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MARKETING AND RECRUITING PARTICIPANTS  
Ȱ)Î ÅÖÅÒÙ ×ÁÌË ×ÉÔÈ ÎÁÔÕÒÅ ÏÎÅ ÒÅÃÅÉÖÅÓ ÆÁÒ ÍÏÒÅ ÔÈÁÎ ÈÅ ÓÅÅËÓȢȱ 

--John Muir 

In This Section  

 Public relations ideas for your project 
 Recruiting and enrolling youth 
 Defining and finding volunteers 
 Volunteer management policies 
 Annotated sampling of available forms  

Preliminary Work: Getting Your Message Straight 

Once your core planners have a clear vision statement in place (see Getting Started section), 
and you have ideas for initial activities, take some time to develop your own marketing tools. 
The samples available in the support materials can get you started. Your up-front effort to  
have these on hand will pay off as you invite more people and organizations to help with the 
programming. Consider: 

 !Î ȰÅÌÅÖÁÔÏÒ ÓÐÅÅÃÈȱ ÔÈÁÔ 
establishes common 
language for project 
leaders; use it as you have 
brief opportunities to talk 
with people about getting 
involved. 

 A visual presentation such 
as a PowerPoint or iMovie 
presentation that offers an 
overview, outlines 
partnerships, and asks for 
specific types of support. 
(This is very handy to have 
at your fingertips for last 
minute invitations to speak 
at service clubs, for 
example.) 

 A list of talking points for 
presentations. 

 An introductory brochure 
and/or poster that outline 
your ideas and gives contact 
information for your coalition partners. 

OUR STORY:  THE ELEVATOR SPEECH 

,ÅÔȭÓ ÓÁÙ ÙÏÕ ÈÁÖÅ ÏÎÅ ÍÉÎÕÔÅ ÉÎ ÁÎ ÅÌÅÖÁÔÏÒ ×ÉÔÈ ÓÏÍÅÏÎÅ ɀ 
or you run into the president of a community organization in 
ÔÈÅ ÇÒÏÃÅÒÙ ÓÔÏÒÅȢ (ÅÒÅȭÓ ×ÈÁÔ ÙÏÕ ÃÏÕÌÄ ÓÁÙȡ ȰHave you 
heard about the Listening to the River ÐÒÏÊÅÃÔȩ )ÔȭÓ Á new 
program where teenagers go on excursions in the Grand 
Traverse area to explore diverse aspects of their watersheds 
with high-tech sound, mapping and video equipment. 

Then they interpret their discoveries and publish stories of 
the watershed through a hands-on exhibit, radio broadcasts, 
and a comprehensive, interactive web site. 

The idea is to challenge and encourage teens and local 
organizations to collaborate on transforming public 
understanding and ownership of watersheds.  

7ÅȭÒÅ ÌÏÏËÉÎÇ ÆÏÒ ÁÄÕÌÔÓ ÔÏ ÈÅÌÐ ÁÓ both content specialists 
and volunteer guides, and teens to recruit for the field 
teams. Would you or your orÇÁÎÉÚÁÔÉÏÎ ÌÉËÅ ÔÏ ÂÅ ÉÎÖÏÌÖÅÄȩȱ 

http://www.brainyquote.com/quotes/quotes/j/johnmuir108391.html
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An early Listening to the River awareness session 

 

 A handout that describes an upcoming event; it can be a tri-fold flyer, a one-page 
announcement, or even a business card with a date and invitation to participate in a 
kick-off event. 

 A template for an electronic newsletter you can use to send out announcements and 
project activity alerts. 

 An email address list of all likely collaborators. 

