Volunteerism

2017 State Farm Volunteerism Survey
®

In November 2017, State Farm conducted a study on volunteerism to determine
characteristics of volunteers, to identify those most likely to volunteer as well as the
conditions or situations where volunteerism rates are highest. This survey follows a
previous survey* conducted in 2016 that helped define volunteerism and identified
barriers to volunteering.
The study results reveal key insights into what motivates people to volunteer.
While the survey included all generations, the most surprising results came from
Millennials. A deep dive into this generation finds two distinct groups: those who
are starting out (Younger Millennials) and those who are married, have kids, or own
a home (Older Millennials).
The following report highlights some general differences among all generations,
and we then highlight the differences between Millennials.
State Farm surveyed approximately 3,100 U.S. adults aged 18 and older and
weighted the data to match proportions in the U.S. by generation: Millennials (18-34),
Generation X (35-50), Baby Boomers (51-70) and the Mature Generation (71+).

*In November 2016, the State Farm Strategic Resources Department conducted an online survey of 5,182 respondents across generations to
further investigate attitudes and behaviors about volunteering, to help shed more light on this national trend. The purpose of the survey was to better
understand how and why U.S. residents volunteer as part of the State Farm Neighborhood of Good® initiative.
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Where to Reach New Volunteers: Online
The rise of Older Millennials necessitates a fundamental shift in reaching new volunteers: a shift toward
digital marketing.
Fifty-eight percent of Millennials have visited a website to learn about a volunteering opportunity, a rate that
declines significantly with each previous generation. Given demographic trends for Millennials, the importance
of digital communication cannot be overstated. Breaking down the Millennial generation further, it is the Older
Millennials who most seek out volunteer opportunities online.

Survey Question: Have you ever visited a website to find out about specific
volunteering opportunities?
Millennials (18-34)

58%

Gen X (35-50)

50%

Baby Boomers (51-70)
Matures (71+)

39%
28%
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Conclusion
In summary, the research shows us that there are certain characteristics that help impact volunteerism rates
in a positive way. Things like the connections and relationships that people can make while volunteering,
the proximity to their community or local impact, and current events like natural disasters help to spark
volunteerism. These factors are even more apparent among the Millennial group.
The research also identifies a potential target audience for organizations needing volunteers, namely those
Older Millennials who have gone on to marry and start a family. They are a group highly predisposed to
volunteer but may additionally need a push to turn that predisposition into actual volunteerism behavior. They
are especially receptive to giving back after a natural disaster or other catastrophe.
Their Younger Millennial counterparts are less likely to volunteer but may be motivated by the potential to
enhance their job skills or networking opportunities that volunteering can provide. Connecting volunteerism to
(a) moving up the corporate ladder or (b) meeting up with friends appear to be particularly effective strategies
to reach this group.
Finally, this research shows that it is relatively easy to give one’s money to a particular cause; enticing
individuals to take the extra step and give their time requires more effort and incentive, but those who do
volunteer beyond a monetary contribution report the experience as more beneficial, satisfying and the
preferred way to give. The survey also indicates that there are certain activities that people are willing to give
up to volunteer more often. State Farm understands that the intent is there but that sometimes it is hard to go
from intent to action.
For more than 95 years, State Farm has been a company that takes pride in supporting the communities
where we live and work, and has been involved in building safer, stronger and better-educated communities.
State Farm wants to be a catalyst for people to become involved in their communities. We want to inspire
people to get involved and take action. It is in that spirit, Neighborhood of Good was born.

Neighborhood of Good
Many people have good intentions, but going from intention to action is a place where help is needed.
Neighborhood of Good helps connect volunteers to local causes in their community, making it easy
for them to turn the power of caring into the act of doing. State Farm is making it easy to take action at
NeighborhoodofGood.com®.
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