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Name of Project:
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PROPOSAL NARRATIVE

1. How many people does the Project say they will register to vote in this
registration drive?

2. What methods will be used for reaching this goal?

3. Will the Project undertake a voter education campaign?

What methods will it use?

4. Other Comments:
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List on Back if You Need More Room
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INTRODUCTION

WHY SHOULD WE REGISEER AND VOTE?

L]

Look at the research profile in your community, Are
you registered as high as the rest of the community? Look
at your community. Does your community have the same facil-
ities and public accommodations as the rest of the community?
Is the unemployment rate the Same, are the schools as good,
are the streets as good, are there as many Chicanos, Blacks,
and Indians working in the courthouse, schools, and city
offices as we are a percentage of the population?

Perhaps at this point you ought to analyze the situation

3
in your own community.

REGIONAL POLITICAL INFORMATION

POPULATION

Mexican Americans constitute the second largest ethnic
minority in the United States numbering around 6.3 million
persons concentrated mostly throughout the five southwestern
border states of Texas, New Mexico, Colorado, Arizona, and
California. The following table outlines the number of persons

of Spanish origin in the five southwestern states.



TABLE 1
Number of Persons of Spanish Oriqin in the Southwest#*

Est. No. Est. No.

Total Spanish Total No. of Regq. of Un-Regq.
State Population Origin % Voting Age Votergw# Eligible
Texas 11,196,730 2,059,671 18.39 1,081,527 486,687 594,839
New Mexico 1,016,000 407,286 40.08 217,903 97,903 119,660
Colorado 2,207,259 286,467 12.97 152,038 68,417 83,620
Arizona 1,770,900 333,349 18.82 175,436 78,946 96,489
California 19,953,134 3,101,589 15.54 1,744,819 785,168 959,640
Total 36,144,023 6,188, 362 L7l 3,371,384 1517,123 1,854,261

*Table taken from Bureau of the Census, Genera? Social & Economic Characteris-
tics 1972.

**Registrationggigures compiled by the Research Department, SVRED.

These figures look quite impressive. And they are impressive. How-

ever, let's look at the political participation of the Chicanos in

the last few years.

Chicano Political Participation in Presidential Elections

We decided to use the presidential elections to measure Chicano
political participation because everyone participates in these
elections and thus we can compare the Chicano turnouts. The figures
and surveys are from the Census Bureau. In a Census Bureau survey
of voting and participation in the November election of 1972, 55,69
of the respondents of voting age that were of Spanish origin reported
they were not registered compared to 32.5% of the blacks and 26.69

of the white respondents. Mexican American voter registration rates

were 23% lower than the blacks, and close to 309% less than the white

population., 1In the age grqyﬂ;}§;§1*XS&£§m2f age, 61% of the Spanish
origin respondents reported not beilng registered. With a median age

of 19 years, Chicanos are barticularly affected by this Statistic,

In a similar Census 3Bureauy Survey done on the 1974 congressional



elections, 65.1% of the Spanish origin respondents reported they
were not registered, compared to 45,1% for blacks, and 36.5% for
the white respondents. 1In both the 1972 and 1974 elections, the
Spanish origin voter registration rates trailed the general

population rates by at least 27 percentile points. What this nll

means 1s that the Spanish surnamed are the least registered of any

major group in the United States. It's the same thing for turn-

out. The following table will give you an idea of Chicano regis-

tration and turnout on a national basis.

" TABLE II

Voter Registration
Year Mexican Americans Blacks Anglos
1972 45 .4% 67.5% 73.4%
1974 34.9% 54.9% 63.5%
Voter Turnout
1972 37.5% 52.1% *73.4%
1974 22.9% 33.8% 46.3%

In 1974, we hit rock bottom, only 22.9% of all the Latinos in
the United States actually voted in the congressional elections.
As was stated before, Latinos are the lowest registered and vote
less than any other major group in the United States. However,

this was not always the case.

In 1960, Blacks registered lower and voted in lower numbers
than Chicanos did What happened? 1In 1962, the black leadership
in this country got together and decided to start a voter registra-
tion organization whose Job 1t was to register the blacks in the South.
Since that time, they have passed us up because they have had an
organization working on a day-in, day-out basis to register the

people. The Voter Education Project in Atlanta, Georgia, has been



working since then in eleven states in the South. That ‘is why blacks

are registered to vote and are getting results.

And Now Some Good News

sed in this handbook is a report on Latino Voting in the
1978 Presidential Election. The report points out one very signif-
icant fTact. Latinos arg‘starting to register and are starting to

vote in higher percentages. These are the facts. Thé Latinos were

the only major group in the United States to increase their turnout

rom the 1872 .ential Election to the 1976 Presidential Election.
In 1972, 37.5% the Latinos turned out to vote, in 1976, 38% turned

™

out. Voting in Presidential elections has gone down in the United

-y

turn out to vote. Latinos, however, have bucked this trend and are

; . AT ; 1 %
starting to vote in higher percentages.

Because registration and voting is becoming an important priority

=
ok

for Chicano groups. 50, because the Southwest Voter Registration
Education Project began operations in January, 1975. From January,
1975, to January, 1978, SVREP conducted over 100 voter registration,

voter education campaigns throughout the Southwest. Over 250,000

b3

people were registered during this time, and over 700 organizations
Joined our coalitions in the six states. SVREP intends to conduct

200 more campaigns from now until the 1980 Presidential Election.

That's why Chicanos are starting to register and vote and that's why
we can expect to sgsee results.




1976
Voting and Non-Voting
Latino Population
in 8 States and U. S.

Eligible Latino Non-

Latino Latino i # Votes Reg. Voting 1976
STATE Voting Reg. Not Cast Non- Eligible Winning

Age Pop. Voters Reg. 11/76 Voters Pop. Plurality
Arizona 177,800 92,500 85,300 58,300 34,200 110500 133, 040(R)
California 1,375 2,30 715,600 660, 600 522,400 193,200 853,800 139,060(R)
Colorado 135,000 81,000 54,000 60,000 21,000 75,000 123, 47 7R}
Florida 331,000 248,250 82,750 186,000 62,250 145,000 166,469(D)
I1linois 220,000 132,000 88,090 104,280 27,720 15,720 101,681 (R)
New Mexico 208,000 135,200 72,800 97,300 7,900 11 0 10,271(R)
New York 800, 000 16,000 384,000 312,000 1 )00 48
LRI 2 5 300

AT, 4 G 000 ; A 300 ] ] 00 / 0 086 )

i
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FINANCIAL PROCEDURES
FOR FIELD PROJECTS

This section deals with beginning a project and how

to open the bank account.

The memo explains the financial reporting require-

ments.

