4 publir tours and consumer education seminars for employees and used the postage
meter slugghrough Pitney Bowes The U-S. Council for Internatiogal Business co-
sponsored a‘tonference on “Business and Consumers Together for Trade " Kraft, Inc.

sent special mailings of NCW materals to consumer professionals. employees, and field

S
representatives. \{—
Q | . ' 2 3 ] .

. ' 6 | ' -
| | o , .

SPHEAD THE NEws Many of the €vents taking place durir g Natignal Cansumers Week will oe of interest to .
i
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. 8 Service and Public Utllities Set up consumer advisory panels. enclose informational
& flyers with monthly bills, and hold open houses on energy conservation measures and
meter-reading. Washington Gas Light Ccmpany offered energy grants to local community
groups and sent ow materials to schools. G‘eorgra Power Comp¥ny presented classes
and a videotape og its solar home.

» 8 Unions Invite expernts on credrt budgeting. nutntron and housing to specral meetings.
- : Join with community colleges, adult education centers, and/or business in spoﬁsormg,
. consumer economics classes. UAW Local 893. Marshalltown, lowa conducted trammg
> ~ sessions at a local mall. .

/ : M Government Offer personnel as speakers and provide materials to schools and groups
bbserving the week. Publicize Social Security provisions. health insurance plans, etc.

nity organizations. schools, and other entities to develop special consumer education
: programs and lasting working relationships. Santa Cruz £ounty, California conducted a
Best @usmess Contest and held an open house for its volunteer arbitrators. THE Kentucky
Office of the Attorney General sponsored a poster contest and presented programs for
school groups. senior citizens and other state agencies. Bucksfounty Penngylvania
earheaded a two-week celebration that combined NCW and Energy Awareness Week.
Informational materials were gent to many principals. shopping malls housed exhibits, and
orgarizations were included in producing a "Buyer Beware series for capleftelevision
and various seminars and demonstrations..” ?

lCooperatlve Projects All of the categories listed above can be included in many
appropriate projects and educational programs during NCW and throughout.the entire
Year! Include the media and universities in, your planning. Cleveland. Qhio codrdinated
Consumer Expo ‘'83. a consumer fair with the theme “More for L@s Exhibits on
do-it-yourself projects and’consumer awareness were co-sponsored by many agen- ies
andorganizations. The Veterans Admrmstra(wn produced information for all field stations.

Many ran full-scale programs for patients, vfsitors, and employees thatincluded coopera- -

- tion with a power company, other government agencies, the local telephone company, a
o . local technical sghool, and the Extension Service. Credit Counseling Centers, Inc.y
L Mrchrgan ran a money management essay contest with local schools and the National
B « of Detroit. Seattle Consumer Action Network (SCAN), Washington ¢enducted a
program on “Consumers Look at Cooperatives™ at the community college. Co-sponsors
were Puget Sound Cooperative Federation and Washington Coalition for Consumer

Education. :

WHAT OTHERS SAY ABOUT B “NCW offers an excallent opportunity for bomnwnity partnerships that we in SOCAP seek."”
N A "0 NAL ca N 8 UM EHS Stanley Berkovitz, President, Society of Consumer Affairs Professionals in Business (SOCAP).

WEEK W "NCW axemplifies the Importanca of caopmtian among all levels of governmant, business. and privete consumsr
- gmups in mesling the consumer challenge of the '80s."
* James Jones, President. National Association of Consuiner Agency Administrators (NACAA). ’{
F
B "NCW helps us focus much needed public attention on consumer educalion Issues.” A
David Schoenfeld, President, National Coalition for Consumer Education.

24
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Include consumer tips with regular mailings and write a prociamation. Work with commu-
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* ” ADD"'IU”AL In addition to regional and district officeof #fany Federal agencies. the organizations
' listed below have agreed to serve as resources for NCW materials (flyers. posters, press

