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Virtual Meeting Tips & Best Practices 

Rules of Engagement 

Participant microphones are automatically muted, and cameras disabled upon entry to 
limit backround noise, unintentional feedback, or interference with the Webinar. 

Use the in-app features, including the Chat box, to ask a question, share feedback, or 
request technical assistance from Webinar Support Team. 

Use the “Raise Hand” feature located under “reactions” to be recognized to come off 
mute and ask a question during the Q&A portion of the Webinar. 

The Webinar Support Team will monitor the chat  for the duration of the Webinar. 



Katy Hussey-Sloniker, MBA, MSW 
Learning Officer, Office of Research and Evaluation 
AmeriCorps 

Welcome 
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• Mary Hyde, PhD, Director, AmeriCorps Office of Research and Evaluation 

• Laura Hanson Schlachter, PhD, Survey Statistician, AmeriCorps Office of Research 

and Evaluation 

• Shane Dermanjian, MPP, Research Analyst, AmeriCorps Office of Research and 

Evaluation 

• Barry Goodstadt, PhD, Research Analyst, AmeriCorps Office of Research and 

Evaluation 

• Analise Gammel, MSW, Statewide Engagement Officer, Serve Virginia 

• REFLECTION: Kathy Spangler, Director, Serve Virginia 

Today’s Presenters 
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• How AmeriCorps leverages data for policy and 

practice insight, and 

• Highlight AmeriCorps data application and use by 

partners in the field. 

Webinar Learning Objectives 
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Mary Hyde, PhD 
Director, Office of Research and Evaluation, 

AmeriCorps 

Evidence to Advance the AmeriCorps Mission 
The  Office of Research and Evaluation 
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The AmeriCorps Office of Research and Evaluation 

ORE Vision: 
AmeriCorps strives to make a lasting and sustainable impact across 

the FOUR domains of our Impact Framework and foster the powerful 

synergies between these interconnected domains. 

ORE Mission 
• Identify national service and volunteering trends 

• Conduct research and build scholarship on civic engagement 

• Measure national service impact 

• Promote evidence-based models and program expansion 

Culture of Learning: 
Knowledge and evidence built across the FOUR domains of impact 

can be used to improve the participant service experience, 

strengthen organizations, support communities and inform the civic 

health of society. 

AmeriCorps Impact Framework 
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Laura Hanson Schlachter, PhD 
Survey Statistician, Office of Research and Evaluation, 

AmeriCorps 

Setting the Stage 
The Various Ways AmeriCorps Builds Evidence Related to Civic 

Engagement 
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To improve lives, 
strengthen communities, 
and foster civic engagement 
through service and 
volunteering. 

AmeriCorps’ mission 
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How does AmeriCorps understand civic engagement? 
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The constellation of activities individuals engage in to make a 
difference in their communities and promote the common good. 
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How is AmeriCorps building our understanding of civic 
engagement? 
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Tracking civic 
engagement 
trends 

Examining civic 
engagement of 
national service 
participants & partners 

Funding scholarship 
on national service 
and civic 
engagement 

Conducting 
evaluation 
research 
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The AmeriCorps Member Exit Survey (MES) 
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Shane Dermanjian, MPP 
Research Analyst, Office of Research and Evaluation, 

AmeriCorps 



Background Info on the 
AmeriCorps Member Exit 
Survey (MES) 
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“the purpose of the member exit 
survey is to collect information 
about AmeriCorps members’ 
experiences for the purpose of 
monitoring progress towards the 
agency’s strategic goals around 
member development” 

-OMB Justification Part A 

Background on the MES 

14 
Webinar: Produced and published at US taxpayer expense 



MES Basics 
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HISTORY & SURVEY SIZE 
• Survey began in 2015, given to all 

AmeriCorps members 

• 31 numbered questions (108 total questions 

including sub-questions) 

• Question types include Likert Scales, 

multiple choice, multiple answer, Yes/No, 

open-ended responses 

DATA REFRESH SCHEDULE 
• MES offered on rolling basis; data compiled 

by fiscal year (sorted by Service End Date) 

• Data is refreshed quarterly, published to 

AmeriCorps Open Data Platform annually 

WHERE/WHEN MEMBERS TAKE SURVEY: 
• AmeriCorps members can take the MES for 

as many service terms they serve 

• Survey appears in MyAmeriCorps portal up 

to 60 days before member’s Service End 

Date, and up to 180 days after their last 

day 

• Early-exiting members also take the MES 

(survey appears in MyAmeriCorps as soon 

as they depart service) 

