






































teers and those who represent active
agencies.

® Tape the pre-recorded seg-
ments. Five to six months out, the pro-
ducer directs the filming of the taped
volunteer interviews or vignettes. Brown
and Lewis in Richmond claim that the
television stations airing the specials
are often helpful in this regard, donating
use of their film crews for a day or so.
Less time should be devoted to the air-
ing of taped segments. “You don’t want
too much of it canned,” Brown cautions.
“You want the feeling of a live show, a
sense of community involvement.’

® Edit the tape. Four to five months
before the show, the producer edits the
taped segments to fit the allocated time
slots.

® Construct the set. Should the par-
ticipating stations have no set available
that is suitable for the show, the pro-
ducer must oversee the building of an
appropriate set. Actual construction
should begin in ample time for the set to
be complete for air time.

@ Direct the live show. The producer
directs the rehearsal and supervises the
live filming.

Designing the Mechanism for
Referring Volunteers

“Putting a show on the air is nice,’
claims Welsh, “but what do you do with
the people you draw in from the show if
you don't have a planned referral and
placement program?" Volunteer place-
ment experts on the advisory committee
and any volunteers they need should set
up the mechanism to refer callers to ap-
propriate volunteer positions in the com-
munity. This means setting up a phone
bank for the night of the telethon to ob-
tain the names and phone numbers of
potential volunteers who respond. More
important, it also means calling them
back within two weeks to gather the in-
formation necessary to refer them to the
appropriate job. To do this, they must:
@ Update job listings. The voluntary
agency sponsor of the telethon must
have its referral system in excellent
shape for the telethon. Volunteer job list-
ings should be up-to-date. In addition,
the system should be easy to use. For
example, the Richmond Voluntary Ac-
tion Center uses a series of computer
printouts that allow an interviewer to
match volunteers with jobs meeting the
qualifications they specify. One printout
lists agencies by zip code for volunteers
who want to work close to home;
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another lists agencies that need help at
night or on weekends for the employed
volunteer; a third lists agencies by ser-
vice category for volunteers who want to
use a special skill; the fourth lists agen-
cies alphabetically and describes their
functions.

® Prepare forms. Two forms should
be prepared and printed several months
before the telethon. The first is a phone
bank referral form which operators tak-
ing phone calls on the night of the
telethon complete. It contains space for
a potential volunteer's name, address,
phone number(s), and the most conve-
nient time to call her/him back. The sec-
ond form is for interviewing and referral,
which interviewers complete when call-
ing back potential volunteers to place
them. There is space for personal data,
employment experience, previous
volunteer experience, interests, skills,
hobbies, available work times, and
mode of transportation. At the bottom of
the form, the interviewer fills in the
agency to which the volunteer is re-
ferred.

@ Recrult and train phone opera-
tors. Ten to 30 operators will be needed
to answer phones when the telethon is
broadcasting. These volunteers should
be screened and chosen one month in
advance. They should have a script and
a rehearsal a few hours before air time.
@ Recruit and train volunteer inter-
viewers. Fifty to 100 interviewers will
be needed to call back potential volun-
teers after the telethon (depending on
the number to be called and the amount
of time each interviewer wants to put in
during the two-week call-back period).
Each interviewer should be able to
determine the appropriate job for a
volunteer within 10 or 20 minutes of
conversation. “Of course, the number
one thing is to get the volunteer in just
the right job," Lewis says. “If in some
cases that takes an hour, it's worth it. But
normally, it should take no more than 20
minutes.’

To enable interviewers to gain such
speed, they need training. It helps to
have an hour-and-a-half session to
teach interviewers how to use the job
listings, familiarize them with the vari-
ous agencies, and role-play phone con-
servations.

@ Install phones. This step involves
determining the number and placement
of phones needed on the night of the
telethon and for calling back volunteers,
and arranging installation with the

telephone company a month or two in
advance.

Spreading the Word

Goed publicity is essential. The TV
viewing audience must know about the
program, and publicity must make the
show look exciting. The key is repeated,
persuasive contact through:
® Promotional spots on TV stations air-
ing the show. (The stations will be happy
to air and possibly make these, since
they want people to watch the show,
too.)
® Local TV talk show appearances
® Radio spots
® Newspaper articles
® Magazine articles
® Brochures
@ Inserts (small, single-sheet flyers for
monthly bills, grocery bags, etc.)
® Posters
@ Street banners

Arrangements should be made to im-
plement as many of these as econom-
ically feasible. One month out, press
releases should be sent to newspapers,
inserts given to merchants, and posters
placed in busy store windows and com-
munity centers. Increasing publicity as
the show nears, to include TV and radio
spots and talk show appearances, is a
must.

