



























































outreach style as senior-level manage-
ment in the voluntary sector. Relations
cannot be hurried and are built over a
period of long negotiation and trust. Simi-
lar strategies for contact can be em-
ployed. Two qualities that are admired in
building relationships with governments
are (a) when commitment to cause is dem-
onstrated persistently but in a non-radical
manner; and (b) if negotiators know their
facts and produce what they say they can
produce.

Middle senior-level government offi-
cials often seek personal development
through high profile, recognition, power
and success. We can provide some of that
and need to examine how we can:

(1) publicize “good-news” results from
government negotiations

(2) give personal affirmation to negotia-
tors who have worked in the interest of
volunteer effort

(3) inform ministers and others of the way
in which we are able to appreciate work
carried out by their subordinates

(4) figure out in what way can these offi-
cials serve our organizations and develop
personal image, e.g., through councils of
advice, committees, boards of manage-
ment, public speaking.

Ministers will need to be consulted of-
ten after long-term negotiation with gov-
ernment levels 1 and 2. Initial contacts
with ministers of appropriate portfolios
may be to enhance “good news" stories in
volunteer effort, e.g., launch something,
open something, speak at a formal gather-
ing, give name to a publication. Contact
with them should be pleasant, memorable
and well organized, and volunteer effort
should be seen as capable and reliable.

Ministers should be contacted only for
high priority purposes and together you
need to build a confidence that this is how
negotiation will work in relating to volun-
teer effort in your country.

Governor, President, Royalty and other
highest level national dignitaries should
be invited to participate in volunteer effort.
Ideal occasions may be: International Vol-
unteers Day, Volunteer Week (if you have
this celebration in your country), opening
or presiding over a national or regional
conference. You can utilize the services of
your |AVE Regional Director by arranging
a function for the director to speak at on
international volunteerism and inviting a
local dignitary to be present.

Any gathering that raises the profile of
volunteer effort is invaluable towards

building relationships with both govern-
ment and business community.

Year 3}—Building Relatdonships in
the Business Sector

The business community, like the govern-
ment, can be reached from the top down
and the bottom up. Some few countries
are fortunate enough to operate in an envi-
ronment where the business community
sees partnership with volunteer effort as
both desirable and possible, but this is
rare. For the most part, reaching the busi-
ness community from the top is still con-
ducted on a "who you know" basis. Sup-
port for volunteerism is often offered on the
basis of:

uCan we be seen to be good corporate
citizens?

® Does what you do have anything to do
with our line of business?

= Will you deliver what you say you will?
® Does your organization have good inno-
vative value?

& Can you show an accountability in han-
dling finance?

& |s what you do worthwhile?

Today, most "causes” are genuine and
worthwhile. The business community is
deluged with requests for contributions
and volunteerism itself does not hold the
emotive appeal of causes directly serving
terminal illness, disabilities services or
neglected children.

The business sector likes to be seen by
its colleagues. Identify an individual of
some standing in your community—may-
or, governor, chief executive of a large
corporation—and invite him/her to invite
your area’s “who’s who" in the business
community to listen to your story. Even if
refused at first, keep up the flow of infor-
mation—annual reports, newsletiers, invi-
tations to any major event concerned with
volunteer effort. Persistence over a period
of time often wins the day.

Making contact from the bottom up—
e.g., with the personnel manager, public
relations representatives and social clubs
within large companies can be helpful. In
local communities, seeking small
amounts of help from smaller business
outlets can help. In-kind support is often a
beginning, use of promises, facilities or
services can spark an interest.

Employers can sometimes be encour-
aged to give voluntary service and later to
be the “spokesperson” where they work
for the value of the endeavor.

Can volunteerism provide resources to

the business community? Yes, in many
ways. For example, employee/employer
relations or conflict resolution in race, reli-
gion or socio-economic imbalances or
misunderstandings. Volunteerism knows
about working with disturbed clients, dis-
abled people, migrants, transients and
others who form part of today’s work force.
We have been doing it for years, but we
need to identify our resources and sell
them for a just fee.

Volunteer effort needs to be seen as the
alternative industry it is. Alternative to ma-
terialism, boredom, crisis of uselessness,
experience particularly by the aged, vol-
unteerism is a constant reminder that na-
tions live when the community engages in
serving the community.

In order to present this idea satisfactori-
ly we need.to examine the proposal for:

Year 4—Building Relationships in
the Participating Public

The public needs to know which of its
members volunteer and why. How can
they know? Only by being told.

Word of mouth, especially in the village
environment, is ideal. You will need to
plan the message, make it short and to the
point, and put it out through the village
voices.

Those who cannot avail themselves of

this method, which is foolproof, will have
to resort to visual and listening mecha-
nisms, notice boards, letter boxes, news-
letters in schools, shopping centers,
wherever volunteers and potential volun-
teers can be identified:
®m Radio if possible. Some countries will
be co-operative in allowing time on air.
# Newspapers. Lead stories, letters to the
editor, news and feature stories, try it all.
Writers empathetic with volunteerism will
need to be identified. Show them why you
want to promote volunteerism in your area,
sell the concept to the writers, follow up
with visits to environments to support your
story. Get alongside them, ask their ad-
vice, make friends and they will help you.
B TV should be used wisely. Seek cover-
age of national news involving volunteers.
Seek coverage at all levels to raise the
awareness of volunteer input.

Volunteerism will remain alive for us, we
will build relationships we need for the
future when we can say, “This is why our
people volunteer today.” It is for survival,
to belong, or to affirm what we do. Let's
find out. .
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