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Abstract. There has been growing recognition of the importance of volunteerism
in achieving goals of sustainable development. This has led to increasing interest
in academic research focused at understanding motivational factors which actu-
ate individuals to engage in volunteerism. Of particular interest is the question
how to stimulate young individuals to engage in volunteerism. Therefore, this
paper discusses the application of the social marketing framework of: motiva-
tion, opportunity and ability (MOA) amongst non-governmental organizations in
Bosnia andHerzegovina. Explorative qualitative research designwas applied,with
semi-structured interviews as data collectionmethod. The sample consisted of nine
volunteers who performed volunteer activities at the Center for Promotion of Civil
Society (CPCS). Research findings show that a plethora of motives, opportunities
and abilities could be used as recommendations for organizing volunteering activ-
ities, but also as values in communication campaigns for the purpose of recruiting
new volunteers.

Keywords: Social marketing · Volunteerism · Young people · NGOs ·MOA
model

1 Introduction

In 2015, the United Nations General Assembly adopted the 2030Agenda for Sustainable
Development [1], in which volunteer groups were explicitly identified as stakeholders
in the achievement of the 17 Sustainable Development Goals (SDGs). This collection
of 17 Sustainable Development Goals (SDGs, also known as the Global Goals) aims to
end poverty, inequality, injustice and climate change by 2030.

Volunteering is a part of every civilization and society and comes in all forms, from
traditional mutual aid practices to organized community action in times of crisis. Today,
given the prevalent global problems, the need for organized volunteering is greater than
ever. Volunteering is an essential element of civil society initiatives, and volunteers are
an important human resource for third-sector organizations. One of the key principles
on which volunteering is based is the belief that global change begins with local change,
that economic and social progress does not begin at the top, but at the local and at the
broadest level. In volunteer projects, the focus is on achieving positive change at the local
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level, addressing specific and concrete problems in the community, especially involving
citizens, community residents in the project: from conception to implementation.

Examples of volunteer activities can be found in all sectors of society in almost
all sociodemographic categories [2]. Since there is no monetary compensation, it is
important to understand volunteer motivation as the key to organization’s success and
effectiveness. Altruistic motives are characteristic of volunteers who are not interested
in personal benefits obtained by providing unpaid services [3]. Basically, altruism is the
contribution of time, energy and resources to an organization with the sole purpose of
helping others. While altruism is often cited as the primary motivation for volunteering,
it is widely believed that serving others is mutually beneficial for both the provider and
recipient [4].

The peculiarity of volunteering is that it is not limited by external factors, such as
earning a salary, gaining prestige or social status, or earning job rewards, but rather by
internal motivations and causes. Accepting the responsibility of volunteering is different
from accepting paid work because the volunteer does the work of his choice according
to his kinship, decides to volunteer voluntarily, there is no coercion, there is no autho-
rization, and it is not done to secure their interests and their own existence. Precisely
because volunteering is based on freedom of choice, the basic premise of which is free
will, which, among other things, is a very personal thing.

Bussell and Forbes [5] suggest that additional research is needed to improve under-
standing of volunteer motivation. Previous research has shown that individuals are will-
ing to engage in volunteering, but there is still insufficient understanding of the moti-
vational factors that motivate individuals and culturally diverse groups to serve their
communities [6].

With regards to the previously mentioned, it is clear that research into the possibility
of motivating volunteers to approach and perform various activities is a very challenging
phenomenon, with significant practical, theoretical and social contributions. One of the
very much established theoretical models within social marketing, which can serve as
a fundamental model for studying volunteer motivation is the Motivation-Opportunity-
Ability (MOA) model. The MOA model is a well-established framework used as a
theoretical basis for explaining job performance in employee behavior [4, 7], consumer
choice [8], and decision-making [9].

TheMOAmodel is a useful framework in the context of social marketing. It has been
suggested that social marketing and MOA approaches provide a useful complementary
approach to interventions targeting social issues. The proposal advocates the MOA app-
roach as an overarching guiding model for social marketing programs and provides the
basis for a comprehensive strategy for interventions targeting social issues, including
volunteerism [10].

