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Preface 
 

The purpose of this eBook is to provide a resource for marketers that desire to 
participate in expanding market share, church growth opportunities, community 
awareness, bottom line sales, volunteer training, evangelism programs, special 
events and other media related functions. 
 
I will be sharing personal knowledge from over 35 years of professional marketing 
and sales experience plus other marketing talking points that are public domain 
from various sources. 
 
My goal is to educate, demonstrate and facilitate so you can walk away with the, 
“How To” knowledge needed to accomplish your marketing objectives.  
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Copyright 
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Introduction 
 

I will be offering several ideas and suggestions on ways to promote, market, sell 
and communicate. There are lots of people in the know that have opinions as to the 
best or most cost effective ways to get the job done. However, there is no sure 
approach to ensuring success. When it comes right down to it, it’s all a risk with no 
guaranteed results. 
 
It is better, however, to plan rather going by the seat of your pants in a hap- hazard 
way. Jesus said, “For which of you, intending to build a tower, sitteth not down 
first, and counteth the cost, whether he have sufficient to finish it” Luke 14:28. 
This scripture speaks to counting the cost, 1st of all in being a disciple of Christ. 
But it can also fit with planning an event, church program, and other projects that 
are of interest. 
 
I was always told that failing to plan is really planning to fail because you have no 
idea what is needed to finish the job. Planning to fail is doing nothing. It’s like 
driving down a highway with no particular destination in mind.  
 
This guide will hopefully help you to plan and in doing so, keep you from failing.  
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It All Starts With A Plan 
 

No matter what you want to do, you’ll need to have a detailed plan to accomplish 
it. Making a plan is the 1st step in completing the project. The best way is to sit 
down and write out your plan in detail.  If you cannot put it down on paper, it’s 
probably not worth doing. Also, after you write it down, you may start seeing parts 
of the plan that are not necessary or need more 
explanation. 
 
Making A Plan  
 
The first step is to Write Down Your Vision. A vision 
is a short statement that says why you exist. It will 
also include the purpose for your being in business. 

 
Next: Describe the plan. What is it, exactly? What do you want to do. Example; 
This plan is designed to increase our congregation size…thus you have an 
Objective. Our hope is to increase by 20%…now you have a Specific Goal. We 
want to do this in the next 6 weeks…now there is a Time Line for action to take 
place. 
 
Next…What do we need to do to make this happen? Now you develop a List of 
Activities that will be placed on the time line. 
 
Next…Who will coordinate each activity to insure its completion? Now you have 
a List of Volunteers that will do the work. 
 
Next…What will it cost to accomplish each activity? These projections will come 
from the volunteers that head up each activity. Now we have a Budget Projection.  

 
Next…establish a start and finish date with review dates in-between to be sure you 
stay on track. Now you have Committee Meeting Dates for all the activity leaders 
to meet, review, discuss and adjust if necessary. This will be your steering 
committee. Each activity Leader will have to recruit the necessary volunteers to 
accomplish their individual activity. 
 
Finally…Select A Project Coordinator. This could be from the Activity Leaders 
or not but he or she must have the respect of all of them. Their job will be to 
manage the flow of work and handle delays, and unforeseen problems. 
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Plans are only a best guess based upon existing knowledge. They are not set in 
stone. Feel free to adjust as many times as needed. The most important thing to 
remember is that a plan gives you direction, purpose and a sense of reality. It will 
help to determine if this project is worthwhile or not. 
 
I can recall a time when my planning showed me that it would take over 60 years 
to accomplish. I didn’t know that when I started out and had I not worked it out on 
paper, I would never have know and ended up chasing a dream that was not 
possible to attain. 
 
A good plan helps us to count the cost, determine the volunteer requirements and 
evaluate the overall feasibility of the project.  

 
Elements of Good Communication 

 
There are 3 elements of good communication that if ignored can kill your project. 
Here’s how I see it: 

 
1. Internal Communications… to volunteers, 

members and supporters. This is the crowd 
that loves what you do and actively supports 
you. This is your base. Ignore them and you 
will die. Bless them and they will bless you. It 
is from this pool that you draw most of your 
volunteers. Regular communication can be 
successful through: Newsletters in print and 
on-line, Sunday Bulletins, Appreciation Dinners, A Personal Phone 
Call now and them, Special Discounts, 1st chance opportunities, 
Websites and so on. 

