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Managing volunteers is a difficult undertaking. Not only are volunteers motivated differently than paid 
employees, but given the absence of a contract, volunteers ‘vote with their feet’ and leave organizations 
when they are dissatisfied. This report summarizes findings from a research project that is a collaboration 
between the School of Public and Environmental Affairs at IUPUI and the Boy Scouts Crossroads of America 
Council (BSA). 

The main research questions of this study are: 1) to what extent do individual-level and context-related 
characteristics influence the retention of long-term volunteers? And 2) which human resources practices 
have the best effect on volunteer retention? 

Drawing on both administrative and survey data and with a specific focus on human resource management 
practices, this report provides recommendations to the BSA. Recognizing volunteers through awards is an 
effective management tool to increase future retention rates. Interestingly, the survey data indicates that 
volunteers may not uniformly react to awards; as such BSA needs to be intentional in the use of awards. 
Volunteer training is a beneficial mechanism to develop the knowledge and skills that volunteers need to 
fulfill their roles and, indeed, providing volunteers with training does effect rechartering rates. However, 
the impact of training was not uniform.  Training was effective for male but not for female volunteers; after 
receiving training, women were more likely to leave than men. As the reasons for this finding are unclear, 
future research is needed. 

Findings from the survey data complement findings from the administrative data as it provides a nuanced 
understanding of the motives behind volunteer work, the meaning it has for the volunteers, the reasons 
why they started to volunteer, the structure of their volunteer role as well as their intention to continue 
volunteering. Overall, volunteers are satisfied with their volunteer work, the training as well as the recognition 
they receive. Future steps include matching these survey data with the 2018 rechartering data to investigate 
who was most likely to stay and continue volunteering. Only then will we be able to give more nuanced 
recommendations based on the survey data. 

EXECUTIVE SUMMARY
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In the fall of 2015, a short summary of Walk’s research on volunteer motives in Charitable Advisors (a nonprofit 
newsletter) using data from the Belgian Scout Movement (Willems & Walk, 2013) caught the attention of the 
Boy Scouts of America, Crossroads of America Council (BSA). Subsequently, Walk engaged in discussions 
with the Executive Director around BSA’s increasing volunteer turnover, which led to a collaboration. BSA 
allowed access to their administrative data and in the spring of 2017 facilitated the distribution of a large-
scale online survey. This report examines the retention of volunteers and presents the findings from the 
analysis of both the administrative and survey data as well as recommendations and next steps. 

The main research questions of this study are: 1) to what extent do individual-level and context-related 
characteristics influence the retention of long-term volunteers? And 2) which human resources practices 
have the best effect on volunteer retention? 

INTRODUCTION

BSA collects administrative data from adult application forms and regularly enters information into the 
system (e.g., when volunteers participated in training, won awards). Moreover, all BSA volunteers have to 
renew their volunteer commitment annually in a process that is called rechartering. The rechartering data 
can be considered actual turnover data as those who have not renewed their commitment have dropped 
out of their volunteer service. We were granted access to de-identified data for 2016 and 2017. We had 
access to information on: rechartering (actual turnover), gender, occupation, ethnic background, whether 
or not individual is an Eagle Scout, age, current volunteer role(s), awards, training completed, as well as unit 
and district identifiers. After extracting this data from the database, a BSA staff member created a unique 
identifier for each individual consisting of: a) first letter of own first name (A-Z), b) last letter of own last 
name (A-Z), c) birthday (01-31), d) gender (F/M). After this code has been created, all identifying information 
was deleted; no identifying information was part of the data transferred to the researchers. We used this 
data to calculate retention rate in 2017. 

We collected additional data through online surveys using the platform Qualtrics. The study population 
consisted of all active volunteers in 2017 (n=7036). 

Since response rates for online surveys tend to be low, the e-mail was sent with support from the BSA, 
ensuring familiarity of volunteers with the sender. To further increase response rates, participant incentives 
were offered through a raffle. The study population consisted of all active volunteers in 2017. The online 
survey was sent to all 7,036 volunteers and reached 4,943 volunteers (the remainder were bounce-backs). Of 
those, 678 took the survey, resulting in a 13.7 percent response rate.

