
Abstract
This paper presents a study of the volunteer as an essential agent in the success of any
event, and offers recommendations for improving management of megaevents. To achieve
this goal we propose a structural model that analyses the multidimensionality of the val-
ue concept as antecedent of perceived value, satisfaction and loyalty. The study sample
consists of volunteers who participated in the World Youth Day held in Madrid in 2011,
obtaining a total number of 1427 cases. The results support all the hypotheses presented
in the proposed model. Thus, it confirms that the multidimensionality of the value (spiri-
tuality, social value, play and efficiency) is an antecedent of perceived value while con-
firming the perceived value-satisfaction-loyalty chain. The most important background is
play which shows that volunteering is better understood as entertainment, not as a job.

Keywords: Event, mega event, volunteerism, value, perceived value, satisfaction, loyalty.

JEL codes: J28, M54, M12, Z12.

1. Introduction

Using events as acts with a limited duration that empower attributes of a desti-
nation like knowledge, image and notoriety is an increasing phenomenon with
numerous associated benefits (Hall, 1992; Lee and Taylor, 2005; Laws, 1995; Mon-
ga, 2006). Aligned with this strategic interest, the events management literature
repeatedly underlines how difficult it is to coordinate the various stakeholders
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(Shone and Parry, 2004; Goldbaltt, 2001. This difficulty is an addition to the usual-
ly mentioned need in tourism of combining different groups of interest (Lee et al.,
2010). This is made worse in the case of events because the existing conditioning of
a strong time limitation.
Volunteers are one group of stakeholders, with a particular role in big events,

because they are needed in large numbers to help with the event. Volunteers are a
highly involved public with very specific characteristics (a high level of involvement
with a possible lack of professionalism) that distinguish them from a labour force
(Gallarza et al., 2009; Kemp, 2002).
Nevertheless, not every big event is the same, thereby conditioning volunteer profile,

motivation and satisfaction even further. This study focuses on a religious event where
volunteers seem to have higher altruist motivations (Gallarza et al., 2009; Gallarza et
al., 2010) and greater involvement than in other events. Events in tourism is a rising line
in tourism research and we predict a very fruitful future for religious tourism.
The main objective of this study is to examine volunteers’ evaluation of their

experience of the event. The study applies multidimensional scaling (Gallarza et al.
2009; 2010) to classic consumer behaviour variables, such as perceived value, satis-
faction and loyalty as behavioural intention on a mass religious event held in August
2011 in the city of Madrid (World Youth Conference 2012)
The present paper is intended to contribute to the line of investigation into vol-

unteers’ experience at events, by studying a less known and less studied religious
event. To achieve this goal, this paper is structured as follows: Below there is a review
of terms like religious tourism, event typology and volunteering. Followed by a study
of volunteers’ assessments of their experience at events with the proposed model.
Section 4 describes the empirical study, its objectives and methodology. Section 5
presents and analyses the results and, finally, Section 6 discusses the conclusions and
recommendations for managing volunteers, the limitations of the study and future
lines of investigation.

2. Literature review: volunteering and events

2.1. Religious tourism and events

The most common form of religious tourism: pilgrimage is acknowledged as one
of the oldest types of tourism (Jacobsy and Smith, 1992), and has generated plenty
of literature in this field (Raj and Morpeth, 2007; Timothy and Olsen, 2006; Sharp-
ley and Jebson, 2011). Nevertheless, it is curious to observe that in the research of
events in tourism, religious events have been little studied in comparison to sports,
cultural or other megaevents. This fact can be explained because not even its con-
ceptual delimitation or its categorisation in different typologies is unanimous in lit-
erature. So, such events can be considered both religious and/or cultural events
(Ritchie, 1984), even though they have special features (Gallarza et al., 2010). Aca-
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demic researchers are therefore interested in the conceptual definition of religious
events. The economic impact of religious tourism is also an area of interest (Vucon-
ic, 2002) particularly from the managerial point of view.