 
2. External Communications…to the community at large. This 

happens through newspaper ads, door hangers, word of mouth, direct 
mail invitations, Internet and social media like Facebook. 

 
3. Media Communications…A good media list is essential in 

marketing your ministry event. It takes time and effort to keep it 
current because people change positions quite often. Some would say, 
“We are a Christian Organization and have no need for secular media? 
OK, but think of it this way, every time your organization is 
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mentioned by a newspaper in conjunction with a happening or event, 
you are building brand awareness and creating an image in the minds 
of the community. It’s all free. They have to accept your press 
releases and if there is enough space, publish it. Press releases are the 
best means of communication. 

 
Building A Media List   
 
You will want to attain media name, contact, street address and eMails, phone & 
direct line and if a print publication…the frequency they publish such as weekly, 
monthly, quarterly and total circulation they reach.  This should be done for every 
media source within three counties…. Radio, T.V. Newspapers, Magazines, On-
line Publications, and any other media source that reaches the general public.   

 
                       Writing A Press Release 
 
Writing a press release is not that hard. Here are the elements 
that you will need to know to do it right:    
 

Headline:  
From, (Your Name and Phone Number and eMail) To, (Contact At Media) Date, 
Subject, Re: Etc. 
 
Body of Text…Answer these questions…WHO, WHAT, WHEN, WHY, 
WHERE, HOW, And any other info you feel is important to share. 
 
Closing Statements…always tell the media who will benefit financially from what 
you are doing.  Be sure to end with, For More Info, questions and directions, please 
call…. 

   
It all starts with a plan. It works through a committee. It involves your group, the 
community and the media. It happens because of objectives, goals, reviews and 
timelines.  

 
Failing To Plan Is Planning To Fail 
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Developing A Good Marketing Strategy 
 

A good marketing strategy involves the total scope of 
what you are all about. Many organizations, including 
churches, fail because they try to focus just on one 
aspect. When this happens it causes an imbalance in 
your vision and can easily affect your volunteer pool, 
Budget allocations and actually hinder your overall 
plan of action.  
 

When you consider a marketing strategy, you should take into account the overall 
plan. The strategy details each activity. It describes all the activities, one by one, 
identifying the time that is best for launching, the money projection estimates, 
personnel requirements, desired outcome of each, possible interactions between 
other actions already launched or scheduled for launching and possible hindrances 
that may occur along the way. This gives you a clear perspective of what your 
organization is all about. 
 
I know that small churches will say, “We are not that sophisticated to be able to do 
all that you say.”  It may sound like a big job but it really isn’t. A few planning 
sessions with key personnel and you will have it done. Here are some questions: 

 
1. Do we want to concentrate on growing this next year? If yes, how do 

we do that? Share ideas and come up with a plan. 
2. Do we want to engage in fundraising? If yes, what kind? Decide on 

several options. 
3. Will we start new programs? if so, what kind and for what purpose? 

 
You can see how a 90-minute planning session can produce a lot of clarity. The 
main objectives are to set an agenda for each planning session and keep your 
vision always in front of you to be sure what you are considering does not go 
against your vision.  
 
Being realistic is also a must when developing a marketing strategy. I have been in 
some planning sessions where someone yelled out, “We want to win our city for 
Christ”. Considering the city was 150,000 population and the church was only 20 
folks of which 2/3 were women and children, that was a bit of a stretch, certainly 
unrealistic. There was no thought as to volunteers, presentations, use of media, 
money needed, reactions of those confronted with the gospel, handling objections 
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to the claims of Christ and so on. Be realistic. It’s ok to start small and plan your 
growth in spurts as it can be managed.  

 
Most importantly…do not go off in the flesh. That is to say, 
do not plan in human intelligence only. It is vital to seek the 
Lord for His direction, inspiration and favor. The scripture 
say, “Except the LORD build the house, they labor in vain 
that build it: except the LORD keep the city, the watchman 
waketh but in vain.” Psalm 127:1 
 
The one thing you do not want is to labor in vain. Be sure 
you are planning things that you know are in God’s Will. There are too many 
Christian organizations that are building their own kingdoms. We do not want that. 
We want to be co-labors with Christ in His kingdom. 
 
