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I.  Fact Finding and Overview 
Background
The Scrap Exchange was established in 1991 and is currently located at Liberty Warehouse, 548 Foster Street, Durham, NC 27701. It is a nonprofit organization designed primarily for creative reuse of products. As a nonprofit organization, The Scrap Exchange relies heavily on fundraising, donations, grants and in-store sales to stay in business. Currently The Scrap Exchange is located in Durham and is renting a warehouse and store space which it is rapidly out growing. Over the next five years, The Scrap Exchange is working on raising approximately $2 million to build or purchase a better-suited space. 
The Scrap Exchange also wants to expand the scope of services they offer in the Raleigh-Durham community. It is a small organization with only seven employees. The organization has a retail store and they host community events, parties, art galleries and workshops. These outreach events have the ultimate goal of bringing in revenue, which according to records is about $200,000 annually. Approximately 50 percent of the earned revenue is generated from their store and the other 50 percent comes from outreach events.
Organizational Goals
The organization’s goal is to collect industrial discards and distribute these reclaimed materials through their retail store, community events, parties and workshops. Consumers are encouraged to utilize these materials for artistic and creative uses.

Mission Statement

The mission of The Scrap Exchange is to, “Promote creativity, environmental awareness and community engagement through reuse.”

S.W.O.T

Strengths 
To examine the situation analysis, notable strengths include: the organization's willingness to participate in social networking and media, generate fundraising revenue through community outreach events, administer surveys to research community awareness, become more engaged with governmental relations in the hopes of receiving grants and public funding, as well as influence community members through dispersing information about the organization. 

Weaknesses

Weaknesses include a lack of funding for successful community relations, lack of involvement with constituents, building deficiencies capable of damaging supplies and the organization’s lack of visibility within the public eye. 
Opportunities
The opportunities coincide with the strengths of the analysis; funds can be raised through governmental grants and community donations in order to host events for the community to raise awareness of The Scrap Exchange and its objectives. Social media Web sites will provide free advertising and if used properly can easily reach certain demographics of the target audience, which will later be defined. 
Threats

One threat that must be addressed is a hidden barrier that exists in the ability to reach community and government members in a way that will entice them to become more involved with The Scrap Exchange. The organization primarily needs these audiences to become more involved and hopefully make donations to increase revenue. Similarly, with the dwindling economy, the company has had a hard time paying for outreach events, which enables them to create a surplus of revenue. Hosting outreach events would be a primary way to help break down the aforementioned barrier. Also, their retail store is in an old warehouse that is about 13,000 square feet. Its age makes the building vulnerable to leaks, making it a less than desirable location for the organization and their materials. 
SWOT Chart
	Strengths

· Willingness to participate in social networking

· Generate fundraising revenue through community outreach events

· Administer surveys to research community awareness

· Communicate with governmental agencies to gain access to grants and public funding

· Community dispersion of information


	Weaknesses

· Lack of funding for successful community relations

· Lack of involvement with constituents

· Building deficiencies capable of damaging supplies and the organization’s lack of visibility within the public eye

	Opportunities

· Funds can be raised through governmental grants and public funding

· Receive community donations in order to host events for the community to raise awareness of the organization

· Social media Web sites provide free advertising so certain demographics of the target audience can easily be reached

	Threats

· Hidden barrier that exists in the ability to reach community and government members in a way that will entice them to become more involved

· Structural building deficiencies

· Lack of revenue


Problem

The lack of revenue to relocate in order to heighten awareness and create a generous group of consumers cyclically causes a problem with funding outreach events, which as mentioned previously would also bring in extra money. These are the two main threats that negatively impact the organization.
This proposal will help The Scrap Exchange receive donations as well as governmental grants in order to help pay for future outreach events. This chain of events will, in turn, help the organization raise monetary revenue in order to best meet their needs. Another aiding factor will be to increase awareness around the community for The Scrap Exchange through creating, updating and maintaining social media Web sites. Facebook, Flickr, Twitter and Craigslist are all Web sites that will be utilized in this plan because they are a primary way of reaching certain demographics of the defined target audiences via a two-way symmetrical form of communication. Last year, The Scrap Exchange was open 358 days of the year, which indicates they are regularly available and accessible to the public. Through their increased awareness, the goal is to generate more revenue making them capable of extending their scope of services.
Organizational Structure Chart


The organizational structure chart below shows the six member team that comprises The Scrap Exchange. Three coordinators report to the Executive Director, Ann Woodward, and two of the coordinators oversee a retail manager and office assistant, respectively. The chain of command and relatively small office atmosphere makes the flow of communication both laterally and to the director more effective and efficient.
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Retail Manager

Daniel Bagnall

Collections Coordinator

Phoebe Bush

Retail Assistant/Volunteer Coordinator

Maria Britton

Office Assistant

Rowan Martell

Outreach Events Coordinator

Ann Woodward

Executive Director


II. Research and Investigation
Research is an important aspect of a public relations plan. Research involves the process of asking questions and then discovering the answers to various communication phenomena. It is used to develop and interpret organizational messages that are being transmitted between the organization and its publics. The research stage can potentially have one of four results: predicting behavior, describing behavior, determining causation, or explaining behavior. 
Conducting research for The Scrap Exchange will aid in creating messages while they are still in the development stages. The aim of these messages are to help increase the organization’s publics and revenue. For The Scrap Exchange, formative research will be vital to the public relations plan, as the organization’s community is analyzed to decide how to best influence or change the behavior of the publics in the surrounding area.  Formative research will also provide baseline data to help determine which publics are most likely to shop and donate to The Scrap Exchange and therefore be the best ally of the organization.

Methods
In-depth Interview

For analysis of the clients' needs, research for the campaign was planned in various ways. An in-depth interview with a board member of The Scrap Exchange, Kelley Dennings, began the research process. Through dialog with Dennings, the needs of the organization were determined along with goals and objectives that would help the organization meet those needs. By analyzing the information provided by her, it was possible then to determine which areas of the organization needed improvement. Also discovered was the areas where the public relations campaign needed to be focused to improve problems in the organization. Lastly, specific goals and objectives have been determined for the campaign as a result of insight gained through obtaining knowledge about the organization.

Survey
The decision to conduct a survey was made to provide a means of evaluating which target publics needed to be contacted in the messages of the campaign. Surveying customers and residents that are likely to be potential publics helped in discovering who is aware of The Scrap Exchange. It is necessary to know who is currently aware of the organization and who is likely to donate money for fundraising in order to decide how advertising about special events should be marketed. Surveys are a useful system for collecting data because they allow teams to collect a wide range of information. 
Since we are interested in discovering in-depth details about The Scrap Exchange’s publics, using surveys will be an integral component of the public relations plan. An on-site self-administered survey has been distributed at universities in Raleigh and Durham and in other parts of the Raleigh and Durham areas, using the face-to-face method. The respondents were given a paper version of the survey to fill out and hand back to interviewers after they were done. People and students ages 18 to 24 are an ideal target public because they are likely to be interested in using materials, donating, volunteering or participating in outreach events. 

Archival research

Archival research study was conducted to examine what the various publics already knew about the organization. The Internet, including social media and Web sites of news organizations to see what the media was saying about our client, was an important source of information. Another crucial aspect of the study was determining communication strengths and weaknesses, accomplished through looking at how much the organization was currently interacting with the latent and active publics. 

Results 

In-depth Interview
Before the public relations plan could be created an in-depth interview was necessary to discover more intricate details about the organization. The entire group met with Kelley Dennings, who is a part of the Board of The Scrap Exchange, as well as a member of the public relations team, and asked her several questions about the organization. Through the interview process with Kelley Dennings, a clear understanding of the organizational structure of The Scrap Exchange was gained. Dennings provided the background of the organization and helped create a mutual understanding of the goals and objectives put in place by the board of directors. This was an important aspect of the research because it began to allow the team to actuate the board’s already determined purposes. By planning the campaign goals and objectives around The Scrap Exchange’s aspirations for their own public relations plans, it was ensured that the new campaign would be effective for them. Through research it was discovered that The Scrap Exchange had been implementing an overall public relations campaign for the organization's broader goals and image development. They have three very specific goals that they have decided on for the purposes of long-term planning: 

1. Increase awareness of The Scrap Exchange overall and about their purposes and outreach events throughout the triangle area. 

 2. Increase the amount of material that is saved from being dumped into the landfill, along with also increasing awareness in the community about the importance of reusing things and how The Scrap Exchange can help them to do so. 

3. Increase store transactions and revenues to enable the store to expand and better serve the communities of the triangle. 
Secondary Research

Through analyzing Google searches and social networking sites, we gained an abundance of knowledge pertaining to The Scrap Exchange’s online presence. News articles were found as well as references to the organization on other Web sites. It was found that The Scrap Exchange has a pre-existing presence on the Internet and in the media. Similarly, they have a fan page on Facebook, a Twitter page and a blog on Blogger. Having a stronger web presence is important for spreading the message of the organization and therefore need for improvement in this area was discovered. An opportunity was presented to use free methods of message transmission through the utilization of social media avenues that were currently in place or were yet untapped. A group page on Facebook was created to generate traffic to take the survey that was created for this public relations plan also. 

