
 
 
 
 

Heriot-Watt University 
Research Gateway 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 

 

Enhancing volunteer experiences

Citation for published version:
Curran, R & Taheri, B 2019, 'Enhancing volunteer experiences: using communitas to improve engagement
and commitment', Service Industries Journal. https://doi.org/10.1080/02642069.2019.1602609

Digital Object Identifier (DOI):
10.1080/02642069.2019.1602609

Link:
Link to publication record in Heriot-Watt Research Portal

Document Version:
Peer reviewed version

Published In:
Service Industries Journal

Publisher Rights Statement:
This is an Accepted Manuscript of an article published by Taylor & Francis in Service Industries Journal on
2/5/2019, available online: http://www.tandfonline.com/10.1080/02642069.2019.1602609

General rights
Copyright for the publications made accessible via Heriot-Watt Research Portal is retained by the author(s) and /
or other copyright owners and it is a condition of accessing these publications that users recognise and abide by
the legal requirements associated with these rights.

Take down policy
Heriot-Watt University has made every reasonable effort to ensure that the content in Heriot-Watt Research
Portal complies with UK legislation. If you believe that the public display of this file breaches copyright please
contact open.access@hw.ac.uk providing details, and we will remove access to the work immediately and
investigate your claim.

Download date: 23. May. 2023

https://doi.org/10.1080/02642069.2019.1602609
https://doi.org/10.1080/02642069.2019.1602609
https://researchportal.hw.ac.uk/en/publications/8ca2ab1f-d08e-4502-af77-74db901c8ceb


 

 

Enhancing Volunteer Experiences: Using communitas to improve engagement and 

commitment  

Dr Ross Curran 

Professor Babak Taheri 

Abstract 

This research explores the interplay between brand image, communitas, volunteer work 

engagement and affective commitment to develop understanding of the importance of fostering 

communitas experiences within voluntary organisations and communicating these to 

volunteers. The research draws on a survey of 1248 active Scout volunteers in Scotland, 

structural equation modelling using SmartPLS3 was used to develop a new theoretical model 

which measured both brand image and work engagement as second-order constructs. The 

findings indicate brand image has a positive relationship with communitas, work engagement, 

and affective commitment amongst volunteers, and that communitas and work engagement 

positively mediate the relationship between brand image and volunteer affective commitment. 

Consequently, we suggest non-profit managers should facilitate and deliver powerful 

communitas experiences for volunteers to enhance their engagement and affective commitment 

by emphasising communitas throughout volunteering programmes. 
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优化志愿者经历:利用共同体来提高参与和协作 

 

摘要 

 

本研究探讨品牌形象、共同体、志愿工作参与与情感协作之间的相互作用，以理解在义工组织

内培养共同体经历的重要性，并将这些经验传达给义工。该研究基于对苏格兰1248名活跃童

子军志愿者的调查，使用SmartPLS3进行结构方程建模，建立了一个新的理论模型，将品牌形

象和工作参与度作为二级结构进行测量。结果表明，品牌形象与志愿者的协作共同性、工作敬

业度、情感协作之间存在正向关系，协作共同性和工作敬业度对品牌形象与志愿者情感协作之

间的关系具有正向调节作用。因此，我们建议非牟利机构的管理人员应协助及提供强大的共同

体经验予义工，透过在义工活动中强调共同体的重要性，加强他们的参与及情感协作。 

 

关键词:共同体，志愿者，参与度，品牌形象，协作 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

Introduction 

Volunteering research continues to highlight the power of social-based motivations for 

volunteering (Kitney, Stanway & Ryan, 2018; Musick & Wilson, 2008), and the provision of 

platforms for socialising is consequently considered a powerful aspect of volunteering’s 

appeal. The value of the social element of volunteering is enhanced given ongoing changes in 

modern lifestyles and work patterns (Putnam, 2000). Fewer people are choosing to marry and 

more are living alone (Yeung & Cheung, 2015), they have fewer children (Harbert, 2012), and 

are increasingly likely to form relationships through online mediums rather than traditional 

means (Blackwell, Birnholtz, & Abbott, 2014; Rosenfeld & Thomas, 2012). While there is 

evidence to suggest that relationships of some significance can be established and maintained 

online, there is general consensus that these technological social surrogates cannot replace or 

equal the benefits of genuine, physical social interaction (Putnam & Feldstein, 2003). In their 

professional lives, employees are increasingly transient in pursuit of successful careers (Zogby, 

2009), further reducing their locally available social opportunities. While technological 

development affords many the apparent benefits of homeworking, this growing trend further 

curtails opportunities for social interaction within the population (Dockery & Bawa, 2014; 

Mann & Holdsworth, 2003). Taken together, these developments represent significant changes 

to the way people live, socialise and work, and pose an opportunity for voluntary organisations 

- which are reliant on people coming together in social situations - to facilitate enhanced social 

interaction to attract, motivate, and more effectively retain their volunteers.  

