Summary on the Survey
on General Public’s Attitude towards Volunteering

I.
Background


Volunteer service has long been a part of Hong Kong society.  Throughout the years, it has developed along with the Hong Kong society’s development.  Volunteering is an act of humanity stemming out from our care and concern for people around us.  As society changes, the nature of volunteer work changes as well.  For example, environmental protection work has aroused people’s awareness and interest in conserving their living environment.


In line with the vision of the Social Welfare Department – “Together we build a caring community with self-sufficiency, dignity, harmony and happiness”, the Social Welfare Department has been promoting a territory-wide Volunteer Movement in 1998.  


With support from different sectors and various government departments, a Steering Committee on Volunteer Movement was set up in September 1999 to steer and formulate the overall future promotional strategies on Volunteer Movement.  The Volunteer Movement has succeeded in arousing the concern and commitment of individuals and organizations in participating in volunteering.  To achieve the ultimate goal of setting a new culture of volunteering as a way of life, the Steering Committee on Volunteer Movement recognized the importance of fostering a sense of commitment and civil responsibility towards volunteerism. A survey on the public’s perception and attitude towards volunteering was therefore proposed to facilitate the formulation of strategies as well as work focus to advocate the general public’s participation and commitment in volunteer service.

II.
Researcher


The Sub-committee on Promotion and Publicity of Volunteer Movement commissioned the Research and Survey Programme of Lingnan University under the supervision of Dr. Li Pang-kwong to conduct the survey and to report on its findings and analysis.  
III.
Objectives of the Survey

· To explore the perception of the public towards volunteering which interprets the motivation of volunteer participation.

· To explore the values attached to volunteering by the public.
IV.
Survey Method


The respondents of the survey were selected by random sampling.  It was conducted between 5th and 7th of March 2001 through telephone.  A total of 1,020 respondents were successfully contacted.  

V.
Significant Findings

· The findings of the survey showed that about 14% of the respondents had participated in volunteer services and another 86% had not within the 12 months prior to the survey.  The main reason for not participating was “don’t have spare time”.  Therefore if they “have spare time”, they would consider participating in voluntary services.

· For those respondents who had participated in voluntary services, they mainly served the “elderly”, the “general public” and “children” and they mostly participated in “visiting”, “recreational activities” and “fund raising”.  The average hours per week that the respondents had spent on voluntary activities were mostly not fixed.  More than half of them had served only one agency.

· The respondents, who had participated in voluntary services, served mainly “social welfare” agencies.  They joined voluntary services because they considered that they could “help the needy”.  They also accepted that “voluntary service is meaningful” and “time can be used more effectively”.  The three most popular channels through which the respondents came to know about voluntary services were “organized by schools or workplaces”, “relatives and friends” and “organizing agencies themselves”.

· About 24% of the respondents had indicted that they planned to join voluntary services in the coming twelve months during the survey.  They would like to serve the “elderly”, “children” and “general public” through “visiting”, “recreational activities” and “fund raising”.  However, they could not decide on the hours that they could spend on volunteering.

· The respondents agreed that “affection” was the most important quality for joining volunteer services, followed by “knowledge” and “experience”’ as the second and third important qualities, with “money” as the least important one.  “TV programmes” and “TV advertisements” were considered effective channels in promoting volunteering. 

VI.
Deliberations on the Findings
· The findings of the survey had been deliberated by the Sub-Committee on Promotion and Publicity of Volunteer Movement to formulate future promotional strategies

· It was considered that “having no spare time” is a misconception and that it should be properly addressed.  First of all, volunteer work should be treated as a person’s duty towards his society. We should be able to include volunteer work into our daily living.  Secondly, volunteer work does not necessarily take up a lot of time.  When we all accept that volunteer work is our civil responsibility, we would all be able to provide volunteer work in the manner and time, which suits us the most.  

· The Sub-Committee also felt that volunteer work could enhance the participant’s knowledge, social network and experience.  All these actually add value to the participant in strengthening his self-image and life skill.  We can all benefit from volunteer work, which does not have space and time boundary.  

· For future strategy, it was concluded that effort should be placed in hammering home the strong message that volunteer work is our civil responsibility and there are insurmountable benefit that we can get out of it, in terms of self-image and life skill.  It is particularly beneficial to those who are out of work.  Volunteer work can bring them into contact with corporate, organization and agency to broaden their exposure.  The certificate of volunteer work can also help them in securing future employment.

· As for some of the respondents who did not know how to participate in volunteer work, it was felt that existing publicity effort was not suffice.  Future promotional action plan will be needed to raise the visibility of volunteering and the channel for participation. It was hoped that the promotional effort would yield greater result in reaching to a wider spectrum of the general public to provide volunteer services. 

VII.
Recommendations

· The Sub-Committee proposed the following promotional strategies: 
· The future promotional strategy would focus on sending message of “Add Value by Volunteering” because volunteering will enhance/widen one’s knowledge, experience and networking. 
· Mentor system would also be considered for newly joined volunteers.  

· Promoting families volunteering through parent-teachers association. 

· Promotional effort would be made targeted at those who were out of work by means of encouraging them to add value through volunteering to broaden their exposure, maintaining contact with the society as well as empowering themselves in securing employment. 

· Use of multi-media in publicity, such as MTR trackside show, TVAPI as well as posters and brochures would be produced to promote volunteering.
· Printing of slogan on the demand notes and newsletters of some of the major residential estates; promotional flyers to be included in the demand notes of credit card centres; radio programmes and a TV series on volunteering was also being considered.