Survey


In the following pages, the questions are listed exactly as they appeared on the survey, including the results displayed in pie chart form and in frequency tables. SPSS software was used to analyze the data and create the charts. The purpose of the charts is to see a quick representation of the data collected as the results answer each question asked. The results on the upcoming pages can be used to help target specific groups and publics that would be the best fit in helping The Scrap Exchange meet its goals and objectives. 
Question One: What is your age?

When asked their age, 81.36% of respondents fell in the 18-24 range; 16.95% fell in the 25-34 range; and 1.69% fell in the 45-55 range.
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	Age Range of Respondents

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	18-24
	48
	81.4
	81.4
	81.4

	
	25-34
	10
	16.9
	16.9
	98.3

	
	45-55
	1
	1.7
	1.7
	100.0

	
	Total
	59
	100.0
	100.0
	


Question Two: What is your gender?

 This graph shows that 52.54% respondents were female; while 47.46% of respondents were male.
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	Gender of Respondents

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	28
	47.5
	47.5
	47.5

	
	Female
	31
	52.5
	52.5
	100.0

	
	Total
	59
	100.0
	100.0
	


Question Three: What is your race?

When asked their race, 62.71% of respondents where White; 25.42% were Black or African American; 5.08% were Asian; 3.39% were Hispanic or Latino; 1.69% were American Indian or Alaska Native; and 1.69% did not answer the question.
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	Race/Ethnicity of Respondents

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	American Indian or Alaska Native
	1
	1.7
	1.7
	1.7

	
	Asian
	3
	5.1
	5.2
	6.9

	
	Black or African American
	15
	25.4
	25.9
	32.8

	
	Hispanic or Latino
	2
	3.4
	3.4
	36.2

	
	White
	37
	62.7
	63.8
	100.0

	
	Total
	58
	98.3
	100.0
	

	Missing
	System
	1
	1.7
	
	

	Total
	59
	100.0
	
	


Question Four: What is your occupation?

According to this graph, the majority of respondents (77.97%) were students.
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	Occupation of Respondents

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Student
	46
	78.0
	82.1
	82.1

	
	Teacher
	1
	1.7
	1.8
	83.9

	
	Military
	1
	1.7
	1.8
	85.7

	
	Customer Service
	1
	1.7
	1.8
	87.5

	
	Retail Manager
	1
	1.7
	1.8
	89.3

	
	Host
	1
	1.7
	1.8
	91.1

	
	Scale Technician
	1
	1.7
	1.8
	92.9

	
	Retail
	1
	1.7
	1.8
	94.6

	
	Movie Theatre Manager
	1
	1.7
	1.8
	96.4

	
	DJ
	1
	1.7
	1.8
	98.2

	
	Other
	1
	1.7
	1.8
	100.0

	
	Total
	56
	94.9
	100.0
	


Question Five: If you’re a student, what school do you attend?

This graph shows that 72.88% of respondents attend NC State; 13.56% attend UNC-Chapel Hill; 3.39% attend Duke; 1.69% attend NC Central; and 3.4% did not answer this question.
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	School Attended by Respondents

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	NCSU
	43
	72.9
	79.6
	79.6

	
	UNC
	8
	13.6
	14.8
	94.4

	
	Duke
	2
	3.4
	3.7
	98.1

	
	NCCU
	1
	1.7
	1.9
	100.0

	
	Total
	54
	91.5
	100.0
	

	Missing
	System
	5
	8.5
	
	

	Total
	59
	100.0
	
	


Question Six: Are you politically affiliated?

This graph shows that 76.27% of respondents are politically affiliated; while 23.73% of respondents are not politically affiliated.
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	Political Affiliation of Respondent

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	45
	76.3
	76.3
	76.3

	
	No
	14
	23.7
	23.7
	100.0

	
	Total
	59
	100.0
	100.0
	


Question Seven: If yes, please indicate your party affiliation

This graph shows that 47.46% of respondents are Democrat; 15.25% are Independent; 13.56% are Republican; 1.69% are Other; and 22.03% did not answer this question.
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	Political Party Affiliation of Respondent

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Democrat
	28
	47.5
	60.9
	60.9

	
	Republican
	8
	13.6
	17.4
	78.3

	
	Independent
	9
	15.3
	19.6
	97.8

	
	Other
	1
	1.7
	2.2
	100.0

	
	Total
	46
	78.0
	100.0
	

	Missing
	System
	13
	22.0
	
	

	Total
	59
	100.0
	
	


Question Eight: What county do you currently reside in?

This graph shows that 69.49% of respondents reside in Wake County; 15.25% reside in Orange County; 8.47% reside in another county; and 6.78% reside in Durham County.
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	County Respondent Resides In

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Wake
	41
	69.5
	69.5
	69.5

	
	Orange
	9
	15.3
	15.3
	84.7

	
	Durham
	4
	6.8
	6.8
	91.5

	
	Other
	5
	8.5
	8.5
	100.0

	
	Total
	59
	100.0
	100.0
	


Question Nine: Are you familiar with The Scrap Exchange?

When asked if they were familiar with the Scrap Exchange, 88.14% of respondents said no; 10.17% said yes; and 1.69% did not answer the question.
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	Scrap Exchange Familiarity

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	6
	10.2
	10.3
	10.3

	
	No
	52
	88.1
	89.7
	100.0

	
	Total
	58
	98.3
	100.0
	

	Missing
	System
	1
	1.7
	
	

	Total
	59
	100.0
	
	


Question Ten: If so, how often do you shop there?

When asked to rate on a scale of 1-5 how often they shop at The Scrap Exchange, 89.83% of respondent did not answer the question; 3.39% rated it a 5; 3.39% rated it a 4; 1.69% rated it a 2; and 1.69% circled Never.
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	Frequency of Shoppers

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	2
	1
	1.7
	16.7
	16.7

	
	4
	2
	3.4
	33.3
	50.0

	
	5
	2
	3.4
	33.3
	83.3

	
	Never
	1
	1.7
	16.7
	100.0

	
	Total
	6
	10.2
	100.0
	

	Missing
	System
	53
	89.8
	
	

	Total
	59
	100.0
	
	


Question Eleven: How did you hear about The Scrap Exchange?

This graph shows that 89.83% of respondents skipped this question; 3.39% of respondents said they heard about The Scrap Exchange through family; 1.69% heard about it at school; 1.69% heard about it on the news; 1.69% heard about it through a friend; and 1.69% heard about it while biking.
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	How People Heard About the Scrap Exchange

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Friend
	1
	1.7
	16.7
	16.7

	
	Family
	2
	3.4
	33.3
	50.0

	
	School
	1
	1.7
	16.7
	66.7

	
	Biking
	1
	1.7
	16.7
	83.3

	
	News
	1
	1.7
	16.7
	100.0

	
	Total
	6
	10.2
	100.0
	

	Missing
	System
	53
	89.8
	
	

	Total
	59
	100.0
	
	


Question Twelve: What is your main purpose for visiting The Scrap Exchange?

When asked about their purpose for visiting The Scrap Exchange, 93.22% of respondents skipped this question; 1.69% said they shop there for school; 1.69% said they shop there for arts and crafts; 1.69% shop there for supplies; and 1.69% shop there just to shop.
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	Purpose of Visits

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	School
	1
	1.7
	25.0
	25.0

	
	Shopping
	1
	1.7
	25.0
	50.0

	
	Arts and Crafts
	1
	1.7
	25.0
	75.0

	
	Supplies
	1
	1.7
	25.0
	100.0

	
	Total
	4
	6.8
	100.0
	

	Missing
	System
	55
	93.2
	
	

	Total
	59
	100.0
	
	


Question Thirteen: Are the materials purchased used for yourself or someone else?

This graph shows that 93.22% of people did not answer this question; 3.39% of people said they shop at The Scrap Exchange for themselves; while 3.39% of people said they shop there for themselves and others.
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	Usage of Materials

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Self
	2
	3.4
	50.0
	50.0

	
	Both
	2
	3.4
	50.0
	100.0

	
	Total
	4
	6.8
	100.0
	

	Missing
	System
	55
	93.2
	
	

	Total
	59
	100.0
	
	


Question Fourteen: How often do you go to Durham?

This graph shows that 35.39% of respondents rarely go to Durham; 23.73% go each month; 13.56% never go to Durham; 11.86% go weekly; 10.17% go yearly; and 5.08% go daily.
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	Frequency of Durham Visits

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Weekly
	7
	11.9
	11.9
	11.9

	
	Monthly
	14
	23.7
	23.7
	35.6

	
	Yearly
	6
	10.2
	10.2
	45.8

	
	Never
	8
	13.6
	13.6
	59.3

	
	Rarely
	21
	35.6
	35.6
	94.9

	
	Daily
	3
	5.1
	5.1
	100.0

	
	Total
	59
	100.0
	100.0
	


Question Fifteen: When was the last time you visited downtown Durham?

