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2009 Metro Richmond
Resident Volunteer Study

15-minute online survey
814 area residents participated

2009 Metro Richmond

Non-profit Leaders Study

15-minute online study
193 non-profit representatives participated
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BOOMER
PROJECT

This presentation also includes insights from
7,000 consumer interviews a month with BIGResearch and
Boomer-related studies conducted by SIR Research.




Presentation Disclaimer

The views and suggestions as express in this presentation are those of
SIR and the SIR Boomer Project. The recommended imperatives are
based on the study findings to date
from previous research work. This presentation deck is not an
approved body of work of the ODP Civic Engagement Work Group.
Strategic imperatives and supporting research findings and insights
are simply offered to stimulate conversation on the possibilities of
il ncreasing the capacity opfofitdbaed, r o Ri cC
ultimately, increasing the number of Boomer volunteers in Metro
Richmond to a level that makes our region a national model.
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How Does Metro
Richmond Compare to
Other Cities In terms of
Volunteer Rate Today?

(Overall, Not Just Boomers)
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Richmond MSA

A Average Volunteer Rate: 27.1%

A Volunteer Rate Ranking: 271 within the
50 large cities

A Average Volunteer Hours
per Resident: 39.9 hours

A Volunteer Hours Ranking: 19t within the
50 large cities

Source: The Corporation for National and Community Service

All statistics for this area were calculated from data collected within selected counties of the Richmond Metropolitan
Statistical Area (MSA). Richmond, VA is the only major city included in this MSA.
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Richmond MSA

A Average Volunteer Rate: 27.1%

A Volunteer Rate Ranking: 271 within the
50 large cities

A Average Volunteer Hours
per Resident: 39.9 hours

A Volunteer Hours Ranking: 19t within the
50 large cities

7

Source: The Corporation for National and Community Service

All statistics for this area were calculated from data collected within selected counties of the Richmond Metropolitan
Statistical Area (MSA). Richmond, VA is the only major city included in this MSA.




e Richmond MSA

e i Overall Volunteer Hours
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80,000,000
76,000,000

Greatest Silent Boomer Gen X Millennial
1909-28 1929-45 1946-64 1965-81 1982-01




How Many Metro
Richmond Boomers
Volunteer Today?
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How Many Metro
Richmond Boomers
Volunteer Today?

1IN 3

Source Corporation for National & Community Service =
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How Many Metro
Richmond Boomers
Volunteer?

32.8%

Source Corporation for National & Community Service =
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How Many Metro Richmond
Boomers Does This
Represent?




Metro Richmond Boomer Volunteers

x 321 476 -

Boomers in
Current Boomer Richmond region*
Volunteer Rate J

105,444

Current Boomer volunteers
In Richmond region

*Source: 2008 American Census
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Suggested Goal at the Richmond-Times Dispatch Public Square

Make Metro Richmond
a National Model of
Boomer Volunteering:
a Top 5 City in America
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How many more
Boomers would
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to put us in the
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Volunteerism?
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How Many More Boomers Would Have to
Vol unteer for RIchmond
Region for Boomer Volunteerism?

R 205 =

Boomers in
Target Boomer Richmond Region*
Volunteer Rate

128,500) = 105,444 =

Target Boomer Current Boomer
Volunteers in Volunteers in
Richmond Region Richmond Region

*Source: 2008 American Census




23,000

more Boomer volunteers are

needed to make Richmond a
oTop 506 Metr c
for Boomer volunteers.




So, how do we
engage 23,000

more Boomer
volunteets?
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Ten Researchinspired Imperatives

Make sure your volunteer experience
me et s B oimmeneaeeds.0

Make sure Boomers are given
meaningful volunteer work that
reinforces their sense of self dwhat
they can contribute with their education
level and skill set.

Give Boomerscontrol. Make sure all
Boomer-related volunteer opportunities
are as flexible as possible.

Make Boomer volunteers part of a
transformative experience

Make it personal for Boomers. Directly
ask Boomers for their help and make
them part of your staff or team.

10.

Organize expert training and

resources to help buildnon-pr of i t s
capacity.

Advance the regionods
clearinghouses to efficiently educate
Boomers on the availability of

volunteer opportunities.

Promote volunteer opportunities using
the most effective communication
channels.

When building awareness of volunteer
opportunities, focus on the most
popular causes to attract the greatest
interest and number of volunteers.

Engage all regional employers in
supporting volunteer opportunities.



Ten Researchinspired Imperatives

2.

5.

