
Marketing and Recruiting for 
Foster Grandparents and 

Senior Companions



What’s Ahead…

Immediately increasing the effectiveness of 
your marketing by understanding:

Your target market
The customer benefits you offer
Your promise (Unique Selling Proposition)



Identifying Your Target 
Audience?



Getting Beyond the Boomer 
Stereotype

White, Well-educated and 
Affluent



What Do We Know About Lower-
Income Boomers?

“Boomers at the Bottom,” Urban Institute, April, 2008

60%32%Social Security as % 
of total income

20%41%Have a pension

12%45%Working at Age 67

10%37%College Educated

49%76%White, Non-Hispanic

Low-Income
Boomers

High-Income 
Boomers



What Do We Know About 
Low-Income Boomers

More likely to be a 
member of a minority 
group

Country of origin and 
degree of acculturation 
additional segmentation 
among Hispanic and 
Asian Boomers



Do Generational Characteristics Apply 
to Low-Income Boomers?

People who have the same 
experiences while growing 
up share similar 
characteristics

However, socio-economic 
status is a strong influence, 
too

American generational 
characteristics should not 
be applied to people who 
lived their formative years 
in another country



Characteristics of Boomers

Optimism
Team orientation
Personal gratification
Health & wellness
Personal growth
Youth
Work
Involvement



Exercise 1

Working with a partner, use the 
worksheet provided to draft a 
description of a target market 

you would like to reach.



Identifying the Customer Benefits



What are these brochures and 
Volunteer Match postings 

selling?









Senior Companions help home-bound elderly live 
in their own homes independently and with dignity. 
Companions offer contact with the outside world, 
making life less lonely. Without this help, many 
elderly would require expensive, less personal 
institutional care.

Anyone 60 years or older, in reasonably good 
health who can work at least 15 hours a week.



When Marketing to Boomers…

Sell less:
The program’s 
name, mission or 
history
The problem you 
address
How clients benefit
What volunteers do
The age of 
volunteers

Provide friendship to a 
homebound senior

Join the Foster 
Grandparent Program

Make a difference in the 
life of a special needs 

child



When Marketing to Boomers…

Sell more:
The customer 
benefits

Especially the 
“experience” you 
can deliver



Unfortunately, There Was Only One 
Mother Teresa

The rest of us are a bit less altruistic!



Boomers are experience 
seekers!



We can learn a lot 
from commercial 

marketing!

What experience is 
this ad selling?



What experience 
is this vacation 

package selling?



What experience 
does this product 

label sell?



Volunteer 
Programs Can 

Also Sell 
Experiences



Volunteer 
Programs Can 

Also Sell 
Experiences



What Kind of Experience Can Your 
Program Deliver?

A renewed sense of 
purpose?
A feeling of 
accomplishment?
An experience of self 
discovery?
A sense of new 
possibilities?
An experience of 
personal growth



Exercise 2
Again working with your partner, use 
the worksheet provided to draft a 
statement of the most important 
customer benefits provided by your 
program. Place particular emphasis on 
identifying the volunteer experience 
your program offers.



Putting It Altogether

How do you combine 
the target market 
description and 
customer benefits 
into a compelling 
marketing message?



Information/Medi
a 

Explosion

Pre-
1950

Today’s 
Conditioned
Response

Why The Message is Important



The Promise
(Unique Selling Proposition)

Review your target 
market description

Review the customer 
benefits you offer

Now make those people 
a promise: 

If you come and volunteer 
with my organization you 
will likely experience 
_______.



Your Promise Should…

Be somewhat unique

Be distilled into as 
few words as 
possible

Be evocative and 
memorable

Pizza delivered in 30 
minutes or it is free

When it absolutely, 
positively has to be there 

overnight.

Have it your way.

The nighttime, coughing, 
achy, sniffling, stuffy 
head, fever, so you can 

rest medicine.



Exercise 3

Working with your partner, finish the 
worksheet by drafting your promise. 


