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really it’s a worksheet that has a lot of factoids and people would be lucky if they got 50 percent right, 
but it really wasn’t about whether they got questions right or wrong. 

At the very end of the little trivia game, there was a place to fill out name, address, phone number, and 
e-mail address, and they would be entered into a drawing for a $50 Red Robin gift certificate. Early in 
the year, we’d actually gotten a commitment from Red Robin to provide $2,000 in gift certificates, so 
they became sort of a regular partner that we were using and promoting when we went out and did 
these things. Instead of having maybe one or two names out of an audience of 200, I started getting, 
like, 60, 70, 80 names of people who would turn in these sheets because they wanted to win a restau-
rant certificate, but also some of them indicated, “Hey, I’m kind of busy right now, but call me in three 
months.” 

So, people were actually volunteering information. Now, when the “Big Trivia” game was actually 
being played, it was kind of an interesting dynamic. And some of you might be able to picture this. I’ll 
describe it as best I can. It’s a game where you give people about two minutes to go through a multiple 
choice series of questions, and when you’ve given them a few minutes, you say, “OK, well, time is up. 
Let’s go ahead and go through and look for the right answers.” You’ll read the first question, then ask 
for a response, and it’s quite funny to see how you get nothing but blank stares and nobody wants to 
raise their hand, nobody wants to participate. 

So, what I would typically do is ask one of the people in the front row or somebody close by, I’d say, 
“Sir, what did you get?” Or, “Ma’am, what did you get on that first one?” And whether it was right or 
wrong, it didn’t matter. We had these gift certificates from Starbucks for a free 20-ounce drink that we 
would hand to the very first person that, you know, agreed sort of to be a guinea pig. And then I’d go 
on to the second question and I’d say, “Anybody have an idea on number two?” And 30 or 40 hands 
would raise up. Everybody wanted to play all at once because there was a small reward. 

I’ve heard people using the same strategy with candy or candy bars, I’ve heard them use it with a vari-
ety of items. It doesn’t really matter how valuable the item. Here in Seattle it happens to be helpful to 
have a Starbucks gift certificate because we’re all hooked on caffeine, but it really doesn’t matter what 
the item is. All at once people want to be engaged because there’s something that’s being given away. 
And so, you can tuck that away and, again, just use ideas—whatever you can come up with to get 
contact information because really the goal is to be able to follow up with these people. 

Let me quickly go through the last few slides, 
and again, I know I’m running short on time, 
but things that men are motivated by. This 
speaks specifically to some of the things that 
we’ve already discussed. They want something 
that’s action oriented. If you can get a volunteer 
and tell them, “By the way, you know, you’re 
not going to sit in the library and read the whole 
time. You can take a basketball and go out and 
shoot hoops, you can go work on a project, you 
can work in the woodshop, whatever the ven-
ues are that are available to the volunteer and 
the mentee to be involved with, talk about that 
action because that’s something that will moti-
vate a man. 

They have to understand that they’re making a difference and that they’re not necessarily wasting their 
time, that this is something that is going to help a kid. It’s really something that’s going to make a dif-
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ference. Related to this is the next point on the 
slide—feeling appreciated. Now this is kind of 
an interesting one because you don’t necessar-
ily want to overdo it, but you do want to let men 
know that they’re really making a difference. A 
lot of times the kids will not communicate this. 
Sometimes the teachers will communicate it. 
But the men need to understand that thank you 
for taking time out of your day to come and have 
lunch with Johnny; thank you for taking time out 
of your day today to come and help him with 
this project, this science project he was working 
on; men just really have this need to be noticed. 
They need to feel like somebody noticed that this 
was something that they had done.

Efficiency is huge. When you’re making the appeal, it’s important just to ask what you really want. Just 
tell them, “Hey, look. I need somebody that can come in to the school for one hour once a week and 
help this youngster because he really has some self-esteem issues. He really doesn’t feel comfortable. 
He doesn’t get along with other kids. What he needs is an adult that cares about him.”

Teamwork is another thing that works really well, so sometimes in the mentoring settings, if there’s an 
opportunity for several men to work with several students, that’s very appealing to some men. Again, 
logistically it’s something that you could look at, but sometimes this’ll bring a recruitment to a whole 
new level if you can bring three men from a particular office to work with three boys at a particular 
school and get them matched one-to-one, but having them work in a group situation is an amazing 
way to sometimes get men involved.

As an organization, you want to look at ideas that you can share that’ll help make the match interest-
ing, and the bottom line is men need to feel like the things that they’re doing make sense.

Final slides here, looking at successful recruit-
ment, using men to recruit men wherever possi-
ble, and I’ll extend that even further. Making sure 
that there are a lot of men in the process when it 
comes to orientations, trainings, interviews, and 
so forth. Men will respond more to the personal 
appeals than following up to mass appeals, so 
figure out who these people are that you want to 
have involved in your program and go directly to 
them and ask them to be involved.

Again, looking at a welcoming environment 
when you’re engaging men. Make sure that they 
don’t feel like they’re outnumbered because 
that’s very intimidating for a guy.

In all of this, do not diminish the contributions of the female volunteers that you have working in your 
program, and make sure that any of the targeted efforts you’re doing don’t necessarily erode the cred-
ibility of your organization as you’re working in the community because what happens is sometimes 
we can become so focused on this great need, we forget that we really do need to attend to the fact 
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that we have female volunteers that are doing tremendous work, working with the female students in 
these schools.

Always look for ways to reinforce the fact that there’s safety in the structure, that the benefits of hav-
ing a school-based program is that you’re in an environment where there is at least a degree of soft 
supervision. There are people there, there are other authorities there, so you’re not feeling like poten-
tially you might be accused of something that would cause many men to be nervous and not want to 
be involved.

Look at places where men are already involved, volunteering in your city or your community, and fig-
ure out how to partner with those organizations. The one that comes to mind is Boy Scouts—this is a 
great one because you’ve got a lot of men that are involved in leadership, and perhaps some of those 
men would be interested in helping or some of them may take some of their Eagle Scout candidates 
and suggest that mentoring would be a great program or a project to do in order to achieve that par-
ticular merit badge.

And again, always ask the prospect if they will help, not necessarily if they’ll be a mentor, because 
not everyone’s going to be suited for that, but finding that there’s always going to be other volunteer 
opportunities that you could engage people with. That’s very key to being able to be successful at 
recruiting more men.

And with this last slide showing some useful 
Web sites, I’m going to close. I’m a little bit 
over, but I think I’ll just open it up. Were there 
any questions? 

