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*Big Brothers Big Sisters
of the Coastal Empire
Savannah, GA

Cary Michael Robinson

SCAD, Savannah, GA

Design Management, MA
SCAD BSA, Treasurer |

* Mobile, AL native

Kate Jacobs

Big Brothers Big Sisters
of the Coastal Empire,
Savannah, GA

* Director of Programs

Edward Dorsey, Jr.
SCAD, Savannah, GA
Film and Television, BFA
SCAD BSA, President

*Atlanta, GA native

*SCAD Black

Student Association,
Savannah, GA

/ “All-Sta

Key Stakeholders in Project

STATEMENT OF OPPORTUNITY

The Big Brothers Big Sisters (BBBS) Program of the Coastal Empire’s main purpose is to provide
children facing adversity with strong and enduring, professionally supported one-to-one relation-
ships with adult volunteers. By the nature of their work, the organization struggles to lure in men
as volunteers, and have recently lost funding for their Mentoring Children of Prisoners program.
As a result, BBBS currently has over 100 young black males on their Ready To Be Matched
(RTBM) list, in which several have been on that list for more than a year. The organization is
currently seeking alternative funding and more effective recruitment strategies to attract more
positive men to volunteer with the program.
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Project Introduction

Identifying the Problem

74 Project MENTOUR



& BACKGROUND 6

SCOPE Vision: all children achieve success in life
Attempting to implement a more active approach to attracting young, male professionals to Big ’ )
Brothers Big Sisters of the Coastal Empire, Project MENTOUR will begin with a “tour” throughout Mission: provide children facing adversity with strong
Savannah, GA in search of the city’s elite array of young professionals and inviting them to and enduring, professionally supported one-to-one rela-
attend a mentoring workshop in which networking and collaboration will be encouraged. The tionships that change their lives for the better, forever.

marketing strategy will consist of visiting numerous “male-dominated” organizations and

establishments in Savannah including area colleges and universities, churches, outreach

ministries, philanthropic/Greek letter organizations, etc. In honor of the 1,000,000 MAN

MARCH movement, individuals will unite to experience and apply their knowledge of mentoring
% through brief video cases, lectures and written exercises, and group problem-solving tasks

including the M&M Challenge, using the candy M&M’s to facilitate creativity and understanding
amongst participants, and to reduce any friction one may have towards joining the organization.
User profiles will be generated from workshop activity data in order to gain a better under-standing
of the targeted propect mentor market. Project MENTOUR will conclude with a marketing revision
based on solutions derived directly from research results.

Accountability: by partnering with parents/guard-
ians, volunteers and others in the community we are
accountable for each child in our program achieving:

* Higher aspirations, greater confidence, and better relationships
* Avoidance of risky behaviors
* Educational success

Programs: Community-based & school-based mentoring.

Impact: After just seven months of mentoring, children’s
grades improve:
25-WORD OPPORTUNITY STATEMENT

An opportunity lies in facilitating creativity amongst

an
q

. . L . : 83 2 83
likeminded individuals to expand their knowledge of < a2 81 ol — utties’ Grades
mentoring and to attract, recruit and retain more males L) - = = o 5chool Year 2010-
E 2011
o EI'E R B
27% 46% 520/0 Social Mlath Reading  Language Science B First Duartes
Studics Arts Fourth Quarter

alcohol drugs school

(Based on local report card and self-report survey data)

Project Overview

Project Background
About Big Brothers Big Sisters
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) Workshop participants gain VALVE PROPOSITION

knowledge of mentoring through For young area professionals who desire to make a difference by positively influencing the next generation of %
it & gt oiseningii b emerging youth, Project MENTOUR implements a men’s recruitment campaign designed to attract more positive
' Sovrten gty MaM Cralorssl men to become a volunteerfor the Big Brothers Big Sisters of the Coastal Empire.
o L | Mentoring
r\w ) e -~ @ User profiles will be derived from
S questionnaire responses, and Our goal for Project MENTOUR is to “tour” Savannah, in search of the city’s elite array of young professionals and
HENT UK i keti i . . . . . . . . .
SRl AN @Project MENTOUR begins Ml e ooy e strateies invite them to attend a mentoring workshop in which networking and collaboration will be encouraged amongst like-
with a “tour” throughout COLLEGE minded individuals.
Savannah in search of ORGANIZATIONS
young professionals.
Unlike other mentor recruitment programs, our campaign will consist two phases: (1) a workshop allowing participants
OUTREACH

VINISTRIES to experience and apply their knowledge of mentoring through video cases, group problem-solving tasks, lectures
and written exercises, and (2) a revision of the organization’s current marketing scheme geared towards attracting
a stronger male demographic.

4 )

ANTICIPATED OUTCOMES
LOCAL SMALL SHORT-TERM
§ @Numerous “male-dominated” BUSINESSES 1. Encourage a greater public appreciation for BBBS
organizations and establishments 2.1 th for th d of t .
B e O . ncrease e awareness for the need of mentors in
society
3. Increase the enrollment of males for BBBS as
volunteers through the use of more effective
marketing strategies
4. Provide an incentive for the organization to obtain
more funding for their programs

LOCAL SMALL @ Prospect male volunteers are
BUSINESSES invited to attend a mentoring
workshop.

Savannah

L

MEDIA & ENT. 9 ATHLETIC
GROUPS r e ASSOCIATIONS
/ y ! & FACILITIES

Q‘ 4 LONG-TERM

GOVERNMENT MILITARY POSTS & 5. Provide a network establishment to be adopted and
AGENCIES ‘, VETERAN GROUPS utilized by BBBS and its affiliates

6. Reduce crime rate in Savannah
o I Ian

Business Model
Workshop/Focus Group

Value Proposition and Goals
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Week 1 Week 2 Week 3 Week 4 Week 5 Week 6 Week 7 Week 8 Week 9 Week 10

S — 9/12/2011 9/14/2011 9/19/2011 9/21/2011 9/26/2011 9/28/2011 10/3/2011 10/5/2011 10/10/2011 10/12/2011 10/17/2011 10/19/2011 10/24/2011 10/26/2011 10/31/2011 11/2/2011 11712011 11/9/2011 114412011 111612011 Delivel’ables &0
PROJECT BRIEF - *Execution of Project MENTOUR workshop (Video, visuals)
e — T *User profile development (Visuals)
e *Documented scope of the Project MENTOUR campaign (Visuals, video, and process book)
B e *Marketing material proposals (Visuals)
DESIGN RESEARCH
Phase 2 Secon 9/19/2011 10/3/2011
AR Unknowns
How is the organization currently being marketed?
Rl i o ] How is the program actively seeking members to get involved?
e o What recruitment efforts have been previously made to attract more male demographic?
PROJECT MENTOUR WORKSHOP I How often does BBBS conduct mentor training workshops?
et . S What are the benefits of attending the training workshops?
e T What are the overall proven benefits of becoming a mentor in this program?
S How many young males are currently on the wait list?
SYNTHESIS & ANALYSIS .
Challenges

10/17/2011 10/24/2011

*Recruiting males to attend mentoring workshop
*Determining effective marketing techniques to lure men to BBBS

Process Map 10/19/2011
10/19/2011

Phase 5 10/19/2011 10/31/2011
10/24/2011 10/31/2011
10/26/2011 11/212011
Prototyping
Marke D mei 9/26/2011 11712011
10/26/2011 10/31/2011
10/26/2011 11712011
10/31/2011 11712011
Phase 6 Vide 11/7/2011 11116/2011
Proc 10/3/2011 11/16/2011

Operational
Deliverable

Gantt €hart and Deliverables

DMGT 748 | | MA Final Project 1 Project MENTOUR
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Stay in touch with bbbsce

With presences on Facebook, Twitter, YouTube and a newly
desighed website, BBBS utilizes social media as a primary
outlet for attracting volunteers. As of the beginning of November
2011, they currently have 515 “Likes” on their Facebook page.
However, they only managed to attract only 10 followers on
Twitter since their account’s establishment, which was on
August 3, 2011. In addition, only 3 Tweets have been posted,
with their last post being made August 22, 2011.

