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Research Questions 
RQ 1: To what degree do volunteer recruitment strategies found in extant literature appear on nonprofit organizations’ websites? 

 

RQ 2: How can knowledge of volunteer recruitment strategies be used to improve recruitment efforts?  
 

 

Review of Literature 
 
 

Method 
Websites used for analysis were drawn from The Nonprofit Times list of largest 50 US charities, as ranked by 

income. 34 of the 50 had content related to volunteer opportunities.  For each website, searches for these 
volunteer pages went, at most, three clicks deep. 

 

Webpages related to volunteering were then printed and analyzed using cluster method (Burke, 1937/1984), 
where key words are identified based on their frequency and intensity in the texts.   
 
 
 
 

 

Results & Discussion 
1. Websites put forth positive descriptions of current and potential volunteers. 
 
 

  

 
 

Conclusions & Implications 
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• Key words identified for this research were “volunteer [noun],” “volunteer [verb],” and “opportunity.”   
• After identifying these key terms, words and phrases surrounding each of these terms were recorded. 

Data was then coded, resulting in three primary themes, discussed in the results section. 

 

Websites describe volunteers in terms of  their characteristics, including being diverse, committed, dedicated, caring, 
compassionate, skillful, talented, and willing.  
 
 
 

 
Websites also describe volunteers in terms of what they do, which includes  providing support, creating change, helping others 

succeed, improving lives, partnering with organizations, saving lives, adding meaning, making a difference, providing care, 
and serving as resources. 
 
 
 
 
 

Websites include what Cheney (1983) labeled common ground appeals, when they recognize the value of contributions by 
members of the organization. Samples included above are also examples of this strategy.  
 
 

 

• “Every year, thousands of volunteers throughout the country dedicate their time, energy and compassion to helping 
City of Hope save lives” (City of Hope). 

• “Girl Scout volunteers are a diverse group of women and men whose expertise, skills, interests, and life experiences 
nurture each girl’s individuality and leadership qualities” (Girl Scouts). 
 

 
 
• “With a focus on youth development, healthy living, and social responsibility, Y volunteers give men, women, and 

children of all ages and from all walks of life the resources and support they need to be healthy, confident, connected, 
and secure” (YMCA). 

• “Mobilizing volunteers is how we prevent cancer, save lives, and diminish suffering from this disease” (American 
Cancer Society). 

 

 2.  Websites use language choices that create connections between volunteers and organizations. 

 
Often, the name of the nonprofit occurs in close vicinity with the word “volunteer,” which creates a sense of identification 

with the organization for the potential volunteer. 
 
 
 
 

 The effectiveness of close association of the organization’s name with the word “volunteer” can be explained by the 
strategy of branding, which often calls forth the organization’s identity to the audience and thus increases the level of 
identification (Hoffman & Ford, 2010).  
 

• “New York-Presbyterian Hospital volunteers…” (New York Presbyterian Hospital). 
• “…as a Goodwill volunteer” (Goodwill).   
• “Scouting volunteers…” (Boy Scouts). 
• “As a Girl Scout volunteer...” (Girl Scouts). 

 

3.  Websites use messages that emphasize the benefits of volunteering for the volunteer. 

One of the primary benefits emphasized was the flexibility of volunteering, both in regard to time and skills.  
 
 
 
 
 
 
 
 
 

 Benefits for the volunteer were discussed almost as frequently as benefits for the community. 
 
 
 

 
 
 

 This is similar to the strategies from Cheney (1983) that emphasize the importance of advocating benefits for the individual. 
The nonprofit organizations in this study focus on the benefits of flexibility and self-improvement for the volunteer.  

 
 

• “Choosing the opportunity that’s right for you: In most communities, there are a range of different opportunities for 
people with different interests and schedules” (United Way). 

• “Whatever your capabilities and interests are, we can find a volunteer opportunity that’s right for you.  The 
opportunities below offer flexible and convenient ways to volunteer” (American Heart Association). 

• “Volunteer opportunities…are offered in a variety of areas including, but not limited to, finance, fundraising, 
marketing and communications, public policy, and social media, as well as, research and administrative work” (Save 
the Children). 
 
 
 

• “You Benefit, Too. Whether you wish to volunteer your time with elementary school-age boys or middle or high 
school-age youth, the Boy Scouts of America has a volunteer opportunity that is right for you” (Boy Scouts). 

