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          >> That's actually a rather modest number.

          We offer all kinds of training and technical assistance,

          just as the national service inclusion project does,

          everything ranging from a half-day to three-day intensive

          learning lab.  We also have -- we do a series of webinars

          ourselves and provide technical assistance.

          Okay.  What we're going to do today is to first of all kind

          of identify steps for engaging Boomers, and then to really

          look at what we call the changing paradigm of volunteerism

          in service, and then look at how we develop some compelling

          opportunities for Boomers, and that also, then, gets into

          how do we recruit them, how do we market to them.

          And then really using an assets approach to placing and

          retaining Boomers.

          I was asked to kind of focus on, you know, Boomers who were

          coming in to the service arena having some of the kind of

          challenges at aging which could be impaired vision or

          hearing or, you know, physical challenges, and so forth.

          And I think that the important thing to keep in mind is that

          there's really no magic bullet, but that we need to be

          looking at all potential participants.

          Whoops.

          As assets.  Can everybody hear me okay?  If you -- if you

          can hear me, please put a check mark.  I just got some

          reverberation back there.

          Okay.  Let me type this in.  Okay.

          So, please -- oh, okay.  Great.  Thank you.

          Please feel free, if you have questions, to raise your hand

          with a little icon that's there in the lower right-hand part

          of your screen, or to type in any questions.

          I also received -- oh, she just sent me a list of questions

          that people had sent in.  I'm hoping to really be able to

          touch on most of those during the course of the

          presentation, but I just want you to know that this is a

          very big topic.  It's not just as easy as saying, here's a

          list of possible ways to recruit Boomers.

          So I'm going to, at the conclusion of this session, show you

          some upcoming webinars that we will be doing here through

          our center, and we would love to have you sign up for those

          because I think each one of them will kind of illuminate

          these topics even more.

          We'll also be posting tip sheets on the ETR Resource Center

          Web site, and I will also be responding to some of the

          questions in writing, and then we can post those also.

          So hopefully, everybody will get their needs met.

          Let's see, there is a question here.  Rebecca has her hand

          raised, and then Sherry after Rebecca.

          Okay.  And one person asked if it was possible to get an

          electronic version of the slides, and they will be posted

          afterwards on the Web site.

          So Rebecca, did you have a question?

          Okay.  Oh, okay.  And then how about Sherry, did you have a

          question?

          All right.  Well, let's move forward, and if I get Sherry's

          question, I will certainly respond to it.

          So this is just some kind of, you know, "Did you know"

          information about people in this country who are people

          50-plus.

          As you could tell from my photograph, I, myself, am a Baby

          Boomer, and I am a leading edge Baby Boomer, which means

          that the leading edge Baby Boomers are the oldest of the

          Boomers.  They're the folks who were born between 1946 and

          about 1954, so my birthday is actually coming up on Monday,

          and I will be 62.  So that puts me right at the very

          leading, leading edge of The Boomers.

          It's also true that people who may be moving in to their

          retirement years in their mid 60s could very easily have

          another 30 years of, you know, pretty active life remaining,

          which I think is one of the reasons that we're so focused on

          really capturing the energy that and the expertise that

          people bring at this point in their life stage.

          So the average American life span is about 77 years, and it

          is increased three months a year since the mid 19th century,

          which I think is really quite phenomenal.

          The fastest-growing segment of the population are people who

          are age 85, followed by those who are age 65, and people who

          are considered between 65 and 85 are considered to be

          young-old and people who are 85 and over are considered to

          be old-old.

          So I'm not quite at the young-old stage yet, which is great.

          And somebody wished me a happy birthday -- a couple people

          did, so thank you very much.

          So some of the sort of physical challenges and changes that

          come with aging are changes in hearing, changes in vision,

          changes in taste and smell and touch, and, you know, bone

          density and muscle mass, and these are kind of the normal

          changes of aging.

          And you know, for many of us now, we're able to do a lot of

          things to really kind of improve our health and prolong our

          years, but for many others, a lot of these changes have

          become much more severe, and I think that part of the sort

          of obligation, I think, of non-profits and service projects

          is to really figure out how to make and create a welcoming

          environment for people and how to market to them, and then

          how to accommodate them, and really looking at kind of a

          range of opportunities.

