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Volunteer Recruitment
- Parish/School Communications
o Website — Link to Google Form
o Bulletin — Possible to recruit empty nesters
o School Newsletters
- Faculty at School

- Social Media
o LinkedIn
o Reddit

o NextDoor
- Community Bulletin Boards
Mandatory Volunteering
o Build a culture of we are in this together. We can’t be successful without you.

Retention Methods
- Proper onboarding
- Good Communication
o Multiple communication methods
=  Email
=  Text Message
= Messaging App
Adequate incentives
Surveys
o Find out what is working
o Ask new volunteer expectations
o Ask about availability
Flexibility

Volunteer Incentives
- Free or discounted athlete fee in exchange for coaching
- Discount to apparel shop
- Incorporate dress down days for children of volunteers
- Work with Pastor/Principal on Tuition discounts.

Volunteer Organization Systems
- Signup.com — Free option
- Sighupgenius.com — Free option
- volgistics.com — Basic $9/month
- yourvolunteers.com — Free



Volunteer recruitment strategies that work!
https://volunteerhub.com/blog/volunteer-recruitment

What nonprofit doesn’t want to improve volunteer recruitment efforts? Focusing on your volunteer recruiting
efforts alone could potentially leave you with a lot of volunteers who may not be a right fit for your
organization. Inspiring volunteers to be a part of your mission is only the first step in recruiting quality
volunteers.

When recruiting volunteers and engaging your potential volunteers you want to make sure they are aligned with
your nonprofit’s mission. The challenge is, how do you make sure you are recruiting the right volunteers? Here
are a few ways you can make sure you are finding the right volunteers for your organization:

Ask Questions for Better Volunteer Recruitment Success
During your first interaction with new volunteers, it is important to get to know them. By taking the time to
build relationships with your new volunteers, you can understand why they want to be a part of your
organization. Here are a few questions you could ask:

e Do they have a special connection with our cause?

e Do they have a special expertise our organization could use?

e Are they seeking to develop a certain skill by working with our organization?

e Are they willing to dedicate their time consistently?

e What type of experience are they looking for while working with our nonprofit?
You may not want to bombard your new volunteers with 21 questions, this could be overwhelming. Keep these
qguestions in the back of your mind when you are interacting with your volunteers. This will help you understand
their motivation for giving their time to your cause.

Volunteer Recruitment: Establish Expectations

During your training program, establishing expectations is important. You want your volunteers to know what
you are looking for when they give their time. No one likes to waste time, especially if it is their own. This will
allow them to walk away if they cannot meet your guidelines.

Make your expectations simple and clear. By clearly communicating what you expect from your volunteers, you
are establishing a great foundation for the future.

Volunteer Recruitment: Create a Consistent Tone and Message
By creating consistency with your messaging, volunteers will associate certain words or phrases with your cause.
If they connect with your messaging, your organization has the potential to attract more like-minded individuals.
Make sure all of your communications are consistent on the following:

e Social media

e Emails and newsletters

o Marketing efforts

e Promotional flyers

Volunteer Recruitment: Effective Training Program

An effective training program doesn’t only consist of a booklet with guidelines, expectations, and procedures.
Properly screening your volunteers before they give their time can ensure they are who they say they are. It will
protect them as well as the nonprofit you work so hard to preserve and grow.

Volunteer Recruitment: Build Relationships

Strengthening relationships with your volunteers takes time. This is not something that happens overnight.
However, you want to make relationships with your volunteers a priority. This can ensure that you have quality
volunteers that are the right match for your cause.

Let’s say a volunteer has to do a few community hours for their job. They picked your organization to volunteer
with but do not plan on sticking around after the hours are completed. If you take time to cultivate a connection
with this individual, you may create a lifelong supporter.


https://volunteerhub.com/blog/volunteer-recruitment
https://www.volunteerhub.com/blog/3-tips-use-social-media-engage-volunteers/
https://www.volunteerhub.com/blog/rich-text-email/

Volunteer Recruitment: Request Feedback to Strengthen Volunteer Recruitment

There may be times when you are missing out on opportunities to connect with your supporters. Requesting
feedback is a great way to make sure you stay in line with your mission and the expectations you set for your
nonprofit.

This is also another great way to connect with your volunteers. If they feel as though you truly listen to their
needs, it could encourage them to spend more time with your organization. After all, volunteers value
appreciation in any form.

