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4-H GROWS WITH 4-SIGHT
The North Carolina 4-H program made
substantial growth during the first
year of 4-Sight. County Extension
staffs are to be congratulated for
their efforts to step into the future
with a vigor that adds a growth dimen»
sion to an already growing program.
4—H membership reached almost 98,000,
up from 93,000 of a year ago, and '
leadership exceeded 13,000 which is
an increase over the 12,000 of the
past year. The 4—H program growth
amounts to a 5 percent increase in 4—H
membership and slightly less than a 10
percent increase in leadership. These
are substantial gains even though they
are below the annual projections (1977 a
membership 104,166 and leadership
14,335).

Attached to the newsletter is an infor»
mation sheet on North Carolina showing
the annual increments and the numerical
and percentage increases for the six
years of 4~Sight. Also attached is a
planning sheet for your use in making
projections for results in your county.
I hope you find it usefulo

Donald L. Stormer
f<C<
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1978 CALENDAR OF EVENTS
Enclosed are several copies of the
”1978 4wH Calendar of Events." I
suggest that you glean this now and
post the activities which are appro—
priate for your county. Changes in
the calendar (if any) will be in~
cluded in future newsletters.

- REMINDERS —
November 18u20, 1977 — State 4mH

Council Retreat at Betsy—Jeff Penn.
Refer to letter of October 10.

December 5, 1977 w Applications for
all 1978 International Programs
~due in State 4_H Office.

February 15, I978 e Applications due
for 4-H Development Fund, L. R.
Harrill and SmithuDouglass Scholar»
ships.

Dalton R. Proctor

WBS IS COMING
WBS stands for Winning Behavior
Skills. It is the title of an out—
standing 4-H program designed to
help young people develop a range
of behaviors related to the life
skills needed by them to make a suc-
cessful transition into adulthood.
The program includes seven modules
and should be presented in a series
of seveneto—fourteen consecutive
sessions. '

The WBS program will be launched in
North Carolina in February, 1977,
when three regional workshops will
be conducted to train adult volun—
teers who will fill the role as
county WBS program chairmen. These
volunteers will have the role of
teaching 4~H'ers who participate in
the WBS special interest groups in
the various counties. Agents will
receive detailed information about
the regional workshops in the near
future and are encouraged to take
full advantage of this excellent
program.

DISTRICT ACTIVITY DAYS — 1978

Please add the dates for District
Activity Days to your calendar of
events as follows:

June
June
June
June

June
June
June

20,
21,
22,
23,

27,
28,
29,

Scotland County, SC
county undetermined, SE
Hyde County, NE
Nash County, NC

Haywood County, W
Surry County, NW
Stanly County, SW

Pauline E. Moore

CHANGE IN ASSIGNMENT

Dr. Mary Nesbitt has had a change of
assignment and title on the 4-H staff.
Her title and assignment have been
changed from full—time 4—H Specialist
with a state—wide responsibility in
curriculum development to halfztime
4uH Staff Associate with campus
responsibilities in the area of 4-H
curriculum development. Dr. Nesbitt
will be working with 4-H and subject
matter specialists in the development
of curriculum and in the administration
of the 4-H awards program. Her current
assignment is for one year.

Donald L. Stormer

STATE 4~H COUNCIL

Enclosed in the coordinator's letter
is a list of the state and district
officers for 1977-78. Also enclosed
is a copy of their first newsletter.

Dalton R. Proctor

4~H CHILD CARE PROJECT NOW IN AWARDS
PROGRAM
The 4—H Child Care Project will become
a part of the North Carolina 4—H Awards
Program for the coming year, 1978.
(Continued on page 3)



4-H CHILD CARE PROJECT (cont.)
FourmH'ers may, of course, con“
tinue to participate in the program
without competing for awards, but,
if they do desire to compete, they
may enter a cumulative record in
child care. Each county may submit
one cumulative record in child care
on March 1 for competition at the
district and state levels just as
is done in many other programs.

Blue ribbons will be awarded to all
high quality-records and District
Winner Certificates will be awarded
to district winners. The State Win—
ner will receive a trip to National
4-H Congress sponspred_bv the Frankye
Ebert Memorial Endowment.

Specific directions for preparing a
cumulative record in child care will
be prepared by The Extension Human
Development Department, Leo Hawkins,
In Charge, for your use in January.
Presently, however, you should remind
4-H”ers wishing to compete that the
completed project book which will be
required in the cumulative record
will be the one which reflects their
age at the time of participation:

Music and Stories With Children
(4—H C—lO—lO), ages 9~ll yrs.

Nature Activities With Children
(4—H C—loml), age 12 yrs.

Animal Activities With Children
(4mH C—lO—2), age 13 yrs.

Art Activities With Children
(4-3 Cu10~3), age 14 yrs.

Activities With Children in Groups
(4-H C—lO-lS), age 15 yrs. & up.

A leaders' guide for the 4-H Child
Care Project is available, publica—
tion number 4-H L-lO-18.

Mary C. Nesbitt

TRAFFIC SAFETY SPONSORSHIP
The North Carolina Association of
Insurance Agents, Incorporated will
provide sponsorship for the Traffic
Safety Poster Contest through 1980.

Contact your local insurance companies
to expand your local program for boys
and girls 9 to 12 years of age.

Guidelines for participation will be
distributed at a later date.

Henry Revell, Jr.

4-H PUBLIC SPEAKING CONTEST
There will be a junior and senior
division of the 4-H Public Speaking
Contest in 1978 instead of the boy and
girl divisions. We hope you will
continue to encourage participation
of both sexes.

Pauline E. Moore

YOUTH INTEREST SURVEY
Youth spend a lot of time on passive
entertainment; that is, they spend
much of their leisure time on activim=
ties with no educational value. This
is one of the conclusions reached by
a committee of 4-H agents in the North
Central District. The committee con—
ducted an "interest survey” that in-
cluded 122 youth in five counties.
The committee chairman was Mrs. Carolyn
Stanley from Vance County.

A summary of the committee report is
enclosed with this edition of the 4—H
Newsletter. The report includes a
copy of the questionnaire used in the
survey. Several important implica—
tions are drawn from the survey and
they may have a bearing on the 4mH
program in your county; therefore,
you will probably profit by reading
the committee's report.

C. E. Lewis



4-H GROUP AWARDS
Enclosed with the newsletter is a
report of 1977 Winners in 4-H Group
Award Programs (Community Service
Project winners will be announced
at a later date.) These counties
and clubs are to be congratulated
for the work accomplished.

In looking at the report, you will
note that participation was not at
its maximum. It is possible to
recognize ten clubs or groups in
each program; Automotive, Conserva—
tion of Natural Resources, and
Safety. On the basis of the number
of individual 4~H'ers participating
in these program areas, it would
seem that interest is high in these
areas. Perhaps more club and group
leaders need to be made aware of
this opportunity for their members
as a group. Plan now to orient all
of your leaders to these programs so
that they will offer their members
the opportunity to participate in
these programs throughout the coming
year if the members so choose.

Mary C. Nesbitt

INTERNATIONAL INTRIGUE WINNERS

Jodi Lynne McDonnal, Union County,
is State Winner in the International
Intrigue project. Pam Proctor is
District Winner in North Central
District and runner—up in the State.

Pauline E. Moore

4uH'ER NOMINATED FOR SCHOLARSHIP

Julie L. Snyder of Forsyth County ha
been nominated from North Carolina
to compete nationally for one of two
Animal Science College Scholarships
valued at $1000.

Mary C. Nesbitt

S

DOMESTIC CULTURAL EXCHANGE PROGRAM

Hyde County 4-H Junior Leaders are de-
veloping an educational exchange pro-
gram. Twelve Junior leaders headed to
Buncombe County October 14—17, to see
such sights as: Biltmore Mansion,
Rosman Satellite, Tracking Station,
Thomas Wolfe Museum, Davidson River
Fish Hatchery, Mount Mitchell Park,
Cradle of Forestry Exhibit, and Blue
Ridge Parkway. Overnight accommoda-
tions were at Swannanoa 4_H Camp.

Hyde County will host Buncombe County
in the Spring of 1978.

Pauline E. Moore

DAIRY GOAT PROJECT SURVEY RESULTS
The August 1977 4~H Newsletter con-
tained an article about the possibility
of a 4—H dairy goat project, including
a state award, being added to the
official list of North Carolina 4~H
projects. In order to have some indi-
cation of the interest and potential
of such a project, 4-H coordinators
were surveyed and the results will be
used by the State 4—H Curriculum
Committee in making its decision on
whether or not to add the dairy goat
project.

