

















fect design and materials for our cane.
So, after having it rejected for research
by a Japanese firm, we sent the unipod
to the VA Blind Research Center to play
around with.”

In 1989, after extensive field testing
with each of the 127 members of the
Blinded National Veterans Chapter of
the Disabled American Veterans, the
DVA certified the Americane as a sen-
sory prosthesis, fulfilling a long-await-
ed goal of BAVF and the DVA.

The Americane telescopes from its
fully extended 52-inch length to a 17-
inch longgrip, allowing the visually im-
paired to have their cane with them at
all times, even in situations with limit-
ed space, such as on-an airplane or a
train. The latest Americane model fea-
tures an outer shell of tempered, light-
weight aluminum (like the video cam-
era’s unipod), which provides strength
and durability without excessive
weight. The cane’s tip is mushroom-
shaped so it won’t get stuck in sidewalk
cracks. The three sections of the cane
are red, white and blue, emphasizing
the fact that the Americane is made in
America, with American materials, by
American labor.

“We always knew this product was
needed,” Fales says. “Before the Ameri-
cane, the canes that were available fell
apart or were too cumbersome. The
problem was finding someone who
would do the research for us because it
wasn't considered a profitable enough
venture to take on.”

To date, some 2,000 Americanes have
been distributed free of charge, primari-
ly through BAVF and DVA.

BAVF’S Annual Flag Day Picnic
and Awards Ceremony

One of the foundation’s favorite events
is its annual Flag Day picnic and Con-
gressional awards ceremony, held on a
weekend as close to Flag Day as possi-
ble. The event attracts a wide range of
political figures, various veterans serv-
ice agency representatives, civic lead-
ers, and active and retired military per-
sonnel. This year, the foundation pre-
sented several awards to recognize
outstanding individuals in three areas:
interest in U.S. veterans, journalistic ex-
cellence, and dedicated volunteerism.
® The George “Buck” Gillespie Con-
gressional Award for Meritorious Serv-
ice is presented to senators and con-

CURRENT BAVF
ACTIVITIES

® Educational - programs aimed at
state and federal government agen-
cies, Congress, state legislatures and
the general public :
& Medical research -on sensory dis-
abilities, sensory prosthetics and
aids :

portance to veterans with sensory
disabilities

u Development of a volunteer corps
to assist veterans with sensory and
communication disabilities

gressmen who have shown exceptional
interest in addressing the needs of U.S.
veterans. The Gillespie award is named
in honor of a blinded WWII U.S. Army
veteran who has devoted years of his
life in serving the sensory disabled. The
1991 recipients were Congressmen
Douglas Applegate (D-OH) and Benja-
min A. Gillman (R-NY).

® The Carlton Sherwood Media Award
is presented for both journalistic excel-
lence and in recognition to members of
the media who have shown special in-
terest in the dedication to the needs and
concerns of American veterans. Carlton
Sherwood is a Pulitzer Prize-winning
reporter and a highly decorated U.S.
Marine Corps combat veteran who was
wounded three times during his service
in Vietnam. The 1991 recipients were
Washington Times Associate Editor
Woody West and WTOP radio’s Capitol
Hill correspondent Dave McConnell.
#The George Alexander Memorial
Award for Volunteer Service and the
Alexander Award are presented to rec-
ognize individuals who have demon-
strated dedication to volunteerism and
companies/corporations who believe in
corporate responsibility and achieve-
ment. The awards take their name from
the late George Alexander, whose life
exemplified the spirit of volunteerism
and who was honored in 1986 by a spe-
cial BAVF commendation. The individ-
ual 1991 award recipients were Kathryn
Blanks of ACTION and George Wakiji of

the Peace Corps. The corporate award

was presented to the Kurzweil Reading
Machine Division ‘of Xerox Imaging
Systems. ‘ '

® Research on issues of personal im- |

| RP Foundation

Volunteers Make

| Research, Cure
Possible

President Bush invited representatives
of the RP Foundation Fighting Blind-
ness to participate in The Points of
Light National Celebration of Commu-
nity Service; held April 15-26. Bush
-said that the Baltimore-based founda-
tion “exemplified the strength of volun- -
“teer spirit in America.”