MACRAE: Thanks a lot, Juergen. That was 
a lot of great information, and it’s always 
refreshing to hear all these new ideas that you 
have.

We did get about half a dozen questions here, 
some of which you did address in your pre-
sentation, and in the interest of time, we are 
going to let Beth Senger go ahead with her 
presentation, and then if we do have any time 
at the end, we’ll go back to some of these.

But, just so everyone in the audience knows this, what we’re going to do is forward any questions we 
get to our two presenters. Then we will put together a mailing that we can send out, so that all your 
questions get answered and that everybody sees the responses, because there were some good issues 
raised along the way here.

GARRINGER: We’re going to move on now to our next presentation and our next topic, recruiting 
mentors and working with youth from the Hispanic community. Presenting this today is Beth Senger, 
who has a wealth of experience in this area, primarily in her role as the CEO of Big Brothers Big Sis-
ters of El Paso, Texas, where she has been since its inception in 1999. In addition to Beth’s work here 
for the MRC, she’s been a trainer and contributing author for organizations such as the Northwest 
Regional Educational Laboratory, the Texas Governor’s Mentoring Initiative, and the Nonprofit Enter-
prise Center. Beth, if you’re ready to go, take it away.



45

Transcript • February 20, 2008

SINGER: Thank you so much. Good afternoon, everybody, or morning, depending on what your 
time zone is. I am going to be talking to you today about mentoring in the Hispanic community, and 
although part of this focus is certainly on recruiting mentors and developing your messaging and 
marketing for those mentor recruitment pieces, it’s also going to focus on engaging families because 
that’s certainly an important part as well if you’re looking at recruiting and really engaging in the His-
panic community.

In our agency here, we are located in El Paso, Texas. It is a border community, and we do have an 
85 percent Hispanic population. Last year we served close to a thousand mentors and mentees, and 
most of those were Hispanic. So my background, although I am not personally Hispanic, certainly has 
been from growing up and living most of my life in a predominantly Hispanic community and working 
closely and, of course, having friends and loved ones from that population.

I’m going to do just a brief overview, and then 
get started on some of this information. On the 
“Overview” slide you’ll see that first I want to 
touch base with you a little bit on whether your 
organization is ready and prepared for engag-
ing the Hispanic population, and then talk to 
you somewhat about messaging and marketing 
for that population, and then hopefully to share 
with you really what’s worked with us and kind 
of what we’ve experienced working with the His-
panic population, with their families, with men-
tors, and then with matches once they’ve already 
been formed.

Then I want to talk to you just a little bit, too, 
about some of the implementation facets that we’ve experienced in the process as well.

I’ll refer to just the header of the slide as we go along so that you can keep up with me.

The next slide I’m going to be on is actually the third slide in my presentation called “First Things First.” 
And as I talk about these items, if you’ll just think to yourselves the answer to these first questions; the 
first one is, Is there demand? I kind of assume because you’re listening to the call that there’s been 
demand or there’s been an increase, perhaps, in the population in your community, or you just want 
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to check and see if there’s anything new about 
serving this population, so I assume that there’s 
a demand. But you might want to really think 
about whether the demand is there, because the 
next two points include things that you need to 
have in place if you’re going to be engaging the 
Hispanic population: that is, are you prepared to 
accommodate the Hispanic population: to have 
written materials in Spanish and have at least one 
person in your office who is fluently bilingual?

If you don’t have those things currently, could you 
develop those capacities and when do you think 
you might be able to do so. If you really don’t feel 

like you have those capabilities, it might be really difficult and challenging for you to try to engage the 
Hispanic population. Certainly we feel that those are the bare essentials for making sure your organiza-
tion’s prepared to work with the Hispanic population.

Then I’d like to talk to you about if you do have those basics in place or you know that you can get them 
in place, what are some of the recruitment and marketing techniques that we’ve experienced here in 
El Paso to be successful working with the Hispanic population. And when you’re looking at develop-

ing your recruitment messages, if you have some 
Hispanic volunteers that are already with you, 
engaged in your program as board members or 
as volunteers, then you might talk to them, of 
course, about what made them volunteer with 
you, what are their experiences, what do they like 
about your program so far, and talk to them. If it’s 
a new focus area, you could bring other Hispanic 
members of the community together as well to 
talk about are your services appealing to this pop-
ulation, are your services ones that they feel the 
Hispanic community could really resonate with, 
and that they would like to be engaged with, and 
if so, what kinds of messages might work? 

Every Hispanic population and community has some different cultural pieces that they may be able 
to help tie you into in terms of messaging, and they may also be able to tie you into what venues are 
going to be the most appropriate to reach the segments of their population that you’re needing to 
reach. It could be that, too, that your outreach and recruitment are related to getting more families 
involved; perhaps, you know, that there are significant needs in that group in your community, but are 
looking at also wanting to break down some barriers to family and volunteers being involved.

So, you might talk about with this focus group, if you’re able to bring some folks together, what kinds 
of venues they know are most appropriate for your messaging: that might be TV stations, radio sta-
tions, maybe there are some bilingual TV and radio stations in your area. Their feedback, I think, will 
really help you develop your message —their insight into the community and what they know the com-
munity is looking for and what types of services they think they would feel comfortable taking advan-
tage of.
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I’m going onto the fifth slide in my presenta-
tion, talking about “Marketing Strategies.” Once 
you have some messages that you’ve evolved, 
looking at which marketing methods and which 
recruitment methods will really fit you certainly 
depends to some extent on your capacity as an 
organization.

For example, if you decide that you have a great 
media partner and a great message and you put 
something out, is your agency prepared for what, 
of course, you hope to be an influx of volunteers 
calling in. If it were to bump up by 20 or 30 or 
50 or 100 percent, your intake volume, are you 
prepared to be able to accommodate that, and especially are you prepared to be able to accommo-
date that in a bilingual fashion? Do you have enough people to handle volume if you get a significant 
return on that marketing strategy?

And naturally we all have to worry about budgets, so what are you able to afford to do with whatever 
marketing strategies you decide upon, what media ties to you have?

We’ve found that talk shows have been really helpful, radio talk shows or TV, on our Spanish-speaking 
networks, and then of course, we all have to consider whether we can make those marketing materials 
happen in-house or if you need to get them translated.

Now, if you need to have materials translated, we’ve certainly run into some interesting pieces here 
where we’ll have translation done, we’ll get the materials back, then we’ll have staff members tell us, 
“Oh, no. That’s written in a different dialect of Spanish or it’s in too educated a level of Spanish. It’s  
perfectly appropriate college-level Spanish and most of our families are not going to understand it,” 
and we’ve had other translation pieces come in where someone said, “Oh, this just isn’t right and it’s 
not right for our area.” So, if you’re going to create marketing materials, certainly run them by at least 
a couple of people that you know and trust that will understand the target audience of your community 
and the Hispanic population and its dialects, because your translation could end up really throwing 
some people off or having them just simply not understand it.