• ORE data analysis inclusive of those aged 

18+ upon starting service 

• ACS Volunteers do not take MES 
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MES Completion Rates (2018 – 2022) 
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Completed 

Surveys 

Total 

Surveys 

Completed 

Surveys 

Total 

Surveys 

Completed 

Surveys 

Total 

Surveys 

Completed 

Surveys 

Total 

Surveys 

Completed 

Surveys 

Total 

Surveys 

Completed 

Surveys 

Total 

Surveys 

All Members 49567 62974 49165 62675 46059 58305 46214 57363 40509 51693 231514 293010 

Completed 

Service 42824 48898 42527 48552 26901 31671 32162 37008 29849 34898 174263 201027 

Exited Early 6743 14076 6638 14123 19158 26634 14052 20355 10660 16795 57251 91983 

ACSN 40191 53010 41192 53013 39090 49057 38997 47888 34518 43542 193988 246510 

NCCC 1292 1496 1175 1424 953 1423 896 1256 970 1268 5286 6867 

VISTA 7415 8468 6798 8238 6016 7825 6321 8219 5021 6883 31571 39633 

All Members 

Completed 

Service 

Exited Early 

ACSN 

NCCC 

VISTA 

78.7% 

77.0% 

79.7% 

67.0% 

76.9% 

81.4% 

71.3% 

76.9% 

79.3% 

76.5% 

72.9% 

63.5% 

86.7% 

62.2% 

75.8% 

86.4% 

87.6% 

77.7% 

82.5% 

82.5% 

79.7% 

47.9% 

87.6% 

47.0% 

84.9% 

71.9% 

86.9% 

69.0% 

78.4% 79.0% 80.6% 78.4% 79.0% 

87.6% 85.5% 

Total 2018 - 2022 

By Service Completion 

By AmeriCorps Program (Both Completed Service & Exited Early) 

Completion Rate Completion Rate Completion Rate Completion Rate Completion Rate Completion Rate 

78.7% 

Total 2018 - 2022 

By Service Completion 

By AmeriCorps Program (Both Completed Service & Exited Early) 

2018 2019 2020 2021 2022 

2018 2019 2020 2021 2022 
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MES on the Open Data Platform (ODP) 
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• MES Data uploaded to the ODP 
annually 

• Data from 2016-2022 currently 
available 

• Top-line summary statistics 
disaggregated by program (All 
programs / ASN / NCCC / VISTA) 
at national level 

• Exportable files 

• Support material available for 
download (background info & 
data dictionary) 
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Theoretical 
Background of the MES 
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AmeriCorps 
Member 
Theory of 
Change 

• Creation of empowered and prepared 
citizens 

• More civically engaged 

• Will work to strengthen their 
communities 

• Dedicated to improving the lives of 
those in their community 

Vision: 

• Participants develop along four 
pathways essential in developing 
empowerment and preparation 
necessary to be a change-oriented, 
active community member 

Four Pathways to Achieving Vision: 
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MES Pathways and Domains 
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MES Pathways and Domains 
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Generational Analysis Of AmeriCorps Members and 
Analysis of Motivation to Join AmeriCorps 

Using the Member Exit Survey 
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Barry Goodstadt, PhD 
Research Analyst, Office of Research and Evaluation, 

AmeriCorps 



Definition of Generations for Analysis 

Within the Member Exit Survey, a series of specific questions were posed to members: 

“People join AmeriCorps for a variety of reasons. How much do you agree that 
each of the following reasons motivated you to join?” 

To gain general skills or competencies that would be useful in school or work. 
To have a chance to work with people who share your ideals. 
To fulfill your duty as a citizen. 
To receive an education award 
To make friends and meet people 
To gain direct experience in a specific career and future profession 
To help in solving a community need or challenge 
To do something while also enrolled in school 
To do something during a break in school or work 

Respondents filled out 5-point Likert scale to indicate their agreement or disagreement with each item ranging 

from “Very Much Agree, Agree, Neither Agree Nor Disagree, Disagree or Very Much Disagree” 
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Understanding Motivation to Join National Service 
• Question 1 of the MES 

For the purpose of this analysis, we used a definition that was developed by Pew 

Research in 20191 

The birth cutoffs in this definition are as follows: 