DATA
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In 2014, about 25 percent of US adults donated 8.7 billion hours of their time to nonprofits.1 Volunteering, 
defined as activities in which time is freely given to benefit others,2  is, thus, a major source of (unpaid) labor 
for nonprofits. Indeed, an estimated 80 percent of all 501(c)3 nonprofit organizations rely on volunteers to 
provide services and to help run the organization.3 

Managing volunteers, however, is a difficult undertaking. Volunteers due to their non-contractual relationship 
with nonprofits ‘vote with their feet’ and leave organizations when they are dissatisfied. As such, the 
volunteer nature of work challenges traditional retention strategies.  Traditional retention strategies operate 
under the assumption of mutual dependency between employee and organization (e.g., exchange of labor 
for a wage).4 Volunteer turnover has been regarded as an increased challenge to the provision of services for 
nonprofits.5 Reliable statistics are scarce, but the Corporation for National and Community Service report 
turnover rates between 24.2 – 47.2 percent in 2015 for their affiliated organizations.6 

Nonprofits are increasingly at risk of losing their volunteer base as ‘voting with their feet’ is relatively 
easy for volunteers who tend to search for the best fit for their motives and needs.7 To survive and thrive, 
nonprofits have to adapt structurally and develop strategic responses for the retention of current long-term 
volunteers and capitalize upon the factors that draw them to volunteer-work while creating organizational 
environments that enhance volunteer retention.

VOLUNTEER TURNOVER IN THE NONPROFIT SECTOR

Consistent with the review of the literature, both individual-level as well as context-related information 
was collected. Most measurements used on the survey instrument have been previously validated and have 
been adapted to reflect the context of this study (See Appendix A).

We were specifically interested in exploring three variables: intentions to stay, volunteer satisfaction, and 
actual turnover. Other variables were assessed to see how they might impact the variables listed above:

• Volunteer motives were measured assessing 7 motivational dimensions (values, internal 
social, external social, enhancement, protective, understanding, career).7,8 

• Meaning of volunteer work (e.g., “The volunteer work I do is meaningful to me”) 
• Organizational identification (e.g., “When I talk about BSA, I usually say ‘we’ rather than 

‘they’”)9 
• Volunteer recognition (e.g., “My efforts as volunteer are appreciated”)10 
• Training (e.g., “The training received helps me carry out my volunteer work”)11

• Organizational support (e.g., “The BSA really cares about my well-being”) 12

Additional variables were collected to further inform our findings and control for specific volunteer 
characteristics.  These variables were taken from both the administrative data (gender, occupation, Eagle 
Scout, training received, awards) and the survey data (employment, children).

MEASURES
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As Figure 1 indicates, from administrative data provided by the BSA, 95 percent of volunteers are white, 69 
percent are male, and the average age is 46 years old. Thirty-three percent were trained by their unit, 24 
percent received an award and 20 percent of male volunteers had been Eagle Scouts. From 2016-2017, the 
turnover rate was 12.7 percent. 

FINDINGS: ADMINISTRATIVE DATA

Average Age
for respondents was 

46 years old

FemaleMale

31%

69%

FIGURE 1. Administrative Data

95% of volunteers
were white.

33% of volunteers
were unit trained

20% of male volunteers
had been Eagle Scouts.

24% of volunteers
received an award.

70% of units had a
faith-based sponsor.

From 2016-2017, 
the  turnover rate for 
volunteers was 13%.



5

As Figure 2 indicates, women, a decided minority of volunteers for BSA, had a higher turnover rate (16 
percent) than men (11 percent) from 2016-2017. 

FIGURE 3. Turnover in Volunteers by Age (2016)

FIGURE 2. Turnover in Volunteers by Gender (2016)

Interestingly, as Figure 3 illustrates, volunteer turnover rates are higher for younger people, declining with 
age, from a high of 17 percent for those 20-29 to a low of 5 percent for those 70 and above, perhaps indicating 
a higher percent of long-term volunteers in the higher age categories. 
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(4,520) 89%

(2,109) 83%

(532) 11%

(436) 17%

No Unit Training

Unit Training

No Turnover Turnover

Seventy percent of the units had a faith-based sponsor (church, synagogue, etc.) and volunteers in those 
units has a lower turnover rate (17 percent) compared to volunteers in units not sponsored by a faith-based 
organizations.