The key requirement is that no elected of filcialior
candidate can be chairperson, treasurer, or co-ordinator

of any voter registration drive funded by SVREP.



MliM()RﬁEQL’ﬂ_

ST0 ; Local Field Projects

FROM : William C. Velasquez, Executive Director

RE : Financial Procedures for Local Field Projects
A. Establishment of Bank Account

The Southwest Voter Registration Education Project requires
each local field project to have a Separate bank account to be
used solely for the deposit and disbursement of funds provided

by its grants. The procedure for establishing the account is:
1 Contact a local bank and make preliminary arrangements
‘ to open a regular checking account,

2. Explain to the bank officials that SVREP will send a
deposit and a letter of authorization formally opening
the account.

3 Have the account entitled with the same name as that
given in the proposal.

4. Instruct the bank officials to mail all bank statements
directly to SVREP. These will become a part of our
records, and copies of these will be sent to you.

S Obtain two signature cards from the bank and have the
Persons (at least two required) who will sign checks
8ign the signature cards.,

a, The signature cards are to be sent to our office to
be Bigned by two pertons here.

6. A supply of deposit slips and bank envelopes are to be
obtained from the bank and scnt to the San Antonio office
along with the signature cards,

T oS n i+ installment wil] be sent to the bank after
‘ all of the above have becn completed.



B. Regorts

The Southwest Voter Registration Education Project recognizes
. that there is a need for information on the progress of the
different campaigns to insure effective, efficient voter regis-
tration/education campaigns. Blomast s reason, it has developed
some utilitarian reporting forms. These forms are provided to
each coalition and must accompany the reimbursement voucher
before funds are released to the coalition.

Staff is available to assist groups in filling out the forms;

however, all reports are self-explanatory and can normally be
completed on site by the local groups.

C. 'Financial Reporting Requirements

Grants made to local field Projects call for financial integrity
at every level of operation. Programs are, therefore, subject
to financial requirements which, if not met, will result in the
termination of the grant.

SVREP will mail a deposit directly to the bank after the account
is established. Aftarithisain{ieiiag deposit, the account is reim-
bursed for the amount reported spent during each report period

In this way, the balance in the bank account should remain constant

until the Program approaches termination,

. The following requirements are to be adhered to by each 1local
field project:

l. Financial reports are to be made on forms provided by
SVREP. SVREP audits each report.

2. Only those expenses approved in the grant letter are accept-
able., If other expenses become absolutely hecessary, a
request is to be made to SVREP for their approval.and written
acknowledgment received before they are paid.

Each check is to be listed Separately and supported by a
receipt on the forms provided.

8. If an expense can only be paid by cash, a receipt,
voucher or invoice is ihsolutglx nacessary to support

that payment. There is no deviation pPossible from
this policy.

4. Checks voidaq during a report period are to be enclosed with
that period's report on the appropriate form.

. L



5, RSlist of ali Persons receiving Ralya s St o & sent to

SVREP, The 1list WS 1nadnig e L he Name , address, S§0cial
Security number and amount €ach person Eecelved, « a3y
Persons employed during te Program must be included.

This informdtion is Necessary for income tax Purposes,

6. Immediately after the Project jg Qv rr S he bank account
18 Yo be closed. You shoulg be sure Elgisiie Sl bills are
Paidiiaian checks have cleared the bank d4ceount, ang bank
Charges are deducted . Thie sy check for the remaining
balance should be Mmade payab]e toSthe Southwest Voter
Registration Educatiop Project ang sent to our office,

e S €quipment jg g be Jeaseg Or, rented, No equipment
is to be bough t under thig Contract,

8. The checking account openeqd for the local campaigns myst
be usegq solely for SVREP fundg 4nd no other funds are ¢,
be Co-minglegd with SVREp funds.

Funds fronp the Southwest Voter Reqjstration Educatiop
Project M8y not he used to support pPartisan politicg
in any manner whatsoever, niaE St influence legislation
of any kind, nor in behalf of or against any political
Party or Candidate,

The Southwegt Voter Registration Educationp Project reserveg
the right to withdraw Support from any project that viop-
lates the Non-partigap Nature of jtg work,

The Southwest Voter Registratiop Educationp Project fully
realijizeg that minority Politicgl €mpowerment in the Southuegt
will require Years of dedicated Work. These initiag first
Steps are but 4 beginning of a, hopefully, long ang fruitful
relationship between SVREP ang the local field Projects.

The Southwest Voter Registration Education Project hopes tg
€stablish enduring relationships with all the local fielq
Projects that wil) Serve the People in goog Stead in the
Years to cone,

e e ———

Under no circumstunces can an
elected Offieinl op 4 candi-
date he the C'HliP}M?PH(H], trea
Surer, or Co-Ordinatop for anp
SVREP Project,

A--—-..—_..‘.vw.--r\—‘_*—s—.—‘p—;—%—‘*



PREPARING FOR A VOTER REGISTRATION CAMPAIGN

INTRODUCTION

Before the project gets its first public exposure there are
certain basic steps the director must take in order to avoid
any potential errors or conflicts.

FAMILIARIZATION WITH STATE ELECTION LAWS

Secure a copy of the state election laws from the Election
Bureau or the Secretary of State. Specifically, it must be
determined: 1) what dates registration can occur: 2) how
registration occurs — door-to-door, postcard, branch or

centralized registration.

.Also you must determine who can do registration such as deputy

regiistrars etc.

In addition, the project director should possess a working
knowledge with certain pertinent election statutes. For example,
registration requirements; absentee voting,; purging requirements;
change of address; and the duties of election officers is basic
knowledge the director should have. Without this knowledge, the
director cannot function properly. Do not embarrass yourself by
not knowing the law nor having the election code to look up

answers L0 queBtions.



CONTACT ELECTION COMMISSION OFFICIALS

. It is important that the project director establish a cordial
relationship with election officials. They will have to be
dealt with on a daily basis and also possess election data

which is essential to the success of the project.

During the initial conference with them, explain the goals and
objectives of the project, emphasizing that your task is not

Lo interfere but rather to facilitate their Job.

Be friendly, but firm in your approach, but remember that now

is not the time for alienation.

UNITY: The First Principle of Organizing a Campaign

There is one principlesof organizing a campaign that almost every
.Indian/Chicam)/Black minority citizen knows, and that is the need
for unity.  How many times have citizens told us that we could do

wonders, if only we were united.

The need to mobilize our collective strength, the need to register

our people and get them to vote is the one issue that can bring

our people together. Why? Because virtually everyone agrees that

we must do this. Almost everyone from the person of the most humble
means to the most prominent minority citizen in a community knows

that we must nmobilize gur political strength; register our peop le;

get them to vote; and unite ourselves, Therefore, the first step

in a succossful campalgn is to identify all segments of our community,

and contact them about the voter registration campaign.