          Okay.  So in order to recruit and really retain Boomers, we

          actually have kind of these five steps that we encourage

          organizations to really look at.  So the first one is sort

          of understanding who the Boomers are, and I know, for any of

          you that have had anything to do with the corporation for

          the last two or three years, you're probably sick to death

          of who the Boomers are.  You probably got a really good idea

          of what that's all about, and I'm not going to belabor it.

          I am going to kind of talk about what we described as the

          changing paradigm with respect to volunteerism.

          The second thing that you really have to do is to expand

          your menu of opportunities.

          And what this means is that -- and one of the questions,

          actually, that somebody had was, you know, you're trying to

          recruit Boomers for -- to be tutors or to be mentors, and

          people are not interested in making that commitment, that

          ongoing consistent commitment that you really have to have

          if you're doing a mentoring program.

          So one of the things we're going to talk a little bit about

          is how can you kind of expand your menu of opportunities and

          still meet your mission?  And that's really looking at what

          are the different roles that people can play in your

          organization.

          The third step in this is to really, then, market your

          opportunities to attract specific populations.

          So what that means is that you have to kind of create your

          recruitment materials, your marketing materials with

          messages that are going to really resonate with the folks

          you're trying to recruit, and that looks at, you know, what

          are people's interests and passions, are they going to come

          to your organization because they're passionate about the

          mission?  Are they going to come to your organization

          because we know that providing service and volunteerism does

          as much for the volunteer as it does for the recipient?

          So you have to kind of really understand who your target

          audience is.

          The third step -- oh, no.  I guess I did the third step.

          Sorry.

          The fourth step is then developing a Targeted Recruitment

          Plan.  And I think actually many of you, you know, know how

          to recruit.  You know where to go, you've made good personal

          contacts and relationships.  You have, you know, again,

          relationships with the media, and none of those things

          changed just because you're marketing to Boomers.  A lot of

          it, though, is -- again, a lot of it is sort of doing the

          messaging.  It's a question of who does the recruiting.  You

          know, people want to know when they're being asked to

          volunteer and to participate that somebody like them is

          engaged in the organization.  Another one of the questions

          that came up was whether or not there are entities out there

          that are marketing the opportunities that are provided by,

          say, Americor or Vista or Senior Core.  I know here in the

          Delaware valley we are involved in something called, "Coming

          of Age".  And I'm going to give you the Web site verbally

          and that's also something that I can sort of post with any

          questions.

          But we have an electronic newsletter that goes out weekly

          that has what we call inspiring opportunities.  And every

          week, we promote Vista opportunities because we have a good

          relationship with our state office, and so that's been one

          of the ways that we've been able to partner with them.

          And so I think it's a very good example of, you know, kind

          of partnering with entities in your community to promote the

          kinds of opportunities that you have.

          The Web site for Coming of Age is WWW.comingofage.org.

          So if you go on there and just take a look, I think it will

          give you some, you know, give you some good ideas.

          Okay.  Let's see.  So, who is this new volunteer?

          Now, we actually -- although we're doing the -- we are the

          training and technical assistance providers for the Boomer

          Initiative for the corporation, we talk about Baby Boomers,

          but we also talk about people 50-plus, because the Boomers

          themselves, their birth years are between 1946 and 1964.  So

          that makes us anywhere between the ages of 43 and 62.

          And, you know, many Boomers, of course, are continuing to

          work or they're working part-time.

          So part of this is that, you know, we're kind of getting

          ready for this wave of Boomers who will be leaving full-time

          work over the next few years.  But if we eliminated the

          people who are over 62, we would be also cutting out, you

          know, a tremendous resource.  So we like to kind of think a

          little bit more expansively about this group.

          So here we've got three distinct generations.  So the woman

          with the glasses represents our traditionalists or the GI

          generation.  The gentleman in the middle represents the

          leading edge Boomers, that would be me, and the woman, I

          believe, represents the trailing edge Boomers.  So the

          important thing here is that the traditional volunteering --

          and I think most of you -- any of you who are involved in

          Senior Core, are very much aware that your stations and the

          senior companion program has been really pretty much staffed

          with those traditional G.I. volunteers.  So these are the

          folks who, you know, came of age during World War II when

          volunteering was -- that's what people did.  You know, you

          gave to the war effort.  People became very connected to

          particular organizations.  They would commit to regular

          consistent time, very defined roles.  They were, you know,

          fine with close supervision.