One counter-intuitive finding is that volunteers who received training were more likely to leave (Figure 5). 
Only one-third of volunteers received training; the reasons for the training may be related to this finding, 
which indicates an area for future research. 

FIGURE 5. Turnover in Volunteers by Unit Training (2016)

66%

34%

FIGURE 4. Turnover in Volunteers by Sponsoring Organization (2016)

(1,273) 79%

(3,086) 83%

(332) 21%

(626) 17%

Not faith-based
sponsoring org

Faith-based
Sponsoring org

No Turnover Turnover

49%

21%
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As Figure 6 indicates, volunteers in packs had a higher turnover rate in volunteers (21 percent) than volunteers 
in troops (16 percent) or other unit types (crew, team, ship), which may be explained by the fact that children 
in packs are younger than those in troops and parents are often volunteers (63 percent from the survey 
data), and as children grow older and leave scouting, their parents stop volunteering. 

(2,046) 79% 

(2,081) 84%

(232) 
93%

(540) 21%

(397) 16%

(21) 7%

Pack

Troop

Other

No Turnover Turnover

49%

47%

4%

Note: Missing data in reporting unit types, n=5,317.

FIGURE 6. Turnover in Volunteers by Unit Type (2016)

As figure 7 shows, turnover was similar across den and cub leaders. Among den leaders, 25% left between 
2016 and 2017 and among cub leaders, 22% did not recharter in 2017. 

(882) 75%

(1164) 78%

(287) 25%

(332) 22%

Den Leaders

Team

No Turnover Turnover

FIGURE 7. Turnover in Cub and Den Leaders (2016)

56%

44%
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The majority of volunteers who indicated their occupation were employed or self-employed (81 percent) 
with a turnover rate of 18 percent (Figure 9).

FIGURE 9. Turnover in Volunteers by Occupation (2016)

Note: Missing data in reporting occupation, n=3,085.

(2,015) 82%

(54) 84%

(186) 77.5%

(77) 84%

(122) 85%

(77) 78.5%

(2) 100%

(430) 18%

(10) 16%

(54) 22.5%

(15) 16%

(22) 15%

(21) 21.5%

Employed

Self-employed

Homemaker

Retired

Student

Other

Unemployed

No Turnover Turnover

In 2016, 24 percent of volunteers received an award (Figure 8) and those volunteers had a lower turnover 
rate (6 percent) compared to volunteers who did not receive an award, which would indicate that exemplary 
volunteers, while a lower percent of overall volunteers are more likely to continue with BSA.

(4,956) 85%

(1,673) 94%

(855) 15%

(113) 6%

No Award

Received Award

No Turnover Turnover

FIGURE 8. Turnover in Volunteers by Award Reception (2016)

76%

24%
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So far we have only shown findings that illustrate the relationship between turnover and one other variable 
of interest. We also conducted regression analyses that consider the relationship between turnover and a 
range of variables. Our regression analyses indicate that those who receive an award are less likely to leave 
the BSA. In other words, the odds of staying are 1.43 times higher for those who have received an award 
than for those who did not. Recognizing volunteer service through awards might be a valuable strategy for 
volunteer retention.

When looking at the impact of unit training on turnover, we noticed a remarkable difference by gender. 
Whereas men generally are more likely to stay after they received training, women who were trained are 
more likely to leave. In other words, the odds for females who received training to leave are 1.41 times 
higher than for men who received training. From this data, it is unclear why women who received training 
are more likely to leave. Reasons are speculative, but could lie in the particular training (content) as well as 
the delivery of training (by whom, online vs. face-to-face). Exploring the reasons for this finding might be a 
valuable endeavor in the future.  This relationship is illustrated in figure 11. The probability of turnover is very 
similar for both men and women who have not received training (left hand side of graph), but remarkably 
different for men and women who have received training (right-hand side of graph).

