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Executive summary

a set of evidence-based recommendations for future
campaigns, aiming to increase the recruitment and

campaigns/approaches/strategies for recruiting

(Gaskin, 2003). Further, evidence suggests a lack of

Aims and research questions

retention of volunteers. In order to achieve this, four

volunteers? Which have been most effective, and

knowledge among the general population regarding the

research questions are posed:

why?

wide range of volunteering opportunities available.

This rapid literature review synthesises existing research
on volunteering in Australia. It focuses specifically on
motivations, barriers and facilitators to volunteering
among different segments of the population, and the
application of marketing concepts to provide insight
into the volunteering marketplace and understand
volunteering behaviour. In addition it reviews publicly
available evaluations of previous social marketing
campaigns that are designed to recruit volunteers to
assess their effectiveness. The review aims to provide

1. What does recent research tell us about attitudes

3. What are the predominant social marketing

4. What evidence-based recommendations can be

commitment required and volunteers being overworked

toward, and participation in, volunteering in

derived for future campaigns seeking to increase

Use of marketing concepts

Australia? In particular: (i) What are the key

numbers of volunteers in Australia?

Marketing strategies have the potential to address
barriers and communicate/deliver benefits at all stages

motivations for volunteering?; (ii) What are the key
facilitators and barriers to volunteering?; and (iii) Do

Key findings

Recognising that increasing numbers of non-profit

these motivations, facilitators and barriers differ for
different segments of the population?
2. To what extent have marketing concepts been
applied for the purpose of recruiting volunteers,
in particular: (i) Competition, segmentation and
positioning?; and (ii) The marketing mix?

Attitudes and participation
In Australia, volunteering is generally viewed positively
by the population (Volunteering Australia, 2016), with just
under one-third of Australians aged 15 or over stating
that they had volunteered in the previous year (Australian
Bureau of Statistics, 2015). The benefits associated with
volunteering are wide ranging and include increased

In Australia, volunteering is generally viewed positively by the
population (Volunteering Australia, 2016), with just under one-third of
Australians aged 15 or over stating that they had volunteered in the
previous year (Australian Bureau of Statistics, 2015).

of the ‘volunteer life cycle’ (Bussell & Forbes, 2003).

social connectedness (Vecina & Fernando, 2013),
enhanced physical health and fitness (Dunn et al., 2016)
and improved mental health outcomes (Jenkinson et al.,

organisations are competing for limited resources,
including volunteers, researchers have sought to apply
marketing concepts (such as market competition,
segmentation and positioning) to gain insight into the
volunteering marketplace. These studies reveal that
volunteer organisations have distinct brand images,
some of which are positioned quite closely to one
another and others that are relatively unique (Dolnicar &
Randle, 2007a). Further, competition analysis indicates
that organisations with certain types of brand images

2013; Vecina & Fernando, 2013).

are considered complementary by volunteers, and

Motivations to volunteer are equally wide ranging,

volunteers; whereas organisations with other types

and tend to be influenced by sociodemographic
characteristics and life stage. For example, younger
people typically volunteer to gain skills and experience;
while older people tend to be more interested in passing
on knowledge to assist younger generations (Bushway
et al., 2011; Nicol, 2012). Barriers to participation
in volunteering activities also vary according to
sociodemographic characteristics. For example, younger
people report being very time poor (Nicol, 2012);
whereas people from diverse cultural backgrounds
are more likely to cite language as a barrier (Randle &
Dolnicar, 2012). Motivations can depend on the type
of role being performed. For example, motivations to
volunteer for cultural/sporting events include material
benefits, recognition and social pressure; while
motivations specific to charity events include a desire to
raise funds for the cause, and a personal connection to

could potentially work together to recruit and share
of brand images have volunteers who are unlikely to
volunteer for multiple organisations, and they therefore
compete with one another for volunteers (Randle
et al., 2013). Segmentation has also proven to be a
useful tool for understanding the market of volunteers,
because although as a whole the market of volunteers
is extremely heterogeneous, groups of volunteers
exist which are homogeneous in terms of particular
characteristics. This is the case, for example, for people
who are younger versus older, male versus female or
employed versus unemployed. Other more sophisticated
segmentation studies have used statistical analysis
to identify groups of people who have characteristics
in common which may not be immediately obvious
to researchers. This includes, for example, groups of
people with particular combinations of motivations
(Dolnicar & Randle, 2007b) or similar patterns of

the cause (Dunn et al., 2016).

volunteering behaviour (Dolnicar & Randle, 2007a).

Willingness to volunteer and levels of satisfaction

into the particular preferences and needs of different

with volunteering are encouraging (Volunteering
Australia, 2016); however, there are still some negative
associations with volunteering, such as too much

These segmentation studies have provided insight
volunteer groups, which enables volunteer offerings
and marketing strategies to be customised to appeal to
specific segments.
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In addition to the type of market analysis described

media, including television, radio and newspapers, and

such as competition, segmentation and positioning.

above, research on volunteering has applied to

was successful in increasing volunteers. The campaign

4. Build individual organisation brand images based on

the four Ps of marketing (product, price, place and

targeted young adults, and this demographic was

promotion) in an attempt to develop more effective

particularly responsive, with around 80 per cent of callers

marketing strategies to recruit volunteers. In the context

to the recruitment line aged 18 to 34. Almost 20 per

‘product’ (volunteer role), where possible

of volunteering, the ‘product’ relates to the type of

cent of callers were from culturally diverse populations,

customising the experience to match volunteer

volunteering experience being offered (including the

particularly Indian and Pakistani backgrounds, which

needs.

type of work involved and the environment in which it is

were also target groups for the campaign.

performed), and requires volunteer managers to consider

selected positioning.
5. Match individual volunteer needs with a suitable

6. Customise messages for target audiences, focusing

16. Targeting people who are unemployed and people
with disabilities: focus on gaining skills leading to
employment; offer mentoring/training to address
potential lack of confidence; provide flexible
opportunities and roles.
17. Targeting episodic volunteers: messages focusing
on doing something worthwhile and the cause being
supported; offer flexible roles so level of involvement

on relevant volunteering motivations, benefits and

can be controlled; particularly suited to event-based

whether the experience being offered matches the needs

The Program for Marketing Volunteering (Israel) also

barriers, while not cluttering the message with too

roles; communications through mainstream media

of volunteers. Given that the needs of different segments

provides insight regarding factors that contribute

many elements.

channels.

can vary significantly, the appropriate product offering for

to successful social marketing campaigns aimed at

each segment is likely to vary significantly as well.

increasing volunteers (Boehm, 2009). This campaign

messages, including positively framed messages

Recommendations specific to retention of

utilised a range of strategies, including advertising, use

emphasising the benefits of volunteering and images

volunteers include:

‘Price’ refers to any costs associated with volunteering,

of ambassadors, public relations and incentives to reach

representing different groups in society.

18. Effective volunteer management practices, including

including the time required to volunteer. Often, barriers to

their audience. It was highly successful in increasing

participation align with these costs, and so volunteering

recruitment to various volunteer positions, which was

experiences need to be designed in such a way that

attributed to the use of positive emotional appeals,

minimises these costs and thereby reduces barriers to

provision of information (to counter lack of knowledge/

consistently reported as one of the most effective

and motivations at all points in the volunteer life

participation. ‘Place’ refers to the way in which people

awareness), use of clear call-to-action messages and

methods of volunteer recruitment.

cycle to ensure volunteers continue to benefit from

gain information about, and access to, volunteering

customised message length (depending on mode of

opportunities. Appropriate information and pathways to

communication). Finally, evidence from the Baltimore

development, because this is a key motivator for

volunteering need to be made available, such that they

Experience Corps Trial (USA) demonstrates the appeal

numerous groups.

can easily be accessed as soon as an individual decides

of messages relating to generativity in the recruitment

they would like to start volunteering. Finally, ‘promotion’

of older adults. Those who were recruited cited word of

relates to the way in which volunteering is communicated

mouth most frequently as their source of information

to the target audience in an attempt to persuade them

(Tan et al., 2010).

to become engaged. This review provides evidence for
the use of all of these marketing principles and provides

Relatively few systematic evaluations of marketing
campaigns designed to recruit volunteers were identified
though this review. Some campaigns were successful
in terms of both increasing volunteers and raising
awareness of volunteering. For example, the ongoing
Year of the Volunteer campaign (UK) and Volunteers
Week (UK) utilised television, radio, newspapers, a
website and other media, and were successful in
recruiting younger people and people from black and
ethnic minority backgrounds (Machin, 2005).
A national recruitment campaign for the Special
Constables (England and Wales) utilised a range of

8. Customise communication channels according to
the media usage of the target audience.
9. Harness the power of word of mouth, because it is

10. Promote volunteering as a means of professional

11. Improve access to information and specific
volunteering opportunities.
12. Take enquiries seriously and respond quickly, to
avoid perceptions that potential volunteers are not
valued.

Recommendations

various examples to illustrate their usefulness.
Social marketing campaigns

7. Design the creative strategy to reinforce key

13. Evaluate social marketing campaigns effectively,
including achievement of objectives and short- and

Based on the research and evaluations reviewed,
evidence-based recommendations for future social
marketing campaigns seeking to recruit and retain
volunteers include:
1. Raise the profile and strengthen the overall image
of volunteering by promoting volunteering as a life
story, with different roles being played at different life
stages.
2. Dispel misconceptions about volunteering, including
that a high time commitment is necessarily
required, that volunteer roles are inflexible and that
volunteering is for certain types of people only.
3. Encourage volunteer organisations to conduct a
market analysis before developing a marketing
strategy, including the use of marketing concepts

long-term impacts of the campaign.
Recommendations regarding targeting particular
segments of the population include:
14. Targeting people who are younger: messages
related to career enhancement, altruism, socialising
and adventure/fun; flexible options in terms of
time commitment and low costs of involvement;
communications through online and social media
channels.
15. Targeting people who are older: messages related
to utilising skills, helping future generations and
socialising; create volunteer opportunities that match
with established skills; recognise there are different
types of segments within the older population (for
example, regular volunteers, grey nomads).

program management, training and support and
recognition/rewards for volunteers.
19. Ongoing assessment of individual volunteer needs

and value their involvement.
20. Ongoing reinforcement of benefits of volunteering,
including those accrued by the individual volunteer
and to others/the community.
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Comparatively, Australian volunteering rates tend to

the cost/benefit balance does and does not qualify as

be relatively high, and are estimated to be on par with

volunteering, and this inherently links volunteering to

Ireland and the Netherlands, higher than UK rates,

altruistic motives. However, adherence to this definition

but lower than the US, Canada and New Zealand

effectively excludes ‘involuntary’ volunteers – who are

(McGregor-Lowndes et al., 2014). Regardless, the

required donate their time as part of another program or

possibility of exhausting the supply, coupled with

degree. Another nuance in the concept of volunteering

market competition for volunteers, means that efforts to

is the idea that some participate for the ‘common good’,

recruit new volunteers should be ongoing and targeted

while others participate as part of service to a non-

(Bussell & Forbes, 2002). Australian figures suggest a

profit organisation (Bussell and Forbes, 2002). So, while

recent decline in the number of individuals participating

altruistic tendencies are often cited as a motivation

in formal volunteering activities over the past five years

for volunteer work, a range of other factors are often

(Volunteering Australia, 2016). Reasons for this apparent

influential. Of particular importance to understanding

decline are still unclear; however, possible causes are

volunteering motivations are perceived barriers to

hypothesised to include: increasingly busy lifestyles,

volunteer work, such as time, costs and level of

making prioritisation of volunteer activities more difficult;

commitment required.

the ageing population reducing the supply of ablebodied volunteers; younger generations being less

In order to maintain and increase Australia’s supply

positive about filling volunteer roles; and people not

of volunteers, recruitment efforts are increasingly

classifying their everyday helping behaviours as formal

utilising marketing concepts to inform their strategy

volunteering, and therefore not recording them as such

development. Essentially, this involves identifying the

through standard reporting mechanisms including the

right consumers (those individuals most likely to be

census (Oppenheimer et al., 2015). Regardless of the

interested in volunteering); designing a product that

reasons, the reported decline highlights the importance

is attractive to them (a volunteering experience that is

of continuously attracting new volunteers to the sector.

appealing in some way); attracting them (developing
communications campaigns that are meaningful and

Introduction
Volunteering serves a vital function in modern Australian society (Volunteering Australia, 2016). In 2014
it was estimated that 5.8 million individuals over the age of 15 volunteered in Australia, representing 743
million hours of work (Australian Bureau of Statistics, 2015). While volunteering has obvious and tangible
benefits for the organisations involved and the individuals they serve, a diverse array of benefits for
volunteers has also been recorded. These include physical, psychological and social benefits, with some
studies even supporting reductions in mortality (Jenkinson et al., 2013)

Research consistently demonstrates that volunteers are

motivating for them); and then keeping them loyal

not one homogeneous group. Many kinds of people with

(having them continue volunteering for as long as

diverse backgrounds, skills and experiences volunteer,

possible) (Randle & Dolnicar, 2009c). While there is a

and they do so for myriad reasons. Importantly,

growing body of knowledge regarding how marketing

demographic factors tend to influence willingness to

concepts can be used most effectively to achieve these

volunteer. Recent figures indicate that individuals aged

aims, there is less research that measures the actual

15–17 and 35–44 years are most likely to engage in

impact (if any) of social marketing campaigns in terms

volunteering activities (Australian Bureau of Statistics,

of recruiting and retaining volunteers. There is a need

2015), and females have consistently been recorded

for comprehensive, clear, evidence-based guidelines

as volunteering more than males (Australian Bureau of

regarding elements of marketing campaigns that are

Statistics, 2010; 2015; Volunteering Australia, 2016).

effective in increasing recruitment and retention of

People in full- or part-time employment are also more

volunteers.

likely to volunteer than those who are unemployed
(Australian Bureau of Statistics, 2010; 2015).
Volunteering itself is complex to define, with motivations
thought to exist on a continuum in terms of costs and
benefits – ranging from perceived ‘free choice’ through
to ‘obligation to volunteer’, and remuneration ranging
from none to low pay (Bussell & Forbes, 2002). This
continuum raises questions regarding at what point
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Aims
This rapid review synthesises existing research on
volunteering in Australia, focusing specifically on
motivations, barriers and facilitators to volunteering
among different segments of the population, and the
effectiveness of social marketing campaigns in recruiting
and retaining volunteers. It aims to provide a set of
evidence-based recommendations for campaigns aiming
to increase the recruitment and retention of volunteers.
In order to achieve this, four research questions are
posed:
1. What does recent research tell us about attitudes
towards, and participation in, volunteering in
Australia? In particular:
i.

What are the key motivations for volunteering?

ii.

What are the key facilitators and barriers to
volunteering?

iii. Do these motivations, facilitators and barriers
differ for different segments of the population?
2. To what extent have marketing concepts been
applied for the purpose of recruiting volunteers? In
particular,

searches of unpublished literature. Importantly, evidence

Inclusion and exclusion criteria

comparing rapid reviews and full systematic reviews

This review was guided by the following inclusion and

relevance to the research questions (for example,

has found that the overall conclusions do not vary

exclusion criteria for the material found.

literature about pro-social behaviour or intrinsic/

•

Excluded articles were those deemed of low

extrinsic motivations more generally, articles about

significantly (Watt et al., 2008). As such, rapid reviews
Research questions 1 and 2 primarily focused on

paid volunteer work – such as medical testing in the

integration of key research findings in a short timeframe,

literature published from 2010–16, because there

US), editorials, opinion pieces, commentaries, and

rather than an exhaustive description of all data available

is already a large body of research on volunteering

literature published prior to 2000. Research with

(Ganann et al., 2010).

attitudes, motivations and behaviour – including

robust methodologies (for example, randomised

systematic reviews. It was expected that systematic

controlled trials, systematic reviews, longitudinal

reviews published post-2010 would provide

designs) were prioritised over research utilising less

The search strategy employed various psychology,

integrative summaries of earlier findings, and thus

rigorous methodologies (for example, cross-sectional

business and multidisciplinary academic databases

sufficient coverage of less recent (pre-2010) issues

designs, convenience samples); however, most

(for example, PsychInfo, Scopus, Proquest Central,

relating to this topic. Exceptions were made for

studies identified were cross-sectional in nature.

ABI/INFORM Complete), and was augmented with

research pre-2010 if: (1) it provided insight or context

grey and academic literature identified via search

that is important for understanding subsequent

The search strategy yielded 52 items for inclusion in the

engines (for example, Google Scholar) and searches

studies included in this review (Bussell & Forbes,

rapid review, many of which were literature reviews, and

of known Australian and international databases and

2002; 2003); (2) it comprised an integral part of a

thus included summary statistics from multiple sources.

websites with relevant data (for example, Volunteering

(post-2011) literature review included in this rapid

Australia, Australian Bureau of Statistics). Reference

review (for example, Gaskin, 2003); or (3) it provided

Report structure

lists of the included articles/reports were scanned in

unique and specific insights relevant to a particular

This review is structured in accordance with the aims

order to retrieve any omitted research with relevance to

aspect of marketing (for example, evidence

and research questions posed. Motivations for, barriers

the research questions. Google image searches were

regarding segmentation).

to and facilitators of volunteering are considered

aim to provide a succinct, usable and highly targeted

•

Search strategy

first; marketing-related research aimed at informing

also conducted to capture social marketing campaign
Research questions 3 and 4 focused on literature

efforts to recruit and retain volunteers are considered

published between 2000 and 2016, because it was

second; and the literature evaluating previous social

expected that there would be fewer systematic

marketing campaigns to recruit and retain volunteers is

Key terms for searches included combinations of the

evaluations of social marketing campaigns that

presented third. A discussion of results and summary of

following words:

were designed to recruit and/or retain volunteers.

recommendations for future campaigns to recruit and

•

volunteer, volunteering

This wider timeframe allowed identification of a

retain volunteers is provided last. Brief critiques of the

•

motivation, attitudes

greater number of evaluation studies, central to the

studies are also included, in order to allow consideration

•

barriers, facilitators

development of recommendations.

of the quality of evidence for each of the research

•

strategy, intervention, campaign

•

social marketing, marketing, segmentation

Method

•

evaluation, review, systematic review.

Rapid review

When searches yielded a large number of relevant

i.

Competition, segmentation and positioning?

ii.

The marketing mix?

