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Abstract

The purpose of this research consists of identifying the
antecedents that may influence the adoption of
omnichannel behavior by volunteers. This behavior
can be understood as the interchangeable use of online
and offline channels, providing volunteers with multi-
ple contact points with nonprofit organizations. To this
end, we first propose a conceptual model based on
Clary et al.'s motivations framework and other relevant
literature. Second, we test our model through
quantitative-based research, employing an online ques-
tionnaire with a representative sample of 7822 volun-
teers working for the Spanish Red Cross. We then carry
out a hierarchical cluster analysis to group similar vol-
unteers into clusters according to the use they make of
the different offline and online channels, followed by
an ordered logistic regression analysis to test the
hypotheses proposed. First, two volunteer profiles are
identified: offline-oriented volunteers with low or no
omnichannel behavior, and online-oriented volunteers
with high or very high omnichannel behavior. Second,
our results suggest that some types of motivations

among volunteers (understanding the nonprofit, career
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or employment opportunities, the advice of family, fri-
ends, and acquaintances, and protective reasons), as
well as the sense of belonging, perceived usefulness of
new technologies, social influence and having feedback
channels, all positively influence the adoption of
omnichannel behavior by volunteers. Additionally, our
findings reveal different effects for the two clusters
identified. Finally, and using a contingency approach,
implications for nonprofit-volunteer relationship man-

agement are drawn.
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1 | INTRODUCTION

The omnichannel perspective, broadly understood as the full integration of offline and online chan-
nels and contact points to interact with relevant stakeholders, has become essential for nonprofit
organizations (NPOs) in the era of digital transformation, especially after its acceleration by the
COVID-19 pandemic unleashed by an infectious disease caused by the SARS-CoV-2 virus (Rey-Gar-
cia et al,, 2021). The question for organization managers is no longer whether to execute an
omnichannel strategy but, rather, how to implement it effectively (Bell et al., 2014). Although
omnichannel management is not a new topic, adoption by all types of organizations tends to face
hurdles and few nonprofits have implemented a fully integrated omnichannel strategy. This is due
to implementation barriers such as lack of financial resources, scarcity of qualified personnel, insuf-
ficient knowledge about individual behaviors related to the use of different channels and
touchpoints, challenging data access and integration, and so forth (Cui et al., 2021). From the per-
spective of volunteers, this research acknowledges the importance and urgency for NPOs to have a
strategy capable of meeting their expectations as regard to two-way interaction through online, off-
line, and mixed channels (Olinski & Szamrowski, 2017). Achieving effective nonprofit-volunteer
relationships through a supportive omnichannel strategy is important because this group is one of
the key stakeholders for NPOs to carry out their mission.

The challenge of how to implement omnichannel strategies to better manage relationships
with volunteers can be addressed from a nonprofit relationship marketing perspective
(Grinstein & Goldman, 2011). Relationship marketing focuses on managing relations between
the organization and its stakeholders to instill loyal, mutually profitable, and long-term rela-
tionships (Ravald & Grénroos, 1996). Although some NPOs do not have sufficient resources
(financial or human) to undertake an elaborated marketing strategy, relationship marketing
uses many of the capabilities that already exist in nonprofits, for example, the interactions with
volunteers and other valued stakeholders. The potentially high degree of interactivity with mul-
tiple stakeholders makes NPOs an ideal context to develop this type of marketing that mostly
relies on personal contacts and may be facilitated by digital technologies in a cost-effective way.
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In addition to creating relationships with (potential) volunteers, it is essential that NPOs
focus on the quality of the relationship to encourage its continuation and value over time
(Brennan & Brady, 1999). Some of these interactions will be more important to the volunteer
than others. These key interactions are described as “moments of truth” (Groénroos, 1990). The
moment of truth is every point when an individual interacts with the nonprofit, before, during,
and after a certain activity (Carlzon & Peters, 1987). For example, when a volunteer searches
for information or investigates potential NPOs to collaborate with, chooses a specific nonprofit
or event to get involved with, gives feedback or opinions, makes suggestions and recommenda-
tions, and so forth. It is the point when, during the process of engagement between the volun-
teer and the nonprofit, the relationship can be built, reinforced, or broken (Thompson, 2006). It
is essential that organizations recognize and effectively manage these moments of truth, and
omnichannel can be a valuable tool to carry out this task, because it creates an integrated vol-
unteer experience, regardless of when, where, or how a nonprofit-volunteer interaction begins,
unfolds, or ends.

For this reason, and despite growing literature on new information and communication
technologies (ICTs) and digital channels, more research is needed on volunteer omnichannel
behavior (Ailawadi & Farris, 2017; Verhoef et al., 2015); and particularly on how individual atti-
tudes towards technology and online channels may influence that behavior (Juaneda-Ayensa
et al., 2016). In this context, the present study aims at a threefold contribution to previous
research on volunteer management. First, it answers the following research question: “What
are the main antecedents or drivers that explain the adoption of omnichannel behavior among
volunteers?” Our goal is to understand what factors motivate omnichannel behavior, compared
with offline behavior of volunteers. Throughout this study, we analyze how personal or psycho-
logical factors (e.g., motivation), perceived skills and usefulness, social factors, and channel
availability for two-way interaction potentially influence the adoption of omnichannel behavior,
understood as the interchangeable use of online and offline channels by volunteers
(Mirsch et al., 2016; Verhoef et al., 2015). Second, we classify the volunteer base depending on
the use they make of the different mixes of offline and online channels and adopt a contingency
approach towards interacting with volunteers through the most appropriate channel mix for
each profile. And third and last, we explore the implications of omnichannel volunteer manage-
ment as a strategic option for NPOs, a topic under-researched in nonprofit literature.

Regarding the structure of this article, we first provide a brief overview on volunteer man-
agement by nonprofits in a digitally transformed context and contextualize the volunteer
omnichannel behavior concept. In addition, in this section, we formulate our hypotheses,
focused on the antecedents that may influence volunteer omnichannel behavior. For that, we
propose a conceptual model based on Clary et al.'s motivations framework and other relevant
literature. Second, we describe the methodology applied to carry out our empirical analysis.
Finally, we discuss our results and describe the main conclusions, managerial implications, and
limitations of the study.

2 | NONPROFIT VOLUNTEERING AND THE
OMNICHANNEL ENVIRONMENT

In the digital era, the proliferation of new channels and contact points has provided volunteers
new opportunities to interact with organizations (Cao & Li, 2015). Volunteers decide not only
whether to help but, also, whom, where, when, and how to help. In a digitally transformed
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context, they also decide from where, when, and how to interact with the NPO towards that
end (Hiibner et al., 2016). Regarding nonprofit-volunteer interaction channels, the “multi-
channel” concept refers to the separate and isolated management of several channels,
where goals and data are independent in each channel. In contrast, from a more integrative
perspective, the “omnichannel” approach focuses on different channels and contact points,
though all connected and sharing goals and data, leading to the full integration of channels
(Mirsch et al., 2016; Verhoef et al., 2015).