2.2. Categorisation of the religious event in events typologies

As Brown and James (2004) point out, there are as many definitions of event as
there are authors, in addition to the terminology regarding “special event”,
“megaevent” and “Hallmark event”. The special event concept can be defined as
“unique, infrequent events that take place outside normal activities. For consumers
they are an amusement opportunity, a social or cultural experience that goes beyond
their daily experience” (Getz, 2000). Goldblatt (1977) also specifies they are unique
and occasional, a unique moment in the time celebrated with a ritual that satisfies a
need. Allent et al. (2002) describe special events as celebrations, presentations or per-
formances with a specific ritual created because of a special occasion and with the
objective of obtaining specific social, cultural or corporative goals.
A Hallmark event adds to the special event term the capacity to create image and

notoriety; thus Getz (2000) considers that “some events have acquired a level of
remembrance and reputation that the images of the event and of the community have
achieved to be inseparable”. “Hallmark event” is translated in Jafari (2000) as
“emblematic event”, very closely aligned to Graham et al.’s (1995) proposal, that
such events “mark a historical highlight”.
As regards megaevents, theprefix “mega”means very large in Greek and a million

in the metric system, so megaevents are events with a great impact or attraction “that
bring an extraordinary level of tourists, media coverage, prestige or economic impact
for the host community” (Getz, 2000). One of the most complete definitions is the
one Donald Getz provided at a conference at the Swedish Institute for Regional
Research in 1997: events planned with a limited duration that have an extraordinary
impact in the area hosting them, in one or more of the following aspects: number of
tourists, visitors expenses, notoriety that leads to greater familiarity and a better
image, the development of infrastructures and related organizations that substan-
tially increase the appeal and capacity of the destination” (Fayos-Sola, 1997)
Nevertheless, despite the numerous categorisation efforts (Ritchie, 1984; Getz,

1997; Maure, 2007), it is sometimes difficult to mark out and apply the megaevent
notion because it is a relative concept that depends on two factors: the size of the host
community and the type of impact expected. So, these events vary a lot in relation to
their size and complexity: they can be simple and small, like a village carnival, or much
larger and more complex and international, like the Olympic Games (Shone and Par-
ry, 2004). In order to understand this complexity, different authors have provided
typologies and many of them have developed classifications related to their diversity,
sector, or even market (Ritchie, 1984; Getz, 1997; Goldblatt, 1997; Watt, 1998;
Bowdin et al., 2001; Shone and Parry, 2004, Van Der Wagen, 2006; Maure, 2007).
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Ritchie´s classification (1984) clearly collects the field of study of this paper in
that it considers a group named Religious and Cultural Events. These events are
described as non-commercial events but make an important contribution to tourism
in specific regions. According to this author, its main objective is perhaps not to pro-
mote tourism (for instance, a Royal Coronation) but they attract a mass of visitors.
Examples of the importance of some religious events are Hagg at the Meca (Saudi
Arabia), a sacred annual pilgrimage for Muslims, attended each year by approxi-
mately 3.4 million people. Also, the Pope’s visits to Catholics: the literaturereports
John Paul II’s visits to Ireland and the USA, where masses were held for more than
one million people in Dublin, New York and Boston (Tum et el., 2009), and Bene-
dict XVI’s visit to Valencia (Gallarza et al., 2009 and 2010). Few categories of events
are able to generate crowds like these, but there has been scanty academic interest,
which we attempt to remedy with this empirical work.

2.3. Volunteers as specific stakeholders in a megaevent

One common aspect in every type of event is human resources administration,
which is specifically characterised in megaevents by the complexity of dealing with
different agents in a very limited time and space (Tum et al., 2009; Getz, 2005; Getz
and Wicks, 1994; Bowdin et al., 2001). From amongst all the agents that take part
in these events (workers, volunteers, managers and executives), volunteers are
becoming the largest group (Goeldner et al., 2000; Kemp, 2002; Gallarza et al.,
2009). As Getz (1991) notes, volunteer participation in an event is absolutely crucial
for success.
The origin of this kind of volunteerism can be found in the traditional habit of

organisers of sports or cultural events of involving residents in the organisation as a
way of citizenship participation, which has often been multitudinous (Tosum, 1999
and 2006). Nevertheless, what originated in residents’ good will is nowadays a need.
There is currently increasing dependence on volunteers to make events economical-
ly and functionally viable (Chalip, 2000; Green and Chalip, 1998). This approach
represents a big challenge for managers. However, De Cuskelly et al. (2004) empha-
sise that organisers usually consider volunteers as a free workforce and they do not
consider improving their management of volunteers.
Many authors have noted that difficulties in managing volunteers are different to