Step One 1., Make a list of all the civic organizations in
‘ the city including labor, churches, LULACS,
G.I. Forum, War on Poverty groups, youth groups,
etc., and invite them to participate in the drive.

2. Contact key leaders in the community that may not
belong to any group, but are respected in the
community.

3. Contact minority elected officials. It is imperative
that the project director contact minority elected
officials from all parties before the public
announcement of the project. This is necessary

for three reasons:

a. They are products of minority electoral
. politics and should be informed.
b. They can assist by referring individuals who
can help find workers or information.
c. They may be apprehensive about the project

and interpret it as a threat.

Unless they can be assured otherwise, these officials
can cause division in the community. Assure them

of the non-partisan nature of the campaign and try

to convince them their public support will be of
gredat benefil in registering the people and educating

them about the need to participate in the democratic

electoral process.



It is therefore, important to understand that the people will
respond if they perceive the voter registration campaign to be
a serious effort undertaken by the whole community in a united

fashion. Only in this way will you get large numbers of volunteers.

Step Two 2. The reason you want all these people and groups
involved is that you need volunteers. Therefore,
get commitments of support and commitments for
volunteers to go door-to-door to register the

people.

THE PROPOSAL

At this point a proposal is written on site with SVREP staff
or a regional co-ordinator. Each proposal to SVREP is written
with the people in a seminar that explains how we work and how
to organize a campaign. The proposal-writing seminar should be
attended by representatives from all the participating organizations.
SVREP will send letters inviting the people to the meeting from
San Antonio, if the mailing list is sent to us on time. If a
large representative meeting would not be appropriate, then

arrangements must be made with the San Antonio office of SVREP.

RESEARCH, PLANNING, TARGETING

After the proposal has becen written and approved by the SVREP

Board, each project will recelve a County Profile of your area.

The county profile will irclude a hand count of all the Spanish

surnamed on the voter roles by precinct. It will give you the



total number of people eligible to register, the number registered
and other data of importance. Once the community knows the number
of people eligible, the number registered, the concentrations of

voters, then it is the job of the local community to target areas

for the door-to-door registration campaign.

GOALS :
In the one hundred door-to-door campaigns we have undertaken

in the Southwest, we have developed an excellent formula for

setting goals.

The research department of SVREP will therefore set the goal

for each site depending on the potential numbers to be registered.



ORGANIZATION AND MANAGEMENT OF THE CAMPAIGN

The following are some suggestions on how the campaign should be
organized and managed. As stated previously, the campaign will
reflect the efforts of all individuals and organizations partici-
pating in the coalition. Therefore, it is necessary that all

organizations have a voice.

SVREP recommends that the policy-making powers rest on a Steering
Committee with each participating organization, regardless of size,
having equal votes. This Steering Committee can be subdivided
into three functional subcommittees: volunteers, officers, and

media.

AN ORGANIZATIONAI. MODEIL

This model was developed as a result of over 100 campaigns through-
out the Southwest. It is a system by which to organize a registration

campaign, and contains the basic functional components.

The Model:
[ Steering Committee )
[ Chairperson |
Media Officers' Volunteers'
Committee Committee _Committee

"**—*fﬁzﬁﬁrﬂfndzorj




Let us briefly describe the functions of each of these components.

The Steering Committee: This committee is the official policy-

making body of the project. Its chief task is to make all the
decisions necessary for the fulfillment of the goals and objectives
of the project. Specifically, the committee will make the final
decisions on the recommendations of the subcommittees concerning
issues such as personnel, budgeting, administration, strategy and

tactics. All organizations should have representation on this committee.

The Volunteer Committee: The primary function of this committee

is to establish the goals and objectives of the project as well
as developing a plan to register voters. Its duties involve
researching to determine target areas; recruitment and deployment

of volunteers and the implementation of voter registration tactics.

The Officers Committee: The chief task of the Officers Committee

is to coordinate all administrative tasks and exercise fiscal
responsibility. Specifically, this committee has to locate and
rent an office, hire a coordinator, authorize any expenditures

and purchase any supplies.

Also, this committee should participate in the workings of all the

committees and asgsist the project co-ordinator.,



The Media Committee: The basic function of this committee is

primarily to develop a voter education program. Informing people
as to the why, how and where of registering and votiingiSEeru caal

to the success of the campaign.

This committee must utilize all aspects of the mass media,
especially the electronic media. SVREP strongly urges that this
group acquaint itself with FCC regulations on broadcasting so

as to be on firm legal ground when dealing with the various

stations.

The committee has an extremely important task to develop the
ability to provide the information necessary to the prospective

voter.

All campaigns center around communication and the voter education
committee has the respensibility to transmit this knowledge.
Specifically, the Media Committee is responsible for developing
the campaign theme and slogan; preparing free media materials
(PSAs, photo, press releases, developing posters, flyers and

other advertising materials).

OFFICERS:
The Southwest Voter Reglstration BEducation Project only
requires three officers-
1. Chairperson
2n0 lreasuren

3. Co-ordinator



As is pointed out in the procedures section, the chairperson
and the treasurer sign checks locally. Many groups also allow the
co-ordinator to sign checks. In any case, at least two people
must sign checks at the local level. If matters are expedited
by having the co-ordinator sign checks, then the co-ordinator

shounl'd sign’ thems

Chairperson

The chairperson presides over the meetings. Enforces and
interprets the rules of order used in the meeting. Appoints
any committees the person may deem necessary. Signs checks,
speaks for the group, calls for meetings of the steering committee
and insures that democratic principles are sdhered tomin e

functioning of the coalition.

MreasSuren

The Treasurer supervises the expenditure of funds and signs
all financial reports to SVREP. The treasurer signs checks and
makes sure that funds are spent in a non-partisan fashion and
are within the budget approved by the coalition.

C()—UE_Q inator

The co-ordinator is chairperson of the media and volunteer

committees. The person may sign checks if it expedites matters.

e



The co-ordinator makes recommendat ions for expenditures; helps
choose the site for the office; insures that telephones are in;
equipment is available; mans the office at regular, stated times;
gets the organizations committed to the drive; recruits volunteers;
sends out letters; insures that the different committees do their
jobs; co-ordinates the kick-off rally; and generally does the

staflf work necessary for a successful campaign.



