Erasmus University Rotterdam

Faculty of History and Art

Cultural Economics and Cultural Entrepreneurship master program

“For the sake of ... what?”

Motivation of volunteers in art museums in the Netherlands

Master thesis

Kseniya Bratchenko, 335161

k.bratchenko@gmail.com

Supervisor: C.W. Handke

Second reader: H. Abbing

Rotterdam, July 2010
Acknowledgments

Hereby I want to thank people, without whom this master thesis would have not been possible. 

Firstly, I am very grateful to my supervisor, Christian Handke, for his patience about my lack of confidence in the beginning and for the great amount of useful advices he gave me, for his helpfulness, support and availability, for our long discussions and most of all great inspiration that I derived from his supervision. 

Then, I want to thank all the people who made the empirical part of this thesis possible: volunteer managers of the museums that participated in the survey and the museum volunteers themselves for their time and efforts of filling in the questionnaires.

Finally, I want to thank my aunt and uncle for their care and faith in me, and my friend Jose for his critical comments during the whole process of writing.  

Table of content:

	Acknowledgments                                                        
	2

	Table of content
	3

	Abstract
	5

	Introduction
	6

	Chapter 1. Volunteers in museums
	8

	          Introduction to Chapter 1
	8

	          1.1. Museum context
	8

	                    1.1.1. Definition, functions and characteristics of art museums
	8

	                    1.1.2. Ways of financing the activities of a museum
	10

	          1.2. Volunteers
	11

	                    1.2.1. Definition of volunteering
	11

	                    1.2.2. Volunteers in museums
	12

	                    1.2.3. The profile of museum volunteers
	13

	                    1.2.4. Tasks performed by volunteers in museums
	14

	                    1.2.5. Critique of volunteers as a resource
	14

	          Summary of Chapter 1
	16

	Chapter 2. Management of museum volunteers
	17

	          Introduction to Chapter 2
	17

	          2.1. Different interpretations of the nature of volunteering
	17

	          2.2. Volunteer management perspectives
	19

	                    2.2.1. Standard personnel management approach
	19

	                    2.2.2. Implications of crowding theory for volunteer management
	21

	                    2.2.3. Leisure perspective on management of volunteers
	22

	          Summary of Chapter 2
	24

	Chapter 3. Motivation of museum volunteers
	25

	          Introduction to Chapter 3
	25

	          3.1. Importance of studying motivation
	25

	          3.2. Definition of motivation
	26

	          3.3. Economic perspective
	27

	          3.4. Museum management literature approach
	28

	          3.5. Functional approach
	29

	          3.6. Intrinsic and extrinsic motivation
	32

	                    3.6.1. Defining intrinsic and extrinsic motivation
	32

	                    3.6.2. Dimensions of intrinsic and extrinsic motivations
	33

	                              3.6.2.1. Intrinsic motivation
	33

	                              3.6.2.2. Extrinsic motivation
	35

	          Summary of Chapter 3
	35

	Chapter 4. Methodology
	37

	          Introduction to Chapter 4
	37

	          4.1. The choice of research strategy
	37

	          4.2. Research design
	38

	          4.3. Criteria for quantitative research quality
	39

	          4.4. Hypotheses
	40

	          4.5. Construction of the questionnaire
	41

	          4.6. Data collection
	43

	                    4.6.1. Sampling
	43

	                    4.6.2. The process of data collecting
	45

	          4.7. Limitations of the research
	45

	          4.8. Ethical issues
	46

	          Summary of Chapter 4
	46

	Chapter 5. Results of data analysis
	48

	          Introduction to Chapter 5
	48

	          5.1. The process of data analysis
	48

	          5.2. The profile of volunteers
	50

	          5.3. Analysis of the motives
	55

	                    5.3.1. Twelve individual motives separately
	55

	                    5.3.2. Analysis of the individual motives in dimensions
	56

	                              5.3.2.1. Altruistic dimension of intrinsic motivation
	56

	                              5.3.2.2. Subject interest dimension of intrinsic motivation
	59

	                              5.3.2.3. Career dimension of extrinsic motivation
	61

	                              5.3.2.4. Social dimension of extrinsic motivation
	63

	                    5.3.3. Comparison between dimensions
	66

	          5.4. Findings on rewards
	69

	          5.5. Testing the hypotheses
	71

	          Summary of Chapter 5
	72

	Conclusions
	73

	Reference list                                                                                                                                            
	76

	Appendices
	81

	          Appendix I. The list of participating museums
	81

	          Appendix II. The follow-up letter to museum volunteer managers/supervisors  
	82

	          Appendix III. Questionnaire for volunteers
	83

	          Appendix IV. Tables with data on answers received for the questionnaire
	91


Abstract

This master thesis is an investigation of motives of the volunteers in art museums. Volunteers play an important role in the activities of many art museums. However, volunteers differ from paid employees, first of all by their motives to support the museum. In a situation when monetary pay, the most potent motivator for regular staff, is inapplicable, standard human resources approach may be ineffective. To understand how the volunteers can be better managed it is important to make clear what are their motives to work for a museum without direct financial rewards.
Previous research have produced different classifications of volunteer motives, however, not many researchers have focused on the museum volunteers specifically, though there are reasons to believe that these volunteers are different from voluntary employees in other sectors. Moreover, the important concept of intrinsic motivation has hardly been applied to volunteers, especially in museums. This paper is aimed to fill this gap. Taxonomy of museum volunteer motives was developed on the basis of existent literature, with the emphasis on division of the complex of motives into two main categories of motivation: intrinsic and extrinsic. 

The research was conducted using quantitative research strategy with the cross-sectional research design. It was carried-out by means of online and offline questionnaires among the 94 volunteers from 16 art museums in the Netherlands. The results of this research have shown that volunteers in the art museums in the Netherlands are predominantly motivated by the intrinsic types of motivation: interest in the art and altruistic considerations. However, the social motivational aspect also manifested itself to be of importance among the sample. 

Key words: art museums, intrinsic motivation, museum volunteers, reasons to volunteer, the Netherlands, volunteer motivation

Introduction

People work to earn their living, with this the majority would agree. Those familiar to the art sector would argue: except for the artists, who work for the sake of art and therefore can accept lower income or even no income at all. Richard Caves (2000, 2003) adds, that though the artists are able to work for the art’s sake, other workers in the creative industries do not care about the art and expect to be paid not lower than in other industries (Caves, 2000: 4). But then, what about volunteers, who are so numerous in the cultural organizations and particularly in art museums?  They work for no compensation at all, yet their commitment and enthusiasm may be far greater than that of any paid employee. 

Volunteers play an important role in many museums. Their labour donations are sometimes perceived as an additional way to finance the activities of museums. On the other hand, museums are often criticized for their dependency on volunteers, because this kind of labour input is not always effective. A lack of skills or discipline, for example, or the conflicts arising between paid and unpaid employees may harm the organisation more than help it. This raises the questions of how this resource can be better managed and controlled to bring more benefit for the museum, which relies on the volunteer support.

What is important in this respect is that volunteers constitute a very specific part of the museum personnel. They are not paid, so they cannot be managed just as regular employees. Yet some literature sources defend the view that they should be managed similarly. However, managing volunteers without understanding their motives to support an organization may turn into a failure. Especially, if the crowding theory of motivation is applied (Frey, 1997, 2001). This theory distinguishes between the two main types of motivation: intrinsic, coming from a reason lying inside a person and extrinsic that can be induced by others from outside. The theory focuses on the interaction of these two types of motivation, particularly on how extrinsic intervention both in terms of rewards and control can diminish the initial intrinsic motivation of people. Volunteers, who are argued to have strong intrinsic motivation, should be consequently managed in a specific way, in order not to crowd out their motivation by inappropriate extrinsic intervention. 

Therefore, researching the motivation of voluntary employees is important for museum management, as it helps to understand the needs of the voluntary supporters and give them something in return for their gift of time and effort that will be appreciated by an individual according to his or her motives and will not reduce their intrinsic motivation. There exists a vast literature on the motivation of volunteers in general. Yet, not so much is written on the volunteers particularly in art museums, though in the scarce existing literature it is argued, that this group of volunteers is in some aspects, such as typical age and motives, different from the people volunteering for other causes. Furthermore, volunteers are also considered as a part of the audience in some sources, which imposes certain implications on the volunteer management as well. According to this conception, for many volunteers their volunteering is an extension of a hobby or general interest in the art. Therefore, they do not perceive volunteering as a “work” and would not respond to standard personnel management. 

Still, the research of motivation of museum volunteers is not as extensive as one would wish. Besides, there exists no research of motivation of specifically museum volunteers in which the distinction between the intrinsic and extrinsic motivation is delineated. Previous research on volunteers looked at the motives to volunteer as a list of reasons. The crowding theory, on the other hand distinguishes between only two types of motivation: intrinsic versus extrinsic. In this paper both approaches will be combined: motives specific to the museum volunteers will be classified under both categories, to see what are the most important reasons of museum volunteers to lend their support and to which type they refer. According to Frey (1998: 124) volunteers in museums are highly intrinsically motivated. Taking into account the crowding theory, then it is important to make this distinction, especially as it can have consequences for volunteer management. 

The aim of this master thesis is to find out the patterns of motivation of volunteers in art museums in the Netherlands. Correspondingly, the objectives are: to develop a classification of volunteer motives that can be grouped under the types of extrinsic and intrinsic motivation; to study empirically to what extent the volunteers in museums are motivated by both types of motivation; to investigate, whether there are differences between different aspects of the extrinsic and intrinsic types of motivation; and to discuss in what way the findings on volunteer motivation are useful for volunteer management. 

Accordingly to the aim and objectives of this study, the central research question of this master thesis is: “What are the most important motives of the people deciding to volunteer in an art museum?”

To answer the research question a quantitative research strategy is employed with a cross-sectional survey design. The hypothesis to be tested are derived from the literature review and then tested on the basis on the data collected among volunteers in art museums in the Netherlands by means of the online and post questionnaires. 

 The paper is organized in the following way. Chapters 1, 2 and 3 lay the theoretical framework for the research. In Chapter 1 the museum context is reviewed and the place of volunteers is defined in the museum activities. Chapter 2 reflects on various approaches to volunteer management. In Chapter 3 different findings on volunteer motivation are summarized and the taxonomy of the museum volunteer motives is outlined with regard to the two main types of motivation. Chapter 4 addresses the methodological basis of the research and describes the execution of the research itself.  In Chapter 5 the analysis is accounted for and the results are presented. Finally, the paper is completed with the conclusions and suggestions for further research. 

Chapter 1. Volunteers in museums 

Introduction to Chapter 1

Chapter 1 presents the museum context of volunteering and the importance of voluntary workers for the museum sector. In paragraph 1.1.1 the museum as an organization is defined and its functions are outlined. The importance of museums is emphasized by discussion of the economic and cultural values, created by museums. The financial challenges and the ways of funding the museum’s activities are presented in paragraph 1.1.2. Volunteers are looked at as an additional means of financing the museum.

The second part of chapter 1 then deals with the volunteers in the framework of a museum. The concept of volunteering is defined in paragraph 1.2.1. The next there paragraphs concern the rate of involvement of volunteers in museums in the Netherlands, characteristics of people that donate their time to museums and the tasks they typically undertake. Though being in general referred to as an important resource for non-profit firms and museums in particular, volunteer labour force is sometimes criticized. Typical points of this critique are accounted for in the last paragraph of the Chapter.


1.1 Museum context

1.1.1. Definition, functions and characteristics of art museums


Museums can mean various things for different people. In case of an artist a museum is a “showcase” for his work, while for an art historian it is a vital depository for the objects constituting the essence of their occupation. For a museologist they provide an opportunity of communicate the information about art and culture to the community and for an urban planner they present a fertile ground for promoting cultural tourism. Then, museum visiting is an important part of leisure activities of various people. Finally, for an economist a museum is a non-profit firm, which has a multi-valued objective function and operates under various economic and non-economic restrictions (Throsby, 2001: 34-35; Frey, 2006: 1019).

Obviously, museums play an important role in the society, reflecting and conveying the cultural heritage over time. Art museums’ collections “preserve and present the artistic elements of cultural heritage” (Heilbrun & Gray, 2001: 187).

According to the International Council of Museums (ICOM), a museum is “a non-profit making, permanent institution in the service of society and of its development, and open to the public which acquires, conserves, researches, communicates and exhibits, for purposes of study, education and enjoyment, material evidence of people and their environment” (Bina, 2004: 81). This definition is generally accepted in the museum practice in the Netherlands. 

Concerning the functions that museums perform, different authors present different number of them. However, the main functions are as following: collecting (acquisition), restoration and conservation (preservation) of artworks, displaying the art, research and education (interpreting) (Johnson, 2003: 315; Heilbrun & Gray, 2001: 188).  


Furthermore, art museums create both economic and cultural value. The economic value of an art museum can be considered in terms of excludable private goods, provided by a museum, non-excludable public goods and beneficial externalities of the museums' activities (Throsby, 2001: 35).

Private goods provided by museums, such as direct consumption of museum visiting experience or educational activities, increase the utility of consumers, therefore having an impact in economic terms. Public benefits provided by a museum accrue to the whole community and are varied in forms. Examples are: helping to define cultural identity, or contributing to the creativity development in the society, or providing a bequest value. Economically they may be measured by the willingness to pay for the cultural objects. Finally, a museum may generate economic externalities (Throsby, 2001: 35-38). Concerning the latter, there have been done some research on the economic impact of museums on the regional development. The results are debatable; however, some authors defend the view that museums are important to the regional economic development (Johnson, 2003: 319).

The cultural value of an art museum is conveyed through two aspects: the cultural value originating from the artworks, owned by a museum and more generally the value of a museum as a cultural institution. The collection of museum artworks may be considered as a concentration of cultural value of all different types, including aesthetic, spiritual, social, historical, and symbolic and authenticity value. The museums thus become stores of cultural value. Along with this, by exhibiting the artworks art museums can create and realize the cultural value continuously over time (Throsby, 2001: 28-29, 38-39).

On the institutional level, an art museum creates cultural value on the basis of the identifiable aggregation of artworks through the environment it creates. It also contributes to the appreciation of the art, both providing the facilities, and endowing “a sense of purpose and significance of art and culture” (Throsby, 2001: 39-40). In addition, an art museum may present cultural value through its architectural form. Museum collections have often been contained in the buildings of heritage importance. The architectural significance helps a museum to be even stronger symbol for local inhabitants. Nowadays the museum architecture acquires even more independent cultural meaning (Newhouse, 1998; Heilbrun & Gray, 2001: 216; Throsby, 2001: 40).

According to the last official governmental statistics on this matter there were 775 museums in the Netherlands in 2005 (Statistical Yearbook, 2007). There exist diverse types of museums, which can be classified in 5 groups: art, history, science, industry and technology, ethnology and mixed (Bina, 2004: 82). In this thesis the focus will be on the art museums, presenting the collections of visual arts, the number of which is 117 for the year 2009. The museums of photography will also be included under the category of art museums. 


1.1.2. Ways of financing the activities of a museum


The organizational form that museums usually take is a public non-profit organization (Caves, 2000: 340). However, other forms are also possible: museums can be private for-profit or non-for-profit as well (Frey, 2006: 1026). Yet, irrespective of the form one of the major problems of all the museums, both private and public, is financing (Frey & Pommerehne, 1989: 61).


The artworks are purchased or obtained as donations, but rarely sold by a museum (Caves, 2000: 340). The museum’s collection is its main asset, which raises allocation questions. A balance should be reached between funding different functions of the museum. Display of artworks and educational activities require funds that are also needed for the preservation expenses or new acquisitions, besides the operating costs (Caves, 2000: 343; Johnson, 2003: 319). Management of the museums is therefore faced by a question of how effectively to distribute the limited resources among the complex of functions they perform and how to generate more funds (Heilbrun & Gray, 2001: 187).


As Velthuis argues, the visual arts rely “on eclectic range of economic support” (Velthuis, 2003: 472). The sources of financing the operation of museums can be divided in three categories: earned income consisting mainly of admission fees and income from ancillary services; monetary unearned income: government subsidies, corporate sponsorship, individuals’ pecuniary donations; non-monetary support: donations of the art-works, and donations of labour.


The first source of financing the activities of the organization is admission fees. Many museums use price discrimination, charging lower or higher prices in different days or seasons and for various groups of visitors. Some museums set the price low, while others do not charge the admission fees at all, as the mission of many museums is to make art available. Therefore the revenue from admission fees constitutes only a small segment of income (Heilbrun & Gray, 2001: 197; Johnson, 2003: 318; Frey, 2006: 1033). 

Another important part of earned income is the revenue obtained from “ancillary commercial activities”, such as the sales of catalogues, postcards, books and other souvenir items in museum shops or catering in a museum cafés or restaurants (Johnson, 2003: 319; Heilbrun & Gray, 2001: 198). But although the museum is able to obtain some money by these activities this income covers only a part of general expenses on new acquisitions, organization of exhibitions, staff costs and building maintenance (Lubbers, 1993: 102). 

Museums are still more dependent on the unearned type of income to finance their operation (Heilbrun & Gray, 2001: 210). A lot of museums receive public subsidies, different in size and nature. Nevertheless, the issue of public funding is controversial, arguments both for and against the governmental intervention are discussed in the literature (Johnson, 2003: 318; Frey, 2003). In the Netherlands, museums are being supported by the state on different levels: by the central government, provinces or municipalities (Statistical Yearbook, 2007). 


However, because of the scarcity of public funding, the museums have to use other sources as well, such as corporate sponsorship and private donations. For many museums corporate sponsorship constitutes the major source of funding (Kirchberg, 2003: 143). Likewise, though usually small in size, the financial donations from individuals constitute a significant source of income for cultural institutions in addition to market revenue and government support (Velthuis, 2003: 472).


Besides, as Weisbrod argues, financing non-profit organizations, and particularly museums, as the majority of those are non-profit economic units, is not a matter of only money (Weisbrod, 1988: 130). Along with pecuniary contributions, which have always been a significant source of financing for the arts organizations, no less important role is played by the non-financial private donations. Those donations and gifts may take different forms, such as gifts of artworks and work performed by individuals in cultural organizations on the voluntary basis (Velthuis, 2003: 472). Likewise, for example, Darnell (1998) asserts that the notion of museum revenue should include not only ancillary revenue and monetary contributions of sponsors, but also “imputed value of volunteers’ efforts” (Darnell, 1998: 195). 


According to Klamer & Zuidhof (1998), volunteers can be regarded as a part of the “third sphere”, which represents a source of funding the cultural sector alternative to market and government. And Throsby suggests that use of voluntary labour in museums can be perceived as one of the ways to cope with “the pressure imposed by stagnant productivity” attributed to cultural sphere (Throsby, 2002: 118-119). 


Thus, volunteer labour in museums can be regarded as an additional source of financing the operation of a museum, as their presence can cut the expenses on personnel. In any case, volunteers undoubtedly play an important role for the effective operation of often understaffed arts organizations (Bryman, 2003: 206).

1.2. Volunteers


1.2.1. Definition of volunteering


The word volunteering is usually used to describe different activities, from organizing an out-going event for friends or helping one’s neighbour to working regularly for a non-profit organization. For the purpose of the research, the term volunteering should be defined precisely.