NCW BESU.UHCES and publicity packets, etc.) and ideas: ' e

. 4 ™Y A
M American Councll of Lite Insurance ¢ B Council of Better Business Bureaus
Education Services 1515 Wilson Boulevarg, .
Y ’ Community and Consumer Relations Arlington, Virginia 22209 R
‘ R 1850 K Street. N.W. (703) 276-0218 )
’ Wasbiggton. D.C. 20006 . Puphcanons on a vﬁde variety ol consumer lopics
. {202) 862-4000 :
' ‘ Publications on Ife and heallh insurance and  * B Joint Council on Economic%ducatlon
financial.planning 1212 Avenue of the Americas
i ‘ « New York, New York 10036
' : . I American Council on Consumer Interests ™ (212) 582-5150 ' . .
. . ' University of Missouri b " Consumer econormic-instructional maternials for
162 Staniey Hall * kindergarten-college
© ' Columbia, Missouri 652 #1 .
" .- , (314) 882-6041 : B Pitney Bowes
'i ) . Produces newsletter and research-oriented jour- 9200 Edmonston Road , "
nal and matenals for members - .Greenbelt: Maryiang 20770 :
‘ . Contact area representative for postage meter
» B Coalltion for Consumer Educafion oancellation siug .
1314 14th Street. NW. ~ ' ! ,
Washington. D.C. 20005 M Seven-Up Consumer Center
(202) 387-2154 . 121 South Meramec
. Network of slate coordinators interested in pro- St. Louis, Missour 63105
’ moting consumer education Runs National NCW (800) 325-7272
Postar Contest * NCW planning guide ‘explaining how !0 run a
* &onsumer week lor your orgamizalion
) , [ Consumer Information Center
- * Pyeblo, Colorado 81009 , IR United States Office of Cgnsumer Afairs
\ Single copieg of the NCW flyer, Consumer - 1009 Premier Building
Resource Handbook, and a wide variety ol free or Washington. D.C. 20201 :
) . low-cost consumer publications, Allow 3 weeks Ind::}al copies of the NCW 83 final Reporl, i
lor 3lvery . Press/Publicity packess. official NCW poster. NCW . °
plafining guide. and help with localing speakers N

\

ur fo:'pﬁaiers or materials atthe local level might be attorneys. automobile dealers
d their psdiessional associations. economists. insurance companies, university depart-
ments, interior decorators, local government officials. physicians. police{gnd fire depart-

ments, utility comp%nies.' realtors, retailers and merchants’ associatiops. librarians. '

nutritionists. and stockbrokers. .

!

‘ WE'D LIKE T0 HEAR The United States Qffice ot Consumer Affairs plans to compile a report on N?énal

" Consuimers* Week 1984 for the President and the White House staff. We would like to

ABGUT YUUH ACTIWTIESI receive information about NCW activities happening around the country. Threg_sets of
: information should be sent no later than May 10, 1984 to: National Consumérs
1984, United States Office of Consumer Aftairs, Washington, D.C. 20201 "

- - y
M Produced by the Committee on Consumer Affairs of the American Council of Life
insurance and the Health Insurance Assoclation of America in cooperation with the
Speclal Adviser to the President for Consumer Affairs and the United States Office

of Consumer Affairs. .
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WHEREAS,

(WHEREAS,
e WHEREAS,

*  WHEREAS,

P
v
N\

- WHEREAS,

NOW: THEREFORE, | __

 SAMPLE MAYORAL PROCLAMATION

i

U
our President has proclaimed.the week beginning
Apfil'23,.1984, as “National Consumers Week;” and
a major function of our compettive free market _
system is to satisfy consumer demand; and

everyone is a consumer but too often this role
is the most neglected in terms of preparation

. ~and training; and- e
consumers should have access te a wide assortment

of competitively priced goods and servicas produced
here and abroad, accurate information on product -

content and care, on contractual agreements, on the -

cost of credit...essentially whatever facts are needed
to'make an informed choice; and

it is clear that the greatest fairness for consumers
can be achieved through the active cooperation of

business, government, and consumers themselves

working together to insure equity, increased

competition, and safety in our free market econb’?ny; '

and e

National Consumers Week will promote dissemination
of sound consumeér information by both public and
private sectors, including the media, on subjects

such as complaint handling and on public policy

issues which affect consumers; encourage dialogue” -
- and coogeration among consumers, business and

government; and broaden the scope of consumer

. and economic éducation by heightening consumer

awareness that we function in a world market—

" that our interdependence extends far beyond the

boundaries of the United States; .

* ,Mayorof ____ , do

hereby designate April 23-29, 1984‘, in the ity of

- as....
APRIL 1984
. .

]

NATIONAL CONSUMERS WEEK

MAYOR:

<6
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