Fortyaeight 4—H coordinators responded
to the questionnaire that was enclosed
in the August 4-H Newsletter. The
responses indicated that 29 4-H"ers in
6 counties are presently enrolled in
the ”unofficial" dairy goat project.
The questionnaire also showed that 25
coordinators expect to have 160 4~H'ers
enrolled next year if the project is
sponsored on a state—wide basis. How»
ever, 88 of these represent 4 counties.
Two coordinators indicated that they
think the project has "great potential,"}
10 indicated “moderate potential” and
36 said ”little potential." There was no
response from the other 52 coordinators.

Charles E. Lewis



"RECRUITMENT: A SUPERMARKET OF
VOLUNTEERS:

The enclosed article entitled,
"Recruitment: A Supermarket of Volun—
teers" is from the summer, 1977,
issue of Voluntary Action Leadership,
an excellent quarterly magazine pub-
lished by:

National Center for Voluntary Action
1214 16th Street, N.W.
Washington, D.C. 20036

A subscription is $8 for one year
and $14 for two.

Thearon T. McKinney

OUR SPREADING 4~H CLOVER
The North Carolina 4~H Honor Club
has~supplied us with a number of sets
of slides and accompanying scripts
on ”Our Spreading 4-H Clover." There
are 17 slides in the series which
give the effect of a real, growing
and opening four-leaf clover. The
photography is excellent. The
slides and accompanying script will
be very useful as introductory
material for general 4—H slide sets
or other general 4-H programs. The
script talks of the development of
the 4~H program throughout its
history. The slide—script set may
be obtained through the Visual Aids
Library at N.C. State University.

Mary C. Nesbitt

"THE 4mH ORGANIZATIONAL LEADER—-
HER NEED FOR RECOGNITIO ”
Enclosed is another paper in the
series resulting from the ED 596
course, February, 1977. This one is
entitled ”The 4~H Organizational
Leaderm—Her Need for Recognition”
by Carolyn Stanley, Vance County.

Thearon T. McKinney

CITIZENSHIP IN ACTION PROPOSALS

Due to an apparent problem in communi-
cations, the due date for 1978 Citizen~
ship in Action proposals has been ex~
tended. Completed proposals should be
submitted to the State 4-H office by
November 28, 1977.

A committee of Extension Staff members
appointed by the National 4—H Council
will make the selections so announcem
ments and checks can be sent out in
early January.

Applications are available from the
4~H office.

Just a reminder: Applications for Summ
mer Staff, both paid and volunteer
positions,are due at the National 4MB
Center on January 2, 1978. They should
be submitted to this office not later
than December 29, 1977. Refer to last
newsletter for description of positions.

Pauline E. Moore

4nH WHEELS PROGRAM
Get your 4—H Wheels Kit while they last.
Only 20 kits are left. Reduce accidents
and help to change attitudes through the
Wheels Program. It consists of 12 les—
sons, a 180 narrateduslide series and
member activity sheets for each lesson.

Contact John Glover and implement the
Wheels Program in your county.

Henry Revell, Jr.

MEDAL AND CERTIFICATE ORDERS DUE
Just a reminder that all medal and cer-
tificates orders are due to the State
4—H Office by November 15. An inventory
and summary for the National 4-H Council
must be made the latter part of November?
Therefore, priority will not be given !
orders received after November 15.

Mary c. Nesbitt i
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HANDICRAFT SUPPLIES AVAILABLE

We have a limited supply of several
handicraft items left from camp use.

Listed below are the items and
prices available from Fred H.
Wagoner, 208 Ricks Hall, NCSU. You
may order in any quantity for 4-H,
homemakers, civic, church groups,
etc.

1/2” sterling silver circle to make
tie tacks (each person hammers own
design) complete with practice cop-
per circle and tie tack (can loan
tools to hammer designs) 25¢ each

Sets of mahogany blocks to make
bookends complete With block routed
to hold ceramic tile design, includes
tile, metal strips and grout
(slightly stained that would need to
be finished with dark stain rather
than a natural finish) 85¢ each

Assorted pieces of copper for use in
copper enameling — 3 inch ash or pin
trays, 7/8” circles, l/2” circle that
may be used for pins or tie tacks,
4mleaf clover for necklace, small
strip useful for tie pins; findings
of tie pins, tie tacks and safety
bar pins; and several pounds of
several colors of enamel. Average—-
25¢ per article complete or will
sell just the items or enamel.

Leather billfold kits complete with
prepunched leather, lacing, direc—
tions 85¢ each

Kraft fiber for bottoming stools
or chairs 25¢/lb.

Waste basket kits, including mason-
ite base with holes pre—drilled and
3/8" flat reed for weaving into #2
round reed $1.40 each

String art plaque kits complete with
wooden plaque, cloth covering, nails,
string, patterns, etc.

about 12" x 12” $1.00 each
about 6“ x 12" .80 each

Leather belt strips with buckles and
rivets. $2.20 each

4" diameter aluminum dish for ash or
pin trays .15 each

Wooden kitchen knife holder kits comm-=
plete with precut wooden parts, nails,
sandpaper, decoupage material and pate
terns to decoupage $1.15 each

Walnut wood blocks about 3" x 5” to
make decoupage plaques .35 each

Fred H. Wagoner

1978 IFYE CARAVAN OPPORTUNITIES

Countries to participate in the IFYE
Caravan programs in 1978 include Costa
Rica, Denmark, Finland, France, Guate~
mala, Italy, Jamaica, Mexico, Norway,
Switzerland, Trinidad and Tobago, and
the United Kingdom. Special Interest
Caravan programs will include a 4uH
Horse Caravan to Scotland and Canal
Cruising in the Netherlands. Regular
programs cost about $1300 and special
interest programs $1400-$1500. All
programs are 6-8 weeks in length.

Caravan group leaders are needed. All
expenses are paid.

Pauline E. Moore



”A MATTER OF RECORD”

Before you know it, March 1 will be
here and it will be time to submit
cumulative records again. Begin
now to encourage your leaders to
conduct workshops on cumulative
record preparations. Submit your
reservation request immediately
for the slidewtape set “A Matter
of Record" if you plan for it to
be used in the workshops. Reserva-
tions should be made with the
Visual Aids Library.

'You should also refer to the April,
1977, issue of 4—H News for a copy
of the ”General Recommendations
for Preparing Records,” compiled
by the agents who judged records
in Raleigh this past year. These
recommendations should be helpful
to you as you prepare your leaders
to conduct their workshops.

Check now, also, to see that your
supply of National Report Forms
is adequate and that they are the
new form (200M476).

Mary C. Nesbitt

IFYE NEWSLETTER

Glenn Sheets, our IFYE to Egypt,
shares more of his experiences with
us through his second newsletter.
A copy of the newsletter is enclosed.

E.Pauline Moore

7

SLIDE-TAPE ON ARMY ROTC

The Department of the Army, through
ES/USDA, has requested that we inform
you of the availability of a 35 mm .
slide presentation depicting the aims,
objectives and benefits of the Army
ROTC program. The slide sets are
available from the Professor of
Military Science at Army ROTC host
colleges and universities. A list
of the host colleges and universities
is attached to the newsletter.

Donald L. Stormer



4-SIGHT IN COUNTY

Long-range county projections for 4-H growth in for
(Name of county)

period 1976-82 based on statewide projections for 4—Sight.

Vo1unteer 4-H Leaders
X .195 = *

(no. 1eaders in 1976 from 1ine 12 of ES (expected number for 1977 above
237 submitted in summer of 1976) 1976)

4-H Members
X .12 = *

(66. members in 1976 from 1ine 3 of (expected number for 1977
ES 237 submitted in summer of 1976) above 1976)

*Add these amounts to the 1976 enro11ment figures for each of the six years of the
1ong—range p1an. Insert in Tab1e I fo11owing.

TABLE 1

4-H AND YOUTH PROGRAM
ANNUAL INCREMENTS OF 4-H SIGHT GOALS

COUNTY

Year 4-H_;eaders 4—H Members

1976 (From 1ine 12 of ES 237) (From 1ine 3 of ES 237)
Estimated
Actua1 (From 1ine 12 of ES 237) (From 1ine 3 of ES 237)1977

1978

1979

1980 '

1981

1982



4-H AND YOUTH PROGRAM
ANNUAL INCREMENTS OF 4-SIGHT GOALS

North Caro1ina

Year 4-H Leaders 4-H Members

*1976 12,000 93,000

1977 14,335 104,166

1978 16,665 115,335

1979 19,000 126,500

1980 21,330 137,665

1981 23,665 148,830

1982 26,000 160,000

*Base year

NUMERICAL & PERCENTAGE INCREASES FOR THE SIX
YEARS OF 4-SIGHT

North Caro1ina

Tfiia1 Annua1 % Increase % Increase
__ Increase Increase Tota1 Per Year

4-H Leaders 14,000 2,333 115 19.5

. 4-H Members 67 ,000 11 ,1 66 72 12



The 4-H Organizationai Leader --

Her Need For Recognition

by

Caroiyn Staniey
Vance County Agent~

A paper in the series resuiting from participation in ED-596, February, 1977



Do your agents meet your recognition needs?