The BBBS of the Coastal Empire YouTube Commercial uploaded

Savannah Annual Crimes
VIOLENT PROPERTY TOTAL

2

1.294 11,556 12,850
annual crimes per 1,000 residents Tt:ii ﬂ'tﬁel»r?::
9.78 87.38 97.16

Violent Crime Comparison per 1,000 residents

According to the crime data obtained from NeighborhoodScout
(www.neighborhoodscout.com), Savannah has one of the highest
crime rates in America compared to all communities of all sizes
- from the smallest towns to the very largest cities. Based on
the number of murders reported by the FBI and the number of
residents living in the city, NeighborhoodScout’s analysis shows
that Savannah experiences one of the higher murder rates in
the nation when compared with cities and towns for all sizes of
population, from the largest to the smallest. Relative to the scope
of this project, it is imperative that mentoring programs like Big

bbbsce
i} G Mcarig s gy Moy W s e it o i on October 28, 2010 (a little over 1 year ago) was recorded in the . e Brothers Big Sisters of the Coastal Empire continue to persist, so
o withaam Cowily schodls. YWe hope our Litlkes have o gressl firs [ I bbb Tiwitter? . . . . . . . . . ey .
g For o7 2011 nied ‘j‘"m"“ o United Way building and Forsyth Park. The video depicts groups 3 4.5 that misguided children would have something positive to resort
ost recent post (as of Nov. 7, IOV WY RN N . . . . ! . H
post! - S of Bigs and Littles working on homework together, playing golf to other than crime, drugs, alcohol, etc.
B e T el s bR B and taking a walk in the park. Although the commercial concept " v CHANGES OF
1 1 3 NAVInG Our SnNnua) meening orGran MWCNAEIT CRDRIMT 3 . . . . O EA
A e September 30 Tickets arenow | .>/About @bbbsce can serve as powerful recruitment tool, it did not really outline e
i sabel . . . .
o ~ 55 - 5 the basis of what a mentor-mentee relationship actually entails. in Savannah
Twesls  Fobowiog  FoBoweny Lisked 3 1in 102
X bbbsce in Georgia
Bigy Brothers Big Siters of the Coastal Empire has 3 twiter . 1in 189
ﬁ acragml :ll-.'|-| LLE I.: J, rlull.-hj--n .'r-:.l'1 Privas Je
Date Of aCCOUnt establishment Dutifuiited BaGiE Devaloiei Hésdurted 4 i U
Savannah Georgia
Big Brothers H!g Si!:tﬂf'- . % Savannah violent crimes Population 132,251
i"-ll s MURDER RAPE ROBBERY ASSAULT
_u 1% what a mentor does. F J REPORT TOTAL 26 38 208 4322
: : RATE PER 1,000 0.20 0.29 6.11 3.19
United States violent crimes Population 304,058,724
MURDER RAPE ROBEERY ASSAULT
REPORT TOTAL 16,272 89,000 441,855 834,885

NeighborhoodScout. (2001-2011). Crime rates for Savannah, GA. Retrieved

Doesn’t provide much | ——— N B . bkt Tyl
information about the g - i P : THE RATE PER 1,000 0.05 0.29 145 275 November 5, 2011, from Neighborhood Scout: http://www.neighborhoodscout.com
mentoring program P X “
g [ 012.233.7449 €rime Rate Analysis
Fa of tha Coastal Ermpire BBBSCoaslalEmpire.org Secondal‘y Research '/

) Based on Crime Data from NeighborhoodScout.com
Cross-Channel Marketing
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sze Cultural - focus on communities
facing adversity

Economic - lack of funding results
in program cuts
Political - Influentual network;
addresses need for social reform
Technological - Online communi-
ties: Facebook, YouTube, Twitter
networks. Revamped website:
www.bbbscoastalempire.org

Location: Single Location
Industry: Individual and Family
Social Services

Ownership: Private

Year Founded: 2008

Employees: 9

Assets: $60,570

Income: $302,987

CONTEXT

« -
Global: Communitiy outreach

*Corporate alliances
*Community partners
*Foundations and
corporations
*Advocacy partners
*Government partners

Local: COLLABORATORS

*Communitiy-based mentoring
*School-based mentoring

COMPANY

Big Brbthers Big Sisters

Adult Volunteers:

* Anyone 18+

*College students

*Young professionals

(User profiles will be generated)

Youth Clients:

*At risk youth, ages 6-16

*Length of match process is deter-
mined by importance of need

CUSTOMER

COMPETITION

% . -
[ \"4 St.rong empha.S|s on communities
girl scouts facing greater risks:
of historic geongia i

*Native Americans

*Family Life Builders *African Americans

*F.A.0.D. - For All Our Daughters *Children w/incarcerted or military
*Communities In Schools of Savannah, Inc. parents

x>

Big Brothers Big Sisters

Big Brothers Big Sisters
of the Coastal Empire

*Great college student
participation

*Good base of young
clients in need

*Effective program

*Nationally recognized

*Lack of adult male
volunteers

*Insufficient funding

*Weak marketing
strategies

*Lack of male staff
members

*Low volunteer support

*Expansion of market-
ing scheme

*Create more public-
ized events

*Collaboration with
other organizations

*Marketing material
with collogial themes

*Economic conditions

*Budget cuts=loss of
funding for programs

*Competition with
other mentoring
programs

>

Boys & Girls Club
of the Coastal Empire

*Qutlet of resources
*After-school program
*Summer programs
*Safe, affordable, and
convenient

*Membership-based
*Volunteer support
*Nationally recognized

*Not an exclusive 1-on
-1 mentoring program
*Tarnished public
image
*Transportation costs
*Insufficient funding
*Limited leadership
*Weak marketing

*Expansion of partner-
ships

*Hire PR person

*Collaboration with
other organizations

*Marketing material
with collogial themes

*Economic conditions

*Staff burnout

*Budget cuts=possible
club closure

*Competition with
other mentoring
programs

Boys Scouts of America
Coastal Empire Council

*Extensive leadership
training

*Peer leadership

*Nationally recognized

*Adherance to Scout
Oath and Law

*Vast partnership base

*Long history

*Not an exclusive 1-on
-1 mentoring program
*Not specifically cater-
ed to “at-risk” youth
*Weak marketing-
*Gender-specific
*Costly monthly dues

*Expansion of market
-ing strategies

*More publicized
events

*Economic conditions
-people may not be
able to afford mem-
bership fees

*Budget cuts may
affect funding

girl m@
of historic georgia

Girl Scouts of
Historic Georgia

*Long history

*Cookie fundraising

*Nationally recognized

*Adherance to Scout
Oath and Law

*Vast partnership base

*Effective marketing

*Not an exclusive 1-on
-1 mentoring program
*Not specifically catere
to “at-risk” youth
*Gender specific
*Costly monthly dues

*Program expansion
*Collaboration with
other organizations

*Economic conditions
-people may not be
able to afford mem-
bership fees

*Budget cuts may
affect funding

the
/4

YMCA of
Coastal Georgia

*Loyal customers
*Strong brand image
*Christian-based
mentorship
*Well-preserved
global reputation
*Excellent marketing
*Effective programs

*Not an exclusive 1-on
-1 mentoring program
*Not specifically catereq

to “at-risk” youth
*Income must be gen-
erated by fundraising
or donations
*Need trained teachers]

*Program expansion
*Enhanced online
*Income must be gen-
erated by fundraising
or donations
*Volunteers need
special-needs training

*Economic conditions
-people may not be
able to afford mem-
bership fees

*Budget cuts may
affect funding

AWOL - All Walks of Life

*Strong social network
presence

*Unique art education
programs

*Sustainable practices

*Strong community
presence

*Plentiful supporters

*Not an exclusive 1-on
-1 mentoring program

*Costly membership
fees

*Limited staff

*Monthly dues-costly

*Local agency

*Collaboration with
other organizations

*Program expansion

*Arrange more publi-
cized events

*Economic conditions
-people may not be
able to afford mem-
bership fees

*Staff burnout

*Loss of funding

A0

F.A.0.D.