Generation Range of Birth Years 

Silent Generation 1945 or Earlier 

Baby Boomers 1946 to 1964 

Gen X 1965-1980 

Gen Y (Millennials) 1981-1996 

Gen Z 1997 or Later 

1Dimock, Michael. "Defining generations: Where Millennials end and Generation Z begins." Pew Research Center 17.1 (2019): 1-7. 
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Data Set for Carrying Out a Generational Analysis 
Two data sets were assembled: 

1) All AmeriCorps members from ASN, NCCC, and VISTA for 5 years including those who exited service 
between CY2018 and CY2022. 

a. Contains approximately 294,000 members who served (including those who exited early) 

2) A subset of the first file of those who took the Member Exit Survey 

a. Those who did not complete the MES were excluded from this file because they did not answer the 
questions regarding their motivation to join AmeriCorps. 

b. There is no way to assess their motives for joining 

c. Contains 236,009 members who ended service between CY2018 and CY2022 and took the MES. 
This group reflects an 80.3% response rate for the MES. 

25 

Program Parameter 2018 2019 2020 2021 2022 Total 

AmeriCorps 
State & National Number of Members 

53,296 53,135 49,173 47,970 43,692 247,266 

% in the Program Per Year 84.20% 84.60% 84.20% 83.50% 84.30% 

NCCC Number of Members 1,497 1,425 1,428 1,256 1,268 6,874 

% in the Program Per Year 21.80% 20.70% 20.80% 19.70% 18.30% 

VISTA Number of Members 8,477 8,241 7,826 8,219 6,888 39,651 

% in the Program Per Year 13.40% 13.10% 13.40% 14.30% 13.30% 

293,791 

AmeriCorps Members Who 
Exited Service in CY 2018 

Through CY2022 
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Changing Mix of Generations Serving in AmeriCorps 
(2018-2022) 
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61.5% 

43.4% 29.9% 

22.3% 
18.1% 

28.2% 

47.0% 

60.0% 

69.6% 
72.8% 

0.0% 

10.0% 

20.0% 

30.0% 

40.0% 

50.0% 

60.0% 

70.0% 

80.0% 

2018 2019 2020 2021 2022 

Silent GEN Baby Boomer GEN GEN X GEN Y GEN Z 

Altogether, the Silent Generation, Baby Boomers and Gen Xers represent less than 10% of 

AmeriCorps membership outside of Senior Corps. Millennials (Gen Y) are now a decreasing 

portion of membership. Beginning in 2019 Gen Z members reflect the dominant share of 

AmeriCorps members. 

What motivates different generations of members to serve with AmeriCorps? 

Generation Total Sample 

Size (2018-22) 

Silent 946 

Baby 

Boomer 

11,702 

Gen X 15,147 

Gen Y 160,146 

Gen Z 105,850 
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Motivation to Join AmeriCorps by Generation 

27 

Gain skills Share Ideals Duty as a Citizen 
Direct 

Experience 

Solve 

Community 

Need 

Make Friends 
Enrolled in 

School 

Break in 

School/Work 

Silent 57.3% 87.50% 85.10% 40.80% 93.00% 75.20% 18.70% 20.40% 

Boomers 62.9% 87.90% 82.30% 55.80% 94.60% 69.60% 19.50% 26.50% 

Gen X 83.3% 88.90% 79.70% 82.40% 93.00% 66.50% 36.30% 37.60% 

Gen Y 91.0% 88.40% 70.20% 89.50% 90.70% 67.00% 37.40% 40.70% 

Gen Z 92.2% 87.50% 66.40% 86.20% 90.30% 72.60% 53.90% 53.90% 

0.0% 

10.0% 

20.0% 

30.0% 

40.0% 

50.0% 

60.0% 

70.0% 

80.0% 

90.0% 

100.0% 

Percent Agreement with Motives for Joining 

AmeriCorps (N-236,009) 

Silent Boomers Gen X Gen Y Gen Z 

Motivation to join appears to vary significantly by generation. Older members (Silent Gen, Boomers, Gen X) 

are less likely to be drawn to join AmeriCorps due to school enrollment, breaks in school or work, obtaining 

direct experience or gaining skills. Since these members are older they are generally beyond school age and 

may no longer need direct work experience or skill development. 
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Motivation to Join AmeriCorps Among GEN Y’ers and GEN Z’ers 
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The data reveal that Millennials and GEN Z’ers are most concerned with solving community problems and 

obtaining direct experience in the workplace and being able to share ideals with those with whom they work. 

