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Abstract

The Foothill Boys and Girls Club of Monrovia, Ca (FBGC) markets its services and programs for “at risk” youth between 6-18 years.  Even though the club’s marketing strategies are tailored to the local community of Monrovia and neighboring areas of Los Angeles County, FBGC largely follows the mission, goals and objectives of the national organization.  This document examines this chapter’s environmental influences, stakeholders/politics, S.W.OT, customer market research, market identification and selection, marketing mix, and productivity/evaluation.
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Foothill Boys and Girls Club

General Introduction of the Organization


The Boys and Girls Club of the Foothills located in Monrovia, CA became incorporated in 1992 and is an affiliate of the national organization.  The first Boys and Girls Clubs of America (BGCA) was started in 1860 in Hartford, Connecticut by several women that wanted to offer an alternative to boys than roaming the streets.  The club was formed to offer an alternative to having boys roam the streets.  In 1906, several Boys Clubs decided to affiliate which marked the beginnings of a nationwide membership.  In 1931, the Boys Club Federation of America became Boys Clubs of America.  In 1956, Boys Clubs of America celebrated its 50th anniversary and received a U.S. Congressional Charter. The organization's name was changed to Boys & Girls Clubs of America in 1990 to reflect that girls were also part of the cause.

External Environments

· Serves youth from Arcadia, Duarte, and Monrovia
· 3000 boys and girls currently registered
· Solution for drug use, juvenile delinquency, and crime-for “at risk youth”

· Activities at learning center, arts & crafts, social recreation, and athletics
· $15 annual fee

   Internal Environments

· 18 paid professional staff
· 60 volunteers
· Numerous sponsors on Sponsors Page
· Board Members
   Culture

· Work with “at risk youth”
· Paid professionals
· Volunteers 
· Work with multicultural groups of people-African-American, Latinos, Caucasians
· Strive for donations
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   Marketing

· Publication called Legacy
· Online
· Community outreach, partnerships
Mission, Goals, and Objectives

The Foothill Boys and Girls Clubs (FBGC) mission is to “enable all young people, especially those who need us most, to reach their full potential as productive, caring, responsible citizens.”  To do this, it offers many programs and services for youths aged 6-18, especially those from disadvantaged backgrounds.
                              
The FBGC provides kids with a safe after school environment, as well as a fun and educational experience through its numerous programs. They also work with boys and girls of all backgrounds to develop character and leadership skills.  The organization aims to provide a positive environment and atmosphere for young people and thus has a pro youth and pro family attitude.                                                                                       
FBGC’s goal is to become a leading authority of youth development in the community by supplementing the work done by families and schools.  They also establish partnerships to enhance its youth programming. To accomplish this, FBGC objectives include offering after school programming, computer instruction, homework assistance, tutorial services, and sports activities.  Its continual partnership with the Monrovia and Duarte Unified School Districts are vital to accomplishing its objectives.  FBGC main outreach is via the schools within Monrovia and Duarte.  Since the budget devoted to marketing is nonexistent, corporate and foundation sponsorship is the primary source of funding.  Fostering positive ties with new sponsors and maintaining past sponsors is 
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important to the organization’s fiscal strength.    

Another important goal of FBGC is having a strong Board of Directors. These leaders are “the eyes and ears of the community”.  They strive to increase donations through fundraising and partnerships with local businesses. They are also attuned to the inner workings of the community.  Therefore, recruiting community leaders is of upmost importance.  Currently, the local police chief and city council member are on the Board of Directors.


 The main mission and goals do not change but new programs are added to reflect community needs and the external environment. For example, BGCA now offers a Club Tech programs to teach young people computer skills reflecting a new skill set that society requires for success.                                                                                              
 
The chapter’s objectives tie into the goals of providing a safe haven for youths include offering; 1) a youth facility – an actual neighborhood-based building – designed solely for youth programs and activities, 2) to have the clubs to open every day, after school and on weekends, when kids have free time and need positive, productive outlets, 3) a professional staff that  include trained youth development professionals as positive role models and mentors, and 4) services kids who cannot afford, or may lack access to, other community programs by keeping dues low.
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Environmental Influences
FBGC does not appear to be doing formal scanning.  It is addressing the needs of the membership and community.
Macro Environment
Competitive – FBGC has to compete with other agencies such as the YMCA that offer sports and other after school programs. FBGC competes with other sources of entertainment that may pull youths away from the FBGC such as hanging out at the mall, visiting the public library, or watching movies. Also, FBGC competes with other nonprofit organizations for donors and grants.
Technological – It is in FBGC’s best interest to keep technologically updated to maintain its website and continue to offer their tech club to youths. There tech club has to have working computers and up to date technology since its goal is to train youth to use technology.