4—H members: What do you think are the most appropriate ways to

recognize your leader?

The basic assumption is that the responses will be different. The

responses will be compiled and compared. The result will be implications for

use by 4-H agents.

REVIEW OF LITERATURE

What makes people give their time to help others? Mbst people would

respond that self-satisfaction is the answer. But se1f~fulfillment alone can

soon wear thin. Volunteers need to know that their efforts are appreciated.

To be effective? standards must be set for recognition. Unearned

recognition is embarrassing to the recipient and to the organization. 30 is

superficial recognition. Recognition needn‘t be elaborate: but whatever form

it takes, it must be real and deserved.

”Volunteers themselves are inclined to say that the best form of recogni~

tion is the day—to-day satisfaction of doing well a task that needs to be

done. (1) But, whether formal or informal, personal or public, the volunteer

needs to know his efforts are appreciated. Personal, informal recognition is

usually not planned. Vern Lake lists 101 ways to recognize volunteers, most

of which are personal.(2) Some of these items we'd probably never think of

but ones which can be highly effective. Selfnsatisfaction and personal

recognition may be enough reward for some leaders. Others desire more public

recognition. Public recognition may be a banquet, picture in the newspaper,

participation in a radio or television program, a gift. pin, certificate, and

anything else that says “thank you: in a public setting. 4-H agents tend to

rely on public forms of recognition.



THE 4-H ORGANIZATIONAL LEADER - HER NEED FOR RECOGNITION

SITUATION

Organizational 4—H leaders in Vance County are currently recognized

publicly in a very limited manner. The most obvious recognition comes at the

leaders banquet. No awards for tenure, contribution to a club, or to the

county program are given. Each leader receives a small gift. Special

interest and project leaders often receive gifts, too, at the close of a

'special workshop. Other public recognition of leaders comes in news releases

and on radio programs. Letters of appreciation are the only widely-used

personal kind of recognition. Since recognition is one of the needs of

volunteers, we as 4-H agents must analyze our recognition program for them to

determine whether or not we meet their needs.

The objective of this project is to determine the forms of recognition

wanted by organizational leaders, to compare this with recognition currently

given them by 4-H agents, and to suggest ways to improve recognition plans.

STRATEGY

An informal, open—end question survey will be conducted with 4-H agents,

4-H organization leaders, and 4-H members as respondants. The questions asked

of each group will not be the same, but will all deal with recognition of 4—H

leaders.

The questions are:

4-H agents: What kinds of recognition and awards do you provide for 4-H

organizational leaders?

4-H leaders: What kinds of personal and public recognition do you want?



Recognition of volunteers needs to follow a plan. The plan should be

prepared by someone who has the skills and knowledge necessary to do it.

The Curriculm on Leadership Development prepared by the National 4-H Urban

Committee contains a list of skills and knowledge needed to prepare and

facilitate a recognition plan.(3) According to this plan, an Extension

professional should be knowledgeable of gratification theory and motivation,

and possess a philosophy of awards and rewards. Among the professional's

skills should be the ability to plan sequential recognition, to encourage

expressions of appreciation, and to give publicity when necessary. An

Extension professional should realize the value of proceeding with caution

with any recognition plan so that it will not get out of hand.

FINDINGS

Three audiences were surveyed regarding recognition of 4-H organization

leaders. The responses varied according to audience type, but responses

within a given group were surprisingly similar.

Extension professionals use primarily three methods of recognition for

4-H organizational leaders. These are a personal thank you (written or

verbal), certificates or pins, and a leader's banquet. Newspaper articles

and radio programs were the least cited recognition forms. Several agents

have funds available to pay partial or total expenses for leader training

opportunities, whether in-state or out—of—state. In one county an r‘Outstanding

4—H Leader" is selected and presented an appropriate plaque.

Most agents felt that their recognition plan for 4~H leaders could be

improved. Comments ranged from “we could do a better job, because without

them we have no program“ to 'no matter what we do, some appreciation must

come from the members and their parents . One agent responded that leaders



considered their job to be special and that their reward came from doing a

good job.

Responses from organization leaders support this idea. Some were

explicit in their desire for no public recognition. They responded that the

reward came from seeing youngsters grow and develop. Almost all leaders

stated that a simple thankmyou from a member, a parent, or an agent was

enough recognition.

Those leaders who responded that a recognition banquet was desirable

added that they used the occasion to share ideas with other leaders. They

thought pins and certificates were appropriate for leaders who had served a

long time (thirty years service was one example).

As far as media recognition was concerned, leaders commented that they

didn't want to be singled Out for coverage, but preferred articles on what

4—H leaders generally do so that the public would have a clearer concept of

the leader's role and responsibility.

All leaders responded that their need for recognition was being

adequately met by the extension agents in their county.

The responses of 4-H members were completely different from those of

Extension agents and leaders. They tended to favor material gifts and social

gatherings as appropriate forms of recognition. A party given by members

was most often cited. Media coverage was another popular recognition form.

One respondant thought a ”Leader of the Month“ award would be appropriate.

Several stated that they didn't have any specific suggestion to make, but

that whatever recognition was given, it should be visible.

CONCLUSION

It would seem from the responses of the agents and the leaders that

agents do not completely meet the recognition needs of 4-H leaders. Leaders



said they preferred self-satisfaction and personal recognition, but they

liked dinners because of the opportunity to share ideas with other leaders.

Agents, on the other hand, schedule leader banquets as the basis for most

recognition plans. Perhaps Extension Agents try too hard to provide public

recognition. Since leaders want appreciation from the club members and their

parents, agents should encourage members to say ”thank you".

I do not think we want to eliminate leader dinners, media coverage, and

other forms of public, tangible recognition. We should strive for a healthy

balance between personal and public recognition.
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101 WAYS TO GIVE RECOGNITION TO VOLUNTEERS

By Vern Lake, Volunteer Services Consultant. Minnesota Department of

Public Welfare as published in the Winter, 1977, issue of ”Voluntary Action

Leadership“.

Continuously, but always inconclusively, the subject of recognition is

discussed by directors and coordinators of volunteer programs. There is

great agreement as to its importance but great diversity in its implementa-

tion.

Listed below are 101 possibilities gathered from hither and yon. The

duplication at 1 and 101 is for emphasis. The blank at 102 is for the

beginning of your own list.

I think it is important to remember that recognition is not so much

something you do as it is something you are. It is a sensitivity to others

as persons. not a strategy for discharging obligations.

1. Smile 16. Provide a baby sitter.
2. Put up a volunteer suggestion 17. Post Honor Roll in reception

box. area.
3. Treat to a soda. 18. Respect their wishes.
4. Reimburse assignment-related 19. Give informal teas.

expenses. 20. Keep challenging them.
5. Ask for a report. 21. Send a Thanksgiving Day card
6. Send a birthday card. to the volunteer's family.
7. Arrange for discounts. 22. Provide a nursery.
8 Give service stripes. 23. Say ”Good Mornina .
9 Maintain a coffee bar. 24. Greet by name.

10 Plan annual ceremonial 25. Provide good pre—service
occasions. training.

11. Invite to staff meeting. 26. Help develop self—confidence.
12. Recognize personal needs and 27. Award plaque to sponsoring

problems. group.
13. Accommodate personal needs and 28. Take time to explain fully.

problems. 29. Be verbal.
14. Be pleasant. 30. Motivate agency VIP's to
15. Use in an emergency converse with them.

situation. 31. Hold rap sessions.



32.
33.

34.
35.
36.
37.

39.

40.
41.
42.
43.
44.
45.
46.
47.

(IO.
49.
50.
51.
52.

53.

54.
55.

56.
57.
58.
59.

60.
61.

62.
63.

64.
65.
66.

67.

68.
69.

Give additional responsibility.
Afford participation in team
planning.
Respect sensitivities.
Enable to grow on the job.
Enable to grow out of the job.
Send newsworthy information to
the media.
Have wine and cheese tasting
parties.
Ask client-patient to evaluate
their work—service.
Say "Good Afternoon”.
Honor their preferences.
Create pleasant surroundings.
Welcome to staff coffee breaks.
Enlist to train other volunteers.
Have a public reception.
Take time to talk.
Defend against hostility of
negative staff.
Make good plans.
Commend to supervisory staff.
Send a valentine.
Hake thorough pre-arrangements.
Persuade "personnel” to equate
volunteer experiences with work
experience.
Admit to partnership with paid
staff.
Recommend to prospective employer.
Provide scholarships to volunteer
conferences or workshops.
Offer advocacy roles.
Utilize as consultants.
Write them thank you notes.
Invite participation in policy
formulation.
Surprise with coffee and cake.
Celebrate outstanding projects
and achievements.
Nominate for volunteer awards.
Have a “Presidents Day” for new
presidents of sponsoring groups.
Carefully match volunteer with job.
Praise them to their friends.
Provide substative in~service
training.
Provide useful tools in good
working condition.
Say “Good Night .
Plan staff and volunteer social
events.

