Boston University

OpenBU http://open.bu.edu
Boston University Theses & Dissertations Dissertations and Theses (pre-1964)
1958

Manual of public relations for local Good
Will industries

https://hdl.handle.net/2144/6401
"Downloaded from OpenBU. Boston University's institutional repository."



HST0N UHIVERSITY
Sohool of Publie Relations and Covmunications
Thesis
HANUAL OF AUBLIC RELATIGHS FOR
WOCAL GOODWILL INDUSIRIES
By
Horman O. Barres
(B.5,, Boston University, 1959)
Submitied in pertial ifulfiliment of the
regquirements for the degres of

Mastor of Sciemce

1958



Approved

First Rudar-%. ?M....Z/fg Fetpre £

wufaunr of Pygals ELETran'S

Second R‘ld"a-ﬂm‘oo-tin%'ﬁ-i sessssamnsRenny I
Professer—of F Lo fi [, L,
Detzila,



TABLE OF CONTINIE

CGIAPTER
I. THE PROBLEM AND DEFIRITION OF TERMS UBkEDsewevassvvunves
The Problellesssssssssssssssansssanasncassosns oy senee
Statement of the problem.cescescesssssscrsssnsnsnss
Importance of the studyecscssssscsnsssssassacasnnss
Definitions of Toerme Usedesecsseneensnsssssencnscnees
Loeal Goodwlll InduBiTyescesscssccsncnnenssasssnnna
Goodwill Industries of imericlesscsssseseossssnssese
Executive Seorotaryisessssscesssscsssnceasscencscsce
Board of Diroctorg.sssesscssscscsccsssnnnnnsssnnnss
11, HISTORY OF COODFILL INDUSTHIES..evscesssssssssssscssns
Barly History e ssaesssvnsassnssscscssacncassnsncnnunns
Founding of Coodwill IndustriesS.sseesesscesesscesssns
National Association of Coodwill InduetrieSeecesseves
Goodwill Industries TodiJuesssssesvenrsvnsssnsnnvenee
Public Relationa at Goodwill IndustrioSessscsscssesss
Begloning of {ormel public releticnsecsssscisesnces
CGolden Ammiversary of Goodwill Indvetries and
Changes That Came Afteressssssssssssscorssnssssnnns
Alds Offered to Local Goodwill Industri@secscssescsces
Cost of mids %o local IndustrieSeiecessscecsscsonssce

Importance of Local Goodwill Public Helations Malis.ees

PAGE

E B v @ v W o oW oW oW W W

b=
=

13
13



GIAPTER
I1I, 70 READ OR HUT 0 READssuavarsensvsnsscessansnnsnnnes
Brief Backgrcund of Coocdwill Public Relatione Men..
Vriting Froblems of Cocdwill Public Relations Uen..
The Three Best FublicaticnBessssssssscssssssensases
The brochur@scsssssssssnssssssrssrcavsnsnnncensss
Transportation menuilisisssvessssonssovnsencnnses
Internsl=externel Orgel.isssssssssssssssnssvsnssnn
T T T T T T
IV. BASIS FOR DETEIMINING RealAEILITY OF GOODWILL
PRINTED EATEIIALssssssossssssssssssassassssasasnnse
Basies for Uetermirning Readabilityseesssvsssssnssncs
Evaluation of Design Factorfesessssssvescsssresscse
Analysis of Studied TublicationBeseescscsssesenasne
Ve A LOGCAL PLA¥ O FUHLIC RYLATIONS FOR GOODWILL
TN R B aeennonssnsssssonnnsnannarsnssbannsonnnsss
Aims of a Loocal Plun of Public RulatioNBGeewsssssvee
Organizationsl Problems of Local Goodwill Publie
Helations leNssssesvssvnsuscsssssrncssensnnssnssns
Internel and external publicBesssesvssssssssnnsas
The board of direcliorSssssssssssssssssssnssssnncs
Lines of comwmicationBececssccscssncsnvsnscnsnse
The transportation depertmenteesesscscccncsscncee
Adaptation of national materinle.cecceeencsssnnns

Short versus 1011; range le’.ﬂgiiiniin TR T T

PAGE
16
16
17

7



CGHAPIER

V. A LOGAL, PLAY OF TRLIC RFLATIONS FOR GOODWILL

INDUETRIES  (eontinned)

mﬁ th!iﬂ-ﬁ.-;-- T IR T T T T T T YT

The employes...... tasusABISERRsNETAR T EREERER RS
The exbernal publicCecevrssscivsvasrsvnssscssesace
Religiousz grouffevssessssnnrcsonnsnsssnsnssnsnnnns
Civie 5raups.‘...................:...........-...
Looal Induabryecescsescsssrncnsinsssnssnnnnssnnne
The retal) abore..csevsscvrnssceccsessonsnnsnsnse

sﬁhml gr“:-'?ai"'f"."'lllIf"l.l'.'ilI!Fi‘-'..'

RBoy and girl goonlBescccsvessscassvesmrssnscannan

Vehinlea of ﬂa‘nlﬂm'linntinn............"............

Galning sceeDbenol i v issnssnssrasscapessnsnnnsse
Triting e pross releasd..ccssassrscsssnssnnnnssnsy
The nevBPOPereisesssssssprssnnssanscssssrsnssansy
Radio gbations..vestvesnossnenuscostssnarsencenne
Tolovighion. coscsavccsaansasesnarsasassscracnnnans

ﬂ'l.ﬂ eontritutor p’l.‘l'bliuaﬁim...--.. T el s T

Pﬂ'id ﬂdvgﬂimg-.|-IlIlilI--'lQ--pll-ln--.qlt'qj-q.

nlﬁ Bud-ge’tiillvlr-rnirtit----lrr---ttlnl.-.-n--tnnpqn

Etpﬂnﬂ'ﬂﬂ mr m&t“iﬂ".'f'iI'.I-lII..II..!I..I‘.'

Relationahip of the budget to the over-all

BXDANEAAssscsswerass s st st anasdansaRaRsRseRanrS

Agsisgtance from Goodwill Industries of Americeessss

hm”-I'--f-.-..--'--fﬁil--i.-..--....IEQOGI...-II

PAGE

& & &EE R EEH&EEERFEEEEY Y @ 3 Y

)



CHAPIER : PAGE
R ELEOGRAPEY i 454 seavsaibivisiasnssracisiinpsusiitaviorasy 58
AP s svisisisssrsennisvisisssisvensiissdinsvirovicime i 18
Ammex I, Copy of the Burvey Sent to 1l Looal
Goodwill Industri®sSssssesssssssssesssssnsssnssnsssrnany 5L
Annex II, Results of the Survoyessssessssvossessosscssns 63
Amnex III, Distribution of the BE Hetwrns Received
from the Burvey bant to L1l Local OGovodwill Industriles
in The United btaves, Hexico, wnd ‘eualBessssasssssnses 88
Amnex IV, Sample Slide Telk to be Used by Loeal

Goodwill Industries for External FublloGeeesssnsssnesns 90



TAELE

1.

I1.

I1I.

1v.

Ve

LIST OF TAELES

Readability of the Iwenty-Seven Goodwill
PublicationBecesscsssscsssssscnsnssnsracassnnsnnes
The Two Most Readable Gooudwill Publicet ious
in Each Categoryessesscscscscarssvonsrsanscnnnnes
The Design Ratiugs of the iwo Desv Coodwlll
Erochurescsssscsssssssssnssnssssssssnsnsnsssnnsns
The Design Hatings of the Iwo Desi Goodwill
Personnel BooKleTBsssvssessssssnsnsssacsssosnssns
The Design Hatings of the Ilwo Dest Uoouwill

Internel=External C'rgﬂn'-lil- T T

PAGE



CHAPIER I

THE PROBLENM AND DEFINITIONS OF TERMS USED

The significence of a manual of public relations for Goode
will Industries of America as far as public relations itself is
concerned is certainly conclusive. Coodwill Industries has existed
for about 65 years and has as its mother organization, Morgen
Memorial, in Boston. The 119 loocal Goodwill Industries through-
out the United States provided training, employment, and re-
habilitation for 28,000 handiocapped workers throughout 1956.

Their conmon plen of operation includes collection, repairs, sales,
and contract work. Clothing and household articles are donated by
the citizens in a loocal CGoodwill area. Thie material, whem it
arrives at the looal Industry, is sorted and the nonrepairable items
are sold as salvage. The remaining merchandise is then sent to the
looal Goodwill workshop where the handiecapped are employed. Their
job is to recondition the usable merchandise so that it may be sold
in the Goodwill retail store. The income from the sale of this
repaired merchandise finances most of the local Goodwill Industry's
non=profit program.

1t was not until 1953 that public relations was given any
place or importance in the orgenization. In that year the first of
the publie relations departments (msny of which were informal) were

established in loecal Goodwlill Industries throughout the United Etates.



Considering even the informality end part time use of persone
nel in many of these orgenizeatione, the realization of the need for
a system of public relations on the part of this large charitable
orgenigation signifies in some way the importance and walue that
Goodwill Industries of America attaches to public relations in its
works

The formulation of a manual of public relations that can be
used in establishing and maintaining effective and soumnd policy on
the local level is both necessary and vital to Goodwill Industries of
Americe and also important to similar eleemosynary inetitutions. By
formulating a poliey, that with a few minor modifications cen be used
by any local Goodwill Industry, much can be done toward professional-
izing public relations in the organization. A genuine interest has
been shown by Mr. P. J. Trevethen, the Executive Becretary of Good-
will Industries of America, in the role of publie relations.

The menual of public relations for Goodwill Industries here-
in proposed would be used for more effective relations between wvarious
local Goodwill Industries end their “publics.” The formulation of
this plen will be of wvelue both to the public relations man in the
looal situation (in & mature company with s separate publiec relations
department), and also simple emough to enable the executive secretary
of & newly formed industry to double effectively as a public rela=
tions man until the staff struoture warranted a full time director

of publie relations,
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I. THE PROBLEMN.

Statement of the probleme It is the purpose of this thesis
to develop a manual of public relations for local Goodwill Industries
in the United States that will sell the public on the work and pur-
poses of the orgenization.

Importance of the study. Because the 119 Goodwill Industries

in the United States wary so much in sige and sales volume there is

a need for a manual of publiec relations that will be of walue to both
the large industry with a separate PR staff and the small industry
where the executive secretary must fill many functions including pub-
lic relations. This plan will give the local PR man some insizht
into public relations problems and how to plan effective PR for his

goodwill industry.

I1. DEFINITION OF TERME USED.

Local Goodwill Industry. Any one of the 119 Goodwill Indus-

tries in the United States. These local Industries vary in size from

19 to over LOO employees.

Goodwill Industries of Amerioa. The national organization

thet loosely binds the loocal Goodwill Industries together. Located
in VWashingbon, D.C., it is a skeleton organization of six people
whose purpose it is to give national unity to the locel orgenization.

It also aide those starting new Goodwills, plans national publieity,



PR, and promotionel campsigns in the name of Goodwill Industries.
It is supported by dues pald by loocal industries in reletion to their
eige and wvolume,

Executive Secretary. The individual who is in charge of =

local Goodwill Industry. Usually he has had some experiemce in a
charitable organigation. In the smaller GWI, the executive secretary
does much or sll of the administrative work. As the Industry grows
his staff grows and he delegates much of the work he himself did to
subordinates.

Board of Directors. The group of men in a commmity that

govern the operation of a local Goodwill Industry. The Executive

SBecretary is responsible only to this body.



CHAPTER 1I

HISTORY OF GOODWILL INLUSTRIES

Some years before 1900, Henry Morgan, a wandering evangelist
from Newtown, Comnecticut, built a chapel in Boston's South End,
In this chapel the poor and the destitute listened to the preaching
of this Comnectiocut evangelist. The chapel remained in its present
state of theological tranquillity until 1890. At this time an Edgar
Helms, a Methodist minister from the middle west, migrated to Boston.
Dr. Helms, a title later given him in recognition of his service, a
young and ambitious man, came to Boston only with the desire to go to
Indias For him Boston was only a stepping stone toward bigger things-
-a stepping stone for missionary work in the land of the saocred cow.
As time went by his position in India falled to materimlize., Being
thwarted from assuming a forelgn missionary's career, he attempted to
organize a "Church of All Netions" in the slums of Boston's South
End, The church, in his mind, would directly minister to the needs
of the immigrant population. After much struggling end discourage-
ment he had temporarily to glve up this project.

Dr. Helms was then assigned to Henry Morgan's Chapel, now
called Morgan Memorial., As previously mentioned, this edifice was a
haven for the inebriates end louse-carrying destitutes of Foston'se

South End. His first theological chore came in "cleaning" the bodies



of his congregation. The "cleanliness next to Godliness™ dootrine
seemed to be his only mission in the early period of his pastorship
at Morgan Memoriel.