The fundamental study challenge that this paper begins with is the subject of how
socialmarketingmotivates youngpeople to volunteer, andwhether using theMOAmodel
of social marketing is important for increasing the number of young volunteers. In this
regard, the study’s goals are to examine the characteristics of social marketing strategies
(MOA model) used by NGOs in Bosnia and Herzegovina, as well as to determine how
and to what degree their implementation influences the number of volunteers.
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As an important stakeholder in the development of civil society in Bosnia and Herze-
govina, civil society operates in an inactive economy. The community’s attitude toward
problems is passive. Politics, government, and economics are now in charge. Civil soci-
ety organizations represent and promote the values and norms of modern democratic
societies in a society with a relatively low level of trust. Despite their dedication to
improving the lives of those they work with and successfully contributing to the public
good, these organizations have little influence in the process of drafting, deciding, and
implementing legislation for the benefit of their members.

The presentedMOAmodel study poses a useful explorative research about volunteer-
ing activities inBosnia andHerzegovina, providing agood startingpoint in understanding
motivation for young people’s engagement in volunteerism.

2 Literature Review

The role and significance of non-profit organizations in society became interesting in the
late twentieth century as part of a more intensive study of the relationship between the
three fundamental determinants of any modern society: state (government), community
of people, andmarkets, as seen through their tasks and responsibilities [11]. Civil society
was defined as a normatively privileged arena or sphere outside the state in which orga-
nizations and individuals interact independently and apart from political and economic
logics. Civil society was a privileged arena for social critique and dissent, which needed
to be nurtured not only as a democratizing force in authoritarian regimes, but also to
keep democracy alive in Western Europe. A thriving civil society became the defining
feature of a well-functioning liberal, representative, parliamentary democracy [12].

This shift, driven by the donor agencies’ neoliberal project, also privileges the type of
role that NGOs as civil society organizations are expected to play, the type of engagement
they are to have with other civil society formations, the state, and the market. As a result,
the name change has the potential to promote a depoliticized version of social action
while weakening civil society’s ability to pursue radical ideas of social change; striking
at the fundamental structure of society or the way the state relates to its people [13].
As they began to subscribe to the notions of civil society associated with this concept
in its neoliberal incarnation, non-governmental organizations (NGOs) began to refer to
themselves as civil society organizations. According to Walzer [14], these organizations
exist in an unforced realm of human existence where social affairs are conducted without
reference to or interference from the state or market. Thus, civil society organizations
are accepted as a sphere in which communitarian spirits are grown and nurtured, where
differences - structural, cultural, ideological - are dissolved, boundaries are blurred, and
human beings come to share fellow feeling and warmth of togetherness and unforced
sociability [13].

The definition of non-profit organizations provided by John Hopkins University’s
Centre for Civil Society Studies, a pioneer in the study of non-profit organizations,
states that NPOs have five indicators. All of the indicators mentioned here are related to
the organizational dimensions of civil society rather than the process or value-oriented
dimensions [15]:

• They are organized, i.e. they possess some institutional reality.



150 A. Alić et al.

• They are private, i.e. they are institutionally separate from the government.
• They are non-profit distributing, i.e. they do not return the money that has been
generated to their owners or directors.

• They are self-governing, i.e. they are capable of controlling their own activities.
• They are at least partially voluntary, implying a significant degree of voluntary par-
ticipation, either in the actual conduct of the agency’s activities or in the management
of its affairs.

The authors of this report, also noted that “Quite clearly, this definition of the non-
profit sector goes well beyond the NGOs concept in common usage within the develop-
ment world. It comes closer to what more recently come to be referred as “civil society
organizations”, i.e. organizations that function outside the market and the state, though
this latter concept is far less widely utilized or understood” [13, p. 21].

According to the above comprehensive definition ofNGOs, one of themost important
aspects of their work is based on voluntary participation. In fact, non-profit organiza-
tions rely on volunteers to reach a larger population than they could with a limited
number of employees alone [16]. Volunteers frequently assist nonprofits in providing
needed programs and services. The diversity and complexity of non-profit organizations
available among communities represents the need for volunteers to be skilled, trained
and experienced in a number of aspects. Therefore, nonprofit managers should under-
stand the important role of volunteers in a nonprofit organization and have the necessary
knowledge on how to hire, manage, and retain them. The right approach to volunteers
can mean the difference between active, committed volunteers or constant change that
disrupts the organization’s programs and morale. Volunteerism research has academic
and practical value because the nature of volunteerism is perceived as a vehicle for
achieving sustainable development. Volunteering allows people to participate in their
own development and peacekeeping, while also strengthening social cohesion and trust
by encouraging individual and collective action, resulting in long-term development for
people by people. Volunteering’s contribution to sustainable development is especially
striking in the context of the new SDGs because it allows people to become responsible
actors in their own development as well as being active models of change.

2.1 Volunteerism

Because religion, politics, and culture all have a strong influence on the concept of
volunteerism [17], there is no universally accepted definition of volunteerism in the
existing literature. Furthermore, despite the fact that volunteerism has been the sub-
ject of numerous studies, an integrated theory of volunteering has yet to emerge [18].
According to Wilson [19], the lack of a theory of volunteering can be explained by the
fact that the generic term “volunteering” encompasses a wide range of very different
activities, ranging from voluntary participation in sports associations or schools to help-
ing people with disabilities or the elderly, preventing an attempt to explain all of these
activities by the same theory. Volunteering is essentially a commitment to a specific
goal without the expectation of monetary compensation. According to the definition of
volunteerism provided by the United Nations General Assembly [20], first, the action
should be performed voluntarily, according to an individual’s own free will, rather than
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as an obligation imposed by law, contract, or academic requirement. Second, the action
should not be undertaken solely for monetary gain. Third, the action should be for the
common good, benefiting people outside the family or household directly or indirectly,
or a cause, even if the person volunteering usually benefits as well. In addition, two
other factors should be mentioned [21]: (1) Volunteering implies active participation,
implying that the act of volunteering entails active participation or contributions of time,
energy, or talents. It is never seen as a donation or sponsorship of financial or material
resources. (2) Volunteering is voluntary. Individuals freely give their time, energy, and
talents for whatever reason they choose.

According to Shah et al. [22] there are two types of volunteerism: informal and
formal volunteerism. Formal volunteering is carried out by a group or organization and is
structured and embedded inNGOprograms. Individuals engage in informal volunteering
to assist a fellow community member in need. Govo [23] defines informal volunteerism
as “participating in some activities outside of the purview of a formal organization.”
Structured or formal volunteerismmakes a significant contribution to development [24].

Regardless of the differences in definitions and types of volunteerism, it is important
to note that the modern view of volunteering is characterized by a two-way process in
which each party involved receives certain benefits, and it can be said that volunteer-
ing is the creator of human and social capital, i.e. an important factor influencing the
improvement of social cohesion and one of the strongest elements contributing to the
development of society. The 2011 UNV (United Nations Volunteers) report confirms
this, stating that volunteering contributes to sustainable development by engaging peo-
ple at all levels of society, influencing major changes in the community, and promoting
social inclusion and the environment for sustainable development. According to the
report, societies that value diversity show signs of social and societal development [25].

The EUCommission declared 2011 the EuropeanYear of Volunteering, emphasizing
the importance of volunteering today.Citizens volunteer in various organizations, includ-
ing civil society organizations, youth clubs, hospitals, schools, and sports clubs, among
others. The EU Commission acknowledged the value of volunteering, emphasizing that
it is an active expression of civic participation that strengthens common European values
such as solidarity and social cohesion. Furthermore, volunteering provides significant
learning opportunities, as participation in volunteering activities can help people develop
new skills and abilities, as well as improve their employability. Volunteering has been
recognized by the EUCommission, which has included volunteering in the Europe 2020
strategy - a strategy for smart, sustainable, and inclusive development [26].

Recognizing and legitimizing the importance and impact of volunteers is critical for
analyzing and understanding their activity, as well as the factors that may influence them
in the future. Understanding this process could lead to more efficient design of volunteer
attraction and retention policies and statements in non-profit organizations [27]. It is crit-
ical to consider the opportunity that each organization provides volunteers to capitalize
their skills and abilities in order to meet their expectations, which are shaped to a large
extent by their motivations [28, 29]. A better understanding of volunteers’ motivations
will simplify task definitions, allowing motivations to be fulfilled [30], and may also
serve as an important attraction factor [31]. There are many studies on motivation in
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general and its applications to work, but there are fewer on motivation for volunteerism,
and their findings indicate a need for more empirical research [32].

2.2 Volunteer Motivation

Volunteer motivation is defined as an individual’s desire to seek out volunteer oppor-
tunities, commit to voluntary service, and stay involved in volunteerism for extended
periods of time [28, 33]. A motive is something that motivates or guides a person to
complete a task or achieve a goal. Motives can range from awards and recognition to
self-actualization, and it all depends on the individual. Some people are more motivated
by self-realization, while others are more motivated by social acceptance. There are
many reasons why people volunteer, from having too much free time to feeling useful
(helping those who are less fortunate and dealing with various social and life problems),
to gaining personal benefits from volunteering (work experience, travel, acquaintances,
etc.), so volunteering appears to them to be an ideal activity to fill that time.

As a result of the application of various theories (e.g., Maslow’s Needs Theory,
Vroom’s Expectancy Theory, Herzberg’s Two-factorMotivationalModel, Hackman and
Oldham’s Job Characteristic Model) that have been proposed to explain why people
spend time and effort on volunteer tasks, a wide variety of volunteer motivations have
been identified in the volunteer literature [e.g. 28, 33–38]. Clary et al. [28] and Lai et al.
[37] identify six motivations for volunteering in one of the most comprehensive classifi-
cations in the literature: 1) values (to express values related to altruistic and humanitarian
concerns for others); 2) understanding (to acquire new learning experiences and/or exer-
cise skills that might otherwise go unused); 3) social (to strengthen social relationships);
4) career (to gain career-related experience); 5) protection (to reduce negative feelings
about oneself or address personal problems); 6) self-enhancement (to grow and develop
psychologically). Other dimensions of motivation have been identified, such as patrio-
tism [e.g. 39–41], security [e.g. 42, 43], reciprocity, reactivity, and recognition [e.g. 44],
religion [e.g. 45], etc. Furthermore, these motivations are classified as intrinsic (e.g.,
self-expression) or extrinsic (discrete outcome) desires [46]. The social environment is
also credited with modifying inherent tendencies [46, 47].

2.3 Social Marketing and Volunteering

There is a lot of research related to understanding the motives for getting involved in
volunteer activities, which are, in essence, the result of answering the question: Why do
people volunteer? The other side of the coin, however, addresses the question: How to
influence people to volunteer? According to Rothschild [48], the answer to this question
can be found inmarketing. Utilizingmarketing in the recruitment of young volunteers is,
thus, an effective strategy [49]. This primarily refers to social marketing, as a new form
of marketing, which emerged in the 1970’s, which applies traditional marketing theories
on selling ideas, attitudes and behavior [50]. While commercial marketers engage in
marketing activities to increase profit and benefit shareholders, social marketers aim
to transform society for the better, in terms of the creation of capable, free, fair and
sustainable societies [51]. Social marketing does not only help to build a better society,
it is also a strategic tool for planning cost-effective and sustainable projects and ensuring
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their long-run impact [52]. Since volunteering has a positive impact both on a societal
and individual level, marketing the activity is beneficial.

Boehm [53] discussed social marketing as a tool for developing a volunteer program
and recruiting volunteers, recognizing the potential of using social marketing for this
purpose and calling for additional research on the subject. Several articles highlight the
voluntary behavior change involved in social marketing [e.g. 10, 48, 54, 55], but this
is not the same as encouraging young people to volunteer through social marketing.
Young people are becoming more interested in ethical and environmentally responsible
behavior [56, 57]. They prefer businesses that are socially responsible, work to improve
society, solve social problems, and have a positive impact on the world. Companies must
therefore be transparent and authentic in their sustainable and ethical business practices,
and their marketing should be socially responsible [56]. According to Polsa [54], encour-
aging students to volunteer through social marketing could have a particularly positive
impact on both society and students’ lives.

Social marketing also has educational value: in addition to highlighting problems
thatmost people are already aware of (such as the dangers of drunk driving and drug use),
it effectively raises public awareness of topics that they might not otherwise be aware of
[55]. Having in mind the primary role of influencing behavior, Andreasen [10] discusses
three different societal levels of social change: “individual change”, “community mobi-
lization” and “structural change”. Citizens contribute to a change on individual level,
whereas, targeting policy makers and stakeholders create change on an institutional and
social level [58]. Yet, as Polsa [50] argues, it is the individual who ultimately decides
on behavior change.

Although social marketing programs are increasing [10], according to Binney, Hall
and Oppenheim [59] there are some difficulties guiding social marketing programs, and
consequently, increasing the need for a well-defined theoretical framework for social
marketing. According to Gordon [60], when it comes to social marketing projects, the
marketing mix is no longer sufficient. As a result, this paper proposes an expansion of
social marketing tools through the use of the MOA framework, which has proven to be
appropriate for social change programs [10, 48, 59].

The MOA model that has been introduced by MacInnis and Jaworski [61] was
originally applied to information processing and advertising effectiveness. According
to the model, motivation and ability are important factors in individuals’ information
processing and the formation of their attitudes as consumers. The MOA model is also
a well-developed framework that can be used as a theoretical foundation to explain
employee behavior [7, 62].

Rothschild [48] was the first to apply the MOAmodel to social marketing, implying
that motivation, ability, and opportunity can help determine whether a person is inclined,
resilient, or incapable of acting in accordance with desired marketing preferences In this
context, motivation is defined as the desire to behave or act, ability is defined as the
possession of a skill or expertise to act (for example, the ability to overcome addiction),
and opportunity is defined as the absence of environmental barriers to action. Rothschild
proposes that social marketers can use education, marketing, or law in various combina-
tions to change consumer motivation, ability, and opportunity, transforming consumers
who cannot behave or are resilient into consumerswho are prone to behaving inways that
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the marketer desires. According to this, first aim of this study was to analyze motives of
young individuals to engage in volunteering activities through the MOA model, within
the NGO sector of Bosnia and Herzegovina. Therefore, following research question was
defined:

RQ1: What motivates young individuals to engage in volunteerism?
According to Andreasen [10], social issues can be classified as motivational, oppor-

tunity, or ability problems, and complementary interventions can be designed for the
individual, community, or overall program level. Lockstone-Binney, Binney, and Baum
[63] applied the MOA model to a pro-environmental behavior change intervention and
discovered that it provided insight into the interactions that can lead to long-term behav-
ior change. Volunteering is the socially desirable behavior being promoted in the current
paper. As a result, there is reason to believe that using the MOA framework has the
potential to assist in the promotion of volunteering as an activity and the desirable ben-
efits associated with this prosocial behavior. Accordingly, another research aim was set,
in order to determine how the implementation of social marketing strategies can increase
the number of volunteers. Hence, following research question has been proposed:

RQ2: How are young individuals stimulated through social marketing to volunteer?

3 Methodology

Given the previous discussion and the fact that there is a lack of publicly available
data on volunteering activities in Bosnia and Herzegovina, an exploratory research
design appears to be appropriate [64]. Therefore, this research has applied qualitative
exploratory design in investigating the importance of application of social marketing
aimed at increasing the number of young volunteers.

The Centre for Promotion of Civil Society (CPCS) has been used as case study
since it is one of the rare non-governmental organizations that is actively working on
involvement of young people in volunteering activities in Bosnia and Herzegovina.
Young people who have volunteered or are still volunteering in CPCS have been found
to be an appropriate group of research participants. In total nine volunteers participated in
the research. In-depth semi-structured interviews have been used asmethod of collecting
primary data [65]. The interview guide was adapted from a study by Rodrigues Simoes
and Jaehn [66] and is based on a theoretical framework, being divided into four main
sections. Section 1, basic questions about the respondent; Sect. 2, specific questions about
volunteering through the prism of social marketing’s 4 Ps; Sect. 3, specific questions
about motivation, opportunities and abilities (MOAmodel); Sect. 4, concluding remarks
about volunteering. All individual interviews with research participants were conducted
within amonth. Each interview lasted between 40 and 70min, resulting in a total of 5 h of
interviews. Transcriptions were made and analysis was conducted using the qualitative
data analysis software Atlas.ti [67].

Complementary data were collected through revising organization documents. Writ-
ten reports of volunteers from previous years were reviewed and the obligations and
responsibilities of volunteers on various projects were determined. This made it possible
to envisage certain prescribed volunteering practices at the organizational level.

The analysis was performed using ATLAS.ti qualitative data analysis software. Col-
lected data was analyzed using an open coding structure with various related topics
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within the framework of theoretical categories suggested by the previously discussed
MOA model. In the initial phase of analysis, the software simplifies the encryption
process, while in the final phase it provides networks and relationships.