70.
71.

72.
73.

74.
75.
76.
77.
78.

79.

80.

82.

83.

84.

85.
86.

87.
88.
89.

90.

91.
92.

93.

94.
95.

96.

97.
98.
99.

100.
101.
102.

Be a real person.
Rent billboard space for public
laudation.
Accept their individuality.
Provide opportunities for
conferences and evaluation.
Identify age groups.
Maintain meaningful file.
Send impromptu fun cards.
Plan occasional extravaganzas.
Instigate client planned
surprises.
Utilize purchased newspaper
space.
Promote a Volunteer-of—the-
Month“ program.
Send letter of appreciation
to employer.
Plan a Recognition Edition"
of the agency newsletter.
Color code name tags to
indicate (hours, years, unit,
etc.).
Send commendatory letters to
prominent public figures.
Say “we missed you”.
Praise the Sponsoring group
or club.
Promote staff smiles.
Facilitate personal maturation.
Distinguish between groups and
individuals in the group.
Maintain safe working condi-
tions.
Adequately orientate.
Award special citations for
extraordinary achievements.
Fully indoctrinate regarding
the agency.
Send Christmas cards.
Be familiar with the details
of assignments.
Conduct community-wide cooper-
ative, inter-agency recogni—
tion events.
Plan a theater party.
Attend a sports event.
Have a picnic.
Say ”Thank You“.
Smile.



THOUGHTS AND SUGGESTIONS
ON

4-H ADVISORS RECOGNITION BANQUETS
(A Guide for Extension Faculty)

Fred Bruny

Meaningful recognition of the volunteer is just as important a process
as the identifying recruiting, training and working with process. Appro—
priate recognition is a tremendous motivation factor and, properly done, can
help us with the other four processes.

There are any excellentwmy and methods to recognize advisors. One
method that most counties use is the 4—H Advisor Recognition Banquet.
Following are some thoughts and suggestions that hopefully, will improve the
quality of the banquet and make it a meaningful recognition for the volunteer.

1. The primary purpose of the banquet is to recognize and pay tribute to all
4-H advisors. Give VIP“ treatment to advisors. This is an important
night, this is their night, make it a memorable one for them by treating
them as honored guests.

There may be other program items essential to the banquet success
(introductions of guests and donors, recognition of friends of 4—H and
spouses, announcements, and speeches) but these should be secondary to
the recognition of the advisor. Strategically locate key guests with
advisors throughout the audience. Special guests and donors could be
honored without taking the spotlight' away from advisors by involving
them in presentation of pins, certificates, and other awards.

2. Presentation of pins and certificates need to be organized. Much time
can be wasted that detracts from the program if individuals “parade”
from the audience to the speaker's stand.

A representative for each tenure group, seated at the speaker' 5 table,
and presented the award in behalf of all advisors in that group, is one:
effective way of making the presentation meaningful. Advisors in the
audience of that tenure group would be recognized "in place' by giving
their name and presenting the certificate and a personal handshake.
This takes some helpers in the audience. Seating of advisors by tenure
groups will help this process. If there are only a few in the higher
tenure groups, they may all be up front and recognized accordingly.

3. In recognition of people, make sure you can accurately pronounce their
name. The recognition has a phony ring if you cannot say the name.
Also devise some kind of checking system to be sure that the person
being recognized is in the audience. It 'cheapens" the recognition if
you call several names that are not there, and it says very little for
your organization ability.
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11.

12.

13.

14.

Pictures given to those ‘special honored advisors are most meaningful.
Make arrangements for extra copies, and see that the appropriate person
receives his own personal copy. Newspaper, radio and TV coverage prior
to and after the banquet is most appropriate. People like to be asso—
ciated with positive things that make the news.

Youth giving some kind of tribute in recognition of advisors is very
effective and appropriate. This might be done by a Junior Leader group
in ceremony form.

Advisors are guests and should not pay. Spouses should be invited;
preferably as guestS? if guest status is not possible, try for partial
payment for the spouse.

The local 4—H club is a good possibility for sponsorship of their
advisor and spouse to the banquet. Sponsorship by the local group
might have special meaning to the advisor; and is excellent training
for youth, in that it teaches them to say thanks.

The invitation to advisors should be far enough in advance so that
arrangements can be made to attend. The invitation should have a
personal appeal, be attractive, and have some style and class. The
quality of the invitation often is directly related to the quality of
the program.

The program should vary in format from year to year so that the ”same
old thing“ criticism is not justifiable. If a speaker is part of the
program, select someone that will focus on the theme or area of emphasis.

Success breeds success. A satisfied customer tells three others, a
dissatisfied one tells 13 others. Quality programs will assure
participation.

Location of the banquet is very important. The image of the physical
facility has a direct effect on the program. The new joint vocational
school vs. the oldest grade school (basement to boot) is quite a con—
trast. Strive for the best physical facility possible.

The audience should be able to recognize that the event is a 4-H banquet,
4—H emblems, flags, signs, 4—H colors (green and white), appropriately
displayed are a must.

The printed program should be attractive and designed as a possible
souvenir program. Peopltzlike to see their name in print. Listing of
advisor‘s names and clubs are appropriate. Also include some current
statistics and history of the 4~H program. Advisors like to be assoc"
iated with something that is progressive and dynamic. Be sure the
program is easily recognized as a 4—H program.

4-H placemats, napkins} and table favors add to the program and are
most appropriate.



15.

16.

17.

18.

19.

20.

21.

Table fun mixers are appropriate. There are many interesting quizzes3
puzzles, and paper games. Name tags will help the audience to become
better acquainted.

Table decorations and a speaker‘s table centerpiece add. Plan for an
appropriate presentation of the centerpiece, to a deserving individual,
at the conclusion of the banquet.

Invite your newspaper editor, radio and TV leadership. Spouses should
also be invited. Surprise them and ask what time a car can pick them
up.

Being able to see and hear is vital to the success of the banquet.
Check out the acoustics, sound system, and seating arrangements.

If distance is reasonabley your 4-H camp may be an appropriate place to
hold the banquet. 4-H advisors need to see the camp. Camp needs our
business.

The banquet should not be longer than two hours. One hour for eating,
one hour for program. Start and stop on time.

All County Extension Agents should attend, ideally have a meaningful
part in the program, at least be recognized in front of the group.



STATE AND DISTRICT 4-H OFFICERSQ 1977—78

State Pmuatdenr
WfirTafiwfiancegmfiuiIford County
Route 2, Box 11
Jamestown, North Carolina 27282
(919) 454-2633

Post Office Box 22742
401—B Bowen Dorm
Raleigh, North Caroiina 27607
(919) 737-6527

State ULce~Pneatdent
DETe SafritgiRowan COunty
Route 14, Box 125
Saiisbury, North CaroTina 28144
(704) 636-0610

1508-E StovaII Drive
Lot #32
Raieigh, North Carolina 27606
(919) 833-1897

State Secnutatg~TaeaAuhcn
Mike Heims, Anson County
Post Office Box 235
Peachiand, North Carolina 28133
(919) 272—5642

' Aipha Gamma Rho Fraternity House
2304 HiIISborough Street
Raieigh, North Carolina 27607
(919) 821-7410

State Repeaten
Jill Kinton, Harnett County
Route 1
Fuquay-Varina, North Caroiina 27526
(919) 552—4166

Post Office Box 1883
UNC-Greensboro
Room 332 Moore Dorm
Greensboro, North Carolina 27412
(919) 379-5180

**************************

WESTERN DISTRICT

Pncatdent
Ufihet RfiTt, Henderson County
543 Tracy Grove Road
HendersonviIIe, North Carbiina 28739
(704) 692-4694

géoc~anéLdent
Mark Rector, Madison County
Route 4, Box 58
Marshali, North Carolina 28753
(704) 649-3344

Secnetany—Tneaaunen
Russeil Burreii, Henderson County
Route 6, Box 354-A
Hendersonviile, North Carolina 28739
(704) 685-3539 or 692-2409

Reggaten
Janna BrendeII, Haywood County
Route 2
Canton, North Carolina 28716
(704) 648-3326

**************************

NORTHWESTERN DISTRIQL

Pneaédent
METody Kay Marshbanks, Davie County
Route 3
Mocksviiie. North Caroiina 27028
(919) 998—4386