          You know, they would come every Tuesday afternoon and do

          whatever needed to be done in the organization.

          Those folks are actually, you know, now getting -- many of

          them are getting to be too old for that regular kind of

          service, and we're starting to look at kind of younger

          members of the 50-plus population.

          So here we've got, you know, Boomer types, and actually

          people older than Boomers, some of those kind of cuspers,

          people who fall between the leading generation and the

          leading edge Baby Boomers.  And people want choice.  They

          want to come into an organization and either be able to have

          a choice of an array of things to do or to be -- or have to

          be able to kind of sculpt an opportunity.

          People are looking for short term commitments, and, you

          know, a lot of this is because people have a lot of

          competing commitments at this point.

          And I think -- I mean, Boomers are so -- some of them still

          caring for children or grandchildren, they're caring for

          grandchildren, they're caring for children, they're working

          part-time, they're, you know, all kinds of things that

          preclude them from giving a lot of that regular consistent

          time.  So part of this is that we have to, you know, really

          figure out how we can accommodate folks.

          They're also looking for meaningful work.  So the envelope

          stuffing may not do it for them.  They may be more inclined

          to say, I'll help you design -- I'll deliver the training,

          you know, I'll organize a group of volunteers.  They're

          looking for self benefit, and self benefit doesn't have to

          be -- I think we kind of interpret it as a very selfish

          thing, but self benefit really is, what am I going to get

          out of this?  I mean, am I going to have -- is this going to

          be a meaningful experience for me?  Am I going to be able to

          use my skills?  Am I going to be able to contribute to the

          mission of the organization?

          And they want autonomy.  They want to be able to, you know,

          come in and maybe do a project and kind of work closely

          with -- with the supervisor around how that's going to get

          done.  They don't necessarily want to have somebody tell

          them how to do it.

          So all of this means -- you know, it means changes in the

          way we do business.  And I think that's one of the

          challenges.

          So, you know, before we can think about recruiting Boomers,

          we have to really think about what we're recruiting them

          for.

          So anyway, what does this mean for us?  Basically it means

          that we may have to make changes to some of the things that

          we, you know, have to offer.  It means we're probably going

          to have to make some changes in our management style, and

          that we've got a few years -- this says we have three years.

          We've, you know, got a couple of years to make changes to

          our infrastructure.

          So I don't know if you can hear the noise outside my office,

          but we just got a really nice grant from a foundation, and

          so everybody's out there celebrating.

          Okay.  So first we're going to look at strategies for

          creating some of these compelling opportunities.

          And we look at this as five strategies.  So the first one is

          expanding the types of roles that we offer.

          And it's unfortunate that this is not PowerPoint, because if

          it was PowerPoint, all these little triangles would zoom in

          and do all these fancy things, but on this window system it

          just is up here as a slide, but anyway, expanding the types

          of roles we offer is that we very often sort of

          traditionally offer things that are direct service, maybe

          indirect service, sometimes governance, which means, you

          know, being -- serving on a board and things like that.

          We tend not to think about bringing people in in kind of

          capacity building roles or managerial roles.  So there are

          ways of thinking about, you know, different opportunities.

          So going back to the mentoring example or the tutoring

          example, you may not be able to get Boomers to commit to

          being mentors or tutors, but you might be able to bring

          folks in to help you recruit mentors or help you design your

          mentor training, or serve in the way where they help to

          monitor the mentor you've matched, or to help the tutors to

          design -- you know, figure out what curriculum they're going

          to be teaching so those are ways that you could possibly

          bring in folks to do some other roles that would also help

          you meet your mission.

          The other thing that's important to understand, too, is

          that, you know, we talk about Boomers as though they were

          this kind of unusual, special group.  But what we're really

          seeing is that what we do for Boomers around some of the

          choice and flexibility really is going to benefit us all the

          way down the line, because what we're seeing is that the

          cohorts that follow the Boomers are much more like the

          Boomers than they are like those traditional volunteers, so

          we really do have to kind of look at flexibility in a

          variety of ways.

          The second strategy is offering varying time commitments.

          So, okay, folks can't commit to, you know, coming the same

          time every week for four or five hours.  There may be other

          ways of bringing people in.