Another thing is to look at what others are doing and determine if you can see the 
hand of the Lord. You can learn a lot about the move of the Holy Spirit and if that 
activity is being shown to you for implementation in your community. God will 
often show us His will by taking us to a place or ministry that is doing that thing so 
we can observe and hear His voice. 

 
 

Using Special Events  
For The Glory of God 

 
Special events are great to bring Glory to the Lord and expose the community to 
your church or organization.  However, they should be treated the same as in our 
previous discussions above. Plan them out from start to finish with cost 
projections, volunteer needs and duties, estimated gross and net revenues, possible 
revenue streams, media coverage and so forth. 
 
Here is a list of ways to promote your event 

1. Church Website – Every event that’s open to the church should be on 
your website 6-8 weeks out. If sign up is needed, include a way to sign 
up online if possible. 

2. Church Facebook Page – Schedule 2-4 posts on your church Facebook 
page and be sure to include a good image and a link to the web page 
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about the event. Optionally, you can pay to “boost” the post to ensure it 
hits the most people. 

3. Church Blog – Write 2-3 blog posts about the event, but try to make 
them different from the website by including stories or something else 
designed to see it from a different perspective. 

4. Church Program – Be sure to include it in the church program/bulletin. 
It’s usually one of the top 3 ways people get information about events in 
your church. 

5. Printed Mailer – We use these for bigger events, but creating a custom 
mailer (postcard or 8.5×5.5 size) and sending it to people’s homes is a 
great way to bring attention to an event.  

6. Invite Cards (Business Card Size) – Create business cards designed for 
people to hand out as invitations. 

7. Personal Facebook/Twitter Account – Post a couple updates on your 
personal Facebook or Twitter account to promote the event. 

8. Mass Email – Create a well-designed email and send it to anyone in the 
church database it applies to. 

9. Talk About It In Small Groups/Classes – This doesn’t work in every 
church, but see if your church’s small group leaders can intentionally 
mention it in small group one week. 

10.  Interview Someone About It – You could do this 
live in service or via video, but interview someone 
close to the event about the event itself. Make it fun 
and informative. 

11.  Write Personal Notes – Have your children’s and 
student ministry small group leaders write personal 
notes on a card with information about the event, inviting them to it. 

12.  Banner – Purchase a banner to display in the lobby or in your 
children/student environment. If this is an annual event, the investment is 
more than worth it.  

13.  Create a Video – The video could include highlights of previous 
events. It could be a comical Top 10 Reasons to Attend. Or, it could be a 
simple voice-over style video with key information about the event. 
Videos are great because they can be used more than once in multiple 
settings. But, they’re hard to do well, so that’s why I list it near the 
bottom. 

14.  Announcement From Stage – I saved this for last, as most of us 
probably need to use the stage less and less for event promotion. It is 
very effective, but my approach is to create a promotion plan for each 
event that would work well without any mention in services. (Excerpts 
taken from NICKBLEVINS.COM) 
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Special events can be anything from a church bake sale to a car wash to a fall 
festival, concert; to most anything your church or organization feels ok doing.  
 

 
Branding Coordination 

 
No matter what you are doing, you need to 
use every available tool in your possession to 
communicate and brand your activity. This 
means the event needs to be promoted in 
everything at your disposal. I suggest you 
make a list of those things. You will be listing 
such things as Sunday Bulletins, Monthly Newsletters, Sunday School and Pulpit 
Announcements, Hand Outs, Multi-Media Screens, etc. This may seem silly for me 
to be discussing this but I have seen, time after time, press releases going to media 
but not church folk or to newspapers but not radio or T.V. You also need to tell the 
same story to all at the same time. This keeps you focused and brands your event in 
a uniform way. 

