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T H E  L AY  O F  T H E  L A N D
- Background and research methodology



Momentum Metropolitan Holdings is championing one 
of its CSI pillars, staff volunteerism, and has partnered 
with independent market research company InSites 
Consulting to conduct further-reaching research to gain 
a clearer understanding of the state and mindset of 
volunteering in South Africa.

Momentum 
Metropo l i tan 
Vo lunteer ism 
Repor t
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Understanding the state of volunteering:

Creating helpful tools:

Inspiring volunteering:

Applying the research learnings:

Highlighting the value and importance of 
volunteering:

Momentum Metropolitan wants to understand the current 
and future state of volunteerism in SA. This includes 
understanding the landscape and further educating others 
on volunteerism in SA.

Momentum Metropolitan wants to create a body of research 
and tools that will help educate various stakeholders around 
volunteerism in  SA.

With knowledge, research and tools in place, Momentum 
Metropolitan wants to inspire others to support or start their 
volunteer journeys.

The research learnings will be applied in Momentum 
Metropolitan’s Staff Volunteer Programme (SVP).

Momentum Metropolitan wants to emphasise the important 
role that volunteering has in highlighting and contributing to 
alleviating societal problems.

Volunteers are the backbone of any 
non-profit charitable organisation. 
We can’t do what we do without 
volunteers because we just don’t 
have the financial capacity to hire 
these quality resources.

“

”

R E S E A R C H  O B J E C T I V E S

T H E  B A C K G R O U N D  O F  T H E  P R O J E C T
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An online quantitative survey was conducted with 
employee volunteers from several companies, including 
Momentum Metropolitan’s employees, volunteers 
on the ForGood online platform and active individual 
volunteers.

Length  of  sur vey Data  co l lect ion  date Tota l  number  of  respondents
10 to  15  minutes 10  to  30  June  2022 n =  157

Q U A N T I TAT I V E  S U R V E Y

Momentum Metropol i tan  vo lunteers :  n =  3

InSi tes  En l ighten  Panel :  n =  102
In  addi t ion-  non-volunteers :  n =  19

Other  corporate  vo lunteers  ( inc lud ing  ForGood) :  n =  52

An online qualitative focus group, consisting of 
seven non-profit organisations (NPOs), was held to 
understand the perspective from NPOs.

Length  of  sur vey Data  co l lect ion  date Tota l  number  of  respondents
60 to  90  minutes 14  June  2022

Focus  g roup  ins ights  a re  ind ica ted  w i th  the  i con  on  the  l e f t .

n =  7

Q U A N T I TAT I V E  S U R V E Y

R E S E A R C H  M E T H O D O LO G Y
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T H E  V O L U N T E E R  C H A M P I O N
- Who volunteers are and why they volunteer
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G E N D E R M A R I TA L  S TAT U S

A G E

Volunteers  once
a  month

Single

18-24 25-34 35-44 45-54 55-64 65+

Marr ied

Domest ic  par tnersh ip

Divorced

Widowed

Separated

Wants  to  set  a 
good example

Wants  to  set  a 
good example

Wants  to  empower 
peop le  and  fee l  p r ide 
in  ach ievement

83% 17%

*P lease  note :  F igures  do  not  add  up  100% due  to  round ing .
 Base :  A l l  respondents  /  n=157

46%

38%

6%

4%

3%

3%

38%9% 29% 17% 7% 1%

Y O U N G  A N D  E D U C AT E D  W I T H  T H E  N E E D  T O  S E T A  G O O D  E X A M P L E
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J O B  L E V E L

E D U C AT I O N E T H N I C I T Y

Volunteers  ever y 
day  or  once  a  week

Less  l i ke ly  to 
make  monetar y 
donat ions

Employee

Junior  management

Middle  management

Senior  management

Top managemet/
execut ive

I  am not  an  employee 
of  a  corporat ion

Matr ic  or  grade  12

Dip loma Coloured Indian/Asian

Whi teBlack

Degree

Honours ,  master ’s 
or  doctorate  degree

54%

11%

19%

10%

3%

4%

20%

29%36%

15%

71% 15%

5%7%

Volunteers 
ever y  second 
month

Indicates significant difference based on significance testing.