Well, the recruitment messages and getting your 
marketing messages out are some of the basics 
for laying the groundwork to recruitment of popu-
lations, but I really want to talk to you about what’s 
worked for us here in El Paso over the past, gosh, 
almost eight years. And I mentioned already—
and I’m on the next slide—What’s Worked for 
Us,” that we’re in an 85 percent Hispanic popula-
tion, and so frankly, as I go forward with this, you 
may think, “Oh, well, that applies to everybody.” 
Well, the truth is that because we’re in an 85 per-
cent Hispanic population, there may be some 
things that we take for granted or that we assume 
are specific to this population that if you’re sitting 
there, you may tell yourself, “Oh, we already know that. That’s common in our population,” but because 
we’re so heavily Hispanic, these are some of the things that we know have worked for us here.
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The media station partnership that I mentioned to you really was an incredible partnership. It was a 
Spanish-language broadcasting station, our local Univision station, and they were willing to do live 
remotes for us. They were willing to have us come repeatedly for talk shows in Spanish, and we had 
some of our guests and mentors on those as well. At different events that we had during the year, they 
had a booth there, would do a live remote, and also sell CDs and give the proceeds to us, which we 
thought was really amazing. And one year they actually even gave us a $10,000 cash sponsorship, 
which is, in our experience, at least, extremely unusual for a media outlet to do a cash sponsorship.

They also helped us, and we made sure that we had all of our materials available in Spanish, which, 
of course, does double your printing budget when it comes to brochures, unless you’re able to create 
everything in sparse enough text to have each brochure item in English and Spanish. We definitely 
have separate materials that are in English and then others that are in Spanish.

We also made sure that we had Spanish-speaking staff—and really in our community you don’t have a 
lot of options, you really must, if you’re going to serve any segment of the community, have Spanish-
speaking staff. I do not speak Spanish, unfortunately. I am a language idiot, apparently. I’ve tried many 
times, but if you’re going to serve the population, it’s really going to be important to be able to speak 
Spanish or to have somebody available for that.

Now, the next parts I’m going to talk to you about are related to what works for us in several differ-
ent arenas, with the family, with the mentor recruitment, and then also with the matches as we went 
along.

Now, I feel like it’s important for me to issue kind of a general disclaimer on this next section because 
some of what I’m going to be talking about is our experience in working with our Hispanic popula-
tion, and these are very broad themes and impressions that myself and my team here have come up 
with when it comes to working with the mentors’ families and in match support, but we are a largely 
Mexican-American population right on the border of Mexico, so some of what I’m saying may or may 
not apply to the Hispanic population in your community. 

I just want to make sure that you realize not to interpret anything as coming from my having three 
doctorates in Hispanic and Latino studies. That’s just not the case. I’m not an expert in the Hispanic 
culture or subculture around the world. This is just our experience here on the border of Mexico, and 
so it would be probably beneficial for you to take any of these points and look at your Hispanic popula-
tion and bring some of those folks together to kind of gauge whether or not some of the things I refer 
to also apply in your community.

All right, now that I’ve got my disclaimer done, 
really what’s worked for us, and the first and 
foremost thing, and fortunately this will probably 
come natural to just about everybody in mentor-
ing, is really embracing the family. This is—it’s 
just impossible to think of the child as separate 
from the family anyway, but certainly in Hispanic 
populations, family is first, and family is just a 
cherished unit and it’s extremely important that 
we be able to embrace the whole family.

I know I’ve mentioned twice already that you 
need to be able to have somebody who can 
speak in Spanish, but it’s also important not to 
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assume that because there’s a Hispanic surname or because one of the members of the family called 
in Spanish that they won’t also need services in English. We find it’s very common that we may have 
a child interview in English, but the parents have to be interviewed in Spanish, and so make sure that 
whichever staff is going to be conducting the interviews is prepared to be able to handle either.

We also know that it’s just really important to be sensitive to the family values and very friendly to the 
family. Part of one of the things that we do is making sure that when we have families and children 
coming to our office, and of course, many times we go out to their home, but when we do have them 
come into the office, we just have come to assume that if we make an interview appointment for a par-
ent and child that there’s going to be other people coming with them. It could be cousin, aunt, uncle, 
other kids. So, we try to make sure that we have an area that we can set aside where we have the TV 
on or some kid-friendly movies or snacks available for children because we know that there’s very likely 
to be other people coming when they come to enroll their kids.

Sometimes it’s just because people want to know what it’s about and they’re curious and the rest of 
their family wants to know what the child’s going to be getting involved in.

So, the other thing that we’ve tried to do, and this is not always very easy because it can be expensive, 
but we try to make sure that we have events that are so affordable and inexpensive or free that the 
families and siblings can come. It’s very rare that we have something that we have to restrict to men-
tor and mentee only, and sometimes that does happen, but what we find is then they won’t come. The 
parents and families will want to be present, and so we try to make sure that we have the capacity to 
be able to invite whomever, and host all of them, whether they’re enrolled in the program or not.

After the “Embracing the Family Slide,” I have one that talks about “Mentoring Recruitment Experi-
ences,” and these are some of the messages, impressions, or motivations that we’ve run across over 
the last eight years when it comes to our mentors and why they’ve gotten involved with our program 
or what kinds of messaging seem to work with them.

The first thing that I think is wonderful and mean-
ingful is that the focus from our mentors, what 
they express, is it’s more about the relation-
ship than about the goals of mentoring. There 
may be populations that will be very motivated 
by setting specific goals about the mentoring 
relationships—you’re going to help this child 
achieve certain grades, or you’re going to help 
this child achieve X, Y and Z. But here the focus 
really seems to have been on wanting to have 
this new relationship, and of course in our pro-
gram’s case, we call it a little brother, little sister. 
We don’t know whether or not that’s particularly 
helpful in terms of message because family’s so 
important in the population, but they really are looking forward to the relationship more than anything, 
and having a very casual and warm approach seems to have been more effective than, you know, a 
really hard sell where we list a lot of stats and figures.

The population tends to be very warm and casual, and so we try to approach it from that very friendly 
angle when we’re out recruiting, and certainly when we’re engaging mentors here at the office and 
doing our initial interviews.
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Another thing that is very common in the population is that spirituality can be very closely linked to why 
this mentor has decided to become a mentor. Many of you probably know that the Catholic church is 
the predominant religion in the Hispanic culture, and so you may want to take that into consideration 
when it comes to recruitment for this population, finding the centers and the churches that have a 
large Hispanic population attending them. We’ve found oftentimes in an interview that that will come 
up as one of the reasons why they’re choosing to mentor.