 
 

Volunteer Recruitment 
   And Training Ideas 
The decision to volunteer is usually a two-step 
process -- a person thinks generally about 
becoming a volunteer and then a "trigger event" 
transforms this general thought into concrete 
action. The "trigger" is often something very 
simple: someone they know asks them to 

volunteer in a specific role, or they learn about an opportunity through an 
organization to which they belong. This two-step process suggests that it is 
important to create broad local visibility and name recognition, so that when 
people are ready to volunteer they will know who you are, and to target 
your recruitment, so you are asking people who are ready to volunteer. 
From: Corporation for National and Community Service  

The best way to recruit a volunteer is to write a job description for the volunteer so 
when you ask for help, the person you ask will be well informed and if he or she 

Coordinate Everything 
Evaluate Everything 
Review Everything 
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commits to the task, have them sign the job description at the bottom with a short 
sentence that says, “I agree to being a volunteer and accept the duties and 
responsibilities mentioned above”. Something on that order is good. 

 
Training can easily begin with a review of the job description to determine what, if 
anything needs to be discussed in a training setting. In most cases, you can put a 
new volunteer with an experienced one and off you go.  
 
Hand selecting your key volunteers is vital. You never allow a new volunteer to 
handle money or dictate policy or supervise other volunteers. Key personnel are 
your inner circle and should be 100% trustworthy.  
 

16 Tips In Recruiting Adult Volunteers 
10 May 2006 by Jason Scott 

 
Recruiting the right people for the right program requires a 
commitment of time, energy, creativity and persistence, as 
well as a well-considered plan. 

According to the Center for Intergenerational Learning at 
Temple University, effective practices include: 

1. Decide on the characteristics you want your volunteers to have 

Think about the goals of your project, the strengths and needs of the population it 
will be serving, and the activities the volunteers will be engaged in with families 
and youth.  

Consider the physical and time demands of your program. Factor in the 
requirements of grants that may be funding your program, including possible time 
limits on age, gender or place of residence. 

2. Develop a checklist of the most important requirements 

The checklist you develop for your volunteer requirements will probably contain 
similar categories. When writing the volunteer job description, you might not 
choose to include all of the items you have checked off on your list. However, you 
should develop an application and interview process that helps you assess whether 
potential volunteers meet all the requirements. 
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3. Identify the barriers that may deter people from volunteering, which may 
include: 

 Cultural myths and perceptions that old age is a 
time for relaxation, not learning or contribution.  

 Lack of confidence in their ability to contribute -- 
inability to translate their life experiences and 
skills to a particular program's needs.  

 Fear about safety, such as having to use public 
transportation, go into a stranger's home, and concerns about drugs and 
crime associated with teens or low-income populations. 

 Physical limitations, such as illnesses or lack of energy.  
 Financial issues, including concerns that expenses associated with 

volunteering may strain their already limited financial resources.  
 Competition for volunteers is yet another obstacle; it is likely that many 

other organizations are trying to recruit the same "volunteer-minded" older 
adults that you are targeting. In addition, baby boomers are staying in the 
workforce longer, or returning to it after retirement, thus limiting the time 
they have available to volunteer. 

4. Think about what could motivate elderly people to volunteer for your 
program. 

Identify ways to address some of the barriers and 
encourage older adults to volunteer. For example, they 
might be interested in volunteering because it will give 
them the opportunity to: 

 Increase their satisfaction with life by participating in an enjoyable and 
rewarding experience. 

 Increase their sense of connection to the community. 
 Feel productive. 
 Address a social issue in a way that is consistent with personal values. 
 Use their skills and share their experiences, interests and knowledge. 
 Learn new skills. 
 Learn more about youth. 
 Make new friends through the volunteer experience. 
 Leave a legacy for the younger generation. 
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 Also identify ways to address logistical barriers such as transportation and 
the perceived expense of volunteering. Will volunteers be serving in a 
location that is easily accessible to their homes? Can the program provide 
any financial incentives to help cover the volunteers' out-of-pocket 
expenses?  

5. Develop a recruitment message that "sells your program." 

What is it about your program's mission, goals and population of participants that 
you can "sell" in order to attract volunteers? In developing your message, 
consider: 

 Motivations for volunteering.  
 Volunteers' roles and responsibilities (including the length 

of time they will be expected to participate). 
 Benefits of serving in your program. These could range 

from benefits to society (making a difference, strengthening a community) 
to the volunteers' self-interest (learning new skills, acquiring new 
knowledge, meeting new people) to stipends (if any). Be sure to include 
information about the training and ongoing support volunteers will receive. 