With time being key, 25 to 34-year-olds are more likely to provide their  
skills and services when volunteering compared to older volunteers. 

P a r t  0 2  |  T h e  v o l u n t e e r  c h a m p i o n

V O L U N T E E R I N G  P R E F E R E N C E S :  T I M E  V S  S K I L L S  V S  D O N AT I O N S

W H AT I S  V O L U N T E E R E D

I g ive  my t ime I  g ive  money,  goods  or  food I  prov ide  my ser v ices/sk i l ls

T ime Donat ions Ser v ices

25-34  years  o ld

*  Q21 :  And  in  wh ich  o f  the  fo l low ing  ways  do  you  vo lunteer?  |  Q22 :  Why  do  you  vo lunteer  by  yourse l f ?  | 
  Q23 :  Why  do  you  vo lunteer  in  a  g roup?  |  Q29  to  Q35 :  On ly  s ign i f i cant  demograph ics  ind ica ted
  Base :  A l l  respondents  |  n=157
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V O L U N T E E R I N G  P R E F E R E N C E

Female ;  jun ior 
management

In  a  groupSomet imes  by  mysel f ,  and 
somet imes  in  a  group

By  mysel f

15% 70% 15%

It  is  a  personal 
th ing  for  me

I t  prov ides  team 
spi r i t

I  don’ t  l ike 
ask ing  other 
people  to 
donate  wi th  me; 
i t ’s  a  personal 
choice

I  can  meet  new 
people  that  are 
l ike-minded

I  am more 
ef f ic ient  on  my 
own

I  can  do  more  as 
par t  of  a  group

I  va lue  my 
pr ivacy  /  I  don’ t 
necessar i ly 
want  others  to 
know about  my 
vo lunteer  work

I  can  ra ise  more 
funds  to  donate 
when I  am par t 
of  a  group

I  have  never 
fe l t  the  need  to 
vo lunteer  as  a 
group

I  fee l  s t ronger 
as  a  team

I  do  not  l ike 
group  act iv i t ies

I  fee l  a  sense  of 
be longing

Other :  spec i fy I  fee l  safer  in 
a  group

Other :  spec i fy

65% 65%

39% 57%

33% 54%

22% 47%

10% 39%

4% 28%

2% 24%

3%

n =  133 n  =  134

Indicates significant difference based on significance testing.
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T H E  J O U R N E Y :
Exploring the journey
- In the beginning
- The volunteer psyche
- Bumps in the journey
- Where are they now?
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A R E  V O L U N T E E R S  B O R N  O R  M A D E ?

P a r t  0 3  |  T h e  j o u r n e y

Most but not all volunteers have a passion for or interest in volunteering and helping others – 
nurtured by their parents.

B O R N  O R  M A D E ?

*P lease  note :  F igures  do  not  add  up  100% due  to  round ing .

Parents  vo lunteered

Parents ’  op in ions

22%

66%

11%

Less  l i ke ly  to 
encourage  o thers 
to  vo lunteer

Yes

No

I  can’ t  remember

I t  is  impor tant  to  g ive  to  others  less 
for tunate

Volunteer ing  is  impor tant  /  Vo lunteer ing 
is  a  mora l  duty

Volunteer ing  makes  you  a  good  human 
be ing

My parents  never  ment ioned  vo lunteer ing

You should  on ly  vo lunteer  when and  i f  you 
want  to

They  d idn’ t  vo lunteer,  they  thought  “ever y 
man for  h imsel f ” /  Char i ty  begins  a t  home

Other :  spec i fy

72%

47%

42%

15%

10%

3%

3%
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H O W  I T S TA RT E D  |  T O P  F I V E  R E A S O N S

As I  grew o lder,  I  fe l t  the  need  to 
s tar t  g iv ing  back

I  wanted  to  empower  people

I  wanted  to  set  a  good example

Through my church

I  wanted  to  fee l  good about  mysel f

48%

48%

44%

34%

21%

Focus  g roup

Indicates significant difference based on significance testing.