Make sure your volunteer experience
me et s B oimmenaeeds.0

Make sure Boomers are given

Individual
Non-profit

organi
respon5|b|I|ty

Make it personal for Boomers. Directly
ask Boomers for their help and make
them part of your staff or team.

10.

Organize expert training and

resources to helpbuildnon-pr of i t s
capacity.

Advance the regionods
clearinghouses to efficiently educate
Boomers on the availability of

volunteer opportunities.

Promote volunteer opportunities using
the most eft2civve communication
channels.

When building awareness of volunteer
opportunities, focus on the most
popular causes to attract the greatest
interest and number of volunteers.

Engage all regional employers in
supporting volunteer opportunities.



Ten Researchinspired Imperatives

Make sure your volunteer experience
me et s B oimmenaeeds.0

Make sure Boomers are given
meaningful volunteer work that
reinforces their sense of self dwhat
they can contribute with their education
level and skill set.

Give Boomerscontrol. Make sure all
Boomer-related volunteer opportunities
are as flexible as possible.

Make Boomer volunteers part of a
transformative experience

Make it personal for Boomers. Directly
ask Boomers for their help and make
them part of your staff or team.

10.

Organize expert training and

resourcesto help buildnon-pr of i t §

capacity.

(@]

Non-profit
l'n'd U st

responsibility

opportunities, focus on the most
popular causes to attract the greatest
interest and number of volunteers.

Engage all regional employers in
supporting volunteer opportunities.
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Ten Researchinspired Imperatives

Make sure your volunteer experience
me et s B oimmeneaeeds.0

Make sure Boomers are given
meaningful volunteer work that
reinforces their sense of self dwhat
they can contribute with their education
level and skill set.

Give Boomerscontrol. Make sure all
Boomer-related volunteer opportunities
are as flexible as possible.

Make Boomer volunteers part of a
transformative experience

Make it personal for Boomers. Directly
ask Boomers for their help and make
them part of your staff or team.

Organi zati o$m6s
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understanding the
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Cognitive development across
ththechooseasonso

Age: Birth-20 20-40 40-60 60-80+
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Importance of Major: Life Values

Question: Of these, which one would you say
IS most important to you in your dally life?

50%
40%
Security Warm Relationships Self-fulfillment
Belonging witth Gitree Self-respect
3 Being Well- ESFO% LEifnejoyment Sense of
Respected Accomplishment
10%
Basic Values Social Values Internal Values
JOOMER

PROJECT




Boomers Vs. Young'/Adults

I Boomers 50+
(0]
90% Boomers 4649
Young Adults 1839
40%
30%
20%
10%

Basic Values Social Values Internal Values

Question: Of these, which one would you say is most important to you in your daily life? SQO ER
PROJECT




Aging Ushers In’/A Greater Internal Focus

I Boomers 50+
(0]
S0% Boomers 4049
Young Adults 1839
40%
RN
\\
30% | >
20%
10%
Basic Values Social Values Internal Values

Question: Of these, which one would you say is most important to you in your daily life? SQOMER
PROJECT




External ta Internal Priorities

Becoming Being
SOMenne Someone
I I I
40 o0 60
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Gl & Silent Generationdved linear lives

Kids/College
Children at Home
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Life Stages of Boomers

Parent
Retired
Caregiver
Single Again
Empty Nester
Entrepreneur

Grandparent

50 55 60
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Lose

IF THIS IS YOUR IDEA OF
A PLEASURE CRUISE.

THIS IS YOUR BEER
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Key Shared Experiences
Silent Generation
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Ten Researchinspired Imperatives

Make sure your volunteer experience
me et s B oimmeneaeeds.0

Make sure Boomers are given
meaningful volunteer work that
reinforces their sense of self dwhat
they can contribute with their education
level and skill set.

Give Boomerscontrol. Make sure all
Boomer-related volunteer opportunities
are as flexible as possible.

Make Boomer volunteers part of a
transformative experience

Make it personal for Boomers. Directly
ask Boomers for their help and make
them part of your staff or team.

Organi zati o$m6s

Responsibility

Align your current
and future
volunteering
opportunities with
Boomer 0s
sensibilities
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Make sure your volunteer

experience mee
Inner needs .
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External ta Internal Priorities

Becoming Being
SOMEBDTE Someone
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Getting to

Inner Needs:

To what extent does each of

the following describe

why you

choose to volunteer for an
organization or cause?