6. Create recruitment materials that will catch people's attention. 

A recruitment message can be adapted for a wide range of materials, from flyers 
and brochures to videos and websites. Be sure your print and other media 
materials reflect the feel and quality of your program: 

Make sure all materials convey the sense of professional expertise and purpose 
appropriate to the project. Use attractive graphics that draw attention to the 
materials, and include your agency logo. 

Consider the audience when creating materials. Use language that is familiar to 
them. Make sure fonts are large enough for older adults to read comfortably. 
Choose colors that will be inviting to your target recruits. When appropriate, 
translate posters and materials into languages other than English (and be sure 
someone carefully checks the translation). 

When possible, use photographs and narratives to convey a sense of the program 
participants and volunteers. However, don't use images or stories that are sad or 
discouraging. Portraits of your program should be inviting, and convey a sense of 
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excitement, hope, and purpose. Be sure the photographs reflect the diversity of the 
pool of potential volunteers. 

To ensure that your materials are appropriate and appealing, always have someone 
who is representative of the people you are targeting for recruitment review a draft 

and give you feedback. 

7. Plan presentations that put a personal "face" on your 
program. 

When giving presentations to recruit volunteers, use some of the 
following strategies to make your program less anonymous and the 
potential recruits less able to "hide" behind their own anonymity. 

Let people see the problem their volunteer work will address. People want to make 
a difference and are often motivated by their heart to volunteer. Use videos, 
success stories, and photographs to show the social problems the volunteers will 
address. 

Bring along an articulate, older volunteer who can share his or her experiences. If 
your program is just starting up, but is modeled after another program, you may be 
able to have a volunteer in that program accompany you to some presentations and 
convey his/her excitement. 

Conduct smaller, more intimate presentations. Though in some ways less efficient, 
presentations to small groups (less than 20) often work better than large group 
presentations because they reduce the possibility of anonymity among members of 
the audience. 

Actively involve your audience. Engage potential recruits in 
dialogue, asking questions such as "How many of you are 
parents or grandparents?" "How many of you have ever 
known a child with a disability?" "How many teens in this 
city, would you guess, can't read a newspaper?" You can also 
engage the audience in brief activities, perhaps an example of 
one you use in training. This kind of interaction helps get people away from the 
"anonymity trap." 

Have materials that people can take home with them. These should include 
volunteer job descriptions, flyers/posters, application forms, general agency 
literature, and copies of any local or national news articles about the project. 
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Allow time after presentations to interact informally with the people who have 
attended. Have refreshments available -- it encourages people to stay and talk. 
Give people something to remember you by. For example, a pencil, key chain, or 
refrigerator magnet imprinted with the name of your agency or organization. 

Never walk away from a meeting where you have given a talk without getting the 
names and contact information of those who are interested. Pass around an 
attendance sheet for people to sign that want to receive more information.  

If possible, take applications and ask those who know they are interested to 
complete them on the spot. Be sure you get back to interested applicants within a 
week. 

8. Use a range of recruitment strategies to reach volunteers. 

 Strategies for recruiting range from the uncomplicated and cost-free to the 
more complex and relatively inexpensive. These include: 

 Word of mouth. 
 Direct mail. Have personal letters written by your agency, sent through 

other organizations such as local civic associations, community groups, and 
local chapters of the AARP (American Association of Retired Persons). 

 Information tables at community events. 
 Presentations to community groups. 
 Recruitment meals. These could be potluck dinners or 

breakfasts that include presentations about your 
program. 

 Flyers, posters and brochures. Be sure the flyers are 8 
1/2" by 11" so that they can be easily mailed or 
posted on bulletin boards. 

 Articles or press releases in local and community newspapers. Take 
advantage of the fact that community newspapers are understaffed and are 
looking for good copy. Write a one- or two-page press release describing 
your program and the need for volunteers, and include a high-quality black 
and white photograph. 

 Other organizations' newsletters. Ask religious institutions and relevant 
local agencies and organizations to run your press release in materials they 
send out to their members. 

 Presentations on local cable television shows. Look for programming that is 
aimed at the particular audience you are trying to reach. 



 16

 

 Public service announcements (PSAs). Send television stations a ready-
made clip, 30 seconds to one minute long. Create radio PSAs that are 20, 
30, 45, or 60 seconds in length, and send them to stations or programs that 
your potential volunteers or their relatives are likely to listen to. 