Volunteers begin their journey for numerous reasons:

1 Students needing to do community service.

2 Psychology and law students needing hours for their courses.

3 Unemployed citizens wanting experience for CVs.

4 People affected by cancer (primary or secondary) - volunteering helps them feel less powerless.

5 But the main motivation, for those volunteers that last, is a PASSION for volunteering and the 
cause that they have chosen.



W H O  S PA R K E D  T H E  V O L U N T E E R  F L A M E ?

P a r t  0 3  |  T h e  j o u r n e y

Word of mouth is the biggest source of information about where to volunteer – through 
testimonies, recommendations and direction to websites from veterans.

H O W  I T ’ S  G O I N G  -  P R E S E N T

How they  began  vo lunteer ing  current ly

*  Q18 :  How d id  you  ge t  invo lved  w i th  your  CURRENT vo lunteer ing  ac t i v i t y?  |  Q19 :  Wh ich  o f  the  fo l low ing  fac tors   
  d id  you  cons ider  when  dec id ing  on  where  to  vo lunteer?  |  Q29  to  Q35 :  On ly  s ign i f i cant  demograph ics  ind ica ted
  Base :  A l l  respondents  |  n=157

Through a  f r iend  or  fami ly  member

Through my church

I  thought  about  which  cause  I  care  most 
about

I  researched  an  organisat ion  to  vo lunteer 
a t

Through my company

I  found a  cause  that  could  use  my sk i l l  set

I  was  approached by  a  representat ive  of 
the  organisat ion

Other

33%

32%

30%

22%

20%

19%

17%

8%

The main recruitment strategies for NPOs are:

1 Their website and application form, which gains the most traction with up to 10 applications 
per day

2 The ForGood platform that links volunteers and corporates to NPOs.

25-34  years  o ld
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FA C T O R S  W H E N  V O L U N T E E R I N G

Top 5  cons iderat ions  when  vo lunteer ing  current ly
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Indicates significant difference based on significance testing.

My thoughts  about  where  I  can  make a  the 
b iggest  d i f ference,  where  I  w i l l  make  a 
rea l l  d i f ference

My communi ty  needs

My personal  exper iences

My sk i l l  set

My in terests

67%

59%

50%

40%

30%

Whether the volunteering journey is just beginning (past) or the volunteer 
is experienced (present), the factors that influence where and how to 
volunteer are deeply entrenched in external influences like how to make 
the biggest difference, community needs and personal experiences. 
Similar to the volunteer motivations described by NPOs.

Focus  g roup
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S E L F L E S S N E S S  A N D  G I V I N G  B A C K

P a r t  0 3  |  T h e  j o u r n e y

The volunteeer psyche is selfless and motivated by giving back and helping others.

H O W  I T ’ S  G O I N G  -  P R E S E N T

*  Q4 :  Why  do  you  vo lunteer? 
  Base :  A l l  respondents  |  n=157

Why do  you  vo lunteer?

*5% and  more  ment ioned

Provid ing  ass i tance  /  care  to  the  needy

I  love  he lp ing  others  /  pass ionate  about  i t

G iv ing  back  /  making  a  d i f ference

I t  g ives  me joy  /  makes  me feee l  good

To make a  pos i t ive  change  /  g ive  hope

Abi l i ty  to  of fer  ass is tance

Inf luenced by  my own personal 
exper ience

I t  is  a  b less ing

I t  is  be ing  compassionate  /  be ing 
humane 

I t  was  someth ing  I  grew up  wi th

Having  to  ass is t  w i thout  get t ing 
anyth ing  in  re turn

I t  is  a  re l ig ious  duty  /  love  for  God

Abi l i ty  to  make  others  happy

33%

23%

20%

13%

9%

8%

8%

6%

6%

5%

5%

5%

5%
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Ins ight Focus  g roup  qua l i ta t i ve  ve rbat im Qua l i ta t i ve  sur vey  ve rbat im

Volunteering simply means 
I can help those less 
fortunate without expecting 
any income for the help I 
provide.