In general volunteering is defined as the “donation of time for a wide range of community and public benefit purposes” (Anheier, 2005: 9).  More complex and thorough definition is based on four key characteristics: free will, absence of remuneration, formal organization and provision of benefits to strangers (Musick & Wilson, 2007: 14).  In other words volunteer work is “unpaid effort provided [under organizational settings] to parties to whom the worker owes no contractual, familial, or friendship obligations” (Musick & Wilson, 2007: 5).

This definition is also used by the Ministry of Health, Welfare and Sports in the Netherlands, namely “work done in any organised context that is carried out without obligation and without pay for other people or the community whereby the person doing the work is not dependent on it for his or her livelihood" (National Report, 2009: 2).

In this paper, the term volunteer will be used following this definition of volunteering. Thus an art museum volunteer is a person working in an art museum on more or less regular basis, without fixed direct financial compensation.


1.2.2. Volunteers in museums


Volunteers play a considerable part in the museums activities, comprising sometimes, up to 40-60% of the organization staff (Moore, 1994: 123; Glaser, 1996: 142) and in some museum even to 100% of museum personnel (Johnson, 2003: 317). Particularly in the Netherlands a considerable number of museums are run by volunteers only (Mensch, 1993: 109).


Without volunteers, some authors argue, cultural organizations would be unable to operate as they do now (Wolf, 1999: 92; Hagoort, 2003: 182). Indeed, the fact that volunteers may allow a museum to “undertake tasks that would have otherwise not be done” (Holmes, 1999: 24) has been cited the most frequently in Mattingly’s (1985) and Holmes’s (1999) surveys among the reasons to use the support of volunteers by museums.


According to the ICOM-Netherlands, the number of volunteers in Dutch museums was roughly the same as paid personnel in 1997. There is no relevant official statistics for the recent years, the last one being of the year 2001. Yet, in 2001 in the Netherlands the number of volunteers in Dutch museums was 17,923 individuals, their labour input amounting to 2,695 man-years (Table 1). In comparison with 5,524 man-years performed by paid staff, it is almost 33% of the joined labour input of both paid and unpaid staff (Bina, 2004: 83).

Table 1. The number of paid staff and volunteers in Dutch museums, years 1997, 1999, 2001
	Year
	1997
	1999
	2001

	Staff

	number of persons
	6,708 (6845)*
	7,694         
	8,935

	number of man-years
	5,071 (5181)*
	5,198
	5,524

	Volunteers

	number of persons
	(-)**
	16,205
	17,923

	number of man-years
	(3,180)
	1,765
	2,695


Sources: ICOM Netherlands (1997), Bina (2004)

* Two different sources indicate slightly different number for the year 1997

** No information available


1.2.3. The profile of museum volunteers

It can be seen from the previous paragraph that quite a large number of people work on a voluntary basis for museums. Now the question arises: Who volunteers? As Meijs (1997) justly indicates, some organizations, using volunteer labour, treat their volunteers as a homogenous group, which they rarely are. Volunteering individuals have various social, educational and professional backgrounds; and also they differ in age and commitment (Meijs, 1997: 230). 

Concerning volunteers in museums, Millar (1991) claims, that museum volunteers comprise a group distinct from other forms of volunteering. In contrast, according to Mattingly (1985) and Holmes (1999), museum voluntary employees cited a diverse range of other organizations for which they offered their labour donations. This suggests that museum volunteers do not compose a homogeneous group different from other fields of volunteering (Holmes, 1999: 27-28). However, some profile features of museum volunteers are distinctive from volunteers in other organizational contexts. 

Age

According to Millar (1991), volunteering for museums and other heritage attractions is mostly performed by those groups that are less inclined for volunteering in general (cited in Smith, 2002: 8). Indeed, volunteering in other sectors attract more people from the middle age group. Thus, according to the National Report on volunteering in the Netherlands (2009: 5) the largest amount (48.8%) of volunteering people fall into the group 35-44 years. However, this group is mostly active in the educational sector. 


So, concerning the age of people volunteering in the museums, as it is suggested by Smith (2002), the two largest groups are older, retired people, and the younger people, preparing themselves to start a career in the museum sector (Smith, 2002: 11). According to Orr (2006: 197), most of the volunteers in museums are retired. Particularly in the Netherlands, it is reported that individuals older than 50 are the most significant group of people being active as museum volunteers (Bina, 2004: 183). 


Gender


In general, volunteering attracts roughly the same number of men and women. However, it has been found that the male and female volunteers typically choose different kinds of organizations in which they are active (National Report, 2009: 5). Holmes (1999: 25) argues that specifically art museums attract more female than male volunteers, in the proportion of 75 to 25. 


Education

Generally, education is argued to be one of the strongest predictors of volunteering engagement. More educated people are more likely to volunteer (Putnam, 2000: 116-117). According to the National Report on volunteering, in the Netherlands people with higher education perform voluntary work almost two times more than the lower educated ones (National Report, 2009: 7). 


Occupation besides volunteering

It would be logical to suggest, that because of the higher opportunity costs, people, who perform paid job are less likely to volunteer, than those who do not. Yet some research on volunteering show, that people with “greater demands on their free time” volunteer more (Freeman, 1997: 146). 


1.2.4. Tasks performed by volunteers in museums


One of the particularities of the volunteer work is that it is usually part-time, sometimes just a couple of hours a month (Pearce, 1993: 10). For this reason Byrnes (2009: 207) indicates that some tasks should better be not assigned to voluntary employees, because they need everyday maintenance. However, he also adds that some volunteers may have specific skills, which might be especially useful in the museum work (Byrnes, 2009: 207). Likewise, Holmes (1999) reports, that volunteers are often perceived by museums as “a source of skills rarely found in the modern world” (Holmes, 1999: 32).

In any case, volunteers perform all kinds of tasks in the museums. Some of them do the job in direct contact with visitors: museum guides (interpreters or docents) or volunteers in the museum shop and cafe and information-desk, security. Others are engaged in "behind-the-scene" activities, such as helping in the administrative office, exhibition department, museum library, assisting the curatorial or conservation and restoration departments, cataloguing and documentation, researching, marketing and public relations and fund-raising (Glaser, 1996: 142, 145-146; Holmes, 1999: 25; Orr, 2006: 195).


Volunteers not only participate in daily activities of museums as unpaid employees, but they can also be found in the board of trustees. Hagoort distinguishes between volunteers engaged in the management of art organizations and those carrying out work. He argues that the latter are more attracted by interesting activities rather than by taking the responsibilities (Hagoort, 2003: 182). In any case, those two groups differ, and in this paper the focus will be on those, who offer their services to the organization on a lower level than the board.


1.2.5. Critique of volunteers as a resource

Sometimes, the dependency of museums on the volunteers is being criticized. Firstly, it seems obvious that professional staff is usually more efficient in job performance than even the most well-meaning volunteers (Putnam, 2000: 378). Weisbrod (1988: 133) also indicates that people are usually less productive as volunteers. 

Then, according to some authors, organizations in some cases can even cut the expenses by rejecting some volunteers. Anheier argues that though volunteer labour may lessen the costs of the organization, the lack of skills and competency may harm the organization (Anheier, 2003: 289).  In some cases, the poorly trained or amateur volunteers are reported to make more damage than they can produce benefits (Brudney, 1990: 54-55).

Moreover, even if the remuneration of the paid staff is excluded from the costs of the organization, there are always other expenses incurred in relation to volunteer workforce usage. Those can be the resources and time required for recruitment, training and supervising the volunteers in the arts organizations (Weisbrod, 1988: 27; Anheier, 2003: 289; Byrnes, 2009: 206).  

In addition, discussing the limitations of voluntary workforce in the art organisations Byrnes mentions the impossibility to assign long-term or regular tasks, because of irregular participation of volunteers. For example, it is not appropriate to have a volunteer accountant (Byrnes, 2009: 206-207). 

Another problem often discussed in the literature devoted to volunteers is the conflicts that may arise between unpaid and paid staff (Anheier, 2003: 289; Byrnes, 2009: 207). Kotler and Scheff (1997) explain that tension can emerge between paid and unpaid staff either because of the specific attitude of the volunteers to the work they perform or aversion of the paid staff to them. Some of the volunteers according to these authors, think that if they donate their time to the organization, they should not be told what to do and should have more freedom concerning the tasks they do and other issues. In addition to this, regular employees of the museum may perceive them as amateurs or as potential competitors for the job (Kotler & Scheff, 1997:  427). Indeed, especially under financial constraints, an organization might be tempted to replace paid employees with the voluntary workers (Connors, 1995: 216). Yet, this is not a too often case, as museum managers prefer sometimes to have paid staff, as this way they can demand better work (Holmes, 1999: 27).


And finally, as will be discussed in further chapters, volunteers differ from the regular employees, because their motivation is different. They do not receive financial compensation and therefore it is more difficult to manage them. However, if this resource is managed appropriately, then it is possible to overcome the critical considerations. 


Summary of Chapter 1


The museum context of volunteering was introduced in this chapter, as well as the nature of volunteering and the current engagement of volunteers in the art museums in the Netherlands. It was argued in the first part of this chapter that an art museum plays an important role in the society and performs a complex of functions. In order to be able to fulfil those functions a museum needs vast funds that are not always available. There exist many ways of funding the activities of art museums, and personal donations constitute an important part of it. Along with the monetary donations, the labour donations are also considered one of the ways to alleviate the financial burden, which makes volunteers supporting art museums a valuable resource.


In the second part of the Chapter, volunteering was defined as working without financial compensation in an organized context for the benefit of people who do not belong to a person’s own household. Numbers shows that there is a substantial number of people, willing to donate their time to art museums in the Netherlands. As different literature sources and statistical data suggest, volunteers from particularly museum sector are somewhat different in their typical profile, than volunteers involved in other types of non-profit organizations. 

However, although the significance of voluntary workers is highlighted in the literature, museums are sometimes being criticized for the reliance on volunteers. Such drawbacks of volunteer workforce as lack of skills, irregular work hours and potential conflicts with staff are the bases of this critique.  Nevertheless, if volunteers are managed properly, they are an invaluable resource for a museum. The following Chapter discusses perspectives on volunteer management.


Chapter 2. Management of museum volunteers

Introduction to Chapter 2

Chapter 2 offers an overview of the literature on the management of the museum volunteers. To lay the basis for better understanding of various managerial approaches, different perspectives of the volunteering are summarized in paragraph 2.1, namely, volunteering as unpaid labour, as a donation of time, as a leisure activity. Section 2.2.1 presents the standard human resources management view, supported in some museum management literature, implying that the volunteers should be managed just as paid employees of the museum. The Crowding theory is discussed in paragraph 2.2.2 to show why some principles of standard management might be inapplicable to voluntary workers. Finally, the leisure perspective on volunteer management is presented.


2.1. Different interpretations of the nature of volunteering 

Volunteering by people can be looked at from different points of view: as an unpaid labour, a gift of time and leisure pursuing (or consumption of museum services). 

In some literature it is emphasized that the volunteering should be treated as “unpaid productive labour”, thinking about volunteering not as a gift of time, but rather a “simply work that is being unpaid” (Musick & Wilson, 2007: 6). Thus the volunteers are seen as a means to “fill the gaps” in staff and their importance stems from their economic input (Edwards & Graham, 2006: 21). However, looking at the volunteering in this sense seems to be too narrow.


Being unpaid, such activity should not be unrewarded. Among others, Langley (1990) includes the necessity of non-financial benefits for voluntary workers in cultural organizations, stating that though volunteers provide their labour without monetary payment, they do expect to receive other rewards for their work (Langley, 1990: 111). Likewise, Handy et. al. mention that, even if there is no actual remuneration, volunteers receive other, non-material benefits. However, according to these latter authors, to be considered volunteering by others, an activity should incur more costs than rewards for an individual. At the same time, for the individual himself, the benefits should obviously be higher than costs, though those benefits are not material and range from person to person (Handy et. al., 2000: 46-48). 

From another point of view volunteering may also be looked at as a gift of time and effort, rather than just unpaid work. Economists may want to consider the gift exchange as an economic exchange, exchange of the labour for a reward in this case. However if in the economic exchange all the conditions are stipulated, the reciprocity accompanying the gift exchange is not preconditioned. The value of a gift, whether it is a gift of time or anything else, cannot be explicitly measured or priced, and the conditions of exchange remain unclear (Klamer, 2003: 243). The concept of gift-giving as a means of support is particularly important to the arts sector, as it helps to sustain non-economic values, pertinent to the arts sphere (Klamer, 2003: 247). Looking at volunteering as gift-giving of time and effort helps to have a better understanding of the specificity of this kind of labour. 

Moreover, according to Musick and Wilson (2007: 423) volunteers themselves often refuse monetary rewards, emphasizing that their voluntary working input is a gift to society. However, because of elusive nature of the concept of a gift, balancing the gift exchange can be challenging.


Therefore, reciprocity is also an important aspect to be taken in account, when dealing with volunteers. Something that meets their needs should be offered to volunteers in exchange for their gift. However, inappropriate rewards can affect motivation (Frey, 1997, 2001), so reciprocity should occur under certain conditions. The crowding theory of motivation, elaborating on these issues, will be discussed further in this thesis. 


There exists one more perspective on volunteers, different from that of unpaid workers, or donors, which applies specifically to museum volunteers. It implies that volunteers are “ultimately frequent visitors” (Millar, 1991: 1, cited in Goodlad & MacIvor, 1998: 6). Johnson & Thomas (1998: 78) indicate that a specific characteristic of museum volunteers is “a considerable consumption element in the process of production”. In other words, they can obtain utility from the process of production, so they can be put in the category of consumers as well as producers of museum services (Johnson, 2003: 317). Volunteers can be regarded as a specific part of audience, as they receive enjoyable experiences in the museum, such as learning opportunities or opportunity to communicate. So, for them it is more an extension of visiting experience (Goodlad & MacIvor, 1998: 85; Holmes, 2003: 354). Some authors even claim, that the decline in the number of museum visitors reported in some countries (Great Britain, for example) is related to a growing number of volunteers in museums (Orr, 2006: 197). However there is not enough evidence of this.

Furthermore, volunteers may use a museum they are supporting to pursue their hobby (Stebbins & Graham, 2003: 10). Stebbins suggests the term serious leisure to explain the volunteer work in museums. “Serious leisure volunteering is “the systematic pursuit of an amateur, hobbyist, or volunteer activity sufficiently substantial and interesting in nature for the participant to find a career there in the acquisition and expression of a combination of his special skills, knowledge, and experience”” (Stebbins, 1996: 215, cited in Edwards & Graham, 2004: 21). This perspective is applicable specifically to museum volunteers, as the museums provide enjoyable experiences. 


However, not all the volunteers in museums fall into the category of leisure-seeking volunteers or specific “audience” segment. Volunteering can also be an activity, aimed at gaining work experience and facilitating possibilities of future employment in the museum sector (Orr, 2006: 198; Holmes, 2006).


2.2. Volunteer management perspectives


2.2.1. Standard personnel management approach


Volunteers are a valuable resource for museums especially under financial constraints. Nevertheless, difficulties can arise, because of the fact that volunteers do not have explicit pecuniary reason for supporting the organization. According to Pearce (1993: 11) this creates “unique pressure both for volunteers and for organizations that rely on volunteer labour”. And the high level of museums’ dependency on volunteer support, for which they are being sometimes criticized, evokes questions of how is it possible to control this group of museum work force, if they are not monetarily compensated. Different authors agree that museums do not have much control over them and volunteers are difficult to manage (Moore, 1994: 123; Bryman, 2003: 207).


There is no clear consensus as to what management style should be applied to volunteers. Moreover, management depends on the particular settings in which the volunteers operate (Handy & Hustinx, 2009). In general literature on volunteering a view is supported that the volunteer function should be “professionalized”. For example, Drucker (1989: 91) argues, that the volunteers should be “trained professional unpaid staff members”. Volunteer administration, thus, should be concerned in the first place with the standard procedures for voluntary workers. Those are a job description, setting the standards for performance, creating an incentive system, monitoring, devising selection procedures, and some others (Musick & Wilson, 2007: 420).

Concerning the management of volunteers in museums different perspectives exist in the literature. Particularly in museum management literature the importance of volunteers is highlighted, and it is stated, that to make the use of this resources more effective, it should be better managed, managed similar to regular employees. Volunteer management is often a special function in the art organizations, performed by a staff member – a volunteer coordinator (Byrnes, 2009: 206). 

Glaser (1996) argues, that they must be better “trained, directed, and supervised by staff and by more experienced volunteers” (Glaser, 1996: 145). She emphasizes that the volunteers should be managed exactly like paid employees, being interviewed, formally hired, and work on regular basis and be dismissed (Glaser, 1996: 145). This view corresponds with the traditional management model, which implies that suitable people should be found and trained most effectively (Porter et.al, 2003: 17-18). Though, this model also requires a wage incentive system, which is not appropriate in the case of volunteering.


The idea, that volunteers should be treated alike to the regular staff as much as possible is supported also by Kotler and Scheff (1997: 426). For the professionalization of volunteers they suggest the following managerial practices and standards should be adhered to: orientation; training; supervision; performance assessment and control. Similarly, Wolf (1999) supports the necessity of formal procedures to be used when hiring volunteers, starting from interviewing.


According to the above-mentioned authors, orientation should consist of providing a volunteer with the detailed information about the museum, and getting acquainted with the staff and making a tour through the office. Training would depend on the particular job that a volunteer is to perform. Yet, it is an indispensable part, which helps to avoid problems and dissatisfaction from both sides – volunteers and museum management (Kotler & Scheff, 1997: 426). However, sometimes, volunteers believe, that they do not need any training, especially when it concerns the highly skilled individuals and the attempts to introduce training is not received well (Lennon & Graham, 2001: 127). At the same time, many museum managers believe, that training should be specifically customized to volunteers, which is indeed the most logical way to view this problem.

Next, special performance goals and standards should be set for voluntary workers, and consequently they should be informed on the level of their work (Kotler & Scheff, 1997: 428; Wolf, 1999: 107-109). Further Kotler and Scheff (1997: 428) purport that volunteers respond to the professional management style as favourably as paid staff. Manager's firmness, according to these authors not only helps volunteers feel challenged but also shows the paid staff that volunteers should be treated seriously. 


This direction of thought in literature implies managing volunteers as simply a labour force – a resource which needs to be optimized (Edwards & Graham, 2006: 20). Volunteers' managers apply to volunteers principles of personnel management based on a top-down approach to management (Holmes, 2003: 244). There are two reasons of seeing the volunteers as simply a resource to “fill the gaps” in the staff in the museum sector. Volunteers are often perceived as unreliable and that leads to the effort “to ensure that volunteers are trained, have clear descriptions of their roles within the organization and their commitment to fulfilling their shifts” (Holmes, 2003: 343). The second reason is negative attitude of paid staff to those who use volunteering as a means of obtaining paid employment in the museum.


Nevertheless, there are some authors who emphasize, that volunteers' behaviour in an organization is different from that of paid workers (Pearce, 1993; Meijs, 1997). There is more role uncertainty for volunteers in the organization because of the absence of legal framework, rewards and sanctions. So under conditions where there are no possibility to differentiate sanctions and rewards, the “control” of volunteers is suggested to be based on the following. Personal relationship should be exerted rather than hierarchical, tasks should be less demanding and more rewarding, and the appeal is to be done to shared values (Meijs, 1997: 228-229).