Encourage Transparency

Volunteering isn’t only for your nonprofit’s benefit but for your volunteers as well. You want to make sure your
volunteers are receiving the experience they are looking for. Encouraging transparency with your team will
make sure your volunteers feel comfortable and trust your organization. After all, trust is one of the key factors
in a strong relationship.

Another way to be transparent with your volunteers is by communicating how their time is helping the
betterment of your mission. Volunteers want to know that their contribution to your organization is growing or
strengthening your cause. Show them how they are making a difference and you could create lasting supporters.
Having plenty of volunteers is very valuable, but you also want to make sure you have quality volunteers
because of your volunteer recruitment program. You don’t want to waste anyone’s time, especially your own.

Build relationships, set expectations, and communicate your mission. In no time you will have volunteers who
are a perfect match for your cause!

Barriers to Volunteering: Hidden Messages in Your Recruitment

https://www.energizeinc.com/art/barriers-volunteering-hidden-messages-your-recruitment
By Susan J. Ellis From Appeared as an "On Volunteers" column in The NonProfit Times

Have you been successful in recruiting volunteers in the past but now seem to have hit a wall of
apathy? Are there populations you'd love to involve but who do not seem attracted to your
organization?

Maybe the problem lies in the hidden messages of your recruitment techniques. Consider the following
key elements of volunteer recruitment and what image you are conveying to prospects:

Your language

Whether in a brochure, on a poster, or in a speech, your choice of words communicates much more
than literal meaning. For example, what level of education is required for the volunteer assignment
and what level are you implying with your word choice? If you need candidates with strong verbal
skills, go ahead and use whatever vocabulary you wish. But if you are more interested in qualities of
prospective volunteers other than formal education, review your words more carefully.

If the language of your recruitment materials is erudite (with words like "erudite"), people without
confident in their reading or writing skills will automatically feel excluded. This is also true for people
for whom English is a second language.

The idea is not to "dumb" down recruitment material; just to consider whether you are unnecessarily
implying that applicants are expected to have college degrees. Shorter, more common words will be
most welcoming

Another turn-off is jargon. Almost every organization evolves its own set of abbreviations, acronyms,
and terminology that everyone already on board understands hut becomes unintelligible to outsiders.



The best way to avoid jargon is to give a draft of your material to someone who does not work in your
agency - your spouse, the mail carrier, a colleague in another state.

Only distribute materials in another language if someone in your office is capable of answering the
telephone, interviewing and generally working with volunteers who an non-English speakers. What you
really want is bilingual volunteers fluent in both English and another language. So you can recruit them
in English.

Finally, assess your use of the word "volunteer." As this column has recently discussed, the label of
"volunteer" is not universally welcomed. Vary your vocabulary as fits your target audience. Use terms
like community service, helping out, taking action, making a difference. Also remember that volunteer
is a pay category, not a title.

Never head a poster “Volunteers Wanted." What does this mean? Unpaid workers wanted? To do
what? Instead, emphasize the title of the assignment itself. Recruit for tutors, mentors, cyber deputies,
origami experts, whatever.

Photographs and artworks

A picture is indeed worth a thousand words, but the wrong picture can do a lot of harm. The general
public has many misconceptions about volunteering, with long-standing stereotypes about who
volunteers are and what they do. So, be careful not to feed the stereotype.

The best approach with photographs is to use as many as possible, with a wide range of activities and
types of people pictured. This is a bonus on a Web site, where it costs nothing to post additional
images. On a short printed brochure, however, you'll have to make choices. It may be better to select a
non-representational graphic rather than convey only one small component of your program in one
photo.

Think about whether your photographs convey the right recruitment message. Do they picture the
type of people you hope to attract? Depending on what matters to you, mix and match the following
images:

¢ Men and women;

e Avariety of ages and races;

e Volunteers actually doing something, not just sitting around or posing for the camera;
e Smiles;

e Business or casual clothing;

e Warmth and energy.

What you want is for someone to look at the pictures and think, "l could fit in there."

Where you place materials

There is no mystery to recruiting a diverse corps of volunteers: ask a diverse audience of prospects. If
you want to recruit African-American men, don't give a speech at the Polish-American Woman's Club.