F.A.0.D. - For All
Our Daughters

*1-on-1 and group
mentoring

*Facebook presence

*Christian-based
mentorship

*Strong community
presence

*Plentiful supporters

*Gender specific

*Weak online presence

*Weak marketing
efforts

*Limited staff

*Christian-based

*No brand image

*Establish brand
identity

*Hire PR person

*Establish partnerships

*Expand online
presense

*Economic conditions

*Staff burnout

*Competition with
other mentoring
ministries

Marketing and SWOT Analysis

Analysis of Strengths,Weaknesses, Opportunities & Threats
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Sample Survey Questions
What factors would keep you from applying to
volunteer with a mentoring program?

Time commitment
Budgetary conside...
Uncertainty of ho...
Lack of informati...
Lack of support f...
Dion't think the p...

Other
28 a5

=1
-4
=
s
ny
=

What forms of advertising most capture your attention?

Inbesmet wideos
TV cinmeniicini
Billoais
E-mail blasrs
Wit o mgmith

Oher

1] T 14 21 28 k-] a5

What does
muniesring mmean
o you'?

providing advise
guiding through a
process

halping, inespiring,
. Just baing there
and open Tor
someons o talk 1o
no judgements, na
action even
nacassary... they
st need 1o know
that someone’s on
Thrir Siche

Being an cxample
o those whao wish
o leam and grow
] O T

Helping others
withoat getting paid
for doing It

Would you ever
consider
mantoring a littla
Which b=t baother or sister
characierize your In a program such
perceplion of as Hig Brodhers
mentoring? Big Sisters?

Spending time Depends

Spending time
Baing a role-model  Yies

Spending time
Being a role-model  Yes

Baing a rode-madel  Maybe

Wi 25 wrhe pot?

Whal lactors
woukd keep you
Irom applying to
volunteer with a

rmentoring
program?

ve, Don't think the

clay?

Do L0 s 2
ame o | Just know
thint | 't fully
commit and once
yu have a child
madched up wilh
you it's hard to say
“nonry, | can' make
i 30..1 can't do R
all thar momaent

| hiava had many
menioes in my life
and knaw the
impaied By o
made. Knowing
that | am making a
difference in
someona alse’s life
i important

A survey was administered in order to gain a deeper understanding as to how men
perceived the concept of volunteering and mentoring in general. Out of 48 survey
respondents, each participant indicated that they would consider mentoring a
child. However, there were several personal constraints preventing people from
volunteering including time commitment issues, budgetary considerations and
lack of information about the program. Although this sample is not representative
of all views and perspectives of men regarding mentoring, it does supply pertinent
information about how men view mentoring other younger males.

DMGT 748 | | MA Final Project

program is right for
me &t the time

T commilment

T commibment

consderations

D you have a
positive role
What do you medel in your
know about the  1ife? I 3o, what s
Hig Brothers Big  their relationship

Skaters Program? o you'?

hiA iy parents

at Irivenad o mine
was & blg sks, boved

il paarinds

Indeiduals
voluntaar to donata
a1 partion af heir
time to spend with
a child and da
things that they
may not athanwise

|Cxpariemoe. 1Y, Father

hiA WES, parens

What lorme
advertisging r
caplumm yo
artentlon

Posters, Socle
madia, Ward ¢
mauth

Soclal madia,
af mouth

Postars, VWord
mouth, streel

Postars, Fladic
Social madia,
commerclals

Billboards, Wa
mauth

“Study

Primary Research
Surveys

“ would do it, but need the funds...” - Male age 23-29, IT Specialist

“I feel some people would be better off with guidance from a young age.”
- Male age 23-29, Graphic Design Student

“I don’t think | have the consistency of time that | would need to be effective.”
- Male age 40-49, Educator

“To give back would be ideal, but my job makes it difficult to keep a steady schedule.”

- Male age 23-29, Entertainment Business

“Yes | would love to because it is a good way to giving back to one’s community, but | am
just afraid | would probably not have the time to be effective at doing so because of school
load.”- Male age 23-29, Physical Therapy Student

| would consider it because it would give me a chance to be a positive influence in
someone’s life, also because it would give me a chance to possibly learn something about
myself. Reasons that | wouldn’t consider it would include time management and uncertainty
about being able to be fully committed to the program.- male age 23-29, Social Work Student

Key Quotes from Survey Respondents

Key Insights in Regards to Mentoring in General
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D
Kate Jacobs Dr. €arl cunninsham, .
Director of Programs Director of Multicultural Student Affairs,

BBBS Mobile Board member

Big Brothers Big Sisters of the
Coastal Empire, Savannah, GA

University of South Alabama, Mobile, AL

Quintin Williams
Industrial/Footwear Designer
Former BBBS adult volunteer

Savannah College of Art and Design,
Savannah, GA

Interviews were conducted with three participants who have a former or present affiliation
with the Big Brothers Big Sisters program. The main purpose of these interviews were to
determine what successful measures were currently being implemented to target the male
demographic, and to gain personal insight as to how each individual feels the organization
may better reach out to attract and recruit potential Big Brothers.

DMGT 748 | | MA Final Project

Research Method

Experimental Research
(Individual Interviews, Observations)

Sampling Method
Individuals with BBBS Affiliation

Sampling Locations
United Way of the Coastal Empire, Savannah, GA
University of South Alabama, Mobile, AL
SCAD School of Design
P 9

3 Interviews, 2 Participants
2 Men, 1 Woman

2 Current BBBS Members,
1 Former Member

“Study

Primary Research
Interviews

What recruitment efforts have been previously made to attract more males?
Carl: BBBS has linked up locally with Alpha Phi Alpha and Kappa Alpha Psi, two historically African American
Fraternities.

Kate: Probably what's been most successful is word-of-mouth, so talking to our current Big Brothers and letting
them know, and asking them to talk to their friends.

Was there anything that surprised you about Big Brothers Big Sisters while you were a volunteer?

Q: After it was all over with and done, | did talk to his (Little) teacher about how he was doing in class or whatnot,
and actually he did improve on his studies and his activities in the classroom. | didn’t know it was going to be as
big of an impact, but it really was.

How much time did you all (Big & Little) spend per week?
Q: Once a week, we would go Fridays and spend like an hour and a half. Within a month: almost about 6 hours.

How has the organization impacted you since you became a member?
Q: I would say it definitely opened my eyes as far as being a role model to younger to people in general.

How do you feel Big Brothers Big Sisters may better reach out to attract and recruit other potential Big
Brothers?

Carl:The males that are currently Big Brothers will need to be a stronger force in telling their stories and
experiences regarding their experience or experiences of not only serving as a volunteer for BBBS but the impact
the program has made in their lives. Males must be a target and focal piece for BBBS.

Q: I mean, it's so many way, it like you have Facebook, Twitter, the actual mentor workshop - trying to invite them
to it, but | mean at the end of the day, it's all up to them. You can always have some type of meeting, maybe like a
sports meeting. Because, you know most guys like sports.

Key Quotes from Interview Participants
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Pfoject MENTOUR - Facebook Community Page

A mentoring workshop was arranged an executed on Sunday, October 16 at 6:30pm
at the United Way of the Coastal Empire. The workshop was advertised digitally using
Facebook and e-mail blasts, and through the use of guerrilla marketing tactics, by
printing and posting two different renditions of our workshop flyer to appeal to a
wide audience (one more whimsical and detailed; the other, more simple, clean and
straight-forward) and by pitching our workshop concept to various student groups
such as SCAD’s BSA and Service Design group.
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Project MENTOUR Workshop - Flyer Design 1

“Study

Primary Research
Mentoring Workshop

IMentor

...do u?