Vice-Pnaatdent
Patrick Seamon. Davie County
Route 7. Box 363
Mocksvi11e, North Caroiina 27028
(704) 492—7254

(Over)

Seenetany-Tneaaunen
[indiey Ivey, Guiiford County
Route 2, Box 401
Gibsonviile. North Carolina 27249
(919) 621-0131

Reponten
Judy Peeler, Davidson County
Route 13, Box 311
Lexington. North CaroIina 27292
(704) 731-6074
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SOUTHWESTERN DISTRICT

Pneatdent
Sylvia White, Gaston County
Route 3, Box 476
Cherryville, North Carolina
(704) 435-2183

28021

Vice-Pneaidenx
James Earl Reinhardt, Catawba County
Route 3, Box 383
Newton, North Carolina
(704) 294—2695

28658

Seahefang~lnea5uhoh
Bill Larsen, Stanly County
Post Office Box 147 ‘
Oakboro, North Carolina 28129
(704) 485—4154

522mmanetTRErt, Cleveland County
Post Office Box 335
Boiling Springs, North Carolina 28017
(704) 434~9479 or 434-7652

*‘k‘k‘k'k'k'k'k'k'k****************

. NQRTH CENTRAL DISTRICT

Pita/.5idem;
DeEBIe'MBoneyham, Wake County
Route 3, Box 178-A
Zebulon, North Carolina 27597
(919) 269-7834

VLce-Pneaident
3. B. [ew15, Jr., Wake County
1504 Spring Drive
Garner, North Carolina 27529
(919) 772-3322

8ecfuzfluy-Tn ab (.4si.’l,,a!(,
Randy Killebréfi} Edgecombe County
Route 3, Box 280
Tarboro, North Carolina 27886
(919) 442—4307

Raponiea
leresa Elliott, Wake County
1123 Fernlea Court
Cary, North Carolina 27511
(919) 467-4363

*****.*********************

SOUTH CENTRAL DISTRICT

Pneatdent
Defibie McNeill, Hoke County
811 East Donaldson Avenue
Raeford, North Carolina 28376
(919) 875-4733

815 Tyler Hall
East Carolina University
Greenville, North Carolina 27834
(919) 758-8007

Vice-Pneaident
Chip Bunting, Anson County
Route 1, Box 311-8
Nadesboro, North Carolina 28170
(704) 848—4383

Secnetany-Tneaaunoh
JTm Turner, Moore County
Route 1, Box 116
Aberdeen, North Carolina 28315
(919) 944—7475

Reponteh
Cora Mafide Jones, Sampson County
Route 2, Box 263
Newton Grove, North Carolina 28366
(919) 567-2272

*******~k******************

(Continued)



NORTHEASTERN DISTRICT"

Ptebtdeni_
E1naa Peele, Pitt County
Post Office Box 215
Fountain, North Carolina 27829
(919) 749~4511

621 Greene Hall
East Carolina University
Greenville, North Carolina 27834
(919) 752~8325

ULce-Pnestdent
KTTWEFH: Jr., Chowan County
Westover Heights
Edenton, North Carolina 27932
(919) 482-3250

Seenetaag-Tneabunen
Jody Jones, Martin County
Route 2, Box 3
Jamesville, North Carolina 27846
(919) 793- 5884

Repoaton
Be ft1e Eou Davis, Martin County
Route 2, Box 97
Jamesville, North Carolina 27846
(919) 793—2277

911 Greene Hall
East Carolina University
Greenville, North Carolina 27834
(no telephone number given)

**************************

SOUTHEASTERN DISTRICT

Pita/.8 Ldem“
Sharon Swain, Duplin County
Route 2, Box 117-0
Warsaw, North Carolina 28398
(919) 293—7777

406 Vann Dorm
Meredith College
Raleigh, North Carolina 27602

Vice-Pnosident
Greg Swain, Duplin County
Route 2, Box 117-0
Warsaw, North Carolina 28398
(919) 293—7777

SecneIaAg-Tneabunen
Cary Hocutt, Carteret County
Route 1, Box 19
Newport, North Carolina 28570
(919) 223—4258

Re oaten
Too Ellen Willis, Pender County
Heatherland Acres
Watha, North Carolina 28471
(919) 285-7494

**************************

PAST STATE 4-H OFFICERS, 1976-77

Pneaident
Mike Ritter, Moore County

‘ Star Route, Box 24
Robbins, North Carolina 27325
(919) 464~5913

254 Hinton James Dorm
UNC-Chapel Hill
Chapel Hill, North Carolina 27514
(919) 933—4403

Secaetany—Taeaauaen
Teresa Cox, Randolfih County
Route 1, Box 453
Asheboro, North Carolina 27203
(919) 629-6948

509-A Lee Dorm, P. 0. Box 15715
N. C. State University
Raleigh, North Carolina 27607



VLce~PneAideni
Linda Peterson, Sampson County
Route 2, Box 226
Roseboro, North Carolina 28382
(919) 567-6378

Peace College
15 East Peace Street
Ra1eigh, North Carolina 827604
(919) 833—1743

Re onion
Ranay Burnette, Northampton County
Post Office Box 185
Gaston, North Carolina 27832
(919) 537-5216

AIpha Gamma Rho Fraternity House
2304 Hillsborough Street
Ra1eigh, North Carolina 27832
(919) 821-7410



By Carol L. Barbeito, Ph.D.
and Robert Hoel, Ph.D.

ECRUITMENT OF VOLUNTEERS
—the right kind and the right num-
ber -— is invariably a problem.

Agencies tend to issue general appeals
for volunteers, usually resulting in a less
than satisfactory response. Often the only
people who respond are “traditional" vol—
unteers who would have signed up any—
way.
The traditional volunteer has been the

white, middle class, married woman be-
tween the ages of 25 and 44 whose avail-
able time is often limited by family de-
mands, including the need to be at home
after school or to accompany her hus-
band on trips. She is usually from the
middle to upper income bracket and has
a college degree. Her volunteering is
often with church groups or other organi—
zations which help her attain social status
and recognition for herself or to assist her
husband or children. Her male counter-
part is the volunteer who works in upper
or mid-level management or other pro—
fessional positions whose voluntary activ-
ity often serves to enhance his employ-
ment situation.

Traditional volunteers continue to make
contributions of great value. There is an
increasing demand, however, for greater
numbers of volunteers and a perceived
need for a greater variety of volunteer
skills and backgrounds. In addition, there
IS a growing public recognition of the
Spirit of volunteerism as a unique aspect
of American life. With that recognition
comes the realization that many seg-
ments of American society have been left
Dr. Barbeito is executive director of the
Mental Health Association of Colorado.
Dr Hoe/ is an associate professor of mar-
keting at the College of Business. Col-
orado State UniverSIty.

out of the volunteer movement. Therefore.
it is essential to reach out to all population
segments to extend and develop the vol-
unteer movement. To do this. we need to
employ more sophisticated recruitment
techniques.

Marketing experts claim that nonprofit
organizations, such as volunteer agen-
cies, should adopt marketing techniques
and fundamentals now employed by
commercial firms. They argue that both
commercial and nonprofit agencies are
basically in the business of persuasion.
but that commercial firms have de-
veloped their persuasive skills more fully
than nonprofit groups. Nonprofit organi-
zations should examine the commercial
sector to gain insights into how they may
become more effective and efficient.

What is Marketing?
According to Phillip Kotler. a leading

marketing authority, “marketing is the
analysis, planning, implementation, and
control of carefully formulated programs
designed to bring about voluntary ex-
changes of values with target markets for
the purpose of achieving organizational
objectives." Seasoned volunteer leaders
examining this definition may judge it to

. . there is a growing
public recognition of the
spirit of volunteerism
as a unique aspect of
American life. With that
recognition comes the
realization that many
segments of American
society have been left
out of the volunteer Q»
movement.” (11')‘

be compatible with their concept of an
effective volunteer recruiting effort. Many
agencies, after all, devote much attention
to the careful development of recruiting
programs.

Solid program development is superior
to earlier efforts of “digging up volunteers
wherever we find them” or "waiting for
potential volunteers to fall through the
door." Many volunteer programs, how-
ever, should not be labeled effective mar-
keting programs because they do not in—
corporate basic marketing principles.

Target Markets
Commercial marketers realize that ap-

pealing to “the average consumer" is
usually ineffective in today’s economy.
There are too many competitors aiming at
this consumer, who is inundated with
commercial and noncommercial mes—
sages. Furthermore, the needs, wants.
and income and time limitations of con—
sumers vary greatly.

Marketers are often better off dividing
the mass market into specific population
subgroups called market segments.
They study each market segment care—
fully and select key segments or target
markets on which to focus their appeal.