3. What are the predominant social marketing
campaigns/approaches/strategies for recruiting
volunteers? Which have been most effective, and
why?
4. What evidence-based recommendations can be
derived for future campaigns seeking to increase
numbers of volunteers in Australia?

The project utilised a rapid review methodology. Rapid
reviews streamline traditional systematic review methods
in order to achieve a synthesis of evidence within a short
timeframe. Streamlining is achieved, while still enabling
the key evidence to be synthesised in a rapid review,
through introducing restrictions at the literature searching
and data extraction stages. Such strategies may
include limitations on date and language of publication,
the number of electronic databases searched and

materials related to volunteering that may have been

•

subject to evaluation.

questions.
•

Articles with Australian data and those evaluating
specific campaigns were prioritised over those
simply describing a campaign or approach.

results, the term ‘Australia’ was used to narrow the

•

The review included academic and grey literature

search and prioritise inclusion of Australian studies. This

from Australia as a priority, but international literature

was a key strategy, particularly for Research question

was also included, particularly if it related directly to

1, which is a thoroughly researched area and generated

the research questions. International volunteering

an unmanageable number of results. Thus, Australian

campaigns can provide useful insights that may be

studies and systematic reviews were utilised to provide

transferrable to the Australian context.

the most effective synthesis of current research. This is
explained further in the inclusion and exclusion criteria.
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1. Attitudes toward and
participation in volunteering

1.1 Motivations and benefitss

Participation in volunteering activities has been shown

and rather loosely classified as either altruistic or

to hold benefits not only for those being helped, but also
for those who volunteer. Volunteers benefit organisations
by providing new insights, increasing effectiveness
and volume of operations, and enhancing the image
of the organisation (Volunteering Australia, 2016). In
addition, volunteering is thought to help further develop
personal traits and professional skills of volunteers,
assist in building relationships and networks, and
improves patience, teamwork and problem-solving skills
(Volunteering Australia, 2016). The notion of reciprocity
between volunteers and those they help is believed
to contribute to satisfaction with the volunteering
experience, with recent research indicating that 99 per
cent of volunteers intended to volunteer again, and 93
per cent perceived their volunteering as contributing
to real change (Volunteering Australia, 2016). An
examination of what motivates individuals to engage (or
not engage) in volunteering activities may provide insight
into how greater recruitment and retention of volunteers

Historically, motivations for volunteering were broadly
egoistic. That is, people either volunteered primarily
to benefit others or to receive benefits themselves
(Bussell & Forbes, 2002). However, more recent research
has revealed complexities associated with this broad
generalisation of volunteering and postulated different,
more detailed models of volunteer motivations.
One of the most widely applied theoretical models
of volunteer motivations in recent decades is the
Volunteer Functions Inventory (VFI, Clary et al., 1998).
This model acknowledges the broad range of reasons
people volunteer and identifies six psychological
functions which may be served – either individually or in
combination – by volunteering (summarised in Table 1).
Extensive psychometric testing has produced evidence
for the reliability and validity of the VFI in measuring
volunteer motivations among different population groups
and volunteering contexts (Clary & Snyder, 1999; Clary et
al., 1992; Marta et al., 2006).

can be achieved.
Table 1 Summary of the six functions in the Volunteer Functions Inventory (VFI, Clary et al., 1998)
Function

Description

1. Values

To express values related to altruistic ‘I feel it is important to help others’
and humanitarian concerns

Examples
‘I can do something for a cause that is important to
me’

2. Understanding

To learn new things and utilise

‘Volunteering allows me to gain a new perspective on

existing knowledge and skills

things’
‘I can learn how to deal with a variety of people’

3. Social

With recent research
indicating that 99 per cent
of volunteers intended to
volunteer again...
(Volunteering Australia, 2016)

To engage with friends or do

‘My friends volunteer’

something perceived positively by

‘People I’m close to want me to volunteer’

others
4. Career

To achieve benefits related to a job

‘Volunteering experience will look good on my

or career

resume’
‘I can make new contacts that might help my
business or career’

5. Protective
6. Enhancement

To avoid negative aspects of one’s

‘Volunteering is a good escape from my own troubles’

own life

‘By volunteering I feel less lonely’

To achieve a positive sense of one’s

‘Volunteering makes me feel needed’

own self

‘Volunteering makes me feel better about myself’
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Applications of the VFI have shown that individuals typically

countries. Results indicate that across all sectors the

Other systematic reviews have taken a more focused

groups of volunteers. Episodic volunteers tended to have

cite numerous motivations for volunteering, both within

primary motivations for episodic volunteering were helping

approach, for example, examining volunteering specifically

actively sought out their volunteering role, and reported

and across the six functions. For example, Phillips and

others in the community, socialising/meeting new people

in the public health and social welfare sectors (Hyde et

being intrinsically motivated to volunteer because of an

Phillips (2010) utilised the VFI in a cross-sectional study of

and helping an organisation or cause.

al., 2014). Their review includes 20 articles that were

interest in that event or role. Conversely, regular volunteers

predominantly from the US and Canada (none were from

often reported having been invited by a friend or family

328 volunteers aged between 13 and 86 years (mean 51
years) at a large not-for-profit organisation in the US (Meals

When results were analysed by sector, unique motivations

Australia). In the health and welfare sectors, volunteers

member to perform their role. Supporting the findings of

on Wheels). Analytic techniques supported the factor

were found for ‘event-based’ volunteering (for example,

reported appreciation from families and staff was the

Hyde et al. (2014), regular volunteers were more likely to

structure of the VFI within the context of Meals on Wheels

at cultural or sporting events), including material benefits

most highly rated benefit of volunteering, followed by free

be motivated by social factors than episodic volunteers;

volunteers. The most commonly reported motivations for

and recognition received, physical fitness and health,

parking, and public/private recognition of their service.

whereas episodic volunteers tended to be less motivated

volunteering related to the ‘value’ function (humanitarian/

involvement with or love of sport and social pressure. In

While social motivations (for example, forming social ties)

by creating opportunities for social contact, and would

altruistic reasons), followed by motivations relating to

contrast, motivations specific to volunteering at charity

were important to ongoing volunteers, episodic volunteers

instead take their existing friends and/or family with them to

the ‘understanding’ and ‘enhancement’ functions. The

sports events included a desire to raise funds for the cause,

rated this as less important. Fewer than half reported

the events. Episodic volunteers were also less concerned

‘career’ function, in this context, was least salient. The

a personal connection to the cause and wishing to ‘give

having formed close relationships through volunteering

with learning motivations and more concerned with ‘doing

VFI offers researchers and volunteer organisations a tool

back’ or honour the memory of a loved one. In this sense,

activities in the health and social welfare sector. This

something worthwhile’ (value motivation). In this sense,

to measure and understand the motivations of their own

episodic volunteering for charity was seen as a kind of

suggests that episodic volunteering may deliver different

they were also were more motivated by the cause, and

volunteers, differences in the motivations of different types

emotional catharsis, a way of processing loss or possibly

benefits than does regular volunteering, likely due to the

tended to express passion and pride for the organisation

of volunteers, and the motivations of potential volunteers

reciprocity for support received in the past (Dunn et al.,

nature and timeframe of their volunteer work. Overall,

or cause. The ability to see an event through from start to

they may wish to attract in future through social marketing

2016). Further, findings show that volunteers motivated by

Hyde et al. (2014) found the most common motivations

finish also gave an added sense of satisfaction for episodic

campaigns.

wanting to help others and socialising were associated with

for episodic volunteers were: altruistic (for example,

volunteers, because their involvement at all stages meant

higher rates of retention and frequency of volunteering.

supporting the cause, helping others); psychological or

that they felt a greater sense of responsibility for the

physical enhancement (for example, self-esteem, physical

(positive) outcomes.

1.1.1.Episodic volunteering

Motivations have also been found to differ by gender and

challenge, feelings of accomplishment); and social (for

While much of the research on volunteering has focused

age of volunteers, with women more likely to cite helping

example, enjoyment, connecting with others). Frequency

Episodic volunteers, like regular volunteers, said that

on long-term or regular volunteers, many people prefer

others, involvement with the cause and personal growth/

of episodic volunteering and intention to volunteer again

they looked for activities that fit in with their lifestyles, but

volunteering opportunities that are short-term, discrete or

challenge as reasons for volunteering than men. In contrast,

in future were most strongly associated with altruistic and

reported being reluctant to make a regular commitment to

‘one-off’. These individuals have been termed ‘episodic

men were more likely than women to cite enjoyment of

enhancement motivations. This review supports other

the organisation and tended to view regular volunteering

volunteers’ (Dunn et al., 2016). Episodic volunteering is

sport, the physical challenges of the role (for example,

research by noting the methodological issues associated

as a threat to maintaining their lifestyle. They also valued

particularly suited to people who are time poor, including

extending physical capabilities) and material benefits as

with research on volunteer motivations, including a reliance

living spontaneously; whereas regular volunteers felt that

those working full time, young people and those with high

motivations (Dunn et al., 2016).

on cross-sectional designs and failure to properly control

a benefit of their volunteering was the ability to plan ahead

for relevant demographic variables (for example, age)

and know what activities they would be doing during the

household incomes (Holmes, 2014). Episodic volunteering
provides opportunities to volunteer in time-limited, one-off

Overall, Dunn et al. (2016) found that episodic volunteers

which may influence findings. Hyde et al. (2014) note

year (Holmes, 2014). These findings indicate that it is the

contexts and, according to US research, these types of

were primarily motivated by altruistic and social reasons.

that since research in this area was dominated by US

nature of the commitment, rather than simply the time

opportunities are thought to account for almost half of all

Therefore, marketing strategies aiming to attract episodic

perspective, and therefore there is a need for cross-cultural,

spent, that differentiates the two groups. Offering multiple

volunteering (Brudney & Meijs, 2009). However, people who

volunteers would be expected to achieve greater success

demographically diverse prospective studies to advance

pathways for volunteering – one for episodic volunteers and

engage in episodic volunteering have been found to have

if they include messages emphasising these motivations.

knowledge in this area.

one for regular volunteers – would be expected to capture

different motivations than those who volunteer regularly.

Attracting volunteers for charity sporting events should

both these market segments and encourage greater

focus on the personal connection people may have

An Australian perspective is provided by Holmes (2014),

In their systematic review, Dunn et al. (2016) synthesise

with the cause and their opportunity to ‘give back’ to

who examined motivations for episodic volunteering in the

literature from 33 articles to provide a summary of

the organisation through volunteering. While this review

tourism sector. Holmes (2014) conducted semi-structured

Overall, episodic volunteers perceived volunteering as

predominant motivations for episodic volunteering, as

provides important insights regarding sector-specific

interviews with episodic volunteers (n = 10) and regular

a reciprocal relationship between themselves and the

well as an analysis of motivations according to sector (for

motivations for volunteering, the lack of prospective/

volunteers (n = 10) to examine motivations for volunteering

organisation, and were more attached to the cause itself,

example, tourism, sports, events and so on). Of the 33

longitudinal studies addressing motivations for volunteering

across a variety of tourism roles (for example, sports

rather than a desire to assist the organisation in the

articles reviewed, eight studies were Australian, 15 were

limits the capacity to draw conclusions, especially because

events, campground hosts, airport meet and greets).

long term. Flexibility in volunteer programs was again

American, four each were from Canada and Europe, one

motivations for participation may change over time or with

Qualitative data reveal different motivations for the two

recommended, in order to encourage volunteering from a

was from the UK and one was conducted across multiple

increased participation in volunteering activities.

participation.

more diverse demographic (Holmes, 2014).
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1.1.2 Benefits of volunteering

encourage people for whom this motivation exists to

they knew volunteered with them). Almost half of

Gaskin (2003) provides an integrative review summarising

become volunteers. Given this research suggests they

respondents reported that none of these factors would

research on what volunteers want from their experience

Closely related to motivations, are the numerous

are also more likely to perceive beneficial outcomes from

have any influence. Overall, though, the most effective

and notes that barriers exist around the label ‘volunteer’

their involvement, it is possible that they will also have

facilitators included the ability to fit volunteering around

itself. Gaskin (2003) cites qualitative evidence from a

higher levels of retention in the volunteer workforce. Future

other existing commitments (18%); if the role was related

focus group of 23 volunteers (aged 18 to 65 years) which

research could provide greater insight in to the impact of

to personal interests and skills (7%); and the ability to

indicates that the image of volunteers as ‘overworked’ is

pleasure- versus pressure-based messages, in terms of

volunteer ‘when they felt like it’ (7%). These facilitators

a barrier to participation. From a marketing perspective,

how these are perceived by audiences and what types of

offer an explanation for the apparent popularity of

this presents an opportunity, because these barriers could

people they attract to volunteering roles.

episodic volunteering (discussed in the previous section)

feasibly be overcome with effective social marketing

because it allows people to make shorter-term, lower-level

campaigns that emphasise specific aspects of volunteering

1.2 Facilitators and barriers

commitments to volunteering. This gives the feeling of

(compared to the alternative scenario where people have

being more ‘in control’ of volunteering commitments and

an accurate understanding of what is involved but do not

Even when attitudes towards volunteering are positive

more confidence regarding the ability to work it around

find the prospect of volunteering at all appealing).

physical, psychological and social benefits associated
with volunteering, and have also been the subject of
extensive research. Evidence suggests a multitude of
benefits associated with volunteering, such as increased
social connectedness, sense of community and social
support. Physical and mental health benefits have also
been reported, including better physical health and
fitness, greater subjective wellbeing, life satisfaction, selfacceptance, higher perceived social status, improved social
identity, perceiving a ‘purpose in life’ and even reductions in
mortality (Vecina & Fernando, 2013).
For example, Jenkinson et al. (2013) provide a systematic
review and meta-analysis of 40 experimental and cohort
studies comparing volunteers and non-volunteers across
many health factors. Volunteering was associated with
greater life satisfaction and wellbeing, and lower rates of
depression. Their meta-analysis of data from five cohort
studies found a 22 per cent reduction in mortality for
volunteers when compared to non-volunteers. The authors
caution that, while this research appears compelling, the
actual mechanisms by which benefits occur are unknown
(for example, physical health benefits might relate to the
amount of time spent out of the house, rather than the
volunteer activity itself).
There is also evidence that different motivations influence
the perceived benefits obtained through volunteering. In
a Spanish study, Vecina and Fernando (2013) surveyed
251 volunteers and found that ‘pleasure-based’ prosocial
motivations (motivations based on experiencing pleasure
as a result of helping) was related to various beneficial
outcomes, including greater satisfaction, personal growth
engagement and sense of purpose in life. Conversely,
volunteers reporting ‘pressure-based’ prosocial motivations
(motivations based on fulfilling obligations) did not
experience these benefits. This research, while crosssectional in nature, demonstrates a complex interplay
between individual motivations and the perceived
benefits achieved as a result of volunteering. In terms of
marketing, messages that emphasise and illustrate the
pleasure volunteers experience from helping others may

various factors can act as facilitators or barriers to
participation. Understanding these factors enables
volunteer managers to assess which facilitators they can
enhance and barriers they can reduce in order to increase
participation. A significant and consistently cited barrier to
volunteering is time – either a lack of available time or the
perceived cost of taking time away from other activities of
value to the individual (for example, time with family and
friends). For example, Bussell and Forbes (2003) conducted

other responsibilities. Other less commonly reported
facilitators included having sufficient information about

Evidence suggests that young people may experience

volunteering and knowing someone who had volunteered

distinct barriers to volunteering, although time is still the

before (Scottish Executive, 2006).

primary barrier. Hutin (2008) reports results of a UK study
which indicates that the main obstacle to young people (16

As part of its overall volunteering strategy, the Scottish

to 24 years) volunteering was time. Face-to-face interviews

Executive (2004) summarises several barriers experienced

conducted with a large sample of 2156 young people reveal

by non-volunteers, including:

that 93 per cent of participants nominated a lack of spare

•

low-skilled individuals often lacking awareness of their

time as being a barrier to volunteering (multiple barriers

usefulness as volunteers (associated with a lack of

could be nominated). Results also show that a lack of

confidence in their ability to perform a role)

information and knowledge about how to go about finding

ongoing lack of awareness regarding the link between

volunteer opportunities was also a salient concern, with 56

volunteering and government benefits, and how

per cent of respondents indicating that they didn’t know

volunteering may assist transition to work

how to find out about volunteer opportunities. Furthermore,

concerns about volunteer organisations being unable

51 per cent were reluctant to volunteer because of worries

to cater to volunteers with a disability or mobility issues

about risk and liability. This research is robust, in that it

(for example, adapting equipment for people with

includes a large sample of young people to investigate

hearing problems)

current barriers to volunteering; however, these barriers

concerns about out-of-pocket expenses related to

were investigated in a hypothetical sense, rather than in the

volunteering

context of past volunteering behaviour or future intention to

the perception that volunteering is predominantly

volunteer. No other age groups were included in the study,

for middle-aged, middle-class people (effectively

so the extent to which these barriers differ from the rest of

excluding those from more marginal groups).

the population cannot be determined.

focus groups with 52 UK volunteers and volunteer
coordinators and found lack of time to be a major barrier to
participation.
Concordantly, the Scottish Executive (2006) utilised inhome interviews as part of a larger study of 498 adults

•

•

from lower socioeconomic status backgrounds, and found
that the greatest perceived drawback to volunteering
was the time it takes (cited by 36% of people with
volunteering experience). Concerns included the ability
to fit volunteering activities around other commitments;
however, these concerns were reported less frequently by
people who were unemployed. Other perceived barriers to
volunteering related to organisational issues (for example,
‘things could be better organised’, 7%), the risk of losing

•
•

Targeting these barriers may involve educating non-

A UK-based rapid review by Hill et al. (2009) further

in becoming a volunteer (for example, police checks, 6%).

volunteers in order to dispel misconceptions; emphasising

supports the notion that time is the main barrier for young

that multiple and varied (skilled and unskilled) volunteer

people volunteering, and the cost of volunteering (time-

Several hypothetical facilitators were also examined.

roles are available; and challenging the perception that

wise) is often weighed against the capacity to work and

volunteering is an activity for the mainstream population

earn money. Another barrier was the perception that

rather than a diverse range of individuals – including

volunteering opportunities are not flexible enough to be

minority groups.

feasible for young people. Evidence was also found to

interest in the work (6%) and administrative issues involved

Participants who had not previously volunteered were
asked which factors would make them more likely to
volunteer (for example, if volunteering was good fun; if
volunteering could improve career prospects; if someone

suggest that, like people who are unemployed, young
people sometimes perceive they have nothing to offer.
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This lack of confidence and fear of rejection was cited as

example, women are over-represented in volunteer roles

also significantly more likely to be female (59% compared

required, reasonable hours, good treatment by staff and

a significant psychological barrier. Again, results show

involving preparation and serving of food (48% compared

to 41% male). Conversely, a greater proportion of ‘leisure’

acknowledgement of their contribution. Participants

that lack of knowledge about how to get involved and

to 28% for males), but males reported undertaking

volunteers (volunteers for organisations concerned with

discussed transport as a barrier to volunteering and

understanding about how to get involved with a chosen

repairing/maintenance and gardening activities more

sports and recreation, youth work, cultural activities) were

suggested that improved public transport, free parking

cause were also barriers. Hill et al. also note a lack of

often than females (38% and 14% respectively, Australian

male (63% compared to 37% female), as were volunteers

and accessible volunteer locations would enable their

information for non-volunteers about the potential benefits

Bureau of Statistics, 2010). In addition, coaching, refereeing

for ‘political’ organisations (volunteers for labour unions,

involvement. Barriers to volunteering included (age-related)

of volunteering. This review provides a valuable summary

and judging were volunteer roles undertaken more often

political parties, professional associations: 67% compared

health and medical problems such as reduced energy and

of barriers to young people’s involvement in volunteering,

by men than women (35% compared to 17%, Australian

to 33% female). Taken together, results suggest that

mobility; personal factors, such as lack of money, time,

and also supports earlier research indicating that greater

Bureau of Statistics, 2010). Bussell and Forbes (2002) note

traditional stereotypes regarding gender roles may to some

flexibility; and prior negative experiences with volunteering

provision of information about volunteering targeted at

that while several studies have found significantly higher

degree be reflected in contemporary volunteering behaviour.