Volunteers Needed
Only 1 Hour Per Week!
o % Friendly +/*

l Dependable v
Open-Minded

Interested? Attend [\ newrcur

10.16.11

United Way of _ 6.30

the Coastal Empire

428 Bull St.Rm 107 PmM

Food . Networking . Entertainment
comf projectmentour
projectmentour Bgmailcom

Project MENTOUR Workshop - Flyer Design 2

Project MENTOUR Workshop Promotion

Automobile Windshield Inserts

Guerrilla Marketing Tactics
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Redefined Meeting Room Layout - Horseshoe/Angled Arrangement Refreshment tables Workshop Location - United Way of the Coastal Empire Workshop Refreshment Tables

In preparation for the workshop, we decided to redefine the space from a formal, board-
meeting styled setup to a more hospitable and unified, setting by breaking apart the tables
and connecting them at cornered angles. We believed this layout would be most effective
for fostering collaboration and establishing serendipitous relationships among like-minded . .
workshop participants. Guests would be seated in paired clusters rather than around a Project MENTOUR Workshop Preparation
large, oval-shaped and unwelcoming arrangement of connected tables. Workshop Space Analysis
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Using the candy M&M'’s to facilitate creativity, workshop participants paired
in groups based on the color of their M&M, and collaborated to generate
visual material displaying how a mentor relates to several occupational fig-
ures. After 10 minutes of brainstorming, planning and model development,

each presented their final mentor models.

The inspiration for this creative exercise derived from Chapter 5 of The
Medici Effect by Frans Johansson and the Marshmellow Challenge by
Tom Wujec. Achieving the Medici Effect involves intersecting cross-sec-
tional ideas that are not directly relatable. Models were built based on
creative concepts that are combined randomly (mentor/doctor, police of-
ficer, etc). People of diverse skill sets would form groups and work together
to achieve a common goal within a specific time frame. According to Tom’s
philosophy, it is assumed that participants would orient themselves to the

gt
s

Choose someone from

In your group session,
your group to present

Break into groups based on the color
generate a list in response

Remove one M&M from the

package, and pass to your of your M&M
neighbor. to the question that pairs YOUT Zraup’s responses.
with your color,
cuestiO“s RED: How is a mentor like a firefighter? task, brainstorm and plan, build their models, stand back and have their
ORANEE: How is a mentor like a designer? TADA moments.
How is a mentor like a athlete?
GREEMN: How is a mentor like a military soldier?
BLVUE: How is a mentor like a police officer?
BROWN: How is a mentor like a musician?
a “Firefighter” Mentor Model
S ‘(’%IHIIHIHIHlnj"““_.
™ man Qhall

- : E a ense Project MENTOUR Workshop Execution

n The “M&M” Challenge Creative Exercise

'l|'llllji!;r
s €reating Mentor Models for Persona

Workshop Activity #1
73 Project MENTOUR



"‘t Sunday, October 16, 2011
i United Way of the Coastal Empire
Rk 428 Bull St. 31401
MENTLUR Meeting Room 107

What Would You Do?

" Yow ond your Little Brother/Sister are shopping ot the mall and ke she asks yew fe buy
semathing for him?

;u}w o
- Qm:u-u.l_,a.ﬂ- T
- o

P Your Little Brother/Sister wanis to see an R-Rated mevie and tells you that his parenis let
him watch this type of movie all the ime?

- RO Al

P4 Your Litle Erother/Sister tells you thal he has o seeret? He says be will anly tell you if yau
promise nel ke bell anyone elie,

ool 2l e oo ok rasefpd e oL povegons Lok

- "-'\I'-‘..Lf' (= ey U,K.-\mktEIL_ e oodioalonas

4 You find that you are abways the one planning cutings? Your Little Brether/ Sister is very
complacent and never makes any suggestians.

E;\M:LQJ_LM%WL.&&LQ

- Jmcbm.{h—dx_ ] 4.!.{.||‘.¢'.,MM&-D

1 Wew arrive to pick wp your Litlle Brother/Sister for on outing and discover that nobedy is
home?

- lione aimeq Holing aloppa By
-Callll

"0 After several outings, you notice that your Litlhe Brothor/Sister hos o prablem with bady
odor and cleanliness?

DMGT 748 | | MA Final Project

The purpose of the What Would You Do? questionnaire was to allow
participants to reinforce his or her knowledge of mentoring through
several scenarios questions. The activity concluded with an intense
deliberation of each questionnaire response, fostering a sense of
community amongst workshop participants. Completed questionnaires
were collected and used as qualitative research data.

Ingquiry

What¢ Would You Do? Questionnaire
Workshop Activity #2

brother

26

The Project MENTOUR workshop was geared specifically towards the male
demographic; however, there were only two males present in the midst of
seven females. One male declared that he only attended for support, and the
other male said that he only attended because he was a previous Big Brother
volunteer.

Based on the demographics of the attendees, it can be assumed that women
are more receptive to volunteerism than men.

As a result of the workshop, the following outcomes were generated to further
guide my exploration phase:

Key Points:

* Use greater visibility to attract perspective male mentors

* Approach men about recruiting, versus waiting on them to come ask about it
* Arrange a less formal social event to attract volunteers

* Recruit males through female persuasion

* Utilize “mentor models” influenced by both men & women in advertising

Project MENTOUR Workshop €onclusion

Insight and Outcomes

74 Project MENTOUR
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Data from survey results are mapped

question by question, as pairs of results
led to the development of each persona.

DMGT 748 | | MA Final Project

After a detailed analysis of research data, five user profiles were
developed and used to gain a better under-standing of the targeted
prospect mentor market. Although each persona has a distinct lifestyle
and unique issue in regards to volunteering, all of them share the
desire to actually considering mentoring a young child.

User Profile Generation

74 Project MENTOUR
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/’-I.;ink mentoring is a good vzr\

to give back to the community!

STATS

Age 18
Siblings 1 sister, 1 brother
Occupation Savannah High School Senior
Organizations Marching Band, SECME, Key Club
Hobbies Basketball, Video Games, Movies, Music,
Bowling, Reading
Personality Friendly, Outgoing, Open-Minded, Personable
Perception Would join BBBS, but is not really familiar with
the program - He would love to help out, but isn't

certain about what role he would play

Role Models Mother-serves as both mother and father

DMGT 748 | | MA Final Project

Siblings

Children

Value of
Reputation

Value of
Helping Others

Value of
Family

Value of
Making Money

Would you volunteer
to be a mentor?

Prior Knowledge
about BBBS?

| Ik

T
o] 1M
0 i Hﬂs
o—— W
No WiH- 10 i) ves

What kind of advice could | give?
What role would | play as a mentor?

Friends & classmates

Lack of funds

Lack of support from program

THINKING & FEELIN

Social Media

Likes the idea
of leading youth
into the right
direction

Persona #l1 - Byron
Stats and Empathy Mapping

77 Project MENTOUR




Age 17

THINKING & FEELING

-
—— - -
P - A

siblings 0 "IN . R 11 0

Doesn’t have a car to
; saall 1 transport to places easily
m ? - Children 0 m ﬂ ' ﬁ 3 Doesn’t think he has the
& //""’_‘\% '"\\ consistenFy c?f time needed
y e P Value of ) ) " Ly un ' to be effective in the program
/’;/I.;noring is an effective me’;;:\ Reputation 0 l “ m M ]ﬂ >

Friends, group members
of developing one’s own potential. and classmates

g A g N
Value of 0 5
STATS Helping Others
Age 20 Time commitment issues
Siblings 2 oider brothers Value of S R 21 ey s
= Lack of information

Occupation Process Engineering Student at Savannah State Univ.
- about the program
Organlzatlons Alpha Phi Alpha, NAACP, NSBE, Networking, Traveling,

1 1 ) y
Hobbies Social Media, Baseball, Church, Reading, Spoken Value of 0 5
Making Money

Word (poetry)

Personality Friendly, Diplomatic, Mediator, Down-to-Earth, Would | wawe 1 ' A A
) ould you volunteer
Laid Back to be a mentor? No M m ﬁ Yes