In this context, we define volunteer omnichannel behavior as the interchangeable use of
online and offline channels, providing volunteers with multiple contact points with NPOs
(Cortinas et al., 2019). This combination of contact points reveals a more rational and reflective
behavior in which more information is handled, and more time and efforts are invested in the
interaction, thus increasing the opportunities to experience multiple emotions (Viejo-Ferndndez
et al., 2019). Adopting an omnichannel behavior allows volunteers to interact with nonprofits
across all channels, anywhere and anytime, according to their needs and preferences. Conse-
quently, through this strategy, NPOs have the potential to provide volunteers with a unique,
complete, and seamless experience that eliminates barriers between channels (Juaneda-Ayensa
et al., 2016; Rodriguez-Torrico et al., 2017).

Nonprofits may benefit from having volunteers who adopt omnichannel behaviors. For
instance, NPOs can cross-analyze volunteer behavioral data on their use of online and offline
channels to adapt their communications (e.g., campaign dissemination or suggestions and com-
plaints management) to meet volunteers' needs or preferences. Several empirical studies have
confirmed that these types of initiatives enhance volunteers’ satisfaction levels and reinforce
their loyalty (Shankar et al., 2003; Shi, 2017). Furthermore, omnichannel volunteers, by
selecting and combining multiple interaction channels with NPOs depending on whom, when,
where, and how they want to help, have a more proactive attitude towards nonprofit-volunteer
relationships. As these omnichannel volunteers are desirable for nonprofits, knowing the ante-
cedents of volunteer behavior becomes relevant.

ICTs and the use of new digital channels/tools have reconfigured volunteer management by
nonprofits in different ways: enhancing the recruitment process by enlarging and diversifying
the volunteering base; improving nonprofits’ ability to attract professionals; accelerating the
assignment of volunteers to specific tasks; and reducing bureaucracy for volunteer manage-
ment. Nevertheless, new technologies also imply some challenges in volunteer management,
including resistance of nonprofit staff to adopt new digital channels and tools, as well as volun-
teer accountability and quality assurance (Chui & Chan, 2019). Ultimately, nonprofits can effec-
tively manage volunteering with the support of new technologies if nonprofit managers are able
to create a friendly volunteer environment and build and develop meaningful relationships with
volunteers (Lovejoy & Saxton, 2012).

However, when it comes to interacting through online channels, it is important to acknowl-
edge that the attitudes and behaviors of volunteers towards digital technologies will influence
the effectiveness of such relationship strategies. According to Brudney and Meijs (2014), two
alternative approaches to volunteer management exist: universalistic and contingency. The uni-
versalistic approach proposes a single form to manage volunteers in all nonprofits/activities, as
it “is based on ‘one size fits all’ management solutions, to be applied to all organizations and
volunteers regardless of mission, organizational culture, and volunteer characteristics”
(Brudney & Meijs, 2014, p. 307). However, the contingency approach suggests that the way vol-
unteers may be managed depends on volunteer-focused and program/organization-focused fac-
tors, and on the context (Brudney & Meijs, 2014; Meijs & Ten Hoorn, 2008).
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With the contingency approach in mind, this research acknowledges the importance of cus-
tomizing management strategies according to the different volunteer profiles that emerge in the
context of digital transformation. To that end, it classifies volunteers into more homogeneous
groups according to the use they make of different offline and online channels. Once the ante-
cedents of omnichannel behaviors are understood, it is possible to apply a nonprofit-volunteer
relationship strategy that is adapted to the needs of each group or cluster.

2.1 | Antecedents of volunteer omnichannel behavior

As occurs with any type of human behavior, we can identify different kinds of antecedents or
drivers of omnichannel behavior among volunteers. In this section, we explore the following
typologies: (a) personal or psychological factors; (b) perceived skills and usefulness; (c) social
factors; and (d) channel availability for two-way interaction.

2.1.1 | Personal or psychological factors

Researchers have highlighted that individuals' emotional states could influence various aspects
related to the acquisition and processing of information through different channels
(Kulviwat et al., 2004). In fact, Nahl (2004) has demonstrated that some affective variables like
motivation or optimism have significant influence on certain information-seeking behaviors.
Here, we will focus on volunteers' motivations (Dolnicar & Randle, 2007; Flavian et al., 2012),
as this variable has been extensively analyzed by nonprofit literature. Volunteers, like other individ-
uals, can undertake the same activity for different reasons and motivations (Snyder et al., 2000). Pre-
vious research has demonstrated that motivations can affect the ways in which volunteers interact
with NPOs (e.g., to search for information, register for activities, express opinions, and participate in
meetings, among others) through different channels (Flavian et al., 2012). Knowing these motiva-
tions allows adapting the messages and channels that can best attract and retain them
(Stukas et al., 2014). Clary et al. (1992) developed a relevant framework to understand volunteer
motivations, the Volunteer Functions Inventory (VFI), consisting of a 30-item measure to assess the
reasons for volunteering, grouped into six types of motivations:

1. Prosocial values. Volunteers seek to express their prosocial values through their volunteer
activity.

2. Understanding. Volunteers aim to better understand the people whom they serve or the
nonprofit for which they provide services.

3. Career. Volunteers seek to obtain particular skills, contacts, or other benefits that can help
them with paid employment opportunities.

4. Social. Volunteering reflects the influence from family, friends, acquaintances, and other
social groups.

5. Esteem. Volunteers aim to feel needed, useful, important, and happy with themselves.

6. Protective. Volunteers want to distract themselves from their own problems or reduce their
own guilt about being more fortunate than others. The person motivated by protective rea-
sons usually has a lot of free time (for being unemployed or retired) and decides to protect
others with the aim to escape from own negative feelings.
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Multiple studies detail other possible motivations for volunteering, for instance, enhancing
own social problem-solving ability, self-efficacy, or curiosity, providing development assistance,
quests to learn more about oneself, change-orientation, and altruism, among others
(Lau et al., 2019; Okabe et al., 2019). However, most of the reasons for volunteering are
embedded in Clary et al.'s six types of motivations described above.

Overall, our general hypothesis predicts that, regardless of the type of motivation, the inten-
sity of individuals' motivations to volunteer is positively associated with the extent to which
they adopt omnichannel behavior. We can find a theoretical justification for this premise in
volunteering literature that posits a general positive association between motivations and
engagement. The motivations to volunteer enclosed in the VFI framework may explain the vari-
ations in the intensity of engagement. In particular, the values and understanding motivations
generally have a strongest positive association with volunteers’ engagement. However, the
career and social motivations have a weaker positive association with engagement (Cox
et al., 2018). In addition to motivation being related to individuals' level of involvement, motiva-
tion in its turn reflects the importance that volunteers give to a particular activity. In other
words, when their motivation to volunteer is more intense, it is likely that volunteers will feel
more engaged in the activity, and, therefore, their efforts to use more online channels for two-
way interactions with the nonprofit before, during, and after the activity will be higher
(Hoefer & Twis, 2018).

Therefore, as the level of motivation to volunteer increases, it is likely that volunteers will
be more willing to engage with NPOs in different ways through several channels and contact
points. Consequently, we expect that:

Hypothesis 1a. The motivation to volunteer due to prosocial values is positively
associated with the adoption of omnichannel behavior.