(for example, feeling unappreciated or being ‘bossed

young people is necessary to tap into this market. The

rates of volunteering among women than men, political

review by Hill et al. is a rapid (rather than a systematic)

volunteering appears to be an exception to this – more men

review; however, details of the inclusion/exclusion criteria

than women tend to volunteer for political campaigns. This

and the number of articles obtained were not reported,

finding indicates that gender differences in volunteering

Volunteering rates in Australia have been shown to

so the methodological rigor of the review is difficult to

are not straightforward, and the sector within which the

vary according to socioeconomic status, with people in

ascertain.

volunteering opportunity arises may appeal differentially to

lower groups less likely to volunteer than those in higher

Sociodemographic variables have also been examined

men and women.

socioeconomic brackets (23% in the lowest income

in relation to international volunteering opportunities

bracket, compared to 39% in the highest; Australian

(in this case, outside of the US). McBride and Lough

An investigation of barriers to volunteering among different

1.3.2 Socioeconomic factors

around’). The inclusion of non-volunteers in the sample
provides insights into genuine rather than hypothesised
barriers to participation and allows comparisons between
the two groups (volunteers and non-volunteers).

segments of the population (for example, young people)

US research using data from a nationally representative

Bureau of Statistics, 2015). This supports results of an

(2010) analysed data from the 2005 US Population

has the potential to inform more customised and targeted

sample indicates that gender was superior to other factors

earlier review which found that higher socioeconomic

Survey to examine the association between various

social marketing campaigns. The following section

(such as religious affiliation) in predicting volunteering

status and years of education were associated with

sociodemographic characteristics and international

examines more closely motivational nuances which may be

behaviour among older people (Manning, 2010). Manning

greater likelihood of volunteering (Bussell & Forbes, 2002).

volunteering. Using data from a sample of 111,675 US

present for different segments of the population.

(2010) analysed national data from a survey of 6863 US

In order to further explore reasons for this association,

citizens, they compare non-volunteers (n = 86,624)

citizens aged 51 to 61 years, and found that women were

one US study examined motivations to volunteer among

with people who had volunteered in the US but not

1.3 Differences between sociodemographic
groups

15 times more likely than men to have contributed over 100

low socioeconomic status groups. Martinez et al. (2011)

internationally (n = 24,708) and those who had volunteered

hours of volunteering during the previous year; however,

conducted focus groups with 35 lower socioeconomic

outside of the US (n = 343). Compared to domestic

the type of volunteering was not measured, so differences

status participants who were older and from diverse

volunteers, international volunteers were more likely to be

Volunteers are a diverse population, but it is possible

in roles could not be accounted for. The same study

cultural backgrounds. Participants also completed a

male, young, foreign born, highly educated, not employed

also found that religious affiliation (that is, belonging to a

questionnaire prior to the focus group discussions to

full time and without dependent children in the home.

church or classifying oneself as ‘religious’) was unrelated

determine the extent of their volunteering activities (if

Results suggest that barriers to international volunteering

to volunteering in later life. This large-scale survey provides

any), previous volunteer experience and demographic

included cultural values, individual attitudes, the intensive

useful data on gender differences in volunteering, but since

characteristics. The focus groups explored reasons for, and

time commitment, stringent eligibility requirements,

other variables were not measured, possible explanations

barriers to, volunteering. Just over half of participants had a

participation costs and the low supply of volunteer roles.

for, and barriers to, volunteering.

for these differences cannot be established.

history of formal volunteering and consistent with previous

Findings of this analysis have several limitations, including

research this included more women than men. Participants

reliance on a cross-sectional design and the fact that

1.3.1 Gender

Australian research has added specificity to these

were primarily motivated to volunteer for altruistic reasons

availability of volunteer roles, length of commitment and

findings by investigating participation in different types

– to help others in need (for example, assisting children in

specific skills for international volunteering (for example,

Various studies have claimed that volunteers are more likely

of volunteering according to gender. A segmentation

schools, providing companionship, doing housekeeping/

being bilingual) were not explored or controlled for in the

study conducted by Dolnicar and Randle (2007a) with an

running errands). Other motivations included keeping

analysis. However, this research does highlight that unique

international sample reveals various gender differences for

active, personal satisfaction, socialisation and meeting new

or extreme volunteer roles can attract specific types of

volunteers in different organisations. Altruistic volunteers

friends.

people and present specific barriers to participation that

to segment the market for the purpose of targeting
marketing strategies. Much of the available research
considers a range of sociodemographic factors (such
as age, employment status, socioeconomic status and
cultural background) in trying to understand motivations

to be one gender or the other. In most cases, this depends
on the context of the study and the type of volunteering
being examined. According to Australian Bureau of
Statistics figures, overall women are more likely to volunteer
than men (38% versus 34% respectively, Australian Bureau
of Statistics, 2010). However, gender differences tend to
vary depending on the type of volunteering activity. For

may not be present for other volunteering roles, and

(volunteers for organisations concerned with health, peace,
environment, social welfare services, human rights and

The research of Martinez et al. (2011) identifies that the

may not be obvious if the notion of volunteering is only

women’s groups) were significantly likely to be female

factors facilitating volunteering for lower socioeconomic

considered as a generic concept.

(61% compared to 39% male), and church volunteers were

status participants included flexibility in commitment
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1.3.3 Age

around other priorities, provide visible outcomes, use online

the age of 50 who travel for extended periods of time),

more specific ideas about which activities they would like

platforms and include activity-based volunteering, and that

has been identified as having particular potential. Their

to perform (for example, teaching a short course, giving

Age is one of the factors most commonly studied when

attempts should be made to demonstrate an interest in the

diverse range of skills and willingness to volunteer has

talks to local children about life/where you come from or

lives of the younger people who volunteer.

been recognised as potentially highly valuable, particularly

Indigenous projects).

considering volunteering motivations, barriers and
behaviour. For example, Boehm (2009) conducted focus
groups with volunteers aged 21 to 78 years (n = 25), nonvolunteers aged between 22 and 80 years (n = 23) and
other professionals/employees of volunteer organisations
aged 26 to 65 years (n = 19) to inform the development of
a social marketing campaign encouraging volunteering.
The focus groups examined needs, barriers and potential
market segments to be targeted by the campaign. While
many adult volunteers cite giving up time (that would
otherwise be spent with family or on hobbies) and/or
financial sacrifices (for example, volunteering instead of
performing paid work), older people tended to emphasise
the commitment and effort they believed they would have
to put in. There was also concern among all participants
regarding the nature of the work and how taxing it may
be physically and psychologically. This concern was
particularly salient for volunteer roles that involved working
with people with physical and emotional disabilities

in terms of providing support for rural communities where
Francis (2011) conducted Australian-based research using

volunteering resources are more limited (Leonard & Onyx,

The studies of Campbell (2009) and Leonard and Onyx

a sample of 282 university students and concludes that

2009). Campbell (2009) utilised a variety of qualitative

(2009) highlight a specific but potentially valuable segment

there may be problems with using the Volunteer Functions

techniques, including in-depth interviews, observation, and

of the market which could be targeted for volunteering

Inventory (VFI) to guide research on motivations of the

content analysis of online forums, to explore motivations of

activities. Although the studies don’t include control groups

current generation of university students. Psychometric

grey nomads who served as regular volunteers at a national

of non-travelling older people for comparison, the specific

analysis indicates that the VFI had an unstable factor

folk festival. All participants were females over the age

motivations (for example, to help out communities and use

structure for this participant group (with the model only

of 50, but the exact sample size was not stated. Primary

their skills), behaviours (for example, shorter engagement

explaining 11% of the variance in self-reported volunteering

motivations for volunteering included camaraderie/social

in volunteering activities) and communication channels

behaviour), and therefore could not effectively capture

networks, feelings of security associated with being part

(for example, information centres and camp grounds) all

the motivations of this particular sample. The main factor

of a group, feeling valued as a participant (rather than just

linked to the fact that they were travelling. While this group

found to predict volunteering behaviour was instead

a spectator) at the event, feelings/privileges associated

are not necessarily time poor (generally), they are limited

social norms: volunteering was significantly related to

with being an ‘insider’ at the event and a sense of personal

in terms of the relatively short time they have available in

observations of primary referents (for example, parents,

pride. Unlike results of other studies of volunteers more

each location they visit. Therefore, customised marketing

friends, family members) being involved in volunteering.

generally, altruism and motivations associated with gaining

strategies that include volunteering experiences designed

Thus, the volunteering behaviours of friends and close

new skills were not evident. Rather, social motivations were

to take into account the transience of this group are likely to

family members were the key determinants of volunteering

of greater importance.

increase awareness of the possibility of volunteering as part
of the grey nomad lifestyle, and prompt them to consider

behaviour for these young adults (Francis, 2011). This
reinforces the earlier findings of Bussell and Forbes (2002),

Leonard and Onyx (2009) surveyed 314 Australians over

and even actively seek out volunteering opportunities at

who suggest that young people whose parents volunteered

the age of 50 who were travelling to assess their interest

the places they stay. This approach could be specifically

were more likely to volunteer themselves. Taken together,

in, and motivations for volunteering. Results reveal several

adopted by rural and regional areas that recognise a

greater depth.

findings suggest that that early exposure to key referents

factors associated with increased likelihood of volunteering,

need in their community and identify that grey nomads

who volunteer can positively influence volunteering later in

such as offering variable/flexible hours of volunteer work

that transit through their area have skills that match their

People who are younger

life. This also suggests that marketing messages targeting

and providing opportunities for cost-free volunteering

needs. Each individual location would need to identify their

young people should emphasise volunteering as a social

(particularly considering the lower socioeconomic status of

particular needs, as well as the characteristics of people

Research suggests that early exposure to volunteering

activity that includes family, other young people and

many travellers). Further, promoting volunteer opportunities

who visit their area in order to provide volunteering activities

valued peers.

through local information centres, word of mouth and at

that meet the needs of both locals and travellers alike.

(Boehm, 2009). This study demonstrates the interplay
between age, barriers and motivations for volunteering, and
research reviewed in the following sections examines this in

is likely to foster a lifelong volunteer culture, where
volunteering is accepted as part of one’s role in society
across the lifespan (Francis, 2011; Nicol, 2012). Nicol’s
(2012) discussion paper suggests that younger Australians
tend to be interested in developing specific professional
skills for use in their future careers. Barriers to volunteering
among young people included time costs, out-of-pocket
expenses and loss of potential income. It was thought
that this may explain the over-representation of university
students and people from affluent areas in the younger
volunteer force. Nicol (2012) recommends that future
research aim to better understand the impact, value and
diversity of the volunteering community, with an emphasis
on the factors that limit marginalised communities. Further,
it is recommended that youth volunteering be flexible

camp sites were all recommended as communication
Overall, key motivators for young people appear to be

channels which would be effective in reaching potential

Other Australian research has addressed the motivations

related to career enhancement and social norms (Nicol,

volunteers. Again, social motivations were identified as

of older volunteers more broadly. Brayley et al. (2014)

2012; Francis, 2011). Research also suggests that key

salient to this group, as was getting to know local people

conducted a cross-sectional survey utilising the Volunteer

barriers to involvement include a lack of time and the

in the area. Skill-based learning motivations were less

Functions Inventory (VFI, Clary et al., 1998) in order to

opportunity costs associated with performing paid work

important when compared to learning about people and

uncover the motivations of 187 Australian retirees. The

instead (Hutin, 2008; Hill et al., 2009).

seeking new experiences and adventures.

career subscale of the VFI was removed for this study,

People who are older

because it was deemed irrelevant for retirees; however,
Age and health status within this segment also warrants

other variables considered more relevant to retirees (for

consideration, because those over 70 with fair to poor

example, relating to the transition from paid employment)

While much research has focused on the potential of

health were significantly less interested in volunteering than

were included in the modelling, with intention to volunteer

older people to contribute to the volunteer workforce,

those who were younger or in better health. University-

as the dependent variable. Results reveal that the ‘values’

particularly those who are retired, one particular segment

educated grey nomads were more likely to volunteer in

function (see Table 1) and desiring continuity from one’s

of the older population, the ‘grey nomads’ (people over

order to help a town or utilise their skills, and this group had

previous paid work were strong and significant predictors
of intention to volunteer. The authors speculate that the
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desire for continuity from work may reflect a desire to

et al., 2011). While retirees tend to have more time for

to volunteering) limits the extent to which findings can

transport. Australian residents with German backgrounds

preserve professional identity during retirement. This holds

volunteering activities, this research shows that time is

be generalised to the general population. Australian data

were more likely to believe that volunteering would provide

implications for recruitment of skilled retirees as volunteers;

nevertheless still perceived as a barrier. Other key barriers

was not collected, but because it is expected that similar

opportunities to socialise, broaden their perspective

matching of volunteer work with past careers may be an

related to financial costs of volunteering and lack of

(individualistic) cultural values would be prevalent for

and learn new skills, while those with North American

important motivator for retirees to take up volunteer roles.

information about opportunities. The authors suggest that

Australians as they do for New Zealanders, these findings

backgrounds also saw volunteering as a way of socialising

including stipends or basic incentives for volunteers would

potentially provide insight into the volunteering motivations

and meeting new people, and helping family and friends

Warburton (2010) provides a narrative literature review

help attract volunteers from this demographic group. While

relative of people from other similar countries. More

who may be involved with the organisation.

about the characteristics of older adults volunteering in

their narrative review provides insight into reasons for

specifically, this study illustrates and supports previous

Australia and the barriers and incentives they perceive.

volunteering among older people, the lack of a stringent

research highlighting the importance of career motivations

These studies highlight the challenges for volunteer

Analysis of Australian Bureau of Statistics data reveals

search strategy means that the methodological rigour of

for young people (particularly university students) in their

organisations trying to attract volunteers in communities

that, in general, older volunteers were more likely to be

the review is difficult to establish. However, other research

decision of whether to volunteer.

that are highly multicultural. Because of the differences

Australian-born, well educated, have good health, higher

described in later sections of this review (for example, Tan

incomes and reside outside of capital cities. Barriers to

et al., 2010) lends support to the significance of generativity

Research conducted with Australian residents from diverse

social norms and barriers to volunteering, generic,

older people volunteering included individual factors (time,

in motivating older volunteers.

cultural backgrounds also supports this factor as influencing

population-wide messages about volunteering may be

volunteering attitudes and behaviour. Randle and Dolnicar

ineffective in engaging people from minority groups.

(2009a) conducted one-on-one interviews and focus groups

Social marketing strategies which appeal to one group

with 71 Australian residents from a diverse range of cultural

in the community may be irrelevant or even unappealing

lack of flexibility, financial costs, negative perceptions
about the type of work involved, concerns about not

1.3.4 Cultural background

being welcomed by fellow volunteers), and organisational

identified between cultural groups in terms of attitudes,

factors (poor management, stringent requirements such

Cultural factors have also been shown to influence

backgrounds plus eight experts in multicultural volunteering.

to other groups in the same community. It is apparent

as selection criteria and numbers of shifts). Facilitators

motivations for and barriers to volunteering. Grönlund et

Findings were reported in terms of three cultural groupings:

that, depending on the particular market segment the

to volunteering included incentives such as training,

al. (2011) conducted survey research with more than 600

Australian, Anglo-Celtic (English, Irish and Scottish) and

organisation is trying to target (in this case individuals with

opportunities to interact with/help people from other

university students in each of 13 countries (North America,

southern European (Italian, Macedonian, Greek and Serbian)

particular cultural backgrounds), customised campaigns

generations, flexible options and positions that are tailored

Europe, the Middle East and Asia Pacific regions, total n

and found differences between the groups in terms of

are required that consider the motivations and barriers

to their skills, interests and experiences. While this was not

= 9612) to examine potential cross-cultural differences

attitudes towards volunteering, social norms and perceived

of that group and address them by offering appropriate

a systematic review and results were not compared to other

in volunteer motivations. It was predicted that differing

facilitators and barriers to volunteering. Findings show that

volunteering opportunities that meet their needs. Thus, the

generations, the focus on Australian volunteers increases

cultural values (for example, a focus on individualism,

attitudes towards volunteering were more consistently

development of culturally suitable communications that

the relevance of findings within the Australian context.

conservativism or egalitarianism) would affect motivations

positive among the Australian and Anglo-Celtic groups

tap into their particular motivations and reduce the barriers

to volunteer. For example, for cultures that hold strong

with more variation in the southern European group.

experienced may enhance recruitment and retention of

Older people have also been shown to be motivated

egalitarian values (for example, the Netherlands, Sweden),

Importantly others were found to have high influence on

volunteers from diverse cultural backgrounds.

to volunteer by ‘generativity’, which, in the prosocial

altruistic motivations were expected to dominate.

the decision to volunteer within southern European groups,

sense, refers to a desire to pass on knowledge and

Conversely, participants from more individualistic cultures

moderate influence for Australians and low influence for the

improve the world for future generations. Bushway et

(for example, New Zealand, the US) were expected

Anglo-Celtic group. Finally, work and family commitments

al. (2011) conducted a narrative review examining the

to endorse ‘resume’ (career-based) motivations for

were key barriers for Australian and Anglo-Celtic groups;

Bussell and Forbes (2003) found unemployed people to be

benefits, motivations and barriers related to environmental

volunteering. At the aggregate level, results indicate that

whereas language and transport were more likely to be

motivated by skills development and work experience/job

volunteering – defined as activities completed by choice

altruistic and ‘learning’ motivations (for example, learning

barriers for the Southern European group (particularly older

opportunities that can emerge from volunteering. This was

to address environmental issues – for older people.

about new perspectives/people/causes, curiosity) for

generations).

reinforced in a more recent study by Randle and Rintoul

Volunteering was found to benefit older adults by providing

volunteering were most frequently reported by participants

them with social activities, learning and a sense of

who volunteered, but that significant differences exist

These differences between cultures were supported

in regional Australia. The program sought to match

purpose when their role in life is changing. Environmental

between cultures. As predicted, participants from more

in a later quantitative study conducted by Randle and

people experiencing disadvantage with community-based

volunteering often involves outdoor activities, which are

individualistic cultures were significantly more likely to

Dolnicar (2012) which examined data from 303 Australian

volunteering opportunities in order to develop practical

reported to provide perceptible physical and mental

report ‘resume’ motivations for volunteering; whereas those

residents who reported identifying with different cultural

work skills that create pathways to paid employment. Ten

health benefits. Motivation to participate in environmental

from egalitarian cultures were more likely to report altruistic

backgrounds (Anglo-Australian, n = 100, Chinese, n =

in-depth interviews with volunteers (n = 4) and a range of

volunteering was suggested to be derived from this sense

reasons for volunteering (Grönlund et al., 2011).