When asked to rank the last time they visited Downtown Durham on a scale from 1-5, 23.73% of respondents circled Never; 22.03% ranked it a 5; 15.25% ranked it a 1; 11.86% ranked it a 3; 10.17% skipped this question; 8.47% ranked it a 4, and 8.47% ranked it a 2.
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	Last Time Visiting Downtown Durham

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	9
	15.3
	17.0
	17.0

	
	2
	5
	8.5
	9.4
	26.4

	
	3
	7
	11.9
	13.2
	39.6

	
	4
	5
	8.5
	9.4
	49.1

	
	5
	13
	22.0
	24.5
	73.6

	
	Never
	14
	23.7
	26.4
	100.0

	
	Total
	53
	89.8
	100.0
	

	Missing
	System
	6
	10.2
	
	

	Total
	59
	100.0
	
	


Question Sixteen: What is your main intent for visiting downtown Durham?

According to this graph, the top three reasons respondents visit downtown Durham are business (28.81%), friends (15.25%), and sporting events (15.25%).

[image: image17.png]B Tobacco Distict
hopping

ClbiBar

Diring

DSporting Everts

BEvertsiConcerts
Friends

Dbusiness
Huseum

B Volurteering

Hother

Dwissing





	Intent For Visiting Downtown Durham

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Tobacco District
	1
	1.7
	2.4
	2.4

	
	Shopping
	6
	10.2
	14.3
	16.7

	
	Club/Bar
	3
	5.1
	7.1
	23.8

	
	Dining
	7
	11.9
	16.7
	40.5

	
	Sporting Events
	9
	15.3
	21.4
	61.9

	
	Events/Concerts
	3
	5.1
	7.1
	69.0

	
	Friends
	9
	15.3
	21.4
	90.5

	
	Business
	1
	1.7
	2.4
	92.9

	
	Museum
	1
	1.7
	2.4
	95.2

	
	Volunteering
	1
	1.7
	2.4
	97.6

	
	Other
	1
	1.7
	2.4
	100.0

	
	Total
	42
	71.2
	100.0
	

	Missing
	System
	17
	28.8
	
	

	Total
	59
	100.0
	
	


Question Seventeen: Are you aware of The Scrap Exchange’s outreach events?

When asked if they were aware of The Scrap Exchange’s outreach events, 94.92% of respondents said no; 3.39% of respondents said yes; and 1.69% of respondents did not answer this question.
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	Outreach Awareness

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	2
	3.4
	3.4
	3.4

	
	No
	56
	94.9
	96.6
	100.0

	
	Total
	58
	98.3
	100.0
	

	Missing
	System
	1
	1.7
	
	

	Total
	59
	100.0
	
	


Question Eighteen: If so, have you ever attended an event?

This graph shows that 69.49% of respondents have never attended an event; 28.81% have attended an event before; and 1.69% did not answer this question.
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	Event Attendance

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	1
	1.7
	2.4
	2.4

	
	No
	41
	69.5
	97.6
	100.0

	
	Total
	42
	71.2
	100.0
	

	Missing
	System
	17
	28.8
	
	

	Total
	59
	100.0
	
	


Question Nineteen: Did you hear about the Swap-O-Rama Rama?

This graph shows that 88.14% of respondents did not hear about the Swap-O-Rama; 5.08% of respondents heard about the Swap-O-Rama; and 6.77% did not answer the question.
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	If Respondent Heard About the Swap-O-Rama

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	3
	5.1
	5.4
	5.4

	
	No
	52
	88.1
	92.9
	98.2

	
	6
	1
	1.7
	1.8
	100.0

	
	Total
	56
	94.9
	100.0
	

	Missing
	System
	3
	5.1
	
	

	Total
	59
	100.0
	
	


Question Twenty: If so, did you attend?

This graph shows that 50.85% of respondents did not attend the Swap-O-Rama; while 49.15% of respondents did not answer this question.
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	Swap-O-Rama Attendance

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	No
	30
	50.8
	100.0
	100.0

	Missing
	System
	29
	49.2
	
	

	Total
	59
	100.0
	
	


Question Twenty One: If yes, what would you change about it?

This graph shows that 98.31% of respondents did not answer this question and 1.69% of respondents said that they would change the snacks at the Swap-O-Rama.
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	Suggestions for Swap-O-Rama Improvements

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Snacks
	1
	1.7
	1.7
	1.7

	
	N/A
	58
	98.3
	98.3
	100.0

	
	Total
	59
	100.0
	100.0
	


Question Twenty Two: Do you volunteer?

This graph shows that 61.02% of respondents volunteer; 37.29% of respondents do not volunteer; and 1,69% of respondents did not answer this question.
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	Whether Respondents Volunteer

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	36
	61.0
	62.1
	62.1

	
	No
	22
	37.3
	37.9
	100.0

	
	Total
	58
	98.3
	100.0
	

	Missing
	System
	1
	1.7
	
	

	Total
	59
	100.0
	
	


Question Twenty Three: If yes, how often do you volunteer?

When asked to rate on a scale from 1-5 how often they volunteer 23.73% did not answer; 22.03% rated it a 2; 18.64% rated it a 3; 16.95% circled Never; 10.17% rated it a 4; 5.08% rated it a 5.08%; 1.69% rated it a 5; and 1.69% circled often.
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	How Often Respondents Volunteer

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	3
	5.1
	6.7
	6.7

	
	2
	13
	22.0
	28.9
	35.6

	
	3
	11
	18.6
	24.4
	60.0

	
	4
	6
	10.2
	13.3
	73.3

	
	5
	1
	1.7
	2.2
	75.6

	
	Never
	10
	16.9
	22.2
	97.8

	
	Often
	1
	1.7
	2.2
	100.0

	
	Total
	45
	76.3
	100.0
	

	Missing
	System
	14
	23.7
	
	

	Total
	59
	100.0
	
	


Question Twenty Four: Who do you volunteer for?

When asked who they volunteer for, 50.85% of respondents said they volunteer for nonprofit organizations; 32.20% did not answer; 8.47% volunteer for multiple organizations; 6.76% volunteer for other types of organizations; and 1.69% volunteer with for-profit organizations.
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	Types of Organizations Respondents Volunteer With

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Nonprofit
	30
	50.8
	75.0
	75.0

	
	Profit
	1
	1.7
	2.5
	77.5

	
	Other
	4
	6.8
	10.0
	87.5

	
	Multiple
	5
	8.5
	12.5
	100.0

	
	Total
	40
	67.8
	100.0
	

	Missing
	System
	19
	32.2
	
	

	Total
	59
	100.0
	
	


Question Twenty Five: Do you donate money?

When asked if they donate, 67.80% of respondents answered yes; 28.81% answered no; and 3.38% did not answer the question.
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	Whether Respondents Donate Money

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	17
	28.8
	29.3
	29.3

	
	No
	40
	67.8
	69.0
	98.3

	
	5
	1
	1.7
	1.7
	100.0

	
	Total
	58
	98.3
	100.0
	

	Missing
	System
	1
	1.7
	
	

	Total
	59
	100.0
	
	


Question Twenty Six: If yes, to whom do you donate?

When asked who they donate money to, 67.80% of respondents did not answer; 10.17% donate to humanitarian organizations; 8.47% donate to other types of organizations; 5.08% donate to church; 5.08% donate to medical organizations; 1.69% donate to the community; and 1.69% donate to multiple organizations.
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	Type of Organizations Respondents Donate To

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Church
	3
	5.1
	15.8
	15.8

	
	Other
	5
	8.5
	26.3
	42.1

	
	Multiple Organizations
	1
	1.7
	5.3
	47.4

	
	Medical Organizations
	3
	5.1
	15.8
	63.2

	
	Community Organizations
	1
	1.7
	5.3
	68.4

	
	Humanitarian Organizations
	6
	10.2
	31.6
	100.0

	
	Total
	19
	32.2
	100.0
	

	Missing
	System
	40
	67.8
	
	

	Total
	59
	100.0
	
	


Question Twenty Seven: What is your preferred news source?

This graph shows that 49.15% of respondents prefer to get their news from the Internet; 25.42% prefer to get it from television; 16.95% prefer to get it from Multiple Sources; 6.78% prefer to get it from newspaper; and 1.69% prefer to get it from the radio.
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	Respondents’ Preferred News Source

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Newspaper
	4
	6.8
	6.8
	6.8

	
	TV
	15
	25.4
	25.4
	32.2

	
	Radio
	1
	1.7
	1.7
	33.9

	
	Internet
	29
	49.2
	49.2
	83.1

	
	Multiple Selections
	10
	16.9
	16.9
	100.0

	
	Total
	59
	100.0
	100.0
	


Question Twenty Eight: What is your preferred newspaper?

When asked about their preferred newspaper, 40.68% respondents prefer the News and Observer; 20.34% prefer the NY Times; 20.34% did not answer; 8.47% prefer NCSU Student Media; 5.08% prefer the Charlotte Observer; 3.39% prefer the LA Times; and 1.69% prefer the Wall Street Journal.
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	Preferred Newspaper

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	News & Observer
	24
	40.7
	51.1
	51.1

	
	NY Times
	12
	20.3
	25.5
	76.6

	
	NCSU Student Media
	5
	8.5
	10.6
	87.2

	
	Charlotte Observer
	3
	5.1
	6.4
	93.6

	
	Wall Street Journal
	1
	1.7
	2.1
	95.7

	
	LA Times
	2
	3.4
	4.3
	100.0

	
	Total
	47
	79.7
	100.0
	

	Missing
	System
	12
	20.3
	
	

	Total
	59
	100.0
	
	


Question Twenty Nine: What is your preferred news television station?