The RP Foundation is a national eye
research organization that has raised
‘more than $36 million to fund clinical
research of Retinitis Pigmentosa (RP), at
more than 30 institutions in the U.S.
and abroad. RP is a group of inherited,
retinal degenerative diseases, most
.commonly diagnosed during childhood
or young adulthood. Two symptoms al- -
ways associated with RP are night
blindness and loss of peripheral vision,
or “tunnel vision.” More than two mil-
lion Americans suffer from retinal de-
generative diseases like RP, Usher Syn-
drome and macular degeneration.

The RP Foundation was started more
than 20 years ago by two volunteers,
Gordon Gund and Ben Berman, who
were brought together by Dr. Eliot Ber-
son, professor of ophthalmology at Har-
vard Medical School, while searching
for a cure for RP. Dr. Berson was the
pioneer researcher in the U.S. to devote
his studies to finding a cure for RP. The
RP Foundation has grown to a volun-
teer network of 50 affiliates in the U.S.
-and 23 RP societies abroad.

Gordon Gund, current chairman and
co-founder of the organization, is a
businessman, -philanthropist and co-
owner of professional basketball’s
Cleveland Cavaliers, and professional
hockey’s newest expansion team, the
San Jose Sharks. Gund lost his eyesight
more than 20 years ago to RP. -
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Books

New Looks from Some
Experienced Authors

By Steve McCurley

Enhancing the Volunteer Experience by
Paul Ilsley. Jossey-Bass, 350 Sansome
Street, San Francisco, CA 94104. 1990.

Working with Volunteers: Skills for
Leadership by Emily Kittle Morrison.
Fisher Books, P.O. Box 38040, Tucson,
AZ 85740. 1988.

Volunteers: How to Find Them, How to
Keep Them. Roy Crowe, editor. Vancou-
ver Volunteer Centre, #301, 3102 Main
Street, Vancouver, BC V5T 3G7. 1990.

1l of the publications in this re-

view are by people who have

been around for a while, and it is
interesting to see the changes that their
more recent publications highlight about
volunteering. And all of them fit my par-
ticular bias of the moment in that they
concentrate more on keeping the volun-
teers that you've got rather than going out
and recruiting more volunteers for un-
pleasant jobs in your agency.

Pau! Ilsley is the author of two other
books on volunteer management, both of
which are notable for their more “aca-
demic” approach to the subject. You
have to utilize that key adjective advis-
ably, since despite the fact that all of his
books are based on sound research prin-
ciples, they tend to focus more on practi-
cal application than abstruse examina-
tion.

Steve McCurley reviews books regularly
for VAL.

14

Enhancing the Volunteer Experience is
about volunteer motivation and how to
generate higher levels of participation
and commitment from volunteers, thus
increasing retention. Its approach is best
indicated through the titles of the three
major sections of the book: “Understand-
ing the Volunteer’s Point of View,” “Fac-
tors that Shape the Quality of the Volun-
teer Experience” and “Using Volunteer
Insights to Strengthen Voluntary Pro-
grams.”

All of them fit my
particular bias of the
moment in that they
concentrate on
keeping the volunteers
that you've got.

The suggestions are based on a four-
year qualitative study of volunteers and
staff in seven cities. The essential re-
search technique was interviewing, with
an aim toward discovering what factors
led volunteers to decide to continue vol-
unteering with agencies with which they
had become involved. Interspersed with
quotations from the various interviews
are brief summaries of other research
studies that may impact on motivation of
volunteers.

Nothing in this book is radically new,
but all of it is worth noting and imple-

menting. This is the sort of book on vol-
unteer management that there ought to be
a lot more of, and Jossey-Bass should be
commended for publishing it. At a time
when the national emphasis is on greater
and gaudier recruitment campaigns, it is
nice to see someone who totally under-
stands that it does no good to recruit vol-
unteers if the agency is not prepared to
deal with them in a reasonable fashion.