Obtaining stout brushes and plenty of strong soap started him
out in his erusade to clean up the congrepation. A minor obstacle
was evident when a lack of bathing water became apparent in the Chapel.
Dr, Helms proceeded, considering the religious aspects of his shower
building, to install a water tank under the pulpit. WVork proceeded
on this system until a baptistery was discovered. With this immowvation
a8 a reserve tank, & basement room was fitted with shower heads and
before too long & well scrubbed congregation was appearing at Hemry
Horgan's Chapel.

This project completed, Dr, Helms turned toward the younger
members of his tiny Chapel in the South End. As "times were very bad
in Boston,” in the early 1900's, the Chapel's pastor decided to make
his church a nursery for the needy children of the area., In most
cases these children were locked in cold water flats or allowed to
wander over the city while their penniless parents were gome for the
day in order to try and furnish meager necessities for their starving
end threadbare families.

In converting his chapel, Dr. Helms padded the pews and looked
for pemnies to keep this coumtry's first day nursery warm for the
children of the Bouth End,

Beoause of the gravity of the economic situation at this time,

Dr. Helme deolded to try and persuade churches in Foston to donate
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food and elething to his flock. He felt that as these other con-
gregations in most cases were much better off, they would donate to

his camuse.

Unfortunately, much of the clothing he ccllected was sorely in
need of nocedle snd thread. In order to use this repasirable clothing
for the needy it first had to be made wearable. He called upon the
older wnemployed women who then organized sewing bees in the warm
chapel and made usable Dr. Helms' solicited contributions.

He sold some of the repaired items et church rummage sales.
With the profites realized from this endeavor, Dr. Helms gave some
wages to the hungry and penniless "girls” of his church sewing cir=
cle--with these transactions, my friends, he had really started the
first Goodwill movement in the United States.

As his organization grew, the Doctor acquired a larger and bet-
ter equipped overnight lodge. Here parasites of the city got a
shower, a bed, end at least a night's lodging. They were even offered
jobsl Meny of ';:rhaan menn had gkills moquired in the old world and
passed down from generation to generation. There were tinsmiths,
cobblers, cabinet makers, and tailors. OGradually Dr., Helms utilized
and employed these tradesmen in making usable the larger and larger
variety of donations that were being glven to the Pastor of Morgan
Memorial's Chapels The few dollars that were sarmed in selling the
repaired commodities were changed into food, clothing, and shelter

for Dr. Helms' workers.
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In 1905 this operation founded by Dr, J, Edgar Helms was ine-
corporated. Morgan Memorial Cooperative Industries and Stores Incor-
poratede-this was the start of what today is e vast charitable orgen-
ization of over 100 Industries in the United States end a dozen or
so in foreipgn countries.

As Dr. Helms' movement began to gain speed, collection of re-
pairable items began to bscome a problem. You see, Morgan Memorial's
founder decided that by having the individual give personslly to the
Industry, rmuch larger collections could be realized. Just in time,
one of the Industry's volunteer workers, Mr. Fred C. Moore, still an
Executive Consultant to Boston's Goodwlll Industry, came to the res-
oue, At the time, Mr, Moore was employed by a Boston coffee importing
businese. He succeeded in obteaining 1000 burlap bags from his em-
ployers These bags were then distributed to those making donations
and Morgan Memorial's collection system was in operation. This
system coupled with the Industry pushed the business toward suceess,
success for Dr, Helme and for the needy handicapped and destitute
workers he smployed.

In 1910 a National Cooperative Relief Association Incorporated
was organized, This Association aimed at starting other businesses
gimilar to Dr. Helms' project in various cities in the United States,

One was established in Brooklyn, New York, in 1915, The
Brooklyn Industry, looking for a name, decided on Goodwill Industries.
This name has since become the universal title of the orgenization

throughout the world.



In 1918 there were seven Coodwill Industries. This spread of
Goodwill work, rapid as it was, did not altogether please its fomder,
Dr. Helms. He decided its movement must be much faster if maximum
good were to be domne. Between 1919 and 192}, he took his cause to
the Board of lome Missions end the church ertension of the lMethodist
Episcopal Church. ¥ith this effort townrd these groups, he obteined
ene million dollars for Goodwill work. By 192, there were thirty-
seven Goodwill Industries throughout the country.

Dr. Helms, feeling that Goodwill work was and had to be none
denominational end non~recial, circummavigeted the globe in 1926 end
1927. His missiom-=-to found and promotc new Coodwill Industries
wherever in the world there arose a nesd for them.

From 1927 on, Goodwill Industries has grown in leaps end
bounds, Their formation throughout the world has been initiated by
many means--church groups, individuals, loeal financing, trust funds,
and older Goodwill Industries, This world-wide program of Goodwill
Industries still functions on Dr. J. Edgar Helms' idea of "not charity
but a chance.”

Because Goodwill Industries pgrew so large so quickly there arose
a nead for some national organiszation to guide and establish umity for
the local goodwill orgenizations. In 1933, Goodwill Industries of
the United States formed a national organization oalled, The Natiomal

Association of Goodwill Industries, with offices in Milwaukee, Wig-

conein, This title was changed in 1946 to its present name, Goodwill

Industries E Imerica.




This then is some hisgtorieal beckground of what todey is m
growing orgsnization of over 100 local industries with rational head-
querters in Washington, D.C, The national office 1s e skeleton
orgenization which furnishes cohesiveness to the whole Goodwill set-
ups It also provides aide and assletance to looal Coodwlll Industries
throughout the United ftastesz and foreign countries. The cohesivreness
the nationel office provides is wary necessery, as loesl industries
Just in the United Btetes range in size from nineteen or twemty em-
ployess to over L00O. This, coupled with ths fact that the miniwpmum
cost of starting a loonl Goodwlll Induetry is in the vicinity of
thizty thoussnd dollars, makes the work of the natienal office very
importent.

These looal (oodwill Industries are a very closely kmit group
and through the national office new ideas, technioues, and methods
of gocdwill work are exchanged, given, and discussed.

Formal public relations at Goodwlll Industries is rslatively
new, as 1e indeed the field itself. Prior to 19L2, Dr., Helms was
the nationel orgenisation., He passed on his experience at Morgen
Lemorial to those followers who wore interested in Goodwill work,

For a while, he even had sn executive training schecol in Beston for
potential Goodwlll staff persommel. Because of the limitations of
Dr, Helms and his emall staff, aid to local Goodwill work from the
national level wns reletively limited, WVith the incresse in size and
scope of Dr, Helms' project there ceme s definite need for a formal

and realistic method of "public reletions.”



Formal publiec relstions on the part of Coodwill Industries
really begen in 194li. After Dr. Helms' death in 1942, the Exeoutive
Secretary of Goodwill Industries of Americe had been Oliver Freedman.
As all the loeal Goodwill Industries contribute toward the support of
the nationsl ergunization, Freedman felt they ought to reelize some
more tangible return for their investment. He saw a need for really
providing service to local Goodwill Imdustries.

In ¥ay of 1943, ¥r. Ireedmsn wes locking eround for someone
to handle informet ion services for Ccodwill Industries of America in
thelr plen of ausistence to loocal Goodwlll Industries throughout the
United Btetes. Loster Ahlswede, who ab this time worked for the
agricultursl depertment, was contacted and beoeme the first formal
Informatlon Service Director for Goodwlll Indusitries of America. He
worked for the national orgeanizetion until 19LL. His job for these
yoars wae to write copy for loeal industries. Later he wrote copy
for Goodwill's national public.

In 19l);, ¥r. Ahlswede left the national Goodwill office then
in Kilwaukee, For u« year or so there was no PR staff at the natiomal
Goodwill office.

The next significant public relations role at the organization
was held by John lein, whose title, Director of Informetion Services,
lasted wntil 19L8,

It should bLe noted that during these earlier periods from 1SL0
through 1948, formal public relations itself was in its infemoy.

Large industries, corporetions, end other charitable orgenizetions

Yle



were just beginning to realice the importance of commmiestions with
the many publics involved in and with mmy large organizetion,

In 1919, just after John Hein hed left, the National Offices
were moved to their present locetion in Yashingbon, D.Cs Porhaps
dus to the ecomfusion snd problems of moving., formal publiec reletions
wore put on file at the netionel office until 1952. It wesz at this
time that the problem of & scheme of public relations ceme te light.
The year 1952 marked the CGolden Annlversary of the founding of Coodwill
Industries. L4t this time the Rohert Enders Agency of New York was
employed to hendle the ndvertising snd public relations plens of the
crinnization on its fiftieth cnniversary.

Possibly the offectiveness and national scope of the Enders
Agency's work ceused the national office to realize the irmportance of
this type of underteking, for in August of 1954, Mr. Ahlswede returned
as Gocdwill Industries of America's Director of Public Relations.
S8ince his deperture in 19, fhlswede had underteken several jobse=
one of which was with Goodwill Industries of New York. WVith the re-
turn of Les Ahlswedo to the National Office, the counseling and work
of the Robert Enders Agemcy wes concluded as of Januery, 1955.

Since thisz time, the erfectiveness of public relationz on
the national and locel level hes become more and more effeotive. Les
Ahlswede, realizing the importancs of publlie relations in Goodwill
work has done much to impress upon the locel Industries the need for
good community snd public releatioms.

Now, the alds that are offered are multifold; they include:
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press kits for the various amiverseries and significant events in
the "1ives" of the local Induetries, public reletions counseling ser-
vice, and national osmpaigns for Coodwill events such as NEFHW
(National Employ the FPhysically Handicapped Week). There is even a
seminar in Vashington for local public relations people and executive
secretaries.

The various media the national office creates to aid the loeal
Industries includes ten-, thirty-, and sixty-sscond radio and tele-
vision spots, news releases, T.V. trailers, coordination of The Good-
¥ill Worker of the Year Awards and various other media aids for
the local Goodwill Industry wherever it may be. Recemntly, a twenty-
minute sound and color movie was completed, oalled, "Salute to
Courage.”

The cost of these aids to local Industries is based on the
sales of the looal industry desiring them. It is obvious that larger
industries can afford more for media aids than the smaller newly
formed organization. By having industries pay for their aids in pro-
portion to their sales, the smaller industry is not jeopardiszed in
public relations and promotional effectiveness,

It is the 2im at the Nationsl Office to aid all local indus=
tries. Because of the varying sizes of the 100-o0dd local organiza-
tions, public relations wvaries in scope and effectiveness, The larger
Goodwllls, due to incrensed emphasis on PR by the national staff, have
formal publie relatione personnel. The smaller organigzations and

those Goodwills with amaller budgets depend in many cases on the dis-



oretion of the executive secretaries, part time help, and assistence
from the national office.

It is the gonl of the public relations department of the Goode
will Industries of America to train local industries, large end small,
in the effective use of public relations in deeling with local pub-
lics. The lational Office, in ite guidance, outlines importsnt pube
lics to be reached, the handling of common public relations situations,
and how to deal with the media of press, radio, and television.

The locel public relations man, whether a separate department
in a large local industry or the “jack of all trades" executive sec=
retary of a newly formed industry, must realize the importance of
PR. The success of his public relations is the key to effective
CGoodwill works It is good public reletions that will bring in meterial
contributions, establish sound internal PR, and make the difference
betwesn mediocere and top-flight operation. The Goodwill contributor
is really the person who employs the handicapped workers in the local
industry. The handicapped worker, in turn, is rehabilitated and
given "not charity but a chance.” Within the industry itself the wise
use of public relations will keep employses well adjusted and aware
of their important part in the Goodwill program.

This brief history is intended only as a supplement to this
manuele Its aim is only to give some insight into the Goodwill story.
It should give the public relations staff or executive secretary of a
looal industry a briefing as to the important facts and history of

the organization of which he is such a vitel part, With this back-
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ground n clearer wndersimnding should emerge, in writlng, spealing,
and %0lling the Goodwill story to those "publies,” which through his

work spoll success in looal CGoodwill opseration.



GAPTER IIX

I0 READ OR NOT TO READ

"Few businessmen realize in time that the publiec is not under-
standing their methods or motives as they shoulds This is borme upon
me every day. MNany sn executlive sends for publie relations counsel
only after he discovers that some importemt publiec group is violemtly
misinformed.”

This statement by Bernard Lichtenberg tells the story of this
chapter. In order to have the public informed correctly the printed
word must be readable and of good design.

As was previously stated, Goodwill Industries is a netion-wide
organization of charitable institutions that employs handicapped pere
sons to make saleable donated contributions. This is accomplished
through the collection of re-usable materials given by citizens in a
local CGoodwill area. The final sale of these materials in a Goodwill
retall store provides gainful wages to those handieapped workers who
might otherwise be forced to accept charity.

The results of the rur-rql that was sent to the 11l Goodwill
Industries in the United States revealed this information.

Thirty-seven of the public relations men answering the mues-
tionnaire had no prior public relations experiemnce before coming to

]‘Sn Appendix, Annex I1.
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Goodwill Industries,.

The educational background of the respondents was lacking in
formel business and public relations training.