According to this graph, the top three television stations preferred by respondents were CNN (20.51%), WRAL (16.95%), and ABC (8.47%).
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	Preferred News Television Station

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Comedy Central
	5
	8.5
	10.0
	10.0

	
	ABC
	5
	8.5
	10.0
	20.0

	
	WRAL
	10
	16.9
	20.0
	40.0

	
	CNN
	18
	30.5
	36.0
	76.0

	
	News 14
	2
	3.4
	4.0
	80.0

	
	Fox
	4
	6.8
	8.0
	88.0

	
	News Carolina
	2
	3.4
	4.0
	92.0

	
	NBC
	3
	5.1
	6.0
	98.0

	
	BBC
	1
	1.7
	2.0
	100.0

	
	Total
	50
	84.7
	100.0
	

	Missing
	System
	9
	15.3
	
	

	Total
	59
	100.0
	
	


Question Thirty: What is your preferred radio station?

According to this graph, the top three radio stations preferred by respondents are 105.1 (15.25%), 97.5 (11.86%), and 96.1 (10.17%).
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	Preferred Radio Station

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	1
	1.7
	2.9
	2.9

	
	94.7
	1
	1.7
	2.9
	5.9

	
	88.1
	3
	5.1
	8.8
	14.7

	
	100.7
	2
	3.4
	5.9
	20.6

	
	105.1
	9
	15.3
	26.5
	47.1

	
	NPR
	3
	5.1
	8.8
	55.9

	
	97.5
	7
	11.9
	20.6
	76.5

	
	162 XM
	1
	1.7
	2.9
	79.4

	
	QDR
	1
	1.7
	2.9
	82.4

	
	96.1
	6
	10.2
	17.6
	100.0

	
	Total
	34
	57.6
	100.0
	

	Missing
	System
	25
	42.4
	
	

	Total
	59
	100.0
	
	


Question Thirty One: What is your preferred news Internet site?

According to this graph, the top three news Internet site preferred by respondents were CNN.com (30.51%), and Yahoo.com (13.56%), and NY Times (10.17%).
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	Internet

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	CNN
	18
	30.5
	34.0
	34.0

	
	Google
	1
	1.7
	1.9
	35.8

	
	Digg.com
	1
	1.7
	1.9
	37.7

	
	NY Times
	6
	10.2
	11.3
	49.1

	
	WRAL
	4
	6.8
	7.5
	56.6

	
	Yahoo
	8
	13.6
	15.1
	71.7

	
	MSNBC
	3
	5.1
	5.7
	77.4

	
	Fox
	2
	3.4
	3.8
	81.1

	
	AP News
	1
	1.7
	1.9
	83.0

	
	AOL
	1
	1.7
	1.9
	84.9

	
	MSN
	2
	3.4
	3.8
	88.7

	
	Other
	1
	1.7
	1.9
	90.6

	
	Fark.com
	2
	3.4
	3.8
	94.3

	
	BBC
	3
	5.1
	5.7
	100.0

	
	Total
	53
	89.8
	100.0
	

	Missing
	System
	6
	10.2
	
	

	Total
	59
	100.0
	
	


Question Thirty Two: What social media outlets do you use?

When asked what social media outlets they use, 55.93% of respondents said they use Facebook, 40.68% use multiple media outlets, and 1.69% said they use Myspace.
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	Social Media Outlets Used by Respondents

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Facebook
	33
	55.9
	56.9
	56.9

	
	MySpace
	1
	1.7
	1.7
	58.6

	
	Multiple
	24
	40.7
	41.4
	100.0

	
	Total
	58
	98.3
	100.0
	

	Missing
	System
	1
	1.7
	
	

	Total
	59
	100.0
	
	


Question Thirty Three: How often do you use social media?

According to this graph, 54.24% of respondents use social media more than once a day, 32.20% use social media daily, 6.78% use it weekly, and 5.08% use it monthly.
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	Frequency of Social Media Usage

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Monthly
	3
	5.1
	5.2
	5.2

	
	Weekly
	4
	6.8
	6.9
	12.1

	
	Daily
	19
	32.2
	32.8
	44.8

	
	More Than Once a Day
	32
	54.2
	55.2
	100.0

	
	Total
	58
	98.3
	100.0
	

	Missing
	System
	1
	1.7
	
	

	Total
	59
	100.0
	
	


Question Thirty Four: Are you a fan, follower or friend of The Scrap Exchange on any social media site?

This graph shows that 89.83% of respondents are not followers of The Scrap Exchange on any social media site; while 5.08% of respondents are followers of the Scrap Exchange.
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	Whether Respondent Is a Fan, Follower or Friend of the Scrap Echange

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	3
	5.1
	5.4
	5.4

	
	No
	53
	89.8
	94.6
	100.0

	
	Total
	56
	94.9
	100.0
	

	Missing
	System
	3
	5.1
	
	

	Total
	59
	100.0
	
	


III. Goals and Objectives 

Goals in a public relations campaign must be in sync with and able to fulfill certain components for the organization. Campaign goals must be specific and as clear as possible to avoid generalization. The goals must be measurable, have an established time period, and be attainable so that the campaign is reasonably within reach. 
The objectives of this campaign are similar to the goals of the campaign, but are more specific. The objectives are set in place to assist with reaching the outlined goals. 

 The goals and objectives for this campaign are as follows:

· To increase name recognition of The Scrap Exchange by 20% by December 31, 2010. 

· To increase in-store sales by 7% by December 31, 2010. 

· To increase fund-raising for The Scrap Exchange by 7% by December 31, 2010.
Goal and Objective 1:

· To increase name recognition of The Scrap Exchange by 20% by December 31, 2010. 


The first goal is to increase name recognition of The Scrap Exchange between September 2010 and December 2010. Increasing name recognition is a leading factor to the potential of reaching the other two objectives of this campaign. 
Goal and Objective 2:

· To increase in-store sales by 7% by December 31, 2010.


The second objective of this campaign is to increase in-store sales between September 2010 and December 2010. The Scrap Exchange generates approximately 50% of its revenue from their store. Increasing in-store sales will have the potential to start procuring funds towards the overall goal of a new store and warehouse location.
Goal and Objective 3:

· To increase fund-raising for The Scrap Exchange by 7% by December 31, 2010.

 The final objective of this campaign is to increase fundraising for The Scrap Exchange by 7% by December 2010. Being a nonprofit organization causes The Scrap Exchange to rely on fundraising and donations for approximately half of its annual income.  Increasing fundraising for The Scrap Exchange will help to bring the organization closer to its goal of raising $2 million with in five years for a new building. 
IV. Definition of Publics
Publics are groups of people that share a common interest. They are distinguishable, important to the organization, large enough to matter and reachable. They are not homogeneous, but instead are comprised of many types of people. There are four types of publics: customers, producers, enablers, and limiters. 

We used several methods to define our specific publics or target groups. First, we held an interview with Kelley Dennings, our liaison with The Scrap Exchange. She gave us great insight on who The Scrap Exchange wanted to target with its campaign. They want to get more people of all ages involved in their events. They would also like to reach out to government officials in an effort to get more donations.

Next, we conducted an anonymous survey to determine who knows about the store and who does not; who does and does not shop in the store and why; who attends events hosted by The Scrap Exchange; and who does and does not donate to The Scrap Exchange and why. Obtaining the answers to these various questions will determine how to tailor the campaign to meet the needs of The Scrap Exchange. The questions in our survey were based on demographics and psychographics. Demographics are characteristics of a population such as: race, gender, age, and political affiliation. We asked our survey participants these questions to see which groups of people know about the scrap exchange. Psychographics are characteristics of a population’s lifestyle. People may be the same race, gender and age, but still live very different lifestyles. We asked our participants these types of questions to determine the best way to reach them, and their main purpose for shopping at The Scrap Exchange.

After these two types of research, we were able to define The Scrap Exchanges’ specific types of publics and guide the messages and media selection of the campaign. The main focus of this proposal is on customers and potential customers who are 18 and older. This group is most likely to shop in the store, and help The Scrap Exchange gain revenue. There is also a focus on enablers, such as people who donate to the organization. This group will provide the most revenue for the scrap exchange.

V. Media Selection 

Based on the selected target publics of men and women ages 18 and up and the survey results, certain media outlets have been strategically selected to reach the chosen target audiences throughout the course of this campaign. The media that were selected for their significant benefits include regional newspapers, radio, television, fliers and social media Web sites. Special events and press conferences will be used throughout the entirety of the campaign to spread awareness of The Scrap Exchange and the progress that it undergoes as a result of the campaign. The type of media selected is based on the survey results, the organizations budget and what was shown as the primary source of news for the various age groups of the defined publics.
Social Media Advantages
As computers and the Internet become more important in people’s lives, they turn to online news sources to be informed. Social media Web sites provide a form of free advertisement that reaches a large group of people quickly. Many people get information that is important to them from Web sites, such as Twitter, Facebook and blogs. The Scrap Exchange currently has pages for all three of these social networking methods, and when used at their maximized potential, the sites are able to provide the needed exposure of the progress of the organization. Social media allows an organization’s message to “go viral” by quickly spreading the values of its mission across a large number of publics. As a form of two-way symmetrical communication, social media can allow organizations to create a mutual understanding with its public, while providing an opportunity for organizations to communicate honestly with their audiences.  However, there are also problems that are associated with using social media that should be considered by organizations before embarking on a social media plan.  