The next point that I have here—and I was just talking to our recruitment specialist here at the office 
about this as a marketing message—is “uno mas,” and the reason I put it in this presentation is 
because that “one more” seems to be a good message for this population. The Hispanic culture and 
Hispanic families are so often caring for extended family. They’re so often having extended relative and 
networks coming to events that to me it might make sense to just talk to them it’s just one more, it’s 
just one more kid. They’re used to having the entire family or they’re used to having extended in the 
formal networks of family coming over, and so what’s one more. That’s one of the things that we’ve 
heard from mentors saying, “Oh, you know, why not? Why not have another kid that I’m helping to 
take care of and helping to care for?”

Another thing, and this threw one or two of our non-Hispanic staff members when they first moved 
here and began working in the field of social work in general, was that they were surprised to see 
people of so many different ages still living with mom or dad or the grandparents and how many dif-
ferent generations or extended family members might still be living in the home. Some of them even 
had a hard time interpreting that or interpreted that as, well, if I have a 35-year-old man still living at 
home with his mother, is he really appropriate to be a mentor or, you know, is there something wrong 
because he’s still doing that? But really, that extensive kinship network and still living in the same 
household is here in this culture and in this community.

The other part that we found, the last point on this regarding a motivation to mentor, is that we hear 
from mentors a lot that they either moved over from Mexico when they were young or had family 
members who did so, and so they were really looking forward to sharing their experience as a child 
who had English as a second language and going through that difficulty of integrating into the com-
munity, and sharing the cultural and immigrant experience with a child and helping that child navigate 
through what that experience meant to them and helping the child cope with some of those difficulties 
and challenges. So, that can be an important marketing piece or something you could tie into when 
you’re talking to volunteers or prospective volunteers that this is their chance to show a child what 
that experience was like for them and to help them through it and give them strength through that 
process.

On the next slide I’m talking about our experi-
ences engaging families, and I have not lived 
elsewhere for any length of time and when I did 
I was not in this field. I used to be in the military 
and I used to teach electronics, and so I didn’t 
get a chance in those fields when I lived some-
where else to engage with the community the 
way I do here. But I just love working with the 
population here, and they are largely Hispanic, 
because the first time you meet them it may be 
a handshake perhaps, but oftentimes by the end 
of the first meeting with the family or mentor, 
you’re expected to hug each other. It generates 
very warm feelings. So, in the first three points 
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I’m talking about just the very warm hospitable culture. The body language may be closer than what 
non-Hispanics might be used to, so you may be surprised to get the hug from someone sitting very 
close to you or standing very close to you if you talk, but it’s just a very loving and warm culture.

The next two points can be kind of sensitive. You know, I’ve certainly run across this question when I’ve 
done training for groups of grant recipients about what do you do when it comes to serving families 
who are illegal or whose status you don’t know or can’t confirm. One of the things that’s important is 
for you to decide as an agency and your board of directors to decide what your policy is regarding legal 
status and/or reviewing your grants and seeing what your grants require you to do to determine status 
in terms of students or children being able to be served with their grant monies.

Another component of that is not only do you need to be sensitive to, be aware of and know what your 
policies are regarding legal status, but recognize that if you’re presenting to a group of families that 
are in the Hispanic culture and you see some reactions or some people being concerned—either they 
may not speak at all, may not engage at all, or they may seem very suspicious or mistrustful—it could 
be that some of them are very concerned about legal status. If, for example, there is a child who is a 
legal citizen but a parent who’s not, the parent may be concerned that if they engage in any social ser-
vices whatsoever, that if for some reason there’s documentation that you require that they’re ignorant 
of entering into the process, that they could actually end up having to deal with an immigration issue, 
and you, as an agency, perhaps, will also have to deal with it. 

I know there will be some agencies who will decide it doesn’t matter if it’s their responsibility to report. 
Here on the border of Mexico if we did that, we may as well just close our doors, but it’s just one of 
those things to be prepared for if a family expresses concerns that that you need to have Hispanic or 
Spanish-speaking staff members who can speak directly and honestly about what the agency’s poli-
cies are and be sensitive to and recognize that these concerns may come up with the families that 
you’re serving.

Another component is that you may hear a lot from the families as you’re interviewing them that some 
of the parents are very disappointed in the way their kids are behaving, and some of those behaviors 
may not be things that would normally be a red flag to you but they may be related to the concern that 
the child is not acting in a way that is what this family feels comfortable with because of their culture 
and their background from their country that they were raised in. So, especially if you have a first gen-
eration family where the children are being raised and assimilated into the American culture, you may 
hear some concerns about families asking for mentors to really be able to emphasize specific things 
to them that are important in their culture. I think it’s common to a lot of cultures, but for example 
respect for their elders; they may just simply not understand some of the things their kids are getting 
into, and they may really be bitter and resentful of the fact that the children are speaking English more 
than they are Spanish, and there may be some stresses between generations on issues like that. So, 
we’ve found that as we’ve engaged families here, we’ve had to help support mentors dealing with those 
issues and help them understand those issues.

Another thing when it comes to engaging the families, it’s really normal for other adults to be involved 
with the kids. So this is a good thing to kind of feel out with the family before you make a match 
because not only is it maybe a grandmother, but they may have a comadre or compadre, which is an 
informal tie or people close to the parent who have agreed to kind of be the mother and father figure 
for the child.  A lot of times it’s a godparent. 

When it comes to engaging the child in a mentoring program, there may be other adults that really will 
want to have some firsthand information from you and/or really just learn more about what’s going to 
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be happening. Also, some mentoring programs feel if they do an interview and they hear that there are 
so many different people involved in the child’s life, they may think, “Well, this kid doesn’t really need 
a mentor,” but we certainly find that families, even when there’s a lot of involvement from relatives and 
informal ties, that that doesn’t mean that the child couldn’t benefit from having somebody else who’s 
warm and supportive to them.

Now, the next slide, which is my next to the 
last slide. I want to talk to you about some of 
the “Match Facets” that we’ve experienced here. 
Some of these, again, you may find have hap-
pened in your communities, but we feel like these 
are interesting and unique portions here in the 
Hispanic community.