STRATEGY AND TACTICS

The campaign 1s now ready to begin the most important phase of

the work. By this time the following things have happened:

1. Bank Account opened according to the procedures.
2. The Research Profile has been provided.

3. The Coalition formed.

4. The Steering Committee named.

5. The Media and Volunteer Committees formed.

6. The Proposal to SVREP written and approved.

What is the Next Step:

Every successful campaign begins with a successful kick-off
.rally. Many of the elements of putting together a successful
kick-off rally are the exact same elements that constitute an

effective registration drive.

In the budget that was approved by the steering committee,
a line item includes funds for a kick-off rally. The kick-off

rally is the key to a successful campaign.

A. The co-ordinator should get commitments from all the
organiZitions in the coalition to attend the rally.

B. All organizations should pass resolutions at their
regular meetings endorsing the campaign and pledging

Lo urge their membership to attend.



The co-ordinator should get a letterhead printed with

all the officers and a listing of all the organizations

that belong to the coalition on one side.

The co-ordinator should offer to send letters to the

membership of each organization. (NOTE : [t i senor

good politics to ask for a membership list of each

organization, unless it is offered. Even if the

membership list is offered, it should not be copied,

but should be given back intact. The only list the

project should have is a list of the actual volunteers

that do work. If the 1list is offered, invitations

should be sent out to the members and the list given back

imnediately. The organization providing the list snould be told the

list was not copied. The operating procedure is the following:

1. The invitations should be on the project's letterhead
with the union label prominently displayed. (We must

demonstrate solidarity with trade union principles by

printing the material union.)

2. The invitation should be signed by the chairperson,
treasurer and co-ordinator or any combination deemed
appropriate.

3, The co-ordinator should offer stamped envelopes with
invitations to the organization and offer to address

the envelopes with volunteers.



HE:

Tos

The resolutions pledging support for the registration
drive should be read at the el ey
Other prominent personalities should be approached to
attend the rally, or if they cannot attend, should send
telegrams of support (include Governors, Senators, Key
vRROERATS
reaucrats and othery).
The rally should be free.
Everyone that goes should show their voter registration
card, or if they are not registered, the people should
be registered to vote there at the rally. The number
registered should be announced at the rally.
The rally should be indoors at an adequate facility.
(In other words, no beer Joints)s
The rally should not be at a massive facility, but
rather at a modest hall that can be filled.
A band should be engaged.
Members of the steering committee should be introduced
and new members should be recruited from the people
attending and they also introduced.
Press releases should be made to all the media, including
the Press, Radio and Television.

Public service spots on Spanish Speaking Radio should be

utilized urging people to attend.

All Spanish-=Speaking talk shows should be booked to

publicize the rally.



P, The budget will only cover the bare expenses. The
co-ordinator must get the rest in-kind.

Q. All elected officials should be allowed to say about
three short sentences saying they support the drive

and will go door-to-door registering the people on

your first door-to-door campaign next week.

R. The first door-to-door drive should be announced and
the drive should be about a week away and on a Saturday
morning.

S. Take down the name of all the people that showed up.

T. Have the bishop or his representative give the invocation
blessing your efforts.

U. Announce the goal of people to be registered by the campaign.

V. Have very few speeches and much dancing.

That is your first big step. What have you done? You have followed
our first great principle. You have shown Unity. You have shown
the community that we can unite for a good cause by having all the
people there. 1If you have all the elected officials there and they
pledged support and if you have read the telegrams from prominent
people, you have shown that we gain respect when we unite. You

algo have a mailing list of potential volunteers because you signed

up all the people that showed up at the rally. These names, in
addilion to your list of people who already signed up, will make

up your core of volunteers.

el



The First Door-to-Door Campaign:

The momentum that you build at this rally should carry you through
to the end of the registration drive. Your first door-to-door

campaign ought to be called a Leadershig Door-to-Door Drive. All

of the elected minority officials and the presidents of the different
civic groups should be asked to show the way by going door-to-door

with the volunteers.

Strategx:

The Strategy committee by this time has studied the county analysis
and has made a list of the priority precincts. The co-ordinator
should obtain precinct maps for each precinct. A precinct Captain
should be named for each precinct that is a priority to be worked

thatifirst door-to-door drive.,

Tactics:

The best tactic to register votes, by far, is door to door. There
is no substitute. The success of a campaign is directly measured
by the numbers of people who go door to door and register people
in this fashion. Why? Because research shows conclusively that

people react best when approached face to face. Don't forget, it

is not Jjust a question of registering the people, it isg also a

question of voter education. It is a question of talking to the

people and telling why they should register and that an election

is coming up on _X day and that everyone should go out to vote.



We cannot over emphasize this fact. It is not just a question
of registering the people, it is also a question of educating
people about the importance of participating in the democratic
electoral process of this Country. People in this Country get
registered literally by accident. The number of people that
register on their own is very small in comparison to the number
of people that are registered by peer and group pressure through
the different organizations such as the Rotary Club, the Kiwanis,
the Lions Club, the Toastmasters Club. A very small percentage
of the working class people belong to these clubs. Therefore,
it is our civic obligation to cause this accident through unpaid
volunteers that are participating because they are concerned

individuals that want to see our people progress and advance.

Training of Volunteers:

We are now at the stage where the volunteers are scheduled to
begin their door-to-door walking. It is important that the
following be prepared. (Since we are not paying the volunteers,
common courtesy would require us to show them some respect and
gratitude. This is why the following recommendations are very
important,)
1. Have hot coffee and donuts (reposteria) available,
2. Tell them they will be asked to volunteer from 10:00 A.M.
to at least 2:00 P.M. (Don't make it much beyond 4:00 P.M.
unless you have really dedicated volunteers, You should
ask key people beforehand how long the people should be

asked to volunteer.)

G
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Tell them it's not just a question of registering the
voters, but also of educating them towards the importance
OTEvetIne:

Tell the volunteers that they should urge the people to
vote and that the next election is X day.

Never send a volunteer down a block by themselves, always
send teams of two, together. Take our word for it, the
fellowship of having someone with each volunteer results
in more work done, and in getting the volunteer to come
back again.

An important fact of political life - Women are better

at door-to-door work than men, and get better results,

so send teams out of one man and one woman with the
woman doing the initial talking and the man coming in
with voter education afterwards. (This fact has been
documented many times before.)

Give each volunteer a sheet that briefly outlines the
law. We cannot provide this, the co-ordinator must do
this,

Assign the volunteer to a precinct Captain who has a
precinct map already.

Buy lunches for the volunteers that want to eat lunch.
Don't give thé people baloney sandwiches, but rather,
something reasonable. Here is a chance to get a good

discount from a good minority food establishment.