Perception Understands that mentoring means spending time,

Word of mouth

Social Media

Visual
material

Aiding those that
need a personal
uplift while feeling
a sense of self-
accomplishment

and doesn'’t think that time will permit due to Persona #2 - Timothy

2 ITIYY sy 1Y
Prior Knowledge
involvement in other organizations and a demanding about BBBS? No w M M I l I ' I m Yes Stats and Empahty Mapping

school schedule

DMEH PSP ImARTRAT B8R /4 Project MENTOUR




THINKING & FEELING

S R -
Chidren 0 m ﬂf l R3

Considers school a first priority
and doesn’t think he should in-
volve himself with other activities

Co-workers and

restaurant guests Campus E-mail

[T ]
- — Value of O H.' ' 5
- Mentoring is all about offering guidance ™ Reputation nn Friends, group members Social Media
based on experience and education. and classmates
y Y 1
Value of .
STATS wommsiiet OF—1 Al ) E
material
Age 23 : . Time commitment issues
T Value of ALL. 2. W
N
Siblings tore Family 0 l ' I > Limited funds
Occupation Graphic Design Graduate Student at SCAD; Parttime Imparting education
server at Saigon Restaurant . , & positive morals
Organizations Graphic Design Club, AIGA, Bike Club Valueof ) 5
. Making Money
Hobbies Tennis, Bike Riding, Skateboarding, Designing,
Drawing, Movies, Online Gaming, Geocaching wmane ) ) ,
. Would you volunteer
Personallty Easy-going, Open-Minded, Independent, Laid Back toybe amBRtor? No M m m: Yes

Perception Considers himself a role model, but doesn't believe
that BBBS is right for him at the time 2 U ! ﬂ AL ' gy
Prior Knowledge N Y
Role Models Mother and Father about BBBS? VO M“ es

DMGT 748 | | MA Final Project

Persona #3 - Jason

Stats and Empahty Mapping

77 Project MENTOUR



If it wasn’t for my mentors, | wo:-hImT\

be the man that | am today!

STATS

Age
Siblings
Occupation

Organizations
Hobbies

Personality
Perception

Role Models

26

2 sisters, 2 brothers

Tth Grade Social Studies Teacher at Oglethorpe

Middle School

Youth Council, U.S. Navy, 100 Black Men of Savannah
Working out (gym), Swimming, Track, Basketball,

Cooking, Computers

Independent, Personable, Sense-of-Humor, Aggressive

Works with kids everyday and doesn’t know if he

could cope with any additional responsibilities

Father and Uncle

DMGT 748 | | MA Final Project

o 7N

Siblings

Children

Value of
Reputation

Value of
Helping Others

Value of
Family

Value of
Making Money

Would you volunteer
to be a mentor?

Prior Knowledge
about BBBS?

0

No

50

|

!

R

It feels like a huge commitment;
thinks child could best benefit by
having a mentor closer to his age

Co-workers and students

Military members

Time commitment issues

Word of mouth

Social Media

Radio

Visual
material

Wants to help
children become
the best they can be

Persona #4 - €arlos

Stats and Empahty Mapping
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/;r:za-;és me feel good that | ca:;;\l

another human being. Makes life feel
worth living.

STATS

Age 32
Siblings 3sisters
Children 1daugnter
Occupation Business Owner; Realtor
Organizations PiKappa Alpha Advisor, Savannah Men of Integrity
Hobbies Fishing, Golf, Sporting Events, Kayaking, Electronics,

Television

Personality Independent, Nurturer, Good Listener, Bread Winner
Perception Thinks he can benefit from BBBS, but is concemed
about how he will be able to balance a mentoring

relationship while devoting himself to family

Role Models Parents; mentor
DMGT 748 | | MA Final Project

Siblings

I f10

Children

B R e S | R N F

Value of O
Helping Others

alue of T : :
VFamin 0 l ” ” °

l MmN
0y m 1]
i o M W

Value of 0
Making Money

Would you volunteer NO
to be a mentor?

THINKING & FEELING

Thinks his job makes it difficult
to maintain a steady schedule

Has a family of his
own to devote time to

Television

Co-workers and clients Social Media

Radio

Visual
material

Family

Time commitment issues
To give back

Persona #5 - Gregory

Stats and Empahty Mapping
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Manit be at et 88 yean of

hrd-woriing, irong-willed,
occouritoble, self-rmothooted; must

¥ou can apply either 1 of 3 wos:

it
#\fiiit 428 Bull St Sulte 203
*Call (012) 233-T669

DMGT 748 | | MA Final Project

Wording used to describe the ideal
athelete is used and presents volun-
teer opportunity as a “challenge”

Solutions

A.Recruicment Messages wich
€oliogquial Themes

A A
© 7
>v- H

connectivity

|

instructiveness

A2

Considering the occupations of the prospect male mentors of Savannah,
recruitment messages that characterize men of Savannah are implemented.
Print media are derived directly from workshop mentor models and are advertised
as paying jobs. The description of a mentor is clear and straightforward as
it relates to each occupation, and wording is centered on the concepts of
challenge, opportunity and skill development.

An additional advantage of recruiting by traits is the positive association
with “doing good” that volunteering yields. Some employers reward workers
for community involvement because it reflects well on most the professional
businesses as a whole.

1. Recruiting by Occupational Traits

Recruiting Print Media Advertised as Paying Jobs

74 Project MENTOUR
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Freddie becomes the “face” of BBBS,
giving viewers a relatable character
to associate with the organization.

le's
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Posters and Billboards featuring BBBS Spokesman

- Solutions

A.Recruicment Messages wich
€oliogqual Themes

(1] Tube |

| Search | Browse | Movies | Upload

Big Brothers Big Sisters Mentor Campaign

asp3n 3videos [¥| @ Subscribe

Big Bro
Freddie cwﬁg‘ o
BBBS of the Coastal Empire Spol
D Big Bro
Z Commg
— — by
ELike | @ || + Addto~ || Share || [ 28,343 ~ il
Uploaded by asp3n
33 likes, 2 dislikes extrem

In Southwest Idaho alone. there are over 100 boys waiting for mentors in the
Show more =

*banne
by clickl

Al

As a substitute for the lack of male staff members,
Mr. Freddie Curtis will now serve as the face of big
brothers big sisters. A former cocaine addict, Freddie has
completed a drug rehabilitation program, accepted Christ
as his Lord and Savior and is currently studying Business
Administration at South University in Savannah, GA. With
an inspiring story to share, Freddie effectively conveys
the role of a mentor through print media and YouTube
video postings.

Freddie’s testimonials will aim to impart wisdom and
knowledge into those men who have been subject to
similar life experiences, and encourage those men who
feel inadequate and incapable of seeing themselves as
mentors. After witnessing Freddie and becoming familiar
with his character, one would be able to associate him
with BBBS, and possibly see themselves in his shoes.

AL
‘;;’Té{

connectivity instructiveness

Ex-Addict, Mr. Freddie Curtis
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Unlike the traditional screenprinted BBBS tee’s, new
T-shirts will contain contemporary messages that are
practical and relative to the culture of today’s emerging

Neutral colors: should generation of young adults. When worn in numbers,

compliment any other - . . .
garments of choice Big Brhﬂthers Eug Sisters 5 these T-shirts can serve as a very impactful recruitment
of the C = : 5 0 .
= oo Emplre ' tool, as they convey a powerful message to the targeted
audience.

Fitted or Loose options to
conform to various body
types.

Employs the use of
common social and
technological lingo.