those related to employees. Vidal and Villa (2007) consider the following challenges
in managing volunteerism: creating a managing model that is useful not only for
employees but also for volunteers; organisations’ need to adapt to new profiles of
volunteerism; incorporating people from the business world into nonprofit organi-
sations and, lastly, consolidating teams with a precarious economic situation in non-
profit organisations. Volunteers and employees increasingly have to work together as
a team, and as Pauline and Pauline (2009) indicate understanding the motivation and
orientation of all the groups involved will make management of the event more effec-



tive. Even more, Garner and Garner (2011) also underline the need to look after and
improve the relationship between employees and volunteers.
Additionally, nowadays organisations that manage volunteers are dealing with

the emergence of new trends in volunteerism that affect both recruitment and with-
drawal. Firstly, volunteering rates have stabilised and are beginning to slow down
and withdrawal rates are often very high (Cortes et al., 1998; Mota and Vidal, 2003;
Vecina, 2001). Secondly, we have found that some organisations attempt to retain
volunteers but their main objective is to turn permanent volunteers into donors (Gar-
ner and Garner, 2011).
All the above aspects from the academic ones related to the problems of concep-

tual and typological delimitation of eventsand professional aspects related to mana-
gerial practices, point to the relevance of megaevents management. It is also very rel-
evant to study events volunteers as a group and their management, and their specific
features in relation to other types of volunteers and also to a workforce.

3. Evaluation of volunteerism experience in events

The literature on volunteerism is very varied because it is approached from dif-
ferent disciplines and the sociological components of the phenomenon vary greatly
between countries and cultures. Getz (1997) points out that although events volun-
teers are different from other types of volunteers, all of them share some common
characteristics which are useful for improving the way they are managed. These
characteristics include in particular: enthusiasm with the event, lack of experience
and need to practice, and for a lot of them, a search for fun and entertainment. Clary
et al (1996), however, consider that there may be different motivations among vol-
unteers in different contexts and areas in the same organization.
It is also necessary to consider that volunteer behaviour as a consumer is complex

(Kim et al., 2010). Their motivations are very varied, as some previous studies report
(e.g. Anderson and Moore, 1978; Cnaan and Goldberg-Glen, 1991; Farmer and
Fedor, 2001; Knoke and Prensky, 1984; Miller, 1985). A religious event also has par-
ticularities related to volunteers, not only because of their large numbers but also
because these volunteers show a higher altruistic motivation (Gallarza et al., 2009,
2010) and much more involvement with the event.
This study uses a conceptual model of volunteer experience based on the work by

Gallarza et al. (2010) (See Figure 1). This model is based on the experiential and
multidimensional nature of consumption value. The model considers the variable
value as a central axis in the volunteer experience (Holbrook and Hirschman, 1982;
Sheth et al., 1991; Babin et al., 1994; Holbrook, 1999). This perception of value has
four precedents that reflect the dimensions of spirituality, social value, entertainment
and efficiency in the volunteer experience.
Among the many values from the other-oriented dimension, spirituality is

undoubtedly the most suitable value for the investigated experience. This first rela-
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tionship cannot be corroborated in literature because of the lack of previous studies.
Nevertheless, recent works do show that religious practices positively influence the
practice of volunteerism (Tao and Yeh, 2007). Therefore we posit:

H1: Increased spirituality directly and positively affects perceived value of the vol-
unteer experience.

This other-oriented dimension also takes into account esteem and status in a pos-
itive dimension called social value (Holbrook, 1999). In addition to the theoretical
support that social value provides in other value dimensionalities (Sheth et al., 1991;
Sweeney and Soutar, 2001), Social Value must be measured in a volunteerism expe-
rience because it is closely connected with the desire for sociability (Pérez Álvarez,
2003). Other works also measure a positive relationship between Social Value and
Perceived Value (Ledden et al., 2007; Gallarza and Gil, 2006b) and thus we posit:

H2: An increase in Social Value directly and positively affects the Perceived Value of
the volunteer experience.

The variables Efficiency and Play were chosen for the self-oriented dimension
because they are active values more closely linked to volunteerism than reactive val-
ues (Holbrook and Hirschman, 1982; Holbrook, 1999). Play corresponds to active
hedonism, which is to be involved in a fun and enjoyable activity (“play” in English).
This hedonic dimension is present in volunteerism (Monga, 2006). We expect Play
to be related to Perceived Value as in other studies on tourism services (Lee et al.,
2007; Sparks et al., 2008). Therefore we posit:

H3: An increase in Play directly and positively affects the Perceived Value of the vol-
unteer experience.