Hypothesis 1b. The motivation to volunteer due to wanting a better understanding
of the nonprofit or its beneficiaries is positively associated with the adoption of
omnichannel behavior.

Hypothesis 1c. The motivation to volunteer to obtain skills, contacts, or other ben-
efits related to paid employment opportunities is positively associated with the adop-
tion of omnichannel behavior.

Hypothesis 1d. The motivation to volunteer due to the advice of family, friends,
acquaintances, and other social groups is positively associated with the adoption of
omnichannel behavior.

Hypothesis 1le. The motivation to volunteer to improve self-esteem is positively
associated with the adoption of omnichannel behavior.

Hypothesis 1f. The motivation to volunteer for protective reasons is positively
associated with the adoption of omnichannel behavior.

Besides general motivations to volunteer, another relevant personal variable that is more
linked to the specific organization with whom volunteers (want to) collaborate, is the positive
attitude towards the nonprofit or the sense of belonging. Individuals form and modify these
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attitudes while they obtain and process information. In addition, information processing may
depend on previous attitudes (Cyr et al., 2018).

When volunteers identify themselves as part of a nonprofit and align their objectives and
social values with those of that organization, they will be willing to do something for others
and become proactively involved even when it does not imply any economic or material gain
(Cheung & Lee, 2012). Developing a sense of belonging is crucial to foster volunteers’ willing-
ness to engage actively with NPOs. In this way, when they are proud to be part of an organiza-
tion, we can expect that they will be more willing to interact through multiple offline and
online channels with members of the organization and the community for the common good,
being more likely to adopt omnichannel behavior (Wang & Handy, 2014). Hence, we pre-
dict that:

Hypothesis 2. The degree to which volunteers feel part of the nonprofit (sense of
belonging) is positively associated with the adoption of omnichannel behavior.

2.1.2 | Perceived skills and usefulness

Several theories aim to explain the behavior of individuals as regard to new ICTs based on the
perceived skills of users and the perceived usefulness of those technologies and, therefore, can
help to predict the adoption of omnichannel behavior among volunteers: the Theory of Rea-
soned Action (TRA), the Theory of Planned Behavior (TPB), and the Technology Acceptance
Model (TAM). TRA (Ajzen & Fishbein, 1977) states that only two factors determine behavioral
intention: a personal or attitudinal factor and a social or normative factor, without considering
the perceived usefulness. As an extension of this theory, TPB (Ajzen, 1991) incorporates the per-
ceived control over the behavior to predict behavioral intentions with a high degree of accuracy
(Wolske et al., 2017). Unlike previous theories, TAM (Davis, 1989) does not include subjective
norms, but introduces two new variables that may contribute to predict the adoption and use of
ICTs: the perceived usefulness and ease of use (Chen et al., 2011). Furthermore, TAM identifies
that the perceived usefulness of using ICTs is a possible conditioning variable of omnichannel
behavior. A channel with high perceived usefulness “is one for which a user trusts in the exis-
tence of a positive use-performance relationship” (Davis, 1989, p. 320).

Based on all these theories, the more resources and opportunities individuals think they
possess and the fewer obstacles or impediments they face, the greater their perceived control
over a given behavior should be (Ajzen, 1991; Madden et al., 1992). These control beliefs may
have their origin in past experiences with the behavior, second-hand information about the
behavior, as well as experiences of family members and friends, among others. These factors
may increase or reduce the perceived difficulty of performing the behavior (Ajzen, 1991).

Since omnichannel behavior is associated with the interchangeable use of offline and online
channels based on new ICTs, individuals may be more likely to adopt this type of behavior if
they have the skills, competencies, and knowledge required to use such channels in a specific
organization (in the volunteering realm, such “capability” includes actual and perceived skills
to adopt a specific behavior, Haski-Leventhal et al., 2018) and, particularly, if they perceive that
using those technologies is useful for them. It should be noted that, although volunteers usually
require some skills, competencies, and knowledge to use new digital channels such as social
media, they can easily acquire and develop them through informal training, support, and learn-
ing, both on-the-job while volunteering and at home with the help of friends and family.
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Consequently, the perceived usefulness of using ICTs emerges as a key antecedent in the adop-
tion of volunteers' omnichannel behavior. Given this, we propose:

Hypothesis 3. The perceived usefulness of using ICTs (email, web browsing, social
media, and mobile applications) among volunteers is positively associated with the
adoption of omnichannel behavior.

2.1.3 | Social factors

Scholars frequently mention social or interpersonal factors as variables that are likely to affect
individuals’ behavior (Kumar et al., 2017). Social factors provide individuals with information
about the aptness of a particular behavior (Jager et al., 2000) and help them make decisions
regarding actions depending on whether such behavior is approved or disapproved
(Ajzen, 1991; Ajzen & Fishbein, 1977; Kumar et al., 2017). Social influence, defined as the
degree to which individuals perceive that others believe they should use a new system
(Venkatesh et al., 2003), emerges as a significant predictor of the intention to use new technolo-
gies and social media. Individuals who feel more pressure from their environment (family, fri-
ends, and others) to use new technologies, are more likely to intend to engage in using digital
channels (Pelling & White, 2009). In fact, many studies demonstrate that individuals adopt and
use new technologies because of social influence, contributing to the adoption of omnichannel
behavior (Kaba & Touré, 2014). Based on this discussion, we hypothesize that:

Hypothesis 4. The social influence perceived by volunteers from their closest envi-
ronment (family, friends, and others) to use new technologies is positively associated
with the adoption of omnichannel behavior.

2.14 | Channel availability for two-way interaction

NPOs should achieve an effective communication that enhances their social legitimacy, pro-
motes awareness about the causes they endorse, and fosters interaction with their volunteers
(Rey-Garcia et al., 2023). ICTs and digital channels provide multidirectional services and facili-
tate two-way interaction. However, until recently many NPOs continued to use online channels
(especially social media) as one-way communication tools for their advocacy objectives, without
optimizing the interactive properties that these channels have for reinforcing nonprofit-
volunteer dialogue and engagement (Guo & Saxton, 2014; Lovejoy & Saxton, 2012; Mato-Santiso
et al., 2021; Svensson et al., 2015). With the emergence of mobile, tablets, social media, and the
integration of these new channels and devices, the landscape has continued to evolve, leading
to profound changes in individual behaviors (Bauer & Lim, 2019; Gandia, 2011). People not
only select which specific channels they use, but also when or from where they use them
throughout their relationships with nonprofits.

Depending on what's most convenient at any moment of truth, volunteers will tend to stra-
tegically switch channels when seeking information, evaluating different alternatives, or esta-
blishing two-way interaction (e.g., providing feedback or making suggestions to the
organization or sharing with others their experience as volunteers). In response, NPOs are
starting to transition from the traditional channel-specific management style to omnichannel
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management, integrating different channels (Gao & Su, 2017). One of the necessary conditions
for volunteers to adopt an omnichannel behavior is the availability of feedback channels—
offline and online—for two-way interaction, providing volunteers with different contact points
with nonprofits where they can react and share their opinions (Cortinas et al., 2019; Lovejoy &
Saxton, 2012). Therefore, we hypothesize that:

Hypothesis 5. The availability of one or more specific channels for volunteers to
give feedback to the nonprofit (i.e., contribute with new ideas, make suggestions,
etc.) is positively associated with their adoption of omnichannel behavior.