91, German, n = 77 and North American, n = 35). When

relevant managers and stakeholders associated with the

compared to people with Anglo-Australian backgrounds,

program (n = 6) reveal numerous benefits experienced by

of generativity, as well as helping individuals in need,

1.3.5 People who are unemployed

(2013) which evaluated a small-scale volunteering program

achieving greater meaning in life, a feeling of personal

Despite the large sample size, the use of a cross-sectional

Australian residents with Chinese backgrounds were more

volunteers. These included enjoying the challenge and

responsibility to help others, to make a difference on an

methodology and a university student sample with higher

likely to be influenced by others in their cultural group and

socialising with other volunteers and staff, which led to

issue or problem and to stay healthy and active (Bushway

educational levels (which has been found to also relate

faced barriers related to English-speaking skills and car

increased engagement in the community more generally.
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Participants also reported employment-related benefits,

likely to be concerned about time barriers to volunteering.

has been shown to develop knowledge, skills and social

choices about volunteering adds complexity to the issues

such as improved employment prospects (related to skill

However, evidence suggested a greater reluctance to

networks. However, Trembath, Balandin, Stancliffe

these potential volunteers face. Overall, the results of this

development and personal confidence), the development

volunteer among those who were unemployed, with data

et al. (2010) found no evidence regarding the effect

review suggest that people with intellectual disabilities do

of local contacts and referees, increased motivation to

indicating they were less interested in volunteering than

of volunteering on future employment of people with

experience benefits from volunteering, but that caution

find paid work and various other practical supports for job

those who were employed (although the difference was

intellectual disabilities, but note that the prospect of future

should be taken to ensure they fully understand what

seeking. All volunteers interviewed reported volunteering

small, 26% compared to 33% of employed participants).

employment may motivate some people. Volunteering may

they are committing to and are not exploited. While job

also provide a suitable alternative to paid work for some

opportunities are often a motivator for volunteering, this

people with intellectual disabilities, although the authors

study found no evidence to link job opportunities with

note the risk of exploitation as a concern. Ensuring adults

volunteering.

for the program because they believed it would lead to
paid employment. However, the barriers to participation in

1.3.6 People with a disability

the program were also high, because many who originally
expressed interested in volunteering stayed only for a

Australian data indicates that having a disability reduces

short time or did not start volunteering at all. These barriers

likelihood of volunteering (Volunteering Australia, 2010). It

included not being able to see the pathway between

is estimated that 33 per cent of adults with a disability or

volunteering and paid employment, changes in personal

long-term health condition volunteered in the year 2010,

circumstances (for example, gaining custody of children),

compared to 39 per cent of people without a disability or

the perception that volunteering required too much effort

long-term health condition (Australian Bureau of Statistics,

and being selective about the types of tasks they were

2010). Evidence from Australian research suggests that

prepared to perform as volunteers.

people with disabilities experience a range of barriers to

with intellectual disabilities are able to make informed

volunteering, because of the physical limitations of their
While this was a small-scale study, it does highlight

disability and also because of attitudes towards people

that people who are unemployed have quite specific

with a disability more generally (for example, that they are

motivations for volunteering which relate primarily to

the recipients rather than providers of charitable services;

gaining paid employment, social interaction, community

Bruce, 2006). For example, a qualitative study (Trembath,

engagement and networking. However, this group is

Balandin, Togher & Stancliffe, 2010) with 24 Australian

also faced with specific barriers that differ from other

volunteers with complex communication needs found

groups in the population, such as changing personal

three main barriers to volunteering: (1) communication

circumstances which affect their ability to volunteer,

barriers (related to having a disability that affects their ability

having the commitment to persist with volunteering

to communicate); (2) participation barriers (for example,

when the path to employment may not be immediately

ability to access the location in which the volunteering

obvious, and adhering to the structured aspects of many

takes place, ability to access public and other modes of

volunteering programs such as having to present for shifts

transport); and (3) the need for appropriate support (for

at certain times or having to perform certain tasks. These

example, from family, friends and staff at the volunteer

aspects of volunteering may be less familiar to individuals

organisation). Participants also reported experiencing

who have not been formally employed for some time.

barriers associated with negative attitudes toward people

Specific supports may be required to facilitate specialised

with disabilities, including the perception they are unable

volunteering programs (such as this one) in order to

to perform their volunteer role. However, participants also

break down the barriers experienced by people who are

cited numerous benefits of volunteering, including meeting

unemployed, such that they can participate fully in the

new people, improved communication skills and increased

program and achieve the benefits of involvement.

confidence and self-esteem (Trembath, Balandin, Togher et
al., 2010).

The benefits obtained by people who are unemployed
through volunteering have been supported by other

Trembath, Balandin, Stancliffe and Togher (2010) provide

larger-scale quantitative studies (for example, Scottish

a narrative review of 30 articles examining volunteering

Executive, 2006). Results show that participants who were

among adults with an intellectual disability and the

unemployed were more likely to agree that volunteering

transition from volunteering to employment. They found

offers benefits to the volunteer themselves, were less

that for adults with an intellectual disability, volunteering

Australian data indicates
that having a disability
reduces likelihood of
volunteering...
(Volunteering Australia, 2010)
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2. Use of marketing concepts
for recruiting volunteers
In recent decades, volunteer managers and researchers
have recognised the potential value of marketing-based
theories and concepts in understanding and harnessing
the phenomenon of volunteering. This has resulted in
theories of consumer behaviour being applied in an
attempt to understand volunteering in a way similar to
how we understand other consumer behaviours. In doing
so, just as consumers are matched to suitable products
and services in a commercial context, volunteers can
be matched to suitable volunteer experiences in a prosocial context.

An early example of this was Bussell and Forbes’

The authors emphasise that at every stage of the

consumers (or volunteers) have a choice over which

(2003) exploratory study which used the framework of

volunteer life cycle managers need to understand

provider they choose. Recognising the growing competition

a Customer Relationship Life Cycle (Gronroos, 2000) to

volunteer needs and ensure they are matched with

in the volunteering sector, Dolnicar and Randle (2007a)

examine volunteering in terms of: (1) the determinants

suitable roles. Marketing objectives and strategies

used data from the World Values Survey which included

of volunteering (consideration stage); (2) the decision to

need to be considered and tailored to each stage of

nationally representative samples aged 18+ in over 80

volunteer (purchasing stage); (3) volunteering behaviour

the volunteer life cycle. For example, the ‘activity stage’

countries, and 22,554 people who had volunteered for

(consumption stage); and (4) volunteer commitment

may include strategies such as training, mentoring and

an organisation. The study investigated competition,

(loyalty stage). To this end, a series of six focus groups

socialising in order to meet volunteer needs in the first

segmentation and positioning in the context of

were conducted with volunteers, volunteer coordinators

instance; while providing ongoing skill development

volunteering.

and project directors/organisers from various volunteer

and recognition in the ‘commitment stage’ may assist

organisations in north-eastern England. Alignment at all

in achieving lower levels of volunteer attrition. While

First, factor analysis revealed four segments of volunteers:

stages of the consumer relationship life cycle model was

this research provides a conceptual model of volunteer

altruists, leisure volunteers, political volunteers and church

found for volunteering, resulting the in the development

engagement and commitment, results highlighted

volunteers. Second, positioning maps were constructed

of a Volunteer Life Cycle model, the key stages of which

the lack of systematically developed, sophisticated

to illustrate the proximity of different organisations types

are summarised in Table 2).

marketing strategies being implemented at each stage of

in relation to one another, indicating that people who

the cycle, and that this can have a significant impact on

volunteer for one organisation are also more likely to

the likelihood of volunteers moving from one stage of the

volunteer for other organisations that are close by. For

cycle to the next.

example, the plots show close proximity of ‘altruistic’

Table 2 Summary of stages in the volunteer life cycle (Bussell & Forbes, 2003)
Stage

Description

Role of marketing

1. Determinants stage

Understanding motivations and

Identify motivations, create awareness

generating interest

and interest in volunteering

Turning interest into volunteering

Create a differentiated offering, match

behaviour

volunteers with suitable roles

Engaging individuals in volunteering

Ensure volunteer needs are met, provide

activities

alternative opportunities if necessary

Ensuring volunteers remain committed

Monitor ongoing needs, nurture

to the organisation/role

volunteer, allow to grow and develop

2. Decision stage
3. Activity stage
4. Commitment stage
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organisations (for example, health, human rights, elderly)

2.1 Competition, segmentation and
positioning

and also the ‘leisure’ organisations (for example, youth,

In recent decades there have been increasing numbers

characteristics, priorities in life, values, concerns and

of studies applying marketing concepts which are
fundamental to commercial sector (such as competition,
segmentation and positioning) to investigate the
phenomenon of volunteering. These concepts are
used collectively to investigate the structure of the
volunteering market, and therefore often overlap in
research studies (as is the case in many of the studies
described next). This section provides examples of
how these concepts have been applied in volunteering
research, either in isolation or in conjunction with one

cultural, sport and recreation). Third, the four volunteer
segments were profiled in terms of sociodemographic
job preferences. These profiles provide insight into the
characteristics of individuals likely to volunteer for different
organisation types, such that customised campaigns can
be developed to target them.
Altruistic volunteers (health, peace movements, welfare
for elderly, environmental conservation, animal rights,
local politics, human and women’s rights) tended to have
the highest proportion of women and the highest average
age. Leisure volunteers (sports and recreation, youth

another.

work and cultural activities) were more likely to be men,

In general, the volunteering sector has increasingly

unemployed and the elderly when compared to other

recognised that competition for volunteers’ time is
growing – both in terms of the other things potential
volunteers could do with their time, but also between

and reported lower levels of concern for their family, the
segments. A high proportion of political volunteers (labour
unions, political parties, professional associations) were
male, and they placed more importance on work and

different volunteering opportunities.

were less concerned about leisure time. Finally, church

2.1.1 Competition

other causes, and were more conservative in their beliefs

Competition refers to a situation in which there are

participants from a large number of countries, and so any

various providers of a product or service (or in this case,
a volunteering experience) in the one marketplace and

volunteers gave time to their church to the exclusion of
about acceptable social behaviour. This study included
individual country differences are likely to be masked in
the reporting of findings. However, these results could be
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further studied in local contexts to allow findings specific

segmentation, and involves splitting the population into

similar combinations of motivations for volunteering.

analysis. In addition, this study focused on one type of

to the Australian volunteer culture to be elucidated.

groups based on a predetermined criterion selected by the

These were the: (1) ‘classic’ volunteers (helping others,

volunteering (environmental), and so findings are not

researcher. These studies can focus on one segment only,

doing something worthwhile, personal satisfaction);

easily generalisable to other forms of volunteering.

Competition was the subject of a later study by Randle et

or compare multiple segments. Numerous examples of a

(2) ‘dedicated’ volunteers (motivated by a wide range

al. (2013) which investigated the non-profit marketplace to

priori segmentation have already been discussed in this

of factors); (3) ‘personally involved’ volunteers (know

A later study further investigated the notion of brand

examine whether a strategy of competition or collaboration

review, such as those focusing on younger people only (for

someone in the organisation); (4) ‘niche’ volunteers (fewer

image by applying a well-known marketing theory (self-

is more effective for recruiting volunteers. Based on a

example, Francis, 2011; Nicol, 2012; Shields, 2009), older

but more specific motivations); (5) ‘personal satisfaction’

congruity theory, Sirgy, 1986) to investigate whether

survey of 1415 Australian residents, the study investigated

people only (for example, Brayley et al., 2014; Bushway et

volunteers; and (6) ‘altruists’ (helping others). Profiling

volunteering organisation preference can be predicted

whether the brand images of different organisations were

al., 2011; Campbell, 2009; Leonard & Onyx, 2009), people

demonstrates that these motivation-based segments are

in a competitive marketplace based on the degree of

perceived by volunteers as being in competition with

who are unemployed (for example, Randle & Rintoul, 2013)

significantly different in terms of their sociodemographic

match between an individual’s self-image and perceived

one another or as complementary. Results reveal that

and people with disabilities (Trembath, Balandin, Stancliffe

characteristics, which is useful for volunteering

organisational image (Randle & Dolnicar, 2011). An online

volunteering organisations are perceived by the market

et al., 2010). Others have compared different segments

organisations aiming to target these segments.

survey of 1415 Australian adults measured participants’

to have different images, and there is no one optimal

such as younger versus older people (for example, Boehm,

strategy for all volunteering organisations. Volunteers for

2009), people from diverse cultural backgrounds (Randle &

organisations with certain brand images (for example,

Dolnicar, 2009a) and people who are employed versus not

the ‘hero’ image) are unlikely to volunteer for more than

employed (Scottish Executive, 2006).

one organisation, so these types of organisations are

2.1.3 Positioning

individual self-image in terms of a battery of personality
attributes, perceptions of eight volunteering organisations
using the same attributes, and preferred volunteering

Market positioning refers to an organisation or offering

organisation. For volunteering organisations with high

occupying a distinctive and desirable place in the minds

levels of awareness and distinct brand images, self-

essentially competing with one another for volunteers.

Other studies have segmented volunteers according to

of the target group relative to competing organisations/

congruity theory held (that is, high similarity was found

Individuals who volunteer for organisations with other

their volunteering behaviour; for example, comparing

offerings (Kotler et al., 2006). A posteriori segmentation

between individuals and their preferred volunteering

brand images (for example, ‘local’ or ‘saviour’ images)

literacy volunteers with other volunteers (Wymer, 2003),

has also been utilised to provide insight into the structure

organisation compared to other organisations). However,

are likely to volunteer for more than one organisation.

comparing low contributors versus high contributors

of the Australian environmental volunteering market

for volunteering organisations with less strong positioning,

These organisations are therefore considered compatible,

(Randle & Dolnicar, 2009b) or comparing characteristics

with respect to volunteering organisation brand image

congruity between self-image and organisation image

which presents opportunities for cooperative marketing

of non-volunteers who express interest in volunteering

positioning, competition and market segments (Randle

was not found to be significant. Findings reinforce the

and recruitment activities. The study is limited to the eight

in future (that is, potential volunteers) with people who

& Dolnicar, 2009c). Key findings of this market structure

importance of volunteering organisations building brand

volunteering organisations included which were selected to

indicate no interest at all (Randle & Dolnicar, 2015; Randle

analysis include that volunteering organisations can have

awareness within the market and developing distinct

represent a range of different organisation types and sizes.

et al., 2014). The limitation of a priori segmentation studies

distinct brand images, but not all people perceive an

brand images, such that potential volunteers can identify

In addition, the brand image attributes used in this study

is that they are based on the researcher’s subjective

organisation to have the same brand image. Preference

what the organisation stands for and assess the extent to

were specifically developed for the Australian context, and

judgement as to the splitting criterion that will effectively

for an organisation depends on which type of image it

which they perceive a match between themselves and

so while the findings are particularly relevant for Australian

discriminate between subgroups.

is perceived to have. Significantly, a large proportion

the organisation.

of the population (32%) had difficulty identifying the

volunteering organisations, their generalisability to other
A more sophisticated approach to identifying

brand images of volunteer organisations, suggesting

The studies outlined above illustrate that, increasingly,

homogeneous segments within the population is

that organisations that can build distinct and strong

marketing concepts such as competition, segmentation

known as a posteriori (Mazanec, 2000) or data-driven

brand images are more likely to achieve a competitive

and positioning (for example, through brand image) are

segmentation (Dolnicar, 2004). This approach utilises

advantage in the market. The type of analysis conducted

being applied in the volunteering sector. The potential

Market segmentation refers to the process by which

statistical techniques to identify the existence of segments

in this study provides organisations with information about

benefits to organisations operating in increasingly

a population is divided into sub-groups which are

which may not have been obvious to researchers prior to

how there are currently perceived by the market, which

competitive environments are also becoming more

homogeneous with respect to their needs, characteristics

conducting the analysis. An example of this type of study

types of brand images are likely to be most preferred

apparent. Some studies conducted at the population

or behaviours, and who might require different products,

is that conducted by Dolnicar and Randle (2007a) as

by potential volunteers and which types of individuals

level can provide volunteering organisations with valuable

services or experiences (Kotler et al., 2006). In the past

previously described, whereby factor analysis was used

are most likely to be interested in volunteering for their

insight into the general structure of the volunteering

decade, segmentation studies have come to be quite

to identify segments of volunteers who are similar in terms

organisation – information which is invaluable in informing

market; for example, segments of individuals who

common in volunteering research; however, this often

of the types of organisations they volunteer for. Dolnicar

an effective marketing strategy. Findings also reinforce the

volunteer for similar type of organisations (Dolnicar &

occurs almost inadvertently, because researchers are

and Randle (2007b) used Australian Bureau of Statistics

competitive nature of the volunteering market and offer

Randle, 2007a) or major market segments that share

interested in understanding one particular group of

data to segment volunteers according to motivations

information about which specific organisations compete

similar motivations for volunteering (Dolnicar & Randle,

volunteers. This type of segmentation is known as a

for volunteering. Using topology representing networks,

with one another in the minds of potential volunteers.