Following Up

Everyone who participated in the
recruitment telethon should be thanked,
particularly the numerous volunteers
who made the show happen. The thank-
you list should include phone bank
operators, interviewers, volunteers in-
volved in TV production, publicity and
referrals, host(s), local volunteers who
appeared on the show, cooperating TV
and radio stations, stores that dis-
tributed inserts, etc.

Some follow-up evaluations may also
be in order, so improvements can be
made the following year. This includes
tracking both the volunteers and the
agencies where they were placed to
determine whether or not volunteers
stayed on the job, and why.

Now that you know what's involved,
jump right in! Brown, Lewis, Bloom and
Welsh all think the water's fine. For even
more clues to a successful recruitment
special, go to Richmond during National
Volunteer Week next year (April 18-24,
1882) and watch United Way and its
Volunter Action Center air their fifth
Volunteer Special. ©
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HE BIG NEWS THIS YEAR
was that volunteering was back
in the news.

From national magazines to local
radio stations, the focus was on the
ways people were helping them-
selves and their neighbors. Much of
the credit for this new exposure goes
to President Ronald Reagan—both
because of his personal advocacy for
a return to private-sector problem-
solving and because of his policies,
which forced communities across the
nation to reassess how they will meet
human needs.

The trend was the same: People,
more than ever, were expressing their
concern and commitment through an
endless variety of helping activities—
from the growth of neighborhood
mutual aid to the creation of new self-
help groups, from an increase in cor-
porate social responsibility to
renewed interest in volunteers in
public agencies. There was even the
whisper of promise that we were mov-
ing from the “Me Decade” into a new
era of volunteer involvement.

For the volunteer community, it was
a year of discovery and contrast. At
the same time we were being dis-
covered by the media and the govern-
ment, we were learning more about
ourselves through the Gallup Poll. At
the same time our energies were
needed more than ever to help the
needy, more and more of us were
turning to volunteering to protect
what we ourselves have.

Here, culled from our travels and
observations, from the media and
from you, are some of the highlights
of volunteering in America in 1981:

Without a doubt, our top story of the
year was the direct personal attention
paid to volunteering by the President
of the United States. His other
policies aside, Ronald Reagan did
what many in the volunteer com-
munity long have been seeking—
bringing the power and visibility of
the presidency to the task of focusing
public attention on the role citizens
can play in problem-solving. His Oc-
tober 5 speech to the the National
Alliance of Business launched what
has the potential to be a continuing
effort to redirect our energies from a
reliance on government to a greater
confidence in our own abilities.

Reagan presented this challenge:
“We have an unprecedented oppor-
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tunity in America in the days ahead to
build on our past traditions and the
raw resources within our people. We
can show the world how to construct
a social system more humane, more
compassionate and more effective in
meeting its members’ needs than any
ever known.”

By year’'s end, President Reagan
had appointed a Task Force on Pri-
vate Sector Initiatives. Chaired by
William Verity, the chairman of Armco
Steel, the Task Force will identify
effective models of private-sector ac-
tion, find new ways to stimulate
public-private partnerships and take
the message of involvement to the
American public.

With its small staff of ioaned per-
sonnel and a limited life of only 12
months, the Task Force cannot per-
form miracles. But what it can do is
help call greater attention to the need
for citizens to step outside their own
lives long enough to help others. It
can educate those in power in both
the public and private sectors about
the needs of voluntary organizations
and intermediary support structures.
It can demonstrate that no single
form of volunteering is “more equal”
than another by aggressively seeking
to involve in its deliberations and
work all pieces of the volunteer com-
munity, even those that may not fit
comfortably Into the politics and
philosophies of the Reagan Adminis-
tration.