Share Ideals Duty as a Citizen Direct Experience 
Solve Community 

Problems 
Maqke Friends Enrolled in School 

Break in 

School/Work 

GEN Y 2018 91.60% 80.90% 67.60% 91.50% 67.10% 65.80% 41.00% 

GEN Y 2022 89.00% 69.40% 88.90% 89.50% 66.60% 18.10% 40.30% 

GEN Z 2018 92.90% 74.50% 85.00% 89.90% 75.60% 76.30% 62.70% 

GEN Z 2022 75.10% 60.80% 79.60% 89.10% 72.00% 76.30% 79.90% 

Motivation to Join AmeriCorps among Gen'Yers and Gen Z'ers 

GEN Y 2018 GEN Y 2022 GEN Z 2018 GEN Z 2022 

Make Friends 

GEN Y (Millennials) and GEN Z constitute the bulk of members (more than 90%) joining AmeriCorps 

programs over the last few years. A deeper look at their reasons for joining between 2018 and 2022 is 

needed. 
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Findings Summary from the Generational Analysis 
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• Generational analysis revealed that within non-Senior 
AmeriCorps programs (ASN, NCCC, and VISTA) only 
10% of the members belong to the Silent, Baby 
Boomer, or X Generations 

• Prior to 2019, the majority of AmeriCorps members 
were Millennials (GEN Y). Since then, the majority of 
members now come from Generation Z. 

• Examination of motivation for joining AmeriCorps 
across generations revealed that some questions 
posed in the Member Exit Survey were less relevant for 
members from Silent, Baby Boomer, or X Generations 

• Among Millennials and GEN Z’ers there is declining 
interest in making friends, enrolling in school or serving 
in AmeriCorps during a break in school or work. 
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Implications of the Generational Analysis 

1. There is a need to update motives queried in the MES for members of the Silent, 
Baby Boomer, and X Generations. Since the MES will soon be expanded to cover 
volunteers who sign up for service with AmeriCorps Seniors (in the Enterprise-Wide 
Pre-Post Participant Survey), additional work on measuring relevant motives is 
needed; AmeriCorps Seniors volunteers come from the Silent, Baby Boomer, and 
Gen X Generations 

2. Several items in the MES—such as joining AmeriCorps to fill a break in school or work 
or as a source of new friends appear to be less relevant for GEN Z’ers than was the 
case for members joining in the past. 

3. Given that the motives for joining AmeriCorps is changing among recent members 
who are GEN Z’ers, a broad review of recruiting messages being used in advertising 
and promotional materials may well be in order. 

4. To the extent that AmeriCorps motivation to serve messages are being assessed in 
the ongoing agency survey efforts, such efforts should be coordinated with the 
ongoing and updated work on MES 
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Completed MES 
Pathways Analyses 
(as of April 2024) 

Shane Dermanjian, MPP 
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Civic Engagement – Pathway 

32 

https://www.americorps.gov/evidence-exchange/americorps-fosters-civic-engagement-

americorps-member-exit-survey-analysis-2017 

2017 – 2021 
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Civic Engagement – Pathway 

33 

https://www.americorps.gov/evidence-exchange/americorps-fosters-civic-engagement-

americorps-member-exit-survey-analysis-2017 

2017 – 2021: Voting in Presidential Elections 

AmeriCorps 
members aged 
18-29 vote in 
presidential 
elections more 
than the 
general 
population of 
the same age 
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Bridging Differences - Pathway 
2016 – 2020 

34 

https://www.americorps.gov/evidence-exchange/bridging-differences-through-

americorps-service 

Members that reported regularly serving on teams as during their 

service term were more likely to agree with these four questions than 

members who worked on teams less often during service 
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“Getting Things Done” – Pathway 
2017 – 2022 

35 
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Life and Career Skills – Pathway 
2017 – 2022 
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Conclusions & Future 
Work 
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Large number of 
survey responses 

• 350k+ responses 
since 2015 

• Can disaggregate 
data by 
demographics, 
program, timeframe, 
and more 

• Can view trends over 
time 

MES gets to bottom of 
impact on members 

• Is integral to 
agency’s strategic 
goal of member 
development 

• Fully addresses 
AmeriCorps member 
Theory of Change 

• Examines how 
members feel about 
their service 

The MES can be used 
to improve the 
service experience 

• Useful for variety of 
stakeholders 

• Can use MES findings 
to inform future 
policies and 
programming 

• Members get 
opportunities to be 
heard and influence 
positive changes for 
members after them 

AmeriCorps MES provides a wealth of 
information about AmeriCorps members 
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Looking to the Future: the Pre-Post Participant Survey 