Cognizant of an ever more isolated society’s reliance upon an increasingly demoralized 

and overstretched non-profit sector, coupled with a general increase in levels of social, 

interactional deprivation within society, there is an opportunity for nonprofit managers to 

consider reshaping their organisations into vessels of community, through which, emphasis 

could continue to be placed upon helping beneficiaries, but also - through attuned and attentive 



 

 

management – significantly benefit its volunteer workforce. Despite debate around the 

proliferation of private sector management practices within the nonprofit sector (Kreutzer & 

Jäger, 2011), their application is increasing (Blery, Katseli, & Tsara, 2010; Ewing &Napoli, 

2005; Kylander & Stone, 2012; Lülfs & Hahn, 2013). This trend is supported by research 

suggesting that the experiences individuals have while volunteering contribute significantly to 

their continuation or cessation of volunteering activity (Hustinx 2010; Willems & Dury, 2017), 

thus highlighting the need to further develop understanding of volunteer experiences, and how 

these can be effectively managed.  

Communitas represents a concept predominantly considered within experiential 

consumption settings (McGinnis, Gentry, & Gao, 2008), it’s applicability and salience within 

the volunteer context has been only tacitly considered (Thompson, Gannon, Curran, & Taheri, 

2017; Wallace, 2006). Thus, this research contributes to closing this gap to determine whether 

communitas, with its characteristics of camaraderie and an intense social bonding (Turner, 

1969), could represent a potential avenue of research that may enhance volunteer workforce 

morale and offer wider benefits to society. Consequently, we respond to McGinnis et al. (2008) 

and Belk, Wallendorf, and Sherry Jr’s (1989) call to develop understanding of communitas by 

exploring its contribution to volunteering experiences in nonprofit organisations. Furthermore, 

building on untested suggestions within the literature, we also examine communtas’ interplay 

with brand image (conceptualized as second-order), volunteer engagement (conceptualized as 

second-order), and affective commitment, within UK Scout volunteers by developing and 

testing a new theoretical model that develops understanding of how the volunteer experience 

can be more effectively managed to enhance volunteer affective commitment.   

 Having considered the impact of declining levels of social interaction and potential 

opportunities for the nonprofit sector, as well as articulating the theoretical and contextual gap 

in research covering this area, the paper aims to explore the potential of communitas in the 



 

 

non-profit sector and its implications for management. The paper is organised as follows: 

Derived from the literature, the authors present a three-stage conceptual model anchored on 

communitas, but affected by brand image and resultant levels of volunteer work engagement 

and affective commitment. The next section is empirical; the methodological approach is 

presented and having tested the theoretical model, results of the survey are offered. Finally, the 

authors synthesize lines of argument, and offer conclusions. Implications for nonprofit 

marketing are considered and the limitations of the study are highlighted. Finally, avenues of 

further research are identified. 

Literature review and hypotheses development 

Although the social aspect of volunteering has been noted as an influential motivating factor 

(Wilson, 2012), and potentially important contributor to individual’s attitudes and engagement 

towards an organisation or experience (Hopkinson & Pujari, 1999; Trocchia and Berkowitz 

1999), communitas, relating to volunteers represents a substantial departure from current 

research strands given its more intense, yet fleeting occurrence (Sharpe, 2005; Turner, 1969). 

Building on calls to investigate the importance of community, and togetherness as ‘linking 

value’ (Cova, 1997), communitas, along with brand image, volunteer work engagement and 

affective commitment are now explored, before the resultant hypotheses are presented. 

Communitas 

Communitas experiences manifest when  

‘…people of different backgrounds and places within the social order communicate and 

bond with one another without considering one’s social standing…’ (McGinnis et al., 

2008 p. 76)   

Celsi, Rose and Leigh (1993) emphasise the importance that communitas experiences 

remain characterised by a sense of unity, where income, reputation, and education are 



 

 

inconsequential, but togetherness is paramount. Thus, in a nonprofit context, where volunteers 

from different social and professional strata can come together, the communitas concept holds 

particular relevance. Furthermore, communitas experiences are most likely to occur within 

liminal space (Turner, 1967) where an individual is regarded as ‘Betwixt and between’ (Turner, 

1964) social structures, or indeed liminoid spaces - which are derived at an individual’s own 

volition – mandating consideration of communitas amongst volunteers.  

Essentially, communitas involves the stripping away of social divides, and stimulates 

shared recognition of common humanity (Deegan, 1998; Sapir, Dori, & Ellis, 2016). 

Furthermore, communitas has demonstrated pertinence to situations where those participating 

in the communitas experience consider it of high value, significance, or even sacrosanct (Celsi, 

Rose, & Leigh, 1993). The resultant intense sense of community and camaraderie – 

exacerbated through communitas’ anti-structure characteristics (Reader, 2007) - can stimulate 

intense social bonding (Belk et al., 1989), which could hold particular harnessable value to an 

under pressure nonprofit sector. While literature quantitatively exploring communitas within a 

voluntary context remains scarce, there has been some progress towards establishing its 

relevance in various experience-heavy contexts (e.g., Maccarthy, O'neill, & Williams, 2006; 

McGinnis et al., 2008), that advance seminal contributions from Turner (1969). Turner’s 

original exploration of communitas conceptualised it as multi-layered consisting of: existential 

(described as sudden, mutual camaraderie), normative (a formally stimulated communitas 

experience), and ideological (relating to broader societal models conducive to normative 

communitas). Although Turner’s writings were anthropologically informed, he adopted the 

communitas term from an existing substantial title on urban planning (see Goodman & 

Goodman, 1947), thus it is important to emphasise that communitas is distinct from the notion 

of community, which pertains to structure and social organisation (Di Giovine, 2011).  