The public relations departmente-of Goodwlll Industries print
many types of brochures, booklets, and direct mail pleces. Ewaluating
2ll of the printed material of Goodwlll Industries would be %oo broad
to be practical, so this report snalyzes Z7 of the better pieces of
Goodwill literature to determine if they are readable in a form that
"reaches” end informs the reader.

The very idea of a communication will be lost if the material
is not ecarefully planned. written, and desirnated to demonstrate
olearly the ideas to be ucomunicated.

The tﬂmtyulwml printed items were analyzed for the readabil-
ity and design based on accepted prinuiplu.e This analysis should
give the local Goodwill public relations men some basie for evaluation
end oreation of readable printed media.

The public relations writer for Goodwill Industries does have
problems in writing, becsuse of the variety of readers he must "reach.”
It is hoped that through this analysis some of the problems that must
be coped with in Coodwill public relations writing, or aay charitable

organization for that matter, can be better handled.

131&- inside back cover.

Z5ee Chapter 17,
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Taking the three best publiaatians,l you will probably ask,
what is there about these three that makes them stand out as far as
readability and design are concerned?

Viell, the brochure numbered !, is basiecally very simple=-utterly
simples The use of color and line gives its cover the complete Good-
will storye The womsm holding the "kingsized" bag does give the
Ooodwill worker a lot of happiness, as can b2 seen by his smiling
feoe=-what could be more appropriate? As you look ineide there is
further brief, simple copy illustrated with a line drawing showing
what happens to the "kingsized” bag end its contents. The message
is given in very readable cooy with personal references®«"Fill one
with clothing end other household items you no longer use and you'll
help provide jobs for people at Goodwill Industries. And them you'll
see whot we mean when we say this "kingeized bag will hold a lot of
heppiness.” This is appropriate in terms of reader, purpose, snd for-
met. When you lock at the back cover you find all of the necessary
information for contacting this Goodwill Industry--just the necessary
information and no more. It's good-~don’t you think?

Now take out the best tramsportation manual (Bef). It's so
small you cen put it in your pocket. Vhat does the cover sey=-it says
manual for Goodwlll transportation workers both in pleture and wordee

double impact. Look at the inside. The important headings are in

15ee Chapter IV, Tables I, II, III, IV, snd inside front cover.

200 Chapter 1V, page 23.



eapital letters and underlined--good mechanical means for clarity.

As an over-all booklet it is brief, to the point, smd has the out and
dried formula for readability--specific format, specific purpose, and
specific reader.

The Goodwill Glesm--our best internai-external orgen (Ce0)-=
geems almost like a toothpaste ade It 1s, as we said, the most dif-
ficult to handle of the three categories, btrochures, persommel booke
lets, and intermal-external organs.

This is because in this type of publication the Goodwill publiec
relations man must cater to various departments. You usually include
in the internal-exterual orgun news of each deprrtment. Fortunately
or unfortunately, as the case may be, this material in many cases is
written by the department members themselves. 1t's a hodge-podge of
jdeas that takes resl journalistic lmow-how to trameform into readable
end well designed copy.

Look at tue arrangement of the firsl pages The balance is ine
formel-~each slde balances with ditfferent means but belances. The
use of plotures tells the storys Lock at the ceaptions--the rirst word
of each caption is capitalized so that the reader immediately resads
what the pieture tells.

Fotice the telephone number on this direct mail piece. It is
in large point type so that the reader can instantly see where to
eall to contribute to CGoodwill Industries.

These points concerning each of the three best publications

are brief and genseral but they should help you see how good printed
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material should be set up, written, end anslyzed.

This report is not intended to be a panecea for success in
Goodwill publicetions. It is hoped, however, that it will promote
thinking and suggest some ideas that will meke better copy and design
for the Goodwill public reletions man and writer. If this can he

eccomplished, the aim of this chepter will be satisfled.



CHAPTER 1V

BABIS FOR DETERMINING READABILITY OF GOODWILL PRIKTED MATERIAL

The basis for determining the readability of the printed
material in Chapter III is as follows:
I. The number of one-syllable words per 100 words.
11, The number of words per sentence per 100 words.
111. Mechanical means.l
It would be diffi~ult and unnecessnry to examine esch article,
word for word, to determine the readability. For ease of analysis
100 words of copy in eash item in emch category were selected at
random.
The number of one=syllable words per 100 words were then found
in each booklet, eto. in each classification (see Table I, page 22),
The stondards set for readabllity as far as one-syllable words
are concerned are TO% to 75%. If this percentage of the 100 words of
copy is met the copy is readable in respect to one-syllable words.
The number of words per sentenoe per 100 words was obtained
by dividing the number of sentencos per 100 words of copy.
The average standard for readability in this case should be
betwsen 15 to 17 words per sentence. An average higher then this ine
dicates that the copy may cause the reader to fight the words end lose

15«“ pREge .
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Table I. Readability of the 27 Goodwill Publications.

A B c
100 Vords Brochures Parsommel Intemeal-External
of Co Booklets Booklets
o T - 5T
2 70 80 61
3 gg 86 g_—*,
Humber of 1
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To%-T5% s 15 e 5
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1 17 i 2
2 1 16 13
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T 16 13 2
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2 L 3 9
Personal ; § 2 g
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Heferences —g i_ 1%_ 11
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1 2 3 9
2 L 2 3
a g 2 2
2]
Mechanical Hﬂg‘ t 2 "i_
Heans 2
7 1 L L
8 L 0 v i
9 3 0 L
10 5 0 (4]
11 5 0 0




the message.

Another importent consideration in making the reader "read" is
the number of personsl references in the copy. Personal references
are those words or groups of words that cause the reader to feel =
"part” of the idee the copy tries to sell.

There should be 8 to 10 personal references per 100 words.
There are two types of personal references: wordsl and groups of
words.?

The final method of determining the basic readability of the
copy is the mechanicel means used. Ve have the use of headings, the
outline, the size of a body of ocopy, the use of brackets, parentheses,
and many others. The mechsnlecal mesns in themselves are of no velude=
no one doubts that=-but these means with the other principles of
readabllity, if they are followed, aid the cause of readable copy=-
copy you and the reader will understend.

To help you see the light, so to speak, the dates from the
analysis of readability of the 27 articles is included in this chap-
ter (see Table I, page 22). It inocludes readability of all the
twenty=-seven articles. As you see, all the brochures have a capital

A on them with Arabic numbers to specify which brochure in particular.

I'Hordl. This includes names of people, titles of people, personsl
s P
pronouns, and words referring to personal relationships.

Et}mugn of Viorde. This includes quotes, commends, incomplete sen-
tences, cuestions, and aimed sentences. (Inserted into the copy
by the author to cause closer feeling on the part of the reader
toward the ideas comveyed.)



As you might expect, the personnel booklets have a cepital B on them,
and the internaleexternal papers (the paper or booklet sent to a
Goodwill contributor telling of local Goodwill activities) are givem
a capital C.

After the initial tests of readability in all three categories
were made, the two most readable booklets in each group were selected.
The first and second best in category A, brochures, were numbers
L, and 10 (see Table II, page 5)« In category B, the persomnel book-
lets, 5 and 6 were first and second best, respectively., The two
best in category C, as you can see=-no pun intended--are 2 and 6.

In all cases the selection of the two best in each class were
made with reference to words per sentence (this is the most importent
faetor), personal references, and lastly, the number of one-syllable
words. This method of selection was used as it was felt that the
words per sentence would be the first conocern of readable copy. If
sentences were long, the reader would be least inclined to read the
gopys If there were a minimum of words per sentence, a few more than
average one~syllable words might be allowable, Ferscnal references
were felt to be more important than the number of one-syllable words.

An evaluation was made of the general design of the three bhest
brochures (category A, L end 10). This evaluation was based on three

design faotorst (this includes all three categories--A, B, and C).

lthru DuéE Faoctors.

I. Appropriatensss--the cuality that mekes all the elements of




Teble II. The Two lMost Readable Goodwill Publications
I_n_fo.nh Category

£ Brochures (A} ~ Personnel PFk. (B) Int.-kxt, (C)
¥o. of lat Znd lst 2ad let 2ad
ﬂn"srlln
Vords L 10 5 [ 2 6
Vords/
Sent. " 10 5 6 2 6
Personal
References L 10 5 6 2 6
Mechanical .
Means L 10 5 6 2 6
The Best L 10 5 6 2 6

In this selection the ¥Words Per Sentence had precedence over

the One~Syllable Words. The Personal Heferences also had precedence

over the One=Syllable Vorde. This of course was within reasonable

limits.

From the information from thie chart, the two best in each

group weret
1.
II.

I1I1.

Brochures (A): Number L and Number 10.
Persormel (B): Number 5 and Number 6,

Internal-External (C): Number 2 and Number 6.



From these measures the two best examples in each group wers
enalyzed.

In the brochure designation (A), number L seems to be the best
example of well-designed material (see Table III, page 27). The set-
up and design of this brochure seems to best get the message across.

It is appropriate because it talks to the reader=-what could be more
appropriate? It is simplicity personified--it's one idea of the Good-
will Bag repeated over and over again,

Brochure number 10 (see Table III, page 27), although very
readable, missed the boet as far as design is concerned. It is apprope
riate, but too broad. It tells the story to the comtributor in gen-
eral instead of to & specific reader. It loses some of its crispness
beceuse its format is too broad.

Of all the persomnel booklets (B) that Goodwill Industries
people “had” to read, the most readable were numbers 5 and 6. "Designe
wise” number 6 takes the Gold Cup of Good Design (see Table IV, page

28). It is brief (you cen see by its format) end gets the message

the copy belong. (There i no rule of thumbe-it is directed
by the writer's good taste.)

II., Simplioity--the putting together of all the elements of copy
that belong together. (Repetition of the main idea.)

III. Crispness--this measure of enalysis tests the copy to see
that there is not one single unnecessary word in the
writing, This, my friends, is "literally” cutting the copy
brutally to eliminete unnecessary wordage.
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Table III. The Design Ratings of the Two Best Goodwill
“Brochures (A), Numbers L and 10.

— Design Tumber L _ Number 10
Fair Good
Talks to the Broader but more approp-
Appropriateness contributor. riate. This brochure tells
the story to the contribe
utor.
Thie brochure Although this brochure
uses just one uses one ldea=~the key--
idea both in it loses much of its
Eimplicity copy and in simplicity because of

the art worke-
The Goodwill Bag.
Good.

a vagueness of the copy.

Format Crismess

Very good-=-
Tells the story
easily and in
an interesting
manner.

Rather overworked.

Thias idea has been used
too many times to be
called crisp.

For generally getting the message across, Number l seems to

be the best general brochure.



Table 1V, The Design

ga of the Two

Bast Goodwill

P-rraunnel Bun L) a 'Ei P mhcrled

Design

Number 5_

Humber &

Lppropriateness

This is rather
eriep but loses
much because the
copy and lemgth
are dull and long.

This talks directly
to the worker-=

good.

Simplicity

This certainly
doesn't have the
quality of sim-
plicity=-=too long
end wandering,

Yeg==thie has o lot
of simplioity. It is
short, direst, and to
the pﬂint.

Format Crispness

There is none
here. The writer
was too wrapped
up in the copy
and the rules.

Although this leaves
something to be de-
sired--it is the best
of the personnel
booklets,

For generally pgetting the message across, Number & seems

to be the best of those personnel booklets considered.
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across. 1t is appropriate as it talks to the person intended--the
worker., It is simple and compact both in wordage and physical size,.
Although it iemn't quite ae crisp as a head of lettuce, it does best
meet the qualities of good deeign in this group.

The second most resdable personnel booklet, number 5 (see
Table 1V, page 28), is fair in design quality. It tends toward ap-
propriateness but is too long and just s bit dull., Ls far as sime
plicity is concerned, the best comparison can be made to the technician
wiring a Univac without & schematic diagram. From these "faux pas”
the booklet loses much of ite crispmess.

Because copy is readable, it is not necessarily good ss a
printed commmication and may "viclently misinform.”

Internal-external organs (C) were on the whole the poorest of
the group. Numbers 2 and 6 were nominated as the best in this group.
Of the two, number & seems to have the proverbial "sce in the hole®
(Table V, page 30). This publication is good as far as crispness is
concerned=-it talks to the reader and that is 1t. It is simple.
Lastly, its format is crisp-~though formats of this type can be dife-
ficult.

Humber 2 is vague as far as appropriateness is concerned. It
is cluttered and because of this, crispness is omly fair.

The three best publiocations were not compared with each other
because the difference of format would mske further appraisal un-
justifieds It should alsoc be noted that the best in each group are not

necessarily “the best.™ They are the best of the material that was

analyzed.



Table V. The Design Ratings of the Two Begt Goodwill
Internal-Externsl Organs (C), lumbers 2 end O,

Design Humber 2 Wumber 6
Thie paper rates Thie is better--
only a fair designa= it talks to the
tion as it beats reader and that's
Appropristeness around the bush, it.

therefore losing
mach of its ap-
propriateness.

