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Abstract
As nonprofit organizations continue to rely on volunteers to provide a stibszortion of
their workforce, increased attention is being focused on voluntetration and the specific
motivators which lead to initial and repeat volunteer involvement. Ttaidy sexamines
volunteer satisfaction and interest in repeat involvement. In pktjat attempts to assess
the role of rewards in these outcomes by determining voluntesrstidnal styles and
assessing the relative impacts of functionally matched and funityiomamatched rewards.
In the study, subjects participated in a service-learning acagitpart of a college course.
Following their participation, each received a personalized nothaoks from his or her
respective organization; half these notes were functionally nthtohthe recipient's primary
motivational need, while the other half were mismatched. Panitsiphen completed a
survey which assessed their task satisfaction and willingteesglunteer again. The
hypotheses were tested ustrtgsts, Chi Square, and analysis of covariance. The study found
no difference in task satisfaction or interest in future volunteeortymties between
participants receiving matched messages and participants ngctiwvictionally mismatched
messages. Initial task interest and the mandatory or voluntanyenaf the study were

examined as potential moderating variables with mixed results.
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CHAPTER 1. INTRODUCTION

Introduction to the Problem

According to the National Center for Charitable Statistics, in 2004 the number of
nonprofit organizations in the United States was almost 1.4 miNamper of nonprofit
organizations in the United States, 1996-20304). While these organizations include a
significant number of paid employees (9.7 million in 1997), they also rely on a sagpific
volunteer work force to accomplish their organizational objectives ("Nonprdigee ©f
economy growing," 1997). In 1998, the number of U.S. volunteers aged 18 or over topped
109 million, and these individuals provided approximately 16 billion hours of formal
volunteer labor over the course of the year. These volunteers account for 56% of tha adults
this country Giving and volunteering in the United States: Findings from a national survey,
1999 1999). While the volunteer rates determined using the Current Population Survey
(CPS) are generally lower than those calculated by the IndependentsSestarch, CPS
data also indicates a significant level of volunteering among American yo@003, the
nationwide volunteer rate for 16-18 year olds was 32%, while the rate for the 19-2Adyear
group was 20% (Helms, 2004).

While the nonprofits' reliance on volunteer labor is not new (e.g., 80.0 million or
more U.S. adult volunteers each year since 1989), the pressure to recruit aathmaint
volunteers has continued to gro@iying and volunteering in the United States: Findings
from a national survey, 1999999; Wilson, 2000). The reasons for this increasing demand

are two-fold. First, apprehension over the possibility that "civic life is dedim modern
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societies" elevates worries that volunteerism rates will dedifiks@n, 2000, p. 217). In
addition, government initiatives promoting volunteerism, such as Bush's National and
Community Service Act of 1990 and Clinton's National and Community Service Trust Act,
are seen by critics as veiled attempts by the government to decsaade ih providing

social services to the public (Austin & Hasenfeld, 1985; Olsen, 1986; Penner & Fairkelst
1998). According to this position, as governments pull out of social service delivery, a
compensating increase in volunteer labor is required just to maintain the sahud kocial
services (Olsen, 1986; Stukas & Dunlap, 2002). The ongoing and ever expanding need for
volunteers, coupled with the low exit barriers associated with volunteerikg, i study of

volunteer motivation both timely and important.

Background of the Study

Why do people do what they do? The quest for understanding motivation has fueled
academic research for decades. Discovering the key to motivating indsvashabgroups has
profound potential for organizational leaders of all types, as they strivgtotiaé goals of
individuals with the goals of the organization. Theories of motivation have existedrence
early 1900's when Frederick Taylor's theory of scientific management ggpersto the
idea that a worker's efforts and commitment to the organization were giverhangecfor
the wage they received (Wilkinson, Orth, & Benfari, 1986).

Since that early date, more sophisticated theories have tried to include some of the
nuances of human behavior. Douglas McGregor, Abraham Maslow, Frederick Herzberg,

David McClelland, and John Morse and Jay Lorsch have all contributed to the background of
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motivation theory (Wilkinson et al., 1986). While each of the theories posited by these
researchers strive to explain intuitively how individuals are motivated, thegimeather

vague descriptions of motivation. They do not explain to managers how their paid employees
or volunteer workforce will react to specific attempts to improve motivationrecrease
commitment to organizational goals. Not content with theoretical discussiorsigation,
academic researchers in multiple disciplines seek to empiricalllydesspecific variables

impact different aspects of motivation in a variety of circumstances.