B ut not all that the Administra-

tion did this year augured well for the
volunteer community. Once again,
controversy swirled around ACTION,
the federal volunteer agency—first, in
the appointment of Tom Pauken as
director; then, in the controversial
decision to end the VISTA program;
finally, in the perception of many that
ACTION was seeking to use the
power and resources of the govern-
ment inappropriately to define what is
and is not acceptable volunteering.
Similarly, the Administration’'s
policies seemed as likely to damage
as to assist voluntary organizations.
The charitable contributions legis-
lation, for example, was passed in
spite of—rather than with—the assis-
tance of the executive branch. Higher
postal rates seemed destined to en-
danger the ability of nonprofits to

raise funds and to communicate with
constituents. Most neighborhood
self-help programs were ended, and
only last-minute lobbying efforts
saved the Consumers Cooperative
Bank. At year's end, the Administra-
tion was considering adoption of new
regulations to govern the Combined
Federal Campaign that would deny
government employees the oppor-
tunity to target their charitable con-
tributions. its effect would be to inject
government once again into the posi-
tion of determining the acceptability
of voluntary activities.

o n balance, we may have come

out slightly ahead this year. But the
real judgment can only come after we
see whether the Administration will
convert the words of the President
into creative, substantive policies
and programs which will help those of
us in the volunteer community do bet-
ter the jobs we have chosen for our-
selves.

One of the most immediate out-
growths of the new Administration’'s
policies was increased attention on
the role of business in meeting
human needs by filling the gaps cre-
ated by cutbacks in federal funding.
While no one in the corporate com-
munity seriously believed that busi-
ness could even begin to make up in
dollars for what had been cut, many
were seeking new ways to participate
in their communities. There was the
recognition that money is but one of
the resources corporations have at
their disposal and that active involve-
ment is both a responsibility and an
opportunity for business.

More and more corporate execu-
tives were echoing the sentiments
expressed by Stewart Orton, chair-
man of the Houston Chamber of Com-
merce: “We can't let less government
in our lives and less cost to taxpayers
mean less equality in American life.
We must make sure it doesn’t happen
by regarding this moment in history
as an obligation for those of us In
successful business to do more,
rather than as an opportunity to do
less. If we don't take this point of
view, we will have failed our country,
our neighbors and ourselves.”

Public agencies were also showing
a greater interest in the potential role
of volunteers. The sudden reality of
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HOW VOLUNTEERS
FIRST LEARNED
ABOUT ACTIVITY

Among adults who have volunteered in the past year,
the largest percentage first became involved in the
volunteer activity because they were asked by some-
one If they would volunteer (44%). Other sources of in-
formation or reasons for becoming involved in the
volunteer activity are having a family member or a friend
involved in the activity and through participation in a
group or organization. One person in four sought out the
activity on thelr own. Relatively few (6%) first volun-
teered because they had seen an ad for or some infor-
mation about the volunteer activity in the media.

Among teenage volunteers, the three reasons most
frequently cited for having become Involved in the
volunteer actlvity are the same: having been asked by
someone (53%), having a famlly member or friend in-
volved In the activity, and through participation in a
group or organization.

How Learned

About Volunteer All Adult All Teen

Activity Volunteers Volunteers
% %
Asked by someone 44 63

Had a family member or a
friend in the actlvity or
benefiting from the activity 29 42

Through participation in an
organization or group

(including a religious group) 31 33
Saw an ad—radio, TV, or

printed source 6 3
Sought out activity on my own 25 21
Other 3 2
Don't Recall 4 0
Total 142* 154*
Number of Interviews (843) (81)
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* Total exceeds 100 percent due to muitlple responses.

REASONS FOR FIRST
BECOMING INVOLVED
IN THE ACTIVITY

Among both adult and teenage volunteers, the reason
most frequently mentioned for becoming Involved In
volunteer work is the desire to do something useful—to
help others (45% among adults and 49% among teens).
Other reasons mentioned with aimost equal frequency
include having an interest In the volunteer work and the
belief that the volunteer work would be enjoyable.
All Adult  All Teen
Volunteers Volunteers

Reasons % %

Enjoy doing the volunteer

work; feeling needed - 29 36
Like doing something useful;

helping others 45 49
Am getting job experience 11 20
Work helps child, relative, or '

friend 23 16
Religious concerns 21 24
Have a lot of free time 6 26
Am interested in the activity 35 46
Work helps keep taxes or

other costs down 5 0
Other 1 1
Don’t Know 5 2
Total 181* 220*
Number of Interviews (843) (81)

* Total excesds 100 percent due to muitiple responses.
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