And, if nothing else, the interviews
produced some wonderful comments
from volunteers. Here are two of my fa-
vorites:

“Ms. Floyd: The last place I was at
wasn't good for me. The coordinator was
a former drill sergeant, I think. He had us
punching clocks, reading this, reading
that, you know, a lot of structure. It
wouldn’t have been so bad but things
weren’t any better there than they are at
other places, so I quit.”

And this, from a hospice volunteer:

“Ms. Quinlan: Well, I think you can be
prepared if the training prepares you or
gives you a good base. I don't particularly
think that mine did, at that time. A lot of
touchy feely stuff, instead of saying,
‘Look, this is what it’s like. This is what
you're going to see. These are the prob-
lems. Here are the facts.” There is too
much inner circumspection on ourselves
and all that. I don’t like that. What they
really short-sheeted was death. They said
very little about it. And then they said it
with hushed, morbid tones.”

* * % %

Volunteers: How to Find Them, How to
Keep Them is a totally new edition of a
book that was originally published in
1977. 1t is essentially a basic planning
workbook for a new volunteer manager,
but continues the Canadian tradition of
putting things together in new and clever
ways.

The book is divided into three major
sections: “In Advance”, “You and Your
Volunteer” and “Methods of Recruit-
ment.” Within the three sections are all
the usual topics covered in basic volun-
teer management: job design, recruit-
ment, training, recognition, supervision,
interviewing, etc. The clever part of all of
this, however, comes from the fact that
each of the three sections is divided into
four sub-sections: “Fundamentals,” “Par-
ticipation,”  “Additional = Consider-
ations,” and “Action Planning.”

“Fundamentals” gives the reader the
basic theory for the section. “Participa-
tion” contains exercises and training tips
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for involving volunteers and staff in im-
plementing the theory. “Additional Con-
siderations” covers additional concerns,
examples and suggestions. And “Action
Planning” provides worksheets for the
volunteer manager to plan her own im-
plementation of the suggested steps for
developing a volunteer program.

All in all, this is a typically Canadian-
stylish approach to basic volunteer man-
agement.

* %k k %

~ Working with Volunteers seems to be a
re-issued version of Emily Morrison’s
Skills for Leadership, with the title slight-
ly changed and a new cover. There are
some internal facts that haven’t been up-
dated. (VOLUNTEER, for example, is re-
ferred to as The National Center for Citi-
zen Involvement, which probably not
many of you can even remember.) But the
reality of this book is how much good
stuff there is packed away inside.

Unlike the other books reviewed
above, this is a text for the volunteer, not
for staff. It is designed to provide back-
ground and skills for volunteers who
have gotten into management and sud-
denly realized that a little information
would be helpful. What Morrison pro-
ceeds to do is to put a basic management
education into 200 pages, covering topics
such as meetings, board skills, group
process, leadership, motivation, problem
solving, time management, conflict man-
agement, and a host of others.

The basic technique is “summarize ev-
erything in one page” and it works sur-
prisingly well. If your reaction to some of
Marlene Wilson’s work is “Wow, a lot of
research was snuck into this,” then you’ll
love Emily Morrison, because the re-
search is right out front. Everything in
this book is a report on research, a list of
things to do/be/think about, or a work-
sheet. Reading it is sort of like getting an
MBA in two hours.

My favorite part of this book is the ap-
pendix, which is introduced with the
comment that it contains everything that
just didn't seem to fit in’ the body of the
book. And it does—everything from
“How to Design a Questionnaire” to the
neatest three-page outline guide to plan-
ning presentations that you ever saw.

This is a great book to have if you're
getting into training and would like to
find some great stuff to build into your
presentations. []
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Getting Publicity for Your
Volunteer Program

By Judy Haberek

hat spells success for any vol-
unteer program is growth and
the ability to pinpoint and ad-

dress community needs. To be success-
ful, a volunteer organization needs to be-
come as well-known in the community
as possible—to attract contributions in
the form of cash and willing workers.