Within the study of motivation theory, the concepts of both extrinsic and intrinsic
motivation have received a considerable amount of attention. The study of extrinsi
motivation initially focused on rewards and motivation in the for-profit arena, witthrof
the research taking place within the domain of economics (Benabou & Tirole | 2Q@3y,
2000a, 2000b). While researchers acknowledge that nonmonetary rewards can be important
factors in worker motivation (Bartol & Srivastava, 2002; Merchant, Stede, &g/2903),
they have focused their empirical studies almost exclusively on théseffemonetary
rewards, possibly because the nonquantitative nature of nonmonetary rewards makes data
collection difficult (Merchant et al., 2003). Unfortunately, since nonprofit orgaormaare
limited to nonmonetary rewards, this gap in the extrinsic reward researtshthim
applicability of this existing research to the study of volunteers.

Beyond the concern about a lack of research investigating nonmonetary rewards, the
diversity of outcomes within the extrinsic reward research that examinedmppldyees
makes simply exporting motivation research from the for-profit environmehé todnprofit

world seem inadvisable because of a variety of differences between vdaridgraid
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workers. Even though the number of individuals volunteering each year is subsi&®tial (
million adults in 1998), volunteers are not representative of the general U.S. population
(Allen & Rushton, 1983; Auslander & Litwin, 1988; Smith, 1994). In addition, since most
volunteers also have paying jobs, they may need their volunteer work to fulfill only those
motivational needs that are not being met at work. Because of the diffenerices i
population of paid workers and the population of volunteers, researchers have developed
numerous theories of motivation that are specifically designed for unpaid workers.

The simplest and most basic of these theories focused on the dichotomy of altruism
and egoism. Altruism, on one hand, describes behavior that takes place without any
expectation of external reward, while egoistic behavior is prompted by an indiwiskei&!'
interest (Batson, Ahmad, & Tsang, 2002; Bierhoff, 1987; Schervish & Havens, 1997, 2002).
The external rewards that can be garnered through egoistic volunteerismeat@nd are
compatible with many of the extrinsic rewards studied in the for-profit@mwient. Even
though altruistic helping behavior does not look for an external reward, individuals behaving
altruistically can be seeking and can receive important intangible besatiteas an
increase in self-esteem or the good feelings that come from helping (@tass Snyder,

Ridge, & Copeland, 1998).

Even though these theories provided a starting point for the study of volunteer
motivation, they are too simplistic and are, therefore, unable to describe the dongflex
volunteers' motivations. Additional theories were developed, each of which focused on one
or more aspects of volunteer motivation. Some of these theories include ideotiftbatry

(Schervish & Havens, 1997, 2002), social resources theory (Auslander & Litwin, 1988;
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Smith, 1994), exchange theory (Wilson, 2000), and expectancy theory (Miller, 1985). Each
of these theories emanates from a unique theoretical perspective and each poovales
insight into the behavior of volunteers. Their unidimensional nature, however, inhibits their
ability to describe the full range of volunteer motivations.

In the mid-1980s, Omoto and Snyder (1985) applied functional theory to the
motivations of AIDS volunteers. Functional theory, which suggests that individuals can
undertake the same actions for very different reasons (Katz, 1960), originatecate the |
1950s and has subsequently been applied to numerous studies of prejudice and stigmatism,
social and political issues, marketing, communication, sports and leisure, and human
resources. Functional theory is inherently multidimensional and therefore alalpttre a
variety of different motivations. Following its application to AIDS workersy# al.

(1998) developed an inventory that has broader application and can be used to study the
motivations of all volunteers. The Volunteer Functions Inventory (VFI) is a 80stevey

that examines volunteer motivations according to six functional needs. These functiona
needs include (a) values, (b) understanding, (c) career, (d) social, (e}ipeoi@nd (f)
enhancement (Clary, Snyder, Ridge et al., 1998). While all volunteer samples have not
placed the functions in the same order or rated them at the same absolute lepettahice,
each sample has demonstrated the existence of six unique functions with adégjnate in
reliabilities (Chapman & Morley, 1999; Clary, Snyder, Ridge et al., 1998; Fetrair,

1999; Fletcher & Major, 2004; Switzer, Switzer, Stukas, & Baker, 1999). Idemfifiga

motivational functions of volunteers and testing the reliability of the VFI rdiaat first
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step. With that step having been accomplished, efforts can now focus on applying tiais tool
the organizational issues of nonprofits.