Figure 1 below depicts the conceptual model of our empirical analysis.

3 | METHODOLOGY

We selected the Spanish Red Cross (SRC) as empirical setting for this research due to several
reasons. First, because, being a national branch of a global nonprofit, its case is of potential
interest for other countries where the Red Cross or similar NPOs manage large volumes of vol-
unteers. Second, because this humanitarian organization, apart from being the largest NPO in
Spain as measured by an annual income (864 million €), is the organization with the largest
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number of volunteers in the country (256,380 volunteers; SRC, 2021). Its brand is highly
visible at a country level through national fundraising campaigns and emergency interventions,
and its volunteers have achieved broad social legitimacy (Rey-Garcia et al., 2013). Third, we
have chosen SRC due to the relative stability and diversity of its volunteer base that includes
both regular and episodic volunteers. The average time of volunteer service is 7 years and
9 months. However, volunteers also participate episodically in specific events and campaigns
(e.g., “Sorteo del Oro”, “Dia de la Banderita”, among others). Fourth, SRC is an interesting case
for the breadth of its strategies, combining service provision and advocacy to alleviate the social
needs of at-risk individuals. Fifth and last, because SRC covers a diverse range of areas of
activity with volunteers that are regularly trained according to their specific tasks: social inter-
vention, international cooperation, assistance and emergencies, childhood and youth, the aged,
social exclusion, culture, education, work integration, sports events, health, or environment,
among others. To increase the engagement of volunteers, SRC develops two lines of action: the
promotion and awareness of the volunteering role in society, and the development of
volunteering that is already incorporated in the organization (SRC, 2021).

3.1 | Data collection and sample description

To carry out this research, SRC allowed us to include some additional questions related to
omnichannel behavior in its standard survey, called State of Spanish Red Cross’ Volunteering.
SRC prepares and sends an online questionnaire to its national volunteer census through email
and actively gathers additional survey answers by phone. We obtained 9774 questionnaires and
eliminated 1952 because they were incomplete and/or they presented reliability concerns. Thus,
a database including 7822 responses constitutes the final dataset employed in our research.

This online questionnaire allowed us to obtain the following information: (1) the
sociodemographic variables to characterize the sample; (2) an assessment of the individual per-
ceptions related to the nonprofit-volunteer relationship based on indicators such as their moti-
vations, perceived usefulness of using ICTs, or sense of belonging and social influence, among
others; and (3) the channel(s) through which volunteers establish and maintain relationships
with SRC, to identify volunteers' omnichannel behavior. We obtained the data related to this
last point by adding our proposed additional questions to the survey.

As illustrated in Table 1, the volunteer profile in this sample is predominantly female
(55.8%), aged between 21 and 30 (19.9%), with bachelor's degree (29.5%), and mostly occupied
as paid employment (36.8%). The profile of volunteers in the sample is very similar to both the
profile of SRC volunteers at the national level and the volunteer profile of the Spanish popula-
tion. According to 2020 data, there is a higher percentage of volunteers, compared with the gen-
eral population in Spain, who are women (53.2%), older than 45 years (21.7% 65 or older, 18.6%
55-64 years, and 17.1% of 45-54 years), and with a medium-high level of studies, such as a
bachelor's degree (Volunteering Platform in Spain, 2020).

3.2 | Datavalidation and measures
Although there is no minimum response rate below which survey estimates are necessarily sub-

ject to bias (Groves, 2006, p. 650), one of the main problems of using survey-based methodolo-
gies is nonresponse bias. To reduce this potential bias, we applied the technique proposed by
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TABLE 1 Sample description.

Spanish Red Cross Sample
Descriptors volunteers (N = 205,626) (N = 7822)
Gender
Male 41.9% 44.2%
Female 58.1 55.8
Age
Younger than 21 5.5 6.9
21-30 26.3 19.9
31-40 23.4 17.5
41-50 19.9 19.1
51-60 12.5 19.7
61 or older 12.3 16.9
Educational level
No studies 0.7 0.4
Primary-school studies 9.2 8.9
Secondary-school studies 23.7 22.6
Vocational training (medium level) 13.8 14.4
Vocational training (high level) 12.2 12.9
Bachelor's degree 30.5 29.5
Master's, postgraduate or PhD degree 9.9 11.5
Occupation
Paid employment 31.9 36.8
Self-employment 4.6 4.2
Not in the workforce 27.5 20.9
Retired 11.0 14.2
Student 17.0 15.0
Other situations 8.1 8.9

Source: Authors' own elaboration based on data available from the SRC (2018) Annual Report.

Armstrong and Overton (1977) based on comparing the respondents’ results and the “Known
values” for the key subgroups of the total population (age, gender, and education level, among
others). Using this method, we can argue that there is no evidence of “nonresponse bias” if
response rates are similar across subgroups (Groves, 2006). Thus, in our empirical research, we
assessed the potential existence of nonresponse bias by comparing the gender, age, educational
level, and occupation of volunteers participating in the survey and the total sample of SRC vol-
unteers (see Table 1). After comparing both groups, we can attest that there are no statistically
significant differences across subgroups.

We used the variables and metrics included in the national survey conducted by SRC, except
for those constructs related to the use of different offline and online channels and the measure-
ment of omnichannel behavior. To check if the analytical constructs measure different con-
cepts, we used the Pearson's correlation coefficient to measure the degree of intensity and the
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direction of the relationship between all variables of the model. After conducting this analysis,
we can confirm that there are no overlaps between the different antecedents or factors
(Taylor, 1990). We estimated the correlation coefficients for the three regression models.

For measuring the “channel usage” of different offline and online channels (face-to-face,
postmail, phone call, email, website, social media, WhatsApp, and other mobile applications),
respondents rated this item: “Please rate the use you make of the following channels when you
contact Spanish Red Cross”, using a 5-point Likert-type scale, ranging from 1 (nonexistent use)
to 5 (very high use). We used these variables to conduct the clustering analysis (see Section 4.1).

We measured the dependent variable, “omnichannel behavior”, based on the idea that
online and offline channels are interchangeably used in nonprofit-volunteer relationships
(Verhoef et al., 2015). SRC uses a wide variety of channels to interact with its volunteers: offline
channels (face-to-face such as assemblies and committees, postmail, or phone) and online chan-
nels (email, website—through the volunteer portal—, social media, WhatsApp, and other
mobile applications). This entity generally uses these channels for volunteer management
purposes, and for encouraging their active participation (SRC, 2021). The single item used to
measure omnichannel behavior was: “I interchangeably use any of the following channels:
face-to-face, postmail, phone, email, website, social media, WhatsApp, and other mobile appli-
cations”. Respondents rated this item using a 5-point Likert-type scale, ranging from 1 (strongly
disagree) to 5 (strongly agree). We estimated an ordered logistic regression to explain the behav-
ior of this variable (see Section 4.2).