To make your group a household name
in your area, you need publicity for your
program and its individual projects. This
is where the press becomes the lifeblood
of your program, for only it can provide
free publicity and the kind of credibility
that comes from having an objective third
party publicize your good works. One
small, well-placed story about something
interesting or particularly worthwhile
that your program has done can be worth
more than all the self-promotion you
could possible generate.

How do you get the press to take an
interest in what you are doing? It’s really
not that hard. All it takes is some prelimi-
nary research, a few press releases and
phone calls, and some common sense.

Your Press List

First, you need a press list of the local
media in your area. Many will be obvious
to you—all the local television stations,
the daily newspapers and radio stations
are the most obvious. I'll focus on print

Judy Haberek is a freelance writer in the
Washington, D.C. area and a frequent
contributor to VAL.

journalism, although the rules for getting
radio and TV publicity are not much dif-
ferent.

If your program is in a large metropoli-
tan area, by all means include the “big
city” newspaper, but make a phone call
or two to find out the name of the person
in charge of feature articles or communi-
ty events.

Also pay attention to the different sec-
tions of that large newspaper, such as list-
ings for community organizations or spe-
cial weekend sections. Many large metro
papers also have different editions for
their circulation areas. Send a general
press release to the New York Times and
it’s likely to get lost. Send it to the atten-
tion of a person or a title and you stand a
better chance of getting mentioned.

For those of you in smaller towns with
smaller circulation newspapers, it's not
as critical to target a specific department,
although having the name of a real per-
son always helps. The same holds true
for volunteer groups in large metro areas
that are also typically served by smaller
suburban newspapers. Both the subur-
ban papers and the small town papers
will have fewer departments and staff so
your notice should not get lost.

Don't overlook the other newspapers
in your area. Many areas have senior citi-
zen newspapers, arts and entertainment
journals, youth-oriented papers and
“shoppers”—advertising-oriented  pa-
pers that nevertheless often print some
stories and community notices. Weekly
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newspapers are common in more rural
areas.

Timeliness

What all these newspapers and radio and
TV stations need is a basic press release
telling them of the event you want to pub-
licize. What'’s the one and only hard and
fast rule about a news release? It must be
sent out before the event occurs! Don't
think that this is too obvious to mention.
In the 13 years I've been a reporter in
Washington, I've received plenty of re-
leases for events that took place yester-
day. Very often, it is also not very helpful
to get a press release for something that
will take place the next day, because a
reporter’s or photographer’s schedule
may well be booked up by then.

One day is not enough notice. A week
in advance is usually enough time for an
editor to schedule a reporter and/or pho-
tographer or camera crew to attend your
event. If your news release is geared to-
wards getting the public to attend a vol-
unteer event, the release should be on the
editor’s desk even sooner, particularly for
weekly publications.

So don't forget to allow time for the
different deadlines of each publication
you are mailing to, for holidays and for
possible mail delays.

What Goes In a Press Release?

OK, so now you are ready to write a news
release. What goes in it? The same thing
essentially that goes into a news story.
Drummed into the heads of beginning
journalism students are the “‘five Ws and
an H” — who, what, when, where, why
and how. These are the critical compo-
nents of a news story and the critical
components of your news release. After
you've written your release, actually go
through the copy and look for each of the
five Ws and an H to make sure you
haven’t missed something.

Your program will look nothing but
stupid if you send out a detailed release
about your plans to have 10 of the cutest
kids in the local elementary school clean
up a park—and you forget to include
what day the event will occur.

For example: WHO? The Center City
Volunteer Corps. WHAT? A park clean-
up. WHEN? September 10. WHERE? At
the park at Main and Elm in Center City.
HOW? Local school children will do the
work. WHY? To get rid of the large
amount of trash in the park.

One other must for a news release is a
contact person. That person’s name and
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phone number usually are placed in the
right-hand corner of the top of the news
release.