13



Then they deveIOp products. serVices.
advertismg and store locations to appeal
to their target markets

If the marketer effectively pursues a
target market approach. consumers in
the target group realize that the product
or service offered better suits their needs
than does a marketer's appeal to the typ-
ical consumer. The result is customer pa-
tronage. Many retail clothing merchants.
for example. have become highly suc-
cessful by specializing in large sizes and
appealing to “full-figured" women. And
the success of jeans stores across the
country is another example of the prof-
itabilty of offering products designed for a
target market ——the 15 to 28-year-old.

These fundamental principles of mar-
ket segmentation and target marketing
should be built into the recruiting plans of
volunteer agencies. Potential volunteers
— like consumers — are a diverse lot.
Their needs. interests and talents vary so
that specialized appeals to get markets
will produce better results than general
appeals.

Nontraditional Volunteers:
Neglected Market Segments
The ACTION survey. “Americans Volun-

teer. 1974." reveals that the largest poten-
tial volunteer group is among the 72 per-
cent of the population over 13 years of
age who have neither volunteered nor
ever considered volunteering. To reach
these people. we must know how to ap-
peal to their motivations and develop
special supports to overcome the prob—

lems which may prevent them from volun-
teering '
The survey showed. for example. that

more young adults than any other age
group volunteered because they hoped it
would lead to a paying rob. More teenage
volunteers Cited high transportation costs
as a reason why they did not volunteer.
Financial reasons may also account for
the fact that the volunteer rate for non-
whites is almost half of the volunteer rate
for whites. The pattern indicates that vol-
unteerism goes down as income goes
down.

Nontraditional volunteers make up a
vast neglected market target for recruit-
ment. As possible market segments. they
include men who Wish to become in-
volved in a more direct service experi-
ence- patients. handicapped, low-
income and minority people, singles,
students. young married couples. teens.
the elderly. the unemployed and pro-
bationers.

No Charity, Please
Central to contemporary views of mar-

keting is the notion that marketing in-
volves an exchange of value among all
parties. A disabled client gives her or his
time and effort because of the benefits
derived from the experience. such as
possible employment, a higher sense of
self-worth. or greater physical compe—
tence. The volunteer coordinator also
gains in the transaction. He or she may
receive a salary and deep personal satis-
faction in exchange for his or her efforts.

But why do pepple volunteer? is it a
sense of duty to their fellow man or com-

“Nontraditional volunteers make up a vast neglected
market target for recruitment.”
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munity’7 Or is it a deem to express reli-
gious or philosophical traditions?

Marketers are prone to scoff at charity
as a reason or motivation. The word im-
plies that people give up something in
return for nothing —— a rare occurrence in
the commercial and social market place
Nonprofit organizations must recognize
that the volunteer experience is a way of
fulfilling basic human needs. And it is this
fulfillment that draws people into volun-
teer experiences and keeps them there.
Human needs can be classified in a

variety of ways. The following list is one of
many which may be used by marketers:
Survival — the need for nourishment.
shelter. warmth. etc.
Emotional security — insulation from
basic fears of not being accepted by
peers and from affronts to one's self con-
cept.
Sense of self-worth——the need to feel of
value to one’s self and others.
Creative outlets —the need to express
one's self in unique ways.
Love objects—the need to experience
intimacy with human beings and nonhu-
man beings.
Power—the need to control one‘s enVi-
ronment and to avoid a feeling of
helplessness.
Sense of roots —- the need to identify
with one's history. tradition. family. or other
stable factors in his or her environment.
Immortality—the need to avoid eternal
oblivion, to live longer. or to be young.
Sex -— the need to perpetuate the race
and find expressions of deep sexual
feelings and needs.
The products and services people buy

at least partially satisfy one or more of
these needs. A consumer does not Slm-
ply buy baking products to “bake a cake "
Baking products help satisfy needs for
survival. a sense of self—worth as one be-
comes “a good cook," emotional security
in the perceived role as a “good home—
maker, " creativity. and a sense of roots as
this product contributes to happy family
gatherings around the dinner table.
The marketer needs to look below the

level of everyday consciousness and
discover the real reasons a purchase is
made. After perceiving the relationship
between basic human needs and a prod-
uct, he or she can use this knowledge in
creatively advenising the product. dis-
plays. packaging, and personal selling
The marketer knows he or she is not sell-
ing a product as much as demonstrating
need fulfillment. '
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An organization that recruits volunteers
must recognize its role in meeting basic
human needs. The popularity of volun-
teerism is not simply a fallout from reli-
gious tradition nor is it an accident of na-
ture. The appeal of volunteerism is power-
ful. For example, volunteers may en-
hance their sense of self-worth as they
assist others. Volunteers may be pro-
vided with creative outlets as they search
for methods to solve client problems. Vol-
unteers may form close personal rela—
tionships with clients. such as the young
boy who becomes a love object for his
foster grandparent.

Solving people's problems and show—
ing ways out of useless modes of behav-
ior provide the volunteer with a sense of
power. Finally, “making the world a better
place to live” gives the volunteer a mod-
est opportunity for immortality as the
products of hisor her actions may stretch
beyond his or her lifetime.
The role of volunteerism in meeting the

volunteer's basic human needs should
be stressed to all people in volunteer or-
ganizations. These needs should be con-
stantly in mind when talking to prospec—
tive volunteers. The positive personal
benefits of donating one's time to the task
at hand should be emphasized. if the vol-
unteer job is well designed, there is no
need to approach potential volunteers
apologetically or to play the role of beg-
gar.

The Volunteer Calls the Tune
During the last 25 years marketing in

general has shifted in emphasis from a
“selling” concept to a “marketing" con-
cept. The selling concept largely involves
pushing the specific products that the
factory builds. If a factory produces pur-
ple refrigerators with small freezing com-
partments, the marketer sells that item
even if the consumer is not keen on buy-
ing a refrigerator with these features.
The marketing concept rejects the no-

tion that the factory should determine
what the consumer buys. Instead, firms
are now intensively studying consumer
needs and desires. From these analyses
come ideas for new products, services.
advertising programs. distribution out-
lets. etc. Full implementation of the mar-
keting concept results in the consumer
shaping all the activities of the supplier.
Factories produce what the consumer
wants and is willing to buy. Shipping de-
partments transport goods on the basis of
consumer needs. As Marshall Field often
said, "Give the lady what she wants,” or

as others have said, “The consumer calls
the tune."

Volunteer organizations should adopt
the marketing concept. Administrators
should carefully analyze consumer
needs and design their programs with the
volunteer in mind. They should tailor job
descriptions to reflect consumer desires.
They should base their publicity pro-
grams on an analysis of potential volun-
teers.

The organization should neither merely
sell volunteer opportunities nor com-
municate these opportunities the way it
thinks best. Marketing, at its core, is
democratic—not elitist or dictatorial. The
potential volunteer should call the tune,
and the organization should respond to
the volunteer on the basis of his or her
wants and needs as they relate to the
organization's total objectives.
Developing The Marketing Plan
The starting point in developing a mar-

keting plan is to review marketing princi-
ples and techniques. A few central issues
have been explored here—a definition of
marketing, market segmentation. need
fulfillment, and the marketing concept.
Additional information about marketing
principles can be found in Phillip Kotler's
book, Marketing for Non-Profit Organi-
zations (Prentice-Hall).

Second, the volunteer organization
should assess its current marketing ef-
forts. It should review recruitment objec—
tives, and organizational strengths,
weaknesses. and resources. Other orga-
nizations competing for volunteers
should also be examined. A major part of
the assessment involves the study of
present volunteers in the system — who
they are, how they became volunteers,
why they volunteer, and their impressions
of the organizations.

Third, sound marketing planning re-
quires a study of potential market seg-
ments to which the organization may ap-
peal. The organization might consider

“Nonprofit organizations
must recognize that the
volunteer experience is a
way of fulfilling basic
human needs. And it is
this fulfillment that
draws people into
volunteer experiences
and keeps them there.”

factors such as age, sex, socio-economic
status, occupation, race, life-styles. geo-
graphical location and attitudes toward
volunteering.
As the organization identifies various

marketing segments that exist in their
community. it should estimate the num—
bers of people and the percentage which
might realistically be expected to volun-
teer if an effective marketing program is
developed. Also. it should ask such ques-
tions as: Why might they volunteer --—
what's in it for them? What do they now do
with their potential volunteer time? How
do they decide to volunteer, find alterna-
tives and make commitments? Who influ-
ences their decisions?
These questions are best answered by

actually talking to members of the target
markets. Full scale formal interviews with
statistical analysis might appear desir-
able, but they certainly aren't necessary.
Indeed, simply knocking on doors, visit-
ing with members of organizations. and
chatting with target members during their
lunch breaks can provide valuable in—
sights. Denver area high school students,
for example, were informally interviewed
recently. Video tapes of these discus
sions were shared with volunteer leaders
who subsequently concluded that con-
ventional recruiting techniques would
not be very effective in reaching this
target market. The students indicated
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that they would respond best to appeals
from their own leaders. especrally
athletes. and almost all said that‘general
appeals through the media were dis-
missed as relating to someone else.
Recruitment would have to take place in
the school.