• “Save lives.  Fulfill yours.  Sign up to volunteer” (American Cancer Society). 
• “Volunteering at Dana-Farber is a rewarding and enriching experience” (Dana-Farber Cancer Institute). 

 

Analysis of websites revealed that although organizations are currently utilizing some strategies, including 
common ground appeal and organizational identification, in order to recruit volunteers, the literature suggests 
additional strategies to further enhance effectiveness of volunteer recruitment via organizational websites.  
 
Utilize pictures and volunteer testimonials. This would enhance the creation of organizational identification 

and culture (Braddy, Meade, & Kroustalis, 2006), and create a more positive “web site attitude” in regard to 
the thoughts and feelings surrounding the site, as held by viewers (Cober, Brown, Keeping, & Levy, 2004).  

 
Create technologically savvy websites. Such websites would promote an image of innovation and attention to 

detail, which are attractive and favorable traits for prospective volunteers (Braddy, Meade, & Kroustalis, 2006).   
 
 Include interactive opportunities. An interactive website would engage the viewer and begin to create a sense 

of organizational identification. Interactivity could come through a brief questionnaire regarding volunteer 
interests, or an opportunity to contact a current volunteer or engage in a “live chat.”  

 
Provide detailed information. Scholars have found that with job seeking on website, greater amounts of detail 

result in a more specific applicant pool (Allen, Mahto, & Otondo, 2007). For volunteer organizations, turnover 
with volunteers is expensive (Eikenberry & Kluver, 2004); thus, giving a greater amount of detail about the 
volunteer role on the website could result in a more honed volunteer pool that would result in less turnover.   

 

Call for Research 
 
 
 
 
 
 
 
Rationale for Volunteering 
 
 
 
 
 
 
 
Strategies for Volunteer Recruitment and Retention 

 There are 1.23 million nonprofit organizations in the United States (Independent Sector, 2001), and in 2011, 26.8 percent of 
American adults volunteered with nonprofit organizations, totaling 64.3 million volunteers (Bureau of Labor Statistics, 2011).  

 

Of these volunteers, 41.9 percent became involved with an organization after they were asked to be involved, but an equal  
proportion (41.6 percent) became involved of their own accord (Bureau of Labor Statistics, 2011).  With this many individuals 
seeking volunteer opportunities, it is important to look at the ways in which organizations can best market themselves to 
independent seekers.   

 
 
 Volunteers give their time to organizations for a variety of reasons, including expressing their personal values, using their 

skills, growing themselves as a person, obtaining career-related benefits, strengthening social bonds, and reducing negative 
feelings (Clary & Snyder, 1999).  

 

 Volunteering is also considered important in order to maintain a civil society that empathizes with others and seeks to 
understand the needs of the surrounding community (Eikenberry & Kluver, 2004).  

 
 

 
 

 
 

 
 
 

 
 
 

 
 

• Volunteering need not be held in tension with professionalism, but rather, there should be space for volunteers to utilize and 
practice professional skills and values in their volunteer environment (Ganesh & McAllum, 2012).  

• A successful volunteer environment allows space for volunteers to feel challenged in order to aid in their sense of value and 
stimulation (Orwig 2011). 

 
 
• Identification with the organization results in lower rates of turnover and higher productivity (Laverie & McDonald, 2007), 

which results in less cost for the organization, as volunteer turnover is often expensive (Eikenberry & Kluver, 2004) 
• Identification is defined as “the way in which individuals connect themselves to an organization” (Hoffman & Ford, 2010).  
• Cheney (1983) identified several techniques used to establish common ground with members of organizations, which 

enhances identification. 
 
 
• Organizational identity is defined in three ways: (a) “central character” of the organization; (b)“claimed distinctiveness” of 

it, as related to other organizations; and (c) the consistency of this character and distinctiveness over time (Hoffman & Ford, 
2010, p. 121) 

• Thus organizations benefit from both associating with commonly held values, in addition to differentiating themselves from 
competition and things viewed unfavorably by society. Additionally, branding the organization in specific ways is also 
beneficial for organizations (Hoffman & Ford, 2010).   

 
 

 

 Organizations  seek to create identification between the individual and the organization. 

 Scholars note that organizations use  tenets of organizational identity theory to create connection with volunteers. 

 
 Nonprofit organizations often encourage volunteers to use their skills and talents in volunteering. 

Big Brothers/Big Sisters 

 The findings of the analysis were then compared to recruitment strategies in the recruitment literature. 


