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Overview

Imagine your town. A brlghtlv 
colored banner is strung over mai n
street. Police officers are slopping and
d irecti ng traffic, ta lking with folks,
handing ou t sma ll prizes. Child ren are
ha ving their pic tu res taken with crash
dummies Vin ce and larry .

Community seal belt programs
developed and coordinated by local
law enforcement can be all kinds of
things. Belt programs can spark
community spirit, provide a means for
positive interaction w ith the public,
and give townspeople a ca use 10
support and a project in which to lake
part . BUI most importantl y, co mmunity
bell programs encourage people 10

buc kle up and help make weari ng seal
bells a persona l hahit.

Regard less of the town and the
different activit ies, community seal bel t
programs have one thing in commo n.
They are founded o n the goal of sav ing
lives and preventing injuries by getting
more people 10 buckle their seat belt s.
Success ful programs need commitment
from all level s of participants. In a
police departrnenr ther means the
chie f. supe rvising officers and those on
patrol must believe in be lts and
support all program efforts.

After es tab lishing suppo rt
with in the department comes building
community suppo rt, c hoosing a
coordina tor. developi ng and planning
activities, and eva lua ting the who le
process. If this so unds like community
sea l he ll programs require a grea t deal
of effort , you are right. Successfu l belt
programs rely on hard work, coope ra
tion amo ng people and departments,
and genu ine concern for the ccm mu-

nltv. The hard work, however, pay s off in
many ways and can be fun. Po lice
departme nts in North Carolina that
implemen ted sea t belt programs have
seen overall belt use in the ir towns cl imb
10-30 percent. An increase in bell use
usually means a drop in the number of
motor ists being inju red and killed in
traffic crashes. Seat belt program s also
ca n bring d ifferent groups in the commu
nity together , c rea te pride and enhan ce
the image of the po lice department and
local governme nt.

The following pages w ill encou r
age, instruct and give suppo rt to police
and other departments considering
community seal belt programs. A first
suggestion: do not rule out an idea
from the start, no mailer how rough or
outlandi sh. II might just work . Allthe
ideas in this book have been tried by
other departments. Even thou gh these
ideas wor ked , do not be afra id to try
so mething new.

",O, EC r THe~
~\ Gasto n ia Buckles Up!

l.eJ~--_._-_.-

,
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AIbem
Bueltl Up an~d~::~~~

Belt programs can spark community
spirit, provide a means for positive
interaction with the public, and give
townspeople a cause to support . . .
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Getting Started

Inle mal Com mitment. Before any belt
program initiated by you r department
will work . safety belt use must become
standa rd procedure within the depart
ment. Before officers can encourage
and enforce belt use, they must buckle
up themselves.

l aw enforcement officers
influence the public' s actions . Every
time an officer puts on a uni for m or
gets in a pat rol ca r he or she becomes
a ro le model 10 people of a ll ages.
What kind of example are officers
setting when they do nol buckle up,
when they break the state's seat belt
lawl In any community seal belt
program law en forcement must take a
lead role by instructing the publ ic
about be lt use and by selling an
example of wearing belt s.

A good way 10 start setting this
example is by making seat bell use
manda tory for all department employ
ees. This means the chief and all those
ranking be low, including non -officers.
All departme nt personnel should face
some type of d isciplinary mea sure
when seen o n the road w ithout a seat
be lt buckled . This mandated policy
probably sho uld be communicated by
the c hief. Pena lties should be real. If
you r department is going to encourage
belt use , it must set an example of be lt
use .

Community Commitme nt. As w ith any
muni cipa l effort, seat be lt program s
need the support of the city's political
lea de rship : the ma yor, city man ager
and the cit y counc il. Simply listing the
possible ben efits from a bell program
shou ld get th is support. Sell the ideas
that :

• Belt programs shou ld lead to more
people buck ling up and fewer being
injured and killed in automobile crashes .
• fewer people injured translates into
fewer people absent from the town's
work force because of hospital stays a nd
recovery time .
• A belt program also ca n give the city
an opportunity to ge nerate pos itive
publicity and publi c re lat ions. Safety
prog rams allow the ci ty to show conce rn
for its residents a nd the ir wel fare .

Support of the ma yor, city
manager and cou nci l is impo rtant
because these people can provide local
resources and serve as good spokesper
sons. Publ ic support of these leaders will
filler down to c ity employees. Insurance
poli cies often require seal be lt use in ci ty
vehicles. It benef its the c ity in terms o f
insurance premiums and possi ble injury
claims to advocate safety belt use. City
leadership also can help with getting the
word ou t, by ho ldi ng press co nferences,
issuing me mos , and making the program
an agenda item in counci l meetings.

Political back ing will he lp you
talk with oth er departmen ts in your area.
People in town often come in co ntac t
w ilh enforcement pe rsonnel o the r than
you r own, like Sheriff's deputies and
county pol ice . Your depart me nt needs to
request that personnel from these other
departments buckle up too. Ot her
municipa l agencies such as the fire,
publi c works and wa ter department s also
shou ld be included . The more people in
author itative and visih le position s who
buckle up, the mo re likely the public witt
be convinced to use thei r be lts.

Once the town leadership and
employees are aboard look for support
from ot he r areas of the community . The

,

•
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Successfu l tRW nrforcrmt'n t programs stQrl
w ith an jntnna' commitmnrt and then build
support throughout the co"" ,nm ity .

• Communil)' O rganizations •
City Go\'em menl

HUitt
Town Employees

Other l aw Enforcement Health! Medi cal Agencies

tttttt
General Publ ic

loca l health depa rtme nt, hos pital ,
med ica l clin ic a nd EMS personnel ca n
supp ly information concerning crash
inju ries and be key members of the
program. l ocal schools often serve as
community centers and o ffer large groups
of young, enthusiastic people w ho will
pro bably be willing 10 fake part . Includ
ing the local med ia is the best way 10
generate pub licity. Sma ller towns with
o nly o ne newspaper o r rad io station may
be able to sign-o n the media outlet as a
program sponsor. Seek the support of
loc al indu stry and business. A big local
employer will have a vested interest in
preventing deaths and injuries. Active
civic clubs and churches can provide
people and places to present belt pro
grams.

Ta ilor the program to yo ur
community. Use the people and re
sources available to you. Include as
many agencies, businesses and o rganiza
tions as poss ible. This will get more
people involved , create more exci temen t
and help get out the message that seat
belts save lives .

Before officers can encourage

and enforce belt use, they must

buck le up themselves.

Resources/Sources of Funding. De
pending o n the size of the program,
fundi ng may be needed to he lp with the
costs of reproduct io n of pr inted materi 
als, small prizes for handout s at belt
chec k point s, banners and signs, and
the like. There are vario us sources for
such funding. Perhaps the best source is
the o ffice of the state governo r's
highway safety representative . This
office routinelv awa rds grants for be lt
promotion programs. Grants are
sometimes available from o ther govern
menta l agenci es like the state public
hea lth office o r state office of human
resources , or from foundation s. Some
foundations are set up within communi 
ties to hand le local requests o nly, while
others are nat ion al o r inte rnationa l in
scope.

Private or corporate fund ing
may also be a possibility, and many
librar ies would have refe rences to such
foundat ions and cor porations. Fina lly,
many local don ations are possible
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throu gh various civic clubs and private
businesses. Examples of businesses are
a lmost end less. A hea lthy mix of
par tic ipa ting groups gives a fee ling that
the program be longs to the who le
community.

The impo rtant thing to remem
ber is that sea t belt promotion pro
grams can be large or small. By making
good use of local resources , successful
programs can be done for little costs.
The key is to con tinually and positively
reinforce correct bell wearing.

Collect ing Bell Use Da ta. The o nly
way to know if the program is increas
ing bel l use is by collecting belt use
data . Normally suc h data are co llected
before, during, and after the program.
Collecting data has adva ntages.
Collecting data allows you to monitor
use , let's you know wha t is happening.
It also helps the program to set goal s
and report progress accurately to the
public and media. Samples obtained
every two to four weeks should give
you a good handle on wha t is happen
ing, as well as provide ready statistics
for the media .