Social Media Disadvantages

Social media is often confused as an advertising or marketing tool by organizations. If The Scrap Exchange chooses to treat this resource in such a manner they will miss out on the opportunity to build relationships with their various publics. A large purpose of social media is to give people an opportunity to provide immediate and realistic responses to organizations. When publics are unsatisfied with an organization or during time of a communication crisis social media can sometimes hurt organization’s attempts to solve their problems or increase the difficulty in resolving them. If social media is going to be utilized it is important for the organization to be prepared to handle any conflicts that may occur as a result from using social media sites.
Print Media
Skirt Magazine is dedicated to the lives and careers of women. As a woman managed organization The Scrap Exchange could potentially have a cover story published in the publication about their fundraising efforts and the positive effect the organization has on the environment and the Triangle’s community members. As a nonprofit organization in the Triangle, the story of The Scrap Exchange is similar to the various articles that Skirt Magazine typically publishes. 
The use of press releases will increase the likelihood of having articles published in similar publications such as the Independent Weekly. These local sources are free to the public, which will help to increase awareness in the Triangle area because it will cater to the motivations readers have to peruse materials that interest them. They will also target specific groups of people because of this appeal. Having cover stories in a publication is another form of free advertisement that will be utilized in addition to Social Media throughout the entirety of the campaign for the Swap-O-Rama Rama. Reaching out to college students is a pivotal part of the campaign which deserves special attention. 

As a result of the several universities and colleges in the triangle area it is important to reach out to college students while promoting The Scrap Exchange. The Technician, The Daily Tar Heel and The Chronicle will reach the largest groups of college students in the area. College newspaper circulations are more inexpensive to advertise in than city circulations and state publications. As a result of college circulations being regional they have a more specialized audience, which will make it easier to reach the publics that are vital to The Scrap Exchange. It is beneficial to have print media messages for the organization, because print media messages are permanent unlike the transient electronic media messages. 

Advantages of Print Media

Print media is an effective way of getting an organization’s message out to its publics. As one of the oldest communication mediums, newspapers are a popular source for fact checking and reaching out to educated people. Another advantage of print media is that all publications are audience specific. This makes the task of reaching various target audiences easier. When an organization needs to deliver detailed information to its publics newspaper is one of the most effective resources to complete that task. 
Disadvantages of Print Media

Getting published in any form of print media is a difficult task. It requires press releases, special events and good media relations skills. However, even with all of the time investment that an organization can put into being published there is no guarantee that the organization’s efforts will land media coverage. The other disadvantage is that organizations do not write the finished product of what will be featured in print publications. This takes away some of the control of the message and can sometimes shift focus away from the organization’s main priority. 

Television
Television is also an important medium to use for advertisement. Holding special events and press conferences will help get The Scrap Exchange television coverage without investing monetarily in television space. Public service announcements are another tool that can get television air time without investing a lot of money.  

Advantages of Television

Television is the most visually attractive communication media and it will give The Scrap Exchange an opportunity to emphasize their organizational personality. There are many opportunities to get free media coverage and PSA support so television will not be an investment with a high monetary cost. 
Disadvantages of Television 
The problem with PSA television advertisements is that the air time is not usually the most desirable so it is not likely reach the widest range of audiences. If the organization decides to use television in their public relations campaign it is important to note that The Scrap Exchange, will not have complete control over the messages that the media portrays during television coverage. Similar to a television PSA, a radio PSA is also a good source of advertisement for The Scrap Exchange to take advantage of. Radio stations have a broad audience and reach a diverse population. The various campus radio stations in the Triangle will be targeted to play the radio PSA. 
Advantages of Radio


Radio is the most flexible medium that is available. It is cheap, can be listened to anywhere and it reaches large audiences. Radio is a quick and simple way to raise awareness and because of the many different ways an organization can communicate using the radio The Scrap Exchange can allocate media relations efforts in communicating with disc jockeys, newscasters and talk show hosts, to increase the chances of air play. 

Disadvantages of Radio


With the popularity of MP3 players and CDs the radio is rarely heard by the average person. That decreases the chances of having radio publicity heard by the publics of The Scrap Exchange. Radio spots are usually very short and easy to be missed.

Advantages of Flyers
Flyers and handouts are also an excellent tool to use for media selection. It places complete control over the message and medium in the hands of the organization and ensures that the message that the organization is attempting to get across will be comprehended as it was intended it to be. It is also easy to situate these communication items in places that will be available to the various publics of the organization. 
Disadvantages of Flyers

Printing flyers can sometimes have a high cost and there is no guarantee that people will take the time to read the information on the flyers. Also Flyers are often posted on bulletin boards and buildings that other people post on too. This can result in having flyers posted by The Scrap Exchange covered up by the flyers of other organizations. 
Analyzing the surveys aided in determining the best media to use that would aid in accomplishing the various goals established in this campaign. Increasing awareness of the organization can be best achieved through strategically selecting the media that will reach the largest number of people that are important publics to the The Scrap Exchange. Through surveys and interviews with key organizational members the most cost-effective mediums have been selected to help achieve the goals and objectives of the public relations campaign.  

VI. Message Development 

Clear and precise messages have been created that will allow The Scrap Exchange to effectively communicate with their target publics on the various mediums. Each medium must be addressed in the proper manner that will best serve the organization. As a result of the dynamics of the various mediums that will be used to communicate the unique messages to the publics, the clarity of the messages is vital. Messages need to be age appropriate for the various publics of the organization. The mission statement of The Scrap Exchange is important to keep in mind when determining the messages that will be delivered also. 

Slogans
· Recycling is so Yesterday-The Scrap Exchange focuses on environmental awareness through the reuse of products. Landfills are running out of space so it is vital to increase community reuse. 

· Fashion that’s Recession Proof-In a struggling economy people need to know that there are affordable ways to be stylish.

· Transform Your Wardrobe-The Swap-O-Rama Rama provides a creative opportunity for people to change their wardrobe. 

· Creativity Over Consumerism-This encourages people to make wise spending decisions and take advantage of the items that can be found at The Scrap Exchange for many of their shopping needs.

These slogans can be used in various communication mediums—including fliers, posters, print media, television, radio and social media messaging. These catchy phrases will help people retain the ideas of The Scrap Exchange so that they will consider it when shopping or planning family activities. The use of bright colors will be used for the advertisements and print publications. Bright colors are associated with happiness, fun and children; which are traits that The Scrap Exchange would like to be coupled with. For radio and television there will be a diverse use of voices to represent the various demographics of our target audiences.  In advertisements audiences will hear the voices of children, teenagers, young adults and older adults. 

The slogans have been created to focus on themes that are important to the target audience that has been selected for The Scrap Exchange. It places a high level of importance on the things that are valuable to the mission of The Scrap Exchange and to the people that this campaign will target. Creativity, reuse and fashion alternatives are all important characteristics of The Scrap Exchange and that is why these themes are used in the slogans that have been created. 
VII. Communication Strategies 

To understand the best way for The Scrap Exchange to connect with its publics, it’s important to keep in mind that several communication theories can be applied to the strategies that will be implemented. The theories serve to help understand human behavior in the context of communication and it would be beneficial to The Scrap Exchange to have a working knowledge of them. The following theories should be taken into consideration before planning any of the strategies below.

Systems Theory explains how all systems are composed of interrelated parts. For the system to fully function, each smaller component is needed to work in unison for the greater good of the ‘whole.’ The Scrap Exchange seeks revenue from its in-store sales and its fundraising efforts. The organization could not survive without both of them and they must successfully work interdependently for the organization’s success. In-store sales are not enough to sustain The Scrap Exchange without the fundraising, and vice versa. Both parts need to find a way to maximize their revenue potential for the greater good and future of The Scrap Exchange.

Agenda-Setting Theory examines how the mass media is able to influence their audience based on what stories they cover. Because the media determines what is newsworthy and what they want their audience to see, they too can be influenced as to what they should cover. It’s necessary for organizations, especially nonprofits like The Scrap Exchange, to send press releases to the media when important events are coming up and to build relationships with at least a few, if not many, reporters. The media is more likely to cover an event that it feels is salient to its publics, is worthwhile and would make good news. Sending out high volumes of press releases to the media will increase the likelihood that one of the media outlets will generate a story about The Scrap Exchange.  Having a story printed in a major publication will bring in customers and revenue to the organization.