€f3
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Boomer

S O

Thr ee

T

Emotional, Rational and Logistical

It aligns with my values or beliefs

Interest in organization or cause

Seek meaningful contribution to my community
Personal connection to organization or cause
Use of my professional skills

Flexibility of time commitment or schedule
Continued learning and personal development
Interest in social interaction

Availability of opportunities
Accessibility of location

Appreciation of volunteers

Convenience of opportunities

Request from friend or family member

Availability of long term opportunities

44
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M5 - Very much a reason

Q13: To what extent does each of the following describe reasons you choose to volunteer for an

57  organization or cause?

e 25% . EEEEEEETRNR 38%
NGO 36%
EECO0GR 73%

100%




Boomer

S O

Thr ee

T1 er

Emotional, Rational and Logistical

It aligns VYIth my v.alut.es or beliefs | 25% . O SO 3895 Tiel‘ 1:
Interest in organization or cause 27% .. G Oc—— 36% _
Seek meaningful contribution to my community 28% 00— 73% EmOthnal
Personal connection to organization or cause |-.22% . U 700
Use of my professional skills |...24%.... RSSO0 29%
Flexibility of time commitment or schedule 20% e 19%
Continued learning and personal development |....25%..... EDGoGEE 48%
Interest in social interaction |...25%... IKIBOGN 37%
Availability of opportunities  |...19%.... G 36%
Accessibility of location |...21%... EIGOGE 36%
Appreciation of volunteers |...21%.... KIS0 34%
Convenience of opportunities  |...20%.... IS0 33%
Request from friend or family member |...20%.... KIS0 33%
Availability of long term opportunities |10% /B8 16%
0% 20% 40% 60% 80% 100%
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M5 - Very much a reason

Q13: To what extent does each of the following describe reasons you choose to volunteer for an

organization or cause?
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Boomer s Thr ee

T1 er

Emotional, Rational and Logistical

(
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44 M5 - Very much a reason

Q13: To what extent does each of the following describe reasons you choose to volunteer for an

organization or cause?

s
It aligns VYIth my v.alut.es or beliefs | 25% . O SO 3895 Tiel‘ 1:
Interest in organization or cause 27% .. RGO 36% )
Seek meaningful contribution to my community 28% 00— 73% EmOthnal
\. Personal connection to organization or cause |...22%. . GV /0%,
Use of my professional skills 24%..... OO £.9% .
Flexibility of time commitment or schedule 29% 20 19% Tier 2:
Continued learning and personal development |....25%..... inocoas 43% Rational
Interest in social interaction |- 25%... IS0 37%
Availability of opportunities  |...19%.... G 36%
Accessibility of location |...21%... EIGOGE 36%
Appreciation of volunteers |...21%.... KIS0 34%
Convenience of opportunities  |...20%.... IS0 33%
Request from friend or family member |...20%.... KIS0 33%
Availability of long term opportunities |10% /B8 16%
0% 20% 40% 60% 80% 100%




Boomerso Three TIer
Emotional, Rational and Logistical

( It aligns with my values or beliefs |.250% .. NGV 35/ Tier 1
Interest in organization or cause 27% .. RGO 36% a
Seek meaningful contribution to my community 28% 00— 73% EmOthnal
\. Personal connection to organization or cause |...22%. . GV /0%,
(" Use of my professional skills 24%..... OO £.9% .
Flexibility of time commitment or schedule 29% 20 19% Tier 2:
Continued learning and personal development |....25%..... inocoas 43% Rational
Interest in social interaction |- 25%... IS0 37%
N Availability of opportunities |-.19%... e 36% I
Accessibility of location |...21%... IEIGOGE 36%
Appreciation of volunteers |...21%... (iSOGl 34%
Convenience of opportunities  |...20%.... IS0 33% Tier 3:
Request from friend or family member  |...20%.... IS0 33% LOgiStical
\_ Availability of long term opportunities  |10%B8 16% -/
0% 20% 40% 60% 80% 100%

44 M5 - Very much a reason

Q13: To what extent does each of the following describe reasons you choose to volunteer for an
60  organization or cause?




What three words best
describe your
experiences
volunteering your
time?




What three words best describe your
experiences volunteering your time?

rewardin

satisfying
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What three words best describe your
experiences volunteering your time?
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What three words best describe your
experiences volunteering your time?

Fun
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O | have a mi s
passion in my life now
that | did not
previously

Boomer Volunteer




Thought Starter

Downplay social benefits and focus on
Internal benefits. Think self -fulfillment,
not self -absorbed. Think how volunteering
with you makes Boomers feel about
themselves d personal gratification.