The second self-oriented dimension is Efficiency, which in our study refers to time
management in the organisation of the event and the volunteers’ tasks. This rela-
tionship is confirmed in previous investigations on volunteerism in special events
(Farrel et al., 1998), as well as in other investigations on value antecedents, as in Gal-
larza and Gil (2006a) or Ledden et al. (2007). So, we posit a last positive relation-
ship between value antecedents and perceived value in the following hypothesis:

H4: An increase in Efficiency directly and positively affects the Perceived Value of
the volunteer experience.

The negative aspect of value understood as trade-off (costs or sacrifices) was con-
sidered to involve only time and effort (Berry and Yadav, 1997). From among the
more usually recognized costs in the consumption function (price, risk and time as
detailed in Gallarza and Gil, 2006a), time and effort are the most suitable for vol-
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unteerism, where the volunteer has an opportunity cost but not a monetary cost or
other consumption sacrifices like perceived risk.

H5: An increase in effort and time directly and negatively influences the Perceived
Value of volunteer experience.

In the construction of our model, these five dimensions are considered to be direct
antecedents (4 positive and 1 negative) of a first endogenous variable, Perceived Val-
ue.
Finally, the model introduces a chain of effects between global perception of val-

ue, a satisfaction evaluation and the likelihood of repetition and/or recommendation
(H6 and H7), based on the means-end consumer behaviour approach. This is a very
common chain in post purchase consumer behaviour studies (e.g. García and
Rodriguez, 2011; Flores and García, 2012; Currás-Pérez and Sánchez-García, 2012),
but less frequent in the scanty studies on satisfaction and loyalty in volunteers at reli-
gious megaevents. This lack of studies implies an important research opportunity,
but complicates the conceptualisation and instrumentation of that chain. Marketing
approaches satisfaction from a universal standpoint of satisfaction (Bowen and Clar-
cke, 2002), that is, considering it as a fulfillment response (Oliver, 1997).
Loyalty is more difficult to measure in volunteerism and even more so in such a

specific area as a religious megaevent, because an individual is unlikely to have the
opportunity to repeat this kind of event (Farrel et al., 1998). So, loyalty must be meas-
ured from the behavioural perspective (repetition or predisposition to repeat volun-
teerism), and from the attitudinal dimension (predisposition to recommendation).
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Figure 1. Conceptual Model
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4. Methodology

4.1. Description of the investigated event

World Youth Congress (WYC) is a religious and cultural event that has been held
every three years since 1985, and gathers young people from all over the world for
one week. It is the most international and multitudinous event organized by the
Catholic Church worldwide. According to the theoretical framework, because of its
dimension and features, WYC would be a religious (cultural) event under Getz’s clas-
sification (1997). It would be a religious and cultural event according to Ritchie
(1984), a megaevent taking its size and importance into account (Getz, 2000), and a
national event with foreign participation, non- governmental and assigned to the cul-
tural sector, according to Maure’s classification (2007).
According to Europa Press (14/08/2011), more than a million young people

attended the WYC event in Madrid in August 2011. They came from 139 countries
in the five continents. According to WYC Madrid 2011organization data, following
other WYC percentages, one third approximately comes from the metropolitan area
of the city in which the event takes place, another third comes from the organizer
country and the rest are pilgrims from countries all over the world. The most numer-
ous delegations are those from Italy, France, Poland, Germany and the USA. Atten-
dees are in the 15-30 years old age range, with an average age of 23.9 years. 43%
are women and 57% are men (many of them university students)
There were close to 22,400 volunteers at the WYC. Two clearly different profiles

were identified: contributor and volunteer. Contributors are people that help with the
event but are less involved with its management. Their involvement centers on the
task assigned and they depend on the diocese parishes (they are known as diocesan
volunteers). Volunteers are people that depend directly on the WYC Volunteer
Organization and this organization assigns their tasks and plans their work.
Volunteers were recruited basically through mass media, social networks and

parishes, and significant word-of-mouth among young people. The final selection
was made through interviews and general and specific training sessions for all of
them.
Volunteers(Europa Press 14/08/2011) were between 20-23 years old, and came

from Spain (12,185), Poland (1,048), Italy (182), Mexico (91), France (81), Demo-
cratic Republic of Congo (67), Slovakia (53), Croatia (52), Brazil (48), Portugal (40)
and the USA (37). Volunteers were responsible for a variety of tasks like assisting
participants and reception at train stations, bus stations and airports; information to
pilgrims at info points in the city; platforms and social networks management; col-
laboration in the Press Centre, translation and interpreting; in events logistics and
order, accompanying authorities and group coordination.
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4.2. Study aims

The main objective of this study is to obtain a structural model that corrobo-
rates the scales in the literature on Value, Perceived Value, Satisfaction and Loyalty
applied to volunteers’ experience in a religious megaevent. As a secondary objective,
the study attempts to confirm the multidimensionality of perceived value, applied
to volunteers, while establishing the impact of each dimension on overall value.
Finally, the study also aims to verify the value-satisfaction-loyalty chain of conse-
quences.
The study uses a multidimensional value scale from the literature (Gallarza et al.

2009 and 2010), which was built on the basis of studies on the experiential and mul-
tidimensional nature of consumption values (e.g. Babin et al. 1994; Farrel et al.,
1998; Holbrook, 1999; Strigas and Newton-Jackson, 2003; Monga, 2006) and
applies it to the religious and multitudinous event that took place in Madrid in
August 2011.

4.3. Methodology

The study uses two qualitative methodologies in the form of in-depth interviews
combined with focus groups. Three in-depth interviews (50 to 60 minutes) were con-
ducted with experts from the WYC Organization (the head of volunteer organiza-
tion, the head of volunteer training, and the head of volunteer communication), and
three role-playing sessions with different volunteer profiles. The selection of focus
group participants is very important (Soler, 1997; Veal, 2006) Participants were
selected on the basis of their affiliation as volunteers: belonging to a NGO or to a
Catholic movement and participation in previous congresses, and social volunteers,
university students and with no experience in congresses. Sampling was exploratory
“ad libitum” sampling (Soler, 1997) because there were no preliminary categories
(except that of being a WYC volunteer).
From the information obtained in the qualitative phase, a pre-test with ten vol-

unteers was carried out, and with these results some aspects were modified. First, a
10-point Likert scale was adopted because it was considered easier to answer than
the original one. Secondly, one answer option was added to the scale NA (Not Appli-
cable). Then, the wording of several items was modified to make them clearer.
Finally, some questions were added on the identification of profiles, the type of

work performed and its duration (to distinguish between permanent and occasional
jobs), volunteer origin (diocesan or WYC web), as well as volunteer type (contribu-
tor or volunteer).
Permission to access the WYC volunteer database was obtained, but not the total

database of 22,000 volunteers (that included diocesan volunteers). The question-
naire was sent by e-mail to 5,000 volunteers, including a text introducing the survey
with its academic and non-profit aim, two weeks after the end of the event.



A total of 1,427 valid questionnaires were collected: Table 1 shows the descrip-
tion of survey respondents. There is a high percentage of volunteers with previous
experience (57%). They are also highly educated, because more than 80% were uni-
versity students or graduates. Most respondents are young women (living in Madrid
(the host city).
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Table 1. Sample description

Sex

Men 635 44.50%
Women 792 55.50%

Origen

Madrid 720 50.46%
Other Places in Spain 436 30.55%
Foreigners 271 18.99%

Education

Primary 17 1.19%
Secondary 234 16.40%
College 1176 82.41%

Previous Experience

Never 616 43.17%
Once 239 16.75%
Many 572 40.08%

Length of voluntary service

Unknown 43 3.01%
One Week 1072 75.12%
Whole year 285 19.97%
More than a year 27 1.89%

Type of registration

Unknown 39 2.73%
Individual 439 30.76%
In group 949 66.50%

Age

Less than 20 301 21.09%
20 to 24 423 29.64%
25 to 29 253 17.73%
30 to 34 185 12.96%
35 to 39 105 7.36%
40 to 44 62 4.34%
45 to 49 49 3.43%
More than 50 49 3.43%

N = 1427



5. Results Analysis

5.1. Scales validation

The following analysis was run to validate the proposed scales (see Tables 2, 3
and 4): Cronbach's alpha coefficient, average variance extracted (AVE), correlations
between constructs and correlations of the indicators with their respective construct
(loadings) and with the other constructs (cross loadings). These analyses are done to
assure scale reliability, discriminant validity and convergent validity.
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Table 3. Inter-constructs correlations: consistence and reliability test

alpha CR Sp SV Play Effi Sacr Value Sat Loy

Spirituality 0,869 0,920 Spirituality 0,890
Social Value 0,829 0,868 Social Value 0,489 0,653
Play 0,836 0,880 Play 0,482 0,763 0,743
Efficiency 0,898 0,928 Efficiency 0,353 0,498 0,552 0,874
Sacrifice 0,870 0,920 Sacrifice 0,263 0,172 0,144 0,107 0,890
Value 0,898 0,951 Value 0,475 0,641 0,742 0,476 0,196 0,953
Satisfaction 0,931 0,967 Satisfaction 0,473 0,579 0,652 0,419 0,172 0,761 0,967
Loyalty 0,857 0,912 Loyalty 0,412 0,588 0,681 0,469 0,088 0,734 0,711 0,881

Table 2. Scales Depuration

alpha if
alpha

item elim.

Sp1 0.869 0.810
Sp2 0.809
Sp3 0.828

SV1 0.829 0.815
SV2 0.801
SV3 0.817
SV4 0.813
SV5 0.816
SV6 0.813
SV7 0.812
SV8 0.825
SV9 0.794

Play1 0.836 0.810
Play2 0.824
Play3 0.795
Play4 0.781
Play5 0.816
Play6 0.825

alpha if
alpha

item elim.

Effi4 0.898 0.876
Effi5 0.858
Effi6 0.839
Effi7 0.897

Sacr1 0.870 0.817
Sacr2 0.810
Sacr4 0.824

Value1 0.898 na
Value2 na

Sat1 0.931 np
Sat2 np

Loy1 0.857 0.818
Loy2 0.748
Loy3 0.830



We accept the reliability of the eight scales because in all cases Cronbach's alpha
is greater than 0.7 (see Table 2), the commonly accepted threshold (Nunnally, 1979).
To reach these levels the scales have been purified by removing the items that reduced
Cronbach's alpha. We removed three items of Spirituality (Sp4, Sp5 and Sp6), three
of Efficiency (Effi1, Effi2 and Effi3), one of Sacrifice (Sacr3) and one of Satisfaction
(Sat3).
Table 3 shows that Cronbach's alpha coefficients for all the constructs are suffi-

ciently high, surpassing the 0.7 threshold (Nunnally, 1979) in all cases, with a min-
imum of 0.829 for Social Value. Composite reliability (CR in Table 3), which is a
more accurate measure that does not assume equal item weight (tau equivalency), is
even higher, for all constructs with values above 0.86. Table 3 also shows the AVE
and correlations between pairs of constructs. Comparison of the square root of AVE
(diagonal elements in Table 3), with correlations between constructs (off-diagonal
elements in Table 3, which summarizes the association between different constructs)
shows that each construct is more related to its items that with the other constructs.
An exception is Play that correlates more highly with Social Value. The explanation
for this must be sought in the affective nature of both constructs, probably related
with the great importance of the affective dimension of the experience for volunteers.
All constructs have an AVE value exceeding the recommended threshold of 0.50
(Fornell and Larcker, 1981; Chin, 1998).
Discriminant validity has been ensured by Sweeney and Soutar’s (2001) first cri-

terion: validity exists when correlations between constructs are significantly less than
1, as in our case (Table 3). The highest correlations are between the dimensions of
Social Value and Play, and between the three endogenous variables: Value, Satisfac-
tion and Loyalty.
Table 4 shows the correlations of each indicator with its construct (loadings) and

other constructs (cross loadings), which helps to confirm the convergent validity of
the scales. Although there are some cross loadings, all indicators load more on their
own construct than on other constructs and all constructs share more variance with
their indicators than with other constructs.
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5.2. Analysis and results of the structural model

Figure 2 shows the proposed model estimated by the PLS method. This study uses
the algorithm MultiBlock Partial Least Squares Path Modeling (MBPLSPM), which
provides better results than the classical PLS (factors with greater explanatory capa-
bility and coefficients with lower standard error) (Arteaga et al., 2010).
All coefficients are significant. The model explains 58.30% of the variance of Val-

ue, the 57.87% of the variance of Satisfaction, and 50.49% of the variance of Loy-
alty.
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Table 4. Item to scale correlations

Sp SV Play Effi Sacr Value Sat Loy

Sp1 0.890 0.410 0.404 0.305 0.236 0.411 0.425 0.351
Sp2 0.897 0.481 0.479 0.315 0.257 0.435 0.424 0.389
Sp3 0.884 0.414 0.402 0.321 0.207 0.422 0.415 0.360

SV1 0.218 0.628 0.448 0.253 0.124 0.370 0.312 0.351
SV2 0.411 0.751 0.583 0.367 0.155 0.529 0.460 0.470
SV3 0.267 0.572 0.403 0.268 0.198 0.306 0.284 0.275
SV4 0.343 0.613 0.478 0.316 0.186 0.380 0.369 0.350
SV5 0.314 0.636 0.491 0.369 0.004 0.433 0.406 0.416
SV6 0.307 0.658 0.533 0.394 0.062 0.431 0.368 0.399
SV7 0.345 0.652 0.509 0.325 0.092 0.403 0.389 0.386
SV8 0.216 0.525 0.352 0.224 0.108 0.299 0.281 0.248
SV9 0.398 0.797 0.624 0.375 0.117 0.536 0.473 0.484

Play1 0.461 0.567 0.747 0.357 0.183 0.583 0.538 0.498
Play2 0.290 0.453 0.680 0.380 0.090 0.503 0.446 0.460
Play3 0.312 0.596 0.795 0.451 0.045 0.576 0.495 0.573
Play4 0.432 0.631 0.855 0.469 0.150 0.664 0.546 0.563
Play5 0.336 0.636 0.716 0.488 0.065 0.543 0.474 0.527
Play6 0.292 0.509 0.643 0.288 0.098 0.393 0.383 0.390

Effi4 0.269 0.361 0.415 0.845 0.078 0.347 0.311 0.357
Effi5 0.294 0.407 0.453 0.885 0.102 0.388 0.334 0.383
Effi6 0.300 0.434 0.489 0.917 0.070 0.414 0.347 0.412
Effi7 0.354 0.513 0.547 0.849 0.117 0.488 0.447 0.467

Sacr1 0.238 0.159 0.147 0.107 0.894 0.175 0.160 0.098
Sacr2 0.258 0.177 0.139 0.092 0.912 0.200 0.173 0.081
Sacr4 0.197 0.112 0.088 0.086 0.863 0.139 0.115 0.050

Value1 0.440 0.598 0.696 0.445 0.167 0.951 0.716 0.690
Value2 0.465 0.624 0.718 0.461 0.206 0.954 0.733 0.708

Sat1 0.461 0.557 0.627 0.394 0.167 0.736 0.967 0.683
Sat2 0.455 0.563 0.634 0.416 0.164 0.736 0.967 0.691

Loy1 0.266 0.455 0.514 0.344 0.048 0.548 0.508 0.845
Loy2 0.413 0.571 0.672 0.443 0.083 0.678 0.624 0.907
Loy3 0.390 0.520 0.601 0.438 0.094 0.692 0.715 0.889



Results shown in Figure 2 support every hypothesis in the proposed model, con-
firming that value multidimensionality (spirituality, social value, play and efficiency)
is an antecedent of perceived value and also confirming the value-satisfaction-loyal-
ty chain. The most significant antecedent is Play (0.548), showing that volunteerism
is understood as entertainment and not as a job, in accordance with the most mod-
ern conceptualizations. In general, these results establish stronger links between the
variables in the model, especially Sacrifices that in this case is significant.
Table 5 shows the estimated coefficients of the structural model with its corre-

sponding confidence intervals. It also includes the corresponding p-value. The table
shows that every coefficient is significant.
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Table 5. Estimated Coefficients for the structural model and their Confidence Intervals

From To Coeff CI95% p-value

Spir Value 0.111 0.063 0.161 <0.0001
SV Value 0.126 0.064 0.192 0.0001
Play Value 0.548 0.480 0.616 <0.0001
Effi Value 0.065 0.024 0.107 0.0021
Sacr Value 0.060 0.018 0.101 0.0056
Value Sat 0.761 0.724 0.794 <0.0001
Sat Loy 0.711 0.672 0.745 <0.0001

Figure 2. The model, estimated

Spirituality

Social Value

Play

Efficiency

Value
R2= 58.30%

Sacrifices

Satisfaction
R2= 57.87%

Loyalty

R2= 50.49%

0.111

0.126

0.548

0.065

0.761

0.711

0.060

Finally, Table 6 shows the explained variance percentage (R2), and the corre-
sponding bootstrap confidence interval for every endogenous construct. The confi-



dence interval limits have been estimated using bootstrap (Efrom and Tibshirani,
1993) on 1,000 samples with replacement from the original data set. Analysis of
these percentages shows the value-satisfaction-loyalty chain robustness: more than
50% of satisfaction and loyalty variance is explained by their antecedents.

6. Conclusions

This paper has categorically validated the structure and the model, confirming
that Value variable multidimensionality (Spirituality, Social value, Play and Efficien-
cy) is an antecedent of Perceived Value, and also confirms the value-satisfaction-loy-
alty chain.
The study also suggests other partial conclusions that ratify those obtained in

previous studies. First, it confirms Perceived Value multidimensionality as a trade-
off between positive and negative variables. It also proves that perceived value is
applicable to volunteerism. In our study volunteers perceive high social and per-
sonal value from this experience (Strigas and Newton-Jackson, 2003) implying a
high level of satisfaction that becomes loyalty to the organization and to the expe-
rience of volunteerism itself. This loyalty is both behavioural (intention to repeat
the experience) and attitudinal (willingness to recommend the experience to oth-
ers). Thus, this study confirms the strength of the links chain suggested between
Perceived Value, Satisfaction and Loyalty, this time in a little explored setting like
volunteerism.
These findings have implications for volunteer management in events. Some of

the great challenges in volunteer management that organizations face have emerged
from the quantitative and qualitative analysis. Some of those challenges have already
been discussed before in literature and others are closer to the idiosyncrasy of the
studied event.
First of all, better understanding of the mechanisms that lead to volunteers’ fideli-

ty is a priority. Lack of knowledge on factors and processes that affect volunteerism
(Dávila and Chacón, 2004) prevents organizations from making the best use of vol-
unteers.
In fact, the most relevant second variable to build the perceived value of volun-

teerism also has a clear social component. Spirituality is also significant because of
the event’s religious characteristics. Efficiency is less significant, probably because of
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Table 6. Explained variance (R2) for each endogenous construct and confidence interval

R2 CI95%

Value 58.30% 53.75% 62.90%
Sat 57.87% 52.35% 62.99%
Loy 50.49% 45.11% 55.47%
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the altruistic nature of volunteerism. As the volunteers are not professional, they do
not have high expectations of the organization’s professionalism. However, organi-
zations must not neglect this aspect, because the qualitative work shows an increas-
ing demand for more professionalism in organizing volunteer work. Many volun-
teers found it frustrating not knowing what they were supposed to do at some
moments or not having anything to do for a long period of time.
Organizational volunteerism structures must be improved. People who want to

become volunteers are sometimes not well guided, and so they do not usually fit
properly either in an organization or in an activity that allows them to satisfy their
desire to volunteer. As a result, they ventually abandon volunteerism, which implies
a loss of resources for the organization (Dávila and Chacón, 2005). Activities and
types of volunteers should be segmented, developing theories for each segment to
increase volunteer usefulness and reduce confusion (Wilson, 2000).
Future intentions have sometimes been undervalued as a behaviour of interest for

the non-profit sector investigator (Hagedoorn et al., 1999; Rusbult et al., 1988;
Withey and Cooper, 1989). Dissatisfaction among volunteers can cause them to
behave in ways that do not favour the organization or the non-profit association
(Hagedoorn et al., 1999)Thus the volunteer has a fundamental role as a stakehold-
er in the event.
The main limitation in this study is the process of sending questionnaires by e-

mail. The procedure is a fast, easy way of obtaining a large sample, but it is difficult
to control respondent identity. If we had added new variables we might have been
able to define a more complex model that would have given new interactions.
As regards new lines of investigation, it is undoubtedly interesting to retest the

model with new samples to improve robustness. New relationships among the vari-
ables could be defined and a volunteer segmentation analysis could be run depend-
ing on social-demographic variables, for instance nationality. Finally, it would be
very interesting to compare results for volunteers with other groups, for instance
with employee results in order to analyse the differences between both kinds of
work.
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