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     Abstract: 

Due to increase in world’s population, number of cars are also increasing and therefore 

parking space has become a major issue in many countries especially in Pakistan. In our 

project, we are making “Super Saver Parking” which reduces parking space. Due to super 

saver parking people can easily find parking because they don’t have to search for vacant 

space. After arriving at the parking area they can easily see whether space is available or 

not. And if space is available the vacant slot of parking comes automatically in front of a 

car because of sensors.  After placing the car, person would place his thumb impression 

in system as a car identity and the card is also issued to the person and when person 

wants to collect his car than he can get it by submitting the card and placing his thumb 

impression. In our super saver parking 80 cars can be parked at a time. We require two 

computer operators who work eight hours in a day, two bomb detector machine operator 

and two security guards who also work eight hours in a day. 
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