Economic – FBGC has to be able to keep its yearly fee of $15 a year low so that families can afford it.

Social – FBGC relies on community support from its families and schools.  The club must address the Hispanic and African American demographics.  It strives to serve single parent families and assist in the character development of kids.

Political – FBGC must fulfill a need of a political environment where non profit organizations must fulfill a gap of less government funding.  Public perceptions of the organization also impact financial support.

Chiu and Geltch 7

Psychographic  – Attempting to help at-risk youth, may keep “good kids” out of program if its members are perceived to be possible juvenile delinquents and gang members   
Internal Environment
   
The members and their parents, sponsors, volunteers, staff, and board members affect the internal environment of FBGC.  Members may complain, get friends to join, 

continue with or end membership.  The members’ parents make decisions on taking their children to FBGC, whether or not to pay the annual fee, and provide transportation.

   A big part of FBGC is its volunteers who FBGC is dependent on to establish good relations with its members and staff.  The administrative staff chose the volunteers and 
with the children.  Board members set the club’s priorities based on the national organization’s goals and successes.

   There may be internal communications problems and/or conflicts between the management, staff, and volunteers located at the 6 different FBGC sites and also between the staff and management with local partnerships.

Foothill BGCA relies on the following resources as guides on improving and enhancing services:
· BGCA online resources-local and national

· Direct communication with members and their families
· Community outreach, partnerships
· Policies and procedures

· Attendance records
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· Member information

· Registration records

· Program budget and annual finance reports

· General board meeting minutes

· Fundraising event guest lists

· Donor records
Stakeholder/Publics
An important part of building a strong, congenial and lasting relationship is to understand and serve the interests of the stakeholders/publics in the agency.  These groups feel a vested interest in the agency.  Secondary information should be gathered 

about publics and stakeholders and kept up to date. An assessment should be made of what the stakeholder interests are in the agency and secondly, how these interests may conflict with the agency interests.

Input Publics

BGCAs, grants, investments, fundraising events, online/mail donation services donations from the public of money and time through volunteering.
Internal Publics

Chapter President, Advisory board, Board of Directors, staff, and management

Partner Publics

Corporate sponsors and foundations The Monrovia School District
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Consuming Publics 

Members and their parents

Interests
1.  Donors – Interest in public service, FBGC’s mission, and community welfare

2.  Corporate Sponsors – Interest in advertising, creating a good public image

3.  Kids that participate in the programs and their parents – Interest in utilizing the      programs and services

4.  Foundation Sponsors – Interest in FBGC’s mission and sharing similar goals

5.  Heritage Club Sponsors – Interest in generating goodwill, recognition as supporters

CEO and National Board of Governors – Interest in job satisfaction and stability
Conflicts

1.  Monrovia and Duarte Unified School Districts – A major conflict is fundraising - when classes, school clubs, and academic departments come with fundraiser for school events and field trips, it may take away from financial support for Boys and Girls Clubs.  BGCA tends to focus on similar goals.

2.  Local police departments - Police department may want informants to notify them of potential juvenile delinquency and gang activities.  However, FBGC’s goal will be for kids to interact with adults.  Closer relationships require trust and confidentiality.  Kids may reveal things not to be shared with police.

3.  Parents - FBGC can take disciplinary action towards kids who misbehave. Some support kids and not organization.  Parents may feel adults are overstepping their bounds.
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4.  Board members - They may have different priorities on how money should be allocated.  For example, they may favor arts over athletics.

5. Corporate sponsorships - Money may come with strings attached.  Certain programs must be implemented for funds to continue.  This limits FBGC’s flexibililty.

7.  Volunteers - Must follow FBGC’s guidelines, may have unrealistic expectations.
When it comes to corporate sponsorship, the organization has to make sure it is meeting its mission and not just fulfilling the interests of the corporate sponsor.  In order 


to get funding from a corporation, the corporation may have its stipulations that contradict or clash with the organization’s mission. 


FBGC needs to be able to represent the children that make up the communities it aims to service and needs to seek out partnership with agencies, foundations, and corporations that can reach the changing population demographics For example, the Latino population is growing and is expected to grow in the future, yet only 21% of Hispanic children are using FBGC’s service.  An foreseeable obstacle FBGC could face is being able to target the Hispanic community and provide services to them.