 Web pages. During recruitment drives, have your message posted on 
websites that are likely places to be visited by older adults or their relatives. 
Possibilities include the AARP website or a local daily paper's sites. Be sure 
your recruitment message is marked "New!" 

9.  Start with what's in front of you. 

Recruitment is all about relationships. Think about 
who you already know. Brainstorm with co-workers 
about strategies for recruitment. Survey staff, board 
members, and volunteers to find out what 
organizations they are or have been involved with -- 
as members or board members or in some other 
capacity -- that might be a good connection for your recruitment efforts. 

Think of everyone connected to your program as an assistant recruiter. Staff, 
volunteers, board members, trainers and consultants all have seen the program at 
work, and, with prompting, will translate their enthusiasm for the project into 
recruitment of senior friends and family members.  

Current volunteers can be your most effective recruiters. Ask them to talk to their 
peers about the benefits they have received by being part of the program, and 
make sure they have the resources (such as extra program materials) they need to 
recruit. You can formalize this approach by giving them "assignments" such as 
generating one new volunteer applicant every six months. 

You can also find recruiters outside of your program. Have the clergy at your 
church,  or the clergy of your volunteers -- make a statement of support for the 
program. Use your wider social network. Enlist your relatives, friends and 
professional acquaintances, especially those who work at social service agencies 
or those who have connections to your desired group of volunteers.  
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10. Cast a wide net. 

Do broad outreach to raise awareness of your program in the community. 
Developing connections with organizations that have credibility with the groups 
you are targeting can help your program gain visibility and access to those groups.  

11. Target your recruitment efforts. 

Identify the specific community agencies, institutions, 
and other groups that are most likely to help connect you 
with potential volunteers. The following steps can help 
you build on these initial contacts: 

Take the time to establish relationships with the most promising agencies and 
institutions. Request assistance from appropriate agency staff on the best way to 
publicize the project to their older constituents. One way to get them actively 
involved is to obtain commitments from them to provide a certain number of 
volunteers from their membership and to identify them as "partners" in all 
publicity. This approach can help you recruit groups of volunteers, but be aware 
that some "turf" issues may surface if your agency or program is "competing" with 
your potential partner agency to provide similar services. 

Meet with formal and informal community leaders, including block captains, 
activists, clergy and local politicians. "Sell" the program to them. Invite them to an 
event or to be part of the program advisory board. 

Target geographically to neighborhood senior centers or high-rises and housing 
projects where many seniors live. Offer to give a talk as part of a committee or 
governance meeting. 

Request that a church or synagogue "adopt" your program. If that occurs, and a 
significant percentage of your volunteers are from that congregation, you can hold 
trainings and program events in its building. Be sure to give the church or 
synagogue public recognition for its "adoption." 

In addition, target mailing and outreach efforts to populations that are already 
interested in doing the work of your program or working with the population you 
are serving, or are generally interested in volunteering. 
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Other Issues to Consider: 

12.  Recruit more people than you actually need. 

Assume that approximately 25 percent of the people who show some interest in 
your program will not follow through, that a significant number of those who do 
will not be appropriate for the program, and that some of those who are 
appropriate will drop out during training. 

13.  Pay attention to timing. 

Recruitment may need to be ongoing 
throughout the duration of the program if 
attrition is high. (Some attrition is normal 
in all volunteer programs.) However, 
most recruitment is likely to be 
accomplished during one or two major 
drives each year. Fall and spring are 
usually the best times for recruitment drives, but what is most important is to 
minimize the lag between recruitment and program start-up -- otherwise you may 
lose interested applicants. Once people are recruited and screened, begin training 
with little delay, and get the new volunteers involved in program activities as soon 
as possible. 

14.  Be sure your agency is ready to provide good customer service. 

 While recruiting volunteers, be sure your organization is ready to respond to 
the people who are interested enough to contact you for more information 
or to apply. Your agency should always be prepared to respond to inquiries 
from potential volunteers, even during periods when you may not be 
actively recruiting. Therefore: 

 Have someone on your staff that is specifically responsible for responding 
to initial telephone inquiries. 

 Develop guidelines for the staff member to follow. 
 Have materials ready to mail to people who call. 
 Be ready to follow up. If a caller completes and returns an application, be 

prepared to take the next steps. 