The first phase of data analysis was open coding; reading and understanding all the
data found and searching for certain terms to be repeated in order to eventually mark
them in the ATLAS.ti software. Subsequently, a second analysis is performed through
a coding scheme based on the literature, which is associated with the first open coding
results.

The second phase of coding is axial coding. Axial coding is part of an analytical
process in which the researcher reconnects parts of the data identified and separated in
open coding in new ways to establish a link between categories or codes.

The final, third phase of the analysis was selective coding. ATLAS.ti provided the
ability to create multiple code chains and link citations to create networks that are key to
coding in the third phase.Concepts, topics, and patterns emerged fromnetwork diagrams.

4 Results

Research findings suggests that CPCS was a vital organization in the lives of research
respondents as it helped them achieve the development of professional and personal
goals, as well as to contribute to positive changes at the community level. Further-
more, the CPCS has enabled the building of trust and independence between male and
female volunteers. By establishing contacts, organizing events and actively participat-
ing in project activities, CPCS volunteers acquired the skills of empathy, tolerance,
understanding and development of interpersonal relationships.

In general, the idea of life goals motivated volunteers to have a positive impact on the
lives of others by volunteering, and the concept of setting goals was eventually achieved
through lived experiences in communities. It is important to recognize and understand
the influences that young people intend to create, and the motivation to achieve them is
also often discussed in the literature.

Research shows that thinking about personal change is an innate quality that helps
volunteers act as agents of change in the community involved. Through their efforts
to solve problems, volunteers gain self-confidence, which further helps them to have a
positive impact on society.

Although all three dimensions of themodel are relevant to volunteers, each dimension
may be different in relation to paid staff. While ability, motivation and opportunity
are equally important to foster positive attitudes and behaviors in employees, skills
improvement practices, especially recruitment, are likely to be relatively more important
for volunteers.

This research highlights that MOAmodel practices designed to improve skills, moti-
vation and opportunities can have a positive impact on increasing the number of vol-
unteers and helping non-profit organizations to manage their volunteer workforce more
effectively. The research emphasized that volunteers are demotivated by bureaucratic,
transactional approaches, which is especially important in the operational environment
of non-profit organizations. Figure 1 presents main categories, belonging codes and
quotes from which they were extracted.



156 A. Alić et al.

Category Codes Quotes 
Mo�va�on Changing social be-

havior  
„I believe that by volunteering I 
support the development of the so-
ciety. The thing that really mo�vat-
ed me to volunteer is the need to 
bring change first of all to my per-
sonal life, and then to influence 
change in my community.“ 

Team work „Team work is a dream work. If the 
work context is posi�ve, then vol-
unteering is also posi�ve.“

Impact on society „I perceive volunteering as contri-
bu�on to society and community.“

Network building „By volunteering we expand the 
circle of contacts, which is very im-
portant, especially if we want to 
build a career in the non-
governmental sector.“ 

Desire for work ex-
perience

„Volunteering in CPCS has helped 
me to realize what I want to do in 
life, which is why I chose my master 
studies in line with that.“

Gaining work expe-
rience

„What I like the most is that I this 
engagement carries a chance to get 
work experience without much 
stress.“

Desire for prac�cal 
experience 

„Gained experience and knowledge 
during my engagement in CPCS has 
enabled me to carry on my profes-
sional development according to 
world trends in technical and IT 
sphere.“  

Community service „If, on the other hand, we volunteer 
for a humanitarian organiza�on, 
that kind of volunteerism reminds 
us all of the good things that we 
have now, and enables us to help 
those who need our help.“ 

Opportunity Dedicated volun-
teering

„If I hadn't volunteered I would 
have never acquire knowledge and 
skills which I have gained in a NGO; 

Fig. 1. Categories, codes and quotes
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nor would I have gained contacts 
with experts, from whom I can 
learn, and people who with �me 
become friends and colleagues.“ 

New experience „I didn't have earlier the chance to 
volunteer, therefore CPCS has 
helped me to look at volunteering 
in a different way.“ 

New percep�on of 
volunteering 

„I believe that through volunteering 
I have learned a lot about myself. I 
have gained new opportuni�es, I 
have gained different experiences 
through volunteering which has 
made me the person I am today.“ 