However, what is sometimes being overlooked in the museum management literature is the necessity of rewarding the volunteers in an appropriate way. Yet, in general volunteer management literature, the rewards and recognition are viewed as highly important. As volunteers cannot be rewarded financially, managers are to find non-monetary incentives that will motivate their volunteers. Furthermore, Musick and Wilson argue that incentives should be provided to the volunteers or the turnover will be high. If they feel that their work is unappreciated and unrecognized, they are more likely to quit (Musick & Wilson, 2007: 433). 


Then, according to Frey, volunteers are intrinsically motivated and this is the reason why it is so difficult to deal with this group of workers: “Exactly because they do the work for intrinsic reasons, they have a rather clear conception of what work they wish to do and how they want to do it. If they are asked to perform tasks, which they do not like, they can easily discontinue working for the museum” (Frey, 1998: 124). Obviously, it is undesirable to apply the standard managerial practices to them, as the so-called crowding-out principle can come to action.


2.2.2. Implications of crowding theory for volunteer management 


Crowding theory of motivation was developed by Bruno Frey (1997, 2001) on the basis of the social-psychological theory of “hidden cost of reward”, that is based on the interaction of external and internal motivation. The intrinsic and extrinsic types of motivation will be discussed in more detail in the next chapter. In this paragraph the nature of crowding effects originating from the interaction of these two types of motivation will be addressed. Understanding the mechanism of these effects is important because it can show how it is possible to better manage volunteers, who are in majority intrinsically motivated.


The crowding theory implies the following interaction between intrinsic and extrinsic motivation. If a person is intrinsically motivated, under certain conditions the external rewards are able to restrict the intrinsic motivation, or crowd it out. However, in definite circumstances the external reward can crowd motivation in, or enhance intrinsic motivation. Generally, if the extrinsic interference is perceived by an individual as controlling, the crowding-out effect comes to action. On the other hand, crowding-in effect will manifest itself if the extrinsic intervention is understood as supporting by a person (Frey, 1997: 13-18). 


In addition, negative effect will be stronger, if the reward is expected, salient and contingent on performance. The crowding-out effect is more likely to occur also when the reward is uniform and individual differences in intrinsic motivation are not acknowledged. The same is observed, when there are deadlines set and threats used, or intensive surveillance is undertaken. Finally, if the work rewarded is routine, then the crowding-out is more likely to occur. Furthermore, intrinsic motivation can be harmed not only by inappropriate rewards but also control and commands. Though, the rewards are less harmful. External interference by means of rewards and sanctions may invoke shift in the behaviour of individuals from others-directed to self-directed (Frey, 1997: 30; Frey, 2001: 56-59).


In addition to crowding-out the initial intrinsic motivation, some rewards can under certain conditions have a positive effect and crowd the motivation in. Generally, symbolic and other non-monetary rewards are most likely to have an effect according to the crowding-in principle, in which case the extrinsic intervention is perceived mostly as supportive and enhances the intrinsic motivation.

Concerning particularly volunteers, according to the crowding theory, paying for social services or voluntary help may lead to undermining the very motivation to do so. Frey argues that introducing compensation to volunteers may lead to a considerable crowding-out effect. Volunteers respond negatively to monetary rewards, as was shown by the study conducted in Switzerland about how financial rewards influence the behaviour of volunteers.  Volunteers, who were rewarded with payment at a certain point of time of their service, reduced their volunteering time on average up to four hours, which is explained by motivational crowding-out (Frey, 2001: 59, 64-65). A similar effect occurs when there are commands applied in areas of voluntary work (Frey, 1997: 9).  


This is in contrast with those authors who emphasize the necessity of the small monetary rewards to enhance volunteering, among which are expense reimbursement or tax deductions (Weisbrod, 1989; Frey & Goette, 1999). However, what is important to take into account here is that the effect of such rewards will manifest itself according to initial motivation. Crowding-out occurs to intrinsically motivated individuals, but in case when a person is driven by extrinsic type of motivation, these incentives may have a positive influence. 


Regarding the non-monetary rewards, crowding theory provides the following interpretation of their meaning for the receiver. A non-financial reward indicates rather a signal of appreciation and acknowledgment of a voluntary contribution than a price that is why it does not lead to the crowding-out effect for volunteers (Frey, 1997: 84).


Finally, the crowding-out effect also contradicts the suggestion of the supporters of standard managerial approach to volunteer management about better controlling and setting strict standards. External interventions, other than financial compensation, for example commands and regulations are likely to have a crowding-out effect (Frey, 1997). Therefore, too much control, if not any control at all, may contribute to crowding-out of the intrinsic volunteer motivation and lead to the termination of volunteer activities.


2.2.3. Leisure perspective on management of volunteers


Another perspective on volunteering developed in literature is that of volunteering as leisure pursuit, which implies a different approach to the volunteer management as well. According to this view deployment of voluntary workers should not be seen just as enhancement of staff. On the contrary, as was explained in paragraph 2.1 volunteers can be considered the “ultimate frequent visitors” (Millar, 1991; Goodlad & McIvor, 1998; Holmes, 2003; Stebbins & Graham, 2003). Under this framework, volunteers are as much a part of the audience, as a resource. 


Holmes argues that though the application of professional management approach has advantages for volunteers as well as managers, some of the volunteers are leisure-seeking and for them it is not suitable. (Holmes, 2003: 244). She compares the activities of volunteers in museums with the concept of “enjoyable leisure experience” obtained by the museum visitors. According to this view volunteering is an extension of visiting.


Thus, treating volunteers as the ordinary employees may be ineffective, because of the large number of retired volunteers who regard their volunteering as leisure and do not perceive positively the imposition of formal work-related practices during their leisure activities. Likewise, Stebbins and Graham (2003: 13) argue that those volunteers for whom volunteering is leisure cannot be managed in the same way as the paid staff. However, for the volunteers who aim at gaining museum work experience it does not play as much role (Holmes, 1999: 22).


A research undertaken by Holmes (2003) revealed that very few volunteers perceive their activities in the museums as work. Many more respondents reported the desire to “pursue interest” as the reason to offer their service to a museum. Subject interest manifested itself the most prominently in the interviews with the museums and heritage volunteers. However, absence of work-related motives can be attributed to the large amount of older volunteers. 


Other motives, which will be discussed in a respective part, were also present in the results of her research. Those motives mostly indicated the benefits similar to those derived from leisure activities. Thus, she concludes that the major part of volunteers is pursuing leisure and their motives to volunteer are similar to a great extent to the motives of visitors to visit a museum. Consequently, though volunteers consider themselves more than simply visitors, their leisure-related motives to help the museums suggest that they can be considered as a part of audience and basically have a different psychological contract with the museum compared to the paid staff (Holmes, 2003: 350). 


Under the framework of serious leisure model, developed by Stebbins, volunteering in a museum might be an addition to a person’s hobbyist activities. Thus, a volunteer "may use his host museum to progress a lifelong hobby” (Stebbins & Graham, 2003: 10). Those people then volunteer “to extend their interests and share their knowledge” (Orr, 2006: 195). Consequently, leisure-seeking volunteers have quite different reasons to work for a museum, so they cannot be controlled exactly the same way as paid employees, though their administration undoubtedly should be quite similar (Stebbins & Graham, 2003: 10-13; McIvor & Goodlad, 1998: 18). Because of this they could be managed more like sponsors or members rather than like paid employees (McIvor & Goodlad, 1998: 18).


However, though it is stated in this literature that management of leisure-seeking volunteers should be conducted differently, no meaningful indications as to how exactly it should be done is provided. Clearly, more research should be done in this direction to develop these ideas. Yet, this leisure perspective provides an interesting interpretation of volunteering and should be considered. 

A possible solution may be to combine different approaches, professionalizing the volunteer function to a reasonable extent, but taking into account the specificity of the older group, which is primarily leisure-seeking segment. Moreover, the crowding theory should be taken into account. Therefore, knowing the motivation of volunteers is of a great importance. And also it is necessary not only to distinguish the two types – intrinsic and extrinsic, but also to account for different dimensions and subtypes.

Summary of Chapter 2

Chapter 2 elaborates on the issues of volunteer management in museums. The notion of volunteering itself can be perceived from different perspectives: unpaid labour, a gift of time, a leisure pursuit. Correspondingly, a “standard” management approach, which matches the view on volunteering as unpaid labour, suggests that volunteers should be management similarly to paid staff. However, according to the crowding theory of motivation, discussed in paragraph 2.2.2, inappropriate rewards and too much control can undermine volunteers’ intrinsic motivation to do so, and thus they will volunteer less. So, the voluntary workers cannot be managed in a standard way.

 Besides, there exists a theory of museum volunteering as a consumption process, or leisure pursuit. Volunteers seek to extend their hobby activities by volunteering or to obtain other pleasurable experience, for example, communication. Following these ideas, it becomes even more obvious that volunteer management should be totally distinct from the management of museum regular staff. The basis for this distinction of two categories of workers in museum lies in their different motivation. The issues of motivation are discussed in the next chapter.

Chapter 3. Motivation of museum volunteers

Introduction to Chapter 3


In this chapter the main views on people’s motives to volunteer are presented to gain many-sided understanding of all possible facets of motivation underlying the behaviour of volunteers. Firstly, the importance of studying motivation of volunteers is argued. Then, in paragraph 3.2 the definition of motivation is given. Section 3.3 briefly overviews general theories of employee motivation and their relation to voluntary workers. The perspective that is taken in museum management literature is summarized in paragraph 3.4 and the functional approach to volunteer motivation is explained in paragraph 3.5. Part 6 of this chapter is dedicated to the distinction between intrinsic and extrinsic motivation types. Firstly, the extrinsic and intrinsic motivations are defined. Then, the existence of dimensions of these two types of motivation, which are specific for volunteers in museums, is argued. Finally, the four dimensions which were laid in the basis of the questionnaire constructed for this research are outlined and explained.

3.1. Importance of studying volunteer motivation

Researching the motivation is important as it has implications for volunteer management. As was discussed above, some literature sources indicate that volunteers need to be managed like paid employees, yet this is debatable, especially when Frey's crowding theory is applied. Volunteers having strong intrinsic motivation should be managed in a specific way, in order not to crowd out their motivation by inappropriate rewards or control. Yet, whatever the stance on the volunteer management, understanding of motives is of crucial importance. According to Kahn and Garden (1994) the problems associated with the voluntary staff arise because “many museums rely on volunteers without ... understanding the particular motivation of volunteer staff” (Kahn and Garden, 1994: 208).

Obviously, the more the incentives that an organization may offer to a volunteer match a volunteer’s interests, the more he or she will be willing to donate the time and efforts to the organization. Consequently, understanding of volunteer motivation will help to find the appropriate incentives (Musick & Wilson. 2007: 424). Likewise, knowing the motivation of volunteers can help museum managers to attract more volunteers and to attract right volunteers and to assign appropriate tasks to the existing volunteers. Besides, knowing what kind of motivation is specific to which groups of volunteers is also useful to a volunteer manager for making decisions which groups to address and how better to organize their work.  

So, the primary question is what drives the behaviour of museum volunteers. In cultural economics Caves (2003) distinguishes between the notions of creative and humdrum input. According to him, artists are ready to accept very low remuneration, if at all, because they are engaged in creative activities “for the sake of art”. On the contrary workers who are not directly involved in creative activities are only working for money and do not care about the product (Caves, 2000: 4). Thus, they can only accept wages, which are not smaller than in other industries, irrespectively of where they work. They do not care about what task to accomplish, because they do it only for money. On the contrary, artists do what they do “for the art's sake”. However much this division might be true for paid workers, it seems less plausible, when we come to think about the unpaid staff. Volunteers, supporting different cultural organizations cannot be placed in the category of purely humdrum workers, as Caves defines it. These “humdrum” workers make their “humdrum” input for no money at all. 


Thus, volunteers, performing the work that is being unpaid, contradict the standard economic assumption that if people are not paid they will not work (Frey, 1997, 2001). However, it will be a mistake to say that those people work for nothing. Sometimes they do it because of the other things they can receive from the activity, for example pleasure they find in the work for different reasons (Lane, 1991: 337). Volunteers do receive certain benefits from engaging in voluntary activities, such as “enhancement of social status and social opportunities (reputation), improvement of potential earning capability (wealth), social interaction and leisure activity, a sense of satisfaction working for a cause one supports, and a good feeling about oneself (warm glow)” (Handy et. al., 2000: 48). Paid workers might experience non-monetary benefits of their work as well; however the initial motivation of the volunteers is different from the regular employees. And many authors agree that understanding the volunteers’ motivation is important for their management. Especially so, as motives to volunteer can be perceived as interests to which the management can appeal and reward unpaid employees in an appropriate way. Consequently, the motives, why people volunteer correspond to the benefits they receive. Understanding motivation for volunteering is therefore necessary for the better process of recruitment of volunteers, as well as their retention (Musick & Wilson, 2007: 68).

3.2. Definition of motivation

According to Porter et.al. (2003), three common concerns are present in different definitions of motivation: “what energizes human behaviour; what directs or channels such behaviour; how this behaviour is maintained or sustained” (Porter et.al., 2003: 1). In its most simple meaning, motivation is what drives people to act.

For the purpose of this paper, reasons why an individual works as a volunteer in a museum will be understood under the term motivation to volunteer. Motives and reasons to volunteer will be used interchangeably. Intrinsic and extrinsic types of motivation will be defined in paragraph 3.6.

3.3. Economic perspective


There exist various economic theories of motivation developed for employees: instrumentality theory, reinforcement theory, Maslow motivation theory, Herzberg's 2-factor theory, and McClelland learned needs theory.


Instrumentality theory fairly suggests that people act to get something in return. Three important components come into consideration under this theory: valence, instrumentality and expectancy. Valence means that rewards are sufficiently valuable for an individual, instrumentality suggests that the activity will lead to the valued reward and expectancy implies that an act will result in a specific outcome. So a person will volunteer only if he or she is certain that it will bring a result for which a person will be rewarded by something he or she considers important. Volunteer function inventory
 is argued to serve as a tool for this theory (Connors, 1995: 225). It helps to elicit the information about what important non-financial benefits may be sought by volunteers in their voluntary activities.


Reinforcement theory is based on the idea that consequences influence behaviour and by rewarding the necessary behaviour management can influence it. The main limitation of this theory is that it “[ignores] the impact of attitudes, beliefs, and other cognitive processes” (Connors, 1995: 19). Thus, emphasizing the contingency of behaviour on some pattern of consequences known to an individual, this theory neglects the inner state of workers (Porter et.al, 2003: 5). In other words, reinforcement theory is in conflict with the intrinsic motivation theory (Lane, 1991: 370). 


One of the oldest and most known theories of human motivation, Maslow's hierarchy of needs, implies five levels of people's needs, which should be satisfied each in its turn according to a hierarchy. The hierarchy ascends from physiological needs, through needs for safety, belonging and love, esteem to self-actualization. Maslow himself regarded the two most basic needs as the most powerful (Connors, 1995: 19-21). However, this theory can hardly be applied to the volunteers, unless the two basic levels of needs are eliminated from the hierarchy. This idea is supported by the evidence from the qualitative researches on volunteer motivation: in none of them the basic needs emerged. Those basic needs are usually satisfied by other activities than volunteering.


According to Herzberg's 2-factor theory two separate groups of factors influence the workers: motivators and de-motivators. This theory may be somewhat more difficult to apply to volunteers as the observations that make its foundation are based specifically on paid employees (Connors, 1995: 21).  However, it is of interest because this theory was the first to distinguish between intrinsic values or the features of the job itself and extrinsic values, such as pay or working conditions. Under this theory, motivating factors can be viewed as those pertinent to the work itself, whereas external conditions may act as de-motivating ones. In other words, “dissatisfaction is a function of extrinsic features of the job, [while] job satisfaction is that of the intrinsic factors” (Lane, 1991: 370). 

The essence of McClelland learned needs theory is that learned, culturally based needs, influence people's behaviour. These needs are a need for achievement, for affiliation and for power. Volunteer function inventory is again mentioned to be of use to determine which kind of needs according to this theory a person wants to satisfy (Connors, 1995: 29).


The standard theories of employees’ motivation provide useful insights for human resources management, but volunteers comprise a specific group of workers to which those theories are more difficult to apply. And though they can be adjusted for volunteers, there exist specific literature concerning particularly motivation of volunteers. 


3.4. Museum management literature approach


In the literature on management of cultural organizations the following reasons to volunteer are provided: “sense of self-satisfaction; altruism; companionship/ meeting people; learning about a field; creating/ maintaining an organization; developing professional contacts; getting ahead in the corporation; getting training/experience; providing entry to a particular organization; social status; pride” (Wolf, 1999: 97-99; Kotler & Scheff, 1997: 424-425). However, the reasons suggested are provided in these sources without any empirical evidence and managerial implications. 


Among the studies of museums and heritage volunteers in particular, the Mattingly's survey (1984) and its replication by Holmes (1999) are of interest. Holmes (1999) suggests that the major motivations behind choosing to volunteer in heritage sector are often different to volunteers working in other capacities. 

The following reasons to volunteer were reported in these surveys:

•
interest in the subject matter of the museum; 

•
an intention to obtain museum work experience; 

•
a wish to support the museum; 

•
a wish simply to fill spare time; 

•
enjoyment of the particular work they were involved as volunteers; 

•
a wish to fulfil a social need (Holmes, 1999: 27). 

Interest in the subject of the museum was the most important motivation (Holmes, 1999, 27). This is different from the desire to help other people often cited in the studies of volunteers in other spheres as the most prominent motive. 


Finally, according to Stebbins and Graham (2003) museum volunteer motivation can be clustered into three types: passive, active and special interest motivation. Passive motives mean that the volunteering fulfils the desire to join volunteering friends or relatives or obligations of paid employment. Active motivation is inherent to people who want to “make difference” either to the local community, the host organization or to their skills, social connections or personal well-being. And finally, special interest motivation is based on an interest in subject matter or project cause of the host organization (Stebbins & Graham, 2003: 25-26). 


3.5. Functional approach


To get better insights of how the motivation of museum volunteers can be understood more deeply and how to use this knowledge to better manage them it is also useful to look at the sociological and psychological literature on volunteer motivation. There exist several psychological approaches to explanation of volunteer motivation, the most prominent of which is functional approach developed by Clary et. al., and which will be addressed further. Among other approaches there is a three-factor approach, distinguishing self-interest, obligation, and altruism as sources of motivation.  Then a two-element motivation system contrasts selfish and altruistic motives, while Batson four-motive theory complements egoism and altruism with two more aspects: collectivism, principalism. Finally, there is a view that the motives are infinite and cannot be clustered in a reasonable way (Musick & Wilson, 2007: 68).


The functional approach is the most structured and comprehensive of all developed for studying volunteer motivation. Clary et. al. (1992) indicate that managers of non-profit organizations face many challenges, among which is the management of volunteers, particularly their recruitment, placement and retention. In order to help in solving these problems they develop an approach which “focus[es] on the motivational factors associated with volunteerism” (Clary et. al., 1992: 334) by identifying and understanding the personal and social needs, goals or functions that volunteers want to satisfy by volunteering (Clary et. al., 1992: 333-335). According to these authors volunteer's “decision about beginning to help and about continuing to help is influenced by whether the particular activity fits with the helper’s own needs and goals” (Clary & Snyder, 1999: 156). Therefore, understanding the needs and motives is important to satisfy the needs of volunteers and attract them to participate in the activities of the organization (Clary et. al., 1992: 335).