We have also investigated the impact of the Eagle Scout honor on turnover. In general, those who are Eagle 
Scouts are more likely to renew their volunteer commitment. Moreover, we find that both training as well 
as recognition through awards has additional positive effects for retention. The gender difference described 
earlier does not reoccur in this model as only men can be Eagle Scouts. 

As Figure 10 indicates, of the 5,235 male volunteers, 1060 or 20 percent were Eagle Scouts and had a lower 
turnover rate (9 percent) than other male volunteers (12 percent).

(3,687) 88%

(960) 91%

(488) 12%

(100) 9%

Not an Eagle Scout

Eagle Scout

No Turnover Turnover

FIGURE 10. Turnover in Volunteers by Eagle Scout Status (2016)

Note: Male volunteers only, n=5,235.

20%

80%
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FINDINGS: SURVEY DATA
The survey was implemented via an online tool and ran from mid-April to early May 2017. The study 
population consisted of all active volunteers in 2017. The online survey reached 4943 volunteers as opposed 
to the 7036 total due to inaccurate email addresses on file.  Of those successful emails, 678 took the survey, 
resulting in a 13.7% response rate. Most of the respondents indicated that they volunteered at the unit level. 
As Figure 12 illustrates, 77 percent of the respondents indicated that they are employed, and of those 88 
percent are employed full-time, similar to the administrative data. Of those who were employed, 58 percent 
indicated that their workplace offers volunteer opportunities and of those, 23 percent indicated that they 
had participated in these opportunities. Seventy percent of respondents indicated that they volunteered for 
another organization outside of the BSA in the past 12 months. Half indicated that they volunteer between 
1-3 hours a week. 

Almost all (92 percent) of respondents indicated that they have children and 68 percent said they had 
children participating in BSA programs. When asked why they became a BSA volunteer, 63 percent indicated 
that their son is involved with scouting. 

0.14

0.16

0.18

0.2

0.22

No Unit Training Received Unit Training

Pr
ob

ab
ili

ty
 o

f T
ur

no
ve

r

Male Female

0.14

0.16

0.18

0.2

0.22

No Unit Training Received Unit Training

Pr
ob

ab
ili

ty
 o

f T
ur

no
ve

r

Male Female

0.14

0.16

0.18

0.2

0.22

No Unit Training Received Unit Training

Pr
ob

ab
ili

ty
 o

f T
ur

no
ve

r

Male Female

0.14

0.16

0.18

0.2

0.22

No Unit Training Received Unit Training

Pr
ob

ab
ili

ty
 o

f T
ur

no
ve

r

Male Female

0.14

0.16

0.18

0.2

0.22

No Unit Training Received Unit Training

Pr
ob

ab
ili

ty
 o

f T
ur

no
ve

r

Male Female

FIGURE 11. Gender and Training and their combined effects on Turnover
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FIGURE 12. Survey Data

BSA VOLUNTEERING

70% of respondents volunteered 
for another organization outside 
of the BSA in the past 12 months 

(N=570).

Why did you become a volunteer
in the Boy Scouts of America? (N=788)

30%

63%

14%

22%

I was asked/recruited

My son is involved with scouting

Nobody else would volunteer

Other

77% of respondents are 
currently employed (N=588).

88% of respondents 
work full-time (N=455).

Does your workplace offer 
volunteer opportunities? 

(N=447)

Have you participated 
in those  opportunities? 

(N=257)

58%
42%

Yes No

58%
42% Yes

No
77%

23%

Yes

No

Approximately how many hours
do you volunteer per week? (N=607)

14%

28%

22%

19%

11%

6%

<1 hour

1-2 hours

>2-3 hours

>3-5 hours

>5-10 hours
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93% of respondents have 
children (N=610).

68% of respondents had 
children currently participating 

in BSA programs (N=563).

71% of respondents
were male.