This is the most important part of the work. ©Some volunteers
cannot possibly go door to door. These should be assigned to
work in action places like shopping centers where minorities

shops OB STOres:,

The Church has been very helpful in many instances. In some
places they have offered to register voters atrthe end of their
services and urged their membership to register and vote from
the pulpit. All of the organizations that agreed to support the
campaign can help in their own way. We mentioned the Church in
particular, because in some instances it has been the Key to a

successful drive.

Length of the Campaign:

The length of the campaign should be as long as that stated in
the proposal. The campaign should not drag on and die a slow
death. It should be short, but intense. You should close the
campaign with a farewell party for all the volunteers (that costs

only one or two barrels) there at the headquarters.

Goal:

The Goal of the registration drive, in terms of numbers to be
registered, should be well known to all the volunteers, and a
large poster should be made where the number of people registered

can be kept up to date. It is important in the campaipgn and a

Key registriation tactic that the people have a goal to strive for.




This goal must be announced at the rally and in whatever media

releases you make.

Voter Education/Media:

Voter education and the media are crucial to the success of the
drive. The next section deals with it in detail; however, we
mention it here so that you realize it must be well co-ordinated

with the registration drive.
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Thie best and most effcetive way Lo ¢over an avea is to Linow before
hand the number of persons that are already vecistered and where they
IHversSTntorder to know this, you nced to breall down your precincts by
streets and then by blocks. Your should utilize the Recistration Record
Form, a 4 x 6 inch index card, to Lrecak dowm the precinets. This methed

1,

will give you a card for every home vhere persons are repistered and how

nany .

Registration Record Form

Name Pat.

e gy it

iy e Councirl Bige,

Telephone #

Names of Family Members Registercd;

B O S

e e et e e e ety ety e e m

Commentgt

The Voter Registration Drives handout pives cveryone an idea of wiat
they should be doinge The Voter Repistration Yield Informacion Yorm helps
to mafntain your files, You should note duy nevw persons replstered in the
homes thdat alrsady had some repistercd and vou should also note down the
homes that did not have auyoue repbsteraed whera you were duccessiul,  Lhe

otacr information on the form may also be helptul for future usa,
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Voter Education/Media:

No campaign should begin without the Chairperson,

the Treasurer and the Co-ordinator reading this

section on Voter Education/Media.

Why? Because if the Media is abused, it will ruin the momentum
and morale of the campaign. If the Media is antagonistic or just
plain anti-Chicano/Black/Indian, it will work to make you look bad.
If they are unbiased and simply want to report the news in a truthful

fashion, then you must deal with them in a professional, courteous

manner,

Sources of Political Information

In_the Chicano Community

This innocent-sounding topic heading is the cornerstone of the
whole Voter Education approach. 1In preparation for this section,
the Southwest Voter Registration Education Project undertook research
to determine the main sources of political information in the Chicano
community. The results should be judged from this perspective: the
sample was very small, so the margin of error is high; the respondants
were Chicanos in the West Side Barrio of San Antonio. SVREP will
undertike mitch more extensive polling and surveying in the summer
of 1978, Déspite the obvious gliortéomings of the poll, the results

give us a vary strong indication of where Chicanos get their political

information and what we should do about 1t.



There are three Mediums in the Media. Radio, Television and

!he Press. The first medium to be analyzed was the Press.

Press:

The questions asked the respondents concerning the Press were
designed to measure the political impact the Press has on Chicanos.
The specific intent of the series of questions was to determine if
the press were a major element in making up the individual's mind
onewhodto vote for or what to wvote for.

Between 9% - 15% of the Chicanos indicated that the Press was
a major element in making up their minds. On the other hand, almost
60% of the Anglos in San Antonio said the Press was a major element
in making up their minds.

The practical consequence is that very few Chicanos will rely

.n the Press to make up their minds politically and for a good
number of the Anglési the Press is a major element in making up
their minds on political matters. As a result, press releases
made by the different projects are, in large part, actually
information for Anglos. An example may be of benefit at this
point.

In the late 1960's a very effective registration campaign
was conducted in Sén Antonio during an off-year election time
when registration normally drops. 20,000 new Chicano voters
were added to thé rolls; and this Wis in an of f-year election
when there is 1ittle interest. The probilem was that the Press

pPlcked this up and played it as an attempted Chicano takeover.



40,000 Anglos registered to vote and the percentage of Chicanos
.rugistered compared to the rest of the community actually dropped,
despite the record registration drive. The subsequent elections
proved disastrous for the Chicano candidates. The reason the Press

picked it up as a Chicano takeover was that several speakers at
the Kick-off rally got carried away at the microphone and virtually
said it was a takeover attempt.

Press releases and statements to the Press should be viewed

from the perspective of this painful experience. Do not repeat

the same mistake.

Television:

SVREP will provide Television tapes for all campaigns. Television
.is a very high source of political information for both Anglos and
Chicanos. Television, however, is also like the Press, in that you
are talking to the Anglos. Generally, you will only get a few
showings of the tapes. The tapes for television should serve as

a marale *hooster for the volunteers.

Spanish-Speaking Television:

Spanish=~Speaking Television is Key. It is true that in many
arens they have a small viewing audience; and it 18 true that the
youth does not generally view thom either. However, Chicano youth

registera and votes the least of any imajor segment in U.B. society.

e



The people that do view Spanish Speaking television are generally
older, and the Chicano voter is generally older. Even though the
viewing audience or part of the total community may be small, it
is a significant part of the Chicano voting potential. Spanish-
Speaking television is therefore an important Media target for
all registration drives. SVREP will furnish Spanish language films
on request for showing. The films are 30-second Public Service
Announcements suitable for full P.S.A. Time.

A1l talk shows should be taken full advantage of, so as to:

constantly remind the people about their civic responsibility to

register and vote.

Spanish Speaking Radio:

‘. Spanish-Speaking Radio is the best source of political information
for Chicanos. Everything we said about Spanish-Speaking television
holds true for Spanish-Speaking Radio. SVREP will furnish 30-second
spots for radio. These should be played frequently. It is important
that the media commitee concentrate on getting the tapes played
frequently on the air during the campaign. Press releases should
be made frequently to the radio. Progress reports should be made
once a week and the media committee should take full advantage of
all talk shows available. The locutores should be given top priority
and they should be asked to publicize the drives extensively.

The co-operation we have received from the Spanish Speaking
Radio throughout the Southwest 18 a point of pride with SVREP.

It is a point of pride because every Spanish-Language Radio Station

. we have approached throughout the Southwest has cooperated 100%.