The approach implies that the same behaviour may be evoked by different reasons, and one person may have several various motives at a time (Clary et. al., 1992: 335). Motivation of volunteers is a complex phenomenon, which can be both self- and others- directed (Clary & Snyder, 1999: 157).


The instrument developed to identify underlying motivations of volunteers is called Volunteer Function Inventory, which consists of thirty reasons for volunteering, with each five of the reasons corresponding to one of six possible factors of motivations. According to these authors the six functions satisfied by volunteering are: values, understanding, career, social, esteem, and protective (Clary et. al., 1992; 1998). 


Values function, also sometimes referred to as altruism, help people to “act on deeply held beliefs about the importance of helping others” (Clary et. al., 1992: 337). Musick and Wilson (2007: 57-58), overview several studies on volunteer motivation and report, that values function is one of the most prominent among volunteers in different spheres. People internalize certain values and volunteering can be one of the ways to express and realize those values. 


Other people volunteer for the “social” reason: because of the social pressure or to behave in a socially desired way. By volunteering some people may want to meet the expectations of people playing significant role in their lives, if volunteering is important for those people. Another aspect of social motive is communicating with other people. A person may volunteer to be together with people with whom he has shared ideas or to belong to a certain group (Musick & Wilson, 2007: 57-58).


Career motive is significant for people who need to gain skills, experience or social contacts useful for current or future occupation. Logically, younger people are more likely to volunteer for this reason. Investment in learning and experience is more significant for younger segment, as they can expect a longer working life (Weisbrod, 1989: 134). 


Understanding function serves a wish to understand either the people or the organization for which one volunteers, or oneself. Esteem and protective functions serve people with a need to feel better about themselves. The difference between these two is that the esteem function is pursued by people who want to enhance their good feelings, while people with protective need want to relieve themselves from negative feelings (Clary et. al., 1992: 337-338).


One of the advantages of the functional approach is that it can measure the hierarchy of the personal motives: the most important and the least important ones. Yet, there are also some limitations, such as: as it is “a self-report format, it depends first on people's willingness to complete the inventory and second on how forthcoming they are in their responses” (Clary et. al., 1992: 340).


In the process of development of the volunteer function inventory, different samples of volunteers of various kinds and non-volunteers were studied to assess reliability and validity of the approach (Clary et. al., 1992: 339; Clary et. al., 1998: 1518-1519). The results have shown "remarkably congruent factor solutions, suggesting a reliable and replicable six-factor structure" (Clary et. al., 1998: 1527-1528). However, the authors themselves suggest, that for specific groups of volunteers models with fewer or more functions may appear more relevant (Clary et. al., 1998: 1528). Accordingly, various researchers have modified the inventory so it can be more adequate for the specific groups of volunteers they have researched. 

For example, Omoto and Snyder (1995) used a five-factor model for investigating the AIDS volunteers. Similarly, Okun and Schultz (2003), in their study of correspondence of age and different motives to volunteer used a seven-factor model instead of six-factor one. They added “making friends” as a separate motive for volunteering. The authors explain that one of the items of enhancement factor of VFI - “Volunteering is a way to make new friends”- formed a separate motive, “making friends” (Okun & Schultz, 2003: 234). This is important, as in the study of motivation of museum volunteers by Holmes (2003: 349-350) social opportunities to meet people and make friends occupied one of the prominent positions. This motive is contrasted to the social motive, which assesses “the sustaining friendships” motive for volunteering (Okun & Schultz, 2003: 234). In general, their findings suggest that some motives depend on the age, while others do not. 


Further, Marta et. al. (2006) applied the functional approach to the younger group of volunteers in Italy. They used a four-factor model, including social, career, ego-protective, and values motivation (Marta et. al., 2006: 226). Four clusters emerged in the course of analysis, the findings show that “the motivational configuration present in young people is varied and internally highly differentiated: young people do not all act on the basis either of the same motivations or, most importantly, of the same combination of motivations” (Marta et. al., 2006: 229). 


Yoshioka et. al. also modified the functional approach to study older volunteers, excluding the career factor as irrelevant to this group and also converging the understanding and enhancement factors into one (enhancement) because they are "conceptually similar" and "suggest a desire for volunteer experiences that enrich the volunteer by providing opportunities to learn new things and to grow psychologically" (Yoshioka et. al., 2007: 38).


One of the assumptions of the functional approach is that if the motivation is known, than the tasks, corresponding to each type of motivation can increase productivity of the volunteers if assigned accordingly. Houle et. al. (2005) in their article A Functional Approach to Volunteerism support the findings by Clary et. al. and demonstrate that volunteers give preference to the tasks with the perceived benefits that can match their prevalent motives and that matching benefits to motivation results in higher volunteer satisfaction and commitment. 


As is obvious from the extensive literature search and review, conducted for this paper, so far the functional approach was not applied to research the motivation of museums volunteers. However, this approach gives valuable insights into volunteer motivation. For the purpose of studying the museum volunteers its underlying classification needs to be altered and complemented with some items, as the group of museum volunteers is different from people volunteering for other kinds of organizations, according to Holmes (1999). Moreover, though the findings of other researchers of volunteer motivation are used, in this thesis a different approach is taken, which is based on the division of motivation into extrinsic and intrinsic types. 


3.6. Intrinsic and extrinsic motivation


3.6.1. Defining intrinsic and extrinsic motivation


According to Frey (1998) museum volunteers are intrinsically motivated and this is the reason why it is so difficult to deal with this group of workers. “Exactly because they do the work for intrinsic reasons, they have a rather clear conception of what work they wish to do and how they want to do it”. If volunteers “are asked to perform tasks, which they do not like, they can easily discontinue working for the museum” (Frey, 1998: 124). 


Usually, the concept of intrinsic motivation in cultural economics is used concerning the creative workers or artists (Frey, 2000; Throsby, 2001). In this case it is used in its classical, narrow sense which implies that: “a person is intrinsically motivated if he performs an activity for no apparent reason except the activity itself” (Deci, 1972: 113). 


However, the notion of intrinsic motivation in the sense of enjoyment of the task does not explain the volunteer effort completely. Volunteering, which takes different forms and implies different tasks is not a uniform activity that is pleasurable in itself to be explained by the intrinsic motivation solely. Moreover, as the literature review on reasons to volunteer in general and specifically in museums shows, volunteers receive a range of non-monetary benefits from their voluntary work and they are aware of them and state them as the reasons to volunteer. So the intrinsic motivation alone cannot capture the whole complex of motivation to volunteer.


Besides, it should be noted that a person can be motivated by several different motives simultaneously, both by intrinsic and extrinsic, and those two types do not always contradict each other, being complementary in many cases. As Anheier (2005) indicates, volunteers are motivated by “contrasting mixes of intrinsic and extrinsic motivation”, when values of volunteers and their commitment to a specific organization appear in a person together with expectations of purely economic rewards (Anheier, 2005: 215).


Nevertheless, sometimes extrinsic rewards may undermine the intrinsic motivation, a phenomenon that gained a name of crowding-out theory (Frey, 1997). One of the important points of this theory is that “when inadequate rewards are provided, intrinsic motivation may sometimes decrease” (Frey, 2001: 56). As was shown in some studies, monetary incentives reduce the time devoted for volunteering
 (Frey & Goette, 1999). For this reason it is important to distinguish between these two categories. 


On the other hand, extrinsic rewards can also “crowd-in” or in other words increase the intrinsic motivation under certain conditions. As was discussed earlier in this paper, symbolic and other non-monetary rewards are most likely to have an effect according to the crowding-in principle, in the case when the extrinsic intervention is perceived supportive and enhances the intrinsic motivation (Frey, 2001: 56-57).


Yet, obviously, the border between the extrinsic and intrinsic motivation is blurred. On the one hand, it can be suggested, that any motivation is external, on the other hand, the "inner satisfaction", obtained from the activity, does matter (Frey, 2001: 55). Furthermore “intrinsic and extrinsic are hard to separate, for the “reward” for intrinsic motivation is the inner feeling, but the information that produces that feeling is often extrinsic” (Lane, 1991: 368). 


The concept of intrinsic motivation should be used with caution, especially in empirical research, as it is difficult for an observer to precisely attribute it to a person, as the behaviour, whether it is induced by intrinsic or extrinsic motivation will be the same (Deci, 1975: 248).


Frey suggests that while the psychologists would want to make a clear distinction, for the economic explanation, it would be enough to distinguish between the activities performed because of the monetary rewards and those performed because of the intrinsic enjoyment (Frey, 2001: 55). 


However, there exists one more distinct (and very important) type of motivation – social (socially induced or socially dependent) motivation, which is not covered by either intrinsic or extrinsic motivation, in the sense used by Frey. Though the rewards corresponding to the social motive are provided extrinsically, it is not pecuniary, so it should be distinguished as a separate type of extrinsic motivation.


In addition, altruistic motives are often associated with volunteering. And though there are some debates about the existence of pure altruism in the real life, this aspect is still significant for the study of volunteer motivation. 


So, the categories of intrinsic and extrinsic motivation as used by Frey seem to be too narrow and not capture some aspects of volunteer motivation. In the case of studying volunteers' motivation to support museums these notions should be broadened, taking into account other findings on motivation of volunteers.


3.6.2. Dimensions of intrinsic and extrinsic motivations


3.6.2.1. Intrinsic motivation


Frey indicates, that intrinsic motivation is present when people “perform an activity for its own sake because of reasons lying within their own person” (Frey, 2001: 14). This definition seems somewhat narrow for explaining volunteer motivation. In the case of museum volunteers intrinsic motivation would have two distinct dimensions: “subject interest” intrinsic motivation and altruistic intrinsic motivation. 


Firstly, the interest for the subject matter of the museum was found to be prominent among the people who work voluntary in the museums (Stebbins & Graham, 2003; Holmes, 1999). In one of the studies of volunteer motivation the “special access” to the collection of museum, which is usually not possible for visitors, was also significant (Orr, 2006: 197). Consequently, volunteers are engaged in supporting the museum, because they derive enjoyment of the activities, performed working in a museum, which, for example, displays the art a person is interested in. Thus, the reason why they do it lies within their own personality, and can be classified as intrinsic motivation. Then, the enjoyment of some tasks, specific to the museum work is also a possible motivational facet. This aspect covers the traditional definition of intrinsic motivation. 


The second dimension of intrinsic motivation of volunteers encompasses the enjoyment of the work because it provides the opportunity to express the altruistic values of helping others, held by a person. In the Handbook of the economics of giving, altruism and reciprocity altruism is defined as “the preference for the good of some other people” complemented with “acting in favour of this good for this motive” (Kolm & Ythier, 2006: 8). The definition from the Oxford Dictionary provided in The volunteer management handbook is simpler but also reflects the essence of this notion: “altruism – is a devotion to the welfare of others... as a principle of action” (Connors, 1995: 13).


It is sometimes questioned in the economic literature whether altruism exists in reality, rather than being a concept, convenient to explain in a socially acceptable way actions which are initially induced by selfish concerns, delayed gains or by the expectation of reciprocity (Kolm & Ythier, 2006: 129). For example, according to the social exchange theory human interactions are transactions made with the goal of maximization of a person’s rewards and minimization of the costs. And therefore the unconditional altruism cannot exist (Connors, 1995: 14).


Another argument against the notion of altruism, developed by Andreoni, is that of the “warm glow”. He coined this term to denote  “a good feeling that donors derive from the act of giving”, which he interprets as egoistic motivation and uses the terms “impure altruism” as contrasted to the “pure” one (Andreoni, 1989; Kolm & Ythier, 2006: 156). 


Nevertheless, although the concept of pure altruism is debatable, it should be taken into account in the study of volunteer motivation, as an important part of motivational complex, because people themselves attribute altruistic motives to their actions. (Connors, 1995: 13-15; Kolm & Ythier, 2006: 174). 


Frey considers altruism to be “a particular kind of the intrinsic motivation” (Frey, 1997: 15). As was shown in different experiments (Lane, 1990: 373; Frey 1997: 15) altruism is also subject to the crowding-out effects. For example, the majority of people who are initially willing to donate their blood without compensation (and attribute an altruistic ideal to their own actions) suffer a loss of utility when blood is being priced (Frey, 1997: 83). Consequently their intrinsic motivation decreases. This happens because “external intervention [induces] a shift from other-regarding or group-regarding to more selfish preferences and behaviour” (Frey, 2001: 57). Therefore, though altruistic motivation does not refer to the enjoyment of the task for its own characteristics, it can be regarded as a different dimension of the intrinsic motivation as it directs the human behaviour likewise the pure intrinsic type of motivation.


3.6.2.2. Extrinsic motivation


Extrinsic motivation is defined by Frey as “induced by manipulations of rewards and sanctions from outside” (Frey, 2001: 14). He uses this category mainly to denote the monetary rewards and controlling actions. However, this definition again seems not broad enough. Socially-dependent motives should also be included in the extrinsic motivation type, as they are externally mediated.


Some of the volunteers are undoubtedly extrinsically motivated, for example when they want to develop valuable social contacts or to increase their skills in a specific area (Frey & Goette, 1999). A person that volunteers being motivated by the possibility of future employment, is, in other words, motivated by delayed pecuniary incentives. This dimension of motivation was found in different volunteer research to be especially prominent for the younger volunteers (Holmes, 2006; Marta et.al., 2006; Musick & Wilson, 2007). 


Next, a social type of motivation should be distinguished, which refers to social rewards, that people want to gain from their volunteering activities. This type is externally mediated though it corresponds to the inner satisfaction obtained by a person from the activity primarily because it generates social rewards for the volunteers. 



In this regard, Lane (1991) notes, that “in economic groups powerful incentives to work lie in the individual’s membership in a social group” and people sometimes work because they do not want to lose the benefits of such a membership (Lane, 1991: 252). So if volunteering is valued highly in the volunteer's environment and if a person important to a volunteer also supports a museum or another organization by labour donations, he or she would be engaged in such activity too. And indeed, volunteering because of the “need to fit in a group” which is important for a person and desire to win social approval were found to be significant among volunteers (Musick & Wilson, 2007).


Another aspect of social reward sought by volunteers, that manifested itself prominently in studies of their motivation is the so called “solidary benefit” (Musick & Wilson, 2007: 59-60, 116). It includes the opportunity to meet new people, especially with the similar values and interests, and communicate with them. Social interaction was among the most important motives for volunteering in general and volunteering in the museum sphere in particular (Handy et.al., 2000; Holmes, 2003). 


Summary of Chapter 3


Chapter 3 was devoted to a discussion of multi-various nature of motivation of volunteers. Understanding the motivation of volunteers is a key to better management of this specific group of museum employees. And though there exist several respected economic theories of motivation, the specific research on the reasons to volunteer should be paid more attention. However, museum management literature lacks sufficient data on this topic. Functional approach, developed in the literature on volunteering in general, implies that volunteering is an act to satisfy six specific functions. Besides, people can be motivated by different motives, and what is more important, several motives at a time. 


Combining the existing research on museum volunteers, functional approach to volunteer motivation and crowding theory developed by Frey, four main dimensions of museum volunteer motivation were distinguished in the chapter. The altruistic and subject interest dimensions were put into the category of intrinsic motivation while the social and career dimensions constituted the extrinsic type of motivation. Thus, the theoretical basis was outlined for the empirical research, performed for this paper. The next chapter describes the methodology and the research itself.

Chapter 4. Methodology 

Introduction to Chapter 4

In this chapter the methodological consideration are recounted. In the first paragraph the difference between the qualitative and quantitative research strategies is overviewed, and the choice of the quantitative strategy for studying volunteer motivation is explained. Research design is described in section 4.2., while the criteria, which should be adhered to, in order to increase the quality of the quantitative research are discussed in paragraph 4.3. Then, the hypotheses are formulated in the paragraph 4.4. How the questionnaire was constructed is reported in section 4.5. The next part of the chapter contains the overview of the sampling procedure and data collection process. Then, the limitations of the research are outlined in the paragraph 4.7. Finally, some attention is paid to the ethical issues.

4.1. The choice of research strategy


In the theory of the social science there exist two distinctive approaches to research: qualitative and quantitative. The difference between the two lies on the level of epistemological foundation and in other aspects as well (Bryman, 2008: 22). 


A general characteristic of quantitative research strategy is that it implies quantification of data collection and data analysis. Concerning the role of theory in relation to research quantitative strategy employs a deductive approach, which focuses on testing of theory. Epistemological orientation of this research strategy is positivism, which means adoption of the natural science methods to the investigation of social reality. Finally, the quantitative approach is accompanied by the objectivism position, which treats the social reality as external and objective (Bryman, 2008: 22, 697).


On the contrary, the qualitative research is associated with words rather than numbers. In the frame of this strategy relation between theory and research is based on the inductive approach, aiming at generation of new theory. Further, it stands on the position of interpretivism, requiring the social scientist “to grasp the subjective meaning of social action” (Bryman, 2008: 694). Adhering to the constructionism principle is another feature of the qualitative strategy. It suggests that social phenomena and their meanings are being constructed continuously by social actors (Bryman, 2008: 692). These are the main fundamental differences though more can be named. However, lately it has been argued frequently, that the distinction between the two is not so strict. Moreover, the mixed strategy is being used more often. 


The choice of the strategy for a research depends on the questions that need to be answered.  Qualitative methods are more suitable when we need to answer why people are engaged in certain behaviour, while quantitative strategy can help to discover how common specific behaviour is (www.socscidiss.bham.ac.uk). 


To research the motivation of volunteers in the art museums both the qualitative and quantitative strategies can be employed. Both of them have their advantages and drawbacks in this respect. In the case of studying the motives of volunteers qualitative research strategy can provide deeper view of meanings which volunteers assign to their reasons to support the museum by donations of their time and effort. It would be possible, using the qualitative strategy to encompass a wider scope of different motives and account for specific nuances.


However, previous qualitative research of motives have generated a certain number of similar items of motivation which makes it more reasonable to employ the quantitative strategy and further investigate the patterns of motivation for specific groups of volunteers.


Moreover, qualitative strategy has the following disadvantages: it is too subjective; difficult to replicate and generalize; and lacks transparency (Bryman, 2008: 391-392). Then, qualitative strategy, although providing conceptual wealth, limits the possibilities of statistical analysis (Dekker, 1999: 134).


In this research the quantitative line of inquiry will be followed, though it is also subject to certain criticism and has its own limitations. The quantitative strategy is criticized on the next issues. Firstly, it is claimed that it is impossible to treat the social reality in the same way as natural order. Secondly, the measure constructed by a social researcher for a concept can be not reflecting the concept itself. Thirdly, people can perceive the key terms used in a questionnaire quite differently from one another and answer the questions according to their personal interpretation, which leads to in fact invalid data. Fourthly, the reliance on instruments and procedures pertinent to the quantitative research complicates the connection between research and real life. Finally, the analysis of correlation between variables produces a static picture of social life, which does not reflect the dynamic of people's life (Bryman, 2008: 159-160).
4.2. Research design


To answer the research question a quantitative research strategy with a cross-sectional research design, in particular, a survey, was employed. The defining characteristics of the cross-sectional design are the following: a large number of cases under consideration to track the variations; preferably simultaneous data gathering from all participants; quantifiable data; availability of several variables which can be subjected to analysis to discover patterns (Bryman, 2008: 44).