39 

Current: Member Exit Survey 
• Only offered to AmeriCorps members, not 

AmeriCorps Seniors Volunteers 

• Administered only as a Post- survey after 

service completion 

Replacement: Pre-Post Participant Survey 
• Offered to all AmeriCorps participants 

(including AmeriCorps Seniors Volunteers 

• Administered: 

• 1) before service starts (pre-) 

• 2) after serve ends (post-) 

• Can measure impact of AmeriCorps on the 

participant over the course of their service 

term 
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•Please contact the AmeriCorps Office of 
Research and Evaluation’s email dedicated 
to the AmeriCorps Member Exit Survey: 

AmeriCorpsMES@americorps.gov 

For more information 
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The Virginia Community 
Engagement Index 

Webinar: Produced and published at US taxpayer expense 

Analise Gammel, MSW 
Statewide Engagement Officer, 

Serve Virginia 



We exist to inspire & celebrate 
volunteering and service in Virginia. 

Our impact is 
greater together. 
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What Our Stakeholders Told Us:
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Said community organizations lack 

the volunteer cultivation, training 

and recruitment resources to boost 

volunteerism rates effectively 

Said they felt there was limited 

inclusivity of “community-level” 

service in how, we as a sector, think 

about and measure engagement 

Said it was very important to 

gain a greater understanding of 

community-level needs 

Said limited awareness and 

understanding on the part of 

resident for how they can serve 

was an important barrier to 

address 

VIRGINIA STATE SERVICE PLAN 

84% 60% 

63% 55% 

Our Challenge: 

Develop a study that could 

assess how residents were 

engaging and what they 

prioritized in their communities, 

while also gaining insights that 

could lead to a fuller 

understanding of the service 

landscape, strategies for 

promoting greater awareness on 

the part of residents, and tactics 

for boosting volunteer 

recruitment and program 

development. 
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WHAT THIS STUDY NEEDED TO BE 

• More unique to Virginia 

• More encompassing of all avenues of 

community engagement (formal service and 

volunteering, informal neighborly acts of aid, 

civic and democratic action, etc.) 

• More illustrative of community priorities — 

where should we be channeling resources and 

volunteers 

• More indicative of messaging and strategies to 

drive recruitment and retention 
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Building Our Survey 
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Our Process 

LEVERAGING INSIGHTS FROM OUR CORE TEAM TO 
PINPOINT MOST ACTIONABLE AREAS OF INQUIRY 

Higher 
Education K-12 

Education 

Volunteer 
/Service 

Orgs 

Gov't 

Private 
Industry 

Faith Orgs 

Civic 
Orgs 

Youth 

Neighbors 

Funders 

Elected 
Officials 

Capacity 
Builders 

Military 

Others 

LEVERAGING NATIONAL PARTNERS FOR THOUGHT 
LEADERSHIP & TO DETERMINE QUESTIONS THAT MIGHT 
SERVE AS NATIONAL COMPARISONS* 
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What We 
Learned 

● What Virginians care about, and how 
they rank community priorities 

● How Virginians invest their time, 
talent, and treasure against the 
needs they see in their communities 

● Why Virginians start volunteering, 
and what keeps them engaged 

Our Results 
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State vs. Local 
Priorities 

When comparing state and local priorities, respondents place higher emphasis on housing, public 

safety, economic security and the environment on the local level, while placing higher emphasis on 

civil and human rights and democracy on the state level. 

49% 

48% 

36% 

35% 

33% 

31% 

24% 

17% 

16% 

11% 

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

Education 

Health & Well-being 

Housing 

Public Safety 

Economic Security 

Civil & Human Rights 

Environment 

Veterans & Military Families 

Democracy 

Disaster/Crisis Response 

48% 

47% 

40% 

38% 

36% 

27% 

25% 

16% 

13% 

10% 

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

Education 

Health & Well-being 

Housing 

Public Safety 

Economic Security 

Environment 

Civil & Human Rights 

Veterans & Military Families 

Democracy 

Disaster/Crisis Response 

n = 6,379Q12. Of the following options, what should be the Top 3 priorities for Virginia? 
Q13. Of the following options, what should be the Top 3 priorities for where you live? n = 6,374 

STATEWIDE PRIORITIES LOCAL PRIORITIES 
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The vast majority of respondents point to access, affordability and quality of healthcare 

services and behavioral and mental health as the top priorities to address. 
HEALTH & WELL-BEING: 
What needs to be addressed 

62% 

59% 

37% 

35% 

25% 

24% 

21% 

14% 

11% 

9% 

3% 

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

Healthcare (Access, Affordability & Quality) 

Behavioral and Mental Health 

Hunger/Access to Nutritious Foods 

Senior Care/Elderly Support 

Substance Use Disorders 

Domestic Violence & Child Abuse 

Youth Programs 

Accessibility/Disability Services 

Animal Welfare 

Access to Safe Drinking Water 

Other 

n = 3,100 
Q14.1. You chose Health & Well-being as a top priority for where you live. Thinking of that priority, which of the 
following “areas to address” are most important? Please select three options. 