In our program the norm is that after you intro-
duce the parent and child to the mentor at that 
first match meeting, after that in a community-
based match the mentor will go and pick the 
child up and take them to go on outings. But 
we’ve definitely had parents express here that 

they don’t feel comfortable that quickly and that they would really like to be able to go on the first out-
ing, or more than that, with the mentor and child. Now, you can do what you can to address what may 
be the underlying concerns of that, but we find it’s really just a fairly common comfort zone issue for 
the families.

We also have really run across that whether it’s from the mentor, the parent, or the child, there’s a very 
strong likelihood that as much as your program may be serving one-to-one, there will be a lot of infor-
mal relationship building across other relationships in the families on both sides. We find it’s very, very 
common as mentors may call us and say, “Well, you know, they really are trying to get me to take the 
younger brother or sister,” and so there may be a lot of—just an assumption or some pressure or hints 
or guilt trips—that the other siblings should go. And it’s, again, I don’t know if that’s very common in 
other cultures because this is the one I live in, but it’s very, very common for the families’ messages to 
be if you’re going to come and pick up one child—it’s not fair to other kids to leave them at home, and, 
you know, really encourage that the mentor do both. We see it also happening from the mentor’s side 
where the mentor feels bad and wants to take the other siblings or anybody else who happens to be 
visiting the family at the time, and so, your program may decide it wants to really address what those 
informal kind of tag-along visits should look like or if they’re allowed, or if they’re not allowed, if there 
is any kind of documentation you want to sign releasing your agency from liability on things like that.

But the other piece of that besides having other kids come along one way or the other is that the men-
tors’ families may very much expect involvement. We have one Big Brother who had two mentees from 
one family, and he had made it a habit if his family had an event or a get-together, a dinner or birthday 
party, of bringing his Little Brothers. He showed up one time without them, and his parents got really 
mad at him and made him go pick up his Little Brothers because the mentor’s family also feels like, 
well, if you have this person that you are relating to and who’s becoming close to you, then they’re 
going to be close to us, too.

We also have had mentors who have said, “Well, I don’t want to just go pick up my Little Brother or 
Little Sister and take them on an outing until I have a chance to really get to know the rest of the fam-
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ily. How can I be a mentor until I get to know mom or dad and the other kids in the family?” And so 
you may find that, you know, the comfort zone is just greatly increased by everybody when they realize 
that it’s welcome and OK for them all to interact with one another, and we’ve definitely had mentors 
who’ve had their Little Brothers become their ring bearers, become part of their wedding party, and 
their families wouldn’t have had it any other way.

I mentioned on the last slide about comadres/compadres and other adults that might be involved in 
the child’s life—and we’ve definitely run across times where we recognized we should have introduced 
the mentor in that match meeting to some of these other caregivers in a more formal way or made 
sure that there was some method for that to happen, because with so many extended family members 
offering their support and care for the child in after-school settings or before-school settings or on 
weekends, sometimes there’s somebody that the parent can identify, who they know it’s very likely the 
mentor is going to be interacting with because they will “often be here with the child when I won’t,” or 
whatever.

We’ve found that if there’s a grandparent offering care on a regular basis, whether they’re in the home 
or down the street or nearby, or other informal caregivers, that it’s a good idea to kind of explore that 
in the interview with the parents and see if there’s any way to arrange for that person to have input and 
to be present at the match meeting because we’ve had it come up before on a negative side where 
somebody who hadn’t been engaged in that process resented the fact that there was a mentor in the 
child’s life and felt that this child didn’t need a mentor. Because they were such a verbal and active part 
of the child’s life, the match faces some difficulties and some strains.

I think that when you’re engaging the Hispanic population and interviewing the families, it’s a good 
idea to explore if there are other very close adult relationships that this mentor is likely to interact with 
a lot, and see whether or not they can be present at the match.

On the last slide I talk about a resource that I 
think is a really neat resource for you guys to 
download, if you have some time. It’s a really 
terrific article. It’s in Oregon, and it aligns very 
well with our experiences in El Paso serving the 
Latino population, Hispanic populations. It’s 
called “Recruiting and Supporting Latino Volun-
teers.” It’s easy to download. If you get to that 
Web site, you can use some of the insight that it 
has to maybe help you build some recruitment 
messages. They talk a lot about the family in a 
more detailed way than I’ve been able to talk 
about here, and about the fact that helping is 
very much a part of the Hispanic culture, but vol-
unteering is not necessarily. And the way I’ve had it described to me from Hispanic friends of mine is in 
the Hispanic culture, Latino culture, volunteers are associated more with people who are volunteering 
only at church or who are volunteering who have a lot of money and who are able to volunteer. But the 
Hispanic culture is extremely helpful and they’re helping in an informal way or formal way—their fam-
ily and extended family and friends, and friends that they’ve adopted as family—all the time. And so it 
could be that in some of your messaging you may want to look at using “help” as a word more often 
than “volunteer.” Volunteer may not be a word that they closely associate with the kinds of things that 
they do, and they may not think it’s for them.

So just to kind of wrap up, this is an absolutely wonderful population to engage, and some of the criti-
cal elements are having staff members who speak Spanish; being prepared to have materials in Span-
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ish; and accommodate the needs of the family, kind of encouraging and assuming that there’s going 
to be perhaps more informal relationship involvement across mentor and mentors, mentee , mentee’s  
family members, than you might see with other populations.

Mike, did you have some questions come in regarding this topic?

GARRINGER: Thank you very much for that presentation, Beth. We’ve got a little bit of time here 
before the bottom of the hour, so I think we are going to take about five minutes to do some questions 
and answers, both from Juergen’s presentation and yours.

Some of the questions that came in, I think, are going to require a pretty thoughtful response, so we’re 
still going to go ahead and put together a written Q&A document that we’ll send around to folks, but 
I think we are going to go ahead and take some of these.

One of the first ones that came in is one that I actually have a few answers for, and if Juergen and Beth 
have anything to add to this, do so—it was a three parter from Jerrine in New York. She specifically 
wanted to know are there any places online where one could find pictures of male mentors and men-
tees ? You know, I think for a lot of programs that are just starting out, they don’t have a base of male 
volunteers to start, you know, either having served as recruiters or to use in imagery.

There are a couple of stock photography Web sites that I have personally used that I’m a big fan of. 
One is called iStock. If you go to istockphoto.com, that is a very good Web site to get stock photos 
from. The photos are very cheap also, depending on what you want to use them for. I think you can 
get photos to use in your materials for as little as a couple of bucks per image.

The other one that I would recommend is Alamy.com. That’s another really good place to get royalty-
free or cheap licensed photographs.  But certainly, you know, using pictures of your own kids and your 
own mentors and your own community is always the way to go, and make sure you get permission 
and all of that. But those are two Web sites that I would recommend.