Average Age
of volunteers was 
51 years old
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There are multiple motives that lead individuals to volunteer ranging from more altruistic motives to more 
egoistic ones. We used the most prominent approach to assess motives with seven dimensions:

• Values – the drive to express important values such as helping those less fortunate
• Understanding – the motive to seek to learn more about the world and to exercise unused skills
• Enhancement – the drive to seek to grow and develop psychologically through volunteering
• Career – the motive to gain career-related experience
• Protective – the drive to volunteer to reduce negative feelings or to address personal problems
• Internal Social – volunteering as opportunity to be with one’s friends
• External Social – volunteering as activity well regarded by important others 

As indicated in Figure 13, the values motive is most pronounced among the BSA volunteers, closely followed 
by understanding and external social. The enhancement, internal social, protective and career motives were 
less important for BSA volunteers. Even though the overall averages are lower, there were some volunteers 
who ranked each of these motives as the highest within each of the seven dimensions. 

FIGURE 13. Volunteer Motives (2016)

On the survey, we asked a few open-ended questions about their reasons for volunteering and for 
participating. By far the most prevalent reason for volunteering with BSA is scouting experience as a youth 
(61 percent). Many respondents referenced the impact of their own scouting experience and the desire to 
give back. When asked about the main reason for their participation, the majority of respondents volunteered 

for unselfish reasons, such as helping others (41 percent), giving to 
the community (10 percent), and believing in the mission of the 
BSA (5 percent). For those who indicated that they would not be 
participating again, 43 percent indicated that time constraints or 
scheduling conflicts were their biggest obstacle.

When asked what other training opportunities should the BSA offer 
for volunteers, most (65 percent) of respondents indicated that no 

“I’ve been involved for 63 
years since I was a cub 

scout.”
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additional training offerings were necessary, but the remaining 
respondents had a diversity of desired training. The most prominent 
requests were basic unit management/function and diversity/
inclusion trainings. There was also extensive discussion of how 
trainings should be delivered. Over 2/3 of respondents preferred in-
person training over online training. They also shared a need for a 
variety of times and locations for these trainings.

When asked about the forms of recognition that they would like to see at the BSA, 41 percent again 
indicated their selflessness and belief in the mission of the BSA by requesting no recognition, no additional 
recognition, or a simple thank you. An unexpected, but common recognition request was not personal in 
nature, but rather to support their scout programming efforts through clear communication, additional BSA 
staff interaction, and opportunity for input/feedback to the organization.

“I started with my son as 
a Tiger. I knew I would 

since before he was born 
because I am an Eagle.”

“I believe in the program and began as an adult volunteer 
as soon as I turned 21 -- in various capacities at unit, 
district, council, regional, and national levels since.”

FIGURE 14. Volunteer Perspective on their Volunteer Work at the BSA
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Volunteer Work
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Volunteer Work

Satisfaction with
Training

Mean

Figure 14 gives a more nuanced overview of how volunteers see their volunteer work at the BSA, including 
the reputation of the BSA and their satisfaction with their volunteer work, and how they perceive existing 
practices such as recognition and training.  Overall, we can see that volunteers were reporting very high 
marks; they perceive their work as very meaningful (6.21/7), the BSA’s reputation as high (5.89/7), and are 
overall satisfied with their volunteer work (5.5). Although still high, organizational practices of recognition 
(4.85/7) and training received slightly lower marks (5.3/7). 
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Similarly, an encouraging picture emerges when looking at the volunteers’ self-reported identification with 
the BSA as well as their intentions to continue with their volunteer work. As illustrated in Figure 15, both of 
these markers are high (identification: 3.74/5; intentions to continue: 4.07/5).

FIGURE 15. Volunteer Identification with BSA & Intention to Continue
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4.07

Identification with
the BSA

Intentions to
continue Volunteer

Work

Mean

ADMINISTRATIVE DATA
Awards
Recognizing volunteers through awards is an effective management tool to increase future retention rates. 
We would recommend continuing with this practice. Interestingly, our survey findings show that some 
volunteers are actually not interested in rewards for their volunteer work as indicated in their responses 
(see page 13). Other forms of recognition besides awards can range from thank you cards or certificates 
of appreciation to thank you luncheons, or public acknowledgements in newsletters. However, the BSA 
might want to strike a balance between recognizing volunteers (given the positive benefits) and not overly 
emphasizing the importance of awards, as this could potentially backfire if awards are no longer perceived 
to be something special.