          So you might have some kind of a substitute list.  You might

          get people to do a job sharing, you know, where somebody

          took it some days of the week and somebody took it some

          other days of the week.

          You might bring people in to do things in teams or by

          committee.

          So, you know, there are other ways of looking at that time

          issue.  You might bring people in to do projects that they

          could do for six or eight-week period and then move on to

          something else.

          The third strategy is exploring new ways to structure roles.

          So again, one of the things that people -- many people seem

          to like is the opportunity to work in teams.  And they

          particularly like self-directed teams, which is essentially

          where the teams may get guidance from you as a supervisor or

          a director, but then may be kind of able to do the work

          independently with, you know, some reporting mechanisms to

          you.  Sometimes there are teams that will come in and create

          their own projects.

          Another example is having people come in and really kind of

          define their own role.  They may come in to do a specific

          job, but then they look at it and say, you know, I have

          these skills, I'd like to do it this way, can we, you know,

          be flexible here around this.  So it's really kind of doing

          that dance between, you know, what people bring to the

          experience and working with you around how to accomplish the

          work.

          Another example of structure is telecommuting, which I think

          is, you know, a fabulous opportunity for people,

          particularly if it's a challenge to get to a location.

          So people can create newsletters, they can work on

          databases, they can, you know, do record keeping for an

          organization.  But do it from the comfort of their home.

          It's also, you know, sort of a myth that Boomers are not

          computer literate, because, in fact, Boomers are computer

          literate, and they really do use the internet, and, you

          know, they know how to manage that.

          Now, I will, having said that, I'll have to confess that if

          I really need to know something on the computer that I don't

          know, I go to the youngest person on staff because, you

          know, they really know, but, you know, nonetheless, I think

          it's also very true that people really want to learn new

          skills.  Lifelong learning is a tremendous incentive for

          people.  And so I think that the opportunity to learn new

          computer skills could really be a tremendous draw.  So that

          actually leads me very nicely into strategy four, which is

          offering a range of incentives.  And a range of incentives,

          the kind of -- you know, the traditional sort of recognition

          that we've provided people has usually been the recognition

          pin or the mug or the T-shirt.  But in fact, you know, we're

          looking at everything from the mug and the pin and the

          T-shirt to cash incentives and stipends sort of, you know,

          foster grandparents, for example, and senior companion, to

          cash equivalent, so reimbursement for travel is an

          incentive, or the opportunity to take a course at a local

          university or a lifelong learning center or the opportunity

          to get a reduced membership at a gym, or to get tickets to a

          movie or -- you know, those kinds of things are also

          tremendous incentives.

          As is the recognition of having business cards, having a

          mention on the Web site, you know, sort of being an integral

          part of the organization and recognized as a contributing

          almost staff member.  Those are all really important

          incentives.

          And this also gets into the whole marketing and recruiting

          issue, because these are the kinds of things that you will

          want to talk about as you're developing your marketing

          materials.

          The last strategy is really enriching the opportunities, and

          this is looking at leadership development.  It's looking at,

          you know, getting people involved in real service learning

          opportunities.

          It turns out that Vista has a fairly large percentage of

          Boomers in service, and the reasons for that have to do with

          the fact that this is very much capacity building.  It's

          very much, you know, really calling on people's skills, and

          also -- I just lost my train of thought -- calling on

          people's skills -- capacity building -- oh, and

          opportunities for leadership.  So those are really in ways

          of getting -- enriching the opportunities.

          I had a question here:  What's the best way to secure

          funding for recognition or compensation?

          That's a very good question.  One of the things that some of

          our non-profits have done is they've worked with local

          businesses to, you know, get things like discounts at, you

          know, the local book store or the coffee shop and so forth.

          And, in fact, one group of folks got together and approached

          the number of businesses in the community and got them to

          agree to contribute to what ended up being sort of a

          volunteer discount card.

          So the volunteers got this card and everywhere they went in

          the community, they were entitled to a slight discount for

          something.  As I said, coffee or whatever it might be.

          Sometimes vendors will allow you to put in stipends into

          your budget, not all of them, but sometimes.

          So I think a lot of -- a lot of this is looking at

          partnerships, community partnerships.

          Okay.  All right.  So those -- we've got the five

          strategies.  And the next part of this is the power and

          challenge of the message.