Having dat a collectors rou 
tine ly in place a lso gives excelle nt
visibility to the program . Local d rivers
qu ickly co me 10 recognize these
people and assoc iate them wit h belt
use. Many times data co llectors are the

Businesses that cou ld
ass is t yo u r program

• Fast Food Chains

• Restaurants

• Grocery Sto res

• Co nvenience Stores

• Shoppi ng Mall s

• Dry Cleaners

• O the r Specialty Stores

• Banks

• Movie Theaters

• local Athletic Teams

• and moJlny others

,..........

Congrat ulations!
\\- , .rilll \ "our !Will BorII r .icl Off!

$5Gift Certificate
n... COO""" .. . ,."h IS ,__do aft,
pu,dl.a~ (" d ud,". ca lolCl IC ' . pnl Of

one TOK D·C'lOu''''', , .apr

im!1fi~;._- ...- '~'---'-'"- - _... - -----...... ---_... ~ _.-

reminder that cou ld lead to a motori st
buckling up .

Collecting additional data in a
comparison community is the best way
to evaluate your program . This will
requi re moni toring seat belt use in your
community and in another community
roughly the same size. A lack of man 
power and other resources may make it
d ifficult to collect co mpa rison data . If
your resources are limited , yo u may
c hoose to compare your data with
statewide belt use as an alternative.

In choosing data co llec tio n sites,
use locations (usually intersections) that
paint a representative portrait of the
community's mix of peopl e. Select a
downtown site, several business area or
str ip development intersections, com
muter sites, and intersections that draw
uafffc from a few different neighbor
hoods -- upper middle class , middle
cla ss, a nd poorer sec tions.

Two data co llectors pe r site
works well. Having a team of four 10 six
peo ple in place enables quick coverage
of a community and ready access to
qu estions about how well the program is
doing. Thirty minutes per intersection
shou ld give plenty of observations.

Training data co llec tors is not
difficult but shou ld be done carefully to
make sure everyone is doin g it the same
way . Examples of successful data collec
tor s from past projects include police
officers, senior c it izens, stude nts, and
EMS personnel. O nce again , the list of
possible data co llec tors is practically
e nd less. Anyo ne who is ca reful and
reliable ca n do a good job. For mo re
information on data collectio n and a
look at a sample form, see the Appendix.
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Putting It All Together

Choosing th e Program Coo rdina tor.
Selec ting a program coordi nator is a key
step and sho uld be done with care. This
person will work with <til the others who
participate and be respon sible for keep 
tng all program elements in molion.

tdeallva coordinator wi ll be an
active individual who can keep others
enth used about the project. II is grea t if
the local chief is active and en thusiastic
also, and a good coordi nator and SUPJXlrl
team can help fillt hat role. However,
any lack of co mmitment or wavering by
the chief in suppo rt of belt s is almost
fatal ! Make sure this suppo rt is in place
before starting.

Most projects like this last
around six months, enough lime for the
promotions and reminders to have .10

effect and to gel a good measure of the
effect. The pl.lnning and imp lementing of
the project will take time , with many
deta ils need ing attention. The coordina
tor must be good at detai ls or be able to
delegate such tasks to others. Even with
others assistinR in the work, the coord ina
tor role wilt take time and effort to stay in
touch with the differen t ac tivities . This
means the coordinator wi ll net><1his o r
her work schedule freed from some of (he
day-to-day operations because of the
time demands of the project.

Since th is guidebook is written to
support a law e nforce me nt program. the
first place to look for the coordin ator is
within the police department. Whi le this
approach certainly has ad vanta ges. this
kind o f pro ject can be successfu l with an
externa l coordina tor. perhaps coming
from a public heal th department. EMS
agency, injury prevention progra m, o r
many other community groups. A

coordi na tor from outside the depart 
me nt wo uld need to wor k closely with
a representative fro m the departm ent
assigned to the project. Whatever the
source. the key point is that the coo rd i
nator must have the support of al l
part icipa ting age ncies and people.

The officer who represents the
department must be ab le to gain the
cooperation of various divisions in the
de partmen t, such as shift captains
whose personne l could be cen tral to
ope ratio ns like seat be lt check po ints.
Mo st important still is the stro ng suppo rt
of the poli ce c hief. bo th interna lly in
deal ing wit h program needs and
externa lly, so tha t the pub lic pe rceives
that seat be lts are indeed an importa nt
issue .

Any lack of commitment or

wavering hy the chief in support

of safety belts will he almost fatal

to your p rogram.

In a nutshell , wha t we are
describing is a n effective pro ject team,
where a n active and enthus iastic
coordinat or gels rea l support from the
police c hief and others in the d epart
me nt and the community. The concept
ca n wo rk in any size co mm uni ty.
Programs can be ta ilored to fit the size
of the community and the local
resources.
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Developing an Iden tity. In order for your
committee to have an identit y it must
co me up with a name or title. Choose a
name that will a llow several groups and,
if possible, a ll pa rticipating age ncies 10

Defini ng Program's Mes!>age. Once a
coord inator and committee are chosen
these people mu st define the program
and the purpose of its var ious act ivities .
In other words, what message does this
program want 10 send to the publici
Messa ges can be more positive o r more
official in to ne, o r they can be a mix of
the two. For example, a more pos itive
message might be , "O ur depar tmen t
ca res about the co mmuni ty. Be safe .
Buckle up ." A more officia l message
cou ld go, "II's the law . Buckle up
because we will enforce the law ." A
combined message might say, "Buckle
up bec ause belts save lives and it's the
law ." O nce your committee has agreed
on the program's purpose and how it
sho uld be e xpressed , thai message can
be carried through all aspec ts of the
ca mpaign .

Progra'" sloge" .."d logo fro",
Ch..pel llill

Select ing an Advisory Committee. An
advisory committee ca n help with the
planning a nd implementing of the
program . Such a committee shou ld
increase the flow of ideas and help
ot hers feel as thou gh they have ac tive
ow nership in the effort. Once again,
tailoring is important. In a sma ll com
munity, an advisory committee com
posed e ntirely of po lice personnel may
be quite effecti ve. In a large co mmu
nity, it may be necessary to bring in
d ifferent comm unity groups or indi
vid uals to help formulate a broad 
based and popular program . Think of
the communi ty make-up and who has
important and visib le roles . such as:

schools,
large emplo yers,
town government,
public health department,
hospitals,
other enfo rcement agencies ,
emergency medica l services,
cha mbe r o f commerce ,
other business interests,
and man y others.

~[E:~~
The possibilities are

lJ. many, because a
program to

[85[E:r%~
red uceo traffic

O i nj ll~i.e!> and
fatalities

O
throu gh the

PAY· FF ~I~:::::Y
to support.

Page S



~O\ECT tHE BES~
G~stonia Buckles Up !
Ga"onia proK'am ....
slogarr arrd logo

feel some kind of ownersh ip. Your
committee's name also can help deliver
the message you want to send .

A rural community seat belt
program in North Carolina chose the
name, Bertie Co unty Committee for Sea l
Bell Safetv. This name conveys that the
program encompasses the en tire county
and draws support from several munici
pa l, as we ll as co unty, agencies. The
word 'safety' also draws atten tion,
helping to set the tone o f the program's
message.

Another program picked as its
name, Greater fayette ville life Belt
Awareness Program. This name first
establishes the scope of the program in
terms of the area targeted . Secondly, the
name emphasizes that be lt use relates to
life and the importance of safety belt
awareness.

Choose your committee name
carefully. It may be a good idea to test
some names on people o utside of the
commtttee. Check to see if names the
committee likes make the same impres
sio ns on o ther people.

Choosing a Slogan and Logo. Sloga ns
and logos lie into the def inition and
purpose of the program. A slogan needs
to project the message of the program.
One North Carolina program aimed at
positive, non-sanction approac hes 10 seat
belttaw enforceme nt used the slogan,
Protect the Best -- Ga ston ia Buckles Up.
This slogan carried good feelings about
the co mmunity and tied safety belt use
with bei ng the best. Another non 
sanctio n program chose as its slogan,
Albemarle Clicks . Buckle Up and Survive
the Drive .