2007b). In some cases, however, the value of this type of

priori (Mazanec, 2000) or commonsense (Dolnicar, 2004)

six psychographic segments were identified that share

A limitation of this type of analysis is that it requires

analysis is very context specific; for example, analysis of a

reasonably large sample sizes to perform the necessary

competitive marketplace may include many competitors in

countries is unknown.
2.1.2 Segmentation
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a metropolitan area, but a limited number of competitors

visible outcomes, include activity-based volunteering and

of volunteering roles likely to appeal to them. Volunteer

Associated with this cost is the opportunity cost of

in regional areas. In these cases, customised research

attempts should be made to demonstrate an interest in

organisations need not only to have good knowledge

engaging in other leisure activities or spending time with

and analysis is required to gain the necessary insight to

the lives of the young people who volunteer.

of the types of volunteer roles they have and which

family and friends. Reducing these costs would involve

types of people are likely to be interested in them, but

creating opportunities for volunteers to achieve these

On the other hand, grey nomads are not time poor

also what their key target segments are and what types

objectives while volunteering. For example, parents

per se, but are time poor in each location they visit.

of roles appeal to them. Once a good match has been

concerned about spending time with their families and

Therefore, short-term volunteer activities that help the

identified between the available volunteers and available

children could be targeted for participation in family-

local community and enable them to use their skills are

roles, managers can consider how to communicate this

friendly volunteering activities (such as Clean Up Australia

appealing to this group (Leonard & Onyx, 2009). Other

potential match to the target group effectively.

Day), in which the volunteering can be performed

develop specifically tailored marketing strategies that are
appropriate in each context.

2.2 The marketing mix
The development of social marketing strategies requires
consideration of the four Ps of marketing: product, price,
place and promotion – also known as the ‘marketing
mix’. To identify the extent to which each of these

research of female grey nomads found they volunteer
at large-scale cultural events because they are looking

2.2.2 Price

while also spending time with family. Similarly, young
people who see a cost of spending time with their peer
group could be targeted for volunteering roles that

for roles that enable them to socialise, gain a feeling of
security associated with being part of a group and gain

In social marketing, price is the cost associated with

include others of a similar age, either by encouraging

privileges associated with being an ‘insider’ at events

performing a desired behaviour (Lee & Kotler, 2016). In

groups of friends to get involved together (for example,

literature to illuminate the current knowledge base.

(Campbell, 2009).

the context of volunteering, this can include the time cost

outdoor or recreational roles), or encouraging people

of volunteering, the opportunity cost in terms of the other

to come along and meet new people their own age (for

2.2.1 Product

Other examples have been given of groups that prefer

activities that could be performed instead of volunteering

example, common interest groups such as surf clubs

different and specific types of volunteer experiences.

(for example, other leisure activities, time with family/

or church groups). This is reinforced by Francis (2011),

In social marketing, the ‘product’ can have multiple

‘Episodic’ volunteers are attracted to roles that are flexible

friends or paid work), the physical, psychological or

who recommends that marketing to young people

and not too demanding and do not impede on their

emotional cost of performing certain types of volunteer

should emphasise volunteering as a social activity to be

lifestyle (Holmes, 2014); whereas research suggests that

roles, or actual monetary costs of involvement (for

performed with friends.

people who are unemployed and people with disabilities

example, transport costs). Particularly relevant to this

may be interested in roles that develop skills and create

aspect of a social marketing strategy is having an

For other groups, financial costs are a barrier, particularly

pathways to paid employment (Randle & Rintoul, 2013).

understanding of the barriers that prevent people from

for young people who are more likely to be students

Differences have also been reported between people

volunteering and implementing strategies that effectively

or older people who are more likely to be retired from

from different cultural backgrounds in terms of what they

overcome these barriers.

paid employment (Leonard & Onyx, 2009). Reducing

areas has been the subject of research in the context of
volunteering, the following sections summarise recent

components (Lee & Kotler, 2016), which for volunteering
may include the nature of the volunteering experience
being offered and the benefits associated with
volunteering. The research reviewed highlights the fact
that different segments of the population volunteer for
different reasons, and that, depending on their personal
and social circumstances, they want different volunteering
experiences. Traditionally, volunteer organisations had a

the costs associated with volunteering for these groups

are looking for in a volunteering experience (Grönlund et
al., 2011; Randle & Dolnicar, 2009a), which suggests that

One of the most consistently identified barriers to

involves understanding the financial costs associated with

roles could be customised to cater for different cultural

participation in volunteering activities is the time cost.

different volunteering roles and compensating volunteers

groups.

For others, time is not a barrier because they are not

accordingly. This could be in the form of financial

time poor. For these people, volunteering can form an

reimbursement or providing other supports which reduce

Following their review of available literature, Smith

important part of their social life, and so they may prefer

costs incurred the individual (for example, offering free

and Cordery (2010) also recognise that offering high

to have regular involvement and a more significant

transport).

range of roles offered.

quality volunteer experiences necessarily involves good

contribution of time.

For example, the research reviewed reveals that younger

level. They suggest that this includes having effective

However, for many of the groups, including young people

processes for recruitment and screening, providing

and people who are employed full time, time is a key

In social marketing, ‘place’ refers to where and when the

orientation and training programs for volunteers, actively

barrier because of a perception that all volunteering

target audience will perform the desired behaviour (Lee

communicating with volunteers, having formalised policies

activities have a significant time cost associated with

& Kotler, 2016), which, in the context of volunteering,

and procedures, processes for risk management and

them. To reduce this barrier, groups for which time is

includes gaining information about, and access to,

recognition of volunteers.

a high cost need to be informed about volunteering

appropriate volunteering opportunities. The notion

opportunities that require less time; for example, episodic

of place refers to whether individuals can easily find

The research that has been conducted in relation to

volunteering opportunities, volunteering that can be done

opportunities to volunteer once they have made the

the ‘product’ of volunteering highlights the differences

from home and/or in a flexible timeframe, or activities

decision to do so, or if there are barriers that make it more

between segments of the population in terms of the types

requiring only a small amount of time on a regular basis.

difficult to find these opportunities.

‘one size fits all’ mentality towards volunteers, whereby
set roles required volunteers and individuals were sought
to fill them. More recently, volunteer organisation have
come to recognise the value of effectively matching
volunteer needs with the roles available, and so have
developed a more flexible attitude towards the types and

people are particular motivated to volunteer in roles that
will enhance their job opportunities and carer prospects
(for example, Grönlund et al., 2011) and that allow them to
socialise with their friends (Francis, 2011). They are also
interested in roles that are not too time consuming, and
that do not incur high financial costs or take time away
from paid employment (Nicol, 2012). Nicol (2012) suggests
that volunteering opportunities designed for young people
should offer flexibility around their other priorities, provide

volunteer management practices at the organisational

2.2.3 Place
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Focus groups conducted with adults in the UK by Gaskin

dispelling these misconceptions and increase volunteers.

advertisements when they include messages that match

which acknowledges that the image of volunteering

(2003) reveal that many potential volunteers feel impeded

In their systematic review, Smith and Cordery (2010)

their personal motivations for volunteering, as compared

included some negative aspects, such as the perception

by the lack of information and clear access points to

identify several methods that have proven effective in

to advertisements with messages that do not match

that volunteers are overworked (Gaskin, 2003). However,

lead to fulfilling volunteering roles. This suggests a need

increasing information about, and access to, volunteering

their motivations (Clary et al., 1994). The objective is to

Gaskin also emphasises the value of including younger

to provide a central point of contact for volunteering

opportunities. These include community education

communicate messages so they are meaningful to the

people in promotions to present a more modernised

information and opportunities as they arise; however, it is

programs designed to build awareness about where to

target audience and motivate them to take action.

brand image of volunteering, as well as a variety of types

unclear what form this kind of central contact point should

get information and a sense of what is involved, and the

take in order to maximise effectiveness. For example, the

use of intermediary organisations, such as local volunteer

The extent to which people are open to calls to action

idea of a ‘volunteer bureau’ was not popular among focus

centres, which can act as a central source of information

about volunteering depends somewhat on their underlying

Other researchers have focused on optimal messages

group participants, because it sounded overly formal

about opportunities.

beliefs about the notion of volunteering and the extent

for targeting specific segments of the population,

to which they perceive it positively (Gaskin, 2003). With

such as young people. For example, Clary et al. (1994)

and old-fashioned. Gaskin recommends that marketing

of people in communications to promote inclusion.

approaches should be supported with multiple and visible

Related to the issue of access is the response potential

growing recognition of the importance of brand image

conducted experimental research using a sample

access points for those wanting to volunteer, which

volunteers receive once they express interest in

and the power of brands in communicating values and

of 82 college students in the US, who viewed and

should be both tangible (for example, a community centre)

volunteering. A recent report by Volunteering Australia

meaning in the non-profit sector, research attention has

evaluated several different (hypothetical) volunteering

and online. Young people were particularly interested in

(2016) highlights the fact that volunteer organisations do

turned to the issue of the image of volunteering as a

campaign advertisements. Participants were shown

accessing this type of information online through

not respond quickly enough to enquiries about volunteer

generic concept. For example, Hankinson and Rochester

four volunteering marketing messages (full-page print

the internet.

opportunities or offers to volunteer. Given that Australian

(2005) examined image perceptions of volunteering in

advertisements) which varied according to two factors:

social commentators have identified the need to be taken

general with a view to determining how volunteering

strategy of argument (messaging focused on reasons to

Not knowing what volunteering opportunities are available

seriously as the number one desire that drives human

could be branded. Interviews were conducted with

volunteer versus countering barriers to volunteering) and

is a sentiment echoed in numerous subsequent studies.

behaviour (Mackay, 2013), it is perhaps not surprising

nine senior managers of volunteering organisations and

nature of reasons to volunteer (focus on abstract versus

For example, a study by Hutin (2008) found that 56 per

that if people offer to donate their time they become

volunteers from four different organisations in the UK.

concrete reasons to volunteer). The text included in

cent of young people felt they had a lack of information

disappointed if their offer is not taken seriously by at

Hankinson and Rochester (2005) identified three features

these full-page advertisements is presented in Appendix

and knowledge regarding volunteering, and did not know

least receiving a prompt response from the organisation

of volunteering as a generic concept: (1) a social purpose;

B. An interaction between the strategy of the argument

how to find out about volunteer opportunities. This finding

(Volunteering Australia, 2016).

(2) providing benefits to the volunteer; and (3) nature of

and reasons for volunteering was observed. When the

the activity (including range of opportunities and flexibility

argument was focused on reasons to volunteer (rather

of engagement). More specifically, the positive aspects

than countering reasons to not volunteer), concrete

of this generic concept were identified as helping others,

messages (for example, meeting friends, learning new

is reinforced by Hill et al. (2009), who found that a key
barrier to involvement in volunteering for young people

2.2.4 Promotion

was a lack of knowledge about how to get involved, and
that greater provision of information about volunteering

‘Promotion’ is defined as persuasive communications

shaping communities that benefit everyone, acquiring new

things) were favoured by participants. When a ‘countering’

targeted at young people is necessary to tap into this

implemented in a way that prompt the target audience

skills, giving time freely/out of choice, working flexibly,

argument was made, abstract messages (for example,

market. Nicol (2012) recommends that volunteering

to take action (Lee & Kotler, 2016). In the context of

meeting new people and having a diverse range of

civic duty, helping people) were preferred. While concrete

organisations should be open to looking at new ways of

volunteering, promotion refers to the way in which

opportunities available. Negative aspects included being

reasons for volunteering were judged as more effective

communicating and engaging with young people, which

volunteering (in general) and available volunteering

low status and volunteers being perceived as

for recruiting volunteers, abstract reasons were thought to

includes utilising technology and harnessing the power of

opportunities (more specifically) are communicated to the

‘do-gooders’.

be more effective for retaining existing volunteers. Thus,

social media. This issue has also been identified in studies

general population and/or specific target audiences. Within

involving older people, who cite a lack of information

this, numerous decisions have to be made, including the

Recommendations include that the national volunteering

benefits are highlighted may improve recruitment

about volunteering opportunities as a reason for not

type of message to communicate, how to communicate it

body (Volunteering England) take responsibility for leading

of (young) volunteers.

becoming involved (Bushway et al., 2011).

and which communication channels to use.

the overall brand development strategy based on the key

In another UK study conducted by Smith and Gay

Messaging

(2005), older volunteers suggested that many people

framing messages so that tangible reasons and

messages identified, that different types of volunteering be

This research is notable because it is one of the few

developed as sub-brands, the brand development process

to test different volunteering advertising messages

be inclusive of all key stakeholders, a visual identity

experimentally; however, the age of the study (22 years)

were unaware of how rewarding volunteering can be,

Generally, the messages communicated regarding a

be developed to reflect the brand appropriately, staff

should be considered when interpreting results in the

and that they had encountered the ‘why do something

volunteer offering should align with the key motivations

training and communication programs be implemented

context of contemporary Australian society. In addition,

for nothing’ argument from friends and/or family (see

and benefits of potential volunteers, as identified through

to ensure clear and consistent delivery of the brand, and

the university student sample means that the extent to

1.1.2). Participants suggested that increasing awareness

market analysis. Previous research has demonstrated

consideration given to the inclusion of celebrity champions

which results can be generalised to the population as a

of how rewarding volunteering can be would go towards

that people have more positive reactions to volunteering

for the volunteering brand (Hankinson & Rochester, 2005).

whole is unclear.

This reinforces some of the earlier work of Gaskin (2003),
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Based on findings from a quantitative study of university

cultural groups, promotional messages can be tailored

reduced willingness to volunteer. Results also show

The use of celebrities to increase the appeal of particular

students, Shields (2009) suggests that effective

to address their specific motivations and barriers in a

some gender specific differences to the advertisements,

volunteering opportunities has also been recommended

advertising for young adults includes messages related

way that is culturally appropriate, and which improves

with Experiment 1 showing that changes to self-efficacy

to boost the profile of volunteering among young people.

to both altruism and personal development. She provides

the effectiveness of marketing efforts (Randle & Dolnicar,

messaging had no impact on women’s willingness to

However, evidence for the effectiveness of this celebrity

evidence that the young adult market is multidimensional,

2009a; Randle & Dolnicar, 2012).

volunteer, but the low self-efficacy condition significantly

endorsements has not yet been provided (Hill et al., 2009).

and thus requires a variety of different appeals in order
to increase persuasive power. Applying Callow’s (2004)

Creative strategy

theoretical model of motivations for volunteering, Shields

decreased men’s willingness to volunteer. Results from
Experiment 2 indicated that differences in the level of

Nyahunzvi (2013) provides an analysis of the creative

advertisement-induced arousal had less effect on women

strategies used by ten Zimbabwean websites that provide

(2009) shows that the humanitarian/social model of

Once the key message has been chosen, the appropriate

that it did on men, with significant decreases in men’s

a profile of volunteer organisations and volunteer tourism

message appeal is translatable to young people. Further,

creative strategy must also be determined. A limited

willingness to volunteer when arousal levels were low.

experiences. Organisation and ‘voluntourists’ narratives

low humanitarian, low social messaging (personal

number of studies have focused on this issue and these

These findings highlight differences in how volunteering

on the websites were examined with content analysis

development, for example, ‘having the opportunity

are summarised in this section. Lindenmeier (2008) tested

advertisements are perceived by male and female

used to describe and identify patterns. Voluntourism was

to enhance my personal and professional skills by

the creative design of print advertisements to assess the

viewers and the impact this has on stated willingness

presented as benefiting volunteers themselves, poor

volunteering at a non-profit organisation’) and high

roles of self-efficacy, advertisement-induced emotional

to volunteer. They suggests that males need to feel that

communities, the environment and wildlife. Hyperboles,

humanitarian, high social messaging (social skill, for

arousal, perceived time cost of volunteering and message

through volunteering they will be able to make a tangible

emotive, romantic and attention grabbing language

example, ‘having the opportunity to interact with staff and

framing on willingness to volunteer. Two 2 × 2 factorial

difference, and that the message need to convey a sense

were used to market volunteer experiences. Phrases

befriend other volunteers’) were the most popular among

experiments were conducted with a total of 262 university

of urgency.

such as ‘make a real difference in just two weeks’ and

young people. This indicates that segmentation of older

students in south-western Germany. The conditions

and younger people using this framework may help inform

manipulated in the advertisements included:

targeted communications, and that egoistic messages

‘fall in love with all Zimbabwe has to offer’ were utilised.
Key recommendations suggested by the author include

Testimonials were used by some organisations to entice

that self-efficacy should not be emphasised in conjunction

potential volunteers and were thought be a useful and

tended to be more popular among college students than

Experiment 1

with positive (gain) frames; however, self-efficacy can

cost-effective tool particularly in challenging stereotypical

altruistic ones.

•

Self-efficacy: ability to help one child (low) versus five

effectively be emphasised in conjunction with negative

views of the destinations. Two websites offered a

children (high)

(loss) frames. Further recommendations relate to whether

multilingual website to attract international voluntourists.

Message framing: by volunteering children will learn

campaigns are targeted at males or females, including

The limitations of this study include the small sample size,

of promoting volunteering within the community. UK

to read (positive) versus by not volunteering children

that messages targeting men should include high levels of

the focus on voluntourists exclusively and the inability to

research conducted by Smith and Gay (2005) examined

will not learn to read (negative)

advertisement-induced arousal because of the impact this

determine the effect of the marketing strategies on future

has on lowering the perceived time costs of volunteering.

volunteering behaviours. Examples of similar kinds of

Older volunteers have also acknowledged the importance

•

detailed case studies of 11 organisations that engage
older volunteers, and conducted interviews with 21

Experiment 2

Conversely, print advertisements are suggested to

messages taken from voluntourism websites are included

volunteers drawn from the case study organisations

•

Advertisement-induced arousal: stylised person

have less impact on female audiences, and that other

as part of Appendix A.

and 12 national stakeholders with an interest in older

reading together with a neutral slogan ‘Better reading,

mechanisms such as informative communications

volunteering. Older people reported a perceived image

better writing’ (low arousal) versus crying children

strategies may be more effective in reaching this group.