A love for helping others 
originates from a need to 
give back, which either 
stems from personal 
experience or because this 
was nurtured by parents or 
grandparents.

People laugh about 
volunteers getting to paint 
the same wall over and over 
again. But we have a lot 
of walls. Painting walls is 
actually a critical thing for 
volunteers to do.

While individual 
volunteers have unrealistic 
expectations of being “paid” 
to volunteer, corporate 
volunteers do not hold the 
same sentiment.

I volunteer because I 
love helping out. My 
grandparents and parents 
taught me to always lend a 
hand to the needy.

I volunteer because I believe 
with the little contribution 
I’m making, I can make a 
difference in the world.

People generally don’t 
understand that volunteering 
is no money. They come 
with the expectation of “I’m 
going to give my time and 
you need to reimburse me 
something”.

I love to give back. There 
was a time when I didn’t 
have as much as I now have, 
and my company gave me 
the opportunity to volunteer 
my services.

Giving back even a little 
goes a long way. Nothing is 
too small or inconsequential 
when volunteering.
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This motivation comes from a strong sense of empathy and an open-mindedness that is often 
embedded in their personality.

*  Q20 :  P lease  ra te  how much  in f luence  the  fo l low ing  fac tors  had  on  your  dec is ion  to  vo lunteer,  where  0  means  no  
  i n f luence  a t  a l l  and  10  means  ve r y  in f luent ia l .  |  Q29  to  Q35 :  On ly  s ign i f i cant  demograph ics  ind ica ted
  Base :  A l l  respondents  |  n=157 .  P lease  note :  f igures  do  not  add  up  100% due  to  round ing .

70%

19%

6%
4% 8% 11%

24%
13%

31%
24%

53%

30%

9%

48%

25%

17%

44%

22%

10%

34%

26%

27%

32%

25%

12%

29%

25%

22%

Empathy Open-
mindedness

Personal i ty Rel ig ious
bel iefs

Demographic 
factors

(age,  gender, 
parenta l 

s ta tus ,  e tc . )

Se l f- in terest Outgoing/
soc iab le

1-4 (No influence at all) 5-6 (Minor influence) 7-8 (Moderately influential) 9-10 (Very influential)

Black
Black

Empathy and open-mindedness are the key traits that 
volunteers need. When it comes to open-mindedness in 
particular, NPOs stress that this characteristic is one of the 
most important to have as it can make or break the impact a 
volunteer has in the organisation. 

Communicate this critical trait to employee volunteers as 
open-mindedness is critical, and too many employees believe 
it has no influence at all when volunteering.
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Focus  g roup

Indicates significant difference based on significance testing.

If you’re gonna be a skills-based 
volunteer, you need to really 
understand the organisation. 
You can’t come in with your 
skill and not listen to what the 
organisation is needing and how 
it can use your skill.

“

”
I’m like, are you honestly 
gonna tell me what I need? 
Sorry, attitude of learning is 
coming in and learning what 
the organisation is, it’s not 
puffing up your muscles.

“

”



T H E  F O C U S  O F  V O L U N T E E R S
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Once again, volunteers are more focused on being better people than improving their social lives 
or careers.

*  Q10 :  P lease  rank  each  o f  the  persona l  benef i ts  o f  vo lunteer ing  in  o rder  o f  impor tance  to  you ,  where  1  means 
  the  most  impor tant  and  12  means  the  l eas t  impor tant  benef i t  to  you .  |  Q29  to  Q35 :  On ly  s ign i f i cant 
  demograph ics  ind ica ted .  Base :  A l l  respondents  |  n=157

M O S T I M P O RTA N T

L E A S T I M P O RTA N T

21%

14%

4%

Mind and  body

T2B scores

Socia l

Career
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T2B scores

T2B scores

21% 73% 34% 21% 9% 8% 4% 1%

Total I  fee l  l ike  I 
am making  a 

d i f ference

I t  g ives  me 
a  sense  of 

purpose

I t  g ives  me 
se l f- 

conf idence

I  l ike  to 
cha l lenge 

mysel f

I  have  fun/
i t ’s  fun

I t  he lps  me 
to  exper ience 

a  sense  of 
be longing

I t ’s  a  form 
of  phys ica l 

act iv i ty

24%

I fee l  l ike  I 
am par t  of  a 
communi ty

8%

I’ve  learnt 
new sk i l ls

12%

It  makes  me 
fee l  of  va lue/ 

wor thy  to 
soc iety

1%

I have  ga ined 
exper ience  in  my 

f ie ld  of  work

5%

I can  meet 
new people

14%

Tota l

4%

Tota l

1-2 (Very important)
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Love, happiness and inspiration are the most common emotional benefits volunteers gain when 
giving back.