Package this feeling. Let your current Boomer
volunteers tell their own story on how it
feels to help your organization. Interested
Boomers will relate.
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2.

Make sure Boomers are given

meaningful volunteer work that
reinforces their sense of self.

Q13: To what extent does each of the following describe reasons you choose to volunteer for an
organization or cause?




Boomers have spent1/3
of their lives getting formerly
educated. They are a talented
and skilled resource.
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Which of the following best
describe appealing volunteer
opportunities - ways that you

want to be involved?
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Residents

Boomers Want Opportunities
to Use Their Current Skills Sets

Volunteer opportunities that are flexible

Volunteer opportunities that allow me to use my
current skills

Having a second or postretirement career working for
a nonprofit organization representing a cause 1 &

Volunteer work that provides the opportunity for
personal development

Volunteer work that provides the opportunity for me
to learn new skills

Paid work that offers a lower salary with benefits (like
health insurance) that represents a cause | believe in

Volunteer work that offers access to benefits like
group health insurance

Volunteer work that provides a stipend to offset my
expenses

Paid work that offers a lower salary that represents a
cause | believe in

Starting my own volunteer project

44 m5

Which of the following best describe appealing volunteer opportunities or ways that you

want to be involved in your community in the future?

70

Top Tier

34% (O 1%

a6 }

0%

31% 68%
33% I 64
31% S 1%
21% 47%
15% 41%
_19% (BRSO 1%
19% 39%
ov il 16%
20%  40%  60%  80%  100%

- Very appealing
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olt'"s hard for p
professional level skills
as a voluntee

Boomer Volunteer
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Thought Starter

Give Boomer volunteers
significant projects to manage. Invite
your Boomer volunteers into staff
meetings. Ask them for feedback. Ask

them their impressions.
(Think opposite of Silent Generation)

€f3
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3.

Give Boomerscontrol .

Make all Boomer-related
volunteer opportunities
as flexible as possible.




Which of the following best
describe appealing
volunteer opportunities or
ways that you want to be
iInvolved In your community
In the future?
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Residents

Boomers Want Flexibility to Use Their
Current Skills and Develop New Skills

Volunteer opportunities that are flexible

Volunteer opportunities that allow me to use my
current skills

Having a second or post-retirement career working for
a nonprofit organization representing a cause 1 &

Volunteer work that provides the opportunity for
personal development

Volunteer work that provides the opportunity for me
to learn new skills

Paid work that offers a lower salary with benefits (like
health insurance) that represents a cause | believe in

Volunteer work that offers access to benefits like
group health insurance

Volunteer work that provides a stipend to offset my
expenses

Paid work that offers a lower salary that represents a
cause | believe in

Starting my own volunteer project

44 m5

want to be involved in your community in the future?

75

0%

Top Tier
36% (OO 757
31%. (SO 65
33% I 64
31% S 1%
21% 47%
15% 41%
_19% (BRSO 1%
19% 39%
ov il 16%
20%  40%  60%  80%  100%

- Very appealing

Which of the following best describe appealing volunteer opportunities or ways that you
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Now, think about your future
volunteer commitments, five
years from now. Tell us how
appealing the following are as
future volunteer
commitments ?

€f3
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Boomers Want Flexible and
Varied Opportunities

Regular Flexible
schedule ‘ ‘ ‘ ‘ ‘ g ‘ ‘ schedule

Not structured/

Structured @ © O O I O O O Flexible

Consistent duties @) © O © I O O @ \arying duties

Boomer Q38: Which of the following best describe appealing volunteer opportunities or ways that you want
n=311 to be involved in your community in the future?

€f3
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Flexibility and One -Time Projects Are
B 0 0 meQereational Traits

Boomers: flexible schedule 28%

Silent/Gl: flexible schedule 24%

Boomers: one-time projects or

. 32% 73%
commitments
Silent/Gl: one-time projects or
Hime proj 28% 30% 58%
commitments !
0 0.2 0.4 0.6 0.8
Boomer 44 M5 - Very appealing
n=301 ®
Silent/Gl _ . . . :ﬂq
n=105 Q35: Now, think about your future volunteer commitments, five years from now. Tell us how v

appealing the following are as the timing or length of future volunteer commitments? .
78 Southeastern Institute of Research




Thought Starter

Give Boomers a choice of different
volunteer levels or options for

di fferent oOotours of
choose what works each time.

€f3
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4.

