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Objective 1
Explore new marketing techniques to attract and
retain volunteers for your events.

Objective 2
Craft/Refine

Objective 3 .

Design and promote volunteer roles that appeal
to different demographics and skill sets.
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e Volunteerism Data

Over 1 billion people volunteer
worldwide

30.3% Of Americans volunteer

Women are more likely than men to
volunteer, formally and informally

Baby Boomers are more likely to be volunteers
than any other generation

People in the US, spend an average of 52 hours/year
volunteering

In the US, 25% of people support sport
organizations. 2" only to religious groups (32%)

MOST VOLUNTEERS IN THE STATES ARE
BETWEEN 35 AND 44 YEARS OLD

Bureau of Labor Statistics
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Volunteerism: Then and Now s
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Driven by a sense of civic duty or
loyalty

“It is the right thing to do”

Communication relied on word of
mouth

Volunteers were often housewives,
retirees with limited youth

Expectations were to stay through
entire event

Seeking personal fulfillment and
skill-building

Small and time-flexible tasks

Social Media and email campaigns
make it easier to recruit and engage

Volunteers are a broader
demographic, including students

Expectations are to stay through
the entire event
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Your
Bowlers!
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s Youth Bowlers T
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* Flyers at Youth Leagues

* Speak with Parents

* SMART Funds
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Board/Committee
Members

Get them in on the action.

Sponsorships

Sponsors are NOT just money!

Cross Promotion

Partner with a group/business in
the community and promote their
events. Reciprocation is key to
growing community.

Civic Groups

Key players in community development.
Valuable source for volunteers.
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Allstate. Walmart

You're in good hands.

KOH LS \/ Bankof America.
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What Are Volunteer Grants?

Monetary grants companies give to nonprofits where eligible
volunteers apply

Companies support volunteer efforts of their employees

Grants incentivize employee volunteerism while assisting
nonprofits

Several types of grants
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Benefits for Both Parties

Additional Funding
Increased Volunteer Engagement
Strengthened partnerships

Positive brand image for both
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Bank of America Grant

Grant is made to the nonprofit of volunteer’s choice once an
employee or retiree has volunteered a minimum of 50 hours/
calendar year.

50 Hours/year of volunteerism = $500 grant to the organization

Maximum of $1,000/ calendar year granted per employee/retiree
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Companies with Volunteer Grants
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=== Crafting the Appropriate Strategy s
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Define Needs

Set clear expectations for your volunteers.
What are they doing, when do they need to
arrive, etc.

Targeting Right Audience

Identify the types of volunteers you need

Utilize Multiple Channels

Leverage a mix of traditional and digital
outreach (word of mouth, social media, email)

Ease of Sign up

Use online registrations platforms and keep the
process simple



Online Volunteer
Registration
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* Volunteer registration site
* Sends reminder emails to volunteers

* Tracks impact of individual volunteers

* Cost: FREE
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Meeting Them at Their Level @

r@ Devoting Time for Training @
=<
Identify what they are @
going to be doing.
Orientate your & Recognize/Incentivize @
volunteers before and

when they arrive.

Specify Duties

Be as detailed as

possible when providing ‘!@’

instructions on their

duties. Let your volunteers know they are a
valuable part of the event. Take pictures 1&_

and provide them with recognition.



o Evaluations After Event =

Future Events

Evaluations allow for
volunteers to highlight what
went well and potential
areas of improvement

Enhance Experience

Helps tailor roles, training
and support to increase
engagement

Identify Training Gaps

Feedback can provide areas
where volunteers felt
unprepared and helps

association improve training

Testimonials

Positive feedback can be
used for marketing, future
recruitment and showcasing
volunteer impact.
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. Seminar Summary

Engage Volunteers Effective Recruitment

Show your volunteers the Use your members and

passion you have for the community groups as

sport of bowling sources

-

Volunteer Grants Crafting a Strategy S .
Companies offer grants Utilize automated volunteer
when employees volunteer a registration and provide smaller
certain number of hours lengths of volunteer time

Call To Action

Create/refine your recruitment strategy, engaging new volunteer
sources, and leveraging digital tools to enhance outreach.

Encourage participation, recognize contributions, and build a
strong volunteer community!
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