Strategy 1

To assist The Scrap Exchange with achieving its goal of increasing name recognition, several communication methods need to be utilized to not only make The Scrap Exchange’s publics aware of the store and its events, but want to attend them. This can be done in several ways, but would be best accomplished through a combination of the following tactics:

· Tactics

Each type of media chosen for the campaign serves to increase the name recognition of The Scrap Exchange. The tactics that will allow this to happen are the use of press releases, public service announcements, postcards and donation letters. Timely press releases will be sent to the news media prior to and after events so that the media can cover the event, which boosts the name recognition among the publics in the surrounding area every time The Scrap Exchange is mentioned. Since The Scrap Exchange is a nonprofit, a pre-written public service announcement can be sent to local radio stations that might be interested in playing the announcement during air breaks. Any person that hears the public service announcement will then become aware of the organization. Postcards will serve the purpose of increasing name recognition by being sent to customers of The Scrap Exchange and interested publics, which will remind those people of upcoming events that they should attend. Finally, a pre-drafted donation letter will be available to be sent to those potentially interested in donating money to The Scrap Exchange, thereby increasing name recognition and fundraising efforts at the same time.

Strategy 2

The Scrap Exchange seeks to increase in-store sales, and to do this, potential publics need to be aware of outreach events and of the store itself. Greater attendances at events like Swap-O-Rama will not only generate revenue for The Scrap Exchange on a short-term basis, but will also assist the first strategy by increasing name recognition and customers who will become regulars. 
· Tactics

The primary tactic to meet this strategy is through the use of postcards that will remind the publics about in-store events and encourage them to attend. The postcard will serve as both a reminder of the event and a means to reach relevant publics and keep them informed of the store’s fundraising efforts. Also helping to achieve this strategy, the press releases sent to the media and public service announcements aired on the radio will create an interest in the public, which will result in more in-store traffic and sales.
Strategy 3

The last strategy is to help The Scrap Exchange meet its goal of increasing fundraising, and to do so, cost-effective events will be put on by the staff, which maximizes the amount of customers present in one place and the likelihood they will donate money. The Scrap Exchange’s publics will also be asked to donate money as a part of this strategy. 
· Tactics
The single most effective method for The Scrap Exchange to meet its budget aside from in-store sales is through fundraising efforts. Events need to be worth the time, but also produce measurable results. The Swap-O-Rama will see an increase in fundraising due to an increase in participation at the event. This increase in participation should be the result of well-timed press releases, public service announcements and postcards sent out to increase name recognition of The Scrap Exchange. Other events put on by The Scrap Exchange or in partnership with groups will achieve the same outcome through the media utilized. Donation letters will be sent to current customers and potential publics who might be interested, or potentially have money to contribute to aid The Scrap Exchange in meet its operating budget. A pre-drafted letter will be mailed with a form indicating how much money the customer would like to donate and to whom they may mail the donation. The end result will be that The Scrap Exchange will see more revenue as a result of their fundraising efforts, which will allow them to have more flexibility, security and the possibility of relocating in the future to a building that better suits their needs.
VIII. Timetable 

The timeline will provide an accurate account of what has been and will be accomplished. It will be completed with dates, times and tasks. Tasks such as possible public service announcements, news releases, meetings with television and radio stations and other relevant tasks will be documented on the timeline. It has been determined that a general chart will be the best form to use in order to accurately record and display the timeline including major milestones during the year and when the organization should release publicity documents accordingly.
IX. Budget 

The budget for this project contains the main methods for communicating and advertising that The Scrap Exchange may look into. For television, radio and newspaper advertising, this will mainly come in the form of a public service announcement (PSA) or press releases. So the costs of those methods of advertising are zero. However, listed below are prices for local newspaper advertising and the cost of postage and shipping for the US Postal Service.

For newspapers, each one has different rates and cutoff times for publication. For more in-depth information, please use the media list in the appendix for contact information. Newspapers sell their space by the column inch, which then equates down to the line rate. There are fourteen lines per inch and about 37 characters per line. Nonprofit rates may apply with some papers. 

For the post office, we have calculated the amount for postage on two main items. The two items are: postcards telling people about upcoming events, campaigns, or fundraisers, and donation letters. In the second table, you will see the prices for postcards and donation letters based on different services from the post office. Nonprofit organizations can receive a postage discount once a permit has been issued. To obtain this permit, please visit your mailing facility and complete the form. There is no application fee attached to this form. 

	Newspaper
	Day
	Inch Rate
	Line Rate

	
	
	
	

	The News and Observer
The Cary News
	Monday – Thursday
Friday & Saturday
Sunday
Wednesday & Sunday
	$119.00
$124.02
$129.67
$19.26
	$8.50
$8.86
$10.67
$1.38

	The Chapel Hill News
	Wednesday & Sunday
	$10.59
	$0.76

	The Durham News
	Wednesday & Saturday
	$15.19
	$1.09

	Eastern Wake News
	Wednesday
	$10.82
	$0.77

	The Herald
	Wednesday
	$14.86
	$1.06

	North Raleigh News
	Wednesday
	$23.63
	$1.69

	Southwest Wake News
	Wednesday
	$15.98
	$1.14

	
	
	
	


	Type of Mail
	Number of Pieces
	Price
	Postage

	
	
	
	

	Postcard
	250 Presorted
	$0.25
	$61.25

	Postcard
	250 Single-Piece
	$0.28
	$70.00

	Donation Letter (Automated)
	250- Nonprofit Price
	$0.13
	$33.00

	Donation Letter (Machinable)
	250- Nonprofit Price
	$0.16
	$38.75


X. Evaluation Tools 

The evaluation of the campaign is imperative in determining if goals and objectives were met and if the campaign has a positive effect on the organization. The campaign tactics and strategies will be evaluated by comparing before and after revenue as well as administering post-campaign surveys to measure how much awareness increased. These surveys should be administered in The Scrap Exchange to determine if the number of in-store customers and revenue has increased due to media coverage. The purpose of press releases is to increase awareness of the organization and its various events. One important way to track media coverage would be to search for newspaper articles mentioning The Scrap Exchange, and create a portfolio of them to determine if there is an increase in coverage from the onset of the campaign until the end of the fiscal year. 
 Staff members could also track the number of attendees at events to determine if the number increased from the previous year. Social media Web sites will be tracked to monitor an increase in fans and friends on Facebook and followers on Twitter and Flickr. For the benefit of The Scrap Exchange and the success of the campaign proposal, these statistics will need to be analyzed in full detail. It would also be a good idea to track the increase in donations after donation letters are sent out to supporters in the community. All of these methods can be used to see if The Scrap Exchange is meeting its goals of increasing name recognition, fund raising, and in-store revenue and donations.

Appendix A. Questionnaire

Your responses will be kept confidential and anonymous. You are not obligated to answer any question that you prefer not to answer and you may stop at any time. 
I. Demographics

1) What is your age?

     a. 18-24
b. 25-34
c. 35-44
d. 45-55
e. 55+

2) What is your gender?

     a. Male

b. Female

3) What is your race?

     a. American Indian or Alaska Native

b. Asian
c. Black or African American

d. Hispanic or Latino

e. Native Hawaiian or Other Pacific Islander
f. White
g. Other

4) What is your occupation?

5) If you're a student, what school do you currently attend?

6) Are you politically affiliated?

    a. Yes

b. No

7) If yes, please indicate your party affiliation. 

    a. Democrat
b. Republican

c. Independent

d. Other

8) What county do you currently reside in?

     a. Wake
b. Orange

c. Durham

d. Other

II. General Information



1) Are you familiar with the Scrap Exchange?



     a. Yes

b. No



If no, skip to question #6.
 2) If so, how often do you shop there?

     Often                1          2          3          4          5          Never



3) How did you hear about it?



4) What is your main purpose for going to the Scrap Exchange?

5) Do you use the materials you purchase from The Scrap Exchange for yourself or are they for someone else?

6) How often do you go to Durham?

7) When was the last time you visited downtown Durham? 

     Often                1          2          3          4          5          Never

8) What is your main intent for going?



9) Are you aware of the outreach events put on by Scrap Exchange?



     a. Yes              b. No

 10) If so, have you ever attended any of the events?

       a. Yes              b. No

11) Did you hear about the Swap-O-Rama? 

12) If so, did you attend? 

      a. Yes              b. No

13) If you attended, what would you change about it to improve it?

14)  Do you volunteer?



       a. Yes

b. No

15) If yes, how often do you volunteer?

      Often                1          2          3          4          5          Never

16) Who do you volunteer for?



       a. Nonprofit      b. Profit            c. Other

17) Do you donate money? 


      a. Yes              b. No



18) To who?

III. Communication Methods

1) What is your preferred news source?

     a. Newspaper
b. TV
    c. Radio
d. Internet 
e. Other

2) If other, then please explain.

3) What is your preferred newspaper?

4) What is your preferred news television station?

5) What is your preferred radio station?

6) What is your preferred news internet site?

7) What social media outlets do you use? How often?

       a. Twitter

b. Facebook    
     c. Flickr            d. Myspace

8) If you use social media, how often?

a. Once a month    b. Once a week    c. Once a day    d. More than once    a day

9) If aware, are you a fan/follower/friend of The Scrap Exchange on any of the social media sites (Facebook, Twitter, Flickr, etc.)

      a. Yes              b. No

Thank you for taking the time to assist us in completing this survey. Your help is greatly appreciated.