Contain powerful
recruitment slogans

4

[ )
Solutions Ly Ly <Ay T ———

P Pl N

A.Recruitment Messages with exclusivity connectivty  instructiveness Revised T-Shirt Concepts
€olloqual Themes
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As an incentive for new recruits, all incoming BBBS
volunteers will be issued a Big Deal Club card to certify
their membership and grant them discounts at local
establishments, valid only when they are present
with their mentee. Partnerships with BBBS have been
successfully established with Lenny’s Subs, Sisters of the
New South , Brown’s Family Restaurant, Lovin’ Spoons &
Marco’s Pizza. Partnerships with other establishments
such as Golden Corral, Moe’s Pizza, La Berry Frozen
Yogurt, Sweet Potatoes and many more are subject to
corporate approval and are in progress.

make a

8 BIG
DIFFERENCE

Big Brothers Big Sisters

of the Coastal Empire

Big Brothers Big Sisters

of the Coastal Empire

_MEMBERSHIP CARD

CONTACT US

=== e |
@VD o fn e ' HOO 3

su b s h op f xm/? _Aleslaaegrid

i1=Sarws frofel

< f cﬂ" c"ck 102 E Broughton St. 10% Off 3718 Ogeechee Rd. 10% Off 2695 Skidaway Rd. 10% Off All locations 15% Off All locations 1/2 Off
|912] 233 |7669 } bbbicoostalompire.org Reg. Priced Reg. Priced Reg. Priced Reg. Priced Littles’ Ice
Membership Meals Meals Meals Meals Cream
REWARDS THE o
PROGRAM I n A
428 Bull S Hj ‘Ei' Big Deal €lub €ard
8 Bull 5t. 31401 sig brathers tig sisters Of he Coastal Emplre B. Membership Rewards Program exclushiy Partnerships, Deals and Discount Locations
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.
X} Big Brothers Big Sisters
Eiha Codetal Ericih

Become A Volunieer Enrcdl Your Child Contact Us

W'y up, Maloln?
Waelcome to the Brother's box!

We have to encourage our young boys and girls
that they are valuable to their society and their
communities. -Freddie Curtis BRES of the Coastal Empire spokesman

What’s happening?

Universoul Circus

Miors. T3 = Westin Soreonnah Horbor Coll Resort & Spa, Horkor
Ballroom and Horbor Loen

Big's Commer

Massapas Lirks Logout

Brother of the weehl

= Mest jonathan
i Bin Brtbs b Fr
i .f L' Matched wnie Moy 1008

_;_"" lenofhen b m 6 g

With social networking as one of Americas most
popular online activities, BBBS introduces the
Big’'s Corner, a self-monitored social media
platform accessed through the program’s
website. Using a unique username and password
from this page, brother’'s gain access to the
Brother’s Box (sisters gain access to the Sister’s
Square), which features spokesperson Freddie
Curtis along with a random brother-of-the-week.
Scrolling down, brothers receive info about local
events and news, and are able to view the most
recent posts using the live news feed feature.

e AT

fas ’i‘f: [ AT

i &%

[LARE LR

What going on?

=
.
X} Big Brothers Big Sisters
Eiha Codetal Ericih

Become A Volunieer Enrodl Your Chilg Contact Us . Big's Commer

W'y up, Maloln?
Waelcome to the Brother's box! . Mossages Liniks Logoat

Kelvin ' Michael PP Lewrch 0,
BROTHERS YOUI MAY KNOW

foctboll, boshetball. daoting. bowling. fshing.

Bilve ridding, wreitling R  Merny

o
mhe

i

sports, musle. dectronlo,  computens, can,
widen grmin

Semaall Arts Festionl, Recltober Festiual
Crnitnl Ernpiee Foir, SCAD rmuneum opering

ate of BED burger, werd sleoting, wolleed
dhoam Fiver Street

Plan an Event

B A [ KT S T I e R
LI Y

%0

From the tabbed menu, brothers also have a link
to the Matchbox - their very own personal profile
pages which features himself and his Little.

For those littles who are capable, a joint account
can be established through BBBS after parental
consent has been received, so that matches
can connect online. Accommodating those Bigs
with less stable lifestyles, the Matchbox allows
you to connect with your little online, making it
more convenient to communicate and arrange
your next outings.

Big and Little connected through the
Matchbox’s “connect” feature

THE @
Solutions wrLy

L
€. BBBS Social Intranet exchishity connectity Connecting Bigs with their Littles and Other Bigs Online
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In partner with Foursquare, the Rival application will challenge
brothers to a survival of the fittest! Monthly contests held by
BBBS, will encourage Bigs to check-in at each location visted
with their Littles. Points are accumulated per check-in and a

< R D o2 Ruval =2 Rua] group photo captured on site will be required for authenticity.

— = 9 Joey & Denzel PlanetFun PlanetFun The match with the most points by the end of the contest will

- \ g i CHECRAN HERE AT win one of several prizes, and most of all bragging rights until
I} : ' b Dot s N e the next rivalry!

Big Brothers Big Sisters - Got Startad | et e Frees s
of the Coastal Empire Usarnams
JoeyDeneeil’s i AMF Bavannah Lanes

T

H Miguel & Ezm

Photo captured on site required

[ SCAD Museum of Art ——
for contest submission

L ] ' '|‘| Clary's Cato
Log i H Framos N' Games

Nead an account? h Siar Conila Family Ent. Contor

THE o
O IONS =
W Rival App by Foursquare

€. BBBS Mobile Application competifveness Contest Requiring Bigs and Littles to Check-in to Location Visted
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Cary: What is your affiliation with Big Brothers Big Sisters?
Carl: Board member and Kappa Alpha Psi Fraternity, Inc.
Cary: How is the organization currently being marketed in your area?

Carl: Newspaper, Facebook, Pamphlets, etc.

Cary: How is the program actively seeking adult volunteers to get involved?
Carl: Through various community events in the area, presentation to companies and civic and social groups.
Cary: What recruitment efforts have been previously made to attract more males?

> | Carl: BBBS has linked up locally with Alpha Phi Alpha and Kappa Alpha Psi, two historically African American
d - : Fraternities.

Dr. €arl Cunningham, Jr.

Demographics Cary: What qualities do male volunteers offer that differ from female volunteers?

ﬁ;:"g; Male Carl: Males would of course offer similar qualities as female volunteers but from a male perspective.
Ethnicity: African-American Research shows that when a male child is linked with a adult male, that exchange of knowledge is valuable
Location: Mobile, AL for both parties but especially the male child.

Occupation: Director of Multicultural
Student Affairs, University of South

Alabama, Mobile, AL . : f . . . .
Affiliations: BB5S Mobile Board Member, Cary: How do you feel Big Brothers Big Sisters may better reach out to attract and recruit other potential Big
Kappa Alpha Psi Fraternity, Inc. Brothers?

Number of Siblings: 3

Carl: The males that are currently Big Brothers will need to be a stronger force in telling their stories and
experiences regarding their experience or experiences of not only serving as a volunteer for BBBS but the

A end I.x A impact the program has made in their lives. Males must be a target and focal piece for BBBS.
Il Il Interview Transcripts

Interview Transcriptions Full-Length Interview with Dr. Carl Cunningham Jr.
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Kate Jacobs
Demographics

Gender: Female

Ethnicity: Caucasian

Location: Savannah, GA

Occupation: Director of Programs, Big

Brothers Big Sisters of the Coastal Empire,

Savannah, GA
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Cary: First question, how is the organization currently being marketed?

Kate: Well, we revamped our website, and we’re hoping that may attract more interests. We've also got our
Facebook page, so we try to tap into the social media. We do commercials on TV, but that always depends
on funding. So, things like commercials on TV and ads in the newspapers, things like that it kind of depends
if we have money. Unfortunately, we have to view it as an extra even though it’s not, it’s just not as essential
as some of the other expenses.

Cary: How is the program actively seeking members to get involved? Do you all go out and visit the schools
and churches, maybe?

Kate: We do, we try to visit all of the colleges to visit the students there. I've spoken at a couple of churches to
let them know how the congregation can get involved. So, any time there’s an opportunity to meet potential
volunteers we’ll send staff out there.

Cary: What recruitment efforts have been previously made to attract more males, if so, and what has actually
brought male volunteers to the organization in the past? (What is working? What is not working?)

Kate: Probably what’s been most successful is word-of-mouth, so talking to our current Big Brothers and
letting them know, and asking them to talk to their friends. You know, you might not get a whole bunch of
people on at once, but slowly but surely, we’ll definitely get some more Big Brothers in. | spoke at a church
here in town and really emphasized the need for men and we did have a fair number of men sign up there.
So, | think those were both somewhat successful.

Cary: What is the typical ratio of male to female volunteers for your program?

Kate: I'd say 1 to 3, if | had to guess.