Communication channels

problem with volunteering, and argued that it should be

together with an emotional slogan ‘Illiteracy equals

promoted more actively through advertising and public

poverty!’ (high arousal)

The dependent variable in this study was self-reported

Once key messages and creative strategies have

Time cost of volunteering: 1 hour per week (low)

willingness to volunteer (intention); however, questions

been determined, the most effective channels for

versus 3 hours per week (high).

have been raised regarding the correlation between

communicating the message to target groups must be

intention and actual behaviour, with meta-analysis

decided. On the basis of literature synthesis and focus

Key findings from Experiment 1 include that for low

showing medium-to-large changes in intention leading

group data, Gaskin (2003) identifies that one of the

Minority cultural groups may also benefit from different

self-efficacy conditions, positively framed messages

to only small-to-medium changes in behaviour (Webb

most important channels of recruiting volunteers was

types of promotional messages. Machin’s (2005) review

increased willingness to volunteer, whereas for high self-

& Sheeran, 2006). The author notes that the particular

through word of mouth, particularly for older volunteers.

of the literature suggests that promotions should be

efficacy conditions, positive framing actually reduced

voluntary task that is the focus of this study (coaching of

This finding has been repeatedly reinforced by others,

specifically targeted towards minority cultural groups,

willingness to volunteer. Key findings from Experiment

children) may be subject to gender-specific effects, with

including Hill et al. (2009), who found word of mouth as a

and care should be taken to ensure language is culturally

2 included that for the high arousal condition the time

this type of role being more preferred by females. This is

powerful tool for recruiting younger volunteers, because

appropriate and not alienating. This notion has since been

commitment required had no impact on students’

supported by other research which shows that women are

they tended to prefer face-to-face methods of recruitment.

supported by Australian research, which suggests that

intention to volunteer (which was relatively high); however,

more likely than men to prefer roles that involve helping

For this reason, peer advocacy programs were

by understanding the volunteering motivations of specific

when arousal was low, high time commitment significantly

other people (Dunn et al., 2016).

recommended to improve the image of volunteering and

relations campaigns, focusing on volunteering being an
enjoyable activity and emphasising the quality of the

•

challenges and jobs available.

engage young people with the ideals of volunteering and
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the volunteer organisations themselves. These findings

an impact on recruitment of volunteers; however, this

were recently reinforced by a Volunteering Australia

impact is outweighed by other methods of recruitment,

report (2016) which supported word of mouth

particularly word of mouth. Machin (2005) recommends

as the most effective recruitment strategy across all

that volunteering opportunities should be marketed on the

age groups.

radio and television, citing research to suggest that young

Smith and Gay (2005) also highlight word of mouth

•

using direct approaches; for example, personally

effectively to gain insight in to the volunteering marketplace

inviting someone to volunteer

and volunteering behaviour. However, it is also evident

using word of mouth by ‘like-minded people’ as a

(particularly in the case of the marketing mix) that the results

communication modality

of these studies, which collectively provide significant

use of traditional advertising, but taking care to target

insight to inform sophisticated marketing strategies, often

people may be more receptive to campaigns utilising

messages appropriately taking into consideration the

do so inadvertently, rather than being deliberately designed

these communication channels.

type of the organisation, and age and other relevant

with the aim of doing so. That is, they mostly approach the

sociodemographic characteristics of the target group

research from a non-profit or social perspective and seek

communicating through channels connected to

to understand volunteering behaviour in a generic sense,

existing membership bases within the organisation

rather than systematically designing studies that apply

in the case of sporting organisations, directly targeting

marketing and consumer behaviour theory with a view to

•
•

as one of the most effective means of engaging older
volunteers. Managers of older volunteer programs also

Roker and Eden (2002) produced results indicating

reported building relationships with local media who were

that poster and pamphlets were effective with young

sympathetic to their cause, and would run human stories

people who are ‘proactive’ in seeking information about

to appeal for volunteers. Other communication channels

volunteering. They conducted a longitudinal (one-year)

those who are already active participants in that sport

developing more holistic and effective strategic marketing

reported as effective for older volunteers included placing

study of 74 young people (aged 12 to 27 years) in the

or event.

campaigns. Future marketing-related studies could take

advertisements in newsletters and communications

UK and measured their involvement in social action

which are periodically sent out by employers in large

groups. Results indicate that most young people found

The studies reviewed in this section provide evidence

provide more comprehensive insight to inform future social

distributions (for example, local hospitals or authorities).

out about getting involved in the groups via posters,

for the fact that marketing concepts are being applied

marketing initiatives.

Volunteer managers agreed that targeted recruitment

advertisements and flyers. The authors recommend

strategies tended to receive a much better response than

that, for particular types of volunteer opportunities such

broad-brush, community-wide approaches.

as social action groups, there may be benefits to using
posters and flyers as communication channels. Contrarily,

Participants in the Gaskin (2003) study also recognised

following a summative review of research, Hill et al. (2009)

the value of advertisements in reminding them about the

conclude that posters and pamphlets are limited in their

importance of continuing to volunteer. Recommendations

effectiveness for recruiting younger volunteers, with only

included using innovative communications approaches

13 per cent of young people accessing volunteering

(for example, combining leaflets, posters and other

information via this mechanism. While perhaps not highly

advertising materials with outreach visits, talks and

effective in their own right, Hill et al. (2009) argue that

presence at public events and so on). Further, were:

posters and pamphlets may still be effective as part of

active promotion of volunteering databases or websites

a wider marketing strategy, particularly if they are well

(or development of these); promotion of volunteering

targeted. These forms of traditional advertising have

opportunities in schools, workplaces and retirement

been argued as being useful for raising awareness of

homes; and encouraging current volunteers to act as

opportunities, and supporting other contact modalities, like

champions for volunteering by ‘spreading the word’

word of mouth and educational networks (Hill et al., 2009).

among their family and friends. Although Gaskin’s
research included participants who were all volunteers

Schools and universities were also cited as a valuable

themselves and so the views of non-volunteers were not

avenue for recruitment, because development of a culture

represented, findings do highlight the fact that current

of volunteering within these institutions was expected

volunteers also notice promotional efforts and these keep

to foster greater commitment to these ideals in later life.

their own volunteering commitments top of mind.

In particular, encouraging and supporting volunteering
efforts, rather than mandating them, was thought to

In a comprehensive review of media and volunteering,

increase future volunteering (Hill et al., 2009).

Machin (2005) argues that the power of the media
to influence volunteering has not been sufficiently

Following their literature review, Smith and Cordery

researched, but may be harnessed to improve the

(2010) provide several recommendations regarding use

image of volunteering. She notes previous research

of communications channels for volunteer marketing

suggesting that traditional media advertising does have

communications, including:

•
•

such an approach during the design of the research to

Managers of older volunteer programs also reported building
relationships with local media who were sympathetic to their cause,
and would run human stories to appeal for volunteers.
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No marketing campaigns could be identified addressing

information on volunteering. Once prompted, awareness

retention of volunteers. It is possible, however, that

of volunteer centres rose to 18 per cent; however, the

effective recruitment marketing messages serve the

authors concluded that the campaign was not effective in

dual function of recruiting new volunteers as well as

increasing awareness of the centres.

encouraging experienced volunteers to continue their
work, and recognise the value and impact of it. In this

Overall, this evaluation found moderate to low

way, effective marketing may increase retention rates. This

effectiveness of a national print and radio campaign;

possibility remains an important topic for future research.

however, importantly, no pre-testing of the target
demographic was conducted, so significant effects in

3.1 Evidence for effectiveness

terms of potential changes in awareness or attitudes
resulting from the campaign could not be measured.

Volunteer Scotland 2006 (Scotland)
The Scottish Executive (2006) provides a formal
evaluation of a national social marketing campaign aimed
at increasing awareness of volunteering in Scotland,
including the associated benefits and how to get involved.
The campaign targeted people aged over 25 years in
lower socioeconomic groups (ranging from skilled working
class to non-working). It included advertisements on
national radio stations as well as print advertisements
in selected regional and national newspapers, and ran
for three weeks in January 2006. The advertisements
were aimed at promoting awareness of local volunteer
centres as a central point of contact for all volunteering
information, and an example of the print advertising is

the month following the campaign). Results suggested

are described and discussed in the following section. Where available, examples of materials from these
campaigns are provided in Appendix B.

(six campaigns) is included below, and campaign materials
that could be sourced online is included in Appendix B.
While the evaluation and message components of these
campaigns may not have always been reported, they still
hold relevance for future marketing campaigns aimed at
recruiting and retaining volunteers.
Year of the Volunteer (UK)
The Year of the Volunteer media campaign ran between

by 24,500 people. The campaign involved television,

by conducting 498 in-home interviews (conducted in

campaigns aimed at recruitment of volunteers were identified in this review. Those that were identified

A brief description of the evaluated national campaigns

The evaluation aimed to measure awareness (prompted

aged over 25 years in lower socioeconomic groups)

variety of organisations across the volunteering sector, very few that systematically evaluated marketing

and local campaigns, conducted between 2000 and 2005.

January and June 2005, and at that point had increased

toward volunteering among the target group (adults

While marketing campaigns aimed at increasing the number of volunteers have been undertaken by a

campaigns targeting volunteers. Most were UK national

included in Appendix A.

and unprompted) of the campaign and general attitudes

3. The effectiveness of social marketing campaigns aiming
to recruit volunteers

Machin (2005) provides details of 11 local and national

that the advertising was ‘relatively effective’ in reaching
the target group, with seven per cent demonstrating
spontaneous awareness of the advertising and rates rising
to 19 per cent when prompted. While awareness of the
campaign was modest, recall of key campaign messages
was poor. Approximately half of the seven per cent of
participants who could spontaneously recall the campaign
could also recall core messages, and over one-third of this
group could not recall any messages. Only three per cent
of participants showed spontaneous awareness of local
volunteer centres as sources of information, and over half
of all participants reported not knowing where to go for

registrations to national volunteer organisation ‘TimeBank’
radio, national and local newspaper, magazine and
bus advertisements, and was found to be particularly
successful in reaching young people (60% of all
registrations were from people aged under 35 years)
and black and ethnic minority communities (21% of
registrations). Because this evaluation research remains
unpublished, and advertising materials are not available
online, further details about reasons for efficacy of the
marketing campaign cannot be ascertained.
Volunteers Week (UK)
Volunteers week was a national initiative running for a
week in June in both 2004 and 2005. Promotion and
news coverage were fundamental to raising awareness
of the work of volunteers and increasing the profile of
volunteering more generally. In 2004, young people were
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specifically targeted, and celebrity endorsement was

While material from the 2005 iteration of this campaign

and radio advertisements were all used to promote the

which was thought to be attributable to support from

utilised as part of the campaign. Within this one week

could not be located online, examples of campaign

day. It was estimated that in 2004 the Community Service

local coalitions. Evaluations identified that audiences

period, TimeBank reported over 2000 registrations in

materials that relate to the UK Special Constables

Volunteers (CSV) Make a Difference Day campaign

found the campaign to be dictatorial, and this is likely

both 2004 and 2005 (much higher than an average week),

program are included in Appendix B. In 2005, the

resulted in 90,000 people volunteering on the day, and

to have reduced motivation to comply. For this reason,

with minority groups and young people again receiving

campaign was intentionally targeted at young adults,

through extensive media coverage (estimated to be

it was recommended that campaigns focus on being

greater representation – 40 per cent of newly registered

and this demographic was found to be particularly

valued at £2 million) reached an audience of around

motivational and positive in nature (Machin, 2005).

people were under 35 years, 6.5 per cent were from

responsive, with approximately 80 per cent of those

187 million people. As these data were obtained from a

black and ethnic minority communities and seven per

calling the recruitment line aged 18 to 34. Almost 20 per

Community Service Volunteers internal report, comment

Yörük (2012) evaluated the Give Five campaign using

cent of newly registered people had a disability. Modes

cent of callers were from culturally diverse populations,

regarding the rigour of the evaluation cannot be made.

household surveys from 1988 to 1996. These surveys

of communicating the message included television (short

particularly Indian and Pakistani backgrounds, which

However, based on the available information, the

included questions about volunteering and were delivered

films about volunteering shown on the news and specific

were other target groups for the campaign. Images from

campaign appears to have been successful in recruiting a

face to face, twice per year across the US with a total of

channels), radio, national and local newspapers and a

this campaign (see Appendix B) clearly illustrate and

large number of UK participants in an episodic volunteer

8851 households taking part. Analysis of this nationally

website (Machin, 2005). Thus, this campaign appeared to

emphasise diversity. The image included in Appendix B

capacity (Machin, 2005).

representative data set indicates that overall, the Give Five

be effective in increasing volunteer registrations, particular

also appeals to self-enhancement with the tagline ‘We’re

for young people. Importantly, celebrity endorsement was

looking for someone special’.

International Year of the Volunteer (Brazil)

utilised and appeared to be effective; but again, more

campaign was not associated with significant increases in
charitable giving patterns. However, participants who had
heard about the campaign showed a slight increase in the

detailed data is not available, so isolation of the particular

The 2004 version of the campaign was evaluated by

This national campaign was rolled out between January

amount of time they volunteered per week, volunteering

factors relating the efficacy is not possible.

the Home Office, which found that 83 per cent of the

and October 2001 in Brazil, and aimed to increase

approximately 20 minutes more on average than those

sample (total n = 791) recalled seeing the campaign when

awareness and involvement in volunteering. It included

who had not seen the campaign. This was thought to

shown an advertisement (prompted recall). Television

extensive coverage of numerous media channels,

equate to a 20 per cent improvement in volunteering

advertisements were most commonly recalled (by 70% of

including television, radio and newspaper advertisements,

among those who were exposed to the campaign.

Potential volunteers for the Home Office’s ‘Special

respondents); radio advertisements were recognised by

and more innovative methods, such as incorporating

While this trend seemed promising, Yörük (2012) notes

Constables’ program were targeted in a social marketing

40 per cent of participants; press advertisements having

volunteering storylines into soap operas (also known as

problems with comparing this and other volunteering

campaign in England and Wales between February

slightly lower levels of penetration (36%); and internet

‘product placement’ in marketing). Evaluations suggest

campaigns, including the lack of evaluation studies and

and March 2005. A range of media channels was

methods had the least recognition (Machin, 2005).

that television played a large part in the success of the

the lack of data collected during the campaign period.

Special Constables (England and Wales)

initiative, with the focus on volunteering in storylines

used, including television, radio and national and local
newspapers. The campaign had multiple aims, including

This campaign appears to be successful in motivating

of television shows, interviews about volunteering with

Overall, Machin (2005) concludes that media campaigns

to increase awareness of special constables, increase

young and ethnic minority groups to take action towards

celebrities and testimonies of volunteers thought to have

can indeed be effective in prompting people to take

the number of applications received, increase respect

volunteering for this cause. Interestingly for these groups,

contributed to this. The evaluation estimated that around

action toward becoming a volunteer (for example,

for constables and raise awareness of the Year of the

television was the most effective medium in increasing

30,000 people called the volunteering line to express

the Special Constables campaign), and that targeted

Volunteer (described above). The number of calls to

awareness of the volunteering opportunity, while the internet

interest in volunteering as a result of the campaign;

campaigns utilising mass marketing such as television as

the recruitment line and number of people requesting

was the least effective (Machin, 2005). It is possible that

however, other metrics related to campaign success were

a communication channel is likely to be most effective in

application forms were used as outcome measures.

these 2003–05 results may differ from any obtained in the

not available (Machin, 2005).

raising awareness and recruitment.