*  Q11 :  Wh ich  o f  the  emot ions  be low best  descr ibes  how you  fee l  a f te r  vo lunteer ing  o r  donat ing?  Top  5  shown | 
  Q12 :  Why  do  you  fee l  th is  emot ion  a f te r  vo lunteer ing  o r  donat ing?  Top  3  reasons  shown
  Base :  A l l  respondents  |  n=157

39% 70% 29%

39% 26% 29%

1% 17% 19%

15% 15% 13%

Love Happiness Insp i ra t ion

n =  23** n  =  23** n  =  21**

I  rece ive  love  in  re turn I t  is  sat is fy ing  /  I  fee l  proud 
of  mysel f  put t ing  a  smi le  on 

someone

I  fee l  mot ivated  to  do  more

Giv ing  is  an  act  of  love I  make  a  d i f ference  in 
people’s  l ives

I t  rev ives  hope  /  g ives  people 
hope

I t  is  sat is fy ing  /  I  fee l  proud 
of  mysel f  put t ing  a  smi le  on 

someone

I  am doing  good by  he lp ing 
the  less  for tunate

I  make  a  d i f ference  in 
peoples  l ives
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44% 39%

17% 28%

17% 28%

11% 11%

Sat is fact ion Peacefu lness

n =  18** n  =  18**

I t  i s  sat is fy ing  /  I  fee l  proud 
of  mysel f  put t ing  a  smi le  on 

someone

I  fee l  a t  peace  when he lp ing 
wi th  no  expectat ions

I t  is  se l f-assur ing  /  make  one 
a  bet ter  person

I  am doing  good by  he lp ing 
the  less  for tunate

I  fee l  a t  peace  when he lp ing 
wi th  no  expectat ions

I  make  a  d i f ference  in 
peoples  l ives



A N D  M O R E . . .
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While positive reinforcement of colunteer personalities is a secondary benefit.

*  Q11 :  Wh ich  o f  the  emot ions  be low best  descr ibes  how you  fee l  a f te r  vo lunteer ing  o r  donat ing?  Top  6  –  10 
  shown |  Q12 :  Why  do  you  fee l  th is  emot ion  a f te r  vo lunteer ing  o r  donat ing?  Top  3  reasons  shown
  Base :  A l l  respondents  |  n=157

60% 44% 63%

40% 22% 25%

27% 11% 25%

10% 6% 5%

Pr ide  in  ach ievement Soc ia l  a f fect ion Opt imism

n =  15** n  =  9** n  =  8**

I  make  a  d i f ference  in 
people’s  l ives

I t  is  sat is fy ing  /  I  fee l  proud 
of  mysel f  put t ing  a  smi le  on 

someone

I t  rev ives  hope  /  g ives  people 
hope

I t  is  sat is fy ing  /  I  fee l  proud 
of  mysel f  put t ing  a  smi le  on 

someone

I  make  a  d i f ference  in 
I  am doing  good by  he lp ing 

the  less  for tunate

I  make  a  d i f ference  in 
I  am doing  good by  he lp ing 

the  less  for tunate

I t  is  se l f-assur ing  /  make  one 
a  bet ter  person

I t  is  someth ing  I  am 
pass ionate  about

I  make  a  d i f ference  in 
peoples  l ives
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40% 75%

40% 25%

20% 25%

3% 3%

(Se l f )  Admirat ion Conf ident

n =  5** n  =  4**

Giv ing  is  an  act  of  love I t  is  sat is fy ing/  I  fee l  proud 
of  mysel f  put t ing  a  smi le  on 

someone

I  make  a  d i f ference  in 
people’s  l ives

I t  is  se l f-assur ing  /  makes 
one  a  bet ter  person

Animals  are  vu lnerable/  not 
harmful

I  fee l  a t  peace  when he lp ing 
wi th  no  expectat ions



T H E  W I N - W I N  B E N E F I T S  O F  V O L U N T E E R I N G

P a r t  0 3  |  T h e  j o u r n e y

Volunteering not only helps those in need, but it also creates a more positive emotional state for 
the volunteers themselves

I N T E R N A L  F O C U S

E X T E R N A L  F O C U S

The volunteer psyche is mainly led by an internal locus of control. This means 
their emotional state and motivations while volunteering, is dominated by 
intangible but positive emotions like love, happiness, and inspiration. These 
are benefits that are shared between both volunteers and beneficiaries. Love 
begets love, the happiness of others begets happiness, and so on. 

This makes internal locus of control a more reliable and consistent motivator, 
according to NPOs. 

A secondary and less dominant psyche for volunteers is linked to slightly more 
tangible feelings, influenced more by an external locus of control. Feelings like 
pride, self-admiration, and confidence are created because the act of helping 
others makes volunteers feel more positive about themselves. These are 
also closely linked to social and career benefits. While this emotional state is 
equally beneficial, volunteering actions are being driven by this feedback. 

This means that if this feedback is missing, it may lead to a decrease in 
volunteering efforts. 
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Ins ight Focus  g roup  qua l i ta t i ve  ve rbat im Qua l i ta t i ve  sur vey  ve rbat im

An internal locus of control lies at the heart of volunteers’ passion 
for helping others. 

However, an external locus of control is led not by this passion, but 
more by what the volunteer can get emotionally by helping others.

Thus, there needs to be a delicate balance between these two loci 
of control: the internal must weigh more than the external (however, 
this does not mean the external needs to be completely absent – it 
is also a good thing).
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T h e  b u m p s  i n  t h e  j o u r n e y
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N OT W I T H O U T F R U S T R AT I O N S

P a r t  0 3  |  T h e  j o u r n e y

Volunteers’ biggest frustration is finding a way to balance their work, personal lives and 
volunteering, which has a negative impact on NPOs.

21%

10%

7%

Lack of  means 
to  contr ibute 
more/  lack  of 
resources/  no 
funding

Lack  of  t ime to 
go  vo lunteer

Conf l ic t  of 
in terest  when 
work ing  in  a 
group

*  Q24 :  What  f rus t ra t ions  do  you  exper ience  as  a  vo lunteer?  What  makes  i t  d i f f i cu l t  fo r  you  to  vo lunteer?  |  Q29  to 
  Q35 :  On ly  s ign i f i cant  demograph ics  ind ica ted
  Base :  A l l  respondents  |  n=157
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Ins ight Focus  g roup  qua l i ta t i ve  ve rbat im Qua l i ta t i ve  sur vey  ve rbat im

Seeing the things needed 
but can’t afford it for them.

It can sometimes be difficult 
to always show up, and at 
times where I’m unable to, 
the guilt that comes after is 
almost unbearable.

When there are people 
that think they are better 
than others and they put 
themselves on a pedestal. 
They are arrogant and don’t 
respect others’ opinions.

The biggest frustration for 
volunteers AND NPOs is 
limited time and resources. 
This is a pain point on both 
the NPO and volunteer side 
with which corporates can 
perhaps assist.

The time constraints felt by 
volunteers are felt by NPOs 
exponentially. Corporates 
can help create a synergy 
between NPOs, communities 
and volunteers.

Both NPOs and volunteers 
expect their fellow 
volunteers to be open-
minded and to work together 
as a team to make the 
biggest change for the 
beneficiaries.

The key gap is around with 
corporate volunteers. It’s 
the timing and availability. 
You know, the timing and 
availability becomes a 
major, major challenge.

I think that is the part where 
I feel, as a leader, you 
have to find a way that the 
corporates can listen to the 
NPO needs, but also listen 
to what the corporate can 
offer.

And I believe that it’s around 
having a headspace of 
listening and also finding 
what people’s strengths are 
… to purposefully give back 
to any organisation.



M I N D - S E T S Y N E R G Y  N E E D E D

P a r t  0 3  |  T h e  j o u r n e y

There are misconceptions between volunteers and NPOs that need to be neutralised to have a 
more positive and productive relationship.

6%

4%

4%

Unapprec iat ive 
organisat ions/ 
hard  to  p lease

When I  run  out 
of  t ime /  not 
ass is t ing 
ever yone  due 
to  t ime

Unkind  t reat-
ment  f rom 
organisat ions

*  Q24 :  What  f rus t ra t ions  do  you  exper ience  as  a  vo lunteer?  What  makes  i t  d i f f i cu l t  fo r  you  to  vo lunteer?  |  Q29  to 
  Q35 :  On ly  s ign i f i cant  demograph ics  ind ica ted
  Base :  A l l  respondents  |  n=157
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Ins ight Focus  g roup  qua l i ta t i ve  ve rbat im Qua l i ta t i ve  sur vey  ve rbat im

Feeling unappreciated and 
getting disrespected by 
staff at NPOs. They often 
think you are there to take 
their jobs and want to 
implement changes which 
interfere with their work.

Sometimes I don’t have as 
much time as I’d like to.

Some owners or founders of the 
NPOs feel like you’re invading 
their personal space. Some 
feel they own the NPO, thus 
you cannot tell them what to 
improve or implement in their 
organisation. Some feel you must 
just give the money and walk 
away.

Misconception: while 
volunteers think NPOs 
feel their jobs are being 
threatened, the reality is 
that NPOs’ biggest time 
constraints come from having 
to do everything in-house. 

Volunteers’ struggle to 
balance work, home and 
volunteering has a negative 
impact on NPOs, leaving 
NPOs with little time to 
compromise or make up for 
last-minute changes.

There is a conflict between 
NPOs and volunteers around 
expertise and what is 
needed, with both parties 
feeling the other is not 
being open-minded. 

We still keep everything 
in-house. In other words, 
we still manage our own 
website, our own social 
media. What we do get is 
advice and support from 
volunteers. 

You were reliant on 
this group of people to 
support the initiative of 
the campaign that you’re 
running, and then they’re no 
longer there.

I’m like, are you honestly 
gonna tell me what I need? 
Sorry, attitude of learning is 
coming in and learning what 
the organisation needs, it’s 
not puffing up your muscles.



W O R K  T I M E  O R  M Y  O W N  T I M E ?
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While most employees expect or require corporate support for volunteering, a second group feel 
work and volunteering should remain separate.

C O R P O R AT E  V O L U N T E E R  S U P P O RT

*  Q25 :  P lease  ra te  the  be low s ta tements  on  a  sca le  o f  0  –  10 ,  where  0  means  S t rong ly  d isagree  and  10  means 
  S t rong ly  agree .  |  Q29  to  Q35 :  On ly  s ign i f i cant  demograph ics  ind ica ted
  Base :  A l l  respondents  |  n=157 .  P lease  note :  f igures  do  not  add  up  100% due  to  round ing .

I t  i s  impor tant 
for  me that  the 
company  that  I 

work  for  suppor ts 
vo lunteer ism 
amongst  i ts 
employees

Volunteer ing  is 
a  ver y  personal 

dec is ion ,  and  I  do 
not  need  suppor t 

f rom my employer

I t  is  impor tant  to 
me that  my company 
of fers  vo lunteer ing 

oppor tun i t ies 
to  which  I  can 

cu l tura l ly  /  soc ia l ly 
re la te

1-4 (Strongly disagreel) 1-4 (Strongly agree)5-6 (Neutral) 7-8 (Agree)

50% 43% 41%

19%

18%
30%

14%
16%

12%

16% 23% 17%
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I  would  be  more 
l ike ly  to  vo lunteer 

i f  my  company 
suppor ted  a 

greater  var ie ty  of 
oppor tun i t ies  to 

vo lunteer

My co l leagues  would  
be  more  wi l l ing  to 

vo lunteer  i f  our 
company  suppor ted 

vo lunteer ing

I  need  suppor t  ( t ime 
of f  e tc . )  f rom my 
employer  in  order 

for  me to  be  ab le  to 
vo lunteer

40% 38% 26%

18%
20% 21%

19%
24% 23%

23% 18% 31%
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According to NPOs, volunteerism has increased compared to 10 years ago. 