          The right message sells.  It becomes the basis for all

          communications, and it bears repetition.

          And I think that one of the things I want to say -- and

          again, each one of the things that I've -- I'm covering

          today, hopefully you'll be interested to really sign up for

          some more in depth work on this.  We do a whole webinar and

          workshop on marketing itself because the important thing to

          remember here is that one size does not fit all, okay,

          there's no one marketing message that's going to work with

          all Boomers.  So it really is, you know, creating a message

          that will resonate with your target audience, knowing who

          your target audience is, being able to talk about the

          customer benefit.  One of the RSVP's that we work with here

          in Delaware scrapped the kind of standard RSVP standard

          brochure and created the -- the director created one

          himself, which was -- actually the photograph was one that I

          had earlier, which was a guy who was, you know, I think he

          was painting something.  But the tag line was something

          like, you know, you know where you've been, now who do you

          want to become.

          And so what it did was it really opened up the

          possibilities.  This time in your life is a time for

          exploration.  It's a time for you to learn new skills or use

          your existing skills to really, you know, reach out and help

          others, and that was a very effective message.  So it's

          really looking, again, kind of knowing -- knowing your

          target audience and then being able to create a message.

          Okay.  So this is looking at the difference between

          marketing and recruiting.

          The marketing is really what's your message, and the

          recruiting is making the ask.

          And this is -- I don't think the corporation is using this

          campaign anymore, but it's one that I particularly like

          because one of the things we know about recruitment is that

          the number one way of bringing people in is by word of

          mouth.

          You know, I have a good experience, I'm going to tell my

          friends that this is something that they should really do,

          too.  So I just really like this, you know, share your

          volunteer spirit.  So this flier is the marketing, and

          that's the message.  Sharing your volunteer spirit by

          getting out there and getting your friends to come and join

          you is really the recruiting.

          Okay.  So this is one of the -- and when we do our marketing

          workshop, this is one of the tools that we use, and this is

          called a creative brief.  And what a creative brief is is

          it's really a way of a step-by-step way of kind of

          distilling your message so that you are really right on

          target.  You're not cluttering up people's time and space.

          I mean, one of the reasons we call this brief is because if

          you think about all the gazillions and gazillions of

          messages that we get every day, what we end up doing is we

          filter most of those out.

          We filter most of those out, and so what we want to do is to

          make sure that our message is really on target.

          So this is the creative brief.  I will go through it, you

          know, quickly.  We did have a question about when the next

          webinars are going to be scheduled.  The last slide that I

          have up here that I'll keep up for a while gives you the

          schedule of our webinars and that will also be posted so

          you'll have an opportunity to sign up that way.

          So the first step in developing a creative brief is to

          identify the mission of your organization, and then to

          really sort of dig a little bit deeper and think about,

          okay, this is my mission, now, who am I looking for?

          Okay.  So you want to think about what's the demographic

          you're looking for or what kinds of skills are you looking

          for?  You know, what kind of time commitment do you need

          people to make?  You know, what do you know about your

          target audience?

          So I shared some things with you about Boomers, which is

          that Boomers want choice and flexibility, they want to know

          that what they're doing is really contributing to the

          mission of the organization.  They want to know what the

          benefit is for them.  So those are the -- you want to really

          distill down and kind of figure out who you're recruiting.

          The third piece, then, is to really look at what are the

          customer benefits.

          So if I come and, you know, provide service, if I come to be

          in Americor or I come to be at Vista, what am I going to get

          from that?

          So I think about myself as an example.  Let's see, I'm very

          passionate about mentoring, okay, mentoring is not something

          that I have the time to do, but I could really see myself

          helping an organization, try to get money to support their

          mentoring programs.  I could see myself developing training

          or even doing training for mentoring program.

          So the customer benefit for somebody like me is you've got

          these skills, you know, they could really help us reach out

          to some number of people, and, you know, really enrich and

          strengthen our mentoring program.  That would be an

          effective -- that would be something that I would say, yeah,

          that's a benefit to me because I'm going to get to build on

          what I can do to help somebody else.

          So the next step is really, then, looking at what are the

          existing perceptions that people -- you know, your target

          audience has about your organization?  And the only way

          you're going to find out is to ask people.

          So you might -- you know, you could do a focus group of

          just, you know, even people that you know who are in this

          targeted demographic and say, okay, you know, what do you

          know about me, and what are you -- you know, what do you

          think about that?