 

 

 Consequently, towards exploring communitas and consumption relationships, the three 

level concept was synthesized (Belk et al., 1989), thus stimulating research interest in new 

contexts. As a consequence, communitas has been considered in nightclubbing (Goulding, 

Shankar, & Canniford, 2013; Taheri, Gori, O’Gorman, Hogg, & Farrington, 2016) skydiving 

(Celsi et al., 1993) scuba-diving (Maccarthy et al., 2006), whitewater rafting and Kayaking 

(Arnould & Price, 1993; Hopkinson & Pujari, 1999), motorbike subculture (Schouten and 

McAlexander, 1995), traditional dancing (O'Conner, 1997), and in golfing contexts (McGinnis 

et al., 2008). Furthermore, Communitas has been suggested to be an ingredient for successful 

PhD student experiences, as the community spirit it evokes is suggested to contribute to 

engagement and performance (Trocchia & Bekowitz, 1999). The feelings of belonging, and 

togetherness derived through communitas allow individuals to enhance self-confidence, and is 

conducive to feelings of security and comfort (McGinnis et al., 2012). McGinnis et al., (2012) 

demonstrate a relationship between these outcomes of communitas, and enduring involvement 

of consumers in prolonged service experiences, while Maccarthy et al., (2006) suggest that 

communitas can influence experiential satisfaction, thus highlighting its under-researched role 

in experiential consumption.   

Brand image 

The proliferation, and growing acceptance within nonprofit oriented branding research 

demonstrates the importance of projecting an appropriate brand image to volunteers, 

beneficiaries, and donors (Hankinson, 2001; Mort et al., 2007; Stebbins & Hartman, 2013). 

Bennett and Gabriel (2003) note brand image to consist of a consciously manufactured mix of 

compassion, dynamism, idealism, focus towards beneficiaries, and maintaining a non-political 

stance, noting donor behaviour to be strongly influenced by charity brand image. Brand image 

has been associated with elements of trust, positive effects on donor intention, and aiding the 

recruitment of volunteers (Randle et al., 2013). An advantage of brand image is its ability to 



 

 

separate symbolic and functional brand associations (Aaker, 1991; Michel & Rieunier, 2012). 

Symbolic associations can manifest in nonprofit organisations through perspectives held by 

volunteers or prospective volunteers of a host or potential host organisation (Michel & 

Rieunier, 2012). These perspectives can range from interpretations of the organisations traits, 

values, and elicited emotions (Aaker, 1991; Hankinson, 2001; Michel & Rieunier, 2012). 

Functional associations derivable through brand image in a nonprofit context, constitute 

communication of core characteristics, its mission and offerings (Michel & Rieunier, 2012). 

Following Michel and Rieuniers’ (2012) suggestion, brand image was conceptualised as a 

higher order multidimensional construct (in non-profit context) comprising of four dimensions 

including:  usefulness, efficiency, affect and dynamism.  

Together, volunteer’s interpretations of brand image determine positive or negative 

perspectives towards that organisation (Michel & Rieunier, 2012). Nevertheless, brand image 

research in a nonprofit context remains limited, especially when compared with other aspects 

of branding (Michel & Rieunier, 2012). Kylander and Stone (2012, p. 39) note that ‘a nonprofit 

brand is most powerful when the organisation’s internal identity and external image are aligned 

with each other and with its values and mission’. Reflecting on these benefits of 

complementarity between the essence of the organisation, and its projected brand, necessitates 

consideration of the communitas experience, and subsequent communication of these 

experiences (both actual and prospective), to external brand audiences, a notion supported by 

the broader literature (De Roeck et al., 2013). Given both the increasing competitiveness of the 

non-profit sector (Maier et al., 2016), coupled with the decline in social interaction outlined 

above, the potential traction derivable of a communitas oriented marketing strategy, and 

suggestions within the literature, we hypothesise: 

H1: Organisational brand image has a positive relationship with communitas.  



 

 

Work engagement 

Work engagement, distinguished by the associated enthusiastic, and energy laden approach 

employees have towards work holds an increased pertinence within the non-profit sector 

(Selander, 2015). Following Vecina et al. (2011) and Schaufeli et al.’s (2002) recommendation, 

work engagement was conceptualised as a higher order multidimensional construct comprising 

of three dimensions including: vigor, dedication and absorption. Conceptualised as a positive, 

internal mental state towards designated tasks, work engagement consists of vigor; pertaining 

to an energetic approach to work, absorption; concerned with concentration and well-being, 

and finally dