Volunteer Value: Beyond the

Independent Sector Rate
By: Sue Carter Kahl




Welcomel

+ |Introductions
+ \Volunteer value research — What?
+ Lessons learned — So what?

+ |Implications & application — Now what?
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"Complexity
IS inversely related to
measurability. “

Satyan Linus
Devadoss

Volunteer Value




Volunteer Value

# of clients served
# or type of programs delivered

# of program
sites/neighborhoods served

# FTESs that volunteers
represent

$ or in-kind gifts raised by
volunteers

$ or in-kind gifts donated by
volunteers

Level of client satisfaction

Partnerships created
Policies/legislation advanced
# of volunteers led

# staff trained or coached

Extent to which volunteers
represent the community

# of people referred to
organization by volunteers
(donors, volunteers, participants)

# of volunteer groups that serve
again or donate




Understand why
people think the

way they do
about a topic




What were

they thinking?

Q*

Leaders of
Volunteers

Volunteer
Value




«+ Based on your role working in an organization
that engages volunteers, which of the
following items are meaningful and relevant

measures of volunteer value?

Disagree Neutral




Cost-benefit analysis/RO! (ratio
comparing the benefits and costs of
volunteer engagement) 3

Volunteer retention (how long volunteer
stays compared to expected length of
s i
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Secto ate = 24 1oy o Qualty of service/level of attention

provided by volunteery
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Volunteer ratios (vounteers t paig Number of organizational goals met

through volunteer support 20

Paid staffs level of sait
ISTaCtion with Extent to which volunteers are

Cost savings to the organization (funds
Mot expended because of volynpey
support) i

Number of volunteers panticipating in
other organizational roles (program
participant, donor] a3

Volunteer engagement rate (number of

active volunteers/number of enrolled
L}
volunteers|

Organization cost (what the hour would
be worth If the organization had to pay
stafl for comparable work) 35

Program o process improvemeny

olunteerin
suggestions made by voiumemm value of voluntee:

volunteer, and staff)

Number of services provided by volunteers
(rides given, meals delivered, youth

formed by volunteers
mestored A ] pange of roles pef -

Volunteer time convertad to full-time
equivalents (FTE} (Le., volunteer who
works 10 hours/week = 25FTE) 4

Volunteer Net-Benefit Analysts (tool to

engaging vo

f challenges of volunteer
T . provided by

management outweigh benefits) 31

volunteers 1% Type of organizational goals met through

Number of volunteers supervising or
volunteer support al

Integrated into the organization ¢
L Mganization o training other volunteers or staff 1 Amount of mone ind s

donated by volunteers

Amount of change achleved by volunteers ot lveof tisfacton with
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What we are

learning...




Findings — Preferences for Industry Standards

# #

Factor
volunteers hours

Range: -5to +5
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Findings — Preferences for Industry Standards

# #

Factor
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Explain what
these mean
In your
org’n.
Collect &
share other
Info.

The usual suspects matter
(volunteer #s, hours, S rate)...

but not exclusively and
not without caution.



Ask
guestions
about what

Info matters
to others.

There are patterns in how
people value volunteer
contributions...

but not by audience.



Link
information
with your
organization
purpose and
needs.

Context matters.
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3a.:
Satisfaction

3b: Analysis

/
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Org'n
+Volunteers
+ Process

Volunteer
Contributions

Org #s +

Stories )

Approaches to
Volunteer Value




What does this

mean for your
work?




Information/
Data

Volunteer Engagement — By the Data



Audience

Volunteer Engagement — By Audience
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Organization
& Volunteer Audience
Purpose

Volunteer Engagement — On Pur




Purpose




Audience




Hmm...|
wonder how
to capture
that...

Impact -
What to

track




Reflection
x A-ha’s and insights

x Next steps for Monday
morning