Taking into account that using different channels is a necessary precondition to use them
interchangeably, we also asked respondents about their degree of use of the following offline
and online channels when contacting SRC (e.g., to pose questions, register for activities, express
complaints or opinions, participate in meetings...): face-to-face, postmail, phone call, email, the
organization's official website, social media, WhatsApp, or other messaging applications, and
the organization's mobile application. Respondents rated each of these questions using a
5-point Likert-type scale, ranging from 1 (nonexistent use) to 5 (very high use). This informa-
tion was used to group volunteers into clusters depending on the use they make of the different
online and offline channels (see the hierarchical cluster analysis in Section 4.1).

For measuring “personal or psychological factors”, we first used the question “Why did you
decide to become a volunteer?”, linked to the motivations described by Clary et al. (1992). Spe-
cifically, we considered the following six variables related to “motivations” to volunteer: being a
socially committed person and helping others/perceived social needs (prosocial values); the
work carried out by SRC is admirable (understanding the nonprofit); to learn or gain new expe-
riences (career); because family, friends or acquaintances advised it (social); to take advantage
of time and feel useful (esteem); and due to being unemployed/ retired and having free time
(protective reasons). Prosocial values and protective reasons were each measured through two
separate items. To measure these eight items, we asked respondents to rate their motivation
levels from 1 to 10.

Similarly, and using the same 1-10 scale (from 1: the lowest degree to 10: the highest
degree), we measured the “sense of belonging” through the item “Please rate the degree to
which you feel part of the Spanish Red Cross”, the “social influence” through the item “Please
rate the degree to which you feel influenced or pressured by your closest environment (espe-
cially family and friends) to use new technologies”, and the “channel availability for two-way
interaction” by rating “the availability of channels to give feedback to the nonprofit, that is,
contribute with new ideas, make suggestions on volunteer management, program operations,
event organization, and so forth”.
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To measure the “perceived usefulness of using ICTs”, we asked respondents to evaluate the
extent to which they think that digital technologies (email, web browsing, social networks,
mobile applications, etc.) can be useful for volunteering based on their experience. To rate this
item, respondents used a 5-point Likert-type scale, ranging from 1 (not useful) to 5 (very
useful).

Finally, previous research shows that some “sociodemographic factors” are more likely to
promote the use of online channels than others, thus making it more likely for volunteers
to adopt omnichannel behavior. Park and Lee (2017) demonstrate that gender and age have a
significant influence on channel choice behavior. Usually, men tend to use online channels
more often than women, and younger people are more likely than older individuals to use inter-
net and digital technologies (Akinci et al., 2004). Furthermore, in terms of education level, peo-
ple with a higher level of education use online channels more often compared with people with
a basic education (Soopramanien & Robertson, 2007; Sorce et al., 2005). Thus, some additional
variables were included in the model as control variables. We analyzed gender using a dichoto-
mous variable (0: male; 1: female); age as discrete variable; and educational level was included
as categorical variable (0: no studies; 1: primary-school education; 2: secondary-school educa-
tion; 3: higher education including bachelor's, master's, postgraduate and doctoral degrees; and
4: vocational training including medium and high-level professional training).

Table 2 details all variables in the model with the corresponding questionnaire items and
measures.

4 | RESULTS

We analyzed data in two phases. First, we carried out a “hierarchical cluster analysis” using
SPSS Statistics 24 software to identify different groups of volunteers depending on their channel
profiles, specifically, on the use they make of the different mixes of offline and online channels.
This hierarchical clustering technique combines cases (volunteers) into homogeneous clusters
by merging them together one at a time in a series of sequential steps (Yim & Ramdeen, 2015).
Second, in the next phase, we estimated three “ordered logistic regression (ologit) models” using
STATA 14 software to measure the possible influence of key antecedents on volunteers'
omnichannel behavior.

4.1 | Hierarchical cluster analysis

We conducted a hierarchical cluster analysis to group similar volunteers according to the use
they make of the following channels: face-to-face, postmail, phone call, email, the organiza-
tion's official website, social media, WhatsApp or other messaging applications, and the organi-
zation's mobile application. Results show two differentiated groups of volunteers: a larger group
with a profile more oriented to offline channels (Cluster 1), and a smaller group with a more
online-oriented profile (Cluster 2).

To analyze the two identified clusters, we conducted a factor analysis using two factors cre-
ated from the eight-channel usage variables mentioned above (see Figure 2). Factor 1 represents
volunteers who use online channels (horizontal axis) and Factor 2 volunteers who use offline
channels (vertical axis). In Figure 2, it is observed that volunteers from Cluster 2 (in red) have
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TABLE 2 Measurement of variables.

Hyp. Variables

Questionnaire items

Phase I: Hierarchical cluster analysis

Measures

Channel usage
(offline)

Channel usage
(online)

Please rate the use you make of the following channel 1-5 Likert scale (1:

when you contact Spanish Red Cross: Face-to-face

Please rate the use you make of the following channel
when you contact Spanish Red Cross: Postmail

Please rate the use you make of the following channel
when you contact Spanish Red Cross: Phone call

Please rate the use you make of the following channel
when you contact Spanish Red Cross: Email

Please rate the use you make of the following channel
when you contact Spanish Red Cross: Official website

Please rate the use you make of the following channel
when you contact Spanish Red Cross: Social media

Please rate the use you make of the following channel
when you contact Spanish Red Cross: WhatsApp or
other messaging applications

Please rate the use you make of the following channel
when you contact Spanish Red Cross: Mobile
applications

Phase II: Ordered logistic regression

Dependent variable

Omnichannel behavior (OMNIBEHAV)

Independent variables

Please rate to what extent you agree
with the following sentence: “I
interchangeably use any of the
following channels: face-to-face,
postmail, phone, email, website,
social media, WhatsApp, and other
mobile applications”

Personal or psychological factors

Hypothesis 1a

Hypothesis 1b

Hypothesis 1c

Motivations: Why did you decide to
become a volunteer? ...

Prosocial values ..—Because I am a socially

nonexistent use; 5: very
high use)

1-5 Likert scale (1:
strongly disagree;
5: strongly agree).

1-10 (1: strongly

(MOTVALI1 & committed person and I like to disagree; 10:
MOTVAL2) help others strongly agree)
...—Because of the perceived social

needs

...—Because I admire the work that
Spanish Red Cross does

Understanding of
the nonprofit
(MOTUNDERS)

Career or
employment
opportunities
(MOTCAREER)

..—To learn or gain new experiences
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TABLE 2 (Continued)

Phase II: Ordered logistic regression

Advice of family,
friends and
acquaintances
(MOTSOC)

Hypothesis 1d

Self-esteem reasons
(MOTESTEEM)

Hypothesis 1e

Protective reasons
(MOTPROTEC1
&
MOTPROTEC2)

Hypothesis 1f

Hypothesis 2 Sense of belonging

(BELONG)

Perceived skills and usefulness

Hypothesis 3
in the use of ICT
(USEICT)

Social factors

Social influence
(SOCINF)

Hypothesis 4

Channel availability for two-way interaction

Availability of
specific channels
to give feedback
(AVAILCH)

Hypothesis 5

Source: Authors' own elaboration.