BERTIE
Buckles Up!
Congratulations, You Win!

Ikca.- )'011 wen: spontd -.nn,~
_ beh you...ua.m. pri_.

BYlIl'lOl't imponanl than pri_ is )OUf

Wety. Whca you tu:kk your bell. you
1ft doln, 1M bnt you UIlIO proI«:C
younelfon 1M fOld . Bettie CountyQI1:' llboul iu people.nd il , llId 10lee

you weuin, your bell.

Thia prill' 1ivt:·."'IIY is pari of II
counlY·wide lei! bell PfOIlllm.
&.rtie Budlts Up.
Durin, this pro,;ru:a _
&ood things wi U happen
10 pcopk ....no buckk:
"P. So . ttp wi llftin"
.«1' -'rI' your
.Ul bel\.

8mi" Cou rr ty
$ra t btU progra m
irrformatiorrCQrd
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Whatever core activities you choose,
make a commitment to see that they
take place frequently.

When developing a logo re
member that a simple design allows {or
more flexibi li ty. A more simple design
helps ma ke reproduction ea sier. local
med ia like newspapers an d televis io n
can work better with a design thai is
IE'S!> compl icated.

logos and pro gram materials
need 10 have a un iform look in lh .lt a ll
should use the same type-faces. colors
and color sche mes. This uniformity
will help make the program and
mater ials easily recogn izable and
identifiable as parts of the sea l belt
program. A co nsistency in typefaces
and color can make your program
easily recognized in you r communi ty .

Program Foundations. Community sea t
belt programs need a set of core acuvi
tit'S. These acti vities will take place
periodicall y throughout the duration of
the program and help susta in it. These
are not one-shot ha ppenings, but are
extended and planned activities from

• •
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beginning to end. The coo rd inator and
committee shou ld choose acti vities tha t
su il yo ur department and community.
Then a commi tment needs to be made to
carry o ut these activities routi nel y. For
ex ample, if vour department decides that
writing a certain num ber of cit ations
every month sho uld be a core compo
nent, then get out and write tic kets.
Act ivities used as program founda tions
by othe r departments include:

• Giving sest belt salutes. An office r
gives a seat bel t sa lute by tuggin g on his
o r her shou lder be lt and then giving a
thumbs-up gestu re. These salutes can be
directed to motorists seen not wearing
belts to encourage them to buckle up .
Sa lutes also can be directed toward
motorists who are belled to show the
department's appreciation .

• Setting up belt use checkpoints. At
seat be lt checkpoints belled drivers and
occupa nts can receive sma ll p rizes and
a word of tha nks. Unbelted persons can
rece ive kind but firm instructions to
buck le up , or a wa rning ticket or cita tion.
Chec kpoin ts a lso provide officers with
an opportunity to talk with people about
belts an d hand out safety-related infor
mation.

• Using Vince snd l .)fry costumes.
Costumes of Vince and l arry, te levision
co mmercial crash dummies, c an be
pu rchased or borrowed through your
sta te's governor's highway safet y repre
sentative office. Because of the popu lar
ity of thei r commercia ls, Vince and l ar ry

Crash JummyVincr a ssists offjur a t safr ty
pelt chrcli-l'0int in Albrmarle.



appearanc es add a spark to all kinds of
activities like bell c hec k points. parades.
shopping mall displays, and visits to
schools, civic clubs. retirement centers
etc. People o f all ages gel a kick out of
seeing Vince and larry.

• W riting warning tickt'ts s od citations.
No explana tion is needed wi th this one.
However. you may as k officers to make
this activity as positive for motori sts as
possible. Officers can stress to people
receiving c itations that tbe department
hopes the tickets will get then 10 buckle
up more often and perh aps save their
lives in the future.

Again, whatever core ac tivities you
choose, make a co mmitme nt to see that
they take place frequentl y.

Targel Groups. As mentioned ea rlier,
monitoring bell use by collecting data
in d ifferen t areas of your commu nity wi ll
give you an idea of who is and who is
not buck ling up . This information can
help you target certai n gro ups and ta ilo r
activities 10 reach these people in
particul ar .

In North Carolina groups of
drivers co mmo nly associated with low
seal belt use incl ude drive rs of pickup
truc ks, young drivers and d rivers who live
in rural areas . You ma y also want to
target drivers of young child ren. Parents
and oth er guard ians should be encou r
aged 10 secure children in safety sea ts.

Seat belt use dat a that you
co llect before the program starts and
while it is in progress sho u ld he lp you
pinpoint target groups. These people may
he the toughest to sell on belts. If your

program can convince these people to
buckle up by di rect ing act ivities and
information specfflcallv at them, your
program probably will be a big succ ess.

Pid up tnlck drit,t'rs .md parr,ds of you"g childrm ca" makr
good tflrgtt groups. Your progrflm ca" nrcouragt thrm to
bucUr up th f'm srlves and others.

I
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Program Kickoff

You r communi ty seal belt
program wi ll need a starling point, a day
w hen activi ties officia lly hegin. This is
when the program will be introdu ced
and explai ned to the publ ic for the fi rst
lime. This witl be the first opportunity the
program has 10 gel oul its sea t belt
messa ge and ca n set the lone for the
whole campaign . The day chosen 10 kick
off the program requires some planning,
preparation and behind- the-scenes
coordina tion.

Choosing the Da y. Kickoff day wi ll be the
program's fi ~l and best chance 10 attract
attention from the publ ic and the med ia.
Be mind ful o f other non -related events
taking place in your a rea . Do not sched
ule your kickoff during some other major
happening. The kickoff should be the
bigges t thin g thai is ta king place thai day.
You do not want your kickoff activities
com petin g with other events for the
public's or the media 's attention . Be
aw are of what is go ing on around your
community and sched ule the kickoff so it
has the spotlight all to itself.

Plan and sc hed ule kickoff day to
match the availab ility Of i1 11 the Important
people who need to attend . Committee
members, departmen t personnel and
political leaders shou ld be on hand to
lend their public support. Chec k well in
advance of the planned dale to make
sure as many importa nt people as
possible ca n attend .

Work closely with the local
med ia. Kickoffda y is the program 's best
chance to draw concentrated med ia
attention. Plan {or the kickoff to be big
enough that the local newspapers , radio
stations and television stations will want

to cover it. Alert the different media
outlets of the upcoming kickoff and
the n remind the m as the da te draws
near.

When an event is covered by
the new s media it becomes rea l to the
many people who read, wat ch and
listen to the news. Your kicko ff wilt be
the program's first c hance to es tablish
its image and its need in the minds of
many people. Keep the med ia posted
about the program and do all you ca n
10 ensure their presence at the kickoff.

Kiclmff Contents. Who takes part in the
kickoff ac tivities and where they take
place are important dec ision s. Co nsider
includ ing othe r persons from the
commun ity to serve as spo kespersons or
to he ava ilable to answe r question s
fro m the publi c and med ia.

EMS and emergency room
professional s cou ld recount crashes and
the victims who d id , and d id not, use
be lts. Healt h Department personnel
could an swe r questions about using
seat belts and chi ld safety seats cor
rec tly. A MADD representative could
tell people lh,ll the best protection
against .1 drunk driver is to buc kle up .
Ce lebrities have name recognition and
can help bring increased attenda nce .
However, make sure all considered
ce lebri ties are satetv belt users and
advcc ates .

Crash survivors -- people who
we re, and were not, weari ng be lts at the
time of the ir accidents •• ca n give true
insight to the value of be lts. Again ,
chec k their views o n belts before hand
to make sure they will offer appropriate
testimoni es. When con siderin g people
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to take part in the kickoff, recruit
people who are knowledgeable about
sea t belt s, are be lt use advocates, and
are respected in the community.