Not at zll. This Quite goode-aimed

one is much too at the contributor
Simplicit cluttered to have and the loyes,
4 y that lity of e
qua o
simplicity.

Only fair--mostly Good==from the name
due to the clutter to much of the copy.

Format Crispness " which also ruined Though it doesn't
ites simpllioity sing, it does hum
a little.

For generally getting the messsge across, Number & seems best

to fill the bill.



CHAPTER V

A LOCAL PLAX OF PUELIC RELATIONS FOR LOCAL GOODWILL INDUSIRIES

"Public relations is not only contacts through different media
to the public but should alse stem right from the bottom to the top
of all employees, the executive, and the board of directors.

"Everyone at Goodwill Industries should be well indoctrinated,
happy at their work and alweys ready and willing to boost smnd sell
the publie to support such a worthy causs,

"Teamwork is definitely the answer so everyone should start
the enthusissm and tell their friends whers ever they may be.

"Enthusiasm is like small=pox, you're apt to cateh it if you
get too clese.

"Goodwill is definitely a community project, & non-profit
organization and we will prosper in direct proportion to ocur sbility
to recruit many others ready to rally to our support.”

These statements by Mr, Hugh Stratton, the Public Eelatioms
Director of the Goodwlll Industries of Windsor, Onterio, are the best
introduction to this chapter. How does one achieve good internal and
axternal public relations on the local level? ¥hat are the important
"publics?” How does one deal with specific local Goodwill problems
such ag bad contributor releations caused by the transportation de-
partment? These problems and many of those met by the local Goodwill

public relations man will be disocussed and some basic system estabe
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established to emable the local industry to have, promote, and proe-
duce better loeanl publie relations.

The locel Goodwill Industry in meny respects is similar to
other charitable organizetions, It depends on contributors for
donstionss The "goodwill” that grows from fevorable public feeling
is the success or fallure of a local Goodwill Industry. A local In-
dustry differs from many other charitable orgenizations in that it
deals with the rehabilitation of handicapped people. A Goodwill
Industry depends primarily on material contributors. Without material
contributors a local Goodwlll cammot exist. Thie 1s the basic goal
of any Industry--material contributions. The securing of materisal
contributions gives employment to its workerse<handicapped workers.

I1f the local public releations man sucoeeds in establishing
favorable community relations the community will want to become a
part of it, A part of the support of an organization that gives a
respected place in the community to those hamdicapped who might other-
wise be on welfare.

It is the job of the loecal Goodwill publie relations man to
astablish positive relations on the part of his organization toward
the commmity of which it is a part.

Before any externall publie relatione oan be expected to

lExternal Public Relations--those relations with publics separate
from the Goodwill Industry itself.



achieve success, internall public relations must be contended with.
The Goodwill worker must feel and understand that he is the important
person in the Goodwill movement. Therofore the jeb of the publie
relations man is to ineure that ell reletions within the orgsnization
are satisfactory and the employee working as a unit toward the emd re-
gsulteea harmonious Goodwill organization. If these intemel relations
are satisfactory the worker will ald greatly the completion of favore-
able external and commmity relations, This will in turn insure
more materisl contributors--the ley to the success of the local Goode
will Industry.

Another organigetional group that the local public relations
man must be aware of is the board of directors. Usually this group
is only concerned with the total picture, and rightly se. Ytheir
interest is only in the total operation--the coste end the bemefit
to the handicappeds The public reletions man must either directly
or through the executive seoretary inform the board of the importence
of good sound public relations in conjunction with the entire Goodwill
operation. At the board of directors meeting, the public relatioms
man should explain his policies, internal and external, and their
effect on the entire operation. In most cases if the board of dire
ectors is oognizant of the importance of sound public relations the
public relations man can count on their support and aseistenoe,

One of the greatest errors the local public relations men can

IIntuml public relations==those relations with publics within a
Goodwlll Industries strueture.



make is to ignore the board and their positiomn.

Another general organisational diffioculty that the local publie
relations man must contend with is that of lines of comwunications.
From the board right down to the sales person, commumnications should
be free, In meny orgenizations linee of communications by-pass some
staff members or commumnications reach him in am '-u}:rlm.l'«il1 direction in-
stead of dowmward.Z A situation of this sort can end in many cases
does undermine the whole orgenizational structure, The public rela=
tions men at staff meetings should stress the importance of free
dowmward communication to all, If thie e2im is accomplished the orge-
anigation will be freer in acocomplishing policy changes, delegation
of mthori.t_.;r} end internal communications in general.

Because the transportation depertment of a local industry is
the real "front" agemoy, the public relations man should brief all
of its members as to their importance, public relations wise. The
drivers and their helpers are the real public relations peocples Through
them and their contamcts with the contributor the difference between
favorable and unfavorable public relations can be made. WVeekly meete

ings with the transportation department are a must. The public

Lypward commmioation--communication from the lowest orgenizational
level to higher levels,

2Downward commmnicatione-communication from the higher organizetionsl
levels toward lower ones.

5Dnl¢gnt1m of authority--giving and supporting certain authority at
lower orgenizational levels to relieve higher authority for more im=
portant declislon-making.



relations men with the aid of the transportation supervisor should
explain the importence of neatness of appearance, a polite and courteocus
manner, and the "go out of your wey"” attituds boward the contributor.
The trucks themselves, needless to ssy, should likewise present a

neat and ettractive pleture to the "public.” A trensportetion menuall
is good public reletioms. With it the transportation worker can

check periocdically to see what his part is In the CGoodwill story.

If the tramsportetion department and lts members are awsre of
the importance of "them" se public relations people selling Coodwill
Industries will be considersbly essier,

One of the biggest difficulties the local public relations man
has to reslize ie that the aids and media sugpested by the Publie
Eelations Department of Goodwill Industrlies of Americea in most cases
muet be adapted to the locel situation. The only time that it is wise
to take them at thelr face velue is in relation to 2 national cem-
paign such as en anmiversary of Goodwill Industries, NHatiomal Employ
The Physically Handicapped Wieek, or some other nationally sponsored
Goodwill project.

Haterinl suggested by the national office should be tested to
see if it conforms to the local situation in relatiom to economioe
situation, climste end public sentiment toward the loeal industry
using it.

Every local Industry has a different geogrsphie and economile

ISM amex inside back cover.



situation. A media that would be satisfactory in Florida could be
entirely out of the cquestion in linnesots and vice versa. As each
Goodwill area has problems peculiar to it, the locel public relations
man should ecarefully study the needs, geographical location, and
economic situation of his particular aree of work, If this is accom-
plished, the job of best applying the materinl suggested by the
national office is greatly sirplifieds The practical test for amy
Goodwill commmication towerd a publio ie to insure that it fits in
terms of reader, or listener, purpose (what it should do), end format
(doee the material fit the problem).

{ne of the eaadlest pitfalls to which the loeal public reletions
man can succumb is day-by-day plamning of his public relations peliey.
Publie relutions planning should cover at a minimum a year. T¥hen a
public relations man plans his activiiles on a day-to=day basis, it
is very easy to get into a "rut." If a year or even longer period
is used in plamning policy the locel public relations men csn work
toward a longer end larger totel goal. This long range operation
“aims” day-byedsy operation towarde a long range more productive end.
For example, if the need is for greater material contributions, a
dayeto-day plan for sccomplishing this end tends to produce the same
feehie ei'forts day in and day out. On the other hand, if the ome, two,
or three year plan for greater contributions through better and more
positive public¢ reletions succeeds, the daye-to=-day news releases, slide
talks, radic spots, etc. can all be planned to ultimately achieve this

end completely through the effectivemess of the long renge policy.



Viith what "publics” does the local public relations man have
to contend? Aectually they are as large as the area the locel industry
serves. As was stated previously, the first "publice” to be recog=
niged are those within the organization--namely, the employees. The
internal "public,” the industry worker, sales people, staff, trance
portation workers, and telephone solicitors are the real publiec rela-
tions personnel. If they realized their importance to Goodwill Ine
dustries meny external problems would be eliminated. If the employees
are dissatisfied, have personal differences, etc., the effect of
this dissatisfaction reaches out and stunts much of the effort ihe
public relations director tries to accomplish with external publics.
Word of mouth commmication always hes been and will continue to be
an important consideration in the place any orgenization has in Iits
environment. If the employees tell the Goodwill story positively
much benefit will be derived externally.

It is importent then that the public relations man knows the
employee. It is a good idea to have a personal data file of each
employees This should include past job experience, background, and
other data that the public relations man can use if the need arises.
For exemple, if an employee has e background that is news, releases
may be made to local papers., This will make the employee feel = part
of the organization and alsc benefit the work of the local industry.
A file of this sort is also wvaluable in understending employee dif'-
ferences, one of the greatest causes for poor internal public rela-

tions.
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With these ideas in mind the public relations men should realize
that with good internal morale and satisfied employees the second step
toward a positive aystem of public relations is accomplished. If
the intern:l situavion is as suggested, the best public reletions en
organization can have is elready present--a happy Goodwill femily.

Tith employee relations positive the effect on extermal publics will

be more firmly fixed. If, on the other hand, the local Goodwill Ine

dustry has poor intermal relationas, the job of favorable external re-
lations is much harder, if not impossible,

The external publie is indeed as large aes the area served by
the local Goodwill Industry. To the industry itself the rost important
public is the material contributor. 1t is with this group that the
succegs or failure of the publiec relations msn will hinge. As we have
stated, the transportation department--through truck drivers and their
helpers--is the only member of the Goodwill family that day by day meets
the materiel contributor. Because this group is sort of a lifeline
to the orgemigation, their position should not soon be forgotten.
Through them "word of mouth” advertising is important, If the picture
of Goodwill Industries given to the comtributor by the driver and his
helpers is rich they will exprese this picture to their friends. If
not, they will still express their impression of the orgemizatiom,
but in terms not gquite so favorable,

It is good puplic reiatioms policy to send thank-you cards to
material comtributors--thenking them for their assistance to the CGood-

will program. This card should suggest e call to the local industry



if they have further donations. Another waluable aid that could be
presented to the contributor would be the invitation to tour the in-
dustry=-=to gsee just what happens to material they heve contributed.

Feligious groups are snother important "publie” which the
public reletions man must recegnize. Neturally, some church groups
won't be too receptive to Goodwill Industries. The Goodwill publie
relations man should understand this end put emphasis on those relige-
ious "publics” that are favorably inclined toward the orgemiszation.
Religious groups such as women's societies and men's clubs offer ex-
cellent opportunity for slide talks,! movies, and addresses telling
and showing the Goodwill orgenisetion and its place in the commmity.
Host church groups ars only too happy to have after-dinner telks,
coneerning Goodwill Industries and its place in the commumity.

A Goodwill project that could be cerried out by various church
groups would be & Goodwill offering to further the work of the loecal
orgenization. A material comtribution drive could be carried out by
members of & church group to colleet repairable items. The projects
that could be undertsken by religious groupc are many and varied and
the locel public relations man should consider his own problems and
needs and act accordingly.

The oivic groups suoh as Lioms Clubs, Kiwanis, snd business
groups off'er snother excellent opportunity for dinner eddresses by

the staflf members of thie local industry. With groups of this sort,

15se Annex 1V, page 90 «



subjects such as Administrative Prcblems in the Operation of a Goodwill
Industry and The Financial Aspects of the Local Goodwill Industry are
not only keyed to the civiec group but csn bring wvaluable support to
Goodwill operations from this public. In addreseing eny group regard-
less of interest, it 1s wise to apply the test of listener, purpose,
end format to the subject material to insure that it is suitable., If
it fits the group in relations to these headings, use it. Vhere a
religious group would be interested in Goodwill work from the hendi-
capped polnt of view, most business groups would like to know more of
the orgenizetional problems of the industry. VWhy? Because this is
generelly their business.

There are many opportunities for the local public relations man
or woman to effect tie-ins with local industry and retall business.
In meny local industries throughout the United States there is sub-
contract work done by local Goodwills. There is the possibllity of a
local industry sponsoring a trip for the loocal Goodwill Worker of the
Year or an outing for handicapped employees. Needless to say, if things
of this sort are uhﬁurtnkon. the public relations man will capitalize
on news and public interest wvalue of such projects. News releases,
photos, and tie-ins with the industry spomsoring the evemt all con-
tribute to the fulfillment of coordinated projects. The public rela-
tions man should explain to the sponsoring organisation the mutual
benefit derived.

Retail stores are another source of tie-ins by the local Cood=

will Industry. A project used by some industries is to have contribe



utor boxes in perking lots of super-markets. The tie-in is that the
shopper is given a Coodwill Bag when he cheocks out with his groceries.
The suggestion is that he take it home, fill i%, and return it to the
contrihuter hox in the parking lot of the local supsr-market. Need-
less to say, the box should bs checked frequently to insure that its
contonts ara not overflowlng. This could offset the success of the
projeoct. The publis would feel that there wnsn't too much need for
contributions if they were flowing and blowing sround the super-market
parking lot.