The survey research design was suitable to the aims of this research because the intention was to research the patterns of motivation of the volunteers in art museums in the Netherlands. This survey was carried out among a random sample of art museums volunteers in the Netherlands by means of self-completion online questionnaire, the link to which was sent to respondents by e-mail.



Conducting online survey entails some disadvantages among which are the following. Firstly, the questionnaire should be made shorter and simpler; otherwise the respondents can abandon filling it in. Secondly, the access to the Internet is not ubiquitous, which restricts the number of respondents. This drawback is particularly applicable for the current research, as many volunteers in museums are elderly people. However, this issue can be dealt by providing those respondents, who do not use the Internet with printed version of questionnaire. Bryman (2008: 653) indicates, that the kind of answers generated by these two ways of administering the survey do not differ significantly, thus the two ways can be combined without much risk.


Then, the response rate is considered to be low in online surveys. Nevertheless, there are means of increasing the response rate, for example: sending reminding letters, making follow-up calls (Seale, 2004: 166). In addition, the motivation of people to complete the questionnaire online should be higher and there is more concern about the anonymity issues on the part of respondents (Bryman, 2008: 653). The volunteer supervisors were firstly contacted in this research and asked for cooperation, which helps to increase the response rate, as the respondents are asked by a person, they work with. A note, guaranteeing the confidentiality and anonymity of responses was included in every email and every questionnaire for the purpose of mitigating the problem of anonymity concerns. 

Online surveys also possess some advantages, for example, low cost and possibility to achieve greater geographical coverage. Then, by means of the Internet survey, the responses can be collected faster. Another merit of the online surveys is that stylistic formats can be varied considerably. Besides, according to Bryman, there are fewer unanswered questions for the online questionnaires then to those sent by post (Bryman, 2008: 653; Seale, 2004: 166).  Moreover, the online surveys offer a possibility of randomizing the answers in matrix questions, which helps to alleviate the order bias
. 

4.3. Criteria for quantitative research quality


There exist several criteria that are important to take into account, when employing the quantitative research strategy: reliability, replicability and validity. The latter is subdivided in four types: measurement, internal, external and ecological validity. In the current research these criteria were followed, though it is not always possible due to limitations of a student-research.


According to Bryman (2008), reliability of the research means that a measure designed for a concept is consistent and stable. The internal reliability of the Likert-scale questions used in this research was checked by means of Chronbach’s Alpha. The results are the following: altruistic dimension of the intrinsic motivation has α=0,743; subject interest – α =0,593; career dimension of extrinsic motivation – α =0,591; social – α =0,545. Usually, the level of Cronbach’s Alpha at which the scale is internally reliable is 0,8. However, some authors suggest, that as low level as 0,6 is acceptable. (Bryman, 2009: 151). In addition, Field (2005: 675) argues that the number of scale items influences the value of α: the more items, the higher can be α. Another consideration is that Cronbach’s Alpha is higher when the scale measures one single concept. If the different aspects of one concept are distinguished, Alpha is lower, as is the case in this thesis. Thus, taking into account that the number of items in four scales is low, being only three for each scale, the internal reliability of the altruistic dimension is reasonably high (α >0,7), that of subject interest, career and social dimensions are acceptable, though lower (α ~0,55-0,6).

Replicability implies the possibility to conduct the research identically by another researcher. This goal can be reached by means of detailed description of how the study was carried out, which principle was followed throughout this master thesis, with an extensive reporting on how the study was conducted. Further, validity in general concerns integrity of the conclusions derived from a study. In particular, measurement validity refers to the extent to which a measure reflects the concept. (Bryman, 2008: 46). To achieve better measurement validity it is necessary to pay special attention to the construction of the questionnaire (Seale, 2004: 167). 

Internal validity concerns the question of causality between the variables, analysed in the research. For the cross-sectional design internal validity is usually low (Bryman, 2008: 44). External validity corresponds to the generalizability of the research results, which depends to a considerable extent on the sampling procedure. In this research random sampling was used in order to increase the external validity. (Bryman, 2008: 46). 

Finally, the ecological validity answers the question to what extent the results are applicable to the everyday life of people. It is claimed that this type of validity may be weak for the survey research design because of the use of research instruments which cannot reflect the reality perfectly (Bryman, 2008: 31-34, 46). In this research the ecological validity is high, because the investigation of volunteers’ motives has practical implications for the management of volunteers.

4.4. Hypotheses

In quantitative type of research the deductive approach is typically used. This implies that the hypotheses are derived from the literature relevant to the research. Then they are tested and either rejected or confirmed (Bryman, 2008: 9-10).

As was already stated in the Introduction, the central research question of this paper is “What are the most important motives for people deciding to volunteer in an art museum in the Netherlands?” Several hypotheses were formed in relation to this question.


Firstly, as Frey (1997, 1998, 2001) argues, volunteers are intrinsically motivated to a great extent. Other authors (discussed in Chapter 3) state, that volunteers are motivated by the mixture of both intrinsic and extrinsic motivation, each of which has many different facets. However, it is logical to suggest, that though they are motivated by a complex of motives of both types, intrinsic is more important. Thus, the first hypothesis is:

Hypothesis 1. Intrinsic motivation of volunteers in art museums prevails over extrinsic motivation.


Then, in paragraphs 3.6.2 of this paper it was discussed that both types of motivation have different dimensions, which in their turn have different facets. Those dimensions were formed on the basis of the data derived from the relevant literature. Obviously, some dimensions should be more important than others. Inferring from the literature the second hypothesis concerning the intrinsic type of motivation is:
Hypothesis 2. Subject interest dimension of intrinsic motivation is more prominent than altruistic dimension for volunteers in art museums.

Further, though the volunteers are argued to be more intrinsically motivated, extrinsic motivation is also present. Particularly social dimension manifests itself prominently, especially for the elderly group of volunteers. As the majority of volunteers in art museums are old people, the third hypothesis is:

Hypothesis 3. Social dimension of extrinsic motivation is greater than the neutral level for volunteers in art museums.

4.5. Construction of the questionnaire


The data necessary for this research were the reasons why people support the museums with the labour donations or in other words motives that underlie people’s engagement in voluntary work for museums, their attitude to the possible rewards, tasks they perform and the demographic information. For the purpose of this study a questionnaire was constructed to elicit this primary information, necessary for the analysis. The survey was administered in a combined form, implying use of both the online and postal questionnaires. The online questionnaire was realized through the specialised survey website www.surveymonkey.com

HYPERLINK "http://www.surveymonkey.com/"
.  And the printed version was sent by post and collected by post or personally after completion by respondents. 


As was mentioned earlier, the questionnaire design is an important issue, as it influences the measurement validity, which is an important criterion of the research quality. In the process of developing the questionnaire, the fundamental principles provided in the specific literature were followed, such as clear presentation, a small number of open questions, clear instructions of how to respond (Bryman: 2008, 223-224). In addition, according to Dillman (2000) general questions should appear in a questionnaire before the specific ones, and the questions requiring background information should be placed in the end of the questionnaire (Dillman, 2000: 94). Besides, the numbering of questions should be followed throughout the whole questionnaire, rather than being unique to each page (Dillman, 2000: 115). 


The questionnaire used for the current research consisted of three parts. In the first part the respondents were asked about their motivation to volunteer. The format chosen for these questions was the Likert-scale. The respondents were presented with two matrices each consisting of six different reasons to volunteer. They were asked to indicate to what extent they agree or disagree that the item represents they motivation to volunteer. Five answer options were offered to the respondents, ranging from strongly agree to strongly disagree. 

The list of motives (Figure 1) was generated on the basis of the theoretical framework of this thesis, presented in the literature review part.  According to the dimensions of intrinsic and extrinsic types of motivation, distinguished in paragraph 6 of Chapter 3, twelve motives were included in the Likert-scale questions of the questionnaire.

Firstly, in the research on volunteers in other spheres (Clary et.al, 1992, 1998) the desire to give back to society was repeatedly found to be the most significant motive, reported by respondents. Therefore the item (1) I want to give back to society was included. However, altruistic behaviour may be directed not only on the society in general, but also on particular beneficiaries. (2) I want to support the museum and (3) I want to help other people have better museum visiting experience were added to cover altruistic dimension of motivation more fully. 

Secondly, as interest in the subject matter of a museum was found to be important (Mattingly, 1985; Holmes, 1999; Stebbins & Graham, 2003), (5) I want to learn more about the collection of the museum item was included to account for this facet of intrinsic motivation. Then, to embrace a more wide interest in the art, reason (4) I enjoy working in the arts sector was included. Finally, combining particular interest in the museum and classical intrinsic motivation in the form of enjoying the work itself, the item (6) I enjoy the particular tasks I am assigned to as a volunteer was generated.

Thirdly, to cover the career motivation dimension, three items
 were adapted from functional approach (Clary et.al., 1992, 1998): (7) I want to gain skills that will help me work in the museum sector; (8) I can make new contacts that might help me in my career; (9) I hope to get a paid position in this museum in the future.
Fourthly, social motivation was divided by three categories, including a wish to meet new people (10) I want to get an opportunity to communicate with new people as well as volunteering to satisfy existing social connections: (12) People I am close to, also work as volunteers. The last item was (11) I want to gain respect from others, accounting for a general desire of social acceptance and respect.

To mitigate the order bias a function of “randomizing” question answers was used in the online questionnaire inside of the matrices. Furthermore, two versions of the online questionnaire were made, differing only in the order of the two matrix questions for the same reason.

Figure 1. The motivational items included in the questionnaire



The second part of the questionnaire consisted of general information on volunteering practices of the respondents, and the third one included the background information of the research participants, necessary for the analysis. The questionnaires were also complemented with a cover letter, informing the participants about the research they are taking part in and confidentiality disclaimer. The questionnaire is available in the Appendix III. 

4.6 Data Collection

4.6.1. Sampling



The issue of sampling is of importance concerning the quantitative research (Bryman, 2008: 167). To allow the generalizability of the research results, the sample should be representative, which can be reached by means of using the probability sample. It is a sample, obtained in result of the random selection, when every respondent has an equal chance of being chosen (Bryman, 2008: 168). And though the sampling error
  may occur even when the probability sample is used, random selection helps to lessen it. Other biases can originate from the low response rate and inadequacy of the sampling frame.


The sample for this research was developed following the principles of probability sampling. With the use of the 28th edition of International Directory of Arts (2004) and specialized museum website www.museumserver.nl an alphabetical list of arts museums in the Netherlands was made. The museums listed under category “Art Museum” in the International Directory of Arts and category Kunstmuseum
 at the Museum Server were chosen. Then repeated items and those that appeared to be other than art museums or centres for contemporary art were eliminated. The 117 museums obtained this way constitute the sampling frame. 


In order to make a list of respondents to whom the questionnaires will be sent, a two-stage sampling was intended, which means sampling the museums and then making the same procedure for the volunteers in the museums of the sample to reach the proportionate representation. 


Firstly, the museums were selected, by means of systematic random sampling. A random number below 5 was generated (with the help of www.random.org website) and every fifth museum was included into the sample, starting from the determined first number, which was 3. If a chosen museum did not currently use the volunteer labour or refused to participate in a survey for other reasons, one museum up in the list was taken for each failed case until the sample would consist of 20 museums. Due to time limitations the final sample includes 16 museums. The list of museums, which participated in the survey, is available in the Appendix I.


Secondly, the volunteers should have been systematically sampled the same way as the museums. However, in practice a difficulty arose, that is volunteer managers and supervisors were not willing to render the lists of volunteers in their museums and moreover the e-mail addresses, necessary to make a sampling and consequently to contact the respondents personally. This situation hindered the second stage of the sampling. However, the managers were ready to forward the necessary letters and links to the questionnaire to their volunteers. This left a possibility to get the necessary responses, though the process was less under control than desirable.


Therefore, though it was aimed to create a sample as much random as possible, due to impossibility to reach the end respondents of the survey personally, it is acknowledged, that the sample is random only to a limited extend, which makes the generalizability less possible. 

4.6.2. The process of data collecting


The contact information of the museums from the sample was gathered through the Internet. The museums were contacted firstly by phone to reach a person in charge of voluntary workers of every museum and to establish cooperation with him or her. After succeeding in this the e-mails (Appendix II) were sent to them with brief information about the project and the link to the questionnaires (Appendix III), which they forwarded to the volunteers engaged in the activities of their museums. 


The two versions of online questionnaire were sent to the respondents in turns. The difference between them was in the order of the two matrix questions, to reduce the order bias. In addition, volunteers in some museums asked to be provided with the printed version of the questionnaire, because some of the older volunteers could not or were unwilling to use the computer. The printed questionnaires were sent to the museums by post.


The process of data collection took exactly a month. The response rate is difficult to account for, as the final respondents received the link for the questionnaire from their managers, so it is impossible to track how many people finally did receive it. If all volunteers in participating museums received the questionnaire, then the response rate is approximately 20%, which should be taken into account when reading the results.

4.7. Limitations of the research


There are some limitations of the data collected for this paper. Firstly, there is no consensus between the researchers to what exactly is the list of volunteer motives. Some writers even indicate that this list can be practically infinite. However, for the purpose of this study a precise set of the most common motives needed to be made. The list of motives was generated based on the items derived from the literature on volunteering. Yet, the extent of subjectivity is indispensable. 


Another, very important limitation is that stated motives may be imprecise reflection of real motives for a number of reasons. Musick and Wilson, for example, argue that if researchers want to use the reasons stated by people as an explanation of their behaviour, they should be cautious, because these reasons might be “feigned, mixed, unacknowledged, or even unconscious" (Musick & Wilson, 2007: 55). One more point of critique here is that when people are presented with statements which may concern human values, especially altruistic behaviour, they are likely to rate them highly because of the obviously general positive attitude to suchlike issues (Handy & Hustinx, 2009: 557).


Then, as was already stated, the response rate is quite low in this study, which makes it impossible to generalize the results with confidence. On the one hand, the random sampling procedure was used, which is meant to insure the generalizability at least in the population researched. On the other hand, the response rate was quite low, which weakens the confidence to extrapolate the finding on other volunteers, even in the art museums in the Netherlands. But then again, the profile obtained from the results of the survey is to a great extent similar to that found in the literature, which gives some credibility to these results. 

Finally, internal reliability of the motive scales, created for this research, is not high enough
. If the scale is made more reliable, then the results can be reported with more confidence. 

4.8. Ethical issues


Ethical issues are particularly important for this research, as the data needed are not secondary, but the information that is asked from people about themselves and their attitudes. Moreover, the issue of ethics is significant in research on particularly volunteers, as Holmes (2007) argues. She justly points out, that as usually volunteers are invited to participate in a research through the organization for which they volunteer, the informed consent and confidentiality of data can be questioned. More so, when the research concerns management issues, which implies, that managers are involved in the research as well as the volunteers (Holmes, 2007: 50-51).
For this reason, all potential participants of this research got a letter, in which they were informed about the content and the goals of the study. Besides, their free choice about the participation was emphasized. Then, the anonymity of respondents and confidentiality of their answers were ensured. Firstly, as the majority of questionnaires were gathered through a web-resource, the individual answers were available only to me. In the process of analysis the responses were also coded, which made them finally unidentifiable.  


Summary of Chapter 4

In Chapter 4 the methodological issues were discussed. In order to study volunteer motivation both qualitative and quantitative research strategies can be applied. And though qualitative strategy may give a deeper insight into the diverse personal motives, a quantitative strategy was chosen, because of two main reasons. Firstly, there was enough qualitative research of volunteer motivation, which usually generates similar items of motivation. Secondly, the possibilities of statistical analysis are restricted, when it concerns qualitative approach. Under the quantitative research strategy a survey design was chosen, and a combination of online and post questionnaires was used to gather the necessary data. The questionnaire was developed on the basis of the data from the relevant literature. The criteria important for the quantitative research are also discussed, where possible with relation to this particular research.  

Concerning the data collection, the process was described in detail, including the sampling procedure and the collection of data itself. Although, the research was devised and conducted with the criteria of research quality in consideration, due to restrictions of time and other circumstances, there are some limitations to the research. Finally, as ethical considerations are important in social research and in relation to volunteers in particular, attention was paid to those issues. 

Chapter 5. Results of data analysis

Introduction to Chapter 5


The results of the data analysis are presented in this chapter. In the first paragraph the way data were analysed is reviewed and the choice of non-parametric test is explained. In the second paragraph the characteristics of the respondents from the sample, such as gender, age, education, and occupation, and some details of their volunteering in the museums are described. Paragraph 5.3 is devoted to the analysis of the motivation to volunteer. The motives are looked at separately and in dimensions
. The findings on rewards, received by volunteers and their attitudes to the rewards are reported in paragraph 5.4. Finally, the hypotheses are tested in paragraph 5.5.

5.1. The process of data analysis

In the process of data collection a total of 94 properly filled in questionnaires were received back. The answers were coded and analysed with the computer statistical program SPSS 17.0.  Firstly, the profile of volunteers in the sample was determined. The results are presented in the next paragraph. Then, the Likert-scale questions, which were the core of the questionnaire, were analysed. After summarizing the descriptive statistics, a statistical test was to be chosen to compare the mean scores of responses and to establish the level of statistical significance of the differences between separate motives. 

The issue, whether it is appropriate to use parametric tests for ordinal variables is being discussed in the literature. Some authors state it is possible, while others argue that parametric tests are only applicable when the following conditions are met. The variables are of an interval or ratio character, the distribution is normal, the variances are equal for both variables (Bryman & Cramer, 2009: 143-145). 

The first condition is not met, as answers on the Likert-scale bear the ordinal nature. Besides, the distribution of responses was checked for normality firstly by looking at skewness and then by means of Kolmogorov-Smirnov test. If the distribution is normal, then the value of skewness will be zero or close to zero (Bryman & Cramer, 2009: 117). The responses were processed with the descriptive statistics procedure to reveal whether the distribution is skewed. Results (Table 1) show, that all motivational items, except for “I want to gain skills that will help me work in the museum sector” and “I can make new contacts that might help me in my career” are either positively or negatively skewed, which means that these variables are not normally distributed. 

Table 1. Skewness of the responses
	Motive
	Statistic*

	I want to give back to the society.
	-.701

	I want to support the museum.
	-1.129

	I want to help other people have better museum visiting experience.
	-.716

	I enjoy working in the arts sector.
	-.250

	I want to learn more about the collection of the museum.
	-.548

	I enjoy the particular tasks I am assigned to as a volunteer.
	-.338

	I want to gain skills that will help me work in the museum sector.
	.009

	I can make new contacts that might help me in my career.
	-.090

	I hope to get a paid position in this museum in the future.
	.262

	I want to get an opportunity to communicate with new people.
	-1.330

	I want to gain respect from others.
	-.448

	People I am close to, also work as volunteers.
	-.548


*Standard error = 0ю249

Table 2. Results of Kolmogorov-Smirnov test for normality of distribution

	Motive
	Statistic
	Statistical significance

	I want to give back to the society.
	.295
	.000

	I want to support the museum.
	.292
	.000

	I want to help other people have better museum visiting experience.
	.297
	.000

	I enjoy working in the arts sector.
	.263
	.000

	I want to learn more about the collection of the museum.
	.239
	.000

	I enjoy the particular tasks I am assigned to as a volunteer.
	.327
	.000

	I want to gain skills that will help me work in the museum sector.
	.196
	.000

	I can make new contacts that might help me in my career.
	.229
	.000

	I hope to get a paid position in this museum in the future.
	.240
	.000

	I want to get an opportunity to communicate with new people.
	.368
	.000

	I want to gain respect from others.
	.265
	.000

	People I am close to, also work as volunteers.
	.235
	.000


Further, the Kolmogorov-Smirnov test was performed to discover if these deviations from normal distribution are statistically significant. The results of Kolmogoov-Smirnov test (Table 2) indicate that the distribution of responses for all twelve motives was statistically significantly not normal ranging from 0.196 to 0.368, with the confidence level p<0.001. Therefore, a non-parametric test should be used for the analysis of the motivational items, particularly the Wilcoxon Signed Ranks Test. 
Finally, the correlation between the individual motives and the demographic characteristics were tested to see if the demographic characteristics can predict the prevalent motives of a person and if there are any inter-group differences. No meaningful results were found. However, it does not allow making any inference about the absence of such relationship between these variables, as the sample consisted of uneven representation of different groups of respondents, which hinders the comparison. 