A



. Remind all stations that you approach about this record and
thank them for the great service they are nerforming for the

people.
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PERSONAL VISLTS

By paying personal visils you will get to know the persons
who will be handling your press releases. AS vou know it i
harder to turn down somconce you know than a face less name.
Theretore, the better you know your oditors

. newsdirectaprsh

and reporters, the better consideration you receive.

its, . Because of deadlines; it pays off to schedule your
visits at a time when your media contacts have time o tallk,
The supgpgested scheduie iy

Newspapers: Morning Iidition R AR b (B
Atternoon bdition 8-10 D .M,
Weekly Bdition Friday P.M.
Suburban Paper = ithe day atter they
are delivered.

I

Raudio: After the hourly news up to 15 minutes before
U e DR G W S G O,

Television:  2:80 = 4:30 B.M.

Approach. For newspapers, just walk in and ask
for the managing cditor., Introduce yourself and state
why you are there. The editor will introduce you to
the reporter or co'iimn editor who will handle your
releases. Ask this person about deadlines, style
req fl frements, and (5 Cheve is a nything else you
should keep in mind, Bo honest, cout'teous, and IF
Hossible;, provide Them with a prepared background

Liitormation packoet .



NO'TI: L vaouw do cncognter hostility, please koap
cool . And s dontste cavibier S ko Pl Tasopiilic ul di siecus s ions
Just remind them pently of their community responsibil IR
In radio and television there are FCC guidelines to
SHppo Tt vOIESSSLmE asstiiiated i S Bhigpre s e st hellsane

protectiionsrn. peintod medda, but where there is a will
there is a way.
HOW_TO_BE_HEARD
The use of the public channels ol communication provides
a4 way Lo increase the number of people you can reach. People's
perceptions and their conscequent attitudes and actions depend
on their base of knowledpe. I you ure interested in affecting
plttitudes and actions, it will ha necessary for you to learn
L
to alfectively utilitze public channels of comminication ===
newspapers, television, radio, etc.
This section provides a basic working knowledpge of skills
and techniques to aid you in planning and preparing a media

gitratepr vy to publidel zefyvour voten repgistrition dirdve.

Two things are so important that the extent of your success

depuends on them,

PLANNING AND PREPARATION,

Think carcfully about vour needs and objectives, Then plan
the mosk effective way Lo raach the public,

-=~ Plan early,

~= KHOow your purposo

-= Prepare materials



TIMI The time the medig vecod: 5 Lhe release as welliSea's S

timeliness ot (hLe SLOory s very importont

DAYS TO_CONSIDER ;

o M()nd;m afternoons ave best for Lhic woekl o,

Tuesday too late for weeklies and a weak day for dailies,
Competition iy greuvter - for spaeed

++ Wednesdavy Thursday rood days bocause the paner earries a lot
2l e bl SO SIS ey : ) =y
ol ads and neods copy to Till up spaces,

s __li'l‘i(.[ﬂ fairly pgood, prood for week—-epd editions:

Sut;urdﬁz‘x_ylb‘u_r'l“(rl_:r[x bad Tor news conferencos, pood for releases.

The repgular news staff is off so stations
and papers nced nows .,

NOTI:
A5 ) something important breaks the most important factor

15 to et the 1he nows Ot Zip off u release right away,

A8
N~

I'f an event is happening during the weekend, and 1t cannot
3
be changed-- go ahead and c¢all the press conference, but

work extra hard to Bet. the news ot ;

Im making the selection of the place where the conference
will be held keep in mind that it should be a place that is
easily accessible to the press.,

Keep in Mind:

--Audio - is the sound reception good? Is outside sound
control led?

~-ViRlal - is lighting tilequate?

~=El@ctrical = is there tdequate power supply and enough
accessible eloctrical outlets:



Have the seating arvangements set up before the conference
begins. Have chalrs available for cveryone that may attend.
Seating arrangements tor those who will be directly involved
in the presentation should be made prior to the conference.,
These are also included in the packels at the contferunce for

purposes of fdentification. Have the packets near the door,

Follow an outline for the presentation-- who is speaking
when and saying what, This is very important because the visual
apdioral presceatation bus the foeus al 4 news canference, . State
whil you have to say c¢lea rly and simply. Do not ramble, Have

4 question and answer session and then end the conference., Start

on time, unless the press is not there,

COURTESY
L S  §

As a courtesy have coftece and water available for the press.
Also a pitcher and glasses for the speakers should be available

on the table, At the end of the conference thank the media for

thelr attendance,

PRESS ADVISORY

Dallver a Press Advisory to the mediua inviting them to
participute 3-4 days in wilvance, A press advisory s a notice

to allow the media to schodule your press conference, and necessuary

tor the success of your ulforts.

()~



(Sample Press Advisory)

DItESS ADVISORY

Eoninety:

Phone

There will be a press conference held by

Suturday, (when) gt (where)

will be held to

SR Ry

Present at the press conference will be
Chailrperson of the { Ve Voter
sducation Project, B :

Detalls will be presented

ASCHe Rl e

FfSarticles have

conference under the by-line of

tuke these reporters a copy of

a speciftic reporter,

(who)

The press conference

(who)

Registration

at the News conference.

already appeared on the subject of your news

be sure and

your Press Advisory also.



THE NEWS RELEASH

The media welcomes o Beans thit “areoet interest to their
readers and listeners. e value ol news items will depend on
Lheir timeliness, significanca, loeal appeal, unuasiualness, people
involved and influencoed. When your release comes across the desk
ol an editor or news diveotor S/he will be Judging 1t accordi ng

Lo these facltors as woll wsEs Lhe sityle il g written in,

TIPS FOR RELEASE WRITING

1) Write the most important information from the top down. Releases
Bra edited From the bottom up. - Ihe first two paragraphs, at hest
b e paragraplh, should include the FFive W's: What, When, Where,
Wharitand Why. The reugi should only he supportive, Imagine your

release boeing ud'i(ml down to the first two paragraphs., IS EhG

MessSaEe gels across - you've got the right ide:n .
2) Releaseo Instructions, [n a news room releases are opened

quickly and then sent to the appropriate depurtment or reportenr.
llare- 1t is either edited, thrown awiay, or followed up for a bigper
story, Forsthis reason it iy important that a name and phone
number of a person who can provide further information be included,
The relente “instructions e Lyped on the upper right~hand side,
ghout ralll spacesd down feom Che mastheud oy top. The instructions

will inform the media when Lhe story can be released and whom they

M econtiet for furthar 4nfomgt ton or ¢larification,

“.
e



a%) N(.E\;&fiijgingi!."iii_I}Vlw)‘ljy.. BT fipaces belween the mast,
(or top) and the irst IR ) OUNEER CHEC Gl T give
odiLtor room Lo WELBG  Sherad U e

Use wide ma rgins Lo aveid vy crowded look. Leave 17-18
For plca and 20 Spaces for o) o,