One of the other questions she had was where do I get stories of men and young boys in mentoring 
relationships? You know, Juergen mentioned the success stories, how it’s important to share that. 
Well, what if you’re brand new and you don’t have success stories? I wanted to make sure everyone 
was aware of a book that we’ve got in our lending library. You can also buy it on amazon.com or Bor-
ders or whatever, that’s called A Hand to Guide Me, and it was written by Denzel Washington, the 
actor, who as many of you know is a real advocate for boys and girls clubs of America. This is a great 
book, and they have a number of celebrities and athletes and sports figures write a little one- or two-
page thing about who their mentor was, and how that mentor influenced their life, and it’s got every-
body in here, you know, coming at it from the male perspective: Mohammad Ali, Jimmy Carter, Bill 
Clinton, Danny Glover. I’m just kind of looking at some of the random names. Cal Ripken, so a lot of 
men and a lot of people really talking about what a mentor meant to them as they were growing up. 
I think that’s a great source of stories for people that may not have, you know, male mentors of their 
own to collect those stories from.

The last part of Jerrine’s question was specific slogans or taglines for reaching out to men, and my 
suggestion is, you know, I’ve got a couple of ideas, not specific slogans but more themes to build slo-
gans around, and I’ve seen programs have some success recruiting men with slogans that are themed 
around the concept of leadership, kind of imparting that onto the next generation.

Also, as Juergen mentioned, slogans built around the theme of solving problems, finding solutions for 
their community. That can be a little bit tricky because then when they start volunteering, certainly we 
want them to take a developmental approach with the child. They’re not there to fix the young person, 
but certainly framing the mentoring experience in terms of a hands-on way of solving issues.
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Then I’ve also seen people tie it into the potential mentor’s own past experience, whether it’s, you 
know, who was your mentor, the big theme of National Mentoring Month, but I’ve also seen it go the 
other way where people tap into the fact that sometimes men growing up in our society don’t have 
the types of role models they need, that there is difficulty for men connecting at that level. Sometimes 
people grow up without having the nurturing that they may have wanted when they were a young per-
son, and so I’ve seen slogans built around, you’d be someone for this child, and kind of playing on the 
fact that maybe perhaps their experience was something that was lacking in having a mentor.

So if, Juergen, if you have anything else to add to the slogans question?

KNEIFEL: First of all, I think Beth and I both have the same, I guess, disadvantage, advantage situa-
tion in that with Big Brothers Big Sisters, a lot of our materials marketing wise come through national 
and there’s opportunities to get a lot of great material through Big Brothers Big Sisters of America. 
But we do actually locally take pictures all the times for events and things we do, and if you don’t have 
a program going yet, what you might want to do is just—as long as you’ve got releases from parent 
guardians at the schools that you’re working with—work with a few of the students and create some 
photo images on campus. Maybe use a couple of volunteer teachers that are willing to create some 
classroom shots or go out on the playground to have them play catch or shoot baskets and so forth, 
but just as long as you’ve got, you know, the releases signed by the parents, you’ll be fine doing that. 
And I suppose one caveat is to make sure that in your intake process you get that release for all of the 
kids that are registered in the program, unless for some reason they cannot do that. I know that a lot 
of children that are in foster care and so forth, there are issues with having their images used, but for 
the most part, you’ll be able to generate photos fairly quickly just by going out and getting some shots 
of matches that are being made. 

MACRAE: Thanks. We also had a couple of other questions that kind of are related to each other. 
Rebecca from Atlanta wanted to know about more specific examples about places men congregate, 
and she mentions that they don’t actually go and recruit at gyms, for example, because they’ve heard 
that men don’t really want to be bothered while they’re there. They just want to do their gym thing and 
get out of there, so she was curious about places to go to do recruitment for men. And then in New 
York we had a question from someone who asked where to find populations of mentors who are in 
the Hispanic communities—that they have a really hard time finding those male and female mentors 
in the Hispanic communities, and that attracting male mentors has been one of their greatest chal-
lenges.

Those are really similar questions, but one’s more directed toward just where do you find male men-
tors and one is more around the Hispanic community, so I’ll open that up to either one of you, if you 
want to have a response to that.

KNEIFEL: Well, not that I’m an expert at the Hispanic community, but here in the Northwest if you were 
to hook up with the Hispanic soccer leagues that we have, you would wind up with thousands upon 
thousands of prospective male leads, so that would be—again, sometimes those areas of specific 
interest would be places where you would see a population to draw from.

And, you know, I talked a little bit about like an auto parts partnership potentially where you could go 
in with AutoZone or somebody similar, where there’s a lot of male involvement. Again, athletic events, 
football games, basketball games, anything where you see a lot of action, that’s something that gen-
erally gets men going. And you know, one other place—in fact the place where I’ve seen the greatest 
number of male volunteers, but it has a lot to do with their faith and being motivated by a minister 
many times that’s doing the recruiting—but it seems that there’s a lot of men’s groups where they do 
their Friday morning Bible study or whatever, a meeting where they get together, and so those type of 
groups may be interesting targets to look at.
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MACRAE: Right. Good point. Beth, I know that El Paso’s kind of a far cry from New York City, but do 
you have anything you’d like to add?

SENGER: Well, I think that what kind of puts me at a disadvantage to answering that is we’re 85 per-
cent Hispanic. I couldn’t go to a venue without having the vast majority of the people at any event, 
really, being Hispanic. But I do think that I touched a little bit on the faith-based portion of what’s a 
motivation for a lot of people, and I think, too, that if you’re going to have a Hispanic male, especially 
a married male, I think that if you market it more as being a family opportunity than just something he 
has to do by himself. A lot of our most effective mentors are not the ones that are single and in college 
or whatever, they are the ones who are older or married or have kids, making sure that the message 
is that yes, your family can be involved, yes your child will get to meet this person. You do not have to 
take away time from your family in order to do this. That’s been important to us for all of our Hispanic 
volunteers.

MACRAE: That’s a great message, Beth. Thanks.

We are really over time, and I just want to throw out one more question that we got, which I think is a 
nice bottom line question and a good way to end. But before we do that, I also want to remind people 
that the ED Mentoring listserv is a really great way to get additional feedback on these kinds of ques-
tions, especially things like, you know, where are other people finding populations of mentors, either 
male mentors or Hispanic mentors, and what are other people doing to recruit those populations. So, 
please do throw your questions out to that listserv. It’s been pretty active lately, and I think we’re get-
ting some good feedback there.

