Let’s explore Standard 10: ORGANIZATIONAL MANAGEMENT

Submitted by: Dara Munson, President and CEO of Big Brothers Big Sisters of Metropolitan Detroit and a member of the Mentor Michigan Provider’s Council

Solid organizational management is key to the success of any non-profit agency.  While all of the sub-points of this standard are critical, two key sub-points are highlighted here.
It is extremely necessary for the composition of personnel, volunteers and program participants to be diversely reflective of the community the organization serves.  When looking to generate additional partnerships; raise additional funds and recruiting additional volunteers, agencies must recognize the importance of this focus and incorporate it as a strategy for both programmatic and revenue growth.  This is more than counting the number of people representing certain races or ethnicities on the Board or employed by the agency.  Diversity and inclusion strategies begin at the top but often fall short of what is needed in order to build a strong organization.   This type of intentionality must be placed around every facet of the agency’s operation: Leadership, operation and execution.  There are qualified individuals who can serve in an extraordinary way in Board and staff leadership positions but may be overlooked.  Diversity in Board, staff, and program participants creates a more meaningful and rich experience for everyone involved in the agency’s operation and should be viewed as a strategy that will positively impact the bottom line.  Agencies must look at race, ethnicity, sector representation, geographic representation, and gender mix when considering what is needed to create a healthy leadership profile.  This will bring about more productive decision-making processes and a more varied pool of skills will be brought to further advance the agency’s mission by drawing on different perspectives.  Diversity of opinions and cultures delivers a higher quality of the product, i.e. longer, stronger mentoring relationships.
Further, staff members must be able to relate to program participants in order for them to have a positive and productive experience with the agency.  For example, if an agency serves a largely Spanish speaking community but has no Spanish speaking employees, an immediate disconnect will surface.  While this is a very concrete example, it should not be dismissed as elementary.  Agency employees must understand and be sensitive to the dynamics of the families they serve.   
Relationships created by agency staff and program participants is key and making sure they are strong creates the motivation for agency staff to continuously improve processes ensuring all participants are receiving the full benefits of the mentoring program.  The end goal is obviously to be able to serve more children and to serve them better.  Making certain the composition of Board, staff, and participants is diverse and reflective of the community served is paramount to achieving this goal.

The second sub-point to be highlighted has to do with public relations and communications.  It is crucial for the entire community to understand not only the need for more mentors but the impact and result the mentoring community creates.  Agencies must have a strategic, comprehensive plan to continuously engage and educate the community at large.  Plans should include multiple vehicles to do outreach and education.  These communication vehicles include traditional methods like websites, newsletters, and e-news blasts but should also include more innovative outreach methods like the online communities of MySpace, Facebook, and LinkedIn.  Board members, current and former mentors and mentees should also be considered as deliverers of the mentoring message.
At certain times throughout the year, there will be a need for targeted marketing efforts.  Launching large scale mentor recruitment initiatives or kicking off major fund raising campaign call for this targeted approach.  However, it’s always a good time to employ public relations efforts.  When there is an article, research finding, or breaking news that has to do with educational issues, juvenile justice issues, or public safety, mentoring should be lifted up as a change agent; a key part of the solution.  
Media engagement is an effort that takes time to develop but has great potential for payoff.  As more media personalities understand the impact of mentoring and are invited to partner, they become energized about ways to promote on our behalf.  Media engagement does not have to be a costly strategy.  Media personalities that have an affinity for children often enjoy helping move the needle on a campaign.  It is always important to have a hook or something they can easily understand and have them focused on the end goal within a specified timeframe, i.e. Recruiting 100 Mentors in 100 Days.
Lastly, strategic key messages cannot be discounted.  Agencies must be clear on the messages they share with stakeholders.  While the content of delivery may vary depending on the audience or event, it is imperative we are clear on the key messages.  I recommend staying focused on no more than three key messages.  People need to be able to see themselves as part of our work; they need to attach themselves to the mission and if there are too many messages buried in the content, they will become lost in the words.  This is especially true when it comes to mentor recruitment and ultimately mentor retention for which the focus should be what, when and how.