After careful revrew of promisrng target
markets, the volunteer organization must
select the segment it wishes to pursue
and tailor specific marketing programs to
attract volunteers from these segments.
Program decisrons may be divided into
four major groups: product, communica-
tion, price and logistics.

Product decisions involve the types of
volunteer tasks or jobs to be presented to
a target market. Consideration should be
given to the variety of jobs offered, the
name of the organization sponsoring the
program, the quality of volunteer experi—
ences offered. and the back-up support
services provided to the volunteer.
Communication includes advertising,

personal contact with potential volunteers.
publicity, booklets. mailers. seminars,
and speeches to organizations. Com-
munication should be evaluated in terms
of its ability to reach and persuade target
markets. In a rush to attain publicity
coverage. it is all too easy to forget that
daytime televisron public service an-
nouncements rarely reach white collar
workers, and articles in the morning
newspapers are not read by many teen-
agers.

Pricing includes monetary outlays ex-
pected of the volunteers. For many these
expenditures are inconsequential. But for
some target markets, such as teenagers
and seniors. transportation costs and the
purchase of uniforms, equipment and
supplies are of considerable signifi-
cance. Other pricing variables are the
amount of time and energy required.

Logistics include locational proximity
of the volunteer jobs, the location of volun-
teer recruiting offices, the territorial
boundaries of coordinators, and the
agencies and organizations cooperating
in volunteer recruitment.
The final marketing plan should reflect

a careful blending of product, communi-
cation. price and logistics factors which
will appeal to the target market. This inte-
grated plan should be designed to
achieve specific objectives. A schedule
for implementation is necessary, and
program execution must be monitored
and evaluated to assure satisfactory
achievement of the objective. The end
result will be greater effectiveness in at-
tracting both traditional and nontradi-
tional volunteers.
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‘ ON RECRUITMENT
Basic Tools for Recruitment. Council .

For Community Services, 64 EJack- ,
i son Blvd, Chicago, lL 60604.1975. .

unpaged portfolio. $2.70 (includes
book rate postage).
Includes general tools for recruit-
ment, a bibliography and special
materials on the Black volunteer, the
American Indian and the previously
uninvolved.

i“How to Get a Man” Voluntary Action
Leadership, Fall 1975. National
Center for Voluntary Action, 1214
16th 'St., NW, Washington, DC 20036.
5 pp. $1.00.

ful drive by a Voluntary Action Cen-
ter to recruit male volunteers from
localbusiness and industry. ,

‘flncreasing Volunteer Participation:
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munities. National Centerfor-Vo « »

gle copy
$1 .00.
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' Manual for void
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. Recruiting Low-Income Volunteers:
' Experiences of Five Voluntary Ac-

tion Centers. National :‘iCenter for
Voluntary Action, 1214 16th‘St., IWV.
Washington, DC 20036-1973. 23 pp.

i, $.50. . " .‘
Reports of programs in five cities de-
signed to encourage the recruitment
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E : .V . 1- ,
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5 ing Volunteer Workers. Arthur A.
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ington, DC 20036. 1976. 27.pp.«$m- _
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Voluntary Action Centers toWt .2 1
previously uninvolvedpeopleas vel-
unteers, with particular emphasrsipn ‘

tration. Includes information on re-

and on involving men; , ,2, _

-:..:;;0iscusses recruiting techniques
with particular attention to special
9-7ggrioups,«such as men. teenagers and
retiredpeOple.

Recruiting Volunteers: Views, Tech-
niques and Comments. National
Center for Voluntary Action, 1214
16th St, NW, Washington,DC 20036
1976. 24 pp. $1.50. 1 .
A manual focusing on Various points
of view on recruitmentgogmpargns.
Includes an array of f flying tech-
niques. ‘
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nt: A Manual. Anne K. Stengel

‘ .md Helen M. Feeney. 1976. 216 pp.
"$12.95. Order from: Volunteer, PO
Box 1807, Boulder. Colo. 80306.
A guide to planning and conducting
Ieaming and developmentprograms
for and with volunteers. The chapter
on recruitment includes a discussion
on various recruitment methods and
checklists and charts to aid the re-
cruiter. .

Volunteers Today: Finding. Training,
and Working With Them. Harriet H.
Marylou-.1973 198 pp. $5.“). Order

E' trumVolimteer. PO Box 1807. Boul-

A'compr . fimtmerflolmlm-
' teerism which includes chapters on
degCoIoaosm.g...” 1..
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1977 WINNERS
IN

4-H GROUP AWARD PROGRAMS

Program Award

AUTOMOTIVE:

Forsyth County PTaque

Bunker Hi1] 4-H CTub, Forsyth County Certificate

CONSERVATION OF NATURAL RESOURCES:

Sampson County $50 Cash

Northeast McLeansviTTe Guinord County Certificate
SaTemburg 4-H Environmental Sampson County to each

Awareness Group
WiTTiamson Creek TransyTvania County
NorTina Youth Improvement Warren County

SAFETY:

Warren County $25 Cash

Youth in Action Duplin County Certificate
NeTson Community Durham County to each
Union Cross Forsyth County
Northeast StokesdaTe Guinord County
Cofier Hertford County
Piney Grove Sampson County



ARMY ROTC HOST SCHOOLS IN
NORTH CAROLINA

Appa1achian State University
Boone, NC 28607 '

Campbe11 C011ege
Buies Creek, NC 27506

Davidson Co11ege
Davidson, NC 28036

North Caro1ina A&T State University
312 N. Dud1ey Street
Greensboro, NC 27411

North Caro1ina State University/Ra1eigh
Ra1eigh, NC 27607

Saint Augustines Co11ege
Ra1eigh, NC 27611

Wake Forest University
Winston Sa1em, NC 27109

‘(704)

(919)

(704)

(919)

(919)

(919)

(919)

264-4200

893-4192

892—8021 Ext 336

379-7552/7588

737-2428

832-7835

761-5308



AGRICULTURAL EXTENSION SERVICE
NORTH CAROLINA STATE UNIVERSITY , . . »

SCHOOL OF AGRICULTURE AND LIFE SCIENCES
OFFICE OF 4-H CLUB WORK

Box 5157 Zip 27607
Newsletter Number 2

I have been requested by Glenn Sheets, IFYE to Egypt to include you on the mailing list
of his letters. His address is c/o Dr. Salah Gohar, 23 Alraadi Street, Maadi, Cairo,
Egypt. The IFYE Representative Program is conducted by the National 4—H Council in
behalf of the Cooperative Extension Service. Friends of 4—H in Davidson County North
Carolina, the North Carolina 4-H Foundation and the Bureau of Education and Cultural
Affairs of the U. S. Department of State assist in financing this exchange.

Si ”‘c rely, I, .
(1 MAI 1.“. {/1 5 I ()Akd_ {gold/1 ,,

Pauline E. Moore,
4-H Specialist

PEMzewa

Greetings from Egypt,

Since my first newsletter, I have been very busy learning about the agriculture of Egypt.
Starting September 20th, I traveled down through the southern part of Egypt as far as
Assiut. I was traveling with the other three IFYE'S and a man from the Agricultural
Ministry who was in charge of us. Our first stop was at a farm in Fayum. Fayum is the
largest natural oasis in Egypt. It is located 103 kilometers south-west of Cairo.
There are approximately 300,000 acres of land under cultivation in Fayum. Some of the
crops grown in Fayum are rice, wheat, corn, sugar cane and many fruits. There are
approximately 500,000 date palm trees in Fayum and they are really beautiful. The land
is irrigated with water from the Nile through irrigation canals. The excess water drains
into a lake called Lake Qarun. The lake covers an area of almost 50,000 acres and is
used some for local fishing.

Our next stop was at a village called El Fashen which is located on a narrow strip of
cultivated land that is beside the Nile in the southern part of Egypt. Cultivation in
this area is made possible only through the use of irrigation. In Egypt, the land is
divided up so that a man can own only 100 acres at a maximum. The Government in l953
took away the land from the wealthy land owners and distributed among the poor farmers
each receiving two to five acres according to the quality of the land and the size of
the family. The price of the acquired land is paid in interest—free installments over a
period of forty years.

