





(Usually a Number 10 is used, but an
agency could adopt a different format; a
Number 10, however, is the perfect size
for most letters and brochures.) This en-
velope might simply be a standard
agency envelope—or it might be a vari-
ation of the agency's standard envelope
with some volunteer recruitment material
appearing on the cover itself. A sketch of
a small child, a logo for the recruitment
appeal, or an invitation to “read what's
inside and serve your community” might
generate immediate interest on the part
of readers.

The business reply envelope (BRE)
is the “return” envelope readers can use
to send back their response cards. A
BRE is a relatively important piece in the
direct mail package. Although many
people will fill out a response card and
return it in their own envelope, direct
mail research has consistently shown
that BREs do induce greater response
rates. A business reply envelope simply
allows the reader to return the response
card by dropping the envelope in any
mailbox. No postage or addressing is
needed. A business reply mail permit
can be obtained at low cost from the U.S.
Postal Service.

Next comes the question of mailing
lists. The most extensive and well-pre-
pared appeal will do little good if it is not
directed to the right people.

Every agency has certain “publics” in-
terested in its programs and services.
Every agency experiences different ex-
pressions of interest and support from
different groups of constituents. If lists of
the various agency publics are not read-
ily available to the appeal coordinator,
he or she should seek them out. They
might include former donors, annual do-
nors, staff, former staff, clients, former
clients, friends of the agency, members
of affiliates, residents of the surrounding
community, local civic organizations
and neighborhood religious groups.
These publics will be the prime recipi-
ents of the agency’s volunteer appeal, so
the appeal coordinator must be sure that
o A list of the “publics” is available and
clearly understood;

e Mailing lists exist for each of the pub-
lics;

e The lists exist in a form suitable for
mailing a volunteer appeal (for instance,
the list might be on computer tape or an
addressograph file);

® The lists are up-to-date and reliable.

If the constituency of an organization
is diverse, a single volunteer appeal—
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however well written—may not do the
job. Individual appeals directed to par-
ticular segments of the constituency may
be necessary to motivate people to give
their time and talents. For instance, an
agency might direct one appeal letter to
former clients, another appeal letter to
“friends of the agency,” still another to
past volunteers. Each of the appeals
would focus on different experiences
and images of the agency; each appeal
would be written with a special group of
people in mind, and directed to the por-
tion of the list containing the names and
addresses of the clients, friends, or past
volunteers being targeted.

Just as in fund raising, the market for
volunteer recruitment may need to be
tightly segmented and the appeal’s for-
mat and content varied for each seg-
ment.

Publicizing the Appeal

The best appeal will not be fully effec-
tiveifitis dropped on prospects cold. An
agency preparing an annual volunteer
recruitment program would be wise to let
people know what's coming—especially
if the appeal is a first-time-ever event.

Several publicity methods have prov-
en particularly effective in volunteer
groups around the U.S. in generating in-
terest in these recruitment efforts.

First, pre-appeal letters can be sent
to volunteer prospects or the entire
agency constituency. Written by the
agency's chief executive, volunteer co-
ordinator or perhaps a board member,
the pre-appeal letter telis people that an
important and vital message will be
coming to them in the next few weeks. It
often asks people to be ready to make a
commitment of time or talent. It preps
people for what is to come.

Second, general media publicity is
useful for creating background knowl-
edge of the appeal. Media publicity can
include articles in the agency's newslet-
ter or house organ, features in the com-
munity’s newspapers, or if special
events can be staged, spots on local ra-
dio or television. (Some agencies, for in-
stance, highlight the contributions of vol-
unteers around this time and invite re-
porters to write stories or do TV spots on
them.)

Third, volunteer recognition efforts
can occur around this time. Some agen-
cies have an annual recognition and
awards dinner—thanking people for
their past efforts on behaif of the agency
and instituting a new appeal for volun-

teers at the same time.

Fourth, if the agency recruits volun-
teers via other community institutions,
speeches, talks and coffee hours
throughout the community are especial-
ly helpful. Most civic, community and so-
cial organizations, as well as churches
and schools, are usually delighted to
host representatives of agencies seek-
ing volunteer help.

Throughout the entire pre-appeal peri-
od, the agency's leadership should be
talking about the upcoming event. Infor-
mal contact and conversation with past
volunteers, mention of the appeal in
community contacts, and even, use of
buttons, bumper stickers, and posters
throughout the community all create a
genuine awareness of the work of the
agency’s volunteers.

Thanking Volunteers

Everyone knows that volunteers need
occasional recognition and thanks for
their work. Many agency administrators,
however, forget that new volunteers
need immediate thanks for their efforts to
come. Psychologists often speak of the
need for quick and substantial reinforce-
ment for new behaviors; this is true in
volunteer administration as well as other
areas of human behavior.

A new volunteer, walking into the
agency for the first time, will probably be
a little apprehensive or uncertain about
his or her duties, abilities and value.
Once a volunteer has made a commit-
ment to give time to an agency, the agen-
cy should do everything in its power to
affirm the role of the new member of the
agency team. A personal thank-you note
from the agency’s board president or
chief executive, a telephone call from
the volunteer coordinator, a tour of the
agency—with emphasis on volunteer
amenities (coffee pot, lounge area,[ li-
brary}—might be conducted, or, a small
gift (a book, membership card, or de-
scription of the agency’s history) might
be presented to the new volunteer.

Yes, volunteers should be thanked
from time to time after periods of exten-
sive service. But, new volunteers, em-
barking on a new journey in their lives,
need just as much recognition and care
(or maybe more) as “old” volunteers.

Follow-up

Although a volunteer appeal occurs
only once a year, volunteers work around
the year. Because volunteers are hu-
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