Appendix B. Media Contacts

	Media List for The Scrap Exchange

	Organization
	Address
	Phone
	Fax
	Email/Contact

	

	Apex Herald
	209 E. Vance Street / P.O. Box 669

Fuquay-Varina, NC 27526
	(919) 552-5675
	
	jkangas@heartlandpublications.com Janet Kangas

	Cary Living Magazine
	4818 Six Forks Road, Ste 204

Raleigh, NC 27609
	(919) 782-4710
	(919) 782-4763
	Gina Stephens (Editor) gina@caryliving.com

	Cary News
	1100 Situs Court, Suite 100

Raleigh, NC 27604
	(919) 460-2600
	(919) 460-2601
	carynews@nando.com

	Eastern Wake News
	Eastern Wake News, P.O. Box 1167

Zebulon, NC 27597
	(919) 269-6101
	
	dsherman@nando.com 

	Fuqua-Varina Independent
	209 E. Vance Street / P.O. Box 669

Fuquay-Varina, NC 27526
	(919) 552-5675
	(919) 552-7564
	jkangas@heartlandpublications.com Janet Kangas

	Garner Citizen News & 

Times
	1418 Aversboro Road, Suite 205 
P.O. Box 268
Garner, NC 27529
	(919) 521-5849
	
	paul@garnercitizen.com

	Garner News
	209 E. Vance Street / P.O. Box 669
Fuquay-Varina, NC 27526
	(919) 552-5675
	
	jkangas@heartlandpublications.com Janet Kangas

	Garner-Clayton Record
	
	
	
	garnerclayton@newsobserver.com

	Holly Springs Sun
	209 E. Vance Street / P.O. Box 669
Fuquay-Varina, NC 27526
	(919) 552-5675
	(919) 552-7564
	jkangas@heartlandpublications.com Janet Kangas

	NCSU Technician
	Campus Box 7318, 323 Witherspoon

Raleigh, NC 27695
	(919) 515-2411
	(919) 515-5133
	editor@technicianonline.com

	News & Observer
	215 South McDowell Street 
P.O. Box 191
Raleigh, NC 27602
	(919) 829-4500
	
	Sarah Avery

	Skirt!
	215 South McDowell Street
Raleigh, NC 27601
	(919) 829-4664
	(919) 836-2857
	

	The Raleigh Downtowner
	617 W. Jones Street
Raleigh, NC 27601
	(919) 821-9000 
	(919) 821-4998
	press@raleighdowntowner.com

	The Wake Weekly
	229 E. Owen Ave., P.O. Box 1919
Wake Forest, NC 27588
	(919) 556-3182
	(919) 556-2233
	marty@wakeweekly.com

	Triangle Business Journal
	1305 Navaho Drive, Suite 100
Raleigh, NC 27609
	(919) 327-1000
	(919) 954-4898
	triangle@bizjournals.com

	Wake Living Magazine
	189 Wind Chime Court, Suite 104 
Raleigh, NC 27615
	(919) 870-1722
	(919) 719-5260
	Danielle Jackson (Editor) djackson@wakeliving.com 

	 


	

	NBC 17
	1205 Front St. 
Raleigh, NC 27609
	(919) 835-6364
	(919) 836-1687
	wncncommunity@wncn.com

	WRAL
	P.O. Box 12000 
Raleigh, NC 27605
	(919) 821-8600
	(919) 821-8541
	Rick Armstrong (health producer)

	WRAZ
	512 S. Mangum St 
Durham, NC 27701
	(919) 595-5050
	(919) 595-5028
	chast@fox50.com

	WRDC
	3012 Highwoods Blvd. Suite 101 
Raleigh, NC 27604
	(919) 872-2854
	(919) 878-6588
	wrdc28.com

	 


	

	The River 100.7
	3100 Smoketree Court, 7th Floor 
Raleigh, NC 27604
	(919) 878-1500
	
	carlylaskey@clearchannel.com

	WCMC 99.9
	2619 Western Boulevard 
Raleigh, N.C. 27606
	(919) 821-8555
	
	wralsportsfan.com

	WCPE 89.7
	P.O. Box 897 
Wake Forest, NC 27588
	(800) 556-5178
	(919) 556-9273
	wcpe@TheClassicalStation.org

	WDCG 105.1
	3100 Smoketree Court, 7th Floor 
Raleigh, NC 27604
	(919) 878-1500
	(919) 876-8578 
	CocktailCarly@g105.com

	WKNC 88.1 - NC State
	Campus Box 8607, 343 Witherspoon 
Raleigh, NC 27695-8607
	(919) 860-0881
	(919) 513-2693
	Saja Hindi, saja.hindi@gmail.com  

	WRAL 101.5
	711 Hillsborough St. 
Raleigh, NC 27605
	(919) 890-6101
	(919) 890-6146
	Jenny Clements, Promotions Director

	WRDU 106.1
	3100 Smoketree Court, 7th Floor,

Raleigh, NC 27604
	(919) 878-1500
	(919) 876-8578 
	carlylaskey@clearchannel.com

	WKSL Kiss 93.9
	3100 Smoketree Court, 7th Floor 
Raleigh, NC 27604
	(919) 878-1500
	(919) 876-8578 
	carlylaskey@clearchannel.com

	WSHA 88.9 - Shaw Univ.
	118 E. South Street 
Raleigh, NC 27601
	(919) 546-8430
	(919) 546-8315
	wsha@shawu.edu

	

	Chapel Hill News
	505 West Franklin Street 
Chapel Hill, NC 27516
	(919) 932-2000
	(919) 932-2022
	chnclerk@nando.com

	The Daily Tar Heel
	P.O. Box 3257
Chapel Hill,  NC 27515-3257
	(919) 962-0245
	
	amdunn@email.unc.edu (Adam Dunn)

	The News of Orange County
	P.O. Box 580, 109 E. King Street, Hillsborough, NC 27278
	(919) 732-2171
	(919) 732-4852
	editorial@newsoforange.com

	 
	

	WCOM 103.5
	201 North Greensboro Street 
Carrboro, NC 27510
	(919) 929-9601
	
	wcomfm.org

	WUNC 91.5
	120 Friday Center Drive 
Chapel Hill, NC 27517
	(919) 445-9150
	
	wunc@wunc.org

	WXYC 89.3 - UNC-CH
	CB# 5210, Carolina Union 
Chapel Hill, NC 27599
	(919) 962-7768
	
	info@wxyc.org, psa@wxyc.org

	

	The Herald-Sun
	2828 Pickett Road
Durham, NC 27705
	(919) 419-6500
	(919) 419-6889
	bashley@heraldsun.com (Robert Ashley)

	The Independent
	302 E. Pettigrew St, Suite 300 
Durham, NC  27701
	(919) 286-1972
	(919) 286-4274
	lsorg@indyweek.com (Lisa Sorg)

	 
	

	WNCU - NC Central 
	NC Central University, Box 19875 
Durham, NC 27707
	(919) 530-7445
	(919) 530-5031
	kpierce@nccu.edu (Kimberly Pierce)

	WRTP
	7610 Falls of Neuse Rd, Suite 155
Raleigh, NC 27615
	(919) 256-9787
	(919) 256-9559
	Events@hisradiowrtp.com

	WTVD
	411 Liberty Street 
Durham, NC 27701
	(919) 683-1111
	
	wtvdassignmentdesk@abc.com (Michelle Clark)


Appendix C. Press Releases Templates

The following are examples of the four different types of press releases that should be written and submitted for each event. 

FOR IMMEDIATE RELEASE

Media Contact: 
Contact Name
Contact Number
Contact E-mail

NC STATE COLLEGE OF DESIGN FASHION SHOW HOSTS SILENT AUCTION

RALEIGH, N.C.  (MONTH, XX, 2010)—The NCSU College of Design will be holding its annual fashion show, but this year there is a slight twist to the event. The Scrap Exchange, a waste reuse agency from Durham will be contributing materials for the school of design students to use to create their masterpieces. By utilizing fabrics, accessories and other reclaimed objects donated to The Scrap Exchange, the students will revolutionize and improvise on pieces they have already found or made themselves. 


Most of the inventory at the organization consists of textiles. The motto of The Scrap Exchange is “Transform your wardrobe” and this is also the theme for the fashion show this year. With the tough economic times that the country is in, it is the perfect opportunity to get some ideas on how to transform your clothes. 


The old things in your closet that you never wear but still hold onto can be completely re-vamped to make a new outfit. And who knows, you may also come across the perfect outfit and decide that you want it for yourself. If so, you can happily bid on it and make a difference by contributing to a worthy cause: the environment. 


The Scrap Exchange’s mission is to encourage creative reuse of industrial excess materials and therefore reduce the amount of trash put into landfills.


The sponsors of the event this year include:

For more information on becoming a sponsor of the event please contact: 

For more information on when and where the event is taking place, please log on to The Scrap Exchange’s Web site at:  http://www.scrapexchange.org/ and follow the link to the Events calendar to see all the details.                    

XXX

FOR IMMEDIATE RELEASE
Media Contact: 
Contact Name
Contact Number
Contact E-mail

NC STATE HOSTS SILENT AUCTION FASHION SHOW FOR CHARITY

RALEIGH, N.C. (MONTH XX, 2010)—The North Carolina State University College of Textiles and Design will be hosting a fashion show that will raise money for a great cause. The College has partnered up with The Scrap Exchange, a nonprofit creative reuse center in the downtown Durham that is searching for a new location.