Unaided, nearly 3 out of 5 

Virginians say they’ve 

volunteered with an 

organization in the past 

12 months. 

However, when 

prompted to consider 

activities that may fly 

under the radar of 

traditionally held notions 

of “volunteering,” an 

additional 19% self-

identify as a volunteer. 
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Percentage of Virginians Who Have 
Volunteered in the Past 12 Months: 

67% 

2% 

39% 

59% 

0% 

20% 

40% 

60% 

80% 

100% 

UNSURENOYES 

19% of Q4 ‘No/Unsure’ 

76% 

5% 

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

YES 

NO 

UNSURE 

Q4. In the past 12 months, did you spend 
any time volunteering for any organization or 
association? 

Q5. Some people don’t think of activities they do 
infrequently or for children’s schools or youth 
organizations as volunteer activities. In the past 12 
months, have you done any of these types of activities? 

n = 2,479n = 6,382 

Black (25%) and Hispanic/Latino (23%) respondents were more 
likely than White respondents (16%) to change their answer to “yes” 
when prompted to broaden their definition of volunteerism. 

DEMOGRAPHIC 
FINDING 



71%

27%

3%

0% 

20% 

40% 

60% 

80% 

100% 

YesNoUnsure 

Roughly 7 in 10 Virginians embrace “informal” 
forms of helping their neighbors… 
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Q2. In the past 12 months, did you and your 
neighbors do favors for each other such as house-
sitting, watching each other’s children, lending tools, 
and other things to help each other? 

…and more than half of those who engage in “informal” 
service say they do so more than once a month. 

4% 

17% 

34% 

15% 

28% 

0% 

1% 

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

Basically every day 

A few times a week 

A few times a month 

Once a month 

Less than once a month 

Not at all 

Don't know 

n = 4,602

Q3. In the past 12 months, how often did you and your neighbors do 
favors for each other such as house-sitting, watching each other’s 
children, lending tools, and other things to help each other? 

55% of Virginians engage in 
“informal volunteerism” more 
than once a month. 

n = 6,381 

n = 4,602 

Neighbors Helping Neighbors… 
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Volunteering to Meet Needs: Respondents tend to volunteer with organizations most often 
that align with their top two identified local priorities. That said, gaps exist when considering 
the number of people who prioritize issues like the environment, civil and human rights and 
veterans and the degree to which volunteers engage with organizations in those fields. 
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28% 

28% 

23% 

19% 

16% 

14% 

13% 

13% 

12% 

11% 
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8% 

5% 
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Youth or Educational organization 

Food Pantry or Hunger Relief 
organization 

House of Worship or Religious 
organization 

Hospital or Health organization 

Neighborhood or Recreational 
association 

Civic organization 

Social or Civil Rights organization 

Environmental organization 

Arts and Cultural organization 

Animal Welfare organization 

Disaster Response organization 

Political Action organization 

Veterans organization 

Other: 

n = 4,353Q6. Which types of organizations have you volunteered for in 
the past 12 months? Select all that apply 
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25% 

16% 

13% 

10% 
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Education 

Health & Well-being 

Housing 

Public Safety 

Economic Security 

Environment 

Civil & Human Rights 

Veterans & Military Families 

Democracy 

Disaster/Crisis Response 

LOCAL PRIORITIES 

Q13. Of the following options, what should be 
the Top 3 priorities for where you live 

n = 6,374 

WHERE THEY VOLUNTEER 

Moving the Needle 
Against Priorities 
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Civic Action 

68% 

51% 

34% 

26% 

23% 

20% 

17% 

12% 

12% 

11% 

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

Vote in any local, state, or national election 

Donated money or possessions with a combined value of more than $25 to a non-
political group or organization, such as a charity, school, or religious organization 

Posted or shared content on a social media platform related to a political or social 
cause 

Signed or originated a written or virtual petition about a political or social issue 

Attended a public meeting to discuss a local issue 

Donated money or possessions with a combined value of more than $25 to a 
political organization, party or campaign 

Encouraged or facilitated voting (e.g., phone-banking, text-banking, writing 
postcards, providing rides to polling stations) 

Distributed material (e.g., brochures, pamphlets, stickers) to promote a political or 
social cause 

None of the above 

Participated in marches and/or rallies 

n = 6,259 Q30. In the past 12 months, did you do any of the following? Select all that apply. 