Use a groatep indention TR B B e SLtyle, {(Tiry Bad

s Ll!l_ﬂ{_ufl_i!‘ll_llu RS BN lettory sparingly, Ever‘y

must be typed and double-spacaod, Rememb oy your copy will

and is competing wity dovons ol OL by Helan S on Duuble-—spzutin;r is

o B e e, ks i s s

huud

Lthe

spaces

0 spaces.)
release
be edi ted,

Dl

Necessary forp SRR COLLONS A 6 e additions, and Instructfonsy

Loy Lha Lypesoct Loy,

At Lthe ond or cach papoe Lype the word "more" centered

e e e

bot tom,  When Lhe relause s continuned on another page type "Add

G For U ha second pape, "Add Two! BRI thipd, etel A

L]
und ol the )ast RASITRETE R fal e ye B0 S L e S

d) lse sStmple words - SLay away ron it Jargon (especial
Institutional op Profaessional ).  Uge words that beople use
o | conversat iaon, R o e is written Lo inform,

lmprass,
L3

D) Hlay awiy  frrom djectivosy, demonsit rat ive articles, and

Stlek to HlaCing (tho 4 T B S (R pet laney,

G) Wil i ther 10 e Past OF Iucgito Lohse, The avent hn

o (b

ly
in

not

advarhy,

b}

o b hiphongd op will oeotie, Do ot ubo Lo bresunt toengo,



7) Use short paragraphs, scentences, and words, Limit‘pafaqrnphs
to 3 sentences. (Copy looks better and reads easier. ) Use dec liratxxv
short, tight sentences with aclion verbs..  Avoid rambllng, run~on’

sentences. Try to use words with five letters or less.

8) Timely. Releases should be fresh, happening now. ‘Leave history
for Sunday features and historians. Write stories asfthey happen

or will happen very soon.

9) Stay away from generalities, state quick]y and clearly what you
are trying to say-- the factls. Anticipate and anqwer quebtiunb

that readers or viewers may have. But avoid padding,

10) Punctuate for good readership. Have youf copylproofrdad forf:-
punctuation, Read your copy with the eyes of a reader-Who Wl o

be seelng 1t for the first time. : LS R
# 10

11) Quote other persons when appropriate. When soMebne'eise ig 5
saying the same thing, your copy will not appeanr biased.; It adds

credibilicy,

12) Write the story thein stop., Limit the release to"S—Z&"puges

iR ! biias

13) Never break a paragraph at the bottom of a page b nd"mi.xtt'er':"'
how much space you leave ol tho bottom, Jumpim, i pururrnph
from onag {nig(; Lo another c¢iuses conlusion 4n the btlclcsluop ~*~l ‘
Hlhte pigos nre sceparatoed, P o paragraph is S|)l £ -1,t may

novoer pgul back togotlier TR T

=i



14) Tightness. Releases are not written chronologically but

rather in the order of importance of the substances and essence,

: This 1is especially important in the first sentence or "lead",
The lead states the meat of the event, If you grab the reader's
attention, he or she will keep on reading. For example, on good

leads, read the first paragraph of wire service stories,

The Media Packet

The media packet or news kit is the collection of background

information you make available to the media.
Appearance-wise should be an attractive folder with inside
iE11aps' 0 Tt should include:
| .1) The news release
2) Past releases issued dn the same subject.
3) Organization background information,
4) A supporting statement if there is one.

5) List of participants.

MAILOUT

The mailout of a news packet to non-attending press should

‘be mailed the day before the conference is held.

NAMES AND ENDORSEMENTS

Sprinkle some names in your release, Who said what, who

Wy thevd, who did or will do what,

P B T



Names add colorv and S (Al RS Sy Sy SILO RV Rl e nea e

sErve as e subtle form ol codaorsicmont ISt [P o i sl e e

Enaup endorsemaent s is a I N MG S erp s SRSy S A Ty Daper

St ol Tl mebhod i he sospeaiiily e Pfenti vl 0 1 iag

planned rwight. PIT S il e = sty sfiow=ball iner offoat,

e iy eliwa T i L e news and will come peross asg

being successful .
(3

hetlters to the Bditor

e Rer Rt e el et or e S| SESH FS R SERE Thoey coan
‘ : N’

LERALNE S e (RO I 2 S EH AR AT 1 S B T R T I R R e ) Lhovght cut and are

weitben with sincerity.

Write your own leltlors and DA GG et

and sincerity into

them.,

Do nol muke extreme SRR TG S OBy R i e Gt o

Nt sta o

anything you cuannol PR G Waisse ot

atements on faect.

gliute your point, and {hen stop. Do not write a lettor lopnpor

Ein =200 words: ~=< 4L wille bhe too Liaim ool del

Always sipn your name and fLoliclecres:
p |

v A

PHILVISTON

Pelavision 18 the most crful medium of communication.

Whien you are on camera yalb o pea P L6 htndeedss or  thowsiinds

ol vicwors, I ol winail G o yaUiPSless s S G ranes ba i Wil

Hudiende, you will havooto loeidrn Lo warlk with the one-eyoed

monstet,




The following are & {cw suppestions on how to deal with
Lthis good opportunity to tell your side of the story,

Fipgt, be calm and courteoius.  Treat the reporter as an
interested person. Assume she or he will not go out of their
walysEt ossmear yvous 1B vou de nol dantagonize thenr.

Secondly, provide accurate information and respond openly
EORiIner squesitions on yollr project sandipublic activities) 181

you don't know something say so. Do not exagperate,

Thirdly, if possible, provide the favorable information
[First, Remember, articles are edited backwards.

Fourth, think before you talk, then answer briefly and
accurately.,

Fifth, prepare for Lhe interview, 8it down beforehand and
make a list of ythe points you want to make. Anticipate questions
and you can prepare your answers.

Sixth, if you do not want something made public, don't say it.

And don't ask to pet anything off the record.

Seventh, be open and honest.  The worst mistake you can make
ISEEFOR TRV o cove ERp or e II' you are not at liberty to answer

the question, say so.

NOT Heing at ease with the news media depends n greal deal
an expdlfience and contidonee,  This is as good a chance as any

o pel that expuricnce aild donlidencoe,
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19 CONCLEPT —hnve atsimpnles Tcent ralt ndeh for what you are
doing.
Examp!lo: Ouir goal 15 Lo register the Mexican-
American population Lo increase their participation
ISt G G e a S e e O eyeh prageess ol o nmiiamne
2) RLESEARCH = know whal yvou dre talking about better than
anyone ¢lse., Know the facts --- who, what,
winen:, Wil e whiae SRry e G
d) LEMPATHY = pul yourdelt fun the place of the olher parson -—-=
WA AT BRI TR ER P (OB e by P Chn
4) ACTION < whitl huippened, iy happening, or wlll hdppoen.
) ot = he honest and up=front about what you are doing.
Don't leave room tor suspldion -- keep {t ¢lean,
SN R R A S G R R (S Poatt B8, the pless,
6) INNOVA'I'LVIE = try o bit of Creedom,.  'fhe catchword | e

LTy nrew WY M Heaw Guatt 1 One, e hnswers.,



7)

8)

VIBRANT

EFFECT

Remember: Communication is only the means towards a final goal.