The study of the motivation of volunteers has long been the subject of academic
research, and a substantial amount of progress has been made regarding fibatiderand
classification of those varied motives. With that extensive background alreaelppled,
researchers are now in a position to apply the theory in ways that will help nanasatitey

continually strive to recruit and retain volunteers.

Statement of the Problem

In an effort to keep their volunteers satisfied and to increase retention, nonprofit
managers are continually trying to find symbolic rewards that incredseteer
commitment and have a favorable impact on performance. Some of these symbatis rewa
include (a) thank-you letters, (b) prizes, (c) publicity, (d) appreciation dinsedge)
conferences (Cnaan & Cascio, 1999). While the list above includes just a few broad
categories, nonprofits have used an amazing array of specific rewards: stuithg, Cnaan
and Cascio (1999) used multiple regression to assess the impact of specificagdancpgr
personality, and situational variables on volunteer satisfaction, organizatomalitment,
and tenure. While they found that symbolic rewards do play a role in the three outcomes,
none of the regression equations contained more than two of the seventeen symbmlic rewa
they included in their analysis (Cnhaan & Cascio, 1999).

Since research has demonstrated that individuals have a variety of motivatieds)

it seems likely that when a large and diverse group of volunteers is considgregl@
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participants from 105 human service organizations in the above example), tleeingliff
motivational needs would mitigate the overall impact of any particulansixtreward on
the outcome variables. Unless researchers systematically match amatechisewards with
volunteers' individual functional preferences, it will be difficult to determihetier
rewarding volunteers in a functionally-relevant manner can favorably impagtittb@me

variables of interest.

Purpose of the Study
The purpose of this study is to examine the effects of functionally matching and
mismatching the message of a specific symbolic reward with the individualofualct
preferences of volunteers. The effects will be determined by measuringtibgpaats' task
satisfaction and fulfillment at the conclusion of the activity as well asititerest in
volunteering to participate in the study activity after the conclusion of theieqreal
period. The moderating effects of initial task interest and the mandatory orarglnature

of the service activity on the two outcome variables will also be examined.

Research Questions
Research Question One: Is there a difference in the task satisfactibmé&uat of a
volunteer who receives a functionally matched reward message and the task
satisfaction/fulfillment of a volunteer who receives a functionally misheat reward

message.
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Research Question Two: Does the functional matching or mismatching of el rew
message make a difference in the rate at which participants sign up tpatic a similar
volunteer activity that takes place after the initial service agtihas concluded?

Research Question Three: Does an individual's initial interest in the community
service activity moderate the relationship between the matching or tolsngpof the
reward message and the two outcome variables (self-report and behavioral)?

Research Question Four: Does an individual's prior knowledge of the nonprofit
environment moderate the relationship between the matching or mismatchingenfding
message and the two outcome variables (self-report and behavioral)?

Research Question Five: Is the relationship between the matching ortahisigaf
the reward message and the two outcome variables (self-report and behavioradteddaer

whether the service task is mandatory or voluntary?

Significance of the Study

Recruiting and retaining volunteer workers is an ongoing challenge fprafdn
managers (Wilson, 2000). Recruiting and training new workers can be both timerooms
and expensive (Thatcher, Stepina, & Boyle, 2002) and may stretch thin the alybady t
resources of nonprofit enterprises. Nonprofit organizations frequently provideby
rewards to their volunteers to show appreciation and to help keep those volunteerd satisfie
and involved with the nonprofit (Cnaan & Cascio, 1999). Unfortunately, since not everyone
values any particular reward equally, nonprofits cannot simply rank the effexts/ef the

possible rewards and stick to the ones that are at the top of the list. Insteeadahat
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might be highly valued to one volunteer, such as media publicity, could actually be de-
motivating to another.

By examining the effect of rewarding volunteers in a way that meetsrhairdual
motivational needs, this study can give nonprofit organizations another tool to help them
more effectively satisfy and retain volunteers. While in some cases, nompaogitgers
might choose to ascertain the functional needs of their volunteers and reward theevselunt
in accordance with those needs, that solution would probably be too costly for large
nonprofits. If this study demonstrates that functionally matched rewerdsae effective
than other rewards, nonprofits could utilize this information by either makiegisair over
time they use rewards that meet a variety of functional needs or by laitingeers choose
the manner in which they are appreciated from among a number of functionallgrditfeed

symbolic rewards.