The Scrap Exchange is a unique group of people who have formed an organization that does the environment a huge service. The organization encourages the community to be involved in responsible waste management practices, by promoting the reuse of material that would have otherwise ended up landfills that are quickly running out of space. The Scrap Exchange is fully committed to using outreach programs and educational experiences to teach people how to use old things to make something new.


The sky’s the limit when it comes to making something new out of that shirt you thought was perfect but only wore once. How many times have you looked at a piece hanging in the closet and thought about how much better it would be if only it had something different, and then never do something about it because you don’t have the extra money?


The NCSU fashion show is a great place to get some ideas on how to transform your wardrobe. It will feature old fashions from the past few years that have been updated using items found at The Scrap Exchange and a little creativity! Following the fashion show attendees will have an opportunity to bid on items featured in a silent auction after. 


Light appetizers will be served with admission ticket. Admission is $5 in advance, and $10 at the door. For more information on the event please check the organization’s Web site at: http://www.scrapexchange.org/ and follow the links for the Events Calendar, then find the Fashion Show link to view the details.

XXX

FOR IMMEDIATE RELEASE
Media Contact:
Contact Name
Contact Number
Contact E-mail


NCSU DESIGN SCHOOL HOSTS BENEFIT FASHION SHOW AND AUCTION

RALEIGH, N.C. (MONTH XX, 2010)—NC State University’s College of Design fashion show will be held Saturday, MONTH, XX at the McKimmon Center on Western Blvd. It will feature clothing designs consisting of used clothing pieces that have transformed into something more fashionable. 


The Scrap Exchange has donated the materials for this fashion show, and there will be a silent auction following the show to give attendees a chance to own one of the creations on display. This silent auction will benefit The Scrap Exchange, which is a nonprofit organization that strives to educate the public on ways to creatively reuse products that they collect and redistribute at a minimal cost to the consumer. 


The Scrap Exchange is currently undergoing a fundraising campaign to finance a new location. The organization is currently located in a downtown Durham building that is unable to meet all the needs of the organization.


A fundraising goal one million dollars is expected to be reached by the end of this year; which will enable them to change the store’s location. 


In a campaign to raise awareness of the organization, there will be a catwalk fashion show displaying clothing on models selected from NC State’s campus, and an auction afterwards to bid on the outfits. The Scrap Exchange’s aim in collaborating on this fashion show is to send the message of how easy it is to create beautiful pieces of clothing when you have little money and lots of ideas and imagination.


Admission to the event is $5 if you order by MONTH XX, and $10 after that. Light refreshments will be provided by sponsors.


For more information on The Scrap Exchange please visit the Web site at the following link: www.scrapexchange.org/ and follow the links to the Events calendar to view details.
XXX

FOR IMMEDIATE RELEASE

Media Contact: 
Contact Name
Contact Number
Contact E-mail



SILENT AUCTION RAISES MONEY FOR EVIRONMENTAL REUSE
RALEIGH, N.C. (MONTH XX, 2010)— The Scrap Exchange, a creative reuse center, located in Durham, NC, recently raised more than $XX.00 through a partnership with the NCSU College of textiles. The fundraiser that was held last week was very successful and it set to become an annual event. 

The NCSU textile students took used clothing, added some personalized touches from materials donated by The Scrap Exchange, and then held a fashion show to display the new outfits. 

After the catwalk show, attendees viewed the outfits while enjoying delicious refreshments, courtesy of______, an event sponsor. The silent auction helped to raise money as many attendees left the event with new clothing items. 


The Scrap Exchange serves the Triangle community, including the many schools in surrounding areas. The organizations main goal is to encourage community members to reduce the amount of trash that is thrown away and ends up in landfills. 



For people who enjoyed the fashion show the annual Swap-O-Rama Rama, will be held on MONTH, XX. This is an event where people bring bags of clothes and swap them with others. The best part is that then swappers can use sewing and work stations provided by the organization to personalize the clothing and purchase materials to add also. 


The proceeds from the sale will be used to aid in the fundraising campaign that the organization is undergoing, with a goal of one million dollars by December. If you are interested in making a tax-deductible donation to The Scrap Exchange, feel free to contact someone XX, at www.scrapexchange.org

XXX

Appendix D. Public Service Announcement 

The following is an example of a 60 second Public Service Announcement and a 30 second Public Service Announcement.
“Scrap Exchange” :60 SEC. LIVE RADIO SPOT
Hi! My name is __________, and I want to talk to you about a devastating problem in the United States…landfill pollution. This type of pollution is caused when certain materials are dumped into a landfill and they leak out. Landfill pollution leads to emission of dangerous gas, spread of bacteria, pollution of surrounding water and it takes up a lot of space.

Be a part of the solution by visiting The Scrap Exchange. This nonprofit organization provides collects materials and uses them to promote creativity, environmental awareness and community through reuse. By collecting these materials, we prevent them from ending up in landfills. Support your environment by supporting The Scrap Exchange.

“Scrap Exchange” :30 SEC. LIVE RADIO SPOT
The Scrap Exchange is a nonprofit organization that promotes creativity, environmental awareness and community through the reuse of materials. Since 1991, we have been collecting industrial discards and redistributing these reclaimed items through our retail store, events and workshops. By collecting these materials, we prevent them from ending up in landfills. Support your environment by supporting The Scrap Exchange.

Appendix E. Commercial
This video will take place in Durham, North Carolina at The Scrap Exchange. The characters will appear to be attractive middle class people. This script could also be used for a radio commercial.
	VIDEO
	AUDIO

	1. TWO SHOT TWO WOMEN LOOKING AT A WIDE VARIETY OF PURSES. 


	1. WOMAN: If you’re planning a night out.

	2. OS A MAN LOOKING AT A VARIETY OF ART WORK.


	2. MAN: Attempting to decorate your new apartment.

	3. TILT TWO SMALL RESTLESS CHILDREN TO THEIR MOM AND DAD ALL LOOKING AT ARTS AND CRAFT SUPPLIES


	3. WOMAN: Trying to keep the kids entertained

	4 TWO-TEENAGE GIRLS LOOKING AT VINTAGE CAMERAS 


	4. TEENAGE GIRL SAYS SARCASTICLY: Broke your dads antique camera from 1972 

	5. DOLLY TWO MEDALS FROM FORT BRAGG ENDING ON A MANS FACE


	5. MAN: Adding to your military collection

	6. THREE SHOT THREE WOMEN DRESSED UP SCALE CASUAL WALKING INTO AN ART GALLERY.


	6. WOMAN: Looking for a new way to spend ladies night out

	7. PAN A LARGE GROUP OF PEOPLE STANDING OUTSIDE THE SCRAP EXCHANGE


	7. IN UNISON: There’s only one place where you can find everything you’re looking for

	8. TAKE A LITTLE GIRL DRAWING AT A TABLE


	8. GIRL: And that’s at the Scrap Exchange GIRL GIGGLES AND SMILES 

	9. TAKE TITLE CARD
	9. ANNCR: The Scrap Exchange—promoting creativity, environmental awareness, and community through reuse.


Appendix F. Donation Letter

The following is an example of a letter The Scrap Exchange can send to supporters to solicit donations of funds, time and materials.
Date
Name

Organization/Title

Address

City, State Zip
Dear Name:

The Scrap Exchange is dedicated to promoting creativity, environmental awareness, and community through the reuse of materials. Since 1991, we have been collecting industrial discards and distributing these reclaimed items through our retail store, events and workshops. 

All of these things are made possible through donations from dedicated staff, volunteers and supporters. Each donation, whether it is funds, materials or time, helps keep materials from reaching landfills. As a nonprofit organization donations are necessary to ensure that we can continue to exists and have an impact or the Triangle community. Please help us continue to make a difference in your community by donating to The Scrap Exchange. 

We invite you to take a tour of our current location and meet staff and some of our store patrons who are frequent our store. We are always proud to show off our facility and meet with our supporters. Just let us know when you might be available. 

XX, is always available to set up a tour for you, or to answer any questions you may have.  Please do not hesitate to call XX at 919-XXX-XXX, or email her at XXX@XXX.com. 

Meanwhile, we will keep you updated on the efforts of our community in creating a positive change for the community and the environment throughout our campaign through our newsletter and e-mails. 

Again, thank you for all you do for The Scrap Exchange and considering our request. 

Sincerely, 

XXX
Appendix G. Scrap Exchange Letterhead

Refer to page 75 for an example of a letterhead The Scrap Exchange can use when contacting patrons.

Appendix H. Newspaper Advertisement

Refer to page 76 for an example of a newspaper advertisement for The Scrap Exchange.
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548 Foster Street


Durham, NC 27701





The Scrap Exchange Promotes Creativity,


Environmental Awareness, and Community


Through the Reuse of Materials.


Visit Us Today to See the Multitude of Hard-to-Find, Affordable Materials We Have.


You’ll Be Doing the Environment a Favor!





548 Foster Street


Durham, NC 27701





Phone: (919)688-6980


Fax: (919)688-2792


 





Mix It Up. Switch It Up.


But Don’t Spend It Up!





Mix It Up. Switch It Up.


But Don’t Send It Up!








______________________________________________________________________________
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