5.2. The profile of volunteers

The survey has shown the following profile of volunteers in the art museums in the Netherlands. By gender the distribution of respondents was 84% female and 16% male volunteers in the sample (Figure 1). This result is in accordance with some other findings on the museum volunteers. As was indicated in the literature review part of this thesis, Holmes (1999) has found that the proportion of female and male volunteers is 75 to 25 in art museums. This is explained by the differences in choices of a place to volunteer by men and women (National Report, 2009: 5).

Figure 1. Distribution of respondents by gender
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Concerning the age of the volunteers in the sample (Figure 2), the biggest age group was 61-70 years, comprising 52% of the sample, followed by the group of over 70 years (18%) and 51-60 years (15%). In total, volunteers over 50 constitute 85% of the sample. This result also corresponds with other findings: there are more elderly than people from other age groups among the museum volunteers. Interestingly, there was no one in the age group 31-40. Finally, only 2% of the respondents were under 20 years and 3% was the fraction of both 21-30 years and 41-50 years groups. 

At first glance it might seem logical that there was nobody aged 31-40, as those people must have bigger opportunity costs to volunteering than the elderly group. However, for voluntary work in general, the age group of 35-41 years is reported to be the most numerous (Putnam, 2000; National Report, 2009: 5). This discrepancy can be explained by the fact that volunteers of those ages mostly offer their support to educational establishments. 

Figure 2. Distribution of respondents by age
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Further, as general findings on volunteering suggest, more educated people are more likely to volunteer. The same can be seen in the sample of this research (Figure 3): the biggest fraction of the highest level of education reported was that of the University degree 42%, which is 7% more than the High school. Post graduate category was reported in 7% of cases, while secondary school in just 5%. The answer category of “other” comprised 12%, half of which was HBO (higher professional education) – a level of education specific for the Netherlands, which stands between the categories of high school and the university.

The largest number of participants was retired: 63% (Figure 4). Another 10% of respondents were those who do not work, but also do not search for job. People employed either full- or part-time or self-employed constitute 17% of the sample. There was nobody in a group of unemployed looking for work, while students composed 3% of the respondents.  

Figure 3. Distribution of respondents by educational level
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Figure 4. Occupation of the respondents besides volunteering
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Next, overall 72% of the respondents reported that they were engaged in another volunteering activity currently or before, or both. 50% of the sample volunteered elsewhere currently and 55% had volunteered in other organizations in the past. Of those currently volunteering elsewhere 6% of the respondents were involved in volunteering in other art museums. In reports of the past volunteering nobody has chosen the category “another art museum”.

On average volunteers from the sample spend approximately 18 hours a month on their volunteering activity for a museum (Figure 5). Almost 45% of respondents volunteer from 11 to 20 hours a month. The largest time spent volunteering is 84 hours, however, overall only 10% of the sample volunteer more than 30 hours a month. 

Figure 5. Hours devoted by respondents to volunteering in a particular museum
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Figure 6. Amount of years, spent by volunteers within a museum
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The length of support given to a museum by volunteers ranges from one month to more than 21 years (Figure 6). On average the length of support was stated at the level of approximately 5.5 years.  

Volunteers in the sample are involved mostly in working in the museum shop: 22%, information desk: 15%, and museum café or restaurant: 14% (Figure 7.a). However, many of them perform several different activities in one museum during their volunteering. 38% of respondents stated that they prefer particular tasks. Among those the majority is held by giving museum tours: 21%, and working in a museum shop 19%, followed by 11% of working at the information desk (Figure 7.b). 

Figure 7.a. Tasks volunteers perform in museums
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Figure 7.b. Preferred tasks
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5.3. Analysis of the motives

5.3.1. Twelve individual motives separately

Figure 8. Frequencies and means of response categories received for twelve individual motives (ranged from the most important motives for respondents to the least important)
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Twelve motives, which constituted two Likert-scale question matrices, are grouped in four clusters, constituting the dimensions of intrinsic and extrinsic types of motivation. Intrinsic type of motivation is divided into altruistic and subject interest dimensions while extrinsic type consequently consists of career and social dimensions. Motives were analysed separately and in dimensional groups. 

To gain a general picture of what reasons are important for the museum volunteers of the sample, the distribution of different response categories (Strongly Disagree, Disagree, Neither Agree Nor Disagree, Agree, Strongly Agree) obtained for different motives, should be looked at (Figure 8). The table containing the number of answers for each category together with percentage is available in the Appendix IV. 

Figure 8 shows the percentages of the responses on individual motivational items (reasons to volunteer). From this simple graph it can be seen, that motives corresponding to intrinsic motivation prevail over those accounting for extrinsic. The graph shows the level of agreement over 50% for all “intrinsic” items except for the reason “I want to learn more about the collection of the museum”. Concerning the extrinsic motives, one of the social motives has scored particularly high. Though low in the category “strongly agree”, it has the highest percent of answers “agree” – 66%. And correspondingly, disagreement scores are prevalent for career motives (Figure 8). Each individual item will be discussed in more detail in further paragraphs.

The means of the individual motives corraborate the finding that most prominent motives are those grouped as subject interest dimension. The values of means are also presented in Figure 8, where 1 corresponds to “Strongly Disagree” level, 2 – to “Disagree”, 3 means Neutral attitude, and 4, 5 – “Agree” and “Strongly Agree” accordingly. To get more precise results and to run the statistical tests in addition to descriptive statistics, the motives were further analysed by 3 items together constituting each dimension and between dimensions.

5.3.2. Analysis of the individual motives in dimensions 

5.3.2.1. Altruistic dimension of intrinsic motivation

The first dimension to be analysed is the altruistic dimension of intrinsic motivation. As was defined in paragraph 3.6.2.1, altruism is acting to benefit others and therefore the three subcategories of this motive are:

· volunteering because of the intention to “give back” to society;

· volunteering to help the museum to carry out its activities;

· volunteering to benefit the visitors of the museum.

Figure 9. Frequencies and means of response categories received for three individual motives of the altruistic dimension of intrinsic motivation 
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As can be seen from Figure 9, all three motives of this dimension scored high (50 to 56%) on the category “Agree” and moderately high (15-32%) on the “Strongly Agree” category. The highest rate by both positive attitude categories belongs to the motive “I want to support the museum”. And only 2% of respondents rated this motive either “Strongly Disagree” (1%) or “Disagree” (1%). The highest negative score was received by the motivational item “I want to give back to society”, while level of agreement was slightly lower than that of two other motives. 

Correspondingly, the highest mean of scores is that of the “I want to support the museum” motive, indicating the highest degree of agreement, stated by the respondents (Figure 9). To see if the differences of scores are statistically significant, the means were compared using the Wilcoxon Signed Ranks Test (Tables 3.a, 3.b).

The test has shown that there is a statistically significant difference between mean rankings of three motives comprising the altruistic dimension of intrinsic motivation. With Z1=-4.996
 and Z3=-3.566
 and the significance level p1, p3 < 0.001 the motivational item “I want to support the museum” is the most prominent of the three. The difference between the items “I want to help other people have a better visiting experience” and “I want to give back to society” is smaller, Z2=-2.063, however with the probability level p2=0.039, i.e. p<0.05, it is still statistically significant. 

As there is a statistically significant difference between the mean scores, it can be suggested, that though altruistic reasons are in general prominent for the respondents of the sample, sub-dimensional facets are distinct. Volunteers are more motivated by the desire to help the particular museum than by concerns about giving back to society and creating more pleasurable experience for museum visitors.

Table 3.a. Results of the Wilcoxon Signed Ranks Test for the altruistic dimension means

	Compared items
	Ranks
	N
	Mean Rank
	Sum of Ranks

	I want to support the museum. - I want to give back to the society.
	 Negative Ranks
	6a
	18.50
	111.00

	
	 Positive Ranks
	40b
	24.25
	970.00

	
	 Ties
	48c
	
	

	
	 Total
	94
	
	

	I want to help other people have better museum visiting experience. - I want to give back to the society.
	Negative Ranks
	15d
	18.67
	280.00

	
	Positive Ranks
	26e
	22.35
	581.00

	
	Ties
	53f
	
	

	
	Total
	94
	
	

	I want to help other people have better museum visiting experience. - I want to support the museum.
	Negative Ranks
	29g
	18.84
	546.50

	
	Positive Ranks
	7h
	17.07
	119.50

	
	Ties
	58i
	
	

	
	Total
	94
	
	


(a) I want to support the museum. < I want to give back to the society.

(b) I want to support the museum. > I want to give back to the society.

(c) I want to support the museum. = I want to give back to the society.

(d) I want to help other people have better museum visiting experience. < I want to give back to the society.

(e) I want to help other people have better museum visiting experience. > I want to give back to the society.

(f) I want to help other people have better museum visiting experience. = I want to give back to the society.

(g) I want to help other people have better museum visiting experience. < I want to support the museum.

(h) I want to help other people have better museum visiting experience. > I want to support the museum.

(i) I want to help other people have better museum visiting experience. = I want to support the museum.

Table 3.b. Statistics of the Wilcoxon Signed Ranks Test for altruistic dimension of intrinsic motivation

	Compared items


	I want to support the museum. - I want to give back to the society.
	I want to help other people have better museum visiting experience. - I want to give back to the society.
	I want to help other people have better museum visiting experience. - I want to support the museum.

	Z
	-4.996a
	-2.063a
	-3.566b

	Asymp. Sig. (2-tailed)
	.000
	.039
	.000


(a) Based on negative ranks.


(b) Based on positive ranks.

5.3.2.2. Subject interest dimension of intrinsic motivation

The next group of individual motives is the subject interest motivation, which makes another aspect of intrinsic motivation for volunteering activity. In this research it is subdivided in three facets: 

· volunteering because of the enjoyment derived from the fact of working in the art sector; 

· volunteering because of the interest in the collection of a museum; 

· volunteering because of the enjoyment of the performed work per se. 

Figure 10. Frequencies and means of response categories received for three individual motives of the subject interest dimension of intrinsic motivation
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As expected, subject interest dimension of volunteer motivation manifested itself as being the most prominent for the sample. Three motives comprising this dimension received the lowest negative scores:  0% “Strongly Disagree” and “Disagree” for the motive “I enjoy working in the arts sector” and almost 0% for the other two motives (Figure 10).  “I enjoy working in the arts sector” received the highest “Strongly Agree” rating (34%), while “I enjoy tasks I am assigned as a volunteer” received 64% of “Agree” answers. Surprisingly, interest in learning more about the collection of the museum scored lower than two other motives.

The means of three subject interest motives were almost equal, the one of “I want to learn more about the collection of the museum” being slightly lower. To confirm, that the difference is not significant, as it seems at the first glance, the Wilcoxon Signed Ranks Test was run (Tables 4.a, 4.b,).

The test has shown, that the difference between means of the subject interest dimension Z1=-1.779; Z2=-1.068; Z3=-0.794 were not statistically significantly different with p>0.05 in all three cases (p1=0.75; p2=0.386; p3=0.454). Thus, respondents were motivated to volunteer by their interest in the art sector in general and in the collection of a museum particulalry, almost equally as by the opportunity to perform certain tasks per se.  

Table 4.a. Results of the Wilcoxon Signed Ranks Test for the subject interest dimension means.

	Compared items
	Ranks
	N
	Mean Rank
	Sum of Ranks

	I want to learn more about the collection of    the museum. - I enjoy working in the arts sector.
	Negative Ranks
	27a
	20.56
	555.00

	
	Positive Ranks
	14b
	21.86
	306.00

	
	Ties
	53c
	
	

	
	Total
	94
	
	

	I enjoy the particular tasks I am assigned to as a volunteer. - I enjoy working in the arts sector.
	Negative Ranks
	21d
	16.86
	354.00

	
	Positive Ranks
	13e
	18.54
	241.00

	
	Ties
	60f
	
	

	
	Total
	94
	
	

	I enjoy the particular tasks I am assigned to as a volunteer. - I want to learn more about the collection of the museum.
	Negative Ranks
	19g
	22.95
	436.00

	
	Positive Ranks
	25h
	22.16
	554.00

	
	Ties
	50i
	
	

	
	Total
	94
	
	


(a) I want to learn more about the collection of the museum. < I enjoy working in the arts sector.

(b) I want to learn more about the collection of the museum. > I enjoy working in the arts sector.

(c) I want to learn more about the collection of the museum. = I enjoy working in the arts sector.

(d) I enjoy the particular tasks I am assigned to as a volunteer. < I enjoy working in the arts sector.

(e) I enjoy the particular tasks I am assigned to as a volunteer. > I enjoy working in the arts sector.

(f) I enjoy the particular tasks I am assigned to as a volunteer. = I enjoy working in the arts sector.

(g) I enjoy the particular tasks I am assigned to as a volunteer. < I want to learn more about the collection of the museum.

(h) I enjoy the particular tasks I am assigned to as a volunteer. > I want to learn more about the collection of the museum.

(i) I enjoy the particular tasks I am assigned to as a volunteer. = I want to learn more about the collection of the museum.

Table 4.b. Statistics of the Wilcoxon Signed Ranks Test for subject interest dimension of intrinsic motivation
	Compared items
	I want to learn more about the collection of the museum. - I enjoy working in the arts sector.
	I enjoy the particular tasks I am assigned to as a volunteer. - I enjoy working in the arts sector.
	I enjoy the particular tasks I am assigned to as a volunteer. - I want to learn more about the collection of the museum.

	Z
	-1.779a
	-1.068a
	-.749b

	Asymp. Sig. (2-tailed)
	.075
	.286
	.454


(a) Based on positive ranks.

(b) Based on negative ranks.
5.3.2.3. Career dimension of extrinsic motivation


Extrinsic motivation consists of career and social dimensions. Three main facets which are distinguished in the career dimension are those that enhance chanses of further paid employment in the museum sector:

· volunteering to get skills for work in a museum;

· volunteering to establish social contacts that might help in future museum employment;

· volunteering as an opportunity to step into the museum and get a paid employment later.

The level of agreement/disagreement for the three career motives (Figure 11) was more diverse than that of subject interest motive. The “I want to gain skills that will help me work in the museum sector” item received 10% “Strongly Agree” answers, while two other options have not been assigned this answer category by anybody. Accordingly, the level of disagreement (4% “Strongly Disagree” and 23% “Disagree”) with this item was lower than for the “I can make new contacts that might help me in my career” (6% “Strongly Disagree” and 34% “Disagree”) and “I hope to get a paid position in this museum in the future” (23% “Strongly Disagree” and 44% “Disagree”). Obviously, the latter item achieved the least positive rating.

Figure 11. Frequencies and means of response categories received for three individual motives of the career dimension of extrinsic motivation
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Similarly, the mean of the motive “I hope to get a paid position in this museum in the future” was the least among the three career motivations (Figure 11) and among all the twelve motivations in general (Figure 8). Its value is 2.15, indicating that most of the respondents were not motivated by the possibility of future employemnet in the museums where they volunteered. The attitude to gaining skills was more neutral. The reason for this is likely to be in the perception of gaining new skills as of value in itself – for the individual development and volunteering work, – rather than being valuable for paid employment exclusively.

Table 5.a. Results of the Wilcoxon Signed Ranks Test for the career dimension means
	Compared items
	Ranks
	N
	Mean Rank
	Sum of Ranks

	I can make new contacts that might help me in my career. - I want to gain skills that will help me work in the museum sector.
	Negative Ranks
	40a
	25.36
	1,014.50

	
	Positive Ranks
	11b
	28.32
	311.50

	
	Ties
	43c
	
	

	
	Total
	94
	
	

	I hope to get a paid position in this museum in the future. - I want to gain skills that will help me work in the museum sector.
	Negative Ranks
	58d
	29.81
	1,729.00

	
	Positive Ranks
	1e
	41.00
	41.00

	
	Ties
	35f
	
	

	
	Total
	94
	
	

	I hope to get a paid position in this museum in the future. - I can make new contacts that might help me in my career.
	Negative Ranks
	41g
	25.78
	1,057.00

	
	Positive Ranks
	7h
	17.00
	119.00

	
	Ties
	46i
	
	

	
	Total
	94
	
	


(a) I can make new contacts that might help me in my career. < I want to gain skills that will help me work in the museum sector.

(b) I can make new contacts that might help me in my career. > I want to gain skills that will help me work in the museum sector.

(c) I can make new contacts that might help me in my career. = I want to gain skills that will help me work in the museum sector.

(d) I hope to get a paid position in this museum in the future. < I want to gain skills that will help me work in the museum sector.

(e) I hope to get a paid position in this museum in the future. > I want to gain skills that will help me work in the museum sector.

(f) I hope to get a paid position in this museum in the future. = I want to gain skills that will help me work in the museum sector.

(g) I hope to get a paid position in this museum in the future. < I can make new contacts that might help me in my career.

(h) I hope to get a paid position in this museum in the future. > I can make new contacts that might help me in my career.

(i) I hope to get a paid position in this museum in the future. = I can make new contacts that might help me in my career.

The Wilcoxon Signed Ranks Test (Tables 5.a, 5.b) has shown that the differences between the means of the three career motives were statistically significant. The motive “I hope to get a paid position in this museum in the future” was the least important motive for the volunteers in the sample, with the statistically significant difference Z2=-6.520, Z3=-5.022, with p2, p3<0.001. The mean of the motive “I want to gain skills that will help me work in the museum sector” was also statistically significantly higher than the “I can make new contacts that might help me in my career”, with Z1=-3.395 and p1=0.001.

Table 5.b. Statistics of the Wilcoxon Signed Ranks Test for career dimension
	Compared items
	I can make new contacts that might help me in my career. - I want to gain skills that will help me work in the museum sector.
	I hope to get a paid position in this museum in the future. - I want to gain skills that will help me work in the museum sector.
	I hope to get a paid position in this museum in the future. - I can make new contacts that might help me in my career.

	Z
	-3.395a
	-6.520a
	-5.022a

	Asymp. Sig. (2-tailed)
	.001
	.000
	.000


(a) Based on positive ranks.

5.3.2.4. Social dimension of extrinsic motivation

The second dimension of extrinsic motivation is the social dimension. This dimension consists of the following facets:

· volunteering to get an opportunity to communicate with new people;

· volunteering because of the wish to gain respect from other people;

· volunteering because people close to a volunteer also work as volunteers.