          You may find that, you know, people have a very different

          opinion or idea about what it is you do than you think they

          have.

          So it's good to see if you're on target, or whether there's

          a disconnect.

          Then you start to think about, okay, what is it that I want

          people to think?  And then from there you can really begin

          to create your message.

          So this is a very broad overview, and as I said, I think

          that if you really want some practice with this, I

          definitely would urge you to, you know, sign up for a

          webinar, because we actually do provide technical assistance

          around kind of helping people to do this.

          The other important thing about this to know is that you

          don't need a huge marketing budget to be able to do this.

          This is something that, you know, you get together with some

          colleagues and you really talk to people, and you can do

          this yourself, and you can produce good marketing materials

          right on your computer.

          So okay.  Here's a question or a comment.  Somebody said,

          what's in it for me is definitely a Boomer comment, a big

          jump from volunteering by the old-old.

          Definitely, and that's really I think one of the keys here

          is that the traditional volunteers would do it because they

          were asked.  And I don't want to suggest that the Boomer

          types then later won't do it because many, many, many of us

          will get out there and do it because the job needs to be

          done.

          But I think that we also have to know there is a shift, and

          the older Boomers kind of came of age at a time when we

          thought we could change the world.

          And you know, not that we did a great job with it, but we

          did make some inroads, but we really want to have a say in

          what happens, you know, there's definitely a shift there.

          Okay.  Let's see, next step is developing a targeted

          recruitment plan.

          So what this really involves is, again, deciding on your

          opportunity, what is it -- who you're looking for, really

          looking at the identifying the skills that you need, and

          then how do you find people.

          I actually have -- we have a tip sheet that I will make sure

          that I send along to get posted, because I didn't include it

          in the slide, but the finding people is I think one of our

          sort of mottos of, you know, volunteer recruitment, is cast

          a wide net.

          It's like, you gotta go to a lot of places.  You need to,

          you know, really look at using -- doing personal

          presentations, using your local media, you know, kind of

          giving -- you know, using ads and so forth and stories in

          community papers, getting things posted.

          And you want to take that marketing message that we talked

          about before and really brand it so that people really know

          you're out there.

          It's also who does the recruiting.

          So people, again, they want to know that the people who are

          doing the recruiting kind of, you know, look like them or

          think like them.  So in other words, it's important to kind

          of put together a good recruitment team.  And you might --

          that's another role that people can play, is you know,

          Boomers can go out and recruit other Boomers.  You can

          create a recruitment team.

          And then the last piece of developing a good recruitment

          plan is really, then, what is your response going to be so

          that, you know, I'm sure that, you know, you're kind of

          preaching to the choir because you know that if you get a

          story out there or you have an ad out there, that you need

          to be prepared, then, to really do the intake and give

          people the information and kind of get them involved, you

          know, in a training program and orientation to really kind

          of get them in fairly quickly.

          Okay.  I wanted to mention also because this was another one

          of the questions that people asked.  Around sort of raising

          awareness within your organizations.

          I mean, you know, obviously RSVP is -- that's what they do,

          you know, they know how to get those people 50-plus and

          although I do know that in many RSVP's that we've worked

          with there can also be some sort of challenges between the

          more traditional volunteers who can be resentful of the kind

          of younger Boomer types coming in.

          So I think that one of the things that's really important to

          keep in mind is this whole issue of generational conflict.

          And I would suggest that you really, if you're -- if your

          organization has not brought in many people 50-plus, or

          you're seeing some of this, you know, tension, that it's

          really important to provide training around helping people

          understand what each generation brings.  This is actually

          another whole training that we do.

          But just -- here's an example of what I'm talking about.

          This is probably the first time in our history when we have

          four and five generations represented either in the

          workplace or as part of a volunteer team.

          So you have -- let's say you've got very traditional

          volunteers who, again, are used to a very tap-down way of

          working in terms of authority.  I mean, you know, there's a

          supervisor, I'm the worker, I'm going to do what the

          supervisor says.

          And there's very kind of traditional protocol around what

          those relationships are like.

          Well, then you bring in the Boomers who want to kind of be

          equal partners in the discussion, and want to kind of -- and

          many people do kind of come in and go, hmmm, gee, I know

          this already, or I want to do it this way, and, you know,

          that's -- that can present some real conflict.