Other public relations possibilities involving retail stores
are numerous; s fashion show of old-fashioned apparel donsted to the
locel Goodwill Industry sponsored by e looel department store, =2 herde
ware exhibit of old types of hardward received at a local industry.
The favorehle public and community relations from projeots such as
theee are indeed great. The specific posiibilities again depemnd on
the loocal situstions snd potential possibilities of the geographical
area.

“Reedin', 'ritin', and "rithmatic,” this public is relatively
unexplored as far as local Coodwill Industries are concerned. The
younger sst in general offers many public relations possibilities.

For example, the use of e Goodwill movie, Salute to Courage,
or a slide talk at a grammar or even a higher school assembly makes
an interesting and sdusational program, btut telis the Goodwill story
to a group that is very effective. The information derived from an

assembly goes home to the parent and ultimately cem contribute end



ald material contributions.

School drives, a tile«in with an assembly using movies, slides,
or even a speasker can be sifevotive lmmedietely. Yor exumple, after
the lscture or movie is over, Geodwill Bags can he handed out to stu=
dents to be teken home, filled, end returned in the wmorming. In the
morning a Goodwill truck can be weiting to reburn the filled bags to
the induetry., All of community CGeodwill projects serve two purposes.
They give the community a purt in Coodwill work and also offer on
excellent opportunity for publicity. It should be mentionod thet if
the local public relations person isn't writing his ovm releases or
taking his own pictures, the press should be notified in time to ine
sure adeguate press coverage. Unoc of the mistekes a local public ree
lalions man can meke is to osll the press on the morning of such s
project and then wonder why the end repult is lecking in coversgw,
Hotify the press in advanocel

The Boy and Glrl Scoute are snother excellent tis-in for drives
end the securing of more material contributions. On a Saturdsy, after
sdecuate press coverage hcs been given, have zome of the Gooadwill
trucks, staffed with Boy Scouts, meske runs in the community. Arrenge
for priszes for the Scout Troop securing the greatest number of con-
tributions. The prizes could be given at e dinner for sll participate
ing at the local industry.

The Girl Scouts could handle a drive of the same type, only
theirs might be for articles of repairable clothing or some other con-

tribution that is light in weight. In all cases some sort of dinner,



prize, or even a certificate of Goodwill mervice should be givem teo =ll
participating in order to eliminate any wnfavorable opinion.

The publics mmiioned are onunernted omly to suggest Go the
imaginative public relations man some of the possibilities that are
present. The sky'a the limit., It all depends on the uree, and the
needs and requirements of the local Goodwlill Industry.

Media-=-or various wehicles of cormmicetion are wast. The
looal industry has at its Jisposule-in most cases without cost--radio,
television, press, and many other medis. The question is, how to gain
the acceptance of these media of commmication?

All too many public relations people both in mnd out of Goodwill
Industries expact thet membors of the wvarious redis will come to then.
One of the prersquisites Tor gnod public relations is good greoszs re-
lations. How often have you hsard the publio relstions persen sy,

"I eun't understand we never get press coverage--thay never stop in
here"? The presa doesn't come to youl The only time this occurs is
in the event of s real big storye-if a reporter happens to get wind of
itl This applies %o all commumicatione medie,

Suppose you have s twenty-second redie spot from the netionel
office that you want to use on a local radio station. You mail it
to the station with a polite lstter with the notation that you would
appreciate sny consideration on their part. One never heers it! In
the first plesce, a local station in most cases puts public service
material (non-psying) on the air with an if time available clauss.

There are many public service announcements used daily. Let's sssume

oliZe



that just after the Soggy Cereal Hour--a network show--our prn-gram mane
ager finds he has twenty seconds of free air. Vhat to do? Oh, yes,

a public service ammouncerent. Whioch one? Let's see, there's one
hers from Goodwill Industries, and another from Joe Doaks, the publie
relations director from Acme Cherities. He uses Doaks instead of
yours. FThy? Joe Doaks omme to the station personally to present his
anmouncement. As it happened to be noon time, Joe took the manager

to lunch. So when it came time to put in a public service announce-
ment, because Acme Charities meant something more than just a name,

it was useds The moral of this story is, know the membere of radio,

television, snd mewspapers persomally. Take releases, shots, film

trailers, and stories to them personally until they know you by name.
Know them so when there is availeble time and space Goodwill Industries
will ring a bell=e=a bell you have madel

Another possibility for lkmowing members of press, radio, emnd
television is a press luncheon. Have a special luncheon followed by
a tour of the Industry. In this way the medie rap;ronuntltiws know
Goodwill Industries and naturally ere more receptive to information
from it by you.

A misteke often made by enterprising public relations perscmnel
is weighing, say, one newsman againet another. If you have a "ﬂ:ur;ﬁ
and the confidence of several newsmen don't weigh them together. Give
one the story end next tims offer the scoop to the other newsmen. They
will appreciate you for it. CGiving both or all papere the same ‘scoop

only bresks down what personal releatiomships and confidence you have



established with press luncheons and other oconfidsnces.

How do you write a press release? It's exactly opposite of
the type of writing you would use in an annual report, or & plece of
narrative literature. If you write your own releases and want them
accepted, use newspaper style. How, you say?

In the firet place, don't write a release just to write one.
1f the exeoutive director wants five a week, explain to him that by
grinding out so many each week Goodwill Industries will soon have the
reputation of never having anything printed. It 1ls better to write
one release a month that's news than one a week that causes the news-
paper editor to feel, “Here's more of that same old stuff from Good-
will Industries.”

A rule: if it's news--write itl

The set-up of news relenses, as we said, is opposite to most
conventional writing. You say the important thing in the first sen-
tence--the meat of the item. Then you elaborate on what you have
said in as many peragraphs or sentences as you feel are desirable to
tell the story. Here's the rube-after the first sentence or semtences
that tell the essence of the item, you elaborate. FPEecause in many
cases copy must be out et the newspaper office, your article should be
complete and tell the story wherever 1t may be ocut. With the news in
the first sentence it could be out here and still maske the edition
and be of wvalue to you. On the other hand, if there's room, it could
be printed in its entirety. The reason so meny releases go into the

waste basket is because the editor is rushing to make an edition end



can't be bothered getting a rewrite on your story because it builds
up to a beautiful eclimex in 1000 words, and he hes space for 25 words.
Twenty={ive words aren't much, but you have made the editionl

How about epecific media? In general, local Goodwill Industries
feel the newspeper as & media is the moet waluable. This perhaps is
due to the large number of papers in reletionship to radio smd tele=
vision. The newspaper certainly does offer some adventages. It is
usually read beceuse the reader wants to read it. It can be read at
a leisure time when its effect will have more of a result on the
reader. On the other hand, in some cases material sent to looal papers
is out or rewrltten and thus the message intended by the local publie
relations man is lost.

The redio stations have the second greatest use on the part of
local Goodwill Industries throughout the United States, The radio
station is an excellent medium of comrunication, There are usually
many opportunities to have public service amnnouncements mede. Most
looal radio stations welcome good, well writtem ten-, twenty-, and
sixty-second spots from charitable organisations. The important matter
in writing redio spote is to he sure they are just the mumber of sec=-
onds they are supposed to be. Vhen writing a radio spot, use only
half a sheet of paper or only the slize paper needed for the copy.

This makes it easier to handle. Double space all copy. Put in parene
theses at the upper right hand corner the number of seconds the spot
requires end the subject, In the copy itself underline all words that

you want emphasiged. Lastly, whether you write your own spots or use



some of those provided by the national office, be sure you lmow your
station menagers end program directorss If you lmow them, the chance
of radio coverage is that much more certain.

The use of television spots end film by Goodwill Industries is
a relatively new aid that is veluable in the dissemination of informa-
tion. It is improbable that any but the very largest of the loeal
Industries will be able to produce or film their own television aide.
The television alde offered by the national offise are an excellent
mathod of securdng television coverage.

Local Goodwill Industries do use television as a medium. 133
television stations were utilized by the 55 respondents answering the
Goodwill Survey.,l One industry utilized seven television stations for
television coverage. In regard to public service announcements on
television, it is more difficult than the other media mentioned.

This is due to the higher coste incur: .4 in buying television time,
Haturally, if a sponsor purchases thirty minutes of television time

he expects to use all thirty minutes. Ewven considering these remarks,
there are and can be public service smnouncements end televieion traile
ers used, end with considerable impact, on television by the local
Goodwill Industry. The previous statements concerning personal rels=
tionships with various progrem media, etc., apply even more so in the
oase of television coverage due to the increased costs of the medium's
time.

1ﬁ.nnm: II, page 63 .



The contributor publications, which include newsletters amd
house orgens, are in the same category as far as effectiveness is con-
cerned. Many industries felt that this medium wes valuable as it was
a more direct approach to the contributor.l The important considera-
tion in eny type of contributor publication is its applicability in
terms of reader purpose and format,

Another conslderation thet cen make or break a contributor pube
lication is its readability.2 If the aforementioned considerations
are followed the success of any Goodwlll publieation should be greatly
assured,

Many Goodwill Industries frown on paid advertising of any sort.
Because of the noneprofit and charitable espects of a Goodwill Industry
many refuse to consider this type of promotion. In many cases--if
the budget allows-=paid advertising in any of the mediums, newspaper,
or television can bhe valuable,

If the local public relations man can seocure appropriatioms,
paid advertising time can be used in many ways. A local Goodwill radio
show of the wariety type utiliezing local handicapped talent, end
there is a lot of it, gives the community insight into Goodwill active
ities as well as entertainment.

In the use of the newspaper as & pald medium, ads may be used

to snnounce clearance sales, bargain days, or other promotiom. If

lﬂee Survey cquestions 10 and 13, pages &9 and 70 .

B5ee Chapters II1 and IV,



pald advertising is used, the advertiser is assured specific paper po=
gition at = specific time=-which, needless to say, has its advantages
in rumning warshouse clearances, or other types of Goodwill salss at
a specific time,

1f the leocal industry deocides on paid advertising, a check with
newspaper advertising men or radio and television program directors
will reveal local requirements as to the make-up, size, and printing
costs. Concerning design and layoute--msny local industries have tale
ented employees, handicapped or otherwise, who can furnish adequate
design and layout for local newspaper requirements. The copy ahould
be handled by the public relations men. It should be writtem with the
specific sale or promotion as a basis for ereatiom.

The budget requirements needed by a local Goodwill public rela-
tions man are again dependent on specific need. OSome budget--prefer-
ably of a yearly nature--should be ar-’ved at to cerry the public
relations program through the year. This should include more than just
the publiec relationssstaff's salary. After consideration of past ex-
penses, the year's budget should be ascertained. Some items to be
considered are: expenses for materials such as paper, printing costs,
appropriations for talks and lectures, photography expenses, end a
budget for dinners and press bangquets, These expenses are only a sug-
gestion to emphasize the lmportsnce of en sdequate publie relations
budget to cover the expenses of publle reslations work over end above
publie relations staff salaries,

The public relations budget in relationship to over-all local



Goodwill budget is dependent on the needs and size of the looal organ-
ization.

In the Goodwill Surveyl the majority returns indicated a publie
relations budget appropriation of from cne to five per cent of the
total budget. Two industries listed publie relations budgets of from
sixteen to twenty per cent.

Goodwill Industries of America's public relations department
offers an excellent information source for local public relations men.
In fact, this is one of their prime functions. The local public rela-
tions mean should not hesitate to use this service where loocsel problems
erise., There wos some feeling expressed in the Coodwill Survey that
Goodwill Industries of Ameriea wams not looal enough in its mssistance.
Thie of course is true-~if loeal Industries don't request specifioc
help for specific problems. If locel problems do exist, the publie
reletions man should seek speoific ad. _se from the neational office.

Many of the relesses end suggestions regularly distributed by
the national office aro of a genaral nature. They should be adapted
to the needs and geogravhical considerations of the local industry.

This chapter is not intended to be a panacea for local Goodwill
public reletions men. The suggestions offered here are the results
of two factors: the survey sent to 115 Goodwill Industries throughout
the United States, and the theory and advice derived at Boston nive

ersity's Echool of Public Relations and Communicetions.

lymex 11, question 2, page 80 .