Figure 12. Frequencies and means of response categories received for three individual motives of the social dimension of extrinsic motivation
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The motive “I want to get an opportunity to communicate with new people” was rated as the most important among the three social motives (Figure 12). 66% of the respondents agreed with it, and 13% stated “Strongly Agree”. In contrast, two remaining motives – “I want to gain respect from others” and “People I am close to, also work as volunteers”, –  were rated “Stongly Agree” only at 1% and 2% respectively. Likewise, they received 26% and 34% of “Agree” answers. 

Furthermore, the means of the motives “I want to gain respect from others” and “People I am close to also work as volunteers” were almost equal on the level of “Neutral” attitude (Figure 12). On the contrary, the mean of the “I want to get an opportunity to communicate with new people” was 3.85, indicating that the majority of respondents agreed that they were motivated to volunteer by this reason. Wilcoxon Signed Ranks Test was run to establish the level of statistical significance of differences in means (Tables 6.a, 6.b).

The test has shown that the difference between the means of the motives “I want to get respect from others” and “People I am close to, also work as volunteers” is not statistically significant, as Z2=-0.303 with the significance level p2=0.762, which is higher than acceptable level p<0.05. However, there was significant difference between these two items and “I want to get an opportunity to communicate with new people”: Z1=-6.507, p1<0.001, Z3=-5.971, p3<0.001. Overall, it can be inferred, that the opportunity to acquire new social connections was a significant motivator for the volunteers in the sample, as opposed to the volunteering because of the existing ones.

Table 6.a. Results of the Wilcoxon Signed Ranks Test for the social dimension means

	Compared items
	Ranks
	N
	Mean Rank
	Sum of Ranks

	I want to gain respect from others. - I want to get an opportunity to communicate with new people.
	Negative Ranks
	60a
	32.08
	1,924.50

	
	Positive Ranks
	3b
	30.50
	91.50

	
	Ties
	29c
	
	

	
	Total
	92
	
	

	People I am close to, also work as volunteers. - I want to gain respect from others.
	Negative Ranks
	26d
	27.27
	709.00

	
	Positive Ranks
	28e
	27.71
	776.00

	
	Ties
	38f
	
	

	
	Total
	92
	
	

	I want to get an opportunity to communicate with new people. - People I am close to, also work as volunteers.
	Negative Ranks
	6g
	23.00
	138.00

	
	Positive Ranks
	55h
	31.87
	1,753.00

	
	Ties
	33i
	
	

	
	Total
	94
	
	


 (a) I want to gain respect from others. < I want to get an opportunity to communicate with new people.

(b) I want to gain respect from others. > I want to get an opportunity to communicate with new people.

(c) I want to gain respect from others. = I want to get an opportunity to communicate with new people.

(d) People I am close to, also work as volunteers. < I want to gain respect from others.

(e) People I am close to, also work as volunteers. > I want to gain respect from others.

(f) People I am close to, also work as volunteers. = I want to gain respect from others.

(g) I want to get an opportunity to communicate with new people. < People I am close to, also work as volunteers.

(h) I want to get an opportunity to communicate with new people. > People I am close to, also work as volunteers.

(i) I want to get an opportunity to communicate with new people. = People I am close to, also work as volunteers.

Table 6.b. Statistics of the Wilcoxon Signed Ranks Test for social dimension of extrinsic motivation.

	Compared items


	I want to gain respect from others. - I want to get an opportunity to communicate with new people.
	People I am close to, also work as volunteers. - I want to gain respect from others.
	I want to get an opportunity to communicate with new people. - People I am close to, also work as volunteers.

	Z
	-6.507a
	-.303b
	-5.971b

	Asymp. Sig. (2-tailed)
	.000
	.762
	.000


(a) Based on positive ranks.

(b) Based on negative ranks.

What is interesting is that the mean of the motive “I want to get an opportunity to communicate with new people” is slightly higher than that of the motive “I want to give back to society” and almost equal with the mean of the reason “I want to help other people have better museum visiting experience” (Figure 9).  This was the only extrinsic motive that was scored by the respondents highly. As the results of the Wilcoxon Signed Rank Test show (Tables 7.a, 7.b), the differences between the means of these two altruistic intrinsic motives and the mean of this social motive are Z1=-1.692, Z2=-0.113, with the level of statistical significance p1=0.091, p2=0.910 (p1, p2 are greater than the acceptable level of p<0.05). This implies that the differences were not statistically significant and thus those motives were nearly similarly important for the respondents of the sample.

Table 7.a. Results of the Wilcoxon Signed Ranks Test for the comparison of “social opportunities” motive with two of the altruistic motives
	Compared items
	Ranks
	N
	Mean Rank
	Sum of Ranks

	I want to give back to the society. - I want to get an opportunity to communicate with new people.
	Negative Ranks
	30a
	26.87
	806.00

	
	Positive Ranks
	20b
	23.45
	469.00

	
	Ties
	44c
	
	

	
	Total
	94
	
	

	I want to help other people have better museum visiting experience. - I want to get an opportunity to communicate with new people.
	Negative Ranks
	23d
	24.09
	554.00

	
	Positive Ranks
	24e
	23.92
	574.00

	
	Ties
	47f
	
	

	
	Total
	94
	
	


(a) I want to give back to the society. < I want to get an opportunity to communicate with new people.

(b) I want to give back to the society. > I want to get an opportunity to communicate with new people.

(c) I want to give back to the society. = I want to get an opportunity to communicate with new people.

(d) I want to help other people have better museum visiting experience. < I want to get an opportunity to communicate with new people.

(e) I want to help other people have better museum visiting experience. > I want to get an opportunity to communicate with new people.

(f) I want to help other people have better museum visiting experience. = I want to get an opportunity to communicate with new people

Table 7.b. Statistics of the Wilcoxon Signed Ranks Test for the comparison of “social opportunities” motive with two of the altruistic motives
	Compared items
	I want to give back to the society. - I want to get an opportunity to communicate with new people.
	I want to help other people have better museum visiting experience. - I want to get an opportunity to communicate with new people.

	Z
	-1.692a
	-.113b

	Asymp. Sig. (2-tailed)
	.091
	.910


(a) Based on positive ranks.

(b) Based on negative ranks.

5.3.3. Comparison between dimensions

After the analysis of the individual items, the dimensions of motivation were analysed. To make it possible the clustered items representing the dimensions were generated. The scores of items, constituting each dimension, were added for every single case, and then divided by three (the number of items for each dimension). Then the new scores were grouped in the same five response categories as the individual motives ranging from Strongly Disagree to Strongly Agree.

Figure 13. Frequencies and means of response categories received for four dimensions of motivation

[image: image14.png]70%

60%

50%

40%

30%

20%

10%

0%

Dimensions frequencies and means

65%
579
[ 52%
48%
0%
359
22% 219
— 19%
139
109 0%
39
0%0Y 1987 2 % %
Subject Interest Altruism (mean  Social (mean  Career (mean
(meanvalue= value=3.93) value=3.27) value=2.68)

4.10)

W Strongly Disagree (1)

W Disagree (2)

E Neither Agree Nor Disagree (3)
OAgree (4)

OStrongly Agree (5)





After even a brief examination of the percentage of answer categories assigned to each of 4 dimensions, it becomes obvious, that subject interest dimension of intrinsic motivation is the most prominent one (Figure 13). Subject interest motivation is the only dimension for which none of the respondents rated all the motives constituting this dimension with negative values “Strongly Disagree” or “Disagree”. Neutral responses also have the lowest number – only 13% (comparing to 21-52% for other dimensions), while both positive ratings – “Agree” and “Strongly Agree” – score the highest: 65% and 22% respectively. 

Altruistic dimension is slightly less important for respondents in the sample, though its rates follow the rates of subject interest motive closely. It has only 1% for each of the negative categories and 21% of neutral responses. Meanwhile, 57% of respondents agreed that altruistic values are an important motivation for them and 19% expressed strong agreement.

Half of the respondents stated that career considerations are neither significant nor insignificant motivation for them, with almost 40% of people disagreeing that it is. However, 10% of respondents stated their agreement with the career motivation, though nobody assigned “Strongly Agree” answer category to this motivational dimension. The low rating of this type of motivation is logical, as most of the respondents are elderly people who are retired. For this group of volunteers the career motive is less applicable.  

Finally, around 40% of volunteers in the sample agreed that they were socially motivated, while 48% stayed neutral and 12% disagreed. 

Figure 13 also shows that the subject interest dimension of intrinsic motivation is the most prominent with the mean value 4.1, which corresponds to a solid “Agree” level. Subject interest motivation is followed by altruistic dimension. Its mean value is 3.93, heading towards “Agree” category mostly. Career motive was the least important, its mean being 2.68, indicating the middle point between negative and neutral attitude. The second dimension of the extrinsic type of motivation – the social motivation – scored higher: its mean is 3.27. 

To see, if the differences in means of the different motivational dimensions are statistically significant, a Wilcoxon Signed Ranks Test was applied (Tables 8.a, 8.b). Four motivational dimensions were analysed in pairs to detect whether the mean scores are statistically significantly different between them. With the exception of pair “subject interest – altruism”, the test has shown that there are statistically significant differences between the means of motivational dimensions with the significance level p<0.001. The difference between “subject interest – altruism” dimensions was also statistically significant but with another probability level p6=0.022, p<0.05.

Table 8.a. Results of the Wilcoxon Signed Ranks Test for four dimensions means.
	Compared items
	Ranks
	N
	Mean Rank
	Sum of Ranks

	Subject Interest – Altruism
	Negative Ranks
	12a
	18.00
	216.00

	
	Positive Ranks
	25b
	19.48
	487.00

	
	Ties
	57c
	
	

	
	Total
	94
	
	

	Career – Altruism
	Negative Ranks
	77d
	40.48
	3,117.00

	
	Positive Ranks
	2e
	21.50
	43.00

	
	Ties
	15f
	
	

	
	Total
	94
	
	

	Social – Altruism
	Negative Ranks
	50g
	28.02
	1,401.00

	
	Positive Ranks
	4h
	21.00
	84.00

	
	Ties
	40i
	
	

	
	Total
	94
	
	

	Career – Subject Interest
	Negative Ranks
	82j
	41.50
	3,403.00

	
	Positive Ranks
	0k
	.00
	.00

	
	Ties
	12l
	
	

	
	Total
	94
	
	

	Social – Subject Interest
	Negative Ranks
	60m
	31.77
	1,906.00

	
	Positive Ranks
	2n
	23.50
	47.00

	
	Ties
	32o
	
	

	
	Total
	94
	
	

	Social – Career
	Negative Ranks
	5p
	29.70
	148.50

	
	Positive Ranks
	52q
	28.93
	1,504.50

	
	Ties
	37r
	
	

	
	Total
	94
	
	


(a) Subject Interest < Altruism
(b) Subject Interest > Altruism
(c) Subject Interest = Altruism
(d) Career < Altruism
(e) Career > Altruism
(f) Career = Altruism
(g) Social < Altruism
(h) Social > Altruism
(i) Social = Altruism
(j) Career < Subject Interest
(k) Career > Subject Interest

(l) Career = Subject Interest

(m) Social < Subject Interest

(n) Social > Subject Interest

(o) Social = Subject Interest

(p) Social < Career

(q) Social > Career

(r) Social = Career
Table 8.b. Statistics of the Wilcoxon Signed Ranks Test for four dimensions. 
	Compared items


	Subject Interest – Altruism 
	Career – Altruism
	Social – Altruism
	Career – Subject Interest
	Social – Subject Interest
	Social – Career

	Z
	-2.290a
	-7.726b
	-6.005b
	-8.075b
	-6.876b
	-5.801a

	Asymp. Sig. (2-tailed)
	.022
	.000
	.000
	.000
	.000
	.000


(a) Based on negative ranks.
(b) Based on positive ranks.

Further, if we look at all pairs of dimensions contrasting one of the intrinsic and one of the extrinsic dimensions, we can see that in each case, intrinsic element scored higher. Altruistic dimension compared to career and social dimensions was statistically significantly higher, with p2, p3<0,001, Z2=-7.726 and Z3=-6.005, based on positive ranks
. Subject interest dimension scored higher compared to both extrinsic dimensions as well: Z4=-8.075, Z5=-6.876, p4, p5<0.001. Thus, it can be inferred, that the respondents were mostly intrinsically motivated. The largest difference was found between “career – subject interest” Z4=-8.075, p<0.001. This shows that the subject interest motivation is the most significant for the sample, while career motivation is the least significant. 

However, social dimension was also important for the respondents. The difference between two dimensions of extrinsic motivation: career and social motives, was statistically significant Z6=-5.801, p<0.001.

5.4. Findings on rewards

Some authors (Frey & Goette, 1999; Musick &Wilson, 2007) indicate that voluntary workers are inclined to refuse monetary rewards for the support they lend to an organization. Moreover, according to the crowding-out theory (Frey, 1997, 2001) external intervention in the form of financial rewards may harm and decrease the intrinsic motivation to volunteer. 

From findings of this research, it is impossible to say whether it is so. However, interestingly enough, 71% of respondents stated that they do not receive and feel they should not receive any monetary compensation (Figure 14). Meanwhile, 12% of volunteers received some kind of financial benefits, and 17% would like to have some compensation. Out of those receiving financial rewards nine people received travel expense reimbursement, six – other expense reimbursement, three – a small monthly amount and one – parking ticket. 

Nevertheless, it cannot be inferred, that these people volunteer being motivated by the small financial benefits. Moreover, the larger part did not expect to receive any financial compensation. So, in these cases monetary compensation, such as expense reimbursement, is likely to be simply a facilitator of the volunteering activity, rather than a benefit, inducing it.

Figure 14.  Attitude of respondents to financial rewards
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In addition, in the questionnaire the respondents were asked if they receive any non-financial rewards for their work in the museums, and if they do, to specify which rewards exactly. 87% of the respondents reported receiving non-financial benefits. The multivarious open-ended responses were grouped into several repeating categories (Figure 15). The majority of the respondents cited more than one type of reward. 

Material, non-financial rewards, such as books, catalogues, museumcard
, free admission to the museum for a volunteer and for the volunteer’s friends or family as well as Christmas and Easter gifts and discounts for the museum shop items were reported in 56 % of the cases. More than one third of the rewards indicated by respondents fell into category social activities (including special events, days-out, theatre-visits and trips and dinners together with other volunteers and other museum staff). New knowledge
 acquired during one’s volunteering activities was seen as a reward by 12% of the respondents. Finally, intangible benefits, such as attention, appreciation and satisfaction or feeling of being useful were cited in 6% of cases. 

The findings on rewards show that managers of voluntary workers in art museums in the Netherlands have a good understanding of how to reward them, at least in general. Though it is not clear from the data gathered for this research, whether the volunteers are satisfied with such rewards, but mere fact that those were cited as rewards, shows that volunteers perceived these benefits favourably. Moreover, many of the answers on the open-ended questions about the non-financial rewards were emotionally coloured in a positive way. Thus, in such a case, these rewards are likely to strengthen the initial motivation, as they are tokens of appreciation.

Figure 15. Non-financial rewards, received by the respondents
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5.5. Testing the hypotheses


On the basis of the results obtained from data analysis, the hypotheses can now be accepted or rejected. The first hypothesis, stated in the paragraph 4.4, was:

Hypothesis 1. Intrinsic motivation of volunteers in art museums prevails over extrinsic motivation.

As the data analysis has shown, this hypothesis can be accepted. In paragraph 5.3.2 four motivational dimensions were compared and both intrinsic dimensions were statistically significantly more prominent than the two extrinsic motivational dimensions. Moreover, 71% of the respondents stated that they think they should not receive any financial compensation for their voluntary work in the museum. Thus intrinsic motivation is considerably more important, though extrinsic motivators may also play their role for some segments of respondents. 


The second hypothesis formulated, was:

Hypothesis 2. Subject interest dimension of intrinsic motivation is more prominent than altruistic dimension for volunteers in art museums.

This hypothesis can be accepted as well. Though the difference between these two dimensions of intrinsic motivation was not as great, as that between the intrinsic and extrinsic types in general, it was still statistically significant. Besides, the analysis of motives comprising each dimension (paragraph 5.3.1) has shown that the altruistic item indicating the wish to support a particular museum was significantly greater than the concern about the society in general or the visitors of the museum. This supports the finding that the volunteers are more motivated by their interest in the activities of a particular museum, than unconditional altruistic “giving”.

And finally the last hypothesis was as following:

Hypothesis 3. Social dimension of extrinsic motivation is greater than the neutral level for volunteers in art museums.

This hypothesis is also accepted. According to the analysis of mean scores of four dimensions, the social dimension of extrinsic motivation found its place above the neutral level, though, it was still lower than the intrinsic type of motivation, with exception of two altruistic motives, which were on the same level with one of the social motives. Analysis of the facets of the social dimension of motivation has also shown that one of the items was much more important than two others. Thus, “I want to get an opportunity to communicate with new people” was indeed an important motivator for volunteering. And as was mentioned earlier, its mean, 3.85, was on the level of two of the altruistic reasons
. 

 Summary of Chapter 5

Chapter 5 presents the results of data analysis. Firstly, the portrait of the volunteers of the sample was drawn. As the results of this research show volunteers in art museums in the Netherlands are mostly retired, highly educated people, the majority of whom are female. They are mostly engaged in working at museum shop, museum cafe, information desk, and giving museum tours. On average they work in a museum as volunteers 18 hours a month.


On the basis of the data analysis the hypotheses were tested and all three of them were accepted. Thereby, the volunteers of the sample were motivated in the first place by subject interest motive, which is explained as affinity to the art and art sector. The second most important motivation is altruistic considerations. However, the respondents were motivated not only by the intrinsic dimension of motivation, with social dimension of extrinsic motivation being also important. Career motivation was not important for the respondents in the sample. However, several volunteers received some financial rewards and some of those who received none, wanted to. Therefore, extrinsic motivation cannot be rejected totally. 

Conclusions

This research was aimed at discovering the patterns of motivation of the volunteers in art museums in the Netherlands. This topic is of considerable significance, as volunteers are an important part of the staff in many museums. However, as they are usually unpaid, they cannot be controlled the same way as regular staff and this raises questions of how they can be better managed. Yet, managing volunteers without understanding their motives may be not so effective. 

Prior research on volunteers’ motivation has produced a certain range of possible motives and some tools to elicit and assess the volunteer motivation (for example volunteer function inventory). In spite of the ample research on unpaid workers in different spheres, the studies of voluntary workers in museums are limited. Moreover, the crowding theory of motivation, which is of importance in relation to volunteers, has not been applied to studying volunteer motivation yet. 

In the current master thesis it was attempted to fill this gap by researching the motives of volunteers in art museums in the Netherlands. The knowledge derived from the literature on motivation of volunteers in general and in museums specifically was incorporated with some aspects of the crowding theory to create the taxonomy of the art museums volunteers’ motives. Motives were clustered in four dimensions of two types of motivation: altruistic and subject interest dimensions were united under the intrinsic type of motivation, while career-related and socially-depended motives constituted the extrinsic category.

This taxonomy can be considered as a result itself. It not only clearly represents different reasons, underlying people’s intention to volunteer in an art museum, but also shows, to which type of motivation – intrinsic or extrinsic, – the reason belongs. Definitely, it has to be improved and developed more, but as a first step in this direction it has certain value.  