The kickoff 's local io n can
create interest. Some programs have
used tradi tional , o fficial senmgs a nd
kicked off with press conferences in
c ity government bu ild ings. Some
programs wanted a spark of spontane
ity and he ld kickoffs at a local high

school complete with assembled .
e nthusias tic students. Other programs
look ing for so met hing symbolic kicked
o ff with press conferences in junk yards
Or .11busy, dan gerous intersec tions. The
loca tion of you r kickoff should be
determ ined by wha t will suit your
department and community and the
image you wa nt to pro ject.

O nce people a nd a place have
been lined up. you must dec ide wha t
informatio n needs 10 be emphasized.
What information can you give the
public and med ia that will he lp ge tt he
program going? A first possib ility is sea l
belt and traffic-related statis tics. These
numbers can include the communi ty's
current bel l use rate and rates of c rashes,
injuries and fataliti es. If belt use is low ,
stress how higher use could result in
fewer crash-re lated injuries and deaths. If
use is moderate or high, poi nt to the fact
thai things co uld be even bet te r.

During the kic koff yo u ca n
an no unce the program's goal and how
the program wi ll try to ac hieve it. "W ilh
this prog ram we hope to see o ur cur ren t
S<lfe ty be lt use double, red uci ng the
numbe r of people that are injured an d
killed on our streets." Along wit h an 
nounci ng the goal you ca n introdu ce
yo ur slogan and unvei l your logo . Play it
up. Make it all a big deal.

Complementa ry Activities. After the
speeches have been made and the
program unveiled, then what ? This is
w he n the program can get underway
with community activities. Yo u can
move the kickoff from the podium to the
street. A popular activity is to set up a
c hec k po int in the middle of downtown.
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Here officers can stop traffi c and give out
brochures, posters, cups, T-shirts, etc.
Vince and l arry can be around to assist
the officers. A big banner with the
program's slogan and logo can be strung
across main street to give everyone in
town an idea of wh at is happening.

You could choose to have a
pri ze give-away later thaI evening.
Everyone wh o is stopped and is buckled
up could quali fy for the pri ze drawing
that night. All this could coincide w ith a
game at the high schoo l or some other
nighttime event. Vince and larry also can
make an appearance .11 this event. These

acti vities take the kickoff beyond the
speeches and set a pace for the pro
gram. Complementary activi ties can
incl ude just about anything as long as
it's fun. You wi ll have to decide what
w ill work for your departmen t and in
your community .

Successful kickoffs are fun ,
attract the attention of the public and
the media and start community sa fety
belt programs with a lot of momentum.
W ith good planning, preparation . and
coo peration, a successful kickoff and
enjoyable complementary actvities can
lead the way for a successful program.

Up!
~O"ECT THE~ ~

Gastonia Buckles-IEI_



Public Information
Activities
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Activities will be neded to
attract peop le 10 the program and
influence them to buck le up . Try 10
plan and coord inate the activities so
they will be spread out over the
campaign, aim ing for one event or
more per month . Your department's
public informatio n o ffice r may be able
10 assist you .

Vince and Larry. Costumes of those
telev ision crash du mmies, Vince and
l arry, can become a fun and effective
part o f your program's activi ties. Vince
and l arry ca n draw publi city and
attention. Almost all who see the TV
commercial crash dummies will
recognize and identify them w ith seal
be lls. Use o f the dumm ies will help
your program tie in lO the national bell
campaign w ith its Vince and larry
public service announcements.

The crash dummies Me

popular and co lo rful characters tha i
make good visuals for the media . The

sight of Vince and l a rry passing out
buckle up stickers to child ren or stopping
traffic at a seat belt check point will
provide good photo opportunities for
newspapers and television . The du mmies
generate e nthusiasm and hum or. Kids,
pa rents and grandpa rents enjoy seeing
Vince and l arry clown a round .

Vince a nd larry can do a 101of
th ings in your program . They ca n vis it
me rchants, civic clubs, schoo ls. retire
ment ce nters and factories and give ou l
bell-wearing prizes . Vince and l arry ca n
ma ke surprise appea rances and play 10
the crowd at a variety of even ts - high
school ball games, other school pro
gra ms, spec ial city observa nces and
parades. An easy parade idea is to have
a crashed car being pulled by a wrecker.
Vince and larry can wa lk beside the ca r,
as if it is theirs. o r ride in the wrecker and
wave to spectato rs.

Another easy activity for Vince
and larry is 10 set up a photo booth at
the mall. Purchase or borrow a Polaro id
camera. Have Vince and l arry in full
costume end encourage peopl e to have
their picture made with the du mmies.
This is similar to kids having photos
made with Santa Claus at Christmas. A
ba ckground for the photos can be simple
like ,1 large poster of the program's logo
and slogan, or a little more elaborate like
one or more wrecked ca rs.

You can even play up the fact
thai the program has Vince and l arry
costumes . Ask your loc al news papers to
photograph the dummies and print it
with an accompany ing ca ption or cut
line . The caption could say something to
the e ffect that Vince and l arry are now
living in town or in the area . And that
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they are avai lab le 10 make appearances
at church functions, club meetings ,
parties or other gatherings. For more
in for mal io n call you r departme nt.

As mentioned before, contac t
your gov ernor 's h ighw ay safety program
offin~ to inq uire about buyi ng or borrow
ing Vince and larry costumes. Buying the
costumes allows you to use Vince and
larry throughout the entire program.
Borrowing means the program will hav e
limited use of Vince and l arry with no
gua rantees that you can get the costumes
when you want them.

Gene ra ting Media Coverage. Much o f
you r program's success will depe nd on
the amount of media coverage iI gener
ates . Media coverage is impo rtant
because most people will come to know
you r program from what thev read or
hear. From the beginning, try to establish
a good working relationship with a ll the

media outlets in your area •• newspa
pers, radio and television . Cooperate
with all and trea t all equally and fairly.

There a rt> three types of
coverage yo ur program ran attrac t -
ha rd news, pu blic serv ice announce
ments an d fea ture type pieces . Hard
news is rea l news, something new o r
different that somehow effects the
co mmunity. Hard news coverage will
give the program injections of med ia
atten tion tha t can draw the public's
interest. To attract hard news coverage
yo u need a plan . You sho uld stagger or
space out events or information you
think could he considered news. The
infor matio n must be new or have a
fresh an gle. The program's first opportu 
nity to attract hard news cove rage
comes with the kickoff activ ities . After
the kickoff you will need to be creative
in scheduling events and releasing
information.
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O ne way to attract news cov 
erage is 10 release new information
related 10 the program. Sinc-e the
program wi ll be monitoring the
commun ity's belt use, inform the
media of current use rates every few
weeks or so. If the rate is increasing,
you can release the figures with a
statement savtng things are looking
better, let's keep up the good work. If
the rate is holding steady or dropping,
the statement can say the departmen t is
disappoi nted and further measures may
have 10 he taken.

Alert the medi a of serio us
crashes in which there were belt
wearing survivors . Call a pressconfer 
ence and present these survivors with
saved-by-the-belt awards. Ask the
media , when report ing traffic crashes,
always to include whether or not those
involved were belted. If someone is
killed or seriously injured because he
or she was not belted, ask the media to
report that also.

Your program can attract
coverage if new agencies, departments
or organizations jo in the campaign as
sponsors. For instance, if the county
sheriff's department sees the program 's
positive effect on the community and
offers to get invo lved, tell the media.
The newspaper article headline could
reed, -Sherfff's Dept. Joins Belt Pro
gram, Encourages Alita Buckle Up. ~

A different angle might be to
place emphasison target groups. If
pickup truck drivers conti nually post
lower belt use rates than drivers of
cars, let the media know. Announce
that the departmen t plans to concen
trate on gelling pickup drivers to

buckle up and tell how this effort w ill
unfo ld .

Finally, seasonal events C.1O help
the program receive media attentio n. Just
prior to holiday seasons and vacation
weekends send out a news release
reminding people of crowded highways
and to drive safely and buckle up. If your
program runs into the winter months a
news release can caution drivers of
changing weather cond itions like rain,
snow and sleet and how such cond itions
make safely belts even more necessary.