{

put personalily into communication, People can
relate to bheilng human.

|

choose words and actions with care. Consider

betorehand the ol fect S or dhpact that both can
have. Ask and answer these questions:

a) How will other persons interpret what we say?

b) Are we using the best words to explaln what
weliaraesdoine orswi sl h e s d adm e

e WhatawinIs e lith e S Elina I e fo et 2 s Swhat Twe

are dolng poing o produce the 8ituation or
poal we want?

«

Catchwords: R amivinessimds e e ast e,

il



MEEMORANDUM

TO  Pield Project bDirectors
FROM : William C. Velasquez, Executive Director

RE :  Reports, Reimbursement Process
IN ORDER TO Bi BETMBURSED, ALL OF THE FOLLOWING FORMS

MUST BE RETURNED TO OUR OFFICE

In order to replenish your local field project account, it is necessary
to make a request on the following forms. All the forms must be sent
in together.

RETIMBURSEMIIN'T :

All the material is in crxder. %The first page cal'led "Reimbursement
Form" is the form used to record the expenses incorred and which must
be reimbursed for operations to continue, If you think you will need
more in the next period than what you spent in the previous period,
outline thoge additional expenses under "Other" ard explain. You will
be reimbursed the amount you request undey the ficure "Total." PLEASE

DO NOT WATT UNTIL YOU ARE OUT OF MONEY TO REQUEST REIMBURSHEMENT.

CHECKS WRIT'TEN

All checks should be listed and all voided checks should be stapled to
this form. This “Total" and the first page "Total" should be eqgual,
unless you request additional sums., #Hach expenge {tem muat be accom-
panied by a receipt from the vendor. Other expenses should be documented
with receipts provided. EZverything is then stapled to this foru.

FIELD PROJECT ASSISTANT FORM:

In order to determine the gtatus of the fleld campaigns and in order to
effectively ausist groups to get the jeb done, the attsched "Field
Status Report" must be filled out by each project and gsent in with the
atompanying relmbursew bt coadquest,

10/77
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Project

Lxpenses for Period ob : : to

Deeticy irpgviun Amount
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e e
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e G EIT 1t St e e e i o
A% ]

Office Supplies . T
. |

RA R BV o 0

dodael: Ly e e LN R A DA 2 L Tl b MR e o,

Balbliey e v S B Ty ’

Conavltanty o :

N N SR - S St 5

Total &
S TR R ¢ S e e -
FOR SVREP USE ONLY
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’

BEFORE  KETMBURGEMENT CAN Bl MALE, ALL BECETPTS, VOUCHERS, TNVOICES AND
ALL VOIDED €HECKS MUST BE ATTACHED PO QTS FORM,
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This form should he fitlaed in every tigie you ake chaeck ta insare
that you have enouvah mongy to cover all checks.



FIRLD STATUS REPORT

1. How many peoplic have been registered during this reporeing period?

2. How many people have been registered to date?

3. How many organizations actually have helped so far7

4. How many volunteers have gone door to door?

5. What other methods were used to register voters?

6. Have you received all the voter education material?

7. Comments on effectiveness of voter education campaign

8. List the radio and television stations that are airing SVREP public service
announcements; the number of times per day the material is being aired;
when the station started airing the material, and whether you think it is
prime time or not.

Station Times Dates
(State if they are played daily)

e et et e it o < e i A e e s e i s

Y. What probilems hag the campaion encountered in registering voters? (Ligt by
importance.)




o

10,

What steps have yon taken to solve the problems?

L

What suggestions do you have for increased SVREP

efficiency?

L&,

Is there anything you need from SVREP?

13, Commenty: Rl S Aol




SOUTHWEST VOTER REGISTRATLON EDUCATION
212 EC Houston St., Suite 401

San Antonio, TX 78205

(512) 222-0224

PROJECT

VIELD PROJECT ASSTSTANT
INFORMA'LPTION PORM

Project o e T e AN ek NI L ST g S UL N e pass g
: R AT s S Ciey & Stsra : Zip Code
Name Cre s, B S A ST S G et ) Security #
Address = e e e o Telephone # - o
Area Code
R o T ~.>S].Z]l\ul ILI‘I‘CV* o Sy g s

Before a field project assistant
must be filled out apnd sent

a

is hired hy local project, this form
Lo the sSan Antonio office ‘address above)

.

SOUTHWEST VOTER KEGISTRATION EDUCA'T
212 E. Houston st.
San Antonie, X
(512) 222-0224

TON PROJECT
¢ Suite 401

78205

FIELD PROJECT z\SISIS‘!'AN‘l'
INFORMATION FORM

Project

Addrgsg City & State Z2ip Code

e R e e S O DU S Sl <= 1< & Securlty #

Address =

el thone E

A_z.::,-a Code

R R et el s e S R et s e o

Slgnature S S

o i ot LS T
Data

Before a fielq project asgistant {s ljred Ly a local project, this form must

be £illed out and sent to the San Antonlo office (address above) .



PUBLIC SERVICE ANMOUNCEMENTS

Reel to reel public service announcements can be ordered,
at no cost to your project

These tapes can be given to local radio stations in your
area. The tapes can be used in coordination with your voter
registration drive.

Below is a list of the tapes which you may order. All

are 30 second public service spots.

Freddy Fender - Spanish
Lou Rawls - English
" Rieardo Montalban - Spanish/English

You will also recevie with your tapes, a cover letter
cxplalniﬁg the importance of these spots as public service
announcements.

S



USE of TAPES

Spanish tapes should be given to Spanish speaking radio
stations, and Engiish tapes to English speaking stations
only.

A station is chosen to play the tape. An appointment
with the station manager must be made., Take a copy of your
tape and the cover letter. When you meet explain to station
manager that your group is conducting a voter registration/
voter education drive from to (the length
of the drive). After he reads the cover letter you should
discuss whether the station will or will not play

the public service announcements. If so, for how long and
how often. Whatever the agreement, it is necessary for you
to receive written confirmation of duration and frequency of
the air time that will be received.

- Due to the existing possibilities of action that the
station | may takq you may request information on further al-
tﬂthathes td follow, i1f the station does not comply with

ypaf requestﬁ i
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