Very often, this is all you need. There is
nothing wrong with sending out a press
release with just these basics. Accuracy is
the key. Also, if your event is very spe-
cial, the event will sell itself. For in-
stance, if the lead of your press release
starts: President Bush will be the guest of
honor at the Center City Volunteer Cen-
ter’s bake sale, not much else is needed.
The press will show up in droves.

If your event is more ordinary, howev-
er, it can be vital to emphasize some as-
pect of the event that the press may not
know about but which may pique its in-
terest. Sometimes this means making up
a twist to the event yourself. Reporters
are always looking for a new story or a
new angle to an old story. The account of
your event, after all, has to be interesting
in the first place or the public will simply
turn the page and your efforts will be
wasted.

So back to the bake sale example. In-
stead of stating that a bake sale will occur,
how about the following: Low-calorie
sweets will be emphasized and the num-
ber of calories for each cookie will be
provided with the goods at abake sale. . .
OR The Center City Volunteer Center will
sponsor an all-chocolate bake sale . . . .

Be creative, but be truthful and don’t
try to mislead. Also, hyperbole will just
make you look foolish. Don’t claim that
your bake sale will be the most delicious
ever or the biggest one held in the last
century.

When the Media Responds

Stop for a moment and think about what
will happen when and if the reporter and
ideally a photographer show up at your
event. First of all, put yourself in their
place. They are going to be looking for the
facts about the event and something to
make it interesting to their readers. Make
sure that you have one person designated
to give them any help they need or an-
swer their questions. Ideally, that person
will be the same person listed as the con-
tact on the press release. Have some bro-
chures or other information sheets handy
for them if possible.

Many times, they will want to inter-
view one or more of the volunteers. By all
means help them with some suggestions
for people to talk to if they ask for it. If
they want to wander around, however,
don’t try to stop them from talking to any-
one, even if you think the person they are

talking to is not appropriate for some rea-
son. You don't want to give the impres-
sion that you are trying to hide anything.
Alarms go off in a reporter’s head fastest
when he or she thinks someone is trying
to cover something up.

If a photographer or TV crew shows up
at your event—better yet! A picture really
is worth a thousand words. But remem-
ber again that a photographer or TV crew
will be looking for something interesting
to photograph.

Keep your ego in check! Don't try to get
your own picture in the paper unless
you're doing something pretty interest-
ing. A photo of the executive director, her
or his assistant and a dozen or so volun-
teers lined up like statues is boring. Don’t
take the attitude that these people
worked hard, so they deserve to get their
pictures in the paper. They may indeed
have worked hard, but it is not the news-
paper’s job to reward them for their ef-
forts; it’s yours.

Point out the major players in the event
if you are asked, but never tell a photogra-
pher how to take a picture or who to in-
clude in it and who not to include. In the
bake sale example, a photographer may
go for some impromptu shot of people at
the event or he or she may try to stage
something interesting. Something typical
would be a child biting into a cupcake
with frosting all over his or her face.

Volunteer programs are in an excellent
position to get lots of good and free pub-
licity for their groups because they are
helping the community. A newspaper or
electronic media is part of that communi-
ty and is interested in boosterism as
much as the next business.

The media is already predisposed to be
charitable to charitable organizations, so
don't try to manage the news to your lik-
ing. Reporters can be a valuable ally only
if you use some common sense, be truth-
ful and realize what is news.

There invariably will be times when
the things your group is doing are not
newsworthy. Don’t expect publicity any-
way, just because you're a volunteer orga-
nization. When in doubt, ask yourself if
you expect a story in the paper just be-
cause you've done a lot of work on the
project. However, if you can honestly put
yourself in the place of the reporter and
say, “Yes, this is newsworthy and inter-
esting and the public will be interested to
read about it,” then the editor is likely to
agree. If this is the case, everyone wins—
you, the publication and the people in
your community. ]

VOLUNTARY ACTION LEADERSHIP Summer 1991















ices from a customer-service perspective
and, in many cases, have lacked a basic
understanding of service management.