Data indicate that calls to the phone line almost doubled

present day, where the internet and social media are used

(from 355 on average per week prior to the campaign

far more commonly for marketing purposes. However, these

Give Five (US)

Program for Marketing Volunteering (Israel)

to 616 during the campaign), as well as a significant

results speak to the power of mass media such as television

increase in requests for application packs (from 145

in effectively raising awareness of volunteering opportunities

The Give Five campaign was a comprehensive media

One evaluation study conducted in Israel reported

requests per week pre-campaign to 395 during the

and prompting people to take action.

and advertising campaign (billboards, television, radio,

significant increases in volunteer numbers as a result of

press) launched across the US in the late 1980s. It utilised

their social marketing campaign. Boehm (2009) initially

‘goals’ based advertising and asked the US population

conducted focus groups (discussed in Section 1.3 of

to donate five per cent of their income to worthy causes

this document) to assess potential market segments

campaign). Although the number of special constables
actually recruited was not reported, visits to the Year

Make a Difference Day (UK)

of the Volunteer website increased threefold during the
campaign. Evaluation reports indicated that the television

The 2004 version of this campaign (which began in

and five hours per week to volunteering. National surveys

and used these to inform the multi-channel marketing

advertising component of the campaign was the most

1994) aimed to increase awareness of and interest in

did not find a significant increase in volunteering activity

campaign. The campaign aimed to increase volunteering

influential factor, because it continued to have an effect

volunteering and attract more new volunteers. Again,

following the campaign; however, some local areas

across several diverse domains (for example, educational

after the radio and print advertisements had ceased.

television, local and national newspaper advertisements,

experienced an increase in volunteering (for example, in

projects, medical volunteering, community work for the

San Francisco volunteering activity increased by 12%),

environment, repairs and renovations, assistance to
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people with disabilities and so on). An additional aim was

•

to raise the profile of volunteering by creating a positive
brand image. The 15-month campaign included traditional

•

positive appeals, including emotional appeals (for

used alongside personal modes of communication (for

Traditional media, such as local television and radio

example, ‘love thy neighbour as thyself’)

example, use of ambassadors).

advertisements, were utilised, as were more targeted media

provision of information to increase knowledge and

Baltimore Experience Corps Trial (US)

channels, such as church bulletins, community outreach

advertising components (newspapers, radio and direct

awareness of volunteering (for example, ‘the meeting

mailouts), as well as personal communication with

points are… at…’; ‘the volunteering campaign has

volunteer ‘ambassadors’, public relations (for example,

begun’)

US research by Tan et al. (2010) examined a social

week, which limited volunteers to individuals who had

calls to actions (for example, ‘don’t stay on the

marketing intervention aimed at recruiting older adult

this amount of time available. All participants were aged

sidelines, start volunteering today’)

volunteers to deliver a school-based program designed to

60 years or older, and a five-step recruitment process

do’s and don’ts (for example, ‘lend a hand to the

increase healthy behaviours of children. Instead of relying

(beginning at initial contact) was implemented. Analyses

elderly’)

on appeals based on the health benefits of volunteering

reveal that 63 per cent of those who made initial contact

customised message length, with shorter messages

for older adults (for example, increases in physical

(n = 368) were motivated by altruism (‘helping others’) and

altruism and benefits. This resulted in three different

deemed more appropriate for radio and longer

activity), this campaign appealed to ‘generativity’ – the

71 per cent felt it was a ‘worthwhile cause’ or part of their

positions for advertising which may potentially be used to

messages used in print media and as part of the

notion that one can make a difference by helping the next

‘civic duty’ to help. Approximately one-third of respondents

target different people for different volunteer roles:

personal communication component of the campaign.

generation. In addition to testing messages based on the

reported more egoistic motivations (‘it’s good for me’),

idea of generativity, this research examined motivations

so in this case, it seems that appeals to generativity were

a volunteer march to increase visibility: journalists were

•

contacted and used to promote events) and using
incentives (for example, young volunteers received

•

discounts/vouchers for local cafés or businesses).
Messages were developed along two motivational lines:

•

1. Focusing strongly on benefits, but including a

talks and word of mouth. The program was relatively time
intensive, requiring 15 hours of volunteer activities per

message appealing to altruism – hypothesised to

The evaluation of this campaign indicates that it was

for volunteering among those who were successfully

somewhat successful in attracting a cohort of people with

be effective among those who are in initial stages

highly successful in recruiting new volunteers, with

recruited. Of 368 eligible older adults who enquired about

altruistic motives. Those who were recruited cited word of

of being convinced about volunteering, and for

numbers increasing 61 per cent across all volunteer roles/

becoming volunteers, a total of 155 were successfully

mouth most frequently as the source of information about

organisations which have some sort of prestige or

sectors in the local area covered by the campaign. Some

recruited in the first year of the four-year project. It was

the volunteering opportunity, with radio advertisements

status attached.

sectors particularly benefited from the campaign, with a

thought that the focus on generativity would be effective

the second most influential. While this research indicates

100 per cent increase in volunteers serving food to people

in attracting ‘natural helpers’, or people to whom others

positive results obtained from a social marketing campaign

regarding benefit – hypothesised to be especially

experiencing disadvantage, an 84 per cent increase in

naturally turn for assistance and support. Communication

to recruit volunteers, it was only in preliminary stages at

effective for organisations wanting to recruit volunteers

volunteers assisting the elderly and 89 per cent increase

messages around generativity were selected with the

the time of reporting, and so had not yet undergone more

to work with people who are sick or have disabilities.

in volunteering to support people with disabilities. The

primary promotional messages, including: ‘Share your

stringent outcome evaluation.

authors attribute the success of the campaign to:

wisdom’ and ‘Do you want to make a difference?’.

messages – hypothesised to be broadly applicable

•

differentiation of messaging for different target groups

Campaign images featured older adults undertaking

to many types of people, and thought to strengthen

•

a focus on attitude change first (followed by calls for

intergenerational activities in schools.

2. Focusing strongly on altruism with lower level messages

3. Focusing strongly on both altruism and benefit

persistence (possibly encouraging retention of

action), particularly among people who are resistant to

people who already volunteer). Because altruism

the ideals of volunteering

messages were viewed as a type of benefit, it seemed

•

positioning volunteering as a worthwhile and

appropriate to combine, rather than separate, these

rewarding activity (while not ‘cluttering’ the message

two dimensions.

with too many elements/arguments)

4. Including neither benefit nor altruism messages – this

•

was not recommended, and was not included in the
campaign.

addressing the costs of volunteering, and
incentivising it

•

inclusion of direct personal communication as part of
the strategy.

Boehm (2009) also notes that many different appeals and
dimensions were possible, but that care must be taken

This research was based on a local initiative in Israel,

to limit appeals to one or two component messages, to

and it may be that various cultural differences limit

avoid confusion and distrust within the population. Thus,

the generalisability of findings to Australia. However,

clear, brief targeted messaging techniques were used, and

results of this evaluation provide support for other

research on market segments informed careful selection

research in terms of the factors common to particularly

of the message and images used. While further details

successful volunteering marketing campaigns, such

of messaging were not reported (and images were not

as using segmentation to identify target groups, and

provided), the following were features of the campaign:

developing clear, simple, customised messages that are
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4. Discussion and
recommendations
This rapid review provides insights into the recruitment
and retention of volunteers, and in particular, the
use of marketing concepts to achieve these goals.
Evidence relating to motivations, benefits, facilitators
and barriers to volunteering can be used to augment
data from previous social marketing campaigns and
inform future campaigns. A summary and discussion of
findings of the rapid review, as well as evidence-based
recommendations are provided in this section.

4.1 Attitudes and participation
In Australia, volunteering is generally viewed positively
by the population (Volunteering Australia, 2016), with just
under one-third of people aged 15 and over reporting
having volunteered in the past year (Australian Bureau
of Statistics, 2015). The benefits associated with
volunteering are wide ranging, and include physical
fitness and health (Dunn et al., 2016), mental health
benefits (for example, greater subjective wellbeing,
self-acceptance, life satisfaction, sense of ‘purpose
in life’; Jenkinson et al., 2013; Vecina & Fernando,
2013), social benefits (for example, increased feelings
of social connectedness, sense of community and
perceived social support; Vecina & Fernando, 2013)
and benefits associated with personal development (for
example, work-related skills, broadening perspectives;
Grönlund et al., 2011; Nicol, 2012). One systematic
meta-analysis (Jenkinson et al., 2013) found evidence
for an association between volunteering, lower rates of
depression and lower mortality overall.

Just under one-third
of people aged 15 and
over reporting having
volunteered in the past
year...
(Australian Bureau of Statistics, 2015)

Generally, most volunteers are motivated by the
opportunity to do something worthwhile, help others
and engage in something that is enjoyable and
rewarding. Beyond this, motivations to volunteer
tend to vary according to sociodemographic and
lifestyle characteristics. For example, women are overrepresented in roles related to caring, social welfare and
health, while men are more likely to volunteer for roles
involving sports and recreation, repair work, maintenance

and gardening (Australian Bureau of Statistics, 2010;
Dolnicar & Randle, 2007a). Young people are more likely
to volunteer in order to improve their work-related skills
and career prospects; whereas older people are more
likely to want to use the skills already developed during
their career and help younger generations. Similar to
young people, people who are unemployed and who
have disabilities are commonly interested in volunteering
in order to gain skills and experience that may lead to
paid employment. Differences in motivations have also
been identified between people from diverse cultural
backgrounds; for example, some groups are interested
in roles that allow them to support their own community;
whereas others are interested in socialising, meeting new
people and broadening their perspective.
Evidence also suggests that volunteering motivations
characterise the types of people who perform different
roles. While motivations for event-based volunteering
(for example, cultural or sporting events) tend to include
material benefits and recognition, improved fitness/
health, involvement with or love of sport, and social
pressure; motivations specific to volunteering at charity
events typically include wanting to raise funds for the
cause, a personal connection with the cause, and a
desire to ‘give back’ or honour the memory of a loved
one (Dunn et al., 2016). Marketing of charity volunteering
opportunities would therefore be expected to benefit
from appeals focusing on compassion and emphasising
the personal connection people may have with that
particular cause or organisation.
While willingness to volunteer and satisfaction with
volunteering among Australians is encouraging
(Volunteering Australia, 2016), there are still some
negative perceptions associated with volunteering,
such as a high level of commitment required, volunteers
being overworked and volunteering being the domain of
specific sections of the population only, such as older
people (Gaskin, 2003). In addition, evidence suggests
a general lack of knowledge and awareness regarding
the range of volunteering roles available and the varying
levels of time and commitment required.
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A marketing opportunity exists not only to eliminate

(including volunteers), researchers have sought to apply

they are viewed as interchangeable with other

misconceptions about volunteering by educating the

marketing concepts, (such as market competition,

volunteering organisations or roles. The greater

information about, and access to, volunteering

general population about the variety of opportunities

segmentation and positioning) to gain insight into the

the match (congruence) between an individual’s

opportunities. This has been found to be a key

available and wide range of people who participate

volunteering marketplace and volunteering behaviour.

self-image and the organisation’s perceived

barrier to participation, with many studies reporting

image, the greater that person’s preference for

that potential volunteers do not know what

as volunteers, but also to position volunteering as a

•

‘Place’ refers to the way in which people gain

fundamental and vitally important part of modern day life

Some of the key insights emerging from this body of

the organisation (Randle & Dolnicar, 2011). For

opportunities are available or where to get more

in Australia and something that everyone can and should

research include:

volunteering organisations, this information can be

information. If they do express interest, often they do

contribute to when they can. This message is likely to

•

For some organisations with particular brand images

used to analyse their own brand image and identify

not receive a satisfactory response. Information and

resonate with Australians because of their existing self-

(for example, the ‘hero’ image), volunteers are

which types of people are most likely to prefer their

access channels available need to be designed such

identity being strongly linked with a fair go, mateship and

unlikely to volunteer for more than one organisation,

organisation and should therefore be targeted. In

that when people make a decision to volunteer, they

helping people out (Lentini et al., 2009; Purdie & Wilss,

so these organisations are essentially competing

addition, they could identify the type of people they

can immediately and easily take action toward that

2007). Within this theme, marketing messages could

with other similar organisations for volunteers.

would like to attract and then look to modify their

end.

highlight the way volunteering touches everyone’s lives,

However, other organisations with different brand

own brand image to match this.

whether as providers or receivers of volunteer services.

images (for example, ‘local’ or ‘saviour’ images) are

For example, on any typical weekend, most Australians

likely to volunteer for more than one organisation,

Attention from the marketing discipline extends beyond

to volunteer. This involves communicating key

would either engage in volunteering activities or come

so they are considered compatible. This presents

market structure analysis to include the four Ps of

messages, which are most effective when they align

into contact with them in the community (for example,

opportunities for cooperative marketing and

marketing: product, price, place and promotion – which

with the motivations of the viewing audience (Clary

through sporting clubs, community fundraising, sausage

recruitment activities, and possibly even sharing of

can assist volunteering organisations develop holistic

et al., 1994). Given that different segments have

sizzles at local shopping centres and so on). Highlighting

volunteers (Randle et al., 2013).

marketing strategies that help to achieve their goals. The

varying motivations, messages must be customised

While the market of volunteers is extremely

research reviewed demonstrates the relevance of these

to align with those of the target audience. Promotion

supports the notion that everyone gives and everyone

heterogeneous, segments of the market can be

concepts in the context of volunteering, summarised as

also involves deciding on an appropriate creative

receives, and it is important that everyone takes their

identified that share similar characteristics, and

follows:

strategy, which may include positive framing, a

turn in both roles. At certain stages of life when barriers

because of this, can potentially be targeted by

•

The volunteering ‘product’ refers to the nature

non-demanding tone and a diverse range of people.

to participation are high (for example, periods of being

customised marketing campaigns. This may include

of the experience being offered to potential

Finally, while word of mouth has been consistently

time poor), individuals may be more receivers than

obvious grouping criteria such as sociodemographic

volunteers, which includes the benefits gained

shown to be one of the most effective ways of

givers; however, there may be other stages when barriers

characteristics (for example, gender, age, cultural

from involvement. Understanding volunteer needs

communicating volunteer opportunities, volunteer

are lower and people can then have their turn fulfilling

background) or life stage/style (for example,

and motivations enables managers to develop

segments differ in their use of media, and this

the role of giver. Promoting this notion of entering and

parents with children, grey nomads). However, with

experiences and offerings that match these needs,

should be reflected in the promotion strategy (for

exiting from the volunteer workforce depending on stage

more sophisticated data analysis, other groups

and thus deliver the desired benefits such that

example, younger people are typically higher users

of life may also help to alleviate any guilt people feel for

can be identified which may not be immediately

volunteers are recruited and remain volunteers for

of technology and social media than older people).

not participating during some stages, but increase the

apparent, such as those with similar combinations

as long as possible. Because motivations and needs

feelings of responsibility to have their turn when they

of motivations (Dolnicar & Randle, 2007b) or

of volunteers vary according to market segment,

can. Raising the profile of volunteering and building a

volunteering behaviour (Dolnicar & Randle, 2007a).

the product offering that would suit these different

In markets where multiple volunteer organisations

segments varies also, and should be customised

direct calls to action, which has been an effective

operate, potential volunteers are presented with

accordingly.

strategy in previous social marketing campaigns (for

several volunteering options to consider. Within this

example, Boehm, 2009).

set of options, certain volunteering organisations

involvement, which can be the time required to

can be perceived as similar to one another, while

volunteer (and the opportunity cost of alternative

others are seen as more differentiated. Individuals

activities) or financial costs incurred from

who volunteer for multiple organisations are likely

participation. Often, barriers to participation are

to choose a set they perceive as similar (Dolnicar

closely aligned with these costs, and so volunteering

& Randle, 2007a), probably because they are seen

experiences need to be designed in ways that

as interchangeable. By creating differentiated

reduce these barriers (for example, creating

positioning, volunteering organisations can offer a

opportunities for volunteering that require less time,

unique experience and reduce the likelihood that

reimbursing volunteers for costs incurred and so on).

the way volunteering is interwoven through everyday life

positive brand image would pave the way for subsequent

4.2 Use of marketing concepts
Marketing strategies have the potential to address
barriers and communicate/deliver benefits at all stages
of the Volunteer Life Cycle (Bussell & Forbes, 2003).
Recognising that increasing numbers of non-profit
organisations are competing for limited resources

•

•

•

‘Promotion’ involves the use of persuasive
communications to encourage the target audience

•

The ‘price’ of volunteering refers to the cost of

4.3 Social marketing campaigns
The review identified very few systematically evaluated
social marketing campaigns aimed at recruiting
volunteers. Evidence provided by an evaluation of the
Volunteer Scotland campaign (Scottish Executive, 2006)
indicates moderate to low efficacy of a print and radio
campaign. However, other campaigns reveal greater
success in terms of increased recruitment and also
raising awareness of volunteering more generally. For
example, the ongoing Year of the Volunteer campaign
(UK) and Volunteers Week (UK) took a multi-channel
approach which included television, radio, newspapers,
a website and other media, and these were particularly
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successful in recruiting young people (under 35 years)

a clear call to action and customised message length

and people from black and ethnic minority backgrounds

(depending on mode of communication).

3. Encourage volunteer organisations to conduct a

•

being specific about the types of the benefits

comprehensive market analysis before developing

associated with a particular role (rather than

a marketing strategy. This includes understanding

just referring to abstract benefits), including

Finally, other campaigns provide evidence for the

the customers (potential volunteers), including

the benefits for the individual and to others

A national recruitment campaign for the Special

effectiveness of customised messaging; for example,

who they are, what they want, why they get

(promoting the notion of a win-win situation)

Constables (England and Wales) was found to be

a focus on generativity for appeals to recruit older

involved (motivations/benefits), and why they don’t

particularly successful in increasing recruitment of

volunteers (Tan et al., 2010). This program also relied

(barriers); who/what the competitors are, including

and rewarding activity, without ‘cluttering’ the

volunteers. Evaluation results reveal high recall of

heavily on word of mouth to reach volunteers, and

other leisure time activities and other volunteering

message with too many elements/arguments.

the campaign (83%), with television advertisements

this was reported most frequently as the source of

opportunities. This may involve educating volunteer

being the most commonly recalled medium (70%).

information about the volunteering opportunity.

managers on how to conduct such an analysis,

(Machin, 2005).

This campaign appears to be successful in motivating
young people and people from Indian and Pakistani

4.4 Recommendations

medium to increase awareness of the volunteering
opportunity, while the internet was the least effective
(Machin, 2005), which suggests that the specific
elements of the online campaign (for example, sites
targeted, platforms used) were ineffective in reaching the
target groups.
Other campaigns have utilised innovative methods to
raise the profile of volunteering. For example, Brazil’s
International Year of the Volunteer Campaign utilised
‘product placement’ by incorporating volunteer-related
storylines into popular television shows and soap
operas, alongside celebrity endorsements and testimony.
While widely considered to be an effective campaign,
formal evaluation data for this campaign is not available
(Machin, 2005).
An evaluation of the US Give Five volunteering campaign
reveals no significant increases in charitable giving
overall but slight increases in the amount of time
volunteered for those exposed to the campaign (Machin,
2005; Yörük, 2012). Data suggest that the campaign
was perceived to be dictatorial, which led to a reduced
motivation to comply, and the authors recommend that
future campaigns be framed more positively (Machin,
2005). This notion is reinforced by the evaluation of
the Program for Marketing Volunteering campaign in
Israel (Boehm, 2009), which partly attributes its success
the use of positive emotional appeals. Other aspects
of the campaign thought to contribute to its success
include the provision of educational information, use of

clearly positioning volunteering as an important

7. Design creative strategy to reinforce key

including explanations of concepts such as market

messages. This includes positively framing

competition, segmentation and positioning.

messages to emphasise the benefits of volunteering

backgrounds, which were key target groups for the
campaign. In this case, television was the most effective

•

and including images of everyday people who
Based on the research and evaluations reviewed,

4. Build individual organisation brand images based

are relatable to the viewer as well as well-known

on selected positioning. Individual volunteering

identities or celebrities to raise the profile of

organisations should be educated about the value

volunteering. Generally, images should include

volunteers include:

of a strong brand image and encouraged to think

a broad range of types of individuals from every

about their positioning, point of differentiation and

walk of life to promote the notion of diversity and

1. Raise the profile and strengthen the overall

how to build and strengthen this positioning in the

inclusion in volunteering. However, depending

competitive marketplace. This will increase the

on the organisation, type of volunteering role and

chances that the organisation will be ‘top of mind’

target audience, promotions should include images

when individuals decide to take action towards

that match the motivations of the target audience.

volunteering.

For example, promotions targeting students who

evidence-based recommendations for future social
marketing campaigns seeking to recruit and retain

image of volunteering by promoting volunteering
as a life story, with different roles being played and
contributions being made at different stages of life.
Position volunteering as an intrinsic part of Australian
life, supporting cultural notions of a fair go, mateship
and lending a hand. At the overall branding level,
key benefits known to resonate across most groups
within the population should be emphasised, such
as doing something worthwhile, helping others and
having an enjoyable and rewarding experience.