Our next stop was in Assiut which is 375 kilometers south of Cairo. In Assiut we visited
several villages to see the crops and the fruit which they grow. Thanks to its climate,
Egypt is able to produce a wide range of agriculture products. The agriculture year is

OVEY‘

COOPERATIVE EXTENSION WORK IN AGRICULTURE AND HOME ECONOMICS. NORTH CAROLINA STATEUNIVERSITY AT RALEIGH. IOO COUNTIES AND U. 5. DEPARTMENT OF AGRICULTURE COOPERATING



-2-

divided into 3 seasons. In the winter season (mid-October to late December) the main crops
which may be sown are wheat, clover, barley, flax and beans. During the summer season
(mid—January to mid-June), rice, sugar cane, sesame’and millet are sown. In the Nili
season (referring to the Nile flood season between July and mid-August before the con—
struction of the High Dam) rice and corn are the chief crops grown. Crop cultivation
mostly follows a two or three year rotation. The major field crops found in Egypt are:
cotton, wheat, corn, sugar cane, onions and clover. Of less importance are peanuts, sesame
and flax. In some areas soybeans are being grown at an increasing rate.

Most animal feed is grown during the winter and very little is grown in the summer. The
animals are fed well in the winter but starve during the summer months because feed materials
are not saved to be used in the summer. Summer feed may consist of corn fodder or straw
with little supplement. The main forage crop grown in the winter is clover.

The water buffalo is the most important livestock animal in the country so far as milk is
concerned and produces 75% of the milk. Sheep are of the fat—tailed type and are bred
primarily for mutton. There are approximately 3l/2 million sheep in Egypt. Poultry
raising is essentially of the back-yard type, although there are some large scale farms
engaged in commercial production.

One of the big projects of Egypt is the reclaiming of desert land for agriculture pur—
poses. The total area of Egypt is one million square kilometers. The cultivated area
is only about 4% and the rest of the area is desert. There are approximately 900,000 acres
of newly reclaimed land now in production. Some of the newly reclaimed land is sold to
farmers and some of it is used as Government owned farms. I have visited several of
these farms and it was hard to believe that the area was once a desert.

After returning from our trip to Assiut, on October 5th we left for our first host
families in the northern part of Egypt. I am now living with a family that owns 80
acres in the village of Mitsharf in the delta area of northern Egypt. I will be here for
ten days before moving to my second host family. I will be living with host families
until November 25th. During the last week of November, we hope to visit Fuxor and
Aswan in the very southern part of Egypt.

Until later, Glenn Sheets, IFYE to Egypt



YOUTH INTEREST SURVEY

4-H Subcommittee on Determining Interests of Youth
North Central Extension District

Fall l977

The purpose of this survey was to determine the interests of different age groups in order to
program to meet their needs.

BACKGROUND

In analyzing the problems associated with 4-H in the North Central District, four major problem
areas emerged. One involved programming to meet the needs and interests of youth. Assuming
that Extension professionals are aware of the needs of youth, the committee set out to deter-
mine their interests.

The survey was conducted in five counties. Five grade levels were involved: third, fifth,
seventh, ninth, and eleventh. In each county, one classroom of the assigned grade was surveyed.
A total of lgg_responses were tallied. A basic assumption in the development of the question—
naire was that stated ”fun-type things” and ”hobbies“ represent the interests of the youth who
participated in the study and all the types of activities about which 4-H programs could be
developed. The survey instrument was developed by an agent committee including Polly O'Neal,
Chuck Hoysa, John Hall, Ervin Taylor and Carolyn Stanley. The committee was assisted by
Dr. Charles Lewis and Dr. Donald Stormer.

A copy of the instrument and a summary of compiled results are attached.

IMPLICATIONS

l. Income level and place of residence do not affect interests. Interests do vary by age,
but not necessarily by sex. Younger youth prefer small groups and active participation. As
they get older, youth tend to be interested in doing something of value (crafts, sewing, vol-
Unteer work, job, etc.). This is to be expected in a normal maturing process.

2. Youth spend alot of time on passive entertainment: that is, time spent on activities with
no educational value. Based on their interests and needs we should program activities to fill
this void.

3. Youth with higher incomes are more likely to participate in activities. Program implemen-
tation will have to vary according to income level.

4. It is surprising that some of the currently more popular 4—H projects are not listed
among the things youth want to do. This suggests that if a program is well planned with good
leadership the youth will participate.

CONCLUSION

While this survey is not extensive, it does give an idea of the interests of youth in the 5
grades questioned. By studying the data and examining the present 4—H program in your county
you can plan an on—going program which more adequately meets the needs and interests of
youth.

OVGY‘
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SUMMARY OF DATA

Schoo1 grade of respondents:
3rd — 19
4th — 30
5th - 26

9th - 33
11th — 14

Tota1 122

Age of respondents:
8 and 9 years — 19

10 and 11 years
12 and 13 years
14 and 15 years
16 and 17 years IIII --'(JQN<JO DOCS-PO

Sex of respondents: gir1s - 34; boys 25

Residence of respondents: farm - 21; county but not on a farm - 59; town - 42.

. Respondents who receive free schoo1 1unches - 25; 70 respondents did not receive free
1unches. (These responses were meant to give some indication of the socioeconomic status
of the youth).

6. Things the youth do after schoo1 and on weekends for fun:

Most Frequent Responses

Watch T.V. - 47 Hunt and fish - 7
P1ay - 28 Motorcyc1e - 7
Sports — 27 P1ay cards — 6
Visit - 26 Art - 6
Ride Bicyc1e — 17 Homework - 5
Read — 1O Skate - 5
Attend meetings - 9 Date — 4
Listen to records - 8 Sing - 3
Go to movies - 8 Crafts - 3
Go to Parties — 8

3rd graders: p1ay, bicyc1e, cards, meetings
5th graders: p1ay, T. V., sports
7th graders: motorcyc1e, T. V., fish/hunt, horse
9th graders: T. V., sports, visit friends

11th graders: Fish/hunt, sports, music, read

7. Things the youth wou1d 1ike to 1earn to do for fun after schoo1 if they had the
opportunity.

Most Frequent Responses

Sports — 13 Visit friends - 7
Ride motorcyc1e — 11 Skate - 6
Horses — 11 Gymnastics — 6
Nothing - 11 Trave1 - 5
P1ay - 10 Crafts - 5
Hunt/fish - 1O Bicyc1e - 5
Join group — 7 See Movies — 4
Swim - 8 Watch T.V. — 4
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3rd graders: play, bicycle, skate, visit friends
5th graders: sports, hunt/fish, movies, play
7th graders: motorcycles, sports, gymnastics
9th graders: swimming, sports, horse, crafts

llth graders: horses, music instruments, crafts

8. In answer to the question, "would you like to meet with your friends to learn more about
these fun-type things“, (those listed above) an almost complete majority of boys and girls
indicated that they would be interested in meetings to learn more about the fun-type things.

9. Hobbies that the youth are involved in.

Most Frequent Responses

Sports - 4l Skating - 9
Crafts — 26 Reading - 7
Art - l9 Sewing — 6
Collecting - l5 Carpentry - 5
Music instruments — ll Cooking - 4
Bicycling — ll Models - 4
Horses — ll Animals - 3
Hunting/fishing - l0 Hiking - 3
Swimming - lO Motorcycles - 2
Bowling - l0

3rd graders: hunting/fishing, art, collecting
5th graders: crafts, art, sports
7th graders: crafts, sports
9th graders: music instruments, sports

llth graders: music instruments, art, reading

l0. Almost all boys and girls indicated that they would like to learn more about their hobbies.
0f the l22 respondents, only l6 indicated no interest in learning about their hobbies.

l0-l3 When asked about which hobbies they would like to learn about, the major responses
revealed a list similar to the activities listed in numbers 7 and 9 above. The major interests
indicated were: crafts, art, horses, sports, collecting, music instruments, cars, hunting/
fishing, bicycles, sewing, motorcycles, models and gymnastics.

QUESTIONNAIRE FORM
See attached

Note: The information in this paper was extracted and summarized from a more detailed report
prepared by the North Central Extension District Subcommittee. Ms. Carolyn Stanley, Extension
Agent, 4—H prepared the original report.
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YOUTH INTEREST SURVEY

What grade are you in?

Your age

Boy Girl

Do you live on a farm?
in town?

in the country?

Do you receive free or reduced price school lunches? Yes No

What to you do after school and on weekends for fun?

What other things would you like to do for fun after school if you had the

opportunity?

Would you like to meet with your friends to learn more about these fun-type things?

Yes No

What hobbies do you have?

Would you like to learn more about any of your hobbies? Yes NQ_____

If yes, which one?

What new hobby do you want to learn about?

Would you like to meet with a group of your friends to work on this hobby?

Yes No