Perceived usefulness

...—Because others advised me

(family, friends, acquaintances...)

..—To take advantage of the time

and feel useful

..—Because I was unemployed and

had free time

...—Because I was retired and had

free time

Please rate the degree to which you

feel part of the Spanish Red Cross

Based on your experience, do you

think that digital technologies
(email, web browsing, social
networks, mobile applications,
among others) can be useful for
volunteering?

Please rate the degree to which you

feel influenced or pressured by
your closest environment
(especially family and friends) to
use new technologies

Please rate the availability of one or

more offline or online channels to
give feedback to the nonprofit (i.e.,
contribute with new ideas,
program operations, event
organization, etc.)

1-10 (1: low degree of
belonging; 10: high
degree of
belonging)

1-5 Likert scale (1:
not useful; 5: very
useful)

1-10 (1: very little
influenced; 10: very
influenced)

1-10 (1: low degree of
availability; 10:
high degree of
availability)

higher Factor 1 values, indicating that this cluster makes more intensive use of online channels.
However, both clusters have similar values of Factor 2, although Cluster 1 (in blue) has the
highest values in the use of offline channels.

In addition to this factor analysis, we depict the profile of both clusters according to their
channel usage as well as their sociodemographic characteristics in Table 3. On one hand, volun-
teers belonging to Cluster 1 (4891 individuals), or offline-oriented volunteers, mostly use offline

channels such as face-to-face and hardly use online channels, with the exception of email or
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FIGURE 2 Cluster analysis of Spanish Red Cross volunteers. Source: Authors' own elaboration using SPSS.

WhatsApp. These volunteers have face-to-face contact as a priority (3.76) and are more reluc-
tant to manage online channels such as the website, social media and apps. However, they pre-
sent a high use of email (3.49) and WhatsApp (3.47), because their use is unavoidable given the
ubiquitous nature of these channels. Email is essential for both mass and personalized commu-
nication of nonprofits, and WhatsApp is one of the most used applications for instant messag-
ing, replacing the traditional SMS.

On the other hand, volunteers included in Cluster 2 (2931 individuals), or online-
oriented volunteers, also combine both types of channels, but their usage of online channels
is more intense than offline ones. These volunteers have a more omnichannel profile than
those in Cluster 1, due to the greater interaction through all channels and the fact that they
use both types interchangeably despite their preference for online channels. They make
intensive use of email (4.55) and WhatsApp (4.47), but without abandoning face-to-face
interaction (4.34). As seen in Table 3, there is a large difference (more than 2 points)
between the average use of website, social media, and applications by Cluster 2 volunteers
and the average use of Cluster 1.

Regarding sociodemographic traits, both profiles do not present significant differences.
The profile of volunteers in Cluster 1 is female (55.7%), with an average age of 44.3 and
mostly higher education backgrounds (46.1%). Similarly, the profile of volunteers in Cluster
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TABLE 3 Volunteer clusters’ sociodemographic and channel usage characteristics.

Cluster 1 Cluster 2

(offline (online

Type of variable Variable Values profile) profile)
Sociodemographic Gender Male 44.3% 44.1%
Female 55.7% 55.9%

Age Average (in years) 44.3 41.9
Educational level No studies 0.3% 0.5%
Primary education 7.0% 12.0%
Secondary education 21.1% 24.9%
Higher education 46.1% 32.2%
Vocational training 25.4% 30.3%
Channel Offline channels Face-to-face 3.76 4.34
g (Boie) Postmail 1.35 2.83
Phone call 3.20 4.26
Online channels Email 3.49 4.55
Official website 2.10 4.15
Social media 1.75 3.93
WhatsApp or other 3.47 447
messaging applications

Mobile applications 1.42 3.55

Source: Authors' own elaboration.

2 is female (55.9%), with an average age of 41.9 and mostly higher education back-
grounds (32.2%).

4.2 | Ordered logistic regression

To reveal the possible influence that different drivers may have on volunteers’ omnichannel
behavior, we estimated three ologit models. The first model analyzed the effects on the total
dataset; the second examined the influence on offline-oriented volunteers (Cluster 1); and the
third model studied the effect on online-oriented volunteers (Cluster 2). Results are depicted in
Table 4.

42.1 | Results of full dataset analysis

We first analyzed the results without distinguishing between clusters. Regarding the “personal
or psychological factors” that may positively influence volunteers’ omnichannel behavior, the
relevant motivations are to seek a better understanding of the nonprofit or its beneficiaries; to
obtain skills, contacts or other benefits related to paid employment opportunities; the influence
of family, friends, acquaintances, and other social groups; and protective reasons, finding sup-
port for Hypotheses 1b, 1c, 1d, and 1f. However, contrary to expectations, results show that the
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motivations to volunteer due to prosocial values and self-esteem reasons do not explain
omnichannel behavior. Hence, Hypotheses 1a and 1le are rejected. Additionally, when volun-
teers are proud to be part of an organization, that is, they have developed a sense of belonging,
this is positively linked with volunteers' omnichannel behavior, thus validating Hypotheses 2.

As expected, the “perceived usefulness of using ICTs” (email, web browsing, social media,
and mobile applications), the social influence perceived by volunteers from their closest envi-
ronment to use new technologies, and the “availability of specific channels for volunteers to
give feedback” to the nonprofit have a positive relationship with the adoption of omnichannel
behavior, supporting Hypotheses 3-5.

As shown in Table 5, around one-third of volunteers adopt no (25%) or low (11%)
omnichannel behaviors; one-third have an intermediate omnichannel behavior; and one-third
adopt high (17%) or very high (17%) omnichannel behaviors, considering that the rest of the
variables are at their mean values.

Reviewing the plots with predicted probabilities of the different variables, we can highlight
the evolution of three of them: ICT usefulness, social influence, and availability of channels to
give feedback. As the levels of these three variables increase, the probability of adopting a non-
existent omnichannel behavior decreases, the probability of having an intermediate behavior
remains stable, and a slightly increasing trend is identified for the adoption of a high or very
high omnichannel behavior, although the probabilities are low (see Figure 3).

4.2.2 | Results of cluster analysis: Differences between offline-oriented and
online-oriented volunteers

We next compared the relationship between omnichannel behavior and its antecedents for
Clusters 1 (offline-oriented volunteers) and 2 (online-oriented volunteers). Regarding “psycho-
logical factors,” while the motivation to volunteer due to the influence of family, friends, and
acquaintances positively impacts the adoption of omnichannel behavior only for volunteers of
Cluster 1, motivation to volunteer for protective reasons are positively associated with the adop-
tion of omnichannel behavior only for volunteers of Cluster 2. Another difference lies in the
comparison of “social factors” and “channel availability for two-way interactions” between clus-
ters. Perceived social influence is a significant antecedent of omnichannel behavior for most
online-oriented volunteers, thus validating Hypothesis 4 for Cluster 2. However, the availability
of specific channels for giving feedback to the nonprofit has a positive impact in the adoption of
omnichannel behavior among offline-oriented volunteers, supporting Hypothesis 5 for volun-
teers in Cluster 1.