15.  Avoid the first "warm body" syndrome. 
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It is tempting to accept every applicant who wishes to volunteer for your program, 
but it would be a mistake. Not everyone will meet the requirements you have 
identified as necessary for serving effectively. Use a screening process that 
includes tools such as: 

 A written application 
 A face-to-face interview 
 References 
 Criminal record and child abuse checks (required in 

many states for anyone who works with children or 
youth) 

 Some programs also use their training sessions as a part of the screening 
process, particularly because the trainings present an opportunity to see how 
potential volunteers interact in a group setting. Depending upon the project, 
a physical examination might also be part of the screening. When the 
screening process reveals that an applicant is not appropriate for a particular 
project, offer that person another volunteer assignment in your agency, or 
encourage the volunteer to apply at a partner agency that would welcome 
the person's particular skills. 

16.  Be patient and persistent. 

Recruiting is almost always a challenge -- talking to dozens or even hundreds of 
people may only result in a few recruits. Don't take the frustration personally. 
Continue to be diligent and creative in your recruitment efforts. And also be sure 
to get support for yourself from other staff and peers. 

 
Here are another 10 tips to consider in recruiting volunteers. They come from 
VolunteerSpot.com. 

If your large event's success is based on the hands-on work of volunteers - one of 
the biggest challenges is often finding volunteers to begin with!  Whether you're 
organizing a rally, a festival, a charity race, a food drive, or a community cleanup, 
the above suggestions should help you in your efforts.  
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                         Raising 
Community Awareness 

 
There are ways to raise your community’s awareness of 
you and what you are all about. I would start with the, 
“Man on The Street” interview. It involves a short 

questionnaire, 3-5 questions with a check box for Male and another for Female 
with a blank for approx. Age group. Next is going to stores and maybe a Mall and 
asking folks. Be sure you have approvals if needed to conduct a survey. 
 
Once you have all the results, you will begin to develop a picture of what folks 
know or don’t know about you. This will be the basis of formulating an awareness 
campaign.  
 
Another way to conduct a survey is to do the same questions among your 
volunteers to see what they know or don’t know. You’ll be surprised at some of the 
answers. 
 
When you formulate your campaign, your goals and objectives will be targeted 
towards overcoming community ignorance or mistaken identity. 
 
 

Setting Up  
An Evangelistic Outreach 

 
Evangelism is the responsibility of every believer. There is no such thing as the 
"gift of evangelism," rather, all Christians have the obligation to share the gospel. 
It is, and should be, on the heart of every believer to look for opportunities to 
share. (Ed Stetzer of The Exchange) 
 
If Ed Statzer is correct, we are all susposed to do the work 
of an Evangelists. That means all of us have the need to be 
trained in sharing our faith with others. Thus, setting up an 
effective evangelism outreach will require thinking out of 
the box with unusual ways to train every member of the 
church.  
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The Pulpit is the most visible way to convince folks of their obligation. Then 
comes Sunday School Teachers focusing on the task and how to be involved. After 
that, there are committees, groups, special luncheons, direct mail campaigns, Pack 
The Pew promotions, recreational activities like community ball teams, and so on. 
 
What did I leave out? I think I covered it all. Oh yea, I left out God. I mentioned 
everything else I could think of except a genuine move of God as a direct result of 
prayer. I am of the opinion that true evangelism is borm out of the heart of God 
and is accomplished when we are anointed by the Holy Spirit and led by Him. 
 
Our prayers… are simular to this: 
 

1. Grant us the freedom from other folk’s critical expectations. 
2. Cause us to be bold in speech and action. 
3. Teach us to share our faith. 
4. Bless us with your anointing power to break the grip of darkness that lingers 

over our community and particularly the minds of those we share the gospel 
message with. 

5. Lead us to those who have ears to hear and have heard from you. 
6. Help us to overcome self-doubt, fear and insecurities. 
7. Remind us of the scripture passages that we need to use. 

 
Our hope… is that we will be sent, not just obligated. Sent by God is a calling that 
places the lost on the hearts of those who go. They go with God and walk in His 
Spirit to do His work that He has already started. 
 