  SWOT
Strengths

1.  Well established and well known by public

2.  Partnership with Monrovia School District

3.  Many corporate sponsors
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4.  Trained, professional staff

5.  Facility-based organization

6.  Great programs and services

7.  Inexpensive membership fee

Weaknesses

1.  Not open during the weekends

2.  Does not include children under age 6

3.  Donation dependent – from the public and businesses

4.  Volunteer dependent – there are 60 volunteers compared to 18 staff members
5.  Only 4.32% of participants are aged 16-18

6.  Not open past 6 PM

Opportunities

1.  Volunteer opportunities

2.  Sportsmanship through team sports

3.  Creativity through art projects

4.  Leadership growth through workshops

5.  Educational advancement through tutoring

6.  Literacy campaign with Duarte and Monrovia Public Libraries, 

7.  Partnership/financial contribution with City of Hope
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Threats

1.  Competition for volunteers with other agencies

2.  Economic factors affect donors

3.  Public policy towards after school programs may change

4.  Corporate sponsorships can end 

5.  Too many new clubs means stretching existing resources or finding new ones

6.  Competes with local YMCA for financial support

7.  Volunteers at possible risk if unprepared and untrained to deal with “at risk youth
Customer Market Research


With limited time and staffing, FBGC can utilize the following resources.

Internal Records – 
FBGC has collected data from registration records, attendance records, fundraising events, donor information, school enrollment information, etc.  From the attendance logs, the administration can determine who attends and for what length of time.  Through interviews, the staff can determine which programs are successful.  By examining board records, important topics of discussion and funding considerations come to the surface. 
Organization Specific Sources – 

FBGC budget determines spending trends and priorities.  Does this match with onsite interviews and surveys?  How do they compare with the overall goals and objectives of the Boys and Girls Club of America as a whole? 
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Secondary sources – 

Certain portions from American fact finder, U.S Census 2000 data confirm the need for this youth non-profit organization. 27.4% of residents are under 18 years old.   The 39% poverty level also indicates a need for additional services.  Computer training programs are necessary to fulfill a technology gap.  Sports and arts & recreation programs provide an important outlet for the children.  Special attention must also be paid to issues and events affecting African American and Latino segments since they comprise of nearly 50% of the total organization.

City data points to how Foothill Boys and Girls Club can support the community.
Best Places (www.bestplaces.net) mentions how Monrovia spends $4963 per student, over a thousand dollars below the national average.  However, a school district does have a preschool/child development center, Independent Study Program, Home Independent Study program, and an extensive adult school program.  FBGC provides another option for after school supervision at only $15 a year.  The tutoring, homework,  and computer services increase the educational opportunities for local students.  
Monrovia’s website (www.ci.monrovia.ca.us) points to an array of cultural facilities like libraries, annual arts festival, parks & recreation available for the general public.  FBGC is an ideal place to advertise these community resources to 700+ students who use their facilities every weekday.


FBGC’s services are inline with the lifestyle patterns of Monrovia residents as well.  Two of Common Prizm NE’s segments http://www.claritas.com/MyBestSegments/Default.jsp    strongly fit the profile of the current FBGC membership. The Blue Chip Blues group of African American and Hispanic families will financially support and send their  the recreation, activities, and educational experiences of FBGC if they are aware of these services.  Even though the 
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Kids & Culdesacs group comprises of more affluent Asian and Hispanic parents, they will gravitate towards sending their children to a safe place for educational enrichment.  FBGC must focus more on getting donations from the Home Sweet Home and Old Glories segments because they would have fewer children who would use FBGC’s facility.  FBGC must point to the benefits of having kids well supervised before adults come home from work.  
Identifying and Selecting Markets

FBGC segments by age, gender, geography, demographics, behavior, and by lifestyle. 

Children- This group will be using the services and programs

Parents - Parents want the Boys and Girls Club to supervise/baby sit children after school and enhance their character development.

Educators - Through a partnership, educators can get volunteers, financial support, and instructional/curriculum ideas.
The order of priorities is acceptable; However, the Foothill Boys & Girls Club could add parenting classes.

A more discrete form of segmentation is as follows:

 Children - Homework center (use), computer classes(use), Hispanic (ethnicity), African American (ethnicity), elementary-high school students (age), Duarte/Monrovia residents (geography)
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Parents - Day care center (service), geography (Foothill Boys and Girls Club-a local enterprise), homework center (use for kids)
Educators - Curriculum support through computer classes and homework center (use),

club (location close to schools)
Boys and Girls Club should build upon its strengths.  BGCA has an established history of helping youths and famous celebrities who are BGCA alumni.  BGCA can build upon its positive reputation and is by establishing new clubs, new services, and programs. It can offer weekend activities, more workshops, sports activities, etc. It’s a place, at low expense for kids who need a safe place to hang out, play sports, get their homework done, expand on their technology skills, etc.
Marketing Mix, 4Ps

FBGC offers many programs for local residents of Arcadia, Monrovia, and Duarte. It stresses on character development, career planning, health and life skills, arts, sports & recreation.  It is not stated, but implied through their programs and services. .
The product mix is a children’s after school program dedicate to developmental assets of children.