If the loocal public relations man wunderstands end utilizes the
eriticiem, snalyses and suggestions offered in this menuel he should
be well on the way toward establishing & firm and balanced public relae
tions program. This ultimately should give his locel Coodwill Industry
the commmity scceptence that will implesnt it firmly in the commmity

of which it is such a vital part.
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ANNEX 1

11 Palmer Street
Watertown, Mass.

Er. Goodwill Public Helations Kan:

The enclosed cuestionnaire, which has been approved by both
Mre F. Jo Trevethan, the Exeoutive Vice President of Goodwill Induse
tries of Americs, and Mr. Lester Ahlsweds, the Public Relations
Director, is part of the research I am doing for a thesis at Eoston
University School of Publlic Relations end Communications. This thesis
is part of the requirements for a Master of Sclence degree in publie
relations. I chose my thesis %uple, "A Public Relations Plan for
Local Goodwill Industries,™ because I felt that there was = need for
a more common and somewhat standardized plam of public relations
that would enable the PR man, whether he waes an exeoutive direotor of
a newly formed Industry or the full time publiec relations director
of an older Industry, to more adequately handle publie relations sit-
uations as they arose. This questionnaire is the beginning of the
thesis because without your mssistance 1 wouldn't be able to tell
just how the public relations men iIn the 119 local Goodwill Industries
throughout the United States felt about their public relations pro-
grams. From the enswers you give me in this questionnaire I shall be

able to tell just what you like and dislike, what special techniques



you have worked out, and examotly what common problems you have,

The data obtained from this quostionneire is confidentisal
and the only use of it will be in =suvertaining information that will
lead to n more effective and stendardized public relations progrsm
for the publiec relations man in = chariteble organlization,. Please

reaturn the cuestionneire to me in the enclosed self addressed en-

valope,

Forman O. Barres.

P.S« 1 would appreciate any samples of loocal public relations aids
that you have created such as driver booklets, slogens, telephone
manuals, etc, They will meske an inter: sting and instruetive appendix

to my thesis.
Thenks sgainl

=55



(uestionnaire for Public Helations Survey of
Locecal Goodwlill Industries

l. In your estimation what are the most importent groups involved
in your Goodwill Industries public relations work outside of
material contributors? (Specify in order of importance, l=2-
3=0to.)

i-( ) Religious

2.( ) Civie

3-( ) Outside Industry
l={ ) Govermment

5—{ ]' Other {lilt) BrEBsETRAGERBREN

2. You received a press kit from Goodwill Industries of imerica for
National Goodwill Week. Were there any eids or sugpestions that
you think, if included, would betl.r ald the local Coodwill pub-
lic relations man during Hational Goodwill Week? ssssscsssssssas

3. Vhat, in your opinion, is the biggest external difficulty outside
the Goodwill Industries with which the local Goodwill publiec
relations men has to contend? ..ccvscseccosnn

(Use other side for snswers if necessary)



5'

Yhich of the aide of Goodwill Industries of America do you find
the most valuable? (Specify in order of importence, le2-3-etoc.)

1-( ) News releases

2.( ) Radio transeriptions

3.( ) Radio spots

Le( ) TuVe £ilm spots

5e( ) T.V. slides

6=( ) Films (The Last Chance, etc.)
7-( ) Public Relations Letter

8=( ) Posters, signs, etc.

9=( ) Other (118t) secervecscerens

That other public relations mate-*:ls and teohmigues, not men-
tioned in question L, do you use or find waluable in your
Gﬂﬂmll wrk? (Liﬂt and d“uﬂhﬂ} AepBEB IR BB N AR TR N R R
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6. Do you have any difficulty in getting locel newspaper acceptence
of your public relations releases?

() Yes () o (If yes, enswer cuestion #7)

Te 1If you are having difficulty - what, in your opinion, are the
ressons? ssssscssnaseses

8. Vhen was your Goodwill Industries publiec relations department
esteblished on & full time basis? (Check ome)

1-( ) Before 1950
2-( ) 1950-1953
3-( ) 195L-1956
L=( ) 1957
G« Do you have a general malling list that is used for warious
Goodwill appeals? () Yes () No
10. Vhat types of meiling lists do you have?
1=( ) Kews letter
2=( ) House orgen
%-( ) Contributor publication
L=( ) dembership
5«( ) Fund raising

Eh{ :I Other {ipﬂﬂify) SENsEsUSRENRRE D



11,

12,

13.

1l

15.

16,

L.

If you have a material contributor publicatiom,

1~ How often 1s it 1s8sued Teeeeessecnscuse

2- How much does it cost per 1ssue Teeessesvecssnsns
3= How many issues do you publish T.eecssssesacses

Have you ever had a contributor publicationt () Yes ( ) o
(1f yes snswer 413)

When was it discomtinued and why? What replaces itTesesncsscsss

Do you have a Fund Rails Department separate from the Publie
Relatione Department? ( ) Yes () ¥o

Do you think the public relations assistence of Goodwill Indus-
tries of Amerioca is adequate? ( ) Yes () ¥eo
(If no manswer gquestion Eé}

That, in your opinion, cen the public relstioms department of
Goodwill Industries of America do to further help you in your
looal public relatione work? (specify) sescesccscessscasanaens



17.

18.

19.

Se
How mng' employees are there in your Goodwlll Industries?
(
How nu:g{ employees are there in your public relations departe
ment? r

Do you have s public relstions orientation progrem for:
1~ Truck drivers ( ) Yee ( ) Vo
B= Eales people () Yes () No

3= Other persomnnel who meet the public (1ist) eseeesrccsceccsses

Medis Statistics

1= Number of newspapers to which ycu regularly send relesses.

( )

2= Humber of radio stations to which you send spots and cther
program materiel. ( )

%= Number of T.V. stations where you have animated spots, film,
treilers and live productions. ( )

Jr Dthﬂr LA R A R R E R R RN NN N]

That meteriels do you supply medie checked in question 207
(Check materinls supplied = more then one can be checked)

l-( ) News background data
2-( ) Press releases

3-( ) Radio spots

L=( ) Radio transcriptions
S5=( ) T.V. spot filmse

é=( ) Full length films

T={ ) T.V. slides

=l



26.

8«( ) T.V. telops

9=( ) Live radio or T.V. programs

Vhioh types of telephone sollcitation do you use?
1-( ) Homebound

2«( ) Office

How uunir people do wvou utilize in your telephone solicitation?

1- What percentage of these people are handicepped? ( )

¥hat is the ratio of the publlc relations budget to the total
budget? ( ) In percent.

Vhat is your educational beckground? (Check highest grade
attained

1-( ) Some high school

2( ) Finished high school

3=( ) 1Iwo years of college

L=( ) Completed college (What did you major in?)

What other jobs have you had at Coodwill Industries epart from
public relations?

Did you do Euhli.n relations work before coming to Goodwill In-
dustries? ( ) Yes () Yo

Vhat was your pﬂ.lt jﬂh experlence? .sssssssssssssssassnsnnssce



31.

Ts

In vhich age group do you fall?

1-( ) ®-%0
2-() 3Rl
3-( ) lp-%0

L={ ) 51 end over.

Do you heve any operational difficulties in coordinstionm,
assistence, understanding, ete. with other departments within
your Goodwill Industry? z ) Yee () Yo

(If yes answer #31)

Vhat are szome of these difficulties that you have with other
hases of your Coodwrill IndUItl'}'T I N T T Y
Use other side if necessary)

=52=
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ANNEX II

RESULTS OF A SURVEY ON PUBLIC RELATIONS SENT TO 114 LOCAL
GOODWILL INDUSTRIES THROUCGHOUT THE UNITED STATES AND

CANADA (55 RETURNS)

Question 1. In your estimation what are the most important groups
in your Goodwill Industries public relations work outside of material
contributors?

Answers: 1. First cholce = Religious groups (30 returns)

2, BSecond choloce = Civie groups (25 returns)
3, Third choice = Outside industry (12 returns)

ljs Fourth cholce = Outside industry (11 returns)

Fifth choice - Government (9 returns)

\n
]

Cuestion 2, You received a press kit from Goodwill Industries of
America for National Goodwill Week. Were there eny sids or sugges-
tions that you think, if included, would better sid the loecal Goodwill
public reletions man during Natiomal Goodwlll Week?
Answers: In answering this cuestion the respondents' feelings were
as follows:
1. Iwenty-six respondents felt that the
present press kit was adequate.

2, 8ix felt that the press kit was inad-

equate.



Cuestion }.

3. Two respondents had no opinion.

Generally in enswer to question 2, the respondents

felt the press kit was adecuate.

Vhat, in your opinion, is the biggest extermal difficulty

outside the Goodwill Industries with which the looal Goodwill publie

reletions man has to contend?

Answers:

The following answers are in order of importance.
A representative snswer is typed in each case, The
number in parentheses at the end of en emswer is
the number of respondents having the same feelings.

1. "Rumma3ze sales and competition from other
agencies picking up material.”

Salvation Army, Volunteers of Americe, Broken
Hearts, and the United Fund. (16)

2, "Explaining the full meaning of Goodwill
Industries, 1 believe there is a lack of
national advertising to the fact that
Goodwill Industries is dedicated to hiring
the physioally handicapped.” (9)

3. "Apathy on the part of most folks=-this is
just another orgmization that wants funds
from an overburdemed public. How true this
is I wouldn't eay, but that is the first
reaction.” (5)

L. ™o diffioculty.” (5)

5. “Referring specifiecally to this Goodwill, the
most serious problem is combatting poor publie
relations of the past. It's a problem that
seems to have resulted from no discipline
poliey or, if polley existed, it was regarded
too lightly, and intemt appeared to be to get



6.

Te

G

10.

through the day at hand and disregard the
future. However, 1 feel strongly, that this
has not been the case since shortly before
1951, long before I got here. Yet unpleas-
ant overtones from the past still keep
oropping up.” (L)

“Indifference of newspaper and radio officials.”

(3)

"Idea that Goodwill is making money from dis-
ocarded material donated. Public does not
realize the work and expense necessary to re=-
condition used articles.” (2)

"hy we cannot aceept all items the publie
wents to donate.” (2)

"Lack of understanding of the difference
between Goodwlill and other salvage collecting
organizations. This is partly Goodwlll's
fault because in many local situations there
is litcle difference, ¥Tith a mobile popula-
tion there is & great carry over of opinion
from one loecal situation to another. There=-
fore a weak Goodwill program can harm many
others.”" (1)

“Driver and helper courtesy to contributors is
the number one public relations problem.” (1)

Cuestion L. VWhich of the aids of Goodwill Industries of America

do you find the most wvaluable?

Answers:

1.

=
3,

L.
5e

First choice = Radio spots {15 returns)
(tie) Films (15 returns)

Second choice = T.V. film spots (12 returns)

Third choice = Radio spots (9 returns)
(tie) T.V. film spots (9 returns)

Fourth choice = Filma (B returns)

Fifth choice = Public relations letter (8 returms)




6, Bixth choice = Posters (8 returns)

7« ©Seventh cholce - News releases (5 returns)
tie) Radio transcriptions {? returns)
Radio spote (5 returns
T.V. slides (5 returns)

8, Eighth choice - T.,V, slides (& returns)

9, Hinth choice = Other (2 returns)

“(includes)

l. Results of other GWI.
2+ Advertising tools.
%« Plastic bags.

Cuestion 5. Vhat other public relations materlals and technigues,
not mentioned in question L, do you use or find valuable in your
Goodwill work?
Answers: The following snewers are ln order of importance.

A representative answer is typed in each case.

The number in parentheses at the emnd of an answer

is the number of respondents having the same feelings.

1. "The greatest strength of our local publiec
relations pregram is the direet approach,
Talks to civic, educational and church groups.
Along with this slides are sometimes used if
they help present the Goodwill story to a
certain group. (This can be overworked.)
Demonstration cliniece are held for the educa-
tional groups at Vestern University. Ve use
handiecapped employees to make the presentation
to faculty and student groups. These clinics
havre been particularly good with education,
psychology, and sociology classes.” (12)

2, "Tem and tours of Goodwill facilities by all
kinds of groups.” (5)

=66~
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12,

Question 6.

"We here at have found our person-
alized letters snd brochures distributed
from door to door end through our mailing
lists are the most effective in inoreasing
donations.” (L)

“Telephone solicitation.” (3)
"Contributor publiul.tian." (%)

“Personal sppreciation ocards other than form
postal cards.” (2)

"Contaocts with Welcome Wagon when possible.”

(2)

"Public school collectionms.” (1)

"Anmial reports.” (1)

"Women's suxiliaries kept posted and en-
aournﬁud to lend a hend in any promotional
plan.” (1)

"Girl and Boy Scout Drives.” (1)

"Exhibits.” (1)

Do you have any difficulty in getting loecal newspaper

acceptance of your public relations releases?

Answers: 1.

2

Question 7.

the reasona?

Answers: 1.

Yes (B8 responses)

Yo (46 responses)

If you are having difficulty--what in your opinion are

Nones The majority of respondentes exper=
ienced no difficulty. (2)

-5?-
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Cuestion 8.

"The press in towm is reluctant to give
much space to any one agency."

"One newspaper in towne-demands are
allegedly too great on them.”

"I think the real key is in winning the
confidence of our beat reporters. TVThen
the relationship has been good the stories
have come out often and well. If we get
a new man (who may be suspicious of publio
relations people) we go through a period
of rebuilding.”

"o interest in Goodwill."

"Wiould like more articles more oftene
but they bungle our plotures so often
it takes them two or three visits to
get their piotures,”

"Releases cut to less than half a dogen
lines. Not enough selectivity in subject
matter of releases and predominance of a
single religion in the area.”