Introducing the Brand: Project Awareness 

Ȱ-ÅÒÇÉÎÇ ÔÅÃÈÎÏÌÏÇÙȟ ÙÏÕÔÈÆÕÌ ÅÎÔÈÕÓÉÁÓÍȟ ÅÄÕÃÁÔÉÏÎ ÁÎÄ Á ×ÁÔÅÒÓÈÅÄ ÃÁÎ ÏÎÌÙ ÍÅÁÎ ÏÎÅ 
ÔÈÉÎÇȡ ÔÈÅ ,ÉÓÔÅÎÉÎÇ ÔÏ ÔÈÅ 2ÉÖÅÒ ÐÒÏÊÅÃÔ ÈÁÓ ÁÒÒÉÖÅÄȢȱ This was the opening paragraph of a 
story on Listening to the River (LTTR) in the Grand Traverse Herald newspaper. It ran the day 
after the reporter joined LTTR staff on a series of hikes that combined geocaching with digital 
audio and video recording.  

Publicity like this is invaluable. Getting the word out on LTTR project activities serves two 
purposes. It makes community members 
aware that the LTTR program is a new and 

exciting opportunity available to the 
community. It also offers a chance to recruit 
both youth and adult participants for the 
program activities. 

 

Getting Connected to Build Awareness 

With marketing materials in hand, start connecting with area groups. 

1. CONTACT THE PROGRAM CHAIR of key organizations and get on agendas. Make your 

requests clear. Tell them you would like help with disseminating project information 
through their newsletters, encouraging adults to volunteer, and partnering with LTTR at a 
specific site or on a specific activity. 

Your key planners and partners should be able to build a quick list of appropriate 
groups to contact in your community (Rotary, Kiwanis, retired volunteers, etc.) ɀ and 
will likely have access to many of them via their own memberships.  

OUR STORY:  EARLY PUBLICITY 

To announce the project, we sent 
press releases and hosted a press 
conference that targeted print and 
broadcast mainstream media plus local 
cable channels, alternative weekly 
newspapers, school TV channels, and 
the newsletters (and/or e-mail  
ȰÂÌÁÓÔÓȱɊ ÏÆ ÎÏÎÐÒÏÆÉÔ ÏÒÇÁÎÉÚÁÔÉÏÎÓȟ 
schools, and nature-based 
organizations. 
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LTTR Display at local Bay Day event in Traverse City 

Annual WaterWatch Student River Congress 

A concept walk along the Boardman River 

 

2. SET PERSONAL MEETINGS with the executive 

directors/presidents of youth organizations; 
most are always looking for new 
programming ideas. Do you have Big 
Brothers/Big Sisters, Scouts, or 4-H groups in 
your area? 

3. HOST NETWORKING MEETINGS to explore 

collaborations: a morning coffee session to 

present a brief project overview or a 

lunchtime brainstorming session to explore 

collaborations across two or three groups 

that might not usually meet. A chamber of 

commerce leader or college administrator 

might be a good facilitator for these. 
4. PARTICIPATE IN LOCAL EVENTS that bring out 

the public, such as community days and 

festivals where you can set up a LTTR booth. 

You will make good contacts that you can 

follow up on later. 
5. JOIN AREA ENVIRONMENTAL GROUPS on  

their sponsored tours and hikes. This is  

a great way to determine if you have  

common missions and can benefit by  

sharing programming. 
 

 

 

 

DISCUSSION STARTERS WITH  
COMMUNITY GROUPS 

Do you see ways we could work together 
on this? 

Do you know a group of kids that might 
be interested? 

Do you have organization members  
who would be good candidates for the 
adult roles? 

Do you have a publication coming out 
soon through which we could disseminate 
info? 

Is there a meeting that we could attend to 
ÈÅÁÒ ÍÏÒÅ ÁÂÏÕÔ ×ÈÁÔ ÙÏÕȭÒÅ ÄÏÉÎÇ 
and/or present some LTTR information? 

Are there other people/groups you think 
we should contact? 
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If you have developed a Census of Organizations, be sure to include everyone on the 
list in your mailings or E-newsletters. 

 

If you are trying to interest a community group in signing on for an extended event 
such as the 24-hour workshop model, consider doing a 1.5 hour overview of the 
program opportunities first.  The agenda should include a project overview, GPS 
simulation activity, a sneak preview of the equipment tool kits, the digital mapping 
concept, and an outline of watershed discovery options, time commitments and 
expectations.  