We have heard a lot about empower-
ment these days, in part because of the
dependence our services have created
for many persons. Therefore, | concur with
my colleagues in the service sector that
our organizations must develop the fol-
lowing capacities: (1) the ability to think
strategically about service and incorpo-
rate a strong service orientation into the
vision of their strategic future, and (2) the
ability to manage the design, develop-
ment and delivery of service.

As we relate service management to
working with volunteers, we should focus
our attention on the most recent marketing
research available to us—both locally and
nationally. There have been significant
changes over the past five years in the
profiles of people who volunteer. Do we
really know our volunteers—our custom-
ers—today? Have we incorporated new
marketing information about them into our
planning processes, into job design, re-
cruitment, interviewing/screening, train-
ing and enabling?

In most cases, our volunteers become
part of the delivery of services. What have
we done lately to prepare them as service
representatives of our organization? We
have the dual challenge of seeing volun-
teers both as the consumers of our serv-
ices and as service providers. So they
must be seen as our partners in effective
service management.

Outstariding Service
Characteristics

Albrecht and Zemke identify three fea-
tures that outstanding service organiza-
tions have in common:

1. A weil-conceived strategy for service,
which directs the attention of everyone in
the organization toward the real priorities
of each customer

2. Customer-oriented frontline people,
who are tuned into the customer’s current
situation, frame of mind and need

3. Customer-friendly systems, which are
designed for the convenience of the cus-
tomer rather than the convenience of the
organization.

The Service Triangle represents the
three service elements of strategy, people
and systems revolving around the cus-
tomer in a creative interplay. This model
represents a proecess rather than a struc-
ture; it includes the customer in our con-
ception of our business. The organization
exists to serve the customer as well asthe
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Systems

Strategy

Customer

© Karl Albrecht

THE SERVICE TRIANGLE

needs of the people who are serving the
customer.

“Moments of Truth”

Jan Carlson, chairman of Scandinavian
Airlines System (SAS), wrote about the
“moments of truth” he observed in his or-
ganization and focused attention on the
cycles of service. “We have 50,000 mo-
ments of truth out there every day,” he
says. By Carlson’s definition, these are the
episodes in which a customer comes into
contact with any aspect of the company,
however remote, and thereby has the op-
portunity to form an impression.

As we think about the volunteers in our
organization, how many “moments of
truth” can you identify? Who is participat-
ing in these moments of truth? Are you
there every time or is it other paid staff and
volunteers?

“"Most moments of truth take place far
beyond the immediate line of sight of
management,” say Albrecht and Zemke.
"Since managers cannot be there to influ-
ence the quality of so many moments of
truth, they must learn to manage them in-
directly, that is, by creating a customer-
oriented organization, a customer-friendly

system as well as a work environment that
reinforces the idea of putting the customer
first.”

For the service provider, the customer’s
perceptions of quality depend on both the
result of service and the service process
itself.

We can look at quality service from two
perspectives: (1) the procedural side of
service, which consists of the established
systems and procedures to deliver serv-
ices and/or products, and (2) the personal
side, which shows how service personnel
use their attitudes, behaviors and verbal
skills in interacting with customers.

By utilizing the Cycle of Service Model,
we can develop an in-depth understand-
ing of both perspectives of service deliv-
ery within our organization; we can identi-
fy each and every “moment of truth.” Let's
look at one of the various programs and
services in which volunteers are involved.
Our focus is on the key contact points be-
tween staff and potential volunteers; each
one is called a “Service Context.”

1. The potential volunteer has called for
an appointment and the telephone cre-
ates the first moment of truth—with whom?
Does the person who answers the tele-
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You may reproduce this camera-ready art for your own volunteer recruitment and recognition purposes.

TO CHANGE YOUR ADDRESS—USE YOUR LABEL
FOR FAST, ACCURATE RESPONSE

' I New Address
Attach

your []or check here if label appears  Name (please print)
label on back of this form. Address

here I |

City/State/Zip

Return to: Voluntary Action Leadership, 1111 N. 19th St., Suite 500, Arlington, VA 22209, ATTN: Subscription Dept.