Make Boomer

volunteers part of a
transformative experience
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ol |1 ke to drive
helped to build just to see it

e to know t hat I
happen. o

Boomer Volunteer
Habitat for Humanity Study

€f3

Southeastern Institute of Research



83

worship: &

—y Ch*‘d'.'uag Brvapos pondive charge £ theaadds chidcdee wscr 1933

1 & Informahion
AT

sasiam

ryobved
oy QY Bl

ty connectod
545 10 reC ol
die, CCH'L oe
owiktinrs

Senlactuy FAQA

L - - ~
Stan ! O3

Chotes a child o sporaor

B Sxakala rom India 5 oow of the Shwusands of

8 cheldren wathng for 3 sponsor, For just 80 cents o
i day, you Can Qiva her 3 Chanca o SSapa poverty
M by prondng her with <o of Ife's basic nesds -
Co:).:::tm. Fy.:th cara, and nutntous food

ipotsar Sonikala now. » I,

- ,. b gyl
o AEOISL OGO

. - e |
L whmtled Ly CCHs cA e o /-

[ CHILD REPOGRT

NHune Saxikalm "

Coze ¥ l\"" 756

Sasikala haitks from an abjectly pooy and neady famdy. Har father G an

| soricultur s labocer and getz 3 pittsnce of ahouk US 3405 per anoum

! Heis hard work doas not sulhice enaugh to support tha famiy ©of provds

| them wih thar tasic needs of feod and dothing. The moether 1 3

| | remaurcefis Pousenita bt N spte of her best afforts she fals to mskes
Favds maet. Findly in shear desperalnn the hurdie parant s ;-:uoht ald

| from this prejact b provdes better =ducation to this chid Saskaisixin

| crecha. She enyoys Hayng group games. Her hasith 15 normat. Saskals

f has two eothers,

l Spocuor Sesikale aow |

Coarch bor o Sffecsat chid

O T Y T AT g S S g Uy

Impartant Nol
Children ofn ou
webate may o
DA RSP ENNS
onkre with a¢
card. ¥vyou w
FOS&C LD
sponsorshsp b
phare of fmal,
pieass ool Dot
Services at
1-800-776-6
(N-Th=am -7
arF 9.30am -
Tom ET)

Oatside the U
Sparsorshp b
chzens of rc,r
e

'_,ol, Jll;-l.‘
partrears must
made via ther
Sies I you &=
your home flag
Dalow pleasza |
to nst the

appropaxte ol

= T
L - |

] |
L .1‘...1

a= BN

_llq

Southeastern Institute of Research



Thought Starter

Package your volunteer
opportunities in terms of the
impact each volunteer makes 0
how a volunteer can make the
difference. Think change agent.

Southeastern Institute o f Researc h




O.

Make It personal for Boomers.

Directly ask Boomers for their
help and make them part of
your staff or team.




Thinking about your
primary volunteer
commitment or interest,
how did you find out
about the cause or
organization?




Boomers
n=311

One in Three Boomer Volunteers Found Out
About Their Primary Volunteer Commitment
Through a Personal Invitation

Personal invitation
Faith based organization
Nonprofit organization
Public School
Neighborhood activities
Website

University or college
Newspaper

Brochures

Political campaign
Local volunteer center
Social club

TV

Service club

Radio

Labor union

0% 20% 40% 60% 80%

@
Q12: Thinking about your primary volunteer commitment or interest, how did you find out about E lq

the cause or organization? .
Southeastern Institute of Research




Thought Starter

Make Boomers feel like they are
speci al . Know Boon
Give them an orientation book with
their name on it. Give personal
briefings on organi
Show appreciation and respect.

=
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Ten Researchinspired Imperatives

dividual Non -profits

ake sure your volunteer experienc
me et s B oimmeneaeeds.0

Align Your
Volunteer
Opportunities

with Bolf

Sensibilities

10.

Non-profit Industry

Organize expert training and

resources to help buildnon-pr of i t s
capacity.

Advance the regionods
clearinghouses to efficiently educate
Boomers on the availability of

volunteer opportunities.

Promote volunteer opportunities using
the most effective communication
channols.

When building awareness of volunteer
opportunities, focus on the most
popular causes to attract the greatest
interest and number of volunteers.

Engage all regional employers in
supporting volunteer opportunities.



Ten Researchinspired Imperatives

Let 0s | ook &

local Non-profit
iIndustry could do.

=

10.

Non-profit Industry

Organize expert training and

resources to help buildnon-pr of i t s
capacity.