Definition of Terms

Extrinsic rewardsare rewards offered to an individual by someone else (Crewson,
1997; Houston, 2000).

A functionally matched reward a reward that is congruent with the recipient's
primary functional need as derived from the Volunteer Functions Inventory(Clayder,
Ridge et al., 1998).

A functionally mismatched rewaid a reward that is congruent with the recipient's
lowest functional need as derived from the Volunteer Functions Inventory (Glaygler,

Ridge et al., 1998).
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Intrinsic motivationis the desire to engage in an activity simply for the satisfaction or
enjoyment that comes from the activity itself (Deci, Koestner, & Ryarf;198nderlong &
Lepper, 2002).

Intrinsic rewardscome from within the individual performing the task and can
include being proud of an accomplishment or simply enjoying the task itself$Qmnew997;
Houston, 2000).

Job satisfactiorhas been defined as the "pleasurable or positive emotional state
resulting from the appraisal of one's job or job experiences"” (Locke, 1976, p. 1300) or as
"one's affective attachment to the job" (Tett & Meyer, 1993, p. 261).

Motivational functionss the term given to the different reasons individuals hold a
particular attitude or engage in a certain behavior (Katz, 1960). Individuals eggathe
same behavior may have different motivations for doing so and would therefore hawg varyi
functional profiles.

Organizational commitmermtescribes an employee's attachment to the organization
for which he works. It is comprised of three dimensions: (a) affective, (bpoante, (c)
normative. Of these three dimensions, affective commitment has been theemoshtly
studied (Mathieu & Zajac, 1990).

Service-learningefers to community service projects that are coordinated efforts
between the school and the community. To be a service-learning project, the community
service activity should not only meet real service needs within the communéisbuie an
integral part of the course curriculum, allowing students to apply what theyiheaass to

the real world (Kessinger, 2004).
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Nature of the Study (Methodology)
Research Design

In this study the functional profiles of students participating in a university spahs
service-learning activity at a local nonprofit organization will berdeiteed using the
Volunteer Functions Inventory (Clary, Snyder, Ridge et al., 1998). In an expé&airdesign,
half of the participants will receive a thank-you note from the nonprofit that comatains
message that is congruent with the individual's highest-rated functional ndedh&rother
half will receive a thank-you note that contains a message that matclimdivital's
lowest-rated functional need. The two groups of students will be selected randwmly f
among the participants.

The notes will be delivered through the normal postal system during the week
following completion of the service activity, and the dependent variablebewheasured
through a survey that is administered in class one week following completion ofititg.ac
Two dependent variables will be measured. The first outcome variable isrepsetf
measure of task fulfillment/satisfaction taken from a study that exantieathpact of
extrinsic rewards on intrinsic motivation (Arnold, 1985). The second dependent variable is a
behavioral indicator of task interest measured by the percent of participtimg t@isign up
to engage in a similar service activity in the future.

Sampling

Two samples of students will be utilized for this study. The first samplest®in$

undergraduate business students in two sections of a statistics course ctioee cka

strategic management course, and one section of an introduction to management aourse at
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private U.S. university. These students will be offered the opportunity to engagevice-se
learning project for the university's volleyball team, collecting and amglyiata from a
home volleyball match. In exchange for their participation in the activity, atistgts and
introduction to management students will receive extra credit while thegitratanagement
students will receive credit for a required course project. (The servioenigaroject will be
one option for this project.) They will be recruited via video featuring highligbis the
previous season and an appeal by the women's volleyball coach.

The second sample is made up of undergraduate psychology students enrolled in a
developmental psychology course at the same university. These students aed tequi
spend 10 hours in community service at any one of a number of local nonprofit organizations
over the course of the semester. Students in the second sample will be recruited for
participation in the study at the beginning of the semester when they arenedgced to
the service-learning component of the course. While the courses included in the study we
chosen because they either already contained a service-learning componefaaculty
were willing to add a service project, the two experimental groups wiklbeted randomly
from among the participants.

Data Collection

Prior to engaging in the service-learning activity, participants willpteta, in class,
the 30-item Volunteer Functions Inventory (Clary, Snyder, Ridge et al., 1®98}em
assessment of their initial interest in the activity (Arnold, 1985), and 1 itersunieg prior
knowledge of the sport of volleyball (Sample 1 only). At this time, students wollpats/ide

some demographic data, such as gender and classification. At the conclusionuafythans
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additional 6-item survey will be used to measure the participants' satisfacth the
volunteer activity (Clary, Snyder, Ridge et al., 1998, Study 5). Studentdseilba given the
opportunity, at that time, to sign up to participate in a similar activity in theefutThe
follow-up survey will also be conducted during a regular class meeting.