          Also, if you've got a supervisor who's a 20-something or a

          30-something and suddenly they've got to work with this

          Boomer type who's saying, you know, I know how to do this,

          that can present conflict.

          So it's really helping people understand one another and

          really working on some good strategies around communication.

          Another example is this is one that comes up in our office a

          lot, is that we have a lot of Boomers, and then we also have

          a lot of Gen Xers and because we have a lot of Vistas, so

          the Gen Xers are those people who were born let's say kind

          of mid '60s to the early '80s.  Those are the Gen Xers, and

          then the Millenials are those born early to mid '80s on up.

          And Boomers are really focused on process.  You know, we

          like to talk about everything.

          And I know around here we can very often have staff meetings

          that go on and on and on because we're sort of Boomer heavy.

          And then you've got the Gen Xers who have grown up with

          technology, who really like to work independently, they're

          not necessarily as team oriented as the Boomers, and their

          thing is, you know, we don't have to talk about this

          forever, send me an E-mail, we can figure this out in five

          minutes.  So believe me, that can present tension, too, if

          you've got this challenge between the process folks and the

          let's make a decision.  So just an example.

          Whoops, I've got ten minutes so I've got to get going here.

          Okay.  So your job, then, is to find the right fit between a

          person's assets and preferences, and then the requirements

          and expectations of a specific job.

          And this really, I think, is where we get into the -- you

          know, the kind of understanding your audience and the

          accommodation.  So this is an example of one of the ways of

          really trying to make a good fit.  And if this were the

          PowerPoint, all these little petals would be moving around

          and we could really explore this in great detail, but if you

          see the kind of Marigold-looking petals, it's really looking

          at who this person is, what are their interests?  The

          drivers are what is motivating them, what is really

          motivating them to want to contribute to your organization?

          What kind of dreams did they have?  If they could do

          anything, what would it be?

          What are some of their accomplishments and what are the

          skills that they bring?

          And, you know, if you really get to know your potential

          volunteers, I think that's really the way that we -- it's

          all about relationships.  So it's not just, oh, I've got

          somebody that has some kind of impairment and how can I fit

          them in.  It's really understanding who that person is, and,

          you know, what is the best way that they can contribute to

          your organization.

          And then if you look at these sort of salmon-colored petals,

          it's also then looking at who the person is around what kind

          of time commitment can they make, you know, what are the

          different roles that they might play?  What sort of

          intensity do they want?  You know, do they want to do

          something that's going to be working with really high-risk

          kids?  Do they want to be doing something that's going to

          take 15-20 hours a week, or do they really want to do

          something that's less intense than that?  And then what kind

          of work environment?  Do they want to telecommute?  You

          know, are there particular challenges around getting people

          to your organization?

          Okay.  These are just some strategies basically for keeping

          people connected and contributing to your organization.

          There's a report that the corporation for national community

          service put out maybe about a year ago talking about the

          fact that it was really hard to retain Boomers and they

          tended not to stay.  And I think that some of that is

          there's a lot of choice out there for one thing, but some of

          it is also the fact that they may not have the opportunities

          within the organization for the kind of growth that they're

          looking for.

          Actually, we just had a comment that beware that just

          because a volunteer has a strong skill set they may not want

          to be pigeon-holed.  Allow them to explore their

          opportunities and expand their skills.  I thank you for that

          comment because you're exactly right.

          I've got a very quick and wonderful example, which is

          somebody that came, who had been a human resource director

          for UPS for a number of years, and everywhere he went to

          volunteer, people wanted him to do human resource work with

          them.

          And he finally ended up at this animal shelter, and he said,

          you know what I really want to do is play with the dogs and

          train the dogs, and that's what they -- they said, we're

          fine, you know, how can we work this out.  And eventually,

          he did end up helping them with their human resource work,

          but he really wanted to, you know, explore something new and

          just have a good time and have fun.  So thank you for that

          comment.

          Okay.  So strategy one is create a workplace that recognizes

          generational differences and promotes inclusion of diverse

          groups.

          And I think that, you know, we've touched on that already.

          But it's important that people know that your organization

          is a welcoming -- a welcoming place.

          Strategy two is to develop an individualistic and

          facilitative management approach.