Political Action 

Donations/Philanthropy 

Education/Outreach/Political Action: “Low-Touch” 

The most direct actions respondents are most likely to take involve voting and making non-political 

donations. Beyond that, respondents are most apt to use virtual or public forums to spread awareness. 

Education/Outreach/Political Action: “High-touch” 

Donations/Philanthropy 

Education/Outreach/Political Action: “High-touch” 

Education/Outreach/Political Action: “High-touch” 
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Moving the Needle 
Against Priorities 

Respondents choose political action as one of the two most effective 
actions to meet community needs for all but one priority area, yet they 
don’t always trust government to act accordingly… 
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4 5 - Trust fully 

Avg n = 6,257 Q29. How much do you trust the following institutions to 
do what is right? 
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Disaster/Crisis Response 

LOCAL PRIORITIES How much do you trust the following 
institutions to do what is right? 

Q13. Of the following options, what should be 
the Top 3 priorities for where you live n = 6,374 Webinar: Produced and published at US taxpayer expense 
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How Trust 
Manifests Locally 

The high prevalence of “neighborly acts” Virginians report signifies a high degree of trust people have in each other. 

Beyond that, a closer examination of where Virginians most often volunteer also suggests a desire to support 

organizations that tend to have a unique local presence, reflect local character or even function as community spaces. 
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Avg n = 6,257 Q29. How much do you trust the following institutions to do what is right? 

Where they volunteer most often is also aligned with 
those organizations they trust to do the right thing. 



55 

How do we invite people? 
Insights to tailor recruitment and program development 

Virginia Community Engagement Index 

Webinar: Produced and published at US taxpayer expense 
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Focus on appealing to 
motivations — not 
alleviating barriers 

SURVEY QUESTIONS ATTRIBUTE KEY MEASURES Strength of 
Relationship* 

Q9. How or why did you start 
volunteering or “giving back”? 

How Someone 
Started 

Volunteering 
(STARTING) 

Q4/5. Volunteer in the past 12 
months Moderate 

Q10. Why do you continue to 
volunteer or give back? 

Why someone 
continues 

volunteering 
(MOTIVATIONS) 

Q4/5. Volunteer in the past 12 
months Strong 

Q11. Below are some potential 
reasons why someone may be 
unable to volunteer or may 
choose not to serve or 
contribute to causes. Select up 
to 3 that best match your 
experience. 

What gets in the 
way of 

volunteering 
(BARRIERS) 

Q4/5. Volunteer in the past 12 
months 

Weak 

*r2= % of variability within the driver explained: 
• Strong > .70 
• Moderate .3 to .69 
• Weak < .3 

WHY? Because motivations have a more statistically reliable relationship to whether 
someone volunteers, whereas barriers are not as strongly related to whether someone 
doesn’t volunteer. Therefore, if we’re trying to influence behavior, our energies will likely be 
better spent on those actions more likely to spur desired outcomes. 

KEY DRIVERS 
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Why They Keep 
Volunteering 

Respondents most often cite personal fulfillment as the reason they continue volunteering — whether that fulfillment 

comes from knowing they’ve helped or having shared the experience with others. Beyond that, a desire to do more 

in the face of current challenges, or because of personal beliefs, also rates highly as a motivating factor. 

49% 

42% 

35% 

26% 

23% 

22% 

20% 

20% 

9% 

4% 

4% 

2% 

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

It makes me feel fulfilled and appreciated to help others 

I have experience and skills I know can help others 

It's a good way for me to stay active, have fun, and even make friends while doing good 

I want to do more than donate money or goods 

It's a good opportunity to expose me to new people and experiences 

I know what it's like to struggle or need help, and I can give that help 

The issues we face are so important, I have no choice but to act 

It is an important part of my house of worship or spirituality 

It's a good way to network professionally 

I'm unsure what career I might pursue, and this is a good way to gain experience while I 
"figure things out" 

My employer requires or offers incentives to serve in my community 

Other 

n = 4,355Q10. Why do you continue to volunteer or give back? Select up to three descriptions that best match your experiences. 