This last question was do we have to match boys with males and girls with females? So, is this the 
reason why it’s emphasized that we recruit more men? I think this is sort of a bottom line question. 
Why do we care about recruiting males? I thought I’d let Juergen wrap that up with something inspi-
rational.

KNEIFEL: Well, thank you for picking on me. Actually, we do match females with males in some 
cases. Really, it depends on the child and sort of the needs that the child demonstrates, but many of 
the reasons why a young boy is needing to be matched with a caring mentor has to do with the fact 
that there may not be a male influence in their lives. Many times if a child is coming from a single par-
ent home and is around a lot of aunts and grandmother but doesn’t have a lot of male role models, 
that tends to be something that becomes somewhat prescriptive as well in benefiting a young person’s 
development.

So ideally, you’d like to make a match with a male adult role model and a young boy. However, it’s not 
necessarily set in stone because I think most experts would agree that a child who really needs quality 
time with a caring adult, not having anyone is certainly worse than having sort of the next level, which 
would be having a caring female adult role model. But the need is certainly tremendous and it’s cer-
tainly out of balance, and I think that if we were to throw in the towel and say because men are just 
difficult to come up with, let’s just not do that anymore and do all cross-gender matches. I think we’d 
probably be—we’d be really losing the point, which is that a lot of boys need men to look up to. 

SENGER: In our case, Patti, I’ll say this very quickly, we don’t have a choice from some of our parents 
and boys. Some of them absolutely will refuse to have a female as a mentor for their young men . . .  
We have had children choose to stay on the waiting list for three or four years because they don’t want 
to do it, and sometimes it’s the mother’s fear that a woman is going to supplant her in her son’s affec-
tions, and that, you know, she wants to be the only female influence in his life and feels that anyone 
else is a threat. That’s what’s been expressed. So for those reasons, we know we’ve got to do a better 
job getting men in.
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MACRAE: Right. That’s a really great point. 

Well, we are really at the end of our time and have run a little bit over, so we thank you all for your 
patience. I’m going to turn it over to Mike here to wrap up, and once again, thanks very much to Juer-
gen and Beth for their great presentations.

GARRINGER: Yes. Thanks, Juergen and Beth. And thanks, everyone, for participating today. 



blank page
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Questions & Answers
Questions about recruiting males

Would you recommend any specific resources (online) where one could go to find pictures 1. 
of men mentors and their mentees that we could use in our male-focused promotional 
materials?

JUERGEN KNEIFEL: My recommendation would be to get some local photos rather than rely on 
stock photos from a Web-based business. There are advantages to this: primarily you’re able to 
establish a “setting” that reflects the community you’re serving. I would suggest working with a 
high school photography class and instructor to go on a photo shoot at the local mentoring sites. 
Use high school students as models and perhaps other adult volunteers. You should get releases 
from all minors and be careful not to take photos that are too direct. In other words, use side pro-
files of a “match” reading a book or on the playground shooting baskets. And make sure that the 
copy on your brochure material or posters doesn’t label the kids as “at-risk.” Use language that 
helps men respond favorably.  

MIKE GARRINGER: While using photos of your own mentors, mentees, and community is always 
the best option, there are some good places to get fairly cheap stock photos you can use. Unfor-
tunately, they have LOTS of photos and it can take some time to sort through all the results an im-
age search pulls up. But these three sites offer very affordable prices and fairly generous licensing 
agreements: 

 iStock – http://www.istockphoto.com/index.php 
 Alamy – http://www.alamy.com/
 Jupiter Images – http://www.jupiterimages.com

What specific slogans or taglines would you recommend for reaching out to men? Can we 2. 
use these slogans in our materials without worrying about copyright, etc?

KNEIFEL: I typically start with some photos (see above) and see what inspiration may prompt 
ideas. For example: 

With a sports theme, the tagline may read something about “It won’t be long before he’s • 
showing you the ropes!” or, “Who’s Winning?”

With a reading/study theme, “Life isn’t so complicated when a man shares his insight and • 
experience with a boy.”

You’re trying to communicate purpose, results, and possibilities.

I’ve never heard of an organization being ordered to stop using slogans that are helping kids 
in a mentoring program. So, unless there are specific examples, I can’t answer. I do know that 
mentoring programs have taken the Army advertising campaign language: “We’re looking for a 
few good men” and used this in a recruitment piece. 

http://www.istockphoto.com/index.php
http://www.alamy.com/
http://www.jupiterimages.com
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GARRINGER: As you develop your mottos and recruiting phrases, try Googling them to see if 
others are using them. If you see a trademark or copyright symbol on any phrase you are think-
ing of using, don’t use it—it’s not worth the risk. Otherwise, go ahead and use it until you get a 
cease and desist order! Also, if you find a phrase that’s not copyrighted but that is overused, or is 
associated with another program in your area, it probably makes sense to pass it up.

Along the same lines, you mention using gender stories in your handouts. We are a new 3. 
program without many stories—are their stories out there that we can use to get us started 
that you would recommend? 

KNEIFEL: I would refer to stories of staff and community leaders willing to champion your cause. 
You’ll find mayors, bank presidents, Rotarians, and other leaders happy to tell their story of who 
had mentored them. These stories form excellent platforms to remind audiences of the need to 
have a caring adult, other that a parent, to spend quality time with a young person.

GARRINGER: The following books have mentoring-themed stories from many celebrities and 
successful professionals: 

A Hand to Guide Me, by Denzel Washington. Available from:

• MRC Lending Library
http://www.nwrel.org/resource/singleresource.asp?id=17339&DB=res 

• Amazon.com
http://www.amazon.com/Hand-Guide-Me-Denzel-Washington/dp/0696230496/
ref=pd_bbs_sr_1?ie=UTF8&s=books&qid=1203639213&sr=8-1 

The Person Who Changed My Life: Prominent Americans Recall Their Mentors, by Matilda 
Raffa Cuomo: 

• MRC Lending Library
http://www.nwrel.org/resource/singleresource.asp?id=11712&DB=res  

• Amazon.com
http://www.amazon.com/Person-Who-Changed-Life-Prominent/dp/ 
0756766281/ref=sr_1_3?ie=UTF8&s=books&qid=1203639506&sr=1-3

Give examples of places men congregate, please. We won’t recruit them at gyms because 4. 
the men in our agency say they don’t want to be bothered while there.