To answer the research question of this master thesis, which was: “What are the most important motives of the people deciding to volunteer in an art museum?” a survey was conducted among volunteers in 16 art museums in the Netherlands, that were chosen by the procedure of random sampling. The survey was carried out by means of online and post questionnaires. Based on the data gathered for the research, three hypotheses were tested:

Hypothesis 1. Intrinsic motivation of volunteers in art museums prevails over extrinsic motivation.

Hypothesis 2. Subject interest dimension of intrinsic motivation is more prominent than altruistic dimension for volunteers in art museums.

Hypothesis 3. Social dimension of extrinsic motivation is greater than the neutral level for volunteers in art museums.

Statistical tests have shown that all three hypotheses can be accepted. Therefore, it can be inferred, that the majority of volunteers are motivated intrinsically rather than extrinsically. 

In this paper two different motivational dimension were distinguished under the term “intrinsic motivation”: altruistic and subject interest dimensions. People motivated by the first were those who lend their support to a museum, because of the intention to benefit either the society in general, visitors of the museum or the museum itself. Subject interest dimension includes interest in the collection of the museum, satisfaction of working close to the art and enjoyment of the tasks one can perform in the museum as a volunteer. The study of the motives of museum volunteers in the sample has demonstrated, that all three reasons to volunteer categorized as “subject interest” dimension, were found to be the most prominent for the sample. 

However, being the most significant motivational dimension, this one is not the only one that matters. Altruistic considerations were almost as significant. Consistently, out of three possible groups of beneficiaries, the wish to support the museum was seen by the respondents as more motivating than the intention to benefit the community in general or the museum visitors. 

Among the group of career-related motives, which was categorized as extrinsic type of motivation, the following three were distinguished: an intention to acquire skills relevant to the museum sector, to obtain new social contacts useful for career, and a wish to get a paid employment in the museum with time. As was expected, career-related dimension of motivation was not significant for the majority of the respondents. It is explained by the fact, that 85% of the respondents were people over 50 years old, for whom such considerations are less relevant. Nonetheless, one of the motives of this dimension manifested itself to be somewhat important, – a wish to acquire skills which might help work in the museum sphere. But this reason was probably seen by the respondents not so much as related to the paid employment, but as a general practical education.

Finally, the results demonstrated that social dimension of extrinsic motivation, which included the wish to acquire new acquaintances, or join existent friends or relatives in their volunteering, or desire to get respect from others as the motivators to volunteer, was also important for the respondents. Yet different facets of this dimension were perceived by the volunteers as not equally motivating. The motive that played the greatest role here was a wish to have an opportunity to socialize with other people. This reason was at least as significant as the altruistic considerations. 

Consequently, the volunteers in art museums are motivated by a mix of intrinsic and extrinsic motivation, the intrinsic being more prominent. In descending order the importance of the dimensions of motivation is: 

· subject interest motives;

· altruistic motives;

· social motives;

· career motives.

These findings have some implications for volunteer management under the framework of the crowding theory. As museum volunteers are mostly intrinsically motivated, the extrinsic intervention should be restricted in order not to crowd-out their intrinsic motivation. 

Undoubtedly, the volunteer job should be well-organised, however, too much regulations and standard-setting for performance may harm, at least for the elderly group of volunteers (which are the majority of art museum volunteers as this research has shown). Nevertheless, deployment of non-financial rewards is important, as such rewards are meant to show the appreciation of the volunteer gift of labour. However, taking into account the principles of the crowding theory, the rewards should not be contingent on volunteer performance. 

Along with this it should be taken into account that individual approach is necessary because volunteers do have varying motives. For some of them altruistic values are of the largest consideration, while others seek social interaction in the first place. Respectively, following the functional approach to volunteer motivation, it should be added, that rewards should be assigned to volunteers in compliance with their individual primary motives. Thus, logically, people motivated socially should be provided with such opportunities, or people, willing to deepen their knowledge of art should be provided with appropriate educational activities. Furthermore, some volunteers are motivated extrinsically. Consequently, this segment of volunteers should be addressed accordingly.

This research has contributed new insights to the understanding of motivation of a particular group of volunteers: volunteers in the art museums in the Netherlands. However, more research on this subject would be interesting, for example on the following issues.

Firstly, in this research there was not enough representation of younger respondents. And though there are reasons to believe, that this group is not as significant as the elderly volunteers, a research focusing on the younger group separately, would be interesting. Logically, this group would be motivated by different reasons. Thus, comparison of younger and older groups might provide new interesting insights.

Then, elaboration on leisure-seeking paradigm would be interesting. A qualitative research, involving the interviews with volunteer managers and volunteers is a possible way to test whether this theory is adequate to reality, being more than a theoretical concept. 

Finally, a particularly interesting study would be if the crowding-in and -out effects could be examined on the sample of museum volunteers. As the experiment is most probably not ethical and not doable, than there still remains some space to seek for a situation, when the natural experiment occurred: for example the rewards were introduced to the voluntary employees. In such a case the effects can be studied.
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APPENDICES

Appendix I.  The list of participating museums

1. Armando Museum 

2. Centraal Museum Utrecht 

3. Cobra Museum van Moderne Kunst

4. Dordrechts Museum

5. Grafisch Museum Groningen 

6. Hidde Nijland Museum Hindelopen

7. Fries Museum 

8. Museum Beelden aan Zee 

9. Museum Het Valkhof 

10. Museum Kempenland

11. Museum Rijswijk

12. Museum voor Valse Kunst 

13. Singer Laren

14. Stedelijk Museum Alkmaar 

15. Stedelijk Museum Zwolle

16. Van Abbemuseum 

Appendix II. Follow-up letter to museum volunteer managers/supervisors

Dear Sir/Madam,

I am writing to confirm our telephone conversation and to express my sincere appreciation for your willingness to participate in my research study. Following is brief information about my project.

The research I am going to undertake is a part of my master thesis for the master program “Cultural Economics and Cultural Entrepreneurship” at Erasmus University Rotterdam. The aim of my thesis is to explore the patterns of motivation of volunteers in the arts museums in the Netherlands.

During our conversation, we have agreed that I will send you this letter and a link to the questionnaire, which you can forward to the volunteers, who agree to participate in my research.

If you are interested in the results of my research, I will make them available to you after I complete it. 

For further information about the project you can contact me by email k.bratchenko@gmail.com or by phone 0681366434. I will be glad to answer any questions you have.


This is the link to the online questionnaire:
http://www.surveymonkey.com/s/MPQTFWF


Thank you very much for your cooperation!

Best regards,

Kseniya Bratchenko

Appendix III. Questionnaire for volunteers
	
	


	Information for participants

Dear Research Participant,

This survey is being carried out as a part of my master thesis for the master program “Cultural Economics and Cultural Entrepreneurship” at the Erasmus University Rotterdam. The topic of my master thesis concerns volunteers in Dutch art museums.
I kindly ask you to complete this online questionnaire. Participation in this research is absolutely confidential and voluntary. (For more information see the confidentiality disclaimer below).
If you are interested in the results of my research, you can send me an email, and I will make the report on my findings available to you after I complete my research.
For further information about the project you can contact Kseniya Bratchenko by email k.bratchenko@gmail.com

Thank you very much for you participation!

Best regards,
Kseniya Bratchenko
CE & CE master program
Erasmus University Rotterdam



Confidentiality disclaimer

Respondents for this survey were chosen by a random selection, which means that every volunteer in Dutch arts museums had an equal chance of being selected. 
All the respondents of current survey are guaranteed that their personal details and particular answers will not be by any means identifiable in the research results. 
All the data, gathered in the process of the survey, will be anonymized and coded and further processed and analyzed by means of a computer program. No personal data of respondents will be uncovered to any third party.
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	Motivation (Page 1)

1. Why do you work as a volunteer in this museum?

Please indicate how much you agree or disagree with the following statements:

 

Strongly Agree

Agree

Neither Agree Nor Disagree

Disagree

Strongly Disagree

I want to give back to the society.

[image: image17.wmf][image: image18.png]
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I want to support the museum.
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I enjoy working in the arts sector.
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I enjoy the particular tasks I am assigned to as a volunteer.
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I want to learn more about the collection of the museum.
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I want to help other people have better museum visiting experience.
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	Motivation (Page 2)

2. Why do you work as a volunteer in this museum?

Please indicate how much you agree or disagree with the following statements:

 

Strongly Agree

Agree

Neither Agree Nor Disagree

Disagree

Strongly Disagree

I want to gain skills that will help me work in the museum sector.
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I hope to get a paid position in this museum in the future.
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People I am close to, also work as volunteers.
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I want to get an opportunity to communicate with new people.
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I want to gain respect from others.
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I can make new contacts that might help me in my career.
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	General questions about volunteering (Page 1)

3. Indicate approximately how many hours a month you usually work as a volunteer in this museum:

[image: image98.wmf]


4. State approximately how long have you been working as a volunteer for this museum (in months):
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5. Do you work as a volunteer elsewhere now?
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Yes
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No

6. If you answered Yes to question 5, please, specify in what kind of organization:
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Another art museum
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Another museum

[image: image108.wmf][image: image109.png]


A different kind of organization (please specify)
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7. Have you worked as a volunteer in another organization before?
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Yes
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No

8. If you answered Yes to question 7, please, indicate in what kind of organization:
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Another art museum
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Another museum
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A different kind of organization (please specify)
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	General questions about volunteering (Page 2)

9. Do you receive any kind of financial compensation for your volunteering work in this museum?
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Yes
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No

10. If you answered Yes to question 9, please, indicate which one(s):
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travel expenses reimbursement
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other expenses reimbursement
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other (please specify)
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11. If you answered No to question 9, do you feel you should receive any financial compensation for your volunteering work in this museum?
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Yes
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No

12. Do you receive any kind of NON-financial rewards for your volunteering work in this museum?
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Yes
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No

13. If you answered Yes to question 12, please, specify which one(s):
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14. If you answered No to question 12, do you feel you should receive any NON-financial rewards for your volunteering work in this museum?
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Yes
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No

15. If you answered Yes to question 14, please, specify, which one(s): [image: image146.wmf]
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	General questions about volunteering (Page 3)

16. Which tasks do you usually undertake in this museum? Please, tick all that apply:
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Administrative work
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Assisting curators
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Doing research
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Fund-raising
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Giving museum tours
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Organizing special events
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Restoration activities
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Working at the information desk
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Working in the archives
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Working in the library
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Working in the museum shop
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Other (please specify)
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17. Do you have preference for any particular tasks you can do in this museum?

[image: image172.wmf][image: image173.png]


Yes
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No

18. If you answered Yes to question 17, please, choose 3 tasks you prefer the most:
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Administrative work
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Assisting curators
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Doing research
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Fund-raising
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Giving museum tours
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Organizing special events
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Restoration activities
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Working at the information desk
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Working in the archives
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Working in the library
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Working in the museum shop
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Other (please specify)
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19. Do you usually choose the tasks yourself?
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Yes
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No
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	Personal details 

Please fill in the following details about yourself – they will be kept completely confidential but are necessary to determine the profile of the volunteers.
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20. What is your gender?
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male

[image: image207.wmf][image: image208.png]


female

21. What is your age?
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22. What is your highest level of education?

[image: image210.wmf][image: image211.png]


Secondary school
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High school
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University degree
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Post graduate
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Other (please specify)
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23. What is your current occupation besides working as a volunteer?
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Retired

[image: image223.wmf][image: image224.png]


Student
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Employed full-time
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Employed part-time
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Unemployed not looking for work
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Unemployed looking for work
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Self-employed
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Other (please specify)
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	The end of the questionnaire

Thank you very much for completing this questionnaire!

Kopiëren annuleren


Appendix IV. Tables with data on answers received for the questionnaire

Table 1. Distribution of respondents by gender

	Answer Options
	Response Percent
	Response Count

	Male
	16.0%
	15

	Female
	84.0%
	79

	Total
	100%
	94


Table 2. Distribution of respondents by age
	Answer Options
	Response Percent
	Response Count

	Under 20 years
	2.1%
	2

	21-30 years
	3.2%
	3

	31-40 years
	0.0%
	0

	41-50 years
	3.2%
	3

	51-60 years
	14.9%
	14

	61-70 years
	52.1%
	49

	Over 70 years
	18.1%
	17

	Total
	100%
	88


Table 3. Distribution of respondents by educational level
	Answer Options
	Response Percent
	Response Count

	Secondary school
	5.3%
	5

	High school
	34.0%
	32

	University degree
	41.5%
	39

	Post graduate
	7.4%
	7

	Other (please specify)
	11.7%
	11

	Total
	100%
	94


Table 4. Occupation of the respondents besides volunteering

	Answer Options
	Response Percent
	Response Count

	Retired
	62.8%
	59

	Student
	3.2%
	3

	Employed full-time
	3.2%
	3

	Employed part-time
	8.5%
	8

	Unemployed not looking for work
	9.6%
	9

	Unemployed looking for work
	0.0%
	0

	Self-employed
	5.3%
	5

	Other (please specify)
	7.4%
	7

	Total
	100%
	94


Table 5. Hours devoted by respondents to volunteering in a particular museum

	Answer Options
	Response Percent
	Response Count

	Less than 10 hours
	26.6%
	25

	11-20 hours
	44.7%
	42

	21-30 hours
	18.1%
	17

	More than 30 hours
	9.6%
	9

	Total
	100%
	93


Table 6. Amount of years, spent by volunteers within a museum

	Answer Options
	Response Percent
	Response Count

	Less than a year
	18.1%
	17

	1-5 years
	44.7%
	42

	5-10 years
	20.2%
	19

	More than 10 years
	16.0%
	15

	Total
	100%
	93


Table 7. Tasks volunteers perform in museums and tasks they prefer

	Answer Options
	Response Percent
	Response Count
	Response Percent
	Response Count

	
	Performed
	Preferred

	museum shop
	22%
	20
	19%
	17

	information desk
	15%
	13
	11%
	9

	museum café
	14%
	12
	3%
	2

	giving museum tours
	10%
	9
	21%
	19

	administrative work
	7%
	7
	5%
	4

	library
	5%
	5
	11%
	9

	assissting curators
	4%
	4
	6%
	5

	restoration
	4%
	4
	0%
	0

	research
	3%
	3
	7%
	6

	special events
	3%
	3
	5%
	4

	archives
	2%
	2
	5%
	4

	fund-raising
	0%
	0
	0%
	0

	other
	13%
	11
	9%
	8

	Total
	100%
	93
	100%
	87


Table 8. Working as a volunteer in another organisation

	
	Response Percent
	Response Count
	Response Percent
	Response Count

	
	Now
	Before

	Yes
	50.0%
	47
	55.9%
	52

	No
	50.0%
	47
	44.1%
	41

	Total
	100%
	94
	100%
	93


Table 9. The type of organisation 

	Answer Options
	Response Percent
	Response Count
	Response Percent
	Response Count

	
	Now
	Before

	Another art museum
	12.8%
	6
	0.0%
	0

	Another museum
	2.1%
	1
	0.0%
	0

	A different kind of organization 
	85.1%
	40
	100.0%
	52


Table 10. Rewards, received by respondents
	
	Yes
	No
	Total

	Financial rewards          
	17.2% 
	16
	82.8% 
	77
	100% 
	93

	Non-financial rewards
	86.2% 
	81
	13.8% 
	13
	100% 
	94


Table 11. Type of financial rewards received by respondents

	Answer Options
	Response Percent
	Response Count

	travel expenses reimbursement
	52.9%
	9

	other expenses reimbursement
	29.4%
	5

	other 
	35.3%
	6


Table 12. Answers obtained for the Lickert-scale questions

	Answer Options
	Strongly Agree
	Agree
	Neither Agree Nor Disagree
	Disagree
	Strongly Disagree

	I want to give back to the society.


	14.9% (14)*
	50.0% (47)
	25.5% (24) 
	7.4% (7)
	2.1% (2)

	I want to support the museum.
	31.9% (30) 
	56.4% (53)
	9.6% (9)
	1.1% (1)
	1.1% (1) 

	I want to help other people have better museum visiting experience.
	20.2% (19) 
	53.2% (50)
	21.3% (20)
	4.3% (4)
	1.1% (1)

	I enjoy working in the arts sector.
	34.0% (32) 
	50.0% (47)
	16.0% (15)
	0.0% (0)
	0.0% (0)

	I want to learn more about the collection of the museum.


	29.8% (28) 


	44.7% (42)
	24.5% (23)
	0.0% (0)
	1.1% (1)

	I enjoy the particular tasks I am assigned to as a volunteer.
	23.4% (22) 
	63.8% (60)
	11.7% (11)
	1.1% (1)
	0.0% (0)

	I want to gain skills that will help me work in the museum sector.
	9.6% (9) 
	26.6% (25)
	37.2% (35)
	22.3% (21)
	4.3% (4)

	I can make new contacts that might help me in my career.
	0.0% (0) 
	17.0% (16)
	42.6% (40)
	34.0% (32)
	6.4% (6)

	I hope to get a paid position in this museum in the future.
	0.0% (0) 
	5.3% (5)
	27.7% (26)
	43.6% (41)
	23.4% (22)

	I want to get an opportunity to communicate with new people.
	12.8% (12) 
	66.0% (62)
	17.0% (16)
	2.1% (2)
	2.1% (2)

	I want to gain respect from others.
	1.1% (1) 
	26.1% (24)
	47.8% (44)
	18.5% (17)
	6.5% (6)

	People I am close to also work as volunteers.
	2.1% (2)
	34.0% (32)
	37.2% (35)
	14.9% (14)
	11.7% (11)


* - number of answers









I enjoy working in the arts sector.


I want to learn more about the collection of the museum.


I enjoy the particular tasks I am assigned to as a volunteer.














I want to get an opportunity to communicate with new people.


I want to gain respect from others.


People I am close to, also work as volunteers.














I want to gain skills that will help me work in the museum sector.


I can make new contacts that might help me in my career.


I hope to get a paid position in this museum in the future.














I want to give back to the society.


I want to support the museum.


I want to help other people have better museum visiting experience.





Altruistic dimension of intrinsic motivation





Social dimension of extrinsic motivation





Career dimension of extrinsic motivation





Subject Interest dimension of intrinsic motivation








� It was developed by Clary et.al (1992, 1998) as a part of the functional approach to volunteer motivation, which will be discussed further in this paper.


� More extensive discussion of this can be found in paragraph 2.2.2.


� Order bias – “the effect of earlier questions on answers to later questions” (Dillman, 2009: 160).


� Those motives were also present in other volunteer motivation classifications discussed in Chapter 3


� Error produced by the “difference between a sample and the population from which it was selected” (Bryman, 2008: 168)


� Art museum in Dutch


� This issue is discussed in paragraph 4.3 in more detail.


� which were defined in previous chapters.


� when compared with “I want to give back to society”;


� when compared with “I want to help other people have a better visiting experience”.


� Career > Altruism, Social > Altruism, with the negative value of Z means altruistic dimension scored higher


� A card that allows free admission to more than 400 museums in the Netherlands (www.museumkaart.nl)


� both in form of the knowledge itself and organized educational activities, for example lectures or seminars


� The mean of the item “I want to give back to society” is 3.68; the mean of the item “I want to help other people have better museum visiting experience” is 3.87.
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