”Feel fulfilled” 

”Feeling useful” 

”Feeling engaged and, by extension, fulfilled” 

“Deep-seated beliefs” 

“Feeling engaged” 

“Deep-seated beliefs” 



GOAL 
Spark an interest to explore more 
“formal” avenues of service using 
what we know about the drivers 
of volunteerism while capturing 

and celebrating the ways in which 
they’re already making a 

difference. 

GOAL 
Reignite their passions through 

specific invitations to serve 
that align with their community 
priorities and the impacts they 
hope to make — both for their 
communities and themselves. 

GOAL 
Broaden their influence and build 
up as ambassadors — those who 

can spread awareness of 
opportunities and extend the 

invitation to serve. 
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How do we mobilize? 
By looking closer at who is volunteering and how, you can target your 
message to segments of your volunteers to leverage their investment of 
time and treasure. 

Active & Frequent 
Engagers 

Active but Sporadic 
Engagers 

Potential 
Engagers 

Defined as those who did not 
report volunteering with an 

organization within the past 12 
months. 

30% of the survey 
population* 

Defined as those who report 
volunteering more than a few 

times a week and/or have 
engaged in 5 or more civic 

actions in the past 12 months. 

28% of the survey population* 

Defined as those who have 
volunteered within the past year 

but report having decreased 
their frequency of volunteering. 

14% of the survey population* 

*Note: These groups are not necessarily mutually exclusive. Therefore, their percentages are not intended to add up to 100% of the total survey population. 



What now? 
Using the VCEI 

● Using data to inform volunteer recruitment and retention 
based off perception of community needs and 
understanding priorities of volunteers 

● Leveraging how Virginians invest their time, talent, 
and treasure to create larger impact 

● Inspiring more Virginians to get involved to create a culture 
of service and volunteerism throughout the 
Commonwealth 

Webinar: Produced and published at US taxpayer expense 



NETWORK INDIVIDUAL ORGANIZATIONAL 
CAPACITY CAPACITY CAPACITY 

COLLECTIVE 
CAPACITY 

Which insights and 
actions from this 

plan can you 
implement 

immediately to 
improve how you 

work? 

Which insights and 
actions from this 
plan can you take 
to your colleagues 
to enhance your 

organization? 

Which insights and 
actions from this plan 
can you share with 

others in your 
networks (e.g., 

nonprofits, employers, 
schools) or partners 

who share your cause 
(e.g., food security, 

housing)? 

Which insights and 
actions from this plan 

can be most 
effectively 

implemented against 
specific community 

priorities for 
collective impact? 

Applying the Plan 

Webinar: Produced and published at US taxpayer expense 



Examples from the Field 

● Using the VCEI to inform our work at the statewide level 
○ Check out recordings from the 2023 Virginia Volunteerism Summit 
○ Offering technical assistance rooted in evidence 

● Sharing insights with employers, funders, and other stakeholders 
○ Promoting opportunities for employers to get engaged, and engage their employees 
○ Inspiring funders to consider how to build the capacity of their grantees through VCEI 

findings 

● Piloting projects with networks to build resources and capacity for a common goal 
○ Utilizing the VCEI to ground strategic conversations 

Webinar: Produced and published at US taxpayer expense 



Kathy Spangler 

Director, Serve Virginia 

Reflection 
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Continuing the Conversation 

Question & Answer 

Facilitator: 
• Laura H. Schlachter, PhD, Survey Statistician, Office of Research and Evaluation, AmeriCorps 

Panel: 
• Mary Hyde, PhD, Director, Office of Research and Evaluation, AmeriCorps 

• Shane Dermanjian, MPP, Research Analyst, Office of Research and Evaluation, AmeriCorps 

• Barry Goodstadt, PhD, Research Analyst, Office of Research and Evaluation, AmeriCorps 

• Analise Gammel, MSW, Statewide Engagement Officer, Serve Virginia 

• Kathy Spangler, Director, Serve Virginia 

Webinar: Produced and published at US taxpayer expense 



Thank you for attending today’s webinar 

Join us in June 2024 for our final 

webinar in the year long Celebration of 

Service and Its Evidence Story. 

The recording and support materials for 

this webinar will be provided in the next 

two weeks on the AmeriCorps Our 

Impact Webinar page and AmeriCorps 

R&E YouTube Playlist 

Webinar: Produced and published at US taxpayer expense 
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