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INTRODUCTION AND KEY FINDINGS

Since 1998, the VolunteerMatch user com-
munity has grown to over 1.5 million a year
including more than 29,000 registered non-
profits. (July 1, 2004) In December 2003,
Peter D. Hart Research Associates conducted
an evaluative survey on behalf of Volunteer-
Match to better understand how its use of the
Internet has changed the process and experi-
ence of volunteering for this community of
active users. The study highlights the success-
ful use of VolunteerMatch among both non-
profits and volunteers.

Key Nonprofit Findings

* Nonprofit respondents indicate that the
Internet has become second only to word-
of-mouth as the most useful volunteer
recruiting strategy

* 94% of respondents found Volunteer-
Match to be among the most useful of the
available Internet services

* 85% of nonprofit respondents agreed that
VolunteerMatch helped them to recruit
volunteers who they otherwise would not
have been able to find

* 85% agreed that the service made it easier
for their organization to find the right vol-
unteers

* 94% reported satisfaction with the overall
service

* Most importantly, 90% were satisfied with
the quality of the volunteers they had
recruited.

Key Volunteer Findings

* 86% of respondents agreed that the Vol-
unteerMatch service made it easier for
them to find a volunteer opportunity of
interest

* 82% reported they were more likely to find
a satisfying volunteer relationship

* 79% of respondents also agreed that they
were more likely to volunteer because of
VolunteerMatch

* 86% were satisfied with the volunteer
opportunity they found through the service

* Overall, 86% of volunteer respondents
indicated they were more satisfied with
VolunteerMatch than with other Internet
services.

The survey provides strong evidence of the
role the Internet has had on the volunteer
sector. Nonprofits using VolunteerMatch are
not only able to tap the Internet to reach out
to a more diverse population of volunteers,
they are attracting first time volunteers as
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well. Perhaps most significantly, both non-
profits and volunteers are reporting high lev-
els of satisfaction with the quality of the vol-
unteer relationships that they are forming,

METHODOLOGY

This study was conducted among partici-
pating nonprofits and individual site users
employing two distinct survey instruments.
In both cases, respondents were contacted
and e-mailed an invitation to participate in
the study. The e-mail contained a direct link
to the survey and the surveys were adminis-
tered online.

The nonprofit sample was drawn from
nonprofit organizations that had been regis-
tered with VolunteerMatch for at least one
year and had at least one active volunteer
opportunity posted with VolunteerMatch.
Site users included only people who respond-
ed to at least one listing on VolunteerMatch
within the past year.

In total, Hart Research interviewed 996
nonprofit users and 1,122 individual Volun-
teerMatch site users. Accordingly, this study’s
findings are representative of neither all indi-
viduals who have ever visited the Volunteer-
Match site nor all nonprofits who have ever
posted an opportunity with VolunteerMatch.
The chosen sample frame, however, allows a
greater focus on the most relevant target audi-
ences for VolunteerMatch to examine to bet-
ter understand how nonprofits and individu-
als each experience the VolunteerMatch
service.

NONPROFIT FINDINGS
Growing Use of the Internet

Over the last 10 years Internet usage has
grown to become an everyday part of our
lives. It has affected our professional lives, our
personal lives, and also our civic lives. In
2003 over 1.5 million individuals used the
Internet to access the services of Volunteer-
Match. The power of the Internet as a com-
munications tool is clear. Nonprofit users
indicate that the Internet has become the sec-
ond-most important source for recruiting vol-
unteers, behind word-of-mouth (71%) and
ahead of live presentations to groups (33%),
events (29%), and newspaper advertisements
(29%). The organization’s own Web site is
the most-used Internet source (45%), fol-
lowed by Internet recruiting services (37%).

Within the category of Internet recruiting,
VolunteerMatch has established itself as the
leader—94% of nonprofit users say that they
have found VolunteerMatch to be one of the
most useful Internet recruiting Web sites.
The second-most useful service—local Volun-
teer Center Web sites—is named by 29% of
nonprofits. Although the survey sample con-
sists of only nonprofits that have used Volun-
teerMatch in the past year, the degree to
which the service stands out against other
Interner recruiting services is still notable,
given that nonprofit users do not have to use
VolunteerMatch exclusively and are presum-
ably open to and considering other Internet
services.

NONPROFITS: SOURCES OF
VOLUNTEER RECRUITMENT

Most useful volunteer recruiting strategies

Most useful Internet recruiting strategies

Word-of-mouth 71%  VolunteerMatch.org 94%
Our Web site 45% Local volunteer center Web site 29%
Internet recruiting services 37% Idealist.org 12%
Live presentations to groups 33% VolunteerSolutions.org 8%
Events 29%  Craigslist.org 7%
Newspaper ads 29%  ServeNet.org 7%
Local volunteer center 17% Local City Cares Web site 3%
Relationship with local corporations 15%  OpportunityKnocks.org 2%
Direct mail 8%  1800Volunteer.com 1%
Radio/TV ads 8%
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ing more efficient by connecting individuals
with the organizations that meet their sched-
ules and reflect their interests, it is also
expanding the volunteer pool by opening
doors to individuals who had not previously
volunteered. Fully one in four (25%) of
respondents report that they had never volun-
tecred prior to using VolunteerMarch.

Most of thosc who had never volunteered
before recognizc and value the role of tech-
nology in making it possible to search for and
respond to the real volunteering needs of
their community. An almost unanimous 86%
of new volunteers agree that “I am more like-
ly to volunteer because of VolunteerMarch,”
including 53% who say they agree strongly
with this statement. In addition, 85% agree
(57% scrongly) that “VolunteerMartch has
made it easier for me to find opportunirties
I'm interested in.”

Overall Satisfaction

As with the nonprofits, volunteers give
VolunteerMatch overwhelmingly positive rat-
ings on a wide range of measures, including
the quality of the volunteer postings and the
more technical aspects of searching for volun-
teer opporeunitics.

A nearly unanimous 90% of volunteers
express overall satisfaction with the Volun-
teerMatch service, including 51% who are
very satisficd. Among the few (10%) who are
dissatisfied with VolunteerMatch, their dissat-
isfaction appears to be due to a lack of success
in finding volunteer opportunitics on Volun-
teerMatch; fully seventy-five (75%) percent
of these respondents say that they typically

Potential Volunteers:
Overall Satisfaction with
VoluneerMatch

How satisfied are you with the VolunteerMatch
service?

Dissatisfied
10% 39%
8 Somewhat

i satisfied
90%

Satisfied 3
Very
satisfied

find opportunities on VolunteerMarch that
interest rhem less than 30% of the tme and
78% say that they did not voluntcer with an
organization found through VolunteerMatch.

CONCLUSION

The survey findings are an indication of
the breadth of the influence the Interner is
having on the volunteer sector. Volunteer-
Match has established itself as a valuable ser-
vice ro potential volunteers in facilitating the
search for suirable volunteer opportunitics
and to nonprofits in expanding their reach
to recruit new volunteers. The darta also reveal
thar VolunteerMatch is not only reshaping
established volunteer patterns, the service is
also expanding the pool of porential volun-
teers by aturacting individuals who have not
previously volunteered. In doing so, Volun-
tecerMatch has made it easier for nonprofits
to tap into not only che existing population
of volunteers, but also the new population
of individuals wbo are looking to serve as the
next generation of volunteers.
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