KNEIFEL: Here is a short list for consideration:

Auto parts stores• 
Professional sporting events• 
College sporting events (male oriented)• 
Community sports leagues (softball, hockey, baseball, soccer, etc.)• 
Construction workers, mechanics, firefighters, police, and other male-dominated • 
professions
Sporting goods or outdoor stores• 
City clubs or business associations• 

http://www.nwrel.org/resource/singleresource.asp?id=17339&DB=res
http://www.amazon.com/Hand-Guide-Me-Denzel-Washington/dp/0696230496/ref=pd_bbs_sr_1?ie=UTF8&s=books&qid=1203639213&sr=8-1
http://www.nwrel.org/resource/singleresource.asp?id=11712&DB=res
http://www.amazon.com/Person-Who-Changed-Life-Prominent/dp/0756766281/ref=sr_1_3?ie=UTF8&s=books&qid=1203639506&sr=1-3
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In any of these examples, it may be smart to begin with an initial meeting to seek a formal 
partnership at a high level for buy-in from the organization as a whole. This will improve the 
likelihood of advertising exposure, employee participation, and “giveaway items” in an “enter to 
win” drawing event.

Do we have to match boys with males and girls with females? Is this the reason why it’s 5. 
emphasized that we recruit more men?

KNEIFEL: The ideal match is going to be gender specific (i.e., men with boys, women with girls).  
Unfortunately the supply/demand ratios create a significant challenge. In general recruitment ac-
tivities (not necessarily targeted) you’ll typically draw 70 percent female prospects and 30 percent 
males. The demand for mentors in most programs—measured by waiting lists—shows that about 
70 percent of the waiting youth are boys and 30 percent girls. Since the challenge is quite uni-
versal, this seems to be an area of focus. While emphasizing the need for more men, we still see 
plenty of female volunteers coming to the programs simply by virtue of their existence.

PATTI MACRAE: There is little definitive research on whether same-gender matches produce bet-
ter outcomes in mentoring relationships than cross-gender matches. One study suggests that 
male mentees may benefit more than female mentees from a same-gender match (Juvenile Men-
toring Programs: A Progress Review, available at http://www.ncjrs.gov/pdffi les1/ojjdp/182209.
pdf) but this finding was based on self-reporting by mentors and mentees rather than an analysis 
of actual outcomes; in addition, the sample size of cross-gender matches was very low. The final 
JUMP report showed no difference in match duration between same-gender and cross-gender 
matches. 

Programs usually prefer same-gender matches, but faced with long waiting lists of boys, cross-
gender matches are also established, usually with overall success. However, working with male 
versus female mentees can require different approaches and even some mentor training, especially 
if cross-gender matches are used. For a brief discussion of gender issues and tips for mentors 
and staff, see the MRC fact sheet: “Gender-Specific Approaches in Mentoring” at http://www.
edmentoring.org/pubs/factsheet16.pdf. 

http://www.ncjrs.gov/pdffiles1/ojjdp/182209.pdf
http://www.edmentoring.org/pubs/factsheet16.pdf
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Questions about working in Hispanic communities

Could you please provide specific information as the “where” you could find a good 1. 
population of mentors? There are many businesses in New York City, but acquiring male/
female mentors in the Hispanic communities is more than arduous. Attracting male mentors 
has come to be one of this organization’s greatest challenges.   

BETH SENGER: Though I love New York City, I do not know about the specific resources you 
might have for appealing to groups of Hispanic male/female mentors. It is safe to say, however, 
that you have the answer among your current Hispanic participants—families and mentors. Look-
ing at their employers, asking them to invite you speak at their churches, perhaps even offering 
a referral thank you gift (gift cards seem to work well for us) may have an impact. You could have 
a dinner invitational for a select group of Hispanic leaders (Hispanic Chamber of Commerce 
president or other Hispanic formal groups, churches, social/cultural entities) and ask their advice 
on how to tap into this community. We formed a “mentor panel” evening and invited outstand-
ing mentors for our staff to question on how to do a better job running our program—it was very 
insightful. Perhaps a similar format could engage Hispanic mentors and parents on what you’re 
doing right and/or could improve upon in terms of serving their population and how to engage 
more members of the culture.

You could have a “Fiesta Night” mixer, inviting your Hispanic mentors/families to bring guests 
to hear about the program, ensuring speakers from their own population and held in a venue 
dominated by Hispanics. We have a Mentor Mixer quarterly and it’s been a terrific recognition 
and recruitment opportunity.  Perhaps one or two of your more involved and articulate Hispanic 
mentors and parents could be invited to act as ambassadors to your program.

GARRINGER: In addition to the article mentioned in Beth’s presentation, another good resource 
on mentoring Hispanic/Latino youth and working with these communities comes from the final 
report of the JUMP initiative, an eight-year project similar in scope to the Department of Education 
grants: http://www.itiincorporated.com/AnnRpt/_includes/pdf/s4.pdf.

How do you balance the family component of the mentor with that of the mentee? If a 2. 
program is one on one, then how can a program include the members of the mentor’s family 
in any aspect of the program?

SENGER: We emphasize that one-to-one time is the foundation of the mentor/mentee relation-
ship and that it is critical, especially in the early stages of relationship development, to build that 
relationship and trust in one-to-one time together. However, we give permission to both the parent 
and the mentor to make their own decisions about when and how to include other family mem-
bers on outings. This doesn’t mean that we don’t continue to encourage one-to-one time, it just 
means that we accept that mentor and mentee are not operating in isolation and have other loved 
ones they will want to have participate in their developing friendship. This position came about 
partly out of our recognition that it was going to happen whether we sanctioned it or not, and 
partly out of recognition that everyone was benefiting from the extended family network that was 
embracing both the mentor and mentee. That family engagement has strengthened and length-
ened mentoring relationships.

http://www.itiincorporated.com/AnnRpt/_includes/pdf/s4.pdf
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A word of caution here regarding screening and risk management. While we allow mentors and parents 
some leeway in deciding together about who participates in outings, our liability coverage only extends 
to Bigs and Littles. Parents and mentors agree in writing that they understand our insurance does not 
extend to relatives of the mentee or the mentor. If mentors and families want to begin to regularly 
include someone other than the Big and the Little on outings, then the agency follows its usual 
screening, enrollment, and matching policies. This might mean that a one-on-one match becomes a 
couple-to-youth  match, or  that a family-to-family match is developed. It is more likely to mean that 
a sibling or cousin of the Little becomes a candidate for their own mentor.

Group events and activities are, of course, different, and are usually covered through our general 
liability insurance. 

Every agency needs to think about what its official policies are in these situations and to make it clear 
what the expectations are for mentors, mentees, and families. And be sure to check with your board 
of directors and insurance carriers before making an official “policy” change. We recognize that there 
will be occasional outings that include a sibling or a mentor’s spouse, but our expectation is that this 
is an exception rather than the rule.  

* * * * * * * *
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