Cary: What would you say, what qualities do male volunteers offer that differ from female volunteers?

Kate: Well, | don’t know actually. Because our volunteers come from many different backgrounds and have
all different personalities, so | don’t know if there’s anything really that the male and female would differ
from, it’s just that we have so many Little Brothers and we really want some male role models for them. So,
that’s why we really need a Big Brother for them.

Cary: Do you know exactly how many Little Brothers are on the wait list?

Kate: Well, the number kind of changes on a day to day based on how many we get in and who all we can
match. Between the two programs, the school-based and community, we have 150 Little Brothers. If we
were to look at how many Big Brothers we have on the Ready-To-Be-Matched list, we have 17 Big Brothers.
So, we have to make tough choices, for sure.

Cary: So, how do you pair individuals based on that list? Do you cater to those Littles who are more in need?

%0

Kate: Right, we try to prioritize, because obviously we can’t serve every child. So, well, we can’t serve them immediately, anyway. So, we try to
prioritize, so we look at things, you know a lot of people talk about, “Children at risk, children at risk”, so we talk about children who are facing
adversity. A lot of children are at risk, so we look at children who have incarcerated parents, because that is correlated with them eventually
becoming involved in the juvenile justice and all these things. We also look at children in the foster care system, children with a deployed parent,
these are all children that we really try and serve them first. Which is more general when we’re matching, we look at personalities, and the
interests of the volunteers and the child might share, we look at location, we don’t want to ask our volunteers to drive, you know, three hours
away to meet with their Little. So, there’s a lot that goes into it definitely.

Cary: Ok, so are there any young females on the wait list?
Kate: We don’t tend to have as many. So, in contrast to 150 (Little Brothers), we’ve got 33 Little Sisters.
Cary: Wow... that’s a great contrast.

Kate: And then, let me see how many Big Sisters that we have. So, we have 17 Big Brothers and 86 Big Sisters. It's very lop-sided, we have too
many Big Sisters and too many Little Brothers. We will occasionally do cross-gender matching. We do that more in the school-based program
where we’ll have a Big Sister and a Little Brother, but we only do that up to a certain age. We don’t want any of the Little Brothers having crushes
on their Big Sisters.

Cary: Yes, | can see how that can be beneficial for the school-based program. Instead of just having so many Little Brothers in need, why not pair
them up with someone?

Kate: Right. Right!
Cary: Do you all have any partnerships with any local community organizations?

Kate: Well, we work closely with the colleges, because that is a fantastic source of Bigs. We work very closely with the school systems, because
we do have a school-based mentoring program in their school. We have a partnership with the local Juvenile Justice. We do work with children
that have already been involved with the juvenile justice system, so we work in collaboration with the judges, and the probation officers and all
that. We are working with the City of Savannah for a program called “Fit for Reading” and it is to help mentor students and get them on the ball
with grade-level reading in 2nd grade. And we work with the City of Savannah in that. Rape Crisis Center - there is a gentleman over there that we
work very closely with because he’s super knowledgeable about bullying and school violence, dating violence - all these different things, so we
do work with folks from Rape Crisis. They help us train our volunteers. If we have a situation where there’s some bullying or something like that
we can count on him for some extra tips and insight. So, yeah we’ve only been here 3 or 4 years and we’ve pulled some really good relationships.
Even the ladies at 211 right across the hallway, if we know of a family - you know, the child is in our program, but if we seek to help the family, and
to support the family. So, we know that they have some needs in terms of light bills, or food or whatever it is; the ladies at 211 are very helpful.
We can go to them, and check with them and refer our families and our clientele for other services that way.

Iinterview Transcripts

Full-Length Interview with Kate Jacobs
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Quintin Williams
Demographics

Gender: Male

Age: 22

Ethnicity: African-American

Location: Savannah, GA

Occupation: Industrial/Footwear Designer
(student), Savannah College of Art and
Design

DMGT 748 | | MA Final Project

Cary: How did you hear about Big Brothers Big Sisters?

Q: | first heard about it my senior year of high school. An administrator came to me about this opportunity
called Big Brothers Big Sisters. | really didn’t hear anything about it until then, until he told me about the
basis of what we were gonna do. We went to a site which was an elementary school and then they gave
me a little brother and from there, we would go every Friday and spend time with him during school and do
different activities, take them to different places with other school mates of mine. So, yeah that was my first
time: senior year of high school.

Cary: Ok. So, what prompted you to actually join the organization?

Q: When | went and got more information about what was really going on, and the benefits of the little
brother and the things that the little brother was going to improve on or get inspiration to be a better person,
| mean, that really drove me to really join the organization and go from there.

Cary: Were there any hesitations about joining as a volunteer?

Q: Uh, no. Back then, you know in high school, you get the day off of high school, you're like “yeah! Alright,
cool!” that’s more motivation, really. But, at the time, no it wasn’t any restrictions or anything like that, that
would kinda hold me back from joining at all.

Cary: Did you feel prepared to be a mentor when you enrolled?

Q: Yes, definitely. Because, as a senior in high school, you wanna represent your school as best as possible.
And at the same time, | was in school playing basketball on my high school basketball team, so | was the only
person on the basketball team to join. So, | mean all of those combined: being a senior, basketball, student
and everything else was more motivation to represent my school and myself personally, also.

Cary: Was there anything that surprised you about Big Brothers Big Sisters, either positive or negative, when
you did become a member?

Q: Definitely, there wasn’t any negatives. Off the top of my head, | can’t think of any negatives. Positives -
definitely, positives. Because, after it was all over with and done, | did talk to his teacher about how he was
doing in class or whatnot, and actually he did improve on his studies and his activities in the classroom. He
was more responsive to the different questions, he would raise his hand during different scenarios, so | was
a little impressed by the results actually. | didn’t know it was going to be as big of an impact, but it really was.

59

Cary: How much time did you all spend per week?

Q: Once a week, we would go Fridays and spend like an hour and a half. Like sometimes, we would be just in the classroom, and then we would
do different activities and | would just be beside him to help him out. Sometimes we would go outside and play around, and | remember one time
we went to a field day. Yeah, that was fun. But, within a week: about an hour and a half. So, within a month: almost about 6 hours.

Cary: So, how has the organization impacted you since you became a member?

Q: I would say it definitely opened my eyes as far as being a role model to younger to people in general. | think that kinda carried over even until
now in college. If | see somebody younger than me within my major, | always wanna go help and see if | can help out, which might build up their
confidence, or whatever it be. So, | think it just gave me the eyes as far as giving back to other people in the end.

Cary: Do you have any regrets about becoming a volunteer?

Q: None at all.

Cary: So, how was your experience at the Project MENTOUR workshop?

Q: Great man! Because, | haven’t been involved with BBBS since I've been in college. So, that was kind of refreshing to get that motivation to help
other people out again. So, yeah, it was great.

Cary: Were there any benefits of participating in the workshop activities? (The “M&M Challenge” and the “What Would You Do?” questionnaire)

Q: Yeah! | would definitely say networking - meeting new people that wants to do the same thing as you. That's always good to meet them
because it kind of motivates you to get back in tune with it.

Cary: OK, last question: How do you feel that BBBS can reach out to other potential Big Brothers in terms of recruiting?

(%: I mean, it's so many way, it like you have Facebook, Twitter, the actual mentor workshop - trying to invite them to it, but | mean at the end of
the day, it’s all up to them. You can always have some type of meeting, maybe like a sports meeting. Because, you know most guys like sports. So,
maybe you can have some type of gathering where it could be like some football thing or basketball thing, and at the end or something, you can
kind of tell them about this program and try to get them involved. But, | mean if you want to get a gathering, | think that would be a good outlet.