Data Analysis

Following extraction of the six factors of the VFI using principal-axisofaanalysis,
internal reliabilities will be calculated for each VFI factor a#l @e for the initial interest
and task satisfaction/fulfillment scales. Each participant's functpoéle will be computed
by determining his average score for each factor. This calculation issaegéo determine
each individual's highest and lowest functional need, which will, in turn, establish the
message of the thank-you note he receives following his participation in the setidg.
Since task satisfaction/fulfillment is measured using scale data, gremaEnt samplagest
will be used to test the main effect for this dependent variable. The other depedsie,
interest in participating in a similar volunteer activity in the future, tiegraical in nature.
Therefore, Chi Square will be used to analyze the relationship between tha obtite
thank-you note and future interest (Cooper & Schindler, 2003).

To determine whether initial task interest and/or prior knowledge of the sport of
volleyball moderate the primary relationship, the participants must be dividesuingroups
of high and low interest and high and low knowledge. The subgroups will be determined
using a median split of the data (Stukas, Snyder, & Clary, 1999). To determine whether
mandatory or voluntary nature of the service project moderates the prinaignghip, the

relationships will be reexamined using the business students and the psychologg staident
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the two independent subgroups. Again, independent satrtpks will be used for
hypotheses in which satisfaction/fulfillment is the dependent variable, whil8dtiare will
be used when interest in future volunteering is the dependent variable (Cooper & Schindler

2003).

Assumptions and Limitations

Assumptions

A number of assumptions are inherent in this study of volunteer motivation. With
regard to demographic variables, it is assumed that, based on prior volunteer motivation
research, neither gender nor classification will impact study se€diher research utilizing
the VFI suggests some of the functions may not receive a most important or leattnmpor
rating by any of the participants. This lack of diversity within the profrfiessever, should
not affect the ability of matched or mismatched messages to affect theldepeariables.

While it is expected that participants will not share the contents of their-yloank
notes with other participants, comparison of the contents is not expected to affestesutc
of the study. In addition, the reward provided by the thank-you notes is expected to be salient
enough that matching and mismatching the messages will result inngjffeviels of task
satisfaction/fulfillment. The service projects in this study are designed tompleted
individually; therefore, the small amount of group interaction that could take pldee a
service activity should not have a significant impact on the relationshipsduoiamglered.
Prior knowledge of the volleyball (Sample 1) and mandatory vs. voluntary ser@inetar

expected to impact the primary relationship being studied; neverthelespatesitial
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impact as moderators is being examined. Even though the behavioral measutes of tas
satisfaction for the two samples differ in terms of specificity and terhpayaimity to the
service-learning activity, these differences are not expected tettipgastudy results.
Finally, differences in the level of emotional involvement associated with tieusar
volunteer activities are not expected to impact the study outcomes.
Limitations

As is true of any research design, the results from this study are solgentimber
of limitations. Some of these limitations are the result of simplificationessary to create
an experimental design in which the number of potentially confounding variables is
minimized. For example, while nonprofits often use long-term volunteers, the volunteer
experiences used in the study were short and focused on the initial interacticeenitiisy
participants and the nonprofit organizations. In addition, only one type of symbaodicdrew
was examined. Additional limitations in the generalizability of the findimgghe result of
the sample used in the study. While university students are often found among the ranks of
volunteers, they, by no means, comprise the full range of unpaid workers utilized by
nonprofit organizations. The study results might vary if a broader samplaigexteln
addition, study results based on participants who were encouraged to partEpai@tof a
required course could differ from results that would result from a sample ofdudisithat
volunteered outside of the service-learning environment. Finally, the numbericppats
may not be sufficient to provide the desired level of statistical power, fuirtiigng

extrapolation of the results to the entire volunteer population.
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Organization of Remaining Chapters

The following chapter contains a review of the relevant literature. Topiesed
include (a) several theories of volunteer motivation, with a particular enspdragunctional
theory, (b) prior research on extrinsic rewards and the application of reiwarolsinteers,
(c) a study of potential outcome variables, such as job satisfaction, organizationa
commitment, and turnover intentions, and (d) a discussion of service-learning and its
applicability to this study. Chapter three contains a more detailed descripttomn of
methodology, while chapters four and five present the analysis of data and the study

conclusions, respectively.