Part of this increase is due to the 
involvement of corporates that provide 
access to numerous volunteers and skills 
that were not easily accessible before.

COVID-19 has also led to an increase in 
volunteerism as citizens had unexpected 
time on their hands and were prompted 
to assist people that may have been 
struggling during the pandemic.

Selling hotdogs or goods to raise money 
still occurs and still counts. Along with 
this, volunteers can help by raising 
awareness on social media or in person.

A  B R I G H T F U T U R E  F O R  V O L U N T E E R I N G

P a r t  0 3  |  T h e  j o u r n e y

The current state of volunteerism is a positive one, with volunteerism on the rise and more 
options available for how to volunteer.

C O R P O R AT E  PA RT N E R S H I P

C O V I D - 1 9

E V E RY  L I T T L E  T H I N G  S T I L L  C O U N T S

1

2

3

And over the years, volunteer 
support for what I have been 
responsible for and specifically 
towards the fundraising and donor 
acquisition, has been very, very 
good.

And now the context is much 
more strategic. It’s more around 
corporates who have volunteer 
programmes, which means that 
they often come with expertise, 
often budgets because a lot of 
the projects that you wanna do 
or can coordinate or want to use 
volunteers for need budgets. 

I think initially with volunteering, 
we certainly started with people 
helping out and, umm, you know, 
selling hot dogs and selling curry 
and rice and selling books for us 
and this and that, you know, at kind 
of anywhere and everywhere.
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C A U S E S  S U P P O R T E D  A N D  H O W  T H E Y  A R E  S U P P O R T E D

P a r t  0 3  |  T h e  j o u r n e y

Here’s how these volunteers are currently donating their time, skills and money

13% 17% 70%

My leve ls  of  vo lunteer ing  have 
progressed  f rom sporad ic 
invo lvement  to  more  cons is tent 
commitment  over  the  years .

1-2 (Do not agree) 3 (Neutral) 4-5 (Agree)

M O N E Y  T O  V O L U N T E E R

10%

89%

1%

Yes

No

I  can’ t  remember

*  Q7 :  P lease  ind ica te  your  l eve l  o f  agreement  w i th  the  fo l low ing  s ta tement ,  by  se lec t ing  1  –  5 ,  where  1  means 
  do  not  agree  and  5  means  comple te ly  agree .  |  Q14 :  Do  you  need  to  have  money  to  vo lunteer?  |  Q8 :  What  t ype  o f 
  vo lunteer  work  do  you  do?  Top  6  shown |  Q29  to  Q35 :  On ly  s ign i f i cant  demograph ics  ind ica ted
  Base :  A l l  respondents  |  n=157

Volunteer perceptions of what they need in order to 
volunteer are aligned with those of NPOs. The smallest act, 
such as painting a wall, is enough; however, any monetary 
aid that can be given will always be appreciated.
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T O P  S I X  C A U S E S  V O L U N T E E R S  S U P P O RT

Focus  g roup

Indicates significant difference based on significance testing.

Communi ty  deve lopment

Women empowerment

Babies ,  ch i ldren  and  youth

Teaching  /  educat ing

Schools

Work  wi th  the  e lder ly

No matter the motivation, all volunteers need 
some guidance and direction when starting 
out their journey.

1

Given that the main need is to find a cause or 
organisation where they can use their skills to help 
people the most,  volunteers need assistance in finding 
the cause and organisation best suited to their passions 
and skill set.

2

Seek out recommendations and testimonies from 
veteran volunteers from different organisations and 
causes to guide decision-making.

3

Seek access to veteran volunteers as mentors, with 
whom volunteers can chat to find their direction and 
best fit.
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