Iinterview Transcripts

Full-Length Interview with Quintin Williams
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Appendix B

Wall of Research Exploration
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Sunday, Ockober 16, 2001 Foam Core Board 1 $1.00 £1.00
e 2 P E {:} J E {: T : G 30pm - 8:00pm Plastic Contalner (supplies) 1 £1.00 £1.00
M H E-' ‘“ n United Way of the Coastal Empire White Binder 1 $1.99 £1.99
Meeting Room 107 Unruled Large Motepad 1 £6.90 £9.99
Total. $40.90 |
PROGRAM BUDGET 428 Bull St Savanmab, GA 31401
P Refreshments Quantity T Proj. Budget  Act. Budget

23+ lce 2 $1.88 $3.76
MEM Packets {gift bags) é $1.00 (8-pack) £6.00
Nams Job Labas Hours _ Proj. Budget  Act Budge Laffy Taffy (gift bags) 30 15 for $1.00 $2.00
CarrhDale Smi Phoscgraphsr 0 par b 2 .00 2000 Cookies 4 £1.00 £4,00
Wi s g ra pl wa 50 puarr b, * 20,00 20000 Salsa 5 $1.00 $2.00
Tetul: #0.00 ¥0.00 Italian Dressing 2 £1.00 £2.00
Bowtie Pasta 2 £1.50 £3.00

Tkl Ol s i S 130 £ [ Buttered F"QPCCII‘I‘] 1 $]DD
Faper Plotas I [pack of 23] $1.00 £2.00 Parmesan Cheese 1 $1.00 $1.00
Lharaile 2 [pock ot 3L $1.00 £2.00 Minutemaid Lemonade 1 $1.00 £1.00
Hopkins 2 lpock of 25) §.0o0 s2.00 Gallon Water ] $1.00 $1.00
ups 4 $1.00 s4.00 Pastel Dinner Mints 1 $1.00 $1.00
5H9 Bogs 1 |pock of 201 £0.50 L0 Mt 1 £1.00 £1.00
MAE M, Tins 3 o Tortilla Chips 3 $1.00 £3.00
Serdng Dishes 4 .00 4,00 Assorted Beverages 3 $0.74 $2.22
Serving Firwts 3 3100 500 White Bread 2 $1.16 $2.32
Sarving Lbarmil 2 5100 2.0 Wheat Bread 1 $1.16 $1.16
Tetalh $340.00 Clives (Green) 1 $0.74 $0.74
Quantity Prica (o) Clives (Black) 1 $0.74 $0.74
Dry Ercie Mariers l 5500 £3.00 Shrimp 1 $5.00 £5.00
g Crysiol Ball Pens p 5000 £2.1K] Lethuce 1 £1.12 £1.12

G Sticks | jts-pok) A Bl Cabbage 1 £1.48
Crayclo Markers 3 5174 822 Orion 1 £1.28 $1.28
Schsors 3 $0.74 222 Cherry Tomatoes 1 $2.37 $3.37
A My Fagmd Singles 1 Fouae 5274 Cheese 1 $1.21 £1.21
Rubbecbond Brocelet gilt bagd) 13 e CERE Croutons 1 $1.00 $1.00
Sepeaare Canhfer [domatiom] | S0.00 51,061 Ranch 1 £1.00 £1.00
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Pineapple Juice
Pimento Cheese
Mayonaise

Meat Variety Pack

Praject MEMNTOR Paster Print
Old Magazines
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—_ = R —

119 31.19

£5.00 £10.00

§$1.42 £1.42

§7.97 37.91

Total: £72.44
Quantity Proj. Budget  Act. Budget

1 55.00

10+ 30,00

Total: $5.00

Sub Total: $148.34

Grand Tetal: $158.72

SCAD

The University for Creative Careers.
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without prior written consent, and that all of the images will be used
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.2 PARTNERSHIP AGREEMENT FORM

THIS PARTNERSHIP AGREEMENT is made this __ & dayof _W V., 20_[1, by and between the

following establishments: !
Address: _ HJ‘E ';I'?LL'Ll '£1‘+
”"\ ﬁhﬁ. LTS F T}_"‘-H"’ City/State/ZIP; ___“~atvovmaly =Y. iy |

L Gl Address: 16> F F\t;%"m&nm‘-jl_
L EMU}{} “ -_"t""r City/Srate/Z1P: __ Svonmalnd GA T 40|

Nature of Business. ‘| he partners listed above hereby agree that they should be considered partners in business for
the following purpose:
i 0% ﬁg\_ P ‘ehasg | HRL(:U Lae Pe \CE

Rt e
.2%... PARTNERSHIP AGREEMENT FORM
THIS PARTNERSHIP AGREEMENT Is made this _-m day of

Mﬂ‘%_ﬂ_ﬁ_ by and between the
following establishments: , i E%a %T“
( ; . Adldress:
Mfﬁfh' EH L7 City/State/ZIP: SONAWE N, 6f AWCE

ress: 42
B%_&D‘LQ_EJF ; :3;3{{’{5 éii’ﬁmuﬁ?li‘ EEMBAYHE;& G A Dol

Mature of Business. The partners listed above hereby agree that they should be considered partners in business for

the following purpose:
J%M&mm_mih_mmmg_md_

wlion. PARTNERSHIP AGREEMENT FORM

THIS PARTNERSHIP AGREEMENT Is made this ]d'h' day ofm 200, by and between the

address: _318_\ohway [V Mercer Blud Swile i

following establishments:
Wavecs Vizza.  Cipswazpmg
u_,x.m 11'51 I, G™ 34D

<l Addre
E h% Eﬁ{ﬁmﬂ: f% &‘3{% Lnyrs::u-mp ‘ﬁﬂwmh A =0

Mature of Business. The partners listed above hereby agree that they should be considered partners in business for

the following purpose: ) —
5% o4 % Sor Gnoe yain ewipershp card

... PARTNERSHIP AGREEMENT FORM

THIS PARTNERSHIP AGREEMENT is made this _'? day ol Ll_ s "'I]_],_, by and between the

Tollowing establishments:
B Address: Lt@i’y_ﬁdlﬁ‘#
=L 15 r%hﬂﬂa&?\}_ City/State/ZIP: __ Sowvawnals CA Y@ |

Fespira

i Address: 2 T{? E}M p‘.Ei
‘!I‘ M’“""h’ CitySeane/ZIP; S nuhgds Gl TG b

Nature of Business. The partners listed above hereby agree that they should be considered pastners in business for

e foll: APOSE: \
the following purpose [L}?_‘ i} ,'--.{‘_..—%_'_l,'_ b Wﬁ- P‘, pcffi HEAJ-:)

.2%z... PARTNERSHIP AGREEMENT FORM

THIS PARTHNERSHIP AGREEMENT is madz this .-? dayof ”W a1, h I:w and between the

fellowing establishments:

Address: H:‘L F:""-'u
in | F‘-’*"‘AS'&‘WL“”& City/State/ ZIP M\,Lﬂ h‘ 2 Ad
L

Caotad oy
1 FESS: ":I""-‘:'B E.;""ﬂ WA ﬂlr
‘C} Ehere, vt H"W‘)““"‘*"\E:;Exs:;mx|l=: v mﬂn}m{: B 11& '

Nature of Business. The partners listed above hereby agree that they should be considered partniers in business for

Fhe Jollewing purpos: Juﬂfru Bf‘;u'-\.h_i [l fllﬂ-‘;l\.d.:m’ﬂif—*-[;i H.:aJ._‘)_

2. PARTNERSHIP AGREEMENT FORM

THIS PARTNERSHIP AGREEMENT is made this ﬂ i) day of ﬂr'ﬂ Fmﬁ{, 204 |, by and between the
fellowing estabslishments:
Aililvess: 478 Dull 5
Hag Arethers Rip Sistent of the Cosstal Eﬂ!ﬂl‘ f.:ilffﬁl.‘l.h‘.f?.l["‘.' Savunnh, GA 11401

. Address: £-0« oX 1454 |
Lpwin .EQQQ.{I} LiC City/Stale/ZIP: Javannady g 3 14/6

Mature of Business. The partners listed above hereby agree (hat they should be considered partners in busines for
the following purpose

'9#&-"' S0 fa _fe L"IL]'L"JE& Y Signature E::h?;; Thate:; 11m90
_ all Levia' 700 s J'Iﬂ&? ﬂ"’& bmnalumﬁu{ Uate: _ff= &~/
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