A.  Computer training- (Product line)


     1.  Computer Skills (product item)


     2.  Internet safety (product item)

B.  Academic assistance(Product line)


     1.  After school tutoring (product item)


     2.  Homework Assistance (product item)
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C.  Athletic Program (Product line)


     1.  Soccer (product item)


     2.  Flag Football (product item)


     3.  Basketball (product item)


     4.  Skate Park (product item)

D. Recreation & Arts Program (Product line)



1. Drawing (product item)



2. Painting (product item)



3. Ceramics (product item)



4. Photography (product item)

Product - Computer Training/After school tutoring 

Price - Children willing to spend time, volunteer time, tutors, computers, software, wireless Internet, travel time and distance, comes with $15 annual membership
Place - Boys and Girls Club Center of Foothills, 600 Shamrock, Monrovia Ca, 91016
Promotion - Web site, flyers, word of mouth: In-school signage, in-library signage, word of mouth, announcement at schools, flyers from schools to take home

--------------------------------------------------------------------------------------------------------
Product - Athletic Programs/Sports Leagues

Price - Children participation, adult supervision, sports equipment, transportation

Place - Local parks and FBGC center
Promotion - Web site, flyers, word of mouth

The primary customer markets are elementary and middle school children.
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Areas for Enhancement, Tweaking
Computers - Find out games, software children like and purchase those-as long as they are age appropriate

Athletic Programs - Include other sports if possible-swimming lessons in summer at nearby park pool, dance lessons-need instructors of course

New Program

Product - Nutrition - Meal Planning (supports health and fitness service)-

Price - Children participation, Adult knowledge, food, cooking gear, refrigeration

Place - Kitchen of Boys and Girls Center of Foothills, or nearby location
Promotion - Web site, flyers, word of mouth
Productivity/Evaluation


The program level evaluation can be determined by quantitative measures.  These mainly comprise of attendance and donations.

New customer market(s):  Youths from other surrounding areas
Organized sports activities for youths
Customer Behavior Measures:
Criteria:  

Number of youths requesting to participate in sports

Number of youths unable to be place on a sports team

Number of participants in each team
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Number of teams 

Objectives:  

Increase participation by 25% in 12 months

Find coaches for the formation of new sports teams and facilities

Method(s): Gather manual statistics from sign-up sheets at sports practice

Customer Satisfaction Measures:
     Criteria:    

                        Steady attendance over the sports season


          
Enjoyment of sports activities


    
Improvement in fitness and skills

    Objectives:  


      Participation increase by 25% in six months

Current members continue participation the following seasons-longevity due to improved ability and enjoyment

     Method(s):  2 bi-annual personal interviews by coaches of sports participants

Education Development
Customer Behavior Measures:
Criteria:  

Number of students using tutoring services

Subjects requested for tutoring by students

Average time spent tutoring each student 
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Objectives:  

Increase the number of tutors per student in six months

Increase the number of subjects offered for tutoring in six months

Increase the number of students using tutorial services in six months

Method(s): Gather data on subjects tutored, ages of students, number of students, time spent on each student, etc. manually.
Customer Satisfaction Measures:


     Criteria:    

Usability of materials in center

          

Enjoyment of center atmosphere


    


Confidence that center will help with homework

Objectives:  


      Improve study skills, grades, and test scores after six months of tutoring

Increase the number of homework assignments completed in six months

Original groups of Students continue attending tutoring sessions.

Increase in numbers of students to after school tutoring programs by 25%

Method(s):  Distribute surveys to students every six months for self-evaluation and   also evaluation by tutors every six months.
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Recommendations

FBGC makes a good effort to provide services that benefit the children of Monrovia.  As time permits, FBGC staff needs to examine additional data to pick up on trends not noted through observation and interviews (Census, City Data, etc.)  Increasing 

partnerships will allow for more activities and programs like swimming, dancing, and field trips that are of interest to the membership. Additional volunteers will be helpful in this regard. Parenting classes could be added on weekday evenings to provide additional support for families.  Topics could include anger management, communication, spousal abuse, etc.
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