Training
Volunteer training is a beneficial mechanism to develop the knowledge and skills that volunteers need to 
fulfill their roles. As indicated in the administrative data section, providing volunteers with training does 
effect the turnover rates. However, we were able to identify a notable pattern: Training was only effective 
for male but not for female volunteers. After receiving training, women were more likely to leave than men. 
Potential reasons might lie in the training delivery methods (online vs. face-to-face, the specific trainer) as 
well as the content of the training. Given the data sources we have, it is not entirely clear why this is the case. 
When we asked volunteers in the survey, we could not find any gender differences in the variable satisfaction 
with training. However, the survey was administered in April/May and does not capture the individuals 
who left between 2016 and 2017.  We would highly recommend the BSA to explore this issue further. 
Particularly, we would recommend interviews or focus groups with volunteers to get a better understanding 
of the reasons. Moreover, we would also like to learn more about the organizational perspective; potential 
questions that warrant exploration are: how is training planned and administered? Who has access to which 
kind of training?

FINDINGS & RECOMMENDATIONS
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SURVEY DATA
The survey data is rich and complements the findings from the administrative data in multiple ways. First, 
we get a more nuanced understanding of the motives behind volunteer work, the meaning it has for the 
volunteers, the reasons why they started to volunteer, the structure of their volunteer role as well as their 
intention to continue volunteering. Moreover, our findings show that, overall, volunteers are satisfied with 
their volunteer work, the training as well as the recognition they receive. The BSA reached high scores in 
terms of the overall organizational identity and organizational reputation. These findings are reassuring, 
however, we were only able to survey individuals who were still with the BSA. It will be essential to match 
these survey data with the 2018 rechartering data to investigate who was most likely to stay and continue 
volunteering. Only then will we be able to give more nuanced recommendations based on the survey data. 

BSA USE OF DATA & ANALYTICS
Data and analytics, tools commonly seen in larger corporations or nonprofit organizations with the use of 
common human resource practices, have continued to increase in importance. We would recommend the 
BSA to refine their data and analytics approach as this will lead the organization to a place where their 
internal leaders can continue to improve their existing volunteer program along with having a foundational 
knowledge on their volunteer trends improving volunteer recruitment, placement, and retention. The key 
benefit to volunteer data tracking results in increased retention and program developments and sharing the 
information with internal leaders to guide a volunteer program and improve the quality and outcomes.13

After analyzing the data and seeing preliminary trends, BSA can evaluate the data currently being captured 
from their volunteer base and determine if the information is meeting their needs in making decisions, 
discovering trends, and drawing conclusions.  BSA can also determine if there is additional information 
that would be beneficial to know about their volunteers that would add value to organizational goals and 
outcomes.  The current data being collected at BSA provides a general insight of the volunteers, but reviewing 
and adding data that is collected will allow the organization to grow to new levels.  While it is important 
to track a volunteer’s contact information along with the number of hours volunteered, an organization is 
unable to analyze volunteer trends within an organization if applicable data is not collected. 

The data sources that we have were individual level data sources. In order to be able to give more detailed 
recommendations, we would need to learn more about the organizational-level practices. Particularly, 
we would recommend an evaluation of the currently existing HR practices at the BSA (e.g., recruitment, 
retention, training, performance management, awards/recognition). Research suggests that HR practices 
are most effective when they are aligned to each other. For the data sources available to us it is not yet clear 
if this is the case or if small modifications could be made to improve the effectiveness of HR practices. 
As the research team from SPEA IUPUI and the Public Policy Institute, we would be honored to set up future 
research collaborations to answer these and other questions.
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APPENDIX A. Source of Variables Measured in Survey

DIMENSIONS ITEMS REFERENCE

Volunteer Motives

Protective Q5.4_17 Volunteering helps me work through by own personal problems. 

 Clary & Snyder, 
1999;

Williams & Walk, 
2013 

 Q5.4_4
No matter how bad I've been feeling, volunteering helps me to for-
get about it. 

 Q5.5_3 Volunteering is a good escape from my own troubles. 

 Q5.5_7 By volunteering I feel less lonely. 

Career Q5.4_8 Volunteering allows me to explore different career options. 

 Q5.5_1 Volunteering helps me to succeed in my chosen profession. 

 Q5.5_11
At the BSA, I can make new contacts that might help my business 
or career. 