If we analyze the probability of adopting an omnichannel behavior within each cluster,
more than half of the volunteers who have a more offline profile present nonexistent (40%) or
low (14%) omnichannel behavior, given that the rest of the variables are at their mean values. A
third of offline-oriented volunteers (31%) have an intermediate level, while only 15% have high
(8%) or very high (7%) omnichannel behavior. In contrast, only a minority of online-oriented
volunteers adopt nonexistent (7%) or low (4%) omnichannel behavior. 21% present an interme-
diate omnichannel behavior, given that the rest of the variables are at their mean values. More-
over, as expected, the probability that this more omnichannel profile of volunteers will adopt a
high (29%) or very high (39%) omnichannel behavior exceeds 60% (see Table 5).

After analyzing the plots with predicted probabilities by cluster, we observe some additional
differences. As the levels of ICT usefulness, social influence, and availability of channels to
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Adjusted predictionsof ICT_usefulnesswith 95% Cls Adjusted predictionsof Sooial_influence with 85% Cis Adjusted fSpace_for_s with 95% Cis
4

FIGURE 3 Predicted probabilities of information and communication technology usefulness, social
influence and availability of channels to give feedback (all volunteers). Source: Authors' own elaboration using
STATA.
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FIGURE 4 Predicted probabilities of information and communication technology usefulness, social
influence and availability of channels to give feedback (Clusters 1 and 2). Source: Authors’ own elaboration
using STATA.

provide feedback increase in Cluster 1, results are similar to those of the total sample, in which
offline-oriented volunteers predominate. In contrast, when these three variables increase in
Cluster 2, the probabilities of adopting a specific omnichannel behavior are shown to be stable.
In other words, increasing the level of these variables does not entail a significant change in the
omnichannel behavior of online-oriented volunteers (see Figure 4).

4.2.3 | Sociodemographic variables

First, regarding gender, the fact that volunteers are women is positively linked to the adoption
of omnichannel behavior among online-oriented volunteers (Cluster 2). Second, our results
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show a positive relationship between the age of the volunteers and the implementation of
omnichannel behavior. And third, educational level and volunteer experience do not explain
the adoption of omnichannel behavior among volunteers. Except for gender, the results of the
other sociodemographic variables do not show any difference between clusters.

5 | DISCUSSION AND CONCLUSIONS

This study aims to contribute to existing nonprofit management literature by identifying the
main antecedents that may explain the adoption of omnichannel behavior by volunteers. Our
goal is to better understand how personal or psychological factors, perceived usefulness, social
factors, and channel availability for two-way interaction potentially influence the adoption of
this behavior, both in general and among different profiles of volunteers in terms of channel
mix, so that NPOs can enhance volunteer engagement and customize their relationship strate-
gies contingent on the particularities of each profile.

51 | Discussion of main findings

If we analyze the effects of the different motivations from Clary et al.'s framework on SRC vol-
unteers, differentiating between the two identified volunteer profiles (offline-oriented
vs. online-oriented volunteers), we can state that motivations based on relationships with the
social environment (family, friends, the nonprofit, etc.) influence omnichannel behavior among
volunteers with a more offline profile. Nevertheless, motivations that affect the adoption of
omnichannel behavior among volunteers with a more online profile include personal factors
based on individual priorities (having free time, wanting new experiences, etc.). This informa-
tion can be useful for nonprofit relationship marketing strategies. Knowing what motivates
their volunteers, depending on their channel-based profile, may allow these organizations to
adapt their relationship strategies, in this case reinforcing more community oriented or, alterna-
tively, more individually oriented approaches towards them.

Regarding the sense of belonging, when volunteers feel they are a part of the nonprofit, they
are more willing to indistinctly interact through several channels and contact points with mem-
bers of that community for a common aim, being more likely to adopt omnichannel behavior
(Wang & Handy, 2014). Volunteers, feeling that they are an integral part of the organization
(intrinsic motivation), positively value the opportunity to interact bidirectionally with NPOs in
the broader context of virtual communities that connect them multidirectionally with other vol-
unteers. Given this, nonprofit managers must take advantage of the opportunities offered by
social media as a two-way communication channel. Social media's interactive properties foster
new relationship and engagement models between nonprofits and their volunteers. In this par-
ticipatory, co-operative channel, people actively participate and share digital content that
inspires others to care about important issues. That is, social media play a key role in volunteer
management improvement, encouraging communication and interactions among individuals
(Seelig et al., 2019). In this way, sense of belonging may be also nurtured by omnichannel
strategies.

With respect to the perceived usefulness, previous research has mostly focused on the
importance of perceived skills and self-efficacy as prerequisites for the adoption of new technol-
ogies (Haski-Leventhal et al.,, 2018). Under this view, volunteers will not be able to
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interchangeably use offline and online channels in interactions with NPOs, if they do not have
any basic knowledge or skills when using at least some online channels. The fact that perceived
usefulness of using ICTs encourages the adoption of omnichannel behavior by offline-oriented
volunteers (Cluster 1), even though they have a more traditional profile in terms of channel
mix (and probably lower-level capabilities with online channels such as email or WhatsApp rel-
ative to Cluster 2) suggests that perceived usefulness is a key lever for the integrated use of off-
line and online channels.

As we can see in our findings, we cannot conclude that social influence affects omnichannel
behavior among the offline-oriented volunteers in Cluster 1. A possible explanation for this is
that, in the digital era, social influence mainly manifests itself through online means, namely
social media, and offline-oriented volunteers are subject to such pressures to a lesser extent.
Additionally, we should underscore that volunteers not only perform or adopt a specific behav-
ior (e.g., omnichannel behavior) due to social influence, but also due to individuals from their
immediate environment judging if the behavior in question is appropriate or not
(Jager et al., 2000). This type of influence, in contrast, is mostly deployed face-to-face.

In relation to channel availability for two-way interactions, in recent years with the prolifer-
ation of ICTs and social networks, volunteers with a more online profile do not just consider a
single channel; rather, they strategically use multiple channels when seeking information, eval-
uating alternatives, and making suggestions depending on what is convenient at each moment
of truth (Gao & Su, 2017). For this reason, the availability of several channels is necessary to
provide volunteers with multiple contact points with NPOs (Cortinas et al., 2019). Interestingly,
our findings show that having specific channels for volunteers to give feedback to the nonprofit
stimulates the adoption of omnichannel behavior, except among those volunteers who have a
more online-oriented profile. This is because these volunteers do not need a specific feedback
channel for this purpose due to their intensive use of online channels that allow for potential
interactivity at any time, from anywhere, such as social media. In contrast, volunteers who have
a more traditional profile and usually use offline channels, will tend to value more highly the
existence of specific channels (especially online) to provide feedback to the nonprofit.