This holds true for where you leave printed material. When you leave flyers or post bulletin board
messages in different places around town, you clearly imply your desire for volunteers from those
locations. It's obvious that a flyer seen at a senior center conveys an interest in senior volunteers, while
one left in a college dormitory welcomes young adults.

The same is true for racial, ethnic and income diversity. Do some research. If you want reading tutors
who are bilingual in Spanish, place recruitment announcements in the library branch that serves the
Spanish-speaking part of town. Similarly if you place an exhibit booth it a Kwaanza event, you won't
have to point out that you want to recruit African-Americans.



The people who represent you

Just as with photographs and where you recruit, unspoken messages are conveyed by the people
representing you. Successful recruiters do not have to look exactly like the audience they are
addressing. But they need to look comfortable in the environment and be genuinely welcoming.

They need to understand the expectations of the setting. Is this a place where casual clothes will seem
insulting or where business clothes will seem officious? How prepared are these representatives for
guestions "off the script," particularly about the clients served?

If you are doing outreach to new audiences, it may work best to assign recruiters in pairs, making sure
that the two representatives are different from each other, even it not a match to the target audience.

At least you will be showing that your organization already has variety. A slide show with many
photographs of an array of faces will also convey your meaning.

The applicant's reception

It's amazing how many organizations totally undercut their recruitment efforts by ignoring what
happens to prospects when they make the attempt to express interest in becoming a volunteer.

If you aren't sure how it feels to contact your agency for the first time, recruit a spy. Ask a friend or
colleague to telephone or drop in with an inquiry about volunteer work. What happens?

e Does the voice mail system offer an option for contacting the volunteer office or does every caller have to
know a person's name?

e If the right person is not in, how is the message taken on the phone? Is the prospective volunteer thanked
for calling? Assured that s/he will be called back (or is the applicant asked to call back)?

e |sthe receptionist or security guard friendly? Helpful?

When you are in the midst of a recruitment campaign, take a moment to inform the frontline
personnel. It's amazing how helpful receptionists, secretaries, even custodians can be if they
understand their role in the welcoming process. And don't overlook professional colleagues.

If they do not understand the importance of nurturing a potential volunteer making first contact, they
may inadvertently sabotage the process by sounding hurried or disinterested on the telephone.

All of this in-house preparation goes double it you are trying to recruit a more diversified corps of
volunteers. How ready is everyone if you are successful in attracting volunteers who look and perhaps
act very different from what has been the norm?

It's just as important to assure the receptivity of volunteers already on board. How long will new
volunteers stick around if they are treated coldly by the existing corps of workers? Don't leave good
relationships to chance. Involve current volunteers in the plans to recruit a more diverse group of
volunteers and engage them in running orientation programs for the newcomers. Do some team
building exercises.

In the last analysis, if the work you are asking volunteers to do is truly meaningful and you are sincerely
interested in involving a wide range of participants, your message will be communicated.

Additional Resources:
https://www.501commons.org/resources/tools-and-best-practices/volunteer-management



https://www.501commons.org/resources/tools-and-best-practices/volunteer-management
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Volunteer Recruitment Toolkit

Articulate Your Volunteer Needs

Effectively matching a volunteer’s expectations to your organization’s volunteer needs is a critical

step to

establishing a vital and rewarding relationship. Develop a position description that

thoroughly articulates the requirements, benefits and structure of the opportunity that includes
the following:

Position Title: Titles denote respect and authority. Recognize your volunteers with a title
appropriate to their role.

Purpose: What is the ultimate goal of this role? What does success look like?

Position Summary: What are the primary duties and responsibilities of this role? Write a
clear and concise position description.

Benefits: What can a volunteer expect to get out of this opportunity?

Reports to: Who can the volunteer turn to for the guidance and support necessary to fulfil
this role?

Skill Set: What qualifications, skills and proficiencies are needed to fulfil this role?
Commitment: What are your expectations in so far as the length of time per shift, frequency
of shifts, and ideal initial commitment in terms of weeks or months for this role?

Time: What are the times for the volunteer to consider? The more variety you can provide
the more likely they will find one that will work for them.

Location: Is this work all on-site or are there other expectations of which they should be
aware?

Application: What information do you need to see up front from the applicant in order to
consider if they would be a good match for your need? Can they apply on line as well as in
writing?

Contact Details: How do you want them to contact you? Email? Website? Phone? Mail?