CHAPTER 2. REVIEW OF LITERATURE

Theories of Volunteer Motivation

Since the labor contributed by volunteers is essential to the effective functioning of
nonprofit organizations in the United States (see Introduction), nonprofit managers ha
vested interest in keeping their volunteers motivated. Research in the area ofvolunte
motivation has resulted in a number of theories including altruism (Simmons, Klein, &
Simmons, 1977), egoism (Schervish & Havens, 1997), identification theory (Schervish &
Havens, 1997), social resources theory (Auslander & Litwin, 1988), exchange theory
(Wilson, 2000), expectancy theory (Miller, 1985), and functional theory (Clary &e3nyd
1999).

Altruism and Egoism

Much of the early work addressing motivations of volunteers (and philanthropists)
centered on the debate between altruistic and egoistic motives, both of which assl found
within the perspective of "rational utilitarianism" and are found at opposite etitls sAme
scale (Schervish & Havens, 1997; 2002, p. 49). Altruistic helping behavior can be defined as
an action in which the helper initiates the act voluntarily without expectingaaadrmm
external sources (Bierhoff, 1987). Altruism explains helping behaviors through the
motivational lens of selflessness, putting aside one's own personal inte e to the
interests of others (Schervish & Havens, 1997). Much of the altruistic reseavblese
around heroism (Piliavin, Dovidio, Gaertner, & Clark, 1981) and blood and organ donation

(Simmons et al., 1977; Simmons, Marine, & Simmons, 1987; Titmuss, 1971). Another
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frequently cited example of altruistic behavior is tipping in out-of-town uestds you do
not expect to ever visit again (Frank, 1996).

The emotion of empathy, identifying with the need of another person, is commonly
suggested to be the source of altruistic behavior. Empathy is typicallyeditestard
specific individuals, which may make it difficult to use altruism as a motivatdrdiping
intangible groups such as the poor. Another potential concern of altruistic behakadr is
empathic motivation to help an individual can actually lead to behavior that is at odds with
the common good (Batson et al., 2002).

Even though, at some times, altruism has been considered a primary motivator of
charitable behavior, at other times its very existence has been challeiofiedap &
Rogelberg, 1998). Current academic opinion rests somewhere in between these two
extremes. Studies have shown that altruistic behavior is linked to feelings pdtsynfor
another individual (Batson, 1990). Another explanation of how altruism impacts behavior is
that it does not, by itself, drive an individual to action, but instead helps him act in a manner
that is consistent with his personal set of norms (Clary & Snyder, 1991). Tinstiltr
framework appeals to the part of man that wants to believe people are noble, thahthey
and will act out of selflessness, putting the needs of others ahead of their own.

At the opposite extreme from altruism is the motivator labeled egoisséfined as
acting in a way that promotes an individual's self-interest. It has beed thkemost
obvious motive for acting for the common good" (Batson et al., 2002, p. 434) as well as the
only motive powerful enough to make a difference (Hardin, 1977). The benefits that an

individual can receive from egoistic helping behavior include monetary comjpensat
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recognition, avoidance of fines or punishment, reduced guilt, increased self,estee
improved position at work, and many more. Although egoism is a powerful motivator, it is
also unpredictable. Since the goal is an increase in self-benefits ratéinéhcommon

good, when an opportunity comes along that more effectively meets the egoistjdigoal
individual's contribution to the community project will typically be terminatedg@aet al.,
2002).

While altruism and egoism both contribute to an understanding of volunteer
motivation, they do not adequately reflect the multifaceted nature of an indisiohitzil or
ongoing decision to contribute their time to an organization. Additional theories have been
posited in an attempt to better explain this phenomenon.

Identification Theory

This theory, initially applied to philanthropic giving, has since been expanded to
encompass organizational volunteer activities as well as helping individuals thnéarghail
one-on-one interactions (Schervish & Havens, 1997, 2002). Identification theory attempts to
expand the discussion of volunteer motivations beyond the somewhat simplistic batéy de
of altruistic versus egoistic motivations for helping (Batson et al., 2002). Through both
interviews and empirical analysis, Schervish and his colleagues deterthat an
individual's decision to give time or money was directed not by pure altruism-antsedfst
but by identifying in some way with the organization's cause (Schervish &nbklai®97;
Schervish, O'Herlihy, & Havens, 2001).