Make sure that the program's
spokesperson is easy to contact
and always available to speak
with the media.

Make sure that the program's
spokesperson is easy 10 con tact and
always available 10 speak wi th the
media. The less reporters have to work to
gel information the more likely the
program will be covered . Remember,
information that is new, different or has a
fresh angle wi ll receive hard news
coverage. You and other program
workers w ill have to helve a good
relationship w ith the media outlets and
stay alert for interesting information to
keep this coverage coming.

Publi c Service Announcements
or PSAs differ irom hard news in that
they do not have to be new and ever
changing. Good PSAs can run through-
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out the program . Getting you r PSAs in
print or on the air requires tha t you
approach each medium differently.
Newspapers moly be the toughest me
dium lor PSAs. Papers, larger ones in
part icular, try to sellalJ ava ilable space 10

advertisers. Your best !:wI may 1)(' to ask
the newspapers 10 run filter ads. Filler ads
contain only a few, short lint'S of type
aod fill dead or un-bought space between
paid advertising and artic les. Howeve r,
yo u will ha ve lillie control over how and
whe n the prog ram's ads are run because
the paper will use them on ly when they
must.

Radio works well with seat bell
PSAs because mos t people listen 10 the
radio as they drive . Talk with yo ur loca l
stations a nd find (Jut wha t thev prt'fl' r
with PSAs. Some stations will allow you
to come into their studies and rec o rd
your own PSAs. Other stations would
rather write the PSAs for you and have
their o n-ai r people rec ord them . Be
flex ible an d work with the sta tio ns. Your
main objective is to jusl ge t the safetv
be lt message on Ihe ai r.

Many sreuons have a popu lar
d isc jockey, a voice many people in the
community ca n identify. If this is the case
with any of the stations in your Mea you
may want to request th,u person to rec ord
your PSAs. A popu lar, well-know voice
and personality will draw more attention
than a lesse r-known voice.

If there is more tha n one rad io
station in your community consider
ta ilor ing your PSAs to match the d ifferent
audiences. The wording an d del ivery of a
spot run on a country music station
should d iffer from a P$A run on a Top-au
statio n. Ask for the stations' he lp in

wriling appro priale PSAs thai will
appeal to their Hsreners.

Radio also will work well in
promoting your program. Stations can
sponsor contes ts and give-aways 10

spotlight seat bel t use. Radio pe rsonah
ties can ridt> around the community
spotting motorists who are huck led up
and give them prizes. Stations can use
the sound effect of d sea t belt being
(.lstt-ned -- the clicking noise . - to .1It'rt
listene rs. Whe never they bear the clic k.
listeners c-an ca ll the sta tion and win a
prize. Stations also can broadcast live
irom the sue of program activ ities. If
you have set up a booth at a new car
dealership to give our informa tion abo ut
automatic seat belt s. the slat ion could
set up a live broadcast. Announcers
cou ld e ncourage peo p le to come in,
look at new cars .and learn about new
safety belt systems .

As you approach sla tions in
your area to help wi th the program,
remember to include them all. The
program will be ne fitt he most if a ll
sta tions art.' invo lved or at least asked.
Play no favorites and exclude none for
.my reason . JUSI as the p rogram wa nts
.111 resident s 10 buckle up , the program
also sho uld wa nt all the suppo rt it can
gel.

Many o i the suggestions con
cerning radio PSAs apply to television.
As with radio. find ou t what each
statio n prefers. Talk with ea ch station's
public affairs director . This person 's job
is 10 see that the statio n does, in fact ,
serve the community and ma intain s
good public relations. The public affairs
d irector will be ab le to tell you the
sta tion's PSA po licy and assist you with

I
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produc ing and .liring PSAs.
Ifyour community has more

than one television station you might
sugges t that each produce one PSA and
then ..hare the ir announcement with
the other ..tauoos. Charles ton , SC con
d ucted a OW l program and enlisted
the help of its three TV statio ns. Each
station prod uced one PSAand agreed
to share the spo t wi th the other two
statio ns. The slat ions set up a six
month broadcast schedule. All sial ions
aired the same PSA for a two-month
pe riod. This way each stat ion's work
aired on allthree of the ci ty's channels
for the same extended time.

In your efforts to get print
space and air time for PSAs, be careful

about pay ing for this service. For ex
ample, if the program pays a ne wspaper
to run an ad about seat bel ls al l of the
other papers an d the rad io and te levision
sta tions will expect payment as well. If
you pay one media outlet to run a PSA
be prep ared to pay all of the outle ts. If
you refu se to pa y more than just the one
o utlet do not ex pect the others 10 assist
the program. Some costs such as d uplica
tion o f TV PSAs or the prep•aration and
artwork for ad s may need 10 be covered
by the program . However, the program
should not pay for ai r time or print space.

The safes t po licy may he for the
program 10 approach PSAs as do nations
or su pport from the media organiza tions.
If your loc al newspapers and TV and
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If groups like senior citizens,
high school students, or scouts,
are helping your program, let the
media know.

radio slations refuse to help without
pavmeot the program probably should
seek other means of publicity. This is
unlikely since tatio ns are committed 10

devoting a certa in amount o f .lir l ime 10
public serv ice pro jec ts . A safety bel t
program ran by local law enforcemen t
is easy to suppo rt.

Finally, your program rnav be
able to genera te a feature story in bo th
print and broadcast. Features, some times
called soft news, are usu ally human
interest stories. Feature stories cover
events or situations that interest people
but ma y have no real news value .
Newspapers run feature stories in their
Community, Lifestyle, Scene or i ntenein
ment sections. Radio and local TV talk
shows often d iscuss feat ure-tvpe stor ies.

O ne example of a [wit program
genera ting a feature sto ry co mes fro m
Albe ma rle, NC. The Albe marle Police
Department enlisted the help of loca l
senior c itizens to collect belt use data for
its program . In return the department
gave a donation to the local se nior
citizens center. ThE' local new spaper
found the arrangement interesting
enough to run a good-siz e article o n the
front page of its Lifestyle section .

If you r program is using the he lp
of special groups like senior citizens, girl
and boy scouts, 4-H dubs, h igh school
students, e tc. It·t the media know . If
somet hing u nusual happens during 01

program activity or a hu morous situatio n
arises, w rite it down and se nd it to the
newspaper .

High sohool stullm ts tak r part in bdt program by pla cing bucU r up
fl iers {I" park f'd cars.

With radio and televisio n try to
get on iI local tal k show or comm unity
affatrs program . If you land suc h a spol ,
make sure you r best spokesperson who
is wel l informed about the program
appears on the show .

As mentioned before, cooper
ate as much as possible with the media .
Try 10 brin g the medi a into the program
.IS suppo rters, if not spo nsors. Rega rd
less of the number of act ivities yo ur
program stages, everyone in the com
munity will nol attend .1 11 eve nts. But
most people wi ll know of the eve nts
and the program if they read about
them in the paper or hear a bo ut them
o n radio or TV.

Print ed Ma te ria ls and Promotion s. l ike
media coverage , printed materials and
promotions help make the project
recognized throughout the co mmunity.
But unlike media cove rage, program
promotional materials' effec t can last
longer than a news story. If your
program c hooses 10 hang a banner
across main street people wi ll no tice
and reed its message as long as it
remain s in place . If yo u give our caps
that s.ty ' buckle up' 01 5 ince ntives or
prizes tha t message will remain a live as
long as people wea r the caps . Some



promotional materials wilt 1.1'>1 long
after the program has concluded.

When considering what kind
of prin ted and promotional materials
the program should use keep in mind J

few guldel tnes . Keep lilt' message
simple. Too ma ny wor ds or denselv
packed columns o f type wi ll kee p
people from read ing the item. M ake
sure ,1 11 materials ca rry tht> program 's
slogan and togo in till' program's
co lors. Rem ember the slogan. logo and
colors art' thin gs tha t make the pro
gram recognized. Makp sure the
people who receive the materials know
the purpose and IhE'sponsor. Your
program committee name should be
somewhere on the item along with a
bu ckle up phrase. Below are some
pr inted materials to consider using.
You ca n check the appendix for
ex amples.