"Releases must be newsworthy to get the
attention of the editor,”

"Program of newspaper releases is not well
rounded out,”

Then was your Goodwlill Industries public relations de-

partment established on a full time basis?

Answers:

The majority of local Goodwill public relations departments

were established between 1950=1953.

1
2.
3,
L.

Before 1950 (B responses)
1950-1953 (2 responses)
195L=1956 (7 responses
1957- (8 responses)



Cuestion 9. Do you have a general mailing list that is used for
various Goodwill appeals?
Angwers: 1. Yes (28 responses)

2. To (21 responses)

Cuestion 10. Vhat types of mailing lists do you have?
Answers: The most common types of mailing lists used by
looal Goodwill Industries were the contributor
publication and the membership list.
1. Yews letter (13 responses)
2. House organ (7 responses)
%3, Contrilutor publication (16 responses)
li» Membership (16 responses)
5. Fund raising (13 responses)
6., Other (included)
ls Flyers
2, Thenk you cards to contributcrs
3« Quarterly magazine
L, Direct mnil.

Cuestion 1ll. If you have a material contributor publication, how
often is it issued: how much does it cost per issue: how meny issues

do you publish?



Angwers: (Of those snswering cuestion 11):

1.

S

Question 12.

How often is it issued: The majority of res-
pondents printed their contributor publica-

tion oquarterly. (8 responses)

How much does it cost per issue: Of those

respondents answering guestion 11, the

average cost of their contributor publieation
was $1,080, This includes the largest and
smallest sums of §2,500. and §150. respectively.

How meny issues Em ublish: Of those

enswering this question the average number of
issues published was 50,777 copies. This
includes the largest and smallest numbers

published = 16,000 and 175,000 copies.

Have you ever had a contributor publication?

Angwers: The majority of respondents had never had a contri-

buter publication.

1.

=

Cuestion 13.

Yes (17 responses)

Heo (25 responses)

Vhen was it discontinued and why?

Answers: The following enswers are in order of importance.

A representative enswer is typed in each case.

The number in parentheses at the end of an answer



B

is the number of respondents having the same

feeling.

1. "1953«-Postage chenged end the expense did
not seem to justify resulte from our obserwv-
ence, Other extensive promotion, as better
and more widely distributed annual reports,

more group contaot, end more widely oirculated
pamphlets.” (6)

2. "Not emough results.” (1)

3« "News letter=-left at doors. Thenk you
printed cards mailed to donors.” (1)

Lie “Personal letters.”

5. "Personel letters."

6. "Discontinued in 1953. FEmployed additional
public relations personnsl and arrsnged smd
expandod program to 'sell' a larger segment
of the commumity."”

7+ "1955--Lack of funds."

8. "1952--peemed to have no appeal. We now
mail cards to prospective contributors
anmouncing our truck oalls in their commmity."

9. "Discontinued because we did not consider it
effective--replaced by direct mail program
end stepped up contactes with public groups.”

10, "We are comsidering a Quarterly News Letter,”

Cuestion 11_.;- Do you heve a Fund Raising Department separste from
Public Relations Department?
Angwers: The majority of Goodwlille responding did not

have a peparate Fund Eaising Department.

1. Yes (13 responses)

2. Ho (37 responses)



Question 15, Do you think the public relations assistance of Goodwill

Industries of Amerlea is adequate?

Answers:

Kost local Goodwill Industries responding felt

that essistance from Goodwill Industries of America
was adequate.

1. Yes (35 responses)

2, lNo (15 responses)

Cuestion 16, Vhat, in your opinion, cen the public relations de-

partment of Goodwill Industries of America do to further help you in

your loeal public relaticns work?

Answers:

The following enswers are in order of importence,
A representative answer is typed in each case,
The number in paremtheses at the emnd of an answer
is the number of respondents having the same
feelings.

1. "Perhaps becsuse 1'm a CGoodwill yearling as
public relations director, I semse the chasm
separating Washington, D.C. and the local
public relations office. A central buresu
ghould refleet good publiec relations by a
warmer, more personsl contact with the indiwve
iduals They should seek out his or her
individual problems in matters of their
endeavor. Another important project would
be a market research in each oity supporting
GVl. Contrary to general opinlon geographie
location makes the world of difference. My
& years as a newspaper and publie relations
men makes me somewhat critical when we don't
practice what we preach.” (8)

-7 u
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3.

L.

By

6

7
8.

Fe

10.

1l.

“Continued T.V. raleases on network programs.”

(6)

"Help all Goodwill set and achieve higher publiec
relations standards. This can be done partially

by workshops and conferences with really top

people in the communications fleld as resource

fields I wish the national office had a
larger staff and a lerger budget so we could
do more in the way of national publicity.

I think they are working at capacity right
now. " (3)

"Arrange for a national speakers' bureau
of good speakers who would be available to
tell the Goodwill story at important meet=-

iﬁgﬂ--" {1}

"liore success storles of other Goodwill
fn}du:trhl and their plans mnd results.”
1

“Publis education of the direet needs of
the industry of the workshop."”

“Know something about the looality.”

"Use better artists for the design and
illustration of leaflets, brochures, and
posters offered to local Goodwills.”

“Provide more promotional materialsee
that is, literatwre, slgna, eto. As
mentioned before, at a local basis, cost
is prohibitive. I 1like the comie book
idea very much. I% saves me a lot of
time in answering cueries. Could an
edition be printed on smooth stock for
primarily adult consumption?"”

"Concentrate on better efficiency in all
releases--advance notice to allow for

planning."”

"t nationally made postal eencellation slo=-
s Wwhich locals could buy at a reasonable
%!‘:;t §55.) cost, would be welcome,"

=] 3=



12, "More emphasis pleced upon the fact that
GWI is a completely charitable organization
and that there are no shareholders or owmers
to benefit from the operations. Ve think
that great publicity might be given to the
enormous payroll undertaken by the entire
organigation in gemeral and the local units
in particular, stressing the point thet if
Goodwill Industries did not employ these
people they would probably not have any
income at all and would be a burden upon
society whether through welfare agencies
or individuel support.”

Cuestion 17. How many employees are there in your Goodwill Industry?
Answers: Of the Goodwill Industries responding to the survey

the average size of loocal Industries was in the

101 to 150 and 51 to 75 size group.

Industry size breakdown:

Bise Industrics responding
l. 1l=3&5 é
2. 26«50 ?
3. 51-75 10
L. 76=100 3
5« 101-150 10
6., 151-200
7. 1250 6
8. 251=300 1
9« 301=350 2
10. 351=l00 0
11,  L0lei50 1



Question 18. - How many employees are there in your public relations

depertment?

Answers:

The gemeral size of public relations departments
of locel Goodwill Industries was two to four
employees (15 responses).

Fublic relations department size breakdown:

Number of employees Humber of responses
1, 1 1L
2 2=ly 15
3o 5=10 6
L. 11-15 2
5e lone 6

Guestion 19, Do you have a public relatione oriemtation program

for: l. Truck drivers; 2, Bales people; 3. Other personnel who

meet the publioe?

Angwers:

In snswer to gquestion 19 the responses indicated
thet gemerally truck drivers and sales people
were orientated publie relations wise to the
CGoodwill program they were a part of.

Response breckdown:

l. Truck drivers Yes 34 Ko 17

2. BSales people Yes 3B No 14

3« Other personnel who meet the public:
a. Telephone rep. (8)
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be Office persomnel (3)
os Senior staff (1)
d. Board members (1)
e. Plant persomnel (1)
f. New employees (1)

ge Chapleins (1)

Cuestion &. Medin Statistions
l, HNumber of newspapers to which you regularly send
releases.
2« HNumber of redio stations to which you send spots
and other program material.
3. MNumber of T.V. stations where you have enimated
spots, film, trailers, and liwve produotiona.
Angwerss Of the responses received:
1. Humber of newspapers which local Goodwill
Industries send releases--893 newepapers.
As Largest number of releases sent to newse
papers by one industry--150.
B, Emallest number of releases sent to news-
papers by one industrye-l.
2. Number of radio stetions which local Goodwill
Industries send spots and other material--

m radio stations.

As Largest number of radio stations used by

one industry--18.



B. GSmallest number of radio stations used
by one industry--l.
3, HNumber of T.V. stations which local Goodwill
Industries send spots, film, and other materiele-
I
Ay Largest number of T.V. stations used by cmne
industry--7.
B, Smellest number of T.V, stations used by one
industry==1.
Of the local industries snswering the cuestionnaire
the number of newspapers most frequently used by a
local industry was 2.
The number of radioc stetions most fregquently used
by & local industry was 5.
The number of T.V. stations most fremuemtly used
by & loeal industry was 2.
L« Other media used by locel Goodwill Industries are:
A, Church end eivic groups
B« Trede journals
Cs House magazines

Ds Industrial publications



Question 21, Vhat materials do you supply media checked in questiom

207 (Check materials supplied--more than one can be cheocked.)

Answers:

l., HNews background data

2. FPress releases

3« Radio spots

L. Redio trensoriptions

5e TeVe spot films

6. Full length films

T« T.V. slides

8. T.V. telops

9, Live radio or T.V. progreame
The material most of'‘ten used by local Goodwill
Industries in medie dissemination is radio spots
(of the Industries reporting, 52 used this type
of material).

Breskdown of question 21:

Iype of material Number of Industries

T using this materiel
l. Hadio spots 52
= Fress releases L8
3. Radio transcriptions o
L. T.V. spot films lp
5. lNews background data 25
6. Live radio end T.V. programs 33

T« T.V. slides 32



8. TFull length films =)

9. T.V. telops 5

Question 22, TWhich types of telephone solicitation do you use?

Homebound? Office?

Angwers: Of the industries answering the questionnaire the
majority used the office type of telephone solicita=
tion (22 responses).

1. Homebound (17)
2, 0Office (22)

Question 23. How many people do you utilize in your telephone
solicitation?
1. Vhat percentage of these people are handicapped?
Answers: The majority of local industries reporting used
from one to five people for telephone solicita-
tion. From 76% to 100% of these people used
for telephone solicitation by locel Goodwill

Industries were handicapped.

Breakdown:
L, People used in telephone Number of responses
solicitation
l. 1«5 =)
2, 6=10 7
3. 11=15 2
L. 16-20 0



5. Over 2l 1
Bs Percentage of handicapped people used in

telephone sollicitation

l. 1-5% 1
2., 6-20% 0
3. 2l-lp% 0
Le LletO% 1
5. 61=T5% 0
6. Té=100% 2,

Question 2. VWhat is the ratio of the public relations budget to

the total budget (in percent) ?

Answerss Generally local Goodwill Industries spent from one to

five percent of their total budget on publiec

relations.
Ereakdown:
Percent of total budget Number of responses
1, 1-5% 2
2. 6-10% 11
3. 11-15% 2
L. 16=20% 2

Question 25, TWhat is your educational background? (Check highest
grade atteined.)
1. Some high school

=80=



Answers:

2, Finished high school

3« Two years of college

Le Completed college (what did you major in?)
0f the fifty-five returns from local Goodwill
Industries the majority of public relations men
had ccllege educations (27 responses).
BErealcdowm :

l. Some high school

2, Finished high school L
3. Two years of college 16
L, Finished college 27

Major course of instruction of those finishing
college:
1. Law 1
2+ Journelism
3« Industrial Henagement
li« Educatien
5. Pusiness Administration

6. Liberal Arts

= o~ o = W

T« Psychology
8. Economiocs

=

9. EHlology
10. Engineering
1l. Agriculture

12, Theology
13, Publie Relations

[ N

=8l=
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Cuestion 26. That other jobs have you had at Goodwill Industries
apart from public relations?
Answers: The majority of respondents had no previous job

expsrience at Goodwill Industries.

Breakdown:
1. Yome 2?
2, Executive Dir-
eotor 12
LT Production and
sales 2
L« Btore menager 1l

Some of the other jobs done by publie relations
personnel prior to public relations were:
1, FTield visitor, store employse at
GWI, ewltchboard operator, in charge
of tramsportation as supervisor of
truck men, some bookkeeping, addresso-
graph and graphotype work, snd res-
ponsible for chapel speskers, etc.
2. Recreatiom, operation, and publie
relations.
3. Corporate georetary for 25 years.
L. Selling. supervisor clothing department,
stor? manager, promotion, snd publie

relationa.
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House to house solleltor, truck
driver, store clerk, sales menager,
publie relations, end assistant Exec-
utive Seoretary.

Secretary.

Cashier in the store part time.

Personnel,

Question 27, Did you do public relations work before coming to

Goodwill Industries?

Answers: The majority of the respondemts had no publie

relations experience before coming to Goodwill

Industries.
l, Yes 1?
2 Yo 33

Question 28 What was your past job experienocel

Answers: The majority of local Goodwill Industry publie

ralations men had done work in the publio relaw

tions, advertising, promotional, and radio and

televieion 1lie prior to work at their respective

loeal Goodwill Industries.