Identification theory has been described as relational in nature becanskvalual's

connection to the organization's cause is often a second- or third-hand encounter. As the
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number of relationships increases, the number of causes with which an individual relate
increases as well. In a multivariate study of charitable giving, agmtias of participation
(i.e., connection to various groups) were found to be more strongly correlated with
philanthropy than any other category of variables (Schervish & Havens, 199Viduiads
are routinely confronted with ways to contribute time and money to worthwhile
organizations. Schervish and Havens (2002) suggest that individuals are not tryingeo deci
whether or not they should invest themselves in helping behaviors. Instead, thenmgretry
decide how to allocate their precious resources among the options available, and dahé of all
choices, they are most likely to choose organizations which have personallyeidheéaer
them or someone they know.
Social Resources Theory

Social resources theory takes the position that an individual's participation in
voluntary associations is positively related to his social participation awdnkeof social
resources. As an individual's participation in church, recreation activitiess,gpalrtical
activities and interaction with neighbors and friends increases, so does higim&ot in
volunteer activities (Jackson, Bachmeier, Wood, & Craft, 1995; Smith, 1994). In a
multivariate study, the three highest predictors of the number of types of vgluntar
organizations with which a person is involved were education, income, and sociability. In
fact, sociability entered the regression equation before other much studied and highly
significant variables such as race, marital status, employment, statliage (Auslander &
Litwin, 1988). Booth and Babchuk (1969) also found that personal contacts were strongly

related to association with voluntary organizations. Although theoreticalgyeatit, the
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relationship between social participation and involvement in voluntary organizetions
consistent with the identification theory finding that communities of partioipare
significantly related to philanthropy (Schervish, 1997).

A number of mechanisms have been proposed to explain how an increase in social
resources impacts an individual's level of volunteering. For example, somes $tadee
shown that social connections produce trust and that trust facilitates making tteetohoi
contribute time (Brady, Schlozman, & Verba, 1999). (Other studies have denemhgtiatta
lack of trust in the current system is what motivates individuals to get involved (KI&98;
Oliver, 1984).) Another possibility is that individuals get involved because they do not want
to disappoint their friends or because the social tie motivates them to pull theireogimt w
(Wuthnow, 1991). Finally, as the number of an individual's social connections incrbases, t
chances that he will be asked to participate in a volunteer activity also irsc(Besay et al.,
1999).

One challenge associated with the social resources theory is that themoéthe
causal link is unknown. In other words, is voluntary participation driven by an increased
number of social relationships and interactions or does patrticipation in voluntary
organizations result in the increase in social participation (Smith, 1994)? Ancinemigh
this theoretical perspective is that it is much easier to identify sesialirces after the fact—
once the volunteering has occurred. Since some connection that can be labeled a social

resource can almost always been found, it is difficult to disprove the theory (Wilson, 2000)
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Exchange Theory

Exchange theory is based on the utilitarian understanding that individuals expect to
receive reciprocation for their actions. An individual that donates time and dneagy
volunteer activity anticipates receiving roughly equal benefits frogaging in that activity
(Wilson, 2000). These benefits can come in the form of learning new skills, making new
friends or spending time with old ones, psychological satisfaction from helping,cthe
Exchange relationships can be comprised of either social or economic exclizexes(
Mangel, & Cirka, 1999). In economic exchange relationships the terms of reci@ity
clearly defined and the time lag between the action and its accompanying aconom
exchange is generally short (i.e., an employee knows that at the end of the weé¢lbée wil
paid for the hours worked during that week). Social exchange relationships, on the other
hand, contain an element of trust that allows for greater flexibility inelagionship. The
value of the relationship itself offsets temporary imbalances in what ezclben of the
relationship is receiving from the exchange (Blau, 1964).