Identify Your Prospective Audience

1. Think about the people who would be well suited to serve in this role and might actually
enjoy doing it. Consider the skills, experience, emotional intelligence, situational factors,
passion and commitment needed to ensure success. Describe your target audience:

2. Based on your prospective list, how might you find applicable candidates? Think about
work settings, organizational affiliations, leisure time activities, personal contacts you or
they might have, publications they might read, locations in which they might frequent, etc.

3. Think about the desires of your prospective volunteers. The more you can connect the
‘what’s in it for me’ viewpoint, which is innate in all people’s thinking, to what you need
from the volunteers, the more effective you will be at getting the desired responses. What
motivations of this person can you appeal to in your recruitment effort? For example, the
desire for personal growth, resume enhancement, socialization, learning new skills, career
exploration, leadership development, giving back to the community, making a difference,
meeting new people, etc.




Draft Your Recruitment Message

An informative, succinct, and compelling recruitment message is an essential element to effective
volunteer recruitment. Readers have a lot of options to choose from. Messages should aim to
quickly capture their attention, answer basic questions about the opportunity, alleviating any
potential barriers or fears, and inspiring them to take further action.

Be sure to communicate the mission and goals of the project in a clear, straightforward manner
and then connect the dots to what this means for prospective volunteers. Think about how to
reach broader demographics of potential volunteers by articulating your mission and goals
through filters which attract various ages, lifestyles and are inclusive of genders and ethnicities.

1. Start with a hook. Consider including a catchy title and brief summary of the opportunity
with just enough fodder to compel the reader to keep reading. Consider these examples:

e Volunteers needed to sleep. NW women's shelter is recruiting for its Sunday overnight
shifts. Talk, laugh, and share with the residents.

e Be a PhoneFriend! DC Hotline is looking for people who care about children to work as
volunteers as phone friends, the afternoon phone line for children. If you want to help
children who are scared, lonely or need support call 223-CALL. Training begins soon.

e Interested in the arts? Volunteers know what goes on behind the scenes at the Kennedy
Center. Call the Friends of the Kennedy Center at 254-8700.

2. Why should this job be done at all? What is the need in the community for this work? What
negative impact will happen if this role is not fulfilled? Use both statistics and examples to
illustrate the need for support.

3. What will the benefit be to the community or to the client if the job is done? What will the
work accomplish? What changes will the role make in their lives? What will the volunteer
be able to accomplish if they accept the position?




4. What are some possible fears or objections concerning this job which must be overcome?
The type of clients? The subject area? The skills needed to do the work? Geography?
Liability? What can the organizations say or do to alleviate potential concerns?

5. What will be the personal benefit to the volunteer in fulfilling the role? Skills?
Experience? Flexible work schedule? Parking? New Friends?

6. Who should they contact for more information and how?

Once you have your recruitment messages ready, your next step is finding the right
communication tools to get the word out.



Get the Word Out

First and foremost capitalize on using word of mouth through the client, employee, and volunteer
base of your organization. These are people who are already excited about what you have to offer
and can speak to it with authenticity and excitement. When you put those two together the
message is contagious. Provide these people with informational flyers that they can give out to
their friends and relatives.

Other forms of communication include: newspapers (and weeklies), printed materials such as
flyers and posters, social media, local outlets (television, radio, churches, service groups, schools,
universities, corporations, organizations, etc.), online platforms and more. Refer to Tips and
Resources for Volunteer Recruitment for additional ideas and approaches.

You don’t have to pursue every option. The trick is to pick a few, be intentional, learn from your
efforts and adjust your approach as you go. In order to maximize the time and energy that you
have, consider creating a simple volunteer recruitment plan that outlines:

e What you are hoping to achieve as a result of your recruitment efforts (a numeric goal)
Volunteer sources you plan to pursue
Specific steps you will take with each volunteer source
Who is responsible for each action item
Timeframe in which actions will be completed

*Note, it is important to have your organization’s website ready as a go-to point to which all of
these sources can direct interested parties. That means that on your main page the volunteer
section is highly visible and only one click away from the home page. On your volunteer page be
sure to include both email, text, phone call and walk in location options for prospective volunteers
to take the next step. Monitoring these sources is imperative as your response back must be
timely to benefit from whatever motivated the potential volunteer to contact you in the first place.
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