2. Dispel misconceptions about volunteering.
Educating the public about the range of volunteering
opportunities and the inclusive nature of volunteering
would overcome some of the key barriers to
participation. Common misconceptions include
that: a high degree of time commitment is required,
volunteer roles are inflexible, volunteering involves
only giving rather than receiving any personal
benefits, and that volunteering is an exclusive
activity for some segments of the population only.
Key messages should include the wide range of
roles available (there are roles for everyone) and
emphasise the diversity of volunteers (everyone can
play a role).

are interested in socialising with people similar to
5. Match individual volunteer needs with a suitable

themselves should include images of other students;

‘product’ (volunteer role). This involves recognising

whereas promotions targeting people that wish to

that not all volunteers are suitable for all roles,

meet different types of people and broaden their

having a flexible approach to the types of roles

horizons should include images of a diverse range of

made available for volunteers, and where possible,

people. The tone of the message is also important

customising the experience to match volunteer

and should not be too dictatorial, judgemental or

needs. It also involves understanding the key barriers

demanding.

for the target group; for example, if financial costs
are a key barrier to involvement, the experience

8. Customise communication channels for target

should ensure that no costs are incurred by

audiences. Mass media such as television is an

volunteers (for example, this could include covering

effective way of reaching large numbers of people;

transport or parking costs).

however, this medium tends to be expensive and in
many cases beyond the budgetary reach of non-

6. Customise messages for target audiences.

profit organisations. It is often more effective to

Research shows that the effectiveness of

identify the communications channels used by the

promotional messages depends on the degree to

target group and develop a strategy accordingly. This

which they match the viewer’s personal motivations

may include radio stations they are more likely to

for volunteering. Customised messages are therefore

listen to, magazines or newspapers they are likely to

required for each target segment, which should

read, websites they are likely to visit or places they

include:

are likely to be. For younger people, this may include

•

a focus on specific motivations of the target

use of the internet and social media platforms (for

group

example, Facebook, YouTube, Twitter, Instagram),

51 I Recruitment and Retention of Volunteers

50 I Recruitment and Retention of Volunteers

15. Targeting people who are older: this should

and for grey nomads, this may be campsites,

workplace skills (for example, time management,

organisation, the potential volunteer should either

information centres or local restaurants/cafés.

professional relationships and so on).

be directed to a different volunteering opportunity

include messages relating to utilising their skills, the

that meets their needs, or a commitment should be

significant contribution that can be made by older

made to notify them in the future when a suitable

people by giving back to improve future generations

volunteering role is available. Volunteer organisations

(generativity) and socialising with either new people

9. Harness the power of word of mouth. A

11. Improve access to information and volunteering

communication channel most consistently reported as

opportunities. A lack of understanding about

effective for volunteer recruitment is word of mouth.

where to find out about volunteering and what

should be mindful that it is not just formal marketing

or current groups of friends. Matching volunteer

Developing a strategy to proactively harness the value

opportunities are available is consistently cited as a

campaigns that contribute to public perceptions of

work with skills developed during past careers may

of this medium could include:

key barrier to participation. A multi-platform approach

brand image. Rather, every interaction volunteers

enhance motivation to take up volunteer roles for

•

having existing volunteers tell their own stories

is recommended, including an online presence

have with the organisation and its staff contributes

retirees, and marketing volunteering opportunities to

(testimonials) to be used in promotional activities

that includes social media. This online presence is

to the image people have of the organisation, and

people who are nearing retirement may encourage

(this makes the volunteering experience seem

generally expected by the public in modern society,

if these experiences are not congruent with the

them to consider volunteering as part of their

more personal and relatable)

as is the presence of effective search engines that

brand image being formally promoted, it undermines

retirement plan. Within the population of ‘older

reminding existing volunteers of the power of

refine searches according to relevant criteria (this

and discredits the image being purported by the

people’, various segments exist which would be

word of mouth and utilising peer networks by

could include level of time commitment, type of job/

organisation.

suitable for customised messages, including:

personally inviting others to volunteer. This can

nature of work and so on). Additional search criteria

also be combined with mentoring opportunities

could also relate to the type of experience being

whereby friends show new volunteers how things

sought (for example, to learn new skills, meet new

The impact of the campaign, in terms of identified

group is interested in longer-term relationships

are done (this also overcomes barriers associated

people, be outdoors and so on) in order to create

objectives and the intended target audience, should

and is comfortable with the commitment

with lack of confidence)

the best match between the volunteer and the role.

be evaluated in order to assess its short- and long-

that comes with more regular and consistent

peer advocacy programs to improve the image

As well as an online presence, access to volunteer

term impact on key variables of interest (for example,

patterns of volunteering

of volunteering and engage others (for example,

opportunities should also include physical locations

changes in community perceptions of volunteering,

young people) with the ideals of volunteering and

for those who prefer face-to-face contact (for

awareness of volunteering opportunities, numbers of

time per location they visit, but are interested

the values of individual volunteer organisations.

example, community and information centres or other

volunteers recruited and so on).

in using their skills and contributing to the

•

•

10. Promote volunteering as a means of professional

13. Evaluate social marketing campaigns effectively.

target group-specific locations such as holiday parks)

•

regular volunteers, who are interested in making
friends and developing social networks – this

•

grey nomads, who are time poor in terms of

local community they are visiting. Shorter-term

and phone hotlines for those who prefer to speak to

Based on the research and campaigns reviewed, and

opportunities are more suitable for this group

a person. Importantly, the existence of access points

beyond the messages identified as likely to be meaningful

and should be communicated though tourism-

(for example, younger people, people who are

need to be communicated to the general population

to the majority of the population (for example, helping

based channels such as information centres at

unemployed and people with disabilities), a key

to raise awareness regarding where information can

others, having an enjoyable and rewarding experience),

holiday parks.

motivator for volunteering is the potential to develop

be found, and branding should also be consistent

recommendations regarding targeting particular groups of

new skills and gain experiences that increase their

across all access points to reinforce the values and

the population include:

chances of gaining paid employment. However,

image of volunteering at a conceptual level.

development. For some groups in society

these groups may not always recognise the potential
of volunteering to provide such development. Even

12. Take enquiries seriously and respond quickly.

14. Targeting people who are younger: this should

16. Targeting people who are unemployed and people
with disabilities: similar to young people, these

groups express concern regarding their ability to

include messages related to career enhancement,

fulfil a volunteering role (lack of confidence) and are

for groups for which this is not a key motivator,

Once potential volunteers have expressed interest

socialising with other people like themselves, altruistic

motivated by gaining skills and experience which

volunteering could still be a means of professional

in volunteering, it is important that organisations

motivations and a sense of adventure and fun. The

may lead to paid employment. Experiences that are

development or strengthening overall employability

respond quickly, and in a way that shows that

volunteering experience should be flexible in terms

focused on workplace skill development and that offer

through demonstrated community engagement.

the individual’s offer is appreciated and being

of time commitment and be workable around other

mentoring/training to overcome confidence issues

The specific type of work-related skills highlighted

taken seriously. Not responding leaves would-be

social activities and paid employment, thereby

would suit these groups. Volunteering roles would also

in such promotions should be customised to the

volunteers feeling unappreciated and disappointed,

reducing barriers related to time. Costs of involvement

need to be flexible enough to cater for other individual

particular target group. For example, promotions

which influences the likelihood of them considering

should also be minimal, because this group is

commitments (for example, child care, health-related

aimed at university students could focus on gaining

volunteering again in the future. At the very least, a

generally characterised by having lower incomes.

appointments or job-seeking commitments). Messages

practical experience in the specific area of their

prompt response to the enquiry should be provided

Online, social media and mobile communication

that convey success stories of people who have

degree (for example, environmental management);

in order to understand the individual’s motivation for

channels are likely to be most effective in reaching

gained employment as a result of volunteering, as

whereas promotions aimed at people who are long-

volunteering and the type of role they are interested

this group.

well as images focusing on diversity and inclusion of

term unemployed may focus on more fundamental

in. If nothing suitable is presently available at that

volunteers, would be suitable for targeting these groups.
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17. Targeting episodic volunteers: messages should

opportunities to modify working arrangements

motivations, barriers and facilitators are not empirically

al., 2014). Therefore, there is a need for more studies

focus less on learning skills (learning motivations)

to ensure this is the case. This could also involve

tracked, and may be over simplified as a result.

which include cross-cultural, demographically diverse

and more on ‘doing something worthwhile’ (value

providing additional training and development

motivations). Focus should also be placed on the

opportunities or changing/advancing the volunteer

The marketing-related research identified focuses

fail to account for the views of non-volunteers. Since

organisation or cause, because they tend to express

roles in recognition of their contribution and

predominantly on recruitment rather than retention of

volunteers may differ in personality and demographic

passion and pride in this aspect of volunteering.

experience.

volunteers. From a marketing perspective, retention falls

characteristics to non-volunteers, it is important

under the banner of ‘customer loyalty’, which, in the

to consider differences in motivations and barriers

context of volunteering, lies mainly within the ‘product’

according to experience with volunteering. Depending

This group is interested in roles that are flexible
and optional, so they feel in control and that the

20. Ongoing reinforcement of benefits of volunteering,

prospective data. Further, studies of volunteers typically

opportunity to volunteer will not have too much of

including those accrued by the individual volunteer.

domain. In this sense, retaining volunteers is less about

on the research questions being posed, future research

an impact on their lifestyle. They are particularly

While marketing messages about the specific

promoting and providing access to opportunities, and

on volunteering should aim to include ‘matched’ (by age,

interested in event-based experiences because

benefits of a particular role may be more effective

more about ensuring the volunteer continues to be

gender, socioeconomic status and so on) control groups

they can see them though from start to finish and

to recruit volunteers, more abstract (value-laden)

satisfied with the experience. This necessarily involves

of volunteers versus non-volunteers.

feel as though they have accomplished something.

messages have been suggested as more effective in

monitoring volunteer needs and ensuring the individual

Communicating with this group should be done

retaining volunteers.

continues to receive tangible and/or intangible benefits

Finally, heterogeneity in volunteering roles and

from their involvement. It also involves ensuring that

organisation types should be accounted for in studies

4.5 Limitations and directions for
future research

appropriate systems, structures and management

of volunteering. Often, volunteering is operationalised

practices are in place to support volunteers and ensure

as one generic construct. However, key indicators such

they feel valued and want to continue their involvement

as attitudes towards volunteering, intention to volunteer

The limitations of this review include those related to

(for example, processes to recognise and reward

and actual volunteering behaviour are significantly

volunteers). Further research is required to understand

influenced by the type of role, the cause being supported

whether customer loyalty programs such as those found

and the specific organisation being volunteered for.

in the commercial sector may be potentially useful for

Studies which define the volunteering behaviour in

creating loyalty among volunteers.

terms of these key parameters are likely to provide more

through mainstream channels and if possible, mass
marketing to access the market of people who are
not regular volunteers (because they are unlikely to
be connected to standard volunteering distribution
lists). Information must be easily accessible, because
once they hear of volunteering opportunities, they
are likely to search for more information themselves,
rather than go to a familiar source of volunteering
information.
Recommendations specific to retention of volunteers
include:

18. Effective volunteer management practices,
including effective processes for recruiting and
screening volunteers, such that they fit in with the
current volunteer workforce, providing training and
support for new volunteers, providing effective and
ongoing communication with current volunteers,
having documented policies and procedures that
provide structure for the volunteer work environment
and effective mechanisms for recognising and
rewarding volunteers.
19. Ongoing assessment of individual volunteer

needs and motivations at all points in the volunteer
life cycle. Volunteer motivations and needs
can change over time, depending on personal
circumstances, life events and volunteering
experiences. Continual monitoring enables managers
to ensure volunteers continue to perceive benefits
from their involvement and, if appropriate, provide

rapid review methodology; namely, intentionally limiting
the scope of the review and imposing restrictions in the
searching and data extraction stages of the process.
This involved largely limiting the dates of publications
included (to 2010–16 for Research question 1 and 2000–
16 for Research questions 2 and 3), prioritising Australian
research, prioritising social marketing campaigns that
include evaluations of their effectiveness, and excluding
articles deemed as peripheral to the research questions.
Search and retrieval of grey literature was also limited,
given the resources available and the timeframe. The fact
that there is no national mechanism for systematically
identifying and searching all research centres, nongovernment agencies and other organisations
undertaking volunteering research poses barriers to
quickly identifying a comprehensive body of grey
literature relevant to the Australian context.
This review supports other research (for example,
Hyde et al., 2014), which highlights the methodological
issues associated with available research on volunteer
motivations, including a reliance on cross-sectional
designs. Very few studies include longitudinal tracking of
participants’ volunteering experiences (or lack thereof).
This is particularly problematic when considering the
‘volunteer life cycle’, because temporal changes in

accurate findings in terms of the nature of relationships
Generally, the body of research regarding volunteer

between the explanatory and response variables being

motivations is dominated by US perspectives (Hyde et

investigated.
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Example of benefits/rewards-based images

Appendix A: Examples of volunteering social marketing materials
Volunteers Scotland (UK)
Website images: http://www.volunteerscotland.net/about-us/manifesto-for-scotland-to-shine/
Example of ‘hero’ imagery

Website images: http://www.volunteerscotland.net/volunteer/volunteer-stories/rosies-story/
Example of volunteer testimonial

Example of materials targeting organisations

Website images: http://www.volunteerscotland.net/volunteer/about-volunteering/benefits-of-volunteering/

Website images: http://www.volunteerscotland.net/volunteer/about-volunteering/benefits-of-volunteering/
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Australian Volunteers (Australia)

Volunteering Australia (Australia)

Website image: http://www.australianvolunteers.com/

Website image: http://www.volunteeringaustralia.org/2016/05/what-an-amazing-week

Example of Australian materials

Example of Australian materials – positive emotional appeal

Seek Volunteers (Australia)
Conservation Volunteers (Australia)

Website images: https://www.volunteer.com.au/
Example of Australian materials – individualised volunteering roles and personal stories

Website image: www.conservationvolunteers.com.au
Example of Australian materials – emphasising experience/adventure
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Red Cross (Australia)
Website image: http://www.redcross.org.au/volunteering.aspx
Example of Australian materials – diversity, individualised volunteering roles and personal stories
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Starlight Children’s Foundation (Australia)
Website image: www.starlight.org.au/volunteer
Example of Australian materials – aimed at young people

Screen shot of promotional video: www.starlight.org.au/volunteer
Example of Australian materials – aimed at young people, and focus on fun/rewards
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Global Work and Travel Co. (multinational)

Appendix B: Evaluate social marketing materials from the literature

Website image: www.globalworkandtravel.com.au/
Example of Voluntourism materials – aimed at young people; focus on adventure/experience

Volunteers Scotland (2006)
Print advertising: Available in Scottish Executive (2006)

Project Abroad (Australia)
Website image: http://www.projects-abroad.com.au/
Example of Voluntourism materials – focus on career development/job skills
Clary et al. (1994)
Messages tested.

Message A: Emphasising abstract reasons for volunteering
Subjects are given a page with a statement at the top, then two photographs of a person of their gender. The first
photograph on this page shows a male of college age explaining something to the reader. The second photograph shows
the same person, who seems to be listening. At the top of the page is the following statement: People are always asking
me to do volunteer work, and I suppose there are a lot of reasons why I should say yes… After all, for our society to work,
everybody needs to do their part. Besides, people have a duty to help those in need – it’s the humanitarian thing to do.
And, you know, volunteer work is a way people can do something useful and help others at the same time. Also, I bet that
by helping other people I could become better able to help myself. You know, maybe I can be a volunteer!
Message B: Emphasising concrete reasons for volunteering
Subjects are given a page with a statement at the top, then two photographs of a person of their gender. The first
photograph on this page shows a male of college age explaining something to the reader. The second photograph shows
the same person, who seems to be listening. At the top of the page is the following statement: People are always asking
me to do volunteer work, and I suppose there are a lot of reasons why I should say yes… Maybe the time I would spend
volunteering would provide me with an interesting and fun break from classes and studying. Also, I bet I could make a lot
of new friends through a volunteer organisation. And, I bet helping someone through volunteer work would make me feel
pretty good. You know, I might even be able to learn a lot of new things and develop some new skills. You know, maybe I
can be a volunteer!
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Message C: Emphasising abstract reasons for not volunteering
Subjects are given a page with a statement at the top, then two photographs of a person of their gender. The first
photograph on this page shows a male of college age explaining something to the reader. The second photograph shows
the same person, who seems to be listening. At the top of the page is the following statement: People are always asking
me to do volunteer work, and I suppose there are a lot of reasons why I should say yes… I don’t think one person can really
make a difference. But, maybe one person helping one other person can make a big difference, especially to the person
being helped. Yeah, but it’s really somebody else’s responsibility. But, you know, if everybody says that, nothing’s going
to get done. Still, what these people need is professional help, and I’m just a regular person. But maybe that’s just what’s
needed, a regular person… someone to be a friend. I made it on my own, though; if they really want to, they can make
it too. Maybe that’s not true. I had friends and family, and they helped me when I needed it. You know, maybe I can be a
volunteer!
Message D: Emphasising Concrete Reasons for Not Volunteering
Subjects are given a page with a statement at the top, then two photographs of a person of their gender. The first
photograph on this page shows a male of college age explaining something to the reader. The second photograph shows
the same person, who seems to be listening. At the top of the page is the following statement: People are always asking
me to do volunteer work, and I suppose there are a lot of reasons why one should say yes… I just don’t have the time.
But, maybe I could rearrange my schedule to fit it in. Yeah, but I work hard, and I don’t think I’d have the energy. But, you
know, maybe it’s kind of like exercise – the more you do, the more energetic you feel. But volunteer work doesn’t sound
like much fun. Now, going to movies or doing outdoors kinds of things – that’s my idea of fun. Unless… maybe there’s a kid
who would like to do things like that. Still, when you do volunteer work, you have to work with that kind of people. But, just
maybe, people are people. You know, maybe I can be a volunteer!!
Special Constables (UK)
Cited in Machin (2005)
Advertising image: http://www.derbyshire.police.uk/Careers/Special-Constabulary-Recruitment/About-Special-Constables.aspx
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Screen shot of promotional video: https://www.youtube.com/watch?v=aBOiFF7IJAs