According to social exchange theory, one outcome of the reciprocal relationship
between an individual and an organization is perceived organizational support (l@8), w
is the individual's general feelings about how much the organization cares about them and
values their contributions (Eisenberger, Huntington, Hutchison, & Sowa, 1986). This theory
posits that being treated fairly and receiving rewards are anteced@&®@Saind contribute
to an individual reciprocating with actions that are beneficial to the organiz&tong &

Shore, 1995).
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The use of exchange theory to explain volunteerism has also been criticized for a
number of reasons. Theorists have focused on easily quantifiable investments sudbesis num
of hours spent or the value of lost income as sum of the volunteer's inputs into the exchange
relationship, ignoring more qualitative resources that volunteers contribtie t
organization (Wilson, 2000). Also, volunteers, in an attempt to balance the relationship in
their own minds, may unconsciously place a value on their enjoyment of the task that equa
the perceived gap between what they contribute to the relationship and what ¢éney rec
(Wuthnow, 1991).While exchange theory assumes that individuals operate out of self-
interest, other theories suggest that helping behaviors are a way for aduabigiexpress
his perceived identity as someone who helps other people (Clary, Snyder, RidgEo8Ba
Schervish & Havens, 1997). Finally, exchange theory suggests that individuals make a
rational choice about their behavior without inputs from others. Again, other theomes cla
that the choice to volunteer is related to personal acquaintances and societal norms
(Auslander & Litwin, 1988; Clary, Snyder, Ridge et al., 1998; Smith, 1994).

Expectancy Theory

According to expectancy theory, individuals participate in volunteer acsiviteen
they expect that their involvement will produce outcomes that are meanindiehto t
(Lawler, 1973). This theory was adapted to help explain the well-documenteonshai
between sociodemographic variables and volunteering by suggesting that irdindua
different sociodemographic groups place different values on the rewartdedeitem
volunteer activities (Anderson & Moore, 1978). Unfortunately, empirical resdéws only

provided weak support for expectancy theory (Campbell & Pritchard, 1976; Mitchell, 1985;
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Wahba & House, 1974), possibly because this theory suggests that the presencebtd desira
outcomes will motivate participation even if those outcomes are obtained through othe
activities (Miller & Palmer, 1984). Therefore, the applicability of exaecy theory to
volunteerism depends, to some extent, on the ability of the volunteer experience to provide
desirable outcomes or rewards that individuals are not receiving in their paid work
environment or other extracurricular activities. Research has demedstrat individuals
whose jobs are not meeting their needs for growth have a greater erpdatatheir
volunteer activities to meet these psychological needs than do individuals whode growt
needs are met at work (Miller, 1985).
Functional Theory

Background

Functional theory suggests that individuals hold certain attitudes or engage in
particular behaviors because those attitudes and actions meet specificquggahfinctions
and that different individuals can hold the same attitudes or participate in thbakaaveors
for very different functional reasons (Katz, 1960; Smith, Bruner, & White, 1956). Functional
theory originated within the field of psychology and was only applied to voluntedrs iast
decade (Omoto & Snyder, 1995).

Unlike previous theories of motivation the functional approach proposed by Katz
(1960) and Smith et al. (1956) focuses strictly on psychological variables as factor
attitude change. In the past, external factors that were used in the sttittyaé ahanges
include exposure to a topic via mass media or contact with an individual that might elici

attitudes of prejudice. Focusing on psychological, rather than experiestiaksf increases
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the likelihood that human behavior observed in functional studies could be extrapolated to
the general public. In addition, this approach allows a single attitude to serydemult
functions, reducing the problem of oversimplification inherent in earlier the&iiielly,

early theories neglected to identify the circumstances under whicldastitvould change.
Since functional theory allows for multiple sources of motivation, it is betteppedito

handle the complexities of human behavior (Katz, 1960).

Functional theory enjoyed instant popularity because it has an intuitive feel,
according to Snyder (1993) it "has that 'natural’ feel to it that . . . chazastal good
psychological thinking" (p. 262). A half century ago, Boring (1950) suggested that "it is as
natural to be a functionalist as it is to want to predict, to be more interestedututieethan
the past, to prefer to ride facing forward on the train" (p. 551). Because of itventui
application to the formation and changing of attitudes, the functional approachirmedoioy
Katz (1960) and Smith et al. (1956) was fashionable in the psychology literaturdatethe
1950's and early 1960's (Herek, 1987). For the two decades that followed, however, it was
largely ignored (Ennis & Zanna, 1993; Herek, 1987; Shavitt, 1989). Reasons for its neglect
include a lack of specificity (Shavitt, 1989) and inadequate methodology (Ennis & Zanna,
1993).

To effectively utilize functional theory to shape an individual's attitudesanesers
and practitioners must be able to (a) identify an individual's functional pavsppgor to
observing the desired attitude, (b) understand the types of functions a padigetircan
fulfill, and (c) understand what type of message is required to make the fuhnteda of

the individual and the functional appeal of the object compatible. Over the lastr0 yea
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academic researchers invested 