          And you know, the facilitative really is how can we work

          together to make this a really good experience for you.

          Strategy three is to support people as they age.  And I know

          this is a real issue at our organization for some of our

          programs which involve mentoring and tutoring and where

          we've had people with us for many, many years, but as

          they're getting older, there is cognitive decline, there are

          other things going on and it's really a question of how can

          we, you know, accommodate people and keep them involved even

          though their roles may have to change.

          So just a few tips.

          Creating a climate where requests for accommodation are

          welcomed and voiced by the individual, and not presumed by

          staff.

          I think that's really important, that we make it a welcoming

          place, and people can sort of speak up about what they need.

          But we're not dictating.

          Sometimes it's creating less taxing roles.

          Making modifications in the work environment.

          Providing adaptive equipment.

          And giving less complex tasks to those who display cognitive

          impairment, or sometimes paring them up with another

          volunteer.

          Strategy four is to invest in individual development.  And

          again, that gets back to looking at the enriching

          opportunities.

          You know, how to really encourage leadership, and how can we

          help people really become, you know, an integral part of our

          organization?

          Okay.  I'm getting the five-minute sign, but that's fine

          because I'm actually just coming to the last slide.

          Again, I've given you an overview of the whole sort of

          picture of engaging Boomers.  We have been doing -- here in

          Philadelphia, in the Delaware valley, and actually we've

          done this in California for the RSVP of Orange County, we've

          done this for RSVP in New York City.  We've been doing what

          we call our learning labs, which are really bringing people

          together for intensive sequential workshops that look at all

          the issues that I just raised with you today and really

          provide some tools and some in-depth work around that.

          We're doing this now as a webinar series and it does mean

          that you have to commit to -- if you sign up for one of

          these series, you have to commit to the whole thing.

          You can also pick, if you want to just do marketing, you can

          just pick marketing, but I would say that, you know, you'll

          get more out of it if you can commit to the whole series,

          because it really -- everything builds on everything else.

          So we have a series starting in march, March 6th, 13th,

          20th, 27th.

          We have a series in May, May 6, 13, 20, 27.

          We have a series in July, July 9, 16, 23, 30.

          And a series in September, 4, 11, 18, 25.  And the

          information on this slide is how you can register, which is

          by E-mailing Arlene Ketchum, aketchum@temple.edu, or calling

          866-599-5661.  And we'll keep this posted.  You also, by the

          way, if I can get a participant list, we'll add you to our

          E-mail list, and you'll get information about all of our

          different upcoming trainings and webinar series.

          So if you want to do -- we're going to be doing, for

          example, a webinar on how to do the intergenerational cohort

          training that I was just describing.

          So if one of your challenges is, boy, how do I get my team

          to work together and understand these old things and these

          young things or however, this is the training for you.

          So I am -- it's 3:53.  I guess I've got two minutes left,

          but I want to thank you so much for your participation, and

          I really hope that this was useful.  And I hope that we see

          many of you at our upcoming training.

          So I guess I'll turn it over now to Elesheva.

          >>ELESHEVA SOLOFF:  Thank you so much, Dr. Taylor.

          Actually, all the people who are interested in attending

          more webinar series that Dr. Taylor had mentioned, it's

          better if you actually E-mail to either Arlene or to Amy

          directly, or also to E-mail Dr. Taylor.  But thank you so

          much, too, Dr. Taylor, for sharing your expertise with all

          of us, and people, please fill out the staff evaluation.

          But also I wanted to share with you briefly -- briefly -- we

          will be posting the transcript and the PowerPoint on it.  It

          will be available after February 28th.

          So I'm going to type in also the address.  Actually, I've

          changed it back to the Web site.  So look at the Web site.

          Click on the bottom of this Web site.  You can click on to

          view past event, every other webinar and look at the topic

          and, again people before you sign off, please fill out.  We

          would really appreciate hearing your feedback.  And again

          thank you very much.

          >>DR. TAYLOR:  You're very welcome, and I just have one last

          comment, which is:  Please call me Andrea.  Thanks,

          everybody.

          >>ELESHEVA SOLOFF:  Thanks, everybody.

          >>DR. TAYLOR:  Okay.  Thanks, bye-bye.

          >>ELESHEVA SOLOFF:  Thanks.  Bye-bye.
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