 Q5.5_6 Volunteering experience with BSA looks good on my resume. 

External Social Q5.4_11
My family members (children, spouse, brothers/sisters) want me to 
volunteer for the BSA

 Q5.5_4
People that I appreciate, consider it positive that I am committed to 
the BSA.

 Q5.5_5 People I know share an interest in community service. 

 Q5.5_8 Volunteering is an important activity to the people I know best. 

Internal Social Q5.4_10
I can discuss things with others in the BSA that I cannot discuss with 
people outside the BSA

 Q5.4_7 Other volunteers in the BSA would be sad to see me leave.

 Q5.5_12
Being committed to the BSA  means accomplishing something to-
gether with friends

 Q5.5_14 My best friends also volunteer in the BSA. 

Understanding Q5.4_14 I can explore my own strengths. 

 Q5.4_5 Volunteering allows me to gain a new perspective on things. 

 Q5.5_13 At the BSA, I learn how to interact with different people. 

 Q5.5_2
Volunteering lets me learn things through direct, hands on experi-
ence. 

Enhancement Q5.4_15 Volunteering makes me feel needed. 

 Q5.4_19 Volunteering increases my self-esteem. 

 Q5.4_9 Volunteering makes me feel better about myself. 

 Q5.5_9 Volunteering makes me feel important. 

Values Q5.4_12 I can do something  that is important to me. 

 Q5.4_18 I am concerned about those less fortunate than myself. 

 Q5.4_2 Helping others is important to me

 Q5.5_10
I am genuinely concerned about the children I am serving within 

BSA.
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DIMENSIONS ITEMS REFERENCE

Satisfaction

 Q7.1_1 I am fairly satisfied with my current volunteer work.

 Judge, Bono & 
Locke, 2000

 Q7.1_2 Most days I am enthusiastic about my volunteer work.

 Q7.1_3 I find enjoyment in my volunteer work.

Intent to Stay

 Q8.1_1 I plan to continue my volunteer work with the BSA in the future.
 Boezeman & 

Ellemers, 2009 Q8.1_3 I never think about leaving the BSA.

 Q8.1_4
I will renew my volunteer commitment during the next rechartering 
process.

Satisfaction with Training

 Q9.1_1 I am satisfied with the amount of training provided by the BSA.

Meyer & Smith,  
2000

 Q9.1_2 The training received helps me carry out my volunteer work.

 Q9.1_3 I am given the support I need to do my volunteer work effectively.

 Q9.1_4 The quality of the training I received met my expectations.

Recognition

 Q9.3_1 The BSA makes me feel that my efforts are appreciated.

 Martin & Bush, 
2006

 Q9.3_4 The BSA cares about my opinions.

 Q9.3_5 The BSA cares about my well-being.

 Q9.3_6 The BSA recognizes my work adequately.

Organization Identity

 Q12.1_1 When someone criticizes the BSA, it feels like a personal insult.

 Mael & Ashforth, 
1992

 Q12.1_2 I am very interested in what others think about BSA.

 Q12.1_3 When I talk about BSA, I usually say 'we' rather than 'they'.

 Q12.1_4 This organization's success are my successes.

 Q12.1_5 When someone praises BSA, it feels like a personal compliment.

 Q12.1_6 If a story in the media criticized BSA, I would feel embarrassed.

Reputation

 Q14.2_1 The BSA has a good reputation.

 Smidts, et al., 
2001

 Q14.2_2 The BSA is regarded as pleasant to volunteer for.

 Q14.2_3 My family has positive attitudes towards the BSA.

 Q14.2_4 My friends have positive attitudes towards the BSA.





The IU Public Policy Institute (PPI) delivers unbiased research and 
data-driven, objective, expert policy analysis to help public, private, 
and nonprofit sectors make important decisions that impact quality 
of life in Indiana and throughout the nation. As a multidisciplinary 
institute within the IU School of Public and Environmental Affairs, we 
also support the Indiana Advisory Commission on Intergovernmental 

Relations (IACIR) and house the Center for Civic Literacy. 

DESIGN BY
Karla Camacho-Reyes, Research Assistant & Graphic Design



21