5.2 | Managerial implications

After analyzing the antecedents of the omnichannel behavior of volunteers from a relationship
marketing perspective, it is necessary to explain the managerial consequences of adopting an
omnichannel approach from the perspective of nonprofits. On one hand, omnichannel manage-
ment represents an opportunity for nonprofits to leverage synergies between channels/tools
in synchronizing their interactions with volunteers across multiple contact points
(Brynjolfsson et al., 2013). By implementing an omnichannel strategy, NPOs can deploy a wide
range of technologies to track volunteer behavior across both physical and virtual environ-
ments, obtaining a more comprehensive knowledge of each volunteer. This may imply the ful-
fillment of volunteers' expectations, ultimately improving their experience. In fact, some
researchers demonstrate that individuals who utilize multiple channels to interact with an orga-
nization tend to exhibit higher levels of satisfaction and loyalty (Chen et al., 2018).

On the other hand, despite the potential of omnichannel management, nonprofits also face
relevant challenges. The omnichannel approach implies that organizations must manage the
data, campaigns, services provided, and so forth, in an integrated and coordinated manner
through multiple channels. This requires digital infrastructures that may put a strain on the
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cost organizations should assume, as well as the availability of qualified staff. Additionally,
tighter integration between online and offline channels/tools raises concerns about data secu-
rity, ethical violations, and privacy infringements. Thus, nonprofit managers must come up
with solutions to these problems (Chen et al., 2018).

Additionally, our findings show certain effects of sociodemographic factors on the adoption
of omnichannel behavior. Marketing literature has provided evidence that men tend to use
online channels more often than women, while younger people are more likely than older indi-
viduals to use internet and digital technologies (Akinci et al., 2004). Similarly, individuals with
a higher level of education use online channels more often compared with people with a basic
education (Soopramanien & Robertson, 2007). However, in a nonprofit setting, these premises
may not work the same way. In relation to gender, being female encourages the adoption of
omnichannel behavior among the volunteers with an online-oriented profile. However, educa-
tional level and volunteer experience (number of years providing volunteer services) do not con-
tribute to the adoption of this behavior.

In particular, and contrary to our expectations, the effect of age on this type of behavior is
opposite to expectations. Although it could be expected that younger volunteers adopt an
omnichannel behavior more easily, compared with older volunteers, results show that this is
not necessarily the case. Although younger people tend to make greater use of ICTs, better
managing these technologies does not necessarily imply the adoption of omnichannel behavior
in the nonprofit sector, where older people maintain a stronger direct relationship (personal
contact) with the nonprofit using offline channels, such as face-to-face or telephone. Addition-
ally, because nonprofits like SRC encourage the use of certain online channels, it becomes eas-
ier for all volunteers to use channels like social media or WhatsApp. In other words, older
volunteers may become accustomed to using online channels because, through participation in
offline activities or training opportunities, the nonprofit has reinforced their perception that
they may be useful for them to go online in some cases, and they now indistinctly use some
online channels in addition to offline ones. In contrast, younger volunteers may exclusively use
online channels in many cases to interact with the nonprofit, hardly using offline channels.
They are more digital, but not necessarily more omnichannel.

This research also has relevant implications for nonprofit practitioners who adopt a contin-
gency approach based on identifying different profiles of omnichannel behavior among volun-
teers. To encourage their engagement and loyalty, NPOs should segment their volunteer base
into two groups of volunteers, that is, more offline-oriented versus more online-oriented volun-
teers. In this way, they could give them what they want through the channel they prefer,
increasing their involvement in the NPO's activities and loyalty. Furthermore, the knowledge
about the differences between the two clusters may be useful for different communication sys-
tems, depending on the means available and the participants involved in the system. Although
it would be interesting to analyze this in detail in future research lines, in Table 6, we can see
some advice for practitioners to better manage the relationships with offline-oriented and
online-oriented volunteers.

5.3 | Limitations and further research
Finally, our research has some inevitable limitations. First, due to the novelty of this topic in

the nonprofit sector, we do not have an established body of nonprofit literature to guide the dis-
cussion of our research findings. Second, the empirical study is limited to the channels/tools
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TABLE 6 Advice for nonprofit organizations to manage relationships with volunteers contingent on

volunteer channel usage.

Strategies for managing relationships with
offline-oriented volunteers (Cluster 1)

Provide face-to-face a more individualized
treatment to better identify the needs and
expectations of volunteers

Promote the acquisition of basic knowledge or
digital skills for using at least some online
channels (WhatsApp, email, the nonprofit
website, etc.)

Organize face-to-face events where volunteers can
interact with professionals and other volunteers,
also using influencers to reinforce community-
oriented motivations for intensifying
omnichannel commitment

Use the “word of mouth” strategy, reaching a
greater number of volunteers through their
family, friends, and closest environment

Identify new sources of perceived usefulness that
volunteers may have to use online channels in
the future (reach new places, networks, or
communities, increase interactions at an
international level, etc.)

Provide adequate information and support to
convince volunteers that the use of online
channels does not necessarily entail a loss of
privacy or an unsurmountable risk to personal
data

Increase availability of online channels between
volunteers and the NPO, coupled with NPO
usage of such channels for two-way interaction

Source: Authors' own elaboration.
Abbreviation: NPO, nonprofit organizations.

Strategies for managing relationships with
online-oriented volunteers (Cluster 2)

Reinforce the virtual community with volunteers
(created through online channels and social
media) to better identify their individual needs and
expectations

Guarantee an adequate attention through the
different online channels used by volunteers,
providing consistent information services, etc.
regardless of channel

Invest resources in training nonprofit practitioners in
digital competences to improve relationships
through online channels

Strategically use multiple channels, depending on
what is the objective at each moment: recruiting
new volunteers, engaging the existent ones, etc.

Using new technologies to track volunteer behavior
across virtual environments, obtaining a more
comprehensive knowledge of each volunteer
through data analytics

Provide solutions to concerns about data security,
ethical violations, and privacy infringements

Improve the integration between offline and online
channels for two-way interaction, and stimulate
the use of new channels

used in Spain by SRC volunteers. There are country differences in NPO types, volunteer profiles
(e.g., the mix between formal and informal, or regular and episodic), regulations, and manage-
ment practices that must be considered before attempting any generalization of our results to
other countries. Likewise, there are differences in channel usage by volunteers across countries,
although there are some relevant commonalities too, like the unstoppable growth in the use of
social media (Nahkur et al., 2022). Third, we used an online questionnaire sent by the SRC to
its volunteers via email. This fact may imply some biases despite our attempts to mitigate them.
Fourthly, adequately measuring the omnichannel behavior of volunteers is difficult, as it entails
seamless marketing integration across multiple channels. This concept is not only based on the
use of channels by volunteers, but also on individual perceptions of such usage and on support-
ive organizational strategies. Finally, although relevant antecedents of the volunteer
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omnichannel behavior have been considered in this work (especially multiple motivations), we
have not examined all potential determinants. The identification of additional antecedents of
omnichannel behavior could be an interesting future research line, together with differentiation
according to volunteer and NPO types.
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