Self-development „I think that volunteering has a 
strong posi�ve influence on indi-
viduals and community because it 
increases the level of empathy, it 
improves human rela�onships but 
gives also the chance for gaining 
experience. Volunteering has in-
creased my responsibility, the feel-
ing for the community.“

Professional  com-
pe��veness 

„CPCS has supported me in many 
ways to develop my responsibili�es,
and it has also made me more 
compe��ve on the ‘volunteering’ 
market.“

Ability Ac�vism „Now I would much readily accept 
to be a volunteer for a company, 
project or organiza�on in which I 
see myself in the future.“

Personal skills „Volunteerism develops communi-
ca�on skills, empathy, responsibil-
ity and many other skills which we 
don't have the chance to learn dur-
ing formal educa�on.“

Produc�vity  „Volunteerism is a chance to use 
our free �me in a produc�ve way.“ 

Organiza�onal skills  „I have much more obliga�ons before 
the �me I started volunteering, there-
fore I had to sort out my everyday life.“

Fig. 1. continued
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As previously presented, complementary data from organizational documents and
reports were used. After inspecting these written reports, it emerged that volunteers,
regardless of the project they worked on, had several common obligations and respon-
sibilities, and tasks they were obliged to perform as part of their volunteer engage-
ment. These tasks are: being reliable and responsible, performing duties as assigned and
directed, accepting and following the instructions of the volunteer mentor and/or men-
tor, be willing to learn and participate in orientation, training programs and meetings,
maintaining a healthy working relationship with employees, keeping confidential sen-
sitive organizational information, adhering to rules and procedures of the organization.
Some of the project activities, which coincided in different projects, and were an integral
part of volunteer engagement were: assisting in organizing events, creating volunteer
reports and keeping records of arrivals and departures (creating shifts), keeping reports
on social networks, writing monthly articles and blogs for the organization’s page on
project-related topics, photography at organized events, and contacting participants at
organized events.

In order to answer the research questions, it follows from the previous discussion
that young individuals are motivated to engage in volunteering activities if it includes
changing social behavior, team work, impact on society, network building, desire to
gain work experience, gaining work experience, desire for practical experience, and
community service. They are also motivated by opportunities that rise by engaging
in volunteerism, such as dedicated volunteering, new experience, new perception of
volunteering, self-development, and professional competitiveness. When it comes to
abilities, young individuals feel motivated to engage in volunteerism as it enables them
for activism, personal skills, productivity, and organizational skills. From the perspective
of social marketing [68], theMOAmodel categories from this research could be used for
the purpose of ensuring that volunteering activities include these motives, opportunities
and abilities [69]. If that would be the case, then the same categories could be used as
values which are to be communicated for the purpose of attracting and recruiting new
volunteers.

While this research has suggested motivational factors for engaging in volunteering
activities, further research should focus on factors which demotivate such engagement.
It would be also revealing to identify obstacles faced by those who are motivated to
engage in volunteerism. Finally, it could further be explored how developed abilities get
applied in the future and whether they get employed for volunteering activities or some
other purposes.

5 Conclusions

In Bosnia and Herzegovina, there is still no systematic and comprehensive research
on volunteering and volunteers. There particularly a lack of studies focusing on differ-
ent aspects of volunteering, such as types of volunteering, volunteering of a specific
demographic group, motivation to volunteer, etc. This study aimed at enlightening some
of these aspects in the context of Bosnia and Herzegovina. An explorative qualita-
tive research design was applied in order to investigate how the MOA model could be
applied through social marketing activities in order to stimulate young individuals to
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engage in volunteerism. Research findings clearly point to a set of motives (changing
social behavior, team work, impact on society, network building, desire to gain work
experience, gaining work experience, desire for practical experience, and community
service), opportunities (dedicated volunteering, new experience, new perception of vol-
unteering, self-development, and professional competitiveness) and abilities (activism,
personal skills, productivity, and organizational skills) which young volunteers perceive
as valuable enrichments to their personal and professional lives, as well as to the com-
munity and overall society they are members of. These findings pose valuable insights
for decision makers in volunteerism and social marketing, as they can be used for the
purpose of organizing and promoting volunteerism amongst young individuals [68–70].
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