Breakdown:

Job experience prior to W1 Number of responses

1. Publiec relations, advertising,
and promotional field i




B

5

6
Te

8.

9.
10,
11,
12,
13.
1L,

15.
16,
17
18,
1%

Clergyman 6
Vooeational rehabilitation

Truck driver, government employee,
factory worker, hard rock miner,
and farmer.

Religious education in a church,
department supervisor in a large
industry.

Sal e8.

Owned sn insurance agemcy, pres-
ident for two years of assoclation
of oripplddl children and adults, orge-
anized and operated a blood bank
during World War 1I,

Seoretarial and buying.

Selling, manager of stock room.
Private secretary.

Army officer.

Industrial engineer,

Torker with the Y.M.C.A.

Managed s sheltered warkshop and
heart association,

High school imstructor.

Marine Corps.

Army, foundry moulder, duster pilot.
Staff end head nurse in a hospital.
Snles, teachiag.

Menager, unemployment commission and
wholesale toiletries company. Eales

manager of silk mille. Sales supervisor
of an investment banking concern.

lianager of & book and art store.



Cuestion 29, 1In whet age group do you fall?
Answers: The majority of Goodwill publie relations men

fell in the 150 age group (18 responses).

Breakdown:
Age group Number of responses
1. 2D-30 7
2 3l=10 9
3e la-s50 18
L. Cver 51 17

Guestion 30. Do you have any operational diffioulties in coordina-
tion, assistance, understanding, ete. with other departments within
your Goodwill Industry?
Answers: The majority of local Goodwill Industries res-
ponding to the survey had no operational dif-
ficulties within their Industry (39 responses).
1. Yes (10)
2. Yo (39)

Cuestion 31, Vhat are some of these difficulties that you have with
other phases of your Cocdrill Industry?
Answers: Of those Industries that felt that they had

internal operaiional difficulties the following

were expressed problems:

-55-
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“Promoting cooperation, commmication, and
motivation in all departments.” (5)

“Biggest difficulty is to have the trans-
portetion department look at the public
relations value of plok-ups rather than
the costs.” (3)

"Board of directors--you didn't send
enough paper so I won't start.” (2)

“Employees being good 'public relations'.”

"In having able, efficient and publie
relations minded executive direstors,
problems involving coordination of de-
partments were quickly remedied.”

"Lack of proper facilities to carry on
a well rounded program of rehabilitation."”

“Our lines of communication are weak."”

"S80 new=-no organizational charte-

duties not clearly defined, I would like
help in this direotion=-with appropriations
set aside for promotiomal work--asslstence

in office for details=-which would free me for
more orgenizational duties and meeting the
public.”

"At the present time the telephone operators
receiving contributor calls are under the
transportation department. We feel that
better contributor relations would be maine
teined if these operators would be placed
under the public relations department. Such
a change is being considered snd probably
will be effected within the year."

10. "Inconeistency of policy in regard to ocontri-

butions refused, especially furniture, is

e s2irléus protlem from the public relations
point of view, It has already resulted in
considersable contributor eriticism, and if
continued could eventually result in e serious
loss of 'Goodwill',"



1l.

12.

"Jealousy among present employees when &

new man or women is hired to do a job which
he or she is capable of doing--and is pald
more than some of the older hemdicapped em=

ployees,

“The task of getting employees to work a
full eight hours,”



ANNEX 111

DISTRIBUTION OF THE 58 RETURNS RECEIVED FROM THE SURVEY
SENT 70 11l GOOIWILL INDUSTRIES IN THE

UNITED STATES, MEXICO, AND CANADA

The romsn numers]l after the state indloates the number of
Goodwill Industries 1u & state., The arablc number indicates the

number of returns received from the state.

1, Hassachusetts IV 2 16. Indiana Vil 3
2, New Hampshire 10 17. Ohio a8
3. Maine 3'4 18, Texas Vi1 5
L. Connecticut o I 19. Oklahoma  III 1
5. New York 11 2 D Califormia XI 5
6, Pennsylvania v 2 21. Vashington IV 1
7« Delaware I 0 228, Arizona I 0
8, Maryleand 11 2 23, Michigan VII 4
9. North Carolina II 2 24, YMimmesota IV 1
10. WVashington, D.C. I O 5. Arkansas I1 O
11. Georgis 10 26, Florida I 2
12, Alabamn 11 0 27, Hebraska 11 1
13. Mississippi I 1 28, Kentucky 11 1
14, Illinoie iv 1 29. Oregon i

151: Migsouri II 1 m- Towe .- - III 1



31. New Jersey Ir. 0 36, Vest Virginia III 1
32. Tenmnessee II 1 3T+ Wisconsin I 1
33« Louieiansa I1 1 28, New Mexico I 0
3L4. Colcrado TIL !} 39. Windesor, Ont. 1 1
35. Virginis 111 2 p. Mexioo I 0

Questionneires were sent to 116 loeal Goodwill Industries.
There were 57 retummes. This is a 4O% return on questiomneires that

were sent.



ANNEX IV

SAMFLE SLIDE TALK T0 EE USED BY A LOCAL GOODWILL

INDOSTRY FOR EXTERNAL PUHLICS.

This slide talk is printed here to suggest how a loeal Industry
might write an interesting snd informative slide talk to be presemted
to some of the externsl publiocs the local public relatiomns director
has to deal with, The number in parenthesis suggests points vhere a
glide is used showing the scene being described by the Goodwill speak-

ars

8lide Telk

Title: The Goodwill Story (30 minutes)

Medium: 35 MM slides. 2l slides.

(1)=====This is a chair--something to sit on. This chair has
a special story--a story of handicapped people. To
you the handicapped are grateful. For because of you
their handicep hes given to them speciel skills end
gelf respect. ©Okills end self respect that mekes you
the real handicapped people. You haven't been given
the opportunity to develop a special skill because of

iliness, accident, or disease.

F{?{]-



(2)mmm=eThis is a chair but it is a gpecial chair because
it has given employment and special skill to this
Cerebral Palsy wvictim. It was given to this mem.
He rebuilt it and maybe you bought it. The sale
of it paid his wages-=-gave him soclal respect mnd
an economic walue in his communitye-in your ocom=
mmity!

(3)ewe==This is the Goodwill Story. The story of people
with special skills who have found respect and a
livelihood through your contributions.

When you make a contribution to Goodwill
Industries the first step is the processing of
the items that you and your neighbors donated to
Goodwill Industries for the rehabilitation of
itg-w==--handicapped workers.

(L) =====The Goodwill material first goes to the sorting
department where handicapped workers process it.
The Goodwill Industry has______ floors devoted
enktirely to processing and making saleable the
many contributions that you have donated.

(5)=====Just for example meny ocane rockers--ths kind
grendma used to like--are processed in the loecal
Goodwill Industry. This particular chair is being
cened by , & women of 66 years. She used

to work in a shop in » « In fack,

-9l



she worked there 20 years.

Vhen she became 65 years old the State sald
she must retire. Agnes didn't went to retire so
she ceme to Coodwill Industries snd they hired her
to cane cheirs--your chairs! The seme job she had
done for & years! ©She sgtill lives in and
commutes dally in & texi to the Goodwill Industry.

As she says, "I fooled theme I came here,
they accepted me. I was lucky emough to get the
job. "

Oh yes! Agnes has been totally blind for
30 years.

(6) ====e==The clesning depertment shown here completely cleans
and makes usable elothing of all sizes, shapes,
end descriptions that you have given to Goodwill
Industries. The department has 2 complete dry
cleaning plant where handicepped employees clean,
repalr, and sort according to itype, the elothing
and other apparel donated by you the contributor.

(7)amma= , shown here ironing processed clothing,
is 36 years old. She has been at Coodwill Induse
tries for four years., Untll thls time she had never
had a job==-no one wanted her because with Cersbral
Palsy one needs special skills that most job sit=

uations can't use.

uii
i’l'.ll



Whem  first came fo Goodwill
Industries she was very disturbed emotionally.
She caused meny bad situations in the ocleaning de-
partment. Finally she began to feel a part of those
she worked with and today she is one of the best snd
most adjusted workers in the department.

Incidently, because of her progress and persone
elity she was nominated as the Goodwill Worker of
the Year, the hlighest honor given to a handicapped
person.

The wages that and her fellow workers
receive give them self rnpict. and a feeling of
independence thet most people never realize.

This again is due to youl

(8)ee===The furniture and woodworking department handles
all types of furniture that you have domated. The
hendicappasd employees here recondition furniture
of all types: beds, tables, chairs, snd other items
that will eventually be sold in the Coodwill Store.

(9)w===="It's pronounced like the Fremch ll"}iil‘h,' said
—.» & peinter in the furniture department,

“I'm 68 years old,” he sald with a twinkle
in his eye.

"I've been a oripple all my life. I got eick

end had to go to the hospital. When I got out I



couldn't find my birth certificate.

"They soid without it I couldn't have any
state or foderal bemefits. I came here end they
gave me a job."

(10)e====This couch being repaired by a handicapped worker will
soon be changed into dollars for food, clothing,
and a home [or this msn. BSome items aren't usable
for reconditioning and sales These items are
made into several useful snd completely new
pieces.

(11)=====For example, a piece of furniture may have a
broken lesg, & missing drawer or something that
mekes its sale impossible,

s shown here ersmining thie

broken ochalr, i3 32 years old, He has been at
Goodwill Industries for 7 years. Vhen he came he
was both deaf end dumb. He was given a job here
in the furniture and woodworking department.

One day he said, "There's an awful lot of
noise in here.”

y after 31 years, had regained

his hearing in one =ar.
Then furniture such as this chair being
examined by Mr. im't repairable, the end

(12) e===wresults are these: a bookoase, brand new from wood



(13) =====to paint, and this fine shining student's
desk==-211 made possible by the handisapped
skilled workers in this furniture snd wnode
warking depertment.

(14) =====Anothar interesting department is the electrical
shop in this locsl Goodwill Industry.

Here contributed eleotricsl appliances
are tested, repeired and serviced to meke them
workable and sefe to use. The hazrdicapped em=
ployed to work hers with their special gkillse-
thanke to you=-can earn a livelihood that otherwise
might be impossibla, The employees here repair
everything from old-fashioned curling irons to

(15) ===-=slightly used television sets as is shown here by
Joe Parsons.

He hes only one leg. No one seems to need a
World Viar 11 veteran who lost a leg in the Eattle
of Bastogne, Here in the electriocsl department of
Goodwill Industries the radios and televisions you
gave are giving Joe Parsons the job and wages that
support tnd feed his family.

(16) m====Another of the larger departmsnts at the loeal

Goodwill Industry is the shoe processing section.

Here shoes of all descriptione are thoroughly clesned,

(17)=====If there is a need they are soled snd heeled. When
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thay are completely repalred this machins polishes
them.

(18) me===Aloxander Scrugzs has hesnu polishing shoss at
this machine for & years. He is 65 years old,
Alex used to own a shoe shop in Wesgt Virginia.

For 52 years, he ran that little shop.

Then Lis eripplsd leg Lucame worse--he had
to give up hle husiness and the support of hie
femily~~only for a while, though. Through Goodwill
Industries snd you he has the smme wages that he
onee had in that little shop In West Virginle.

(19) ===eeWhen the shos dspartment finished resonditioning
the skoss you have sontributed they are sold In
the Goodwill Retail Btora.

(2))=====The final phase of the Goodwlll Story is the selling
of the esaleable items that you have seen being proe
eessed hy the hendicaepned In this loeal Goodwlll
Industry.

In the selling phase of the work the merchandise
is sold to provide wages for the handicapped. Moat
Goodwill Gtores are light md airy. In most cases
the sales foroe in the CGoodwill Store aren't handi-

(21)====-capped, though every attempt is mede to use the
handicapped wherever possible,

The people who patronize the Goodwill Retail



Store come from all walks of life, Perhaps you
patronize them looking for something uniaus or
something you can't guite find elsewhere. It has
(22)w====often been said=-if anyone has it, Goodwill has it.
Thie ien'™t the end oif the Goodwlll Elciry.
It goes out in the pay envelopes of all the handi-
capped members of the Goodwill cast. This money
which you have provided in the form of both repair-
able items and purcheses in the Goodwill Store goes
a long way toward msking the Goodwill Story the tarill
that it is for the handicapped employee. For with
the pay cheok that he draws from Goodwill Industries
(23) ===e=he supports himself, his family, and wins a respected
place in the commmity.
With his special skills he has given you
(2l)) ====emany thingse-the greatest of which is the knowledgs

of his place in yow commmity end your life.

(Cards passed out Lo-the sudience)
If you have contributable items in your home=-
take this opportunity to give to Goodwill indus-

tries of - M .

These invitation cards allow you to participate
in the Specisl Skills Club of Goodwill

Industry. Fill them out and leave in the Goodwill



representative’'s hand as you leaves Thank you
very much for your time and allowing me %o tell

you the Goodwill &tory.