Advance the regionods
clearinghouses to efficiently educate

h ilability.of
V< e

Promote volunteer opportunities using
the most effective communication
channels.

When building awareness of volunteer
opportunities, focus on the most
popular causes to attract the greatest
interest and number of volunteers.

Engage all regional employers in
supporting volunteer opportunities.



Turn Metr o RI
Non-profit Sector into
a Unified, Seamless Force




0.

Continue to organize expert

training and resources to help
bui |l d Nonprof |




Question to Non-Profit Leaders:
What barriers does your

organization face in recruiting,
retaining and sustaining

volunteers at your agency?

€f3
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Nonprofits Say Lack of Resourcesto Recruit and
Retain Volunteers Are Greatest Barriers

Insufficient staff resources

Lack of time

Other organizational issues take precedence
Lack of expertise among volunteers __ 15%
Lack of knowledge _- 13%
Not important to staff _- 11%
Hard to access _- 11%

Not important to board |l 6%

Other M 17%

None _ 13%

0% 20% 40% 60% 80% 100%

@
Nonprofits Q23: What barriers does your organization face in recruiting, retaining and sustaining volunteers at = lq
n= 159 your agency? e
94 Southeastern Institute of Research




95

Question to Non-Profit Leaders:
How interested would you be in help
or information on how to provide
each of the following to current and
potential volunteers?

L= l
Research

Southeastern Institute of



Nonprofits
n =159

Non-profits Want Help & Information to Better
Utilize Volunteers in the Future

More skill-based volunteering assignments 34% e 649
Sharing of knowledge and wisdom by volunteers 35% T 57
Volunteer recognition and empowerment 33% RS 569
Culturally appropriate communication 35% EEE 56%
Menu of opportunities 33% A 50%
Team based assignments with social interactioné 33% EEE 19%
Intergenerational experiences 30% B 43%
Thoughtfully designed incentives 31% R 43%
Word of mouth recruiting 26% R0 416%
Seasonal assignments 30% B 14%
Volunteer-designed assignments 28% S 43%
More flexible volunteer assignments 26%.... A 40%
Consultant or strategic assistance 26% B 410%
Performance coaching by volunteers |...21%.. (IS0 34%
0% 20% 40% 60% 80% 100%
44 M5 - Very interested

@
Q21: How interested would you be in help or information on how to provide each of the following to E ﬂq

current and potential volunteers? .
Southeastern Institute of Research




Question to Non-Profit Leaders:
How interested would you or your
organization be in each of the types
of assistance below?

€f3
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Nonprofits Are Interested in Assistance,
Specifically Related to Recruiting Volunteers

Technical assistance to help recruit,
manage and engage volunteers
Marketin istan r Boomer
arketing assistance ta geted at Boome M 0%
population
Volunteer recruiting assistance ﬂ- 48%
llaboration with other NCi
Co abo_ato t qt er agencies to Y -45%
recruit and/or train volunteers
One on one consulting to maximize your ﬂ- 43%
volunteer program
Professional development and training on
oessoadee_op ent and training o v -430/0
engaging Boomers
0% 20% 40% 60% 80% 100%
44 M5 - Very interested
&
Nonprofits Q20: How interested would you or your organization be in each of the types of assistance below? E ﬂq

n =159

o8 Southeastern Institute of Research




Question to Non-Profit Leaders:
How appealing would
the following opportunities
be to you?

€f3
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Nonprofits Want Strategic Insights & Advice
to Help Deal with Strategic Issues

Attracting diverse populations 35% _ 65%

Strategies on engaging retired volunteers seeing a
g g g g " " g 36% _ 64%
new career or "encore workers

Help in offering new opportunities that appeal to
those looking to make a difference 36% - 59%

Strategies for succession planning for staff/leaders in —0_ .
your organization 26% 58%

Strategies on training to help prepare new volunteers
k %nd Woek%rsp 34% - S7%

Marketing materials to special populations (Boomers) 28% _ 53%
Help in creating intergenerational opportunities 26% - 49%
Help in creating opportunities for volunteers for 33% 49%

personal development

Strategies on engaging older volunteers 29% - 48%

0% 20% 40% 60% 80% 100%
44 M5 - Very appealing
5
Nonprofits Q22: How appealing would the following opportunities be to you? E lq

n =159
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Thought Starter

Use 2009 Metro Richmond Norprofit Leaders Study

findings to direct strategic programming for Greater
Richmond Association of Volunteer Administration
and/or the Partnership for Non-profit Excellence .

€f3
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