


® Radio—same as television (below)

® Restaurant tray liners—fast food restau-
rants use food tray liners, which can be
printed with the message of your program
or service

® Slide/tape presentation—scripted, elec-
tronically pulsed slide show with audio
narration used to promote a program

® Telephone—tool for contacting poten-
tial volunteers

® Television—medium for interviews,
PSAs and/or special programs about your
agency and volunteers

® Videotape presentation—scripted, act-
ed out presentation that promotes an
agency program or service

® Want ads—request for volunteer help in
a local newspaper column reserved for
volunteer organizations or in the “help
wanted" section

® Window displays—exhibits or program
items in store windows, especially effec-
tive when done once a year to promote a
special event

Placement
Placement is deciding where the devices
developed will reach the potential volun-

teer markets. Rock stations are probably
not a good place to run public service
announcements if you are trying to recruit
senior citizens. The public relations com-
mittee and staff must determine the most
appropriate way to reach its target audi-
ence of volunteers.

Price

Price, in a business context, is the cost of
the product. When we use volunteer help,
we rarely think of cost, but frequently there
is cost to a volunteer who provides service
o an agency. When an advertising cam-
paign is developed, volunteer expenses
must be a consideration. Such costs in-
clude gas, bus, taxi, babysitter fees, reg-
istration, supplies, lost time to job, and/or
membership dues. This information needs
to be shared with the volunteers before
they are recruited.

The job description provides informa-
tion that should also be included in adver-
tising and promotional material. How
many hours a week? A month? When does
the job start and stop? Do you expect the
person to serve year after year? This gives
volunteers an idea of their “time" costs.

If your volunteer organization has sepa-
rate public relations and recruitment com-
mittees, it is essential that staff provide
communication links between the two
committees. The recruitment team must
successfully sell the potential volunteer
on the benefits and opportunities. To do
this, it needs to have good information
about the devices the agency will use to
recruit volunteers. The more consultation
and sharing of information, the more own-
ership and commitment volunteers will
have in carrying out their respective jobs.

To help the public relations committee
work effectively, the staff or chairperson
should answer the following questions
about the 4 Ps:

Product: What product are we selling and
how will it meet volunteers’ needs?
Promotion: What devices or techniques
can we use that will attract the volunteer to
our product?

Placement: Where can we locate the de-
vices we have selected so they will be
seen by our targeted potential volunteer
market?

Price: What is the cost in money and time
to our potential volunteers?

Jot Down Your Ideas . . . about the 4 Ps

What PRODUCT are we selling and how will it meet our volunteers’ needs?

What PROMOTIONAL devices or techniques can we use to attract the volunteer to our product?

Where can we PLACE the devices we have selected so they will be seen by our targeted potential volunteer

market?

What is the PRICE (cost) in money and time to our potential volunteers?
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