Our focus… is upon those that lay in darkness and confusion but are being called 
to repentance by God. It is not a follow-up to someone who visited a Sunday 
service, although that is also important. 
 
The 1st step is to pray for the right volunteer and trust that God will start speaking 
to those who are hearing His voice. 
 
The 2nd step is to seek out scripture and special messages that are 
evangelistic…under the leading of the Holy Spirit…and share them with the 
church through newsletters, bulletins, the pulpit, websites etc. 
 
The 3rd step is actually one of trust in God to make it happen. Remember John 
3:16, “For God so loved the world, that he gave his only begotten Son, that 
whosoever believeth in him should not perish, but have everlasting life.” 
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If God so loves, He will and is actively calling the lost to 
repentance. Our prayers should be to join Him in calling the 
lost to Jesus. This means a shift in mindset, a new outlook in 
praying, a different lifestyle that glorifies our Lord. We need 
the fire of revival. Not a Pack The Pew promotion but a real 
move of God, a great awakening that shakes our world and sets 
captives free.  
 
Listen to what God said to the Old Testament prophet said, “If my people, which 
are called by my name, shall humble themselves, and pray, and seek my face, 
and turn from their wicked ways; then will I hear from heaven, and will forgive 
their sin, and will heal their land.” II Chronicles 7:14 
 
The fruit of evangelism is the repentance of God’s people. We need to clean up our 
act and draw close to the Lord and walk with Him in faith. When we do, we will 
see our land healed and our sins forgiven. It is then and only then that the world 
will stand up and take notice. It is then that they will see Christ in us and desire to 
have what we have. 

My Marketing Tool Kit 
 

Here are some marketing tools I use under the direction of the Holy Spirit. 
 

1. Direct Mail…you can send a self-mailer invitation card 
to the parents of…on his or her birthday inviting them to 
attend your youth function. You can also send a self-
mailer to seniors or residents in a particular area. 

2. eMail Campaigns…to members, prospects, and other 
groups. 

3. Door Hangers…placed on area doors by volunteers. 
4. Newsletters…sent to the community in zip Codes around your church or 

event. 
5. Community Calendar of Events…special event marketing press release 

that announces your event. It could be a simple as a Bible Study on a 
Wednesday night. 

6. Website Marketing…blogs, announcements, ticket on line through PayPal, 
and other notices on what’s happening with you. 

7. Facebook…Another way to share and participate in social media. 
8. Bible Studies…in various locations with study leaders inviting friends and 

neighbors. Multiple study locations but the same teaching so it’s all flowing 
in the same direction. 
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9. Free Dinner Night…could be spaghetti or even hot dogs. Doesn’t have to 
be expensive. Could be a potluck for members who bring the food and a 
night with the Pastor or other speaker for the community. 

10.  End Time Teaching Series…this is great in most communities. Folks want 
to hear what the Bible says about the end of the world. 

11. Funny Newspaper Ads…Why not do a sunrise service at Easter for 
sleepyheads? Start at 10 A. M. 
 
 

 
 
 
 

 
 

 
 

Using Cd’s And Telephone Calls 
 

A good way to communicate with your members and the community at large 
is via Cd and/or the telephone. 
 
The CD…can be used with new visitors, special topics like the Rapture of 

the Church and who Will Be Left Behind. Tie it in 
with a Free CD press release and you’re full swing 
into evangelism. 
 
The Telephone…A committee is a great thing. 
When they all get together and call the community, it 
becomes evangelism because 

they can ask if anyone needs prayer, follow up to 
previous calls, minister to shut-ins and other quality 
caring. 
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Conclusion 
 

The key to growth is working under the authority of the Holy Spirit. We do a 
lot of laboring but how much is directly as a result of God’s prompting? Are 
we building a kingdom for God or are we co-labors with Him as He builds 
His own kingdom? All marketing plans and effort should be focused to His 
will, not ours. 
 
The tips and suggestions are presented as aids to help in accomplishing His 
will. I hope they have been a blessing to you and your ministry. I am 
available for direct counsel at $20 per hour. Give me a call at 352-687-1776,  
 

Or drop me a line at P. O. Box 831413 Ocala, FL. 34486 
Christiangrowth4all@gmail.com 

 
May Bless You 
Rev. John Marinelli 
 