 

  

OUR STORY: SEEKING PARTNER GROUPS IN THE GRAND TRAVERSE AREA 

Our Census of Organizations unearthed an array of other groups we might not have known 
about.  Not all of our initial efforts to connect with them panned out, but because we cast a 
broad net early in the project, there is potential to continue to expand the LTTR partner 
ÎÅÔ×ÏÒËȢ (ÅÒÅȭÓ Á ÓÁÍÐÌÉÎÇ ÏÆ ÔÈÅ ÉÎÉÔÉÁÌ ÌÉÓÔȡ 

 Area nature centers 

 Conservation Resource Alliance 

 Environment-related businesses (e.g. environmental engineering firms) 

 Grand Traverse Regional Land Conservancy 

 Saving Birds Thru Habitat 

 Inland Seas Education Association 

 American Canoe Association 

 Traverse Area Sailing Club 

 Grand Traverse Audubon Club 

 Northwest Michigan Botanical Garden 

 Crystal Lake Watershed Association 

 Maritime Heritage Alliance 

 Radio Anyway, a community college forum for local producers 

 Interlochen Center for the Arts Film Studies program 
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Recruiting and Enrolling Youth 

7ÈÁÔ 7ÏÒËÅÄȠ 7ÈÁÔ $ÉÄÎȭÔ 

We discovered that recruiting and enrolling participants is a challenge that is inextricably 
related to schedules, transportation and interest levels.  There is tough competition for the 
time commitment of teens - especially high school juniors/seniors. We found that unless they 
participated as a part of an already established group (such as Upward Bound or Scouts), they 
tended to have a lot going on: hanging out with peers, jobs, school sports and fine arts 
afterschool programs. We initially had targeted LTTR activities to small groups (six or eight) of 
11-17 year olds, but found ourselves trying different age groups in an attempt to determine 
what age range was most interested and available for project activities.  

We had success using varied approaches to 
target different events to different age groups: 

1. We used fliers in schools to market an 
eight-week after school series for 8th ɀ 11th 
graders (11 participants). 

2. Newspaper ads worked best to recruit for 
a three-day workshop over Spring Break 
open to ages 14-17 (12 participants). 

3. Direct contact and joint planning with the 
directors of an existing group - an 
Upward Bound program of high school 
sophomores and juniors ɀ was effective 
(12 participants). 

We were unsuccessful in offering a week-long 
LTTR session as part of a summer College for Kids 
ÐÒÏÇÒÁÍȢ 4ÈÉÓ ×ÁÓ ÍÏÓÔ ÌÉËÅÌÙ ÄÕÅ ÔÏ ÔÅÅÎÓȭ ÂÕÓÙ 
summer schedules; ÔÈÅ ÐÒÏÇÒÁÍȭÓ 
preponderance of sessions for younger kids, and 
advertising that was not targeted to teens. 

 

3ÕÍÍÅÒ ÓÅÓÓÉÏÎÓ ×ÉÔÈ ÔÅÅÎÓ ÃÁÎ ×ÏÒËȟ ÂÕÔ ÉÔȭÓ ÂÅÓÔ ÔÏ ÐÅÒÓÏÎÁÌÉÚÅ ÒÅÃÒÕÉÔÍÅÎÔ ÖÉÁ 
direct contact with groups that are already in place (e.g., Scouts) or to add activities 
onto an already-established annual event. 

 

 

Getting Your Message Directly to Teens ɀ or Not 

To find out how to communicate better with teens who might be interested in the LTTR 
project ɀ and how to stay in touch with them after they participated, we held three focus 
groups with 14 ɀ 19 year-olds. They offered numerous suggestions on their preferred methods 
of communication. They also gave us tips on how best to inform them of new programs and 
how to keep in touch after the program activities ended.  

INCENTIVES FOR TEENS TO BE INVOLVED IN 

LTTR (AS STATED IN A FOCUS GROUP) 

A friend is doing it ɀ word of mouth; 

Involves kayaking or free food; 

Scholarships are offered; 

Entails field trips, danger, and access to 
unusual settings; 

There are authentic applications; i.e.  
environmental research; 

Able to cite on college applications and 
resumes; 

Sounds like fun and hands-on; 

Focus is on the technology aspect. 
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LTTR Participants are at home in the Computer Lab 

FIRST, THEY TOLD US WHAT TECHNOLOGIES WE SHOULDNȭT USE TO CONTACT THEM: 

 Blogs: they neither build nor use them; 

 E-mail: they doÎȭÔ ÃÈÅÃË ÉÔ ÖÅÒÙ ÏÆÔÅÎȟ ÕÓÉÎÇ )nternet time mostly for research and on 
social networking sites; 

 Print and electronic news sources: few of them read the paper regularly or watch TV 
news; 

 Radio PSAs: they only listen to music radio in the car; 

 #ÅÌÌ ÐÈÏÎÅÓȡ ÔÈÅÙ ÄÏÎȭÔ ×ÁÎÔ ÔÏ ÒÅÃÅÉÖÅ ÐÒÏÇÒÁÍ 
information via cell phone text messages because 
of the cost to them ɀ and because they would not 
respond to an unrecognized number; 

 9ÏÕ 4ÕÂÅȡ ÉÔ ×ÏÕÌÄÎȭÔ ÇÅÔ ȰÐÌÁÙȱ ÉÆ ÉÔ was in any 
×ÁÙ ȰÁÄÕÌÔ-ÏÒÉÅÎÔÅÄȱ ɉÍÅÁÎÉÎÇ ȰÆÏÒÍÁÌȱɊȠ 

 0ÏÓÔ ÃÁÒÄ ÁÎÎÏÕÎÃÅÍÅÎÔÓȡ Ȱ0Ïst cards are only for 
ÖÁÃÁÔÉÏÎȢȱ 

 

 

 

 

 

 

Ȱ) ÌÉÓÔÅÎ ÔÏ ÍÕÓÉÃ-only 
ÓÔÁÔÉÏÎÓȣÎÏÔ ÔÈÅ ÎÅ×Óȟ ) ÈÁÔÅ ÔÈÅ 

news ɀ ÉÔȭÓ ÔÏÏ ÄÅÐÒÅÓÓÉÎÇȢȱ 

-- Communications Focus Group 
Participant 
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What does that leave? It is clear that maintaining a personal connection via technology was 
very important to teens for purposes of making plans, staying in touch with friends, and 
random browsing for entertainment.  

Students use the social networking site, Facebook, 
to send messages, saying friends get wall posts 
quicker than they do using straight mail. Most of 
them use instant messaging (IM) but only for short 
exchanges. 

TIPS FOR MARKETING NEW PROGRAMS TO TEENS:  

 Someone who is completely interested in the program talks to others. 

 Present the program during school, maybe at a lunch meeting or at a student council 
presentation. 

 Get the word out through a good science teacher ɀ someone who holds their interest. 

 Find people who are already interested, then target them rather than doing a broad 
marketing sweep.  

 Place eye catching ads in magazines, school papers and on bulletin boards/kiosks. 

 Post short, catchy videos on YouTube. 

 

Marketing to teens is best handled initially through the parents. LTTR parents found 
out about program options via a newspaper advertisement or calendar listing, a 
public service announcement on the radio, or read about it in a work-related 
newsletter ɀ often on-line.  

 

HOW TO KEEP IN TOUCH WITH PARTICIPANTS AFTER THE PROGRAM ENDS: 

 Send a quick email to alert them to join a Facebook group so they can read postings 
on the wall at the project page. 

 Send them a letter through the postal system. For important information, getting a 
letter in the mailbox stands out in contrast to numerous emails. 

 Via an electronic newsletter ɀ with the source clearly noted so they can understand 
their relationship with the sender. 

 

While the program is underway, keep parents in the know. Copy them on e-mails 
that are sent to the youths. Call home in the evenings to convey important 
ÉÎÆÏÒÍÁÔÉÏÎȢ 3ÅÎÄ ÌÅÔÔÅÒÓ ȰÔÏ ÔÈÅ ÐÁÒÅÎÔÓ ÏÆȱ ÁÓ ×ÅÌÌ ÁÓ ÌÅÔÔÅÒÓ ÄÉÒÅÃÔÅÄ ÔÏ ÔÈÅ 
participants. 

 

Ȱ&ÁÃÅÂÏÏË ÉÓ ÔÈÅ ÃÏÍÍÕÎÉÃÁÔÉÏÎ 
ÔÏÏÌ ÏÆ ÃÈÏÉÃÅȢȱ 

-- Communications focus 
 group participant 
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Recruiting and Enrolling Adults 

Adult volunteers play an important part in LTTR activities. Content specialists offer 
information, support, and guidance on a particular science, technology or nature site-related 

topic. General volunteers help as field team facilitators and can provide overall support such 
as driving on field trips, coordinating meeting logistics or acting as mentors through all 
aspects of developing a media project. Use this table as a guideline: 

 

VoÌÕÎÔÅÅÒ ÒÅÃÒÕÉÔÍÅÎÔ ÂÕÉÌÄÓ ÕÐÏÎ ÔÈÅ ÉÄÅÎÔÉÆÉÃÁÔÉÏÎ ÏÆ ÁÎ ÏÒÇÁÎÉÚÁÔÉÏÎȭÓ ÎÅÅÄ ÆÏÒ ÖÏÌÕÎÔÅÅÒÓ 
and the exploration and understanding of the kind of volunteer needed for the task. LTTR 
staff developed clear descriptions of the roles for volunteers with the help of one of the 
project partners, Michigan State University ExtensionȭÓ (MSU-E) Michigan 4-H Youth 
Development Program staff. MSU-E has deep experience in working with 4-H leaders and 
youth across Michigan.  

 

You can turn to your local MSU Extension staff for help with recruiting, managing 
and handling applications from youth and volunteers. 
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Getting Volunteers Ready  

Why would adults want to participate? What do they get out of it? Content experts and 
general volunteers who function in mentoring roles for the youth in the program activities 
find they benefit from: 

 Working with teens on field trips to 
deepen observation skills and 
subsequent understanding of essential 
watershed characteristics;  

 Helping youth use technology to 
record perceptions of a watershed; 

 Facilitating media production  

 and story-building skills;  

 Encouraging teens to take on  
leadership roles; 

 Connecting with young people  
who share their interests. 

&ÉÒÓÔȟ ÉÔȭÓ ÉÍÐÏÒÔÁÎÔ ÔÏ ÃÏÎÓÉÄÅr the kinds of 
volunteers that will be involved ɀ and whether 
the commitment will be ongoing and/or 
occasional (episodic).  Teens, college students, 
senior citizens, virtual volunteers, whole 
families and volunteers with disabilities are all 
viable volunteer resources.   

Use broad-based recruitment for volunteer  
ÒÏÌÅÓ ÔÈÁÔ ÄÏÎȭÔ ÒÅÑÕÉÒÅ ÓÐÅÃÉÆÉÃ ÖÏÌÕÎÔÅÅÒ 
characteristics or qualifications.  Target 
recruitment when your audience is clearly 
defined and recruitment is a matter of 
determining and tracking down the right 
person for the role when certain skills (e.g., 
carpentry, clerical, accounting, technology or 
artistic) are necessary.   

 

 

 

 

 

 

 

HOW TO GET VOLUNTEERS? 

Research shows that the best way to 
recruit volunteers is to ask them: 71% of 
people will volunteer when asked.  

 

SHOULD YOU COMPENSATE PEOPLE FOR 

SPECIAL EXPERTISE? 

In some cases, an honorarium may be 
offered to an individual content expert or 
the organization he/she represents if a 
particular expertise is needed. This is done 
on a case by case basis. (See Content 
Expert ɀ Honoraria Form in the Support 
Materials section.) 

ELEMENTS TO INCLUDE IN A  
VOLUNTEERȭS JOB DESCRIPTION 

Written position descriptions/task lists 
are important for any volunteer 
management system.  Include these eight 
basic elements for an effective volunteer 
position description: 

 Title 

 Goals 

 Duties 

 Qualifications 

 Supervisor 

 Time Required 

 Training Needed 

 Benefits 