• Bumper Suckers
• Banners
• Po~(>r!>
• Broch ures or Flier s
• Informal ion Ca rds
• Utility Bill Insert s
• Remi nder Sheets to place on

vehicles
• Tent Ca rds for restaurant tables
• Place Molts for res taur .ml s

Promotional items should give
the program high visibility or he some
thing the receiver will want to keep. The
best items do both. In other words. do
not give out junk. Below are te rns used
by other successful sear belt programs.
• T-shirts
• Sun glasses

• Caps
• Key Chains
• Cups
• Soft Drink Ca n Huggers
• Penci ls
• Rain Ga uges
• Fly Swatters

The program can also ask local
businesses to contribute promotional
items. At safety belt check points police
could give belted pe rsons fast food
restaurant coupons. Movie theate rs could
offer reduced ticket pr ices to motorists
spotted bu ckled up . A poli ce-sponsored
program in Ma rion , NC gave free 64
ounce soft drinks 10 motorists seen
bell ed . The dr inks were donated by a
loca l bott ler.

Seasonal items work we ll. Candy
canes a t Ch ristmas, wi ndshield sun viso rs
during the summer. or cha nces to win a
free tu rkey a t Thanksgiving would ma ke
nice incentives. The items a lso should
ma rch the ac tivi ty. Prizes given a t a high

'el11
Tigers
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Program bumper stickr r
a imrd at high school
,frivers ami high $chool
SUI'/,o rtl'rs .
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school ac tivity probablv sho uld differ
from o nes given ,11a retirement center .
Try 10 gel help from loca l businesses,
spe nd the program's rnonev wisely . keep
the message simple, and give out worth 
whil e items only.

Involving O thers. The program will have
more visibility and loca l ownersh ip if
rnan v in the co mm unity can be invo lved.
The possibilities are aga in related 10 the
size of the commu nily. Shown below are
good cand idate groups found in a lmost
any area .

Health. Medica' a/Kilor EMS A8encies 
These people often set' first ha nd the
tragic co nseque nces of traffic crashes and
make good spo kespersons for ,1 belt
promotion . Injury prevention progr ams
are becoming more co mmo n and are
well suited for this kind of activity.
Health departmen ts area natural as well.

Senior Citizens - These individ ua ls are
often well known, par ticutar lv in sma ller
comrnunules. And with the elderl y
po pulation rapidly expanding. man y
senior citizen centers are e me rging tha i
cond uct a variety of activrtfes tha i co uld
suppo rt a program.

Youth - Scout groups can be an excellent
source of suppo rt. as badges can be
gain ed through community service.
Pol ice Explorer Scouts now exist in ma ny
places and make prim e candidates for a
1.1W e nforcement belt promo tion . High
school groups like SAOD cha pters.
leadership clubs, stude nt councils . e tc.
should be considered . Church groups are
also a possibility.

Mf'f/ia - Besides being an integra l pa rt
of gl' lling the word out , media can take
an active role in other ways. For ex 
ample, publish ing license plate num
bcr s of belt ed dri vers can be enhanced
through innovat ive placement in the
loc al newspaper, so that it is like a
game to find the win ning tags. A sea t
belt program is a natural radi o sialion
promot ion , and all sorts of games and
contests are possible.

The program will have more
visibility and local ownership
ifmany in the community can
he involved.

Businf">'>f'S. Spt.>t: ;alty Stores, eoeuo
rants. F.l sI Food chains - All are in the
business of advertising. Suc h places can
advertise and promote a bell projec t
sinurlta neoustv throug h donation o f
prizes jor on-scene give-aways, check
points or later drawings.

Om-E" again, the possibilities are almost
endless. wlth a little crea tivity, use of
group" like those listed here ca n vastlv
Inc rease the number o f motorists the
program reaches.
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Keeping It Going

II will help the program if you
dev elop a rou gh sc hed ule of eve nts.
Early in the program you may want to
l ist all the activities the committee
would like 10 hold . From this lisl you
can design a tentative sched ule.

Wh ite developing this sched
ule keep in mind all the big commu
nity events happen ing during the
program. If there is going to be a
parade. plan for Vince and l a rry Of
some other safety bel l message to be a
part. If the com muni ty ho lds a b ig
festiva l, make sure the program is
rep resen ted . Plan also to take adva n
tage of high school events and b ig
church and cl ub ga theri ngs.

This first schedule sho uld be
flexible . Allow room for cha nges so the
program can sponsor activities and lake
part in other events spontaneously. As
you plan, however, remember thai
acti v ities need 10be spaced closely
enough so the public does nOI forget
about the program. One activ ity about
every month of the program wor ks well.
If program resources allow , more fre
quent activi ties work even better.

Below is a time li ne of a safety
belt program spo nsored by the Albe
marle, NC pol ice department. You may
fi nd it helpful to construct your own
outline as you begin planni ng events.

Activities need to be spaced
closely enough so the public does
not forget the program.
One activity about every month
of the program works well.

•••
•

I I I
•
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Suggestions for Larger Commun ities .
Programs in larger communities wi ll have
a tougher time reaching everyone. This
means bigger programs need to use their
resources wisely and plan activ ities that
wi ll reach large numbers of people.

First the program com mit tee
should incl ude representatives from
several agencies, departments and
organiza tions. This wi ll give more people
in more areas of the community a sense
of ownership toward the program. Next
look for ways to reach large numbers of
local peopl e. Work with industry and
large local employers. Program efforts
conducted through big employers w ill
ensure that many local peopl e w ill hear
about seat belts.

O ther ways to reach lots of
people include inserting buckl e up
messages in community residents' utility
bi ll s. Almost every household receives an
electric or water bil l. Work w ith the
media so peopl e w ill read and hear abou t
the program in the news. If your commu
nity has more than one high schoo l, play
on those natural rivalries. Set up competi
tions between the schoo ls, seeing whic h
can achieve the highest belt use rate or
percentage of increase. And make sure
the program is represented at big comm u
nity events that draw in local people. The
program should remind constantly as
manv people as it can to buckle up and
put chi ldren in chi ld safety seats.

Suggestions for Smaller Communities.
Programs in smalle r communities can
take a more personal approach. Some
smaller cit ies have only one radio station,
newspaper, high school , and only a few
civ ic clubs. Use this smallness10 the

program's advantage.
Fewer media outlets may mean

you can sign on the local newspaper
and radio station as program sponsors.
A lawn with only one high schoo l
probabl y uses the school as a commu
nity center. Activities at the schoo l
probably draw big crowds. Get the high
school involved and make it an active
contributor to the program. If your town
has only a few civ ic clubs, use these
clubs to reach the community leaders
who are probabl y members. Enlist these
persons' support and the support of
their cl ubs.

Smaller town s often are more
personal w ith a bigger percentage of
people knowing each other. w ord -of
mouth news spreads well. Get people
talking abou t the program, makin g it
part of comm unit y li fe. In a smaller
community, the program can move
from the committee's ideas to a project
of the entire town and become a source
of pride. Take advantage of the smaller
numbers and make the program a part
of the community.

A Word in Closing. Seat belts save
lives. Communi ty seat belt programs
can be fun and rewarding. These
programs require hard work, but pay
dividends in more peop le buckling up
and more peop le surviving crashes.

No one knows the value of
safety belt s better than law enforcement
personnel. You see the wreckage of
cras hes fi rst hand. You know the painful
consequences of not buckling up. No
one can communicate the need for seat
belts better than you. We hope you ca n
put this book 10 use in your community.
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Examples of Program Materials

For rnor-e il'lCormation about theseat MIl
proJl'Ufl, hul«l the n..$l, .... n~t the
Gutmia Police [)qlutmmt. n(4)I66-6916.

Tug on your be lt. and give lhe "lhumb's
up" lOO. l...c:t's prolOCt the BtsI • bucklt.
up Gasrooia!

BIG PRI ZES, SMALL PRIZES,
MANY CHANCES TO WIN

From time 10 lime .IJIOIOriSlSwill be slDpped
andgivea JWizes by polite OrrK:t.n. Of by
Vince and Lany,the TV crash dummies. The
on ly ru[uiremenllO win is thatroo be wearing
your sea l toe ll B~k1e up and joi n in the fun.

OfficerswiD be ltiUing on their own bell! and
givins the..ltlUmb', up" sig n 10 remind you10

~01'ECT 'HE BES;(,. boc~~~2;
G1stonia Buckles Up ! =~~

••
1fiIIIIIII olheractiv ities

The people 01 Gastonia arc .... will be used 10 help
mE BEST. and wearing I everyone gel inlothe seal belt habit.
seat beh is the bestming )'Oll
cando to pro&ectyourselfinI crash.
..Ptottd tltt 8tsI • GallOIIia BII(Un Up!"
is. community progrmI of the Gasaonia Polite
De~l. We ...anl everyonelO get inlO lht.
bell tllbil andhive some fundoing it,

Utility B iIIln~ert

Pickup Truck Flier,
example of material
aimed at target
g roup

People in GaslOnia really love
thC'il' p)ckup,. ThaI', great. bul
here', somtthinl lo thi nk aOOlIl
befon: )'OIl head down the road.

PickUps have never been required
10 offer as many safely features as
can. Even lhou gh pitkups are
~nenlly safe vehic les , they don 't
Jive 1$ mucll protection 1$ can in
tl"Uhes. This makes u eIpt.cially
imponartt thai )'OIl andyour
passenl ers use your~l belu,

No maner if )'OIl '",

ltaulinC lOmethinc ,
CoinClo wort,dri ving on thejob,
just rid ing around tow n. Of out 4·
wheeling, you shou ld al ways wear
your seal bell. Your belt will ho ld
you in place, keeping yOIl from
hilting lOme pan of your truck ' s
interior, Of even beinclhrown
from it. if )'OIl an in a IlfTttk.

TheGastOnia Elploter~ SIS
and lhe Gastonia Police Depanmc:nl

think pickups and pickup driVttl
an special. So pick up your !;tB1
bell. and gel il on .

Thl$ ... r~1J _I~ wU p t.ced l>Il lour
tru ck b, IM G... lo" lJo ~:~p lol'f r p"",
515a.... 1M C..lonia PoIic1' Orp."·
~I &I put 01. ( ........;., boll
prGIua. fT_ dl f 8f"I . G ...

M"" '~m
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A · T HU M B·S U P· AP P ROAC H T O B ELT USE

Program Brochure.
explains the effort
and how citizens can
benefit

Wr care .bout your 501fo>ty, If

friendly remindrn don't gt>l the

ml.'SSilgr . crou thai we're serious

.bout belt l , thrn w...will not be sh y

",bout writing S&lt be lt cita tions·

but we'd be he ppter if we co u ld

take the fun approach .

50 bucUt> up, and kol'l l'I\.1!<r

Albemarle Dick I

SNI bell uw In AIbftNrIt and

SGnIyCounty needs to be higher.

11W' Jnm\bI,nof till'~

PoliceOrp8rtmrnt alY l'Tlthu~

.boulltu5 wal bt>Il umpaign. WE'

know flt5th.tnd till' value of bt>Ils.

WE'''''' the~ deaths and

injuriE'SC'ilUKd by ens"",, and_

_-.:IuJl$and chUdmi coming OUI

01wriouI auhes with little at' no

injuries beausr thry~ belll'd.

A1bernArieC1kb ir;. fun way to in

~_I bell \IW In thls art.. W...

wt1I gYve "thumbl up· rnninden 10

proplt~ see who are uebehed,

and many folb will win priu5 for

bringbucl<Jed up, WE"~abogoing

10be monitoring _I bell use and

k~ng you Informed l5 10how

wr ll we're derine,

WH Y A S E AT B E L T
PROC R A M?

&,

Join in the fun by tllggin~ on
your bell and gi \'in~ the
"thu m bs up" teo.

WIN P R I Z ES

From lime to lime, rnotcnsts
wi ll be stopped and grven
prizes for wearing therr seat
belts. There will be big prizes
and small prizes and many
chances 10 win. The only
requjrcment is tha t you be
wearing your seal bell

Banners. contests, visits from
the rrash·t("!; t dummil'S vtece

and Larry , and ot her
activines will be

used to help
t"vt"ryont" grot

in to the seat
belt habit.

Pobce officers w ill be remind
ing people 01thE' importance of
eel ts by rugg ing on their own
belts. They' ll be giving the
"thumb's u p" sign to remind
uebelted motorists to buckle
up or as a sig n of appreciation
for those who ....e buckled up.

Wearing a seat belt is the mosl important
thing you can do to protect yourself in a crash.

Th e Albemarle Police Department wants
everyone 10 gel into the seat belt habit and to
have some fun doing it.

Albemarle Clicks !
Buckle Up and Survive the Drive.

/,ASY/

~:-
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I a lways buckle up and would like to ente r my nam e in your
dra wing Ior prizes that will be awarded duri ng Th e Occupant
Protect ion Program.

Cily

Phone Number

Zip

~01ECT THE BES~

G~stonia Buckles Up !_l!J.
Dup ficares or Th i~ Ca rd Will Sol lit' Accepted,

Card given to motorists
buckled up while driving
th rough safety be lt
checkpoints

Congratulations !
You have a car especially designed to protect you, with automatic seat belts or an
air bag. But In order 10 take advantage of this automatic p rotection, there are still a
few things you need to do you rself.

Flier placed on cars
with automatic safety
be lts or air bags,
another target group
item

If you have automatic
belts . . .

With many au tomatic belt systems, the
shoulder belt moves when the door is
shut ,to fit around the driver and front
seat passenger . If your belts work like
this, be sure that you still buckle your lap
belt. The sho ulder belt alone will not give
as much protection as when used together
with a lap belt .

still use your lap belts.

If your car ha s an
air bag .. .

Even in cars that have air bags, it's still
important tha t seat belts be used. Air
bags work we ll in head-on crashes. In all
other types of collisio ns - rear, side, and
roll ove r, seats belts are needed to hold
you in place and keep you safe. Used
toget her , air bags and sea t belts give you
the bes t protection you can get.

keep buckling up.

This safety m essage wa s placed on yo u r ca r by the Stanly Co un ty
Explorer Post 104, and the Albemarle Police Department.es part of a
community seat b elt program sponsored by th e Albemarle Police.

P.s. If w e goofed , and yo u don 't have automatic seat belts or an ai r
ba g, pl ease forg ive our error. But w e still enco u rage you to be
sa fe. Make sure everyone in your ca r is buckl ed up.



BERTIE
Buckles Up!

Starting November 2.
good things happen

when people wear seat bells
in Bertie County.

Don', forg et ta buckle up!

.JI1I1E o::-ttu _ • •'.l TI.AfU'I'
'C _NClOI1I ..-....' lIU£rt'_

Ne wspape r Filler Ads,
or PSAs All Habits Aren't Bad...

Learn
To

BUCKLE
UP!

BE RTD!: COUNTT
Comm ittee for Saot Belt SAfety
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Saved by the Belt
Award

presented to

for surviving a motor vehicle crash whilewearing
asafety bell. Your life savingdecision to buckle up

prevented serious injuryor death.

Saved by th e Belt Aw ard
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BERTIE
Bu ckles Up!

BERTIE
Buckles Up!

Sorry. You Missed Ou t.

If you were .. earing ).lUr ~al ~h you
,""ould have ",on a prize.

Bertie County Sheri ff's Department

Back

Lewiston - Woodville Police Dept.

Bert ie Ledger-Advance

Windsor Police Department

Bert ie County Search Team

Bertie County Health Department

NC Governor's
Highway Safety Program

Aulander Police Dept .

Bertie County High School

Bertie County Officeof
Emergency Management

Front

nu. n~ uuponanr than J'I11C'S i\ ~'oLlr

ufely. When you boc~lC' your belt, you
are doin~ the best you ca n 10 proIC'''1
yourstlf on the road. Hen le COUIll)"
cates aht.ut us people and .. anh to S«"

you wearin g your bell.

ThISprize give·away is IMI1 "f a
coun ty-wide S('<I\ be ll prog ram,
lIe r l ie lIu t'k l("!; rp.
Duri ng chis program lots of
good thlllgs will happen
\0 people .. bo budde
up. So sian winmng.
stan wC'.ll'lng your
w:at belt .

I

L __

Program In formation Card
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LIFEGUARD· ON • DUTY

A Program to In cre ase Sa fe ty Bell Use

Target Audience : Teena ge d rivers and passengers

Location :

Du ra tion :

High sc hool parking lots

Four to six weeks during the spring se mester

Need : Highway crashes cla im the lives o f more teenager s each year than any
o the r ca use of death . The use of safety bells cou ld prevent ma ny of these
d eaths by holding dr ivers and passengers in the ir seats d uring collisio ns. For
th is reason , several high sc hools in No rth Carolina have conducted the
Lifeguard On Dut y sa fety belt program.

Fun Approach : The Lifegua rd program e ncourages high sc hool students to
buckle up . II draws from a favor ite ac tivity of teens - going to the beach . At
the beach , lifeguard s watc h over swi mmers. The lifeguards in this program
watch over student motori sts as they e nte r and leave sc hool parking lots,
making sure sea t belts are used .

In the morning, befo re sc hoo l hegins, and in the afternoon, after schoo l le ts
o ut, students, se lec ted as lifeguards-of-the-day, will take positions near
parking lot ent rances/exits. From these vantage poi nts, the lifeguards w ill
randomly se lect cars and chec k for safe ty belt use. If the lifeguard finds
e veryone in the ca r buck led up , eac h person wil l rece ive a prize . The prizes
can be re lated to beach ac tivities and summertime fun . If the lifegu ard find s
o ne or more person s in the ve hicle not buckl ed up , tho se mo torists ca n
receive a gag priz e, or no pr ize, and instructions to use their safety be lts.

The student lifegua rds ca n look like authentic, beach profession al s. Be ing
lifeguard -o f-the-day could inc lude wearing a tank top with LIFEG UARD
pr inted o n the front , sung lasses, a sun visor, a wh istle , a nd sitting in a raised
lifeguard cha ir. Different cl ubs, teams a nd o rganizations w ithi n the sc hools
can take turns selec ting a nd sponsoring the students serving as lifegua rds .
Each group can be encouraged to come up w ith add itiona l ideas to make
their lifeguard day unique .
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This program ca n be used in conjunction with big spring events. The lifeguard
program can be used to remind stude nts 10 buckle up on prom night, a nd
during spring break . Program activities also can coincide with grad uatio n to
enco urage sea t belt use whil e travelling o n beach trips .

Schools ca n use the lifeguard program to attract local media attention. life
gua rds working pa rking 101 en trances/ex its should present good pho to oppor
tunities for new spapers. local rad io statio ns co uld be asked to se t up live
broadcasts from the sc hoo l "beach." And television statio ns co uld use shots
of a lifeguard whi le recapping the day's weat her .

Within the schoo l, stude nts ca n be encouraged to ma ke dai ly intercom an
nouncemen ts, profiling the current "beach" cond itions, a nd conclud ing with a
reminder to drive safely -- the lifeguard is on dut y. On rain y days, or other
days when no lifeguard will be workin g, announcements can concl ude with,
"No lifeguard o n du ty today, drive at your own risk, and drive safe ly."

Cha llenge to Stu de nts : While the lifegua rds stop cars and give out prizes,
other students ca n watch and record safety bell use . Before the program
begins, eac h schoo l can set a goal fo r overall belt use. If the sc hool reaches its
usage goal, a prize co uld be awarded to the entire student body, such as a free
pe riod or party. Stude nts co uld post thei r progress with a large poster-type
therm om eter, showing the curre nt use rate or "beach temperatu re."

The lifegua rd program can be used 10 set up competitions between two or
more schoo ls. Different student bodi es can cha llenge each other , co mpe ting
10 ach ieve the highest be lt use rate or percentage of increase .

In all, the lifeguard program should offer o pportunities for students to be
c reative, and have fun e nco uraging safely belt use.

Prize Ideas: 'r-Shrrts
Sun Visors
Tann ing Produ cts
Coolers
Fl oatable Key Cha ins

Sunglasses
Soft Drinks
Candy
Soda Can Hugge rs
Ice Cream Co upons

Page 35



COlLECTING BELT DATA

A good bit of information is given in the ma in text of th is guidebook
about collecting seal belt use data. This appendi x will offer a few more
detai ls. If you have questions, contact the UNC Highway Safely Research
Center at (9 191962-22 02 and a thorough data col lection guide can be
ma iled .

Remember thai we usuall y are wo rking at intersections wi thin a
community that reflect the di fferent population groups li vin g in the location.
Two data collectors are stationed d iagon ally oppos ite each other and record
data for 30 minutes. Generally, eight 10 12 sites are plenty to cover any
community.

A sample data coll ection form is shown on the fol low ing page. This
form was developed to separate belt use data for passenger cars and minivans
from pickup trucks, vans, and utility vehicles. This separation is useful be
cause drivers of passenger cars and minivans tend to have much higher use
rates than drivers of the other vehicles.

The header at the top of the form is used to record information about
date, time, site, observer. etc. Stan and end volume counts are used when the
site is so busy that many vehicles are not observed : HSRC has developed
co mputer software to help with the process ing of such counts.

In regard to vehicles, we count vehicles moving through intersections
which contain shoulde r belts. This means 1968 and later passenger ca rs
(easily iden tified with their headrests or high front seat backs) and minivans,
as well as 1976 and later pickups, etc. under 10,000 pounds gross vehicle
weight. Vehicles over 10,000 pounds GVW are not req uired to have shoul
der belts and are excluded. Shou lder belts are counted beca use they can be
seen without stopping the vehicle. Thus, ou r seat belt use rete represents
drivers using shoulder belts in vehicles eq uipped with shou lde r be lts. So
ignore vehicles such as buses, large panel trucks (e.g., UPS trucks), du mp
trucks. tractor tra ilers, etc.

Our procedure focuses on drivers of the vehicles described above.
Belted means wearing the shoulde r belt correctly, over the shoulder and not
under the arm or behind the back, without excess slack. Beca use in the past
there have been use rate differences between different race and sex groups,
we recommend using codes to identify these groups, such as:

1 =White male
2 = White female
3 = Black male
4 =Black female

American Indians, Hispanics, O rientals, and other ethnic groups usually are
coded as in the white group. If these are a significant pan of the population,
they could be coded in a third group as:

5 =O ther male
6 = Other female

Bes ides providing "bottom line" information about the effects of any belt
promotion program, data collectors give exce llent visibility to these efforts.
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Alb emarle Seat Belt Observ ation Form

sne No. Obsetv" Monlh Day Year StaltTme FPsh TIme Start Vol End Vol. Unknown

WHAT

WHO

HOW

Cats lIIIth headrests or highse~. (1968 or iater modelsl_
' 976 or lalet roodel~ 1t'UdlI_

Driwers_~ shoulder bel .aetOSI ahouldet, not undeI' atm.

Record observation as :

1 While Male 3 Non-wIl~e Male
2 Wtlile Female 4 Non-white Female

Circle the nulTiler when person Is bened.
Omit observation NunSlJre of ben slatus, race or sex.

110)

(50)

(1 00)

(150)

PASSENGER CARS, MINIVANS

WM WF NWM NWF TOTAL

Belled

TOTAL

%

PICK UPS, VAN S,
UTILIT Y VEHICL ES

WM WF NWM NWF TOTAL

Belled

TOTAL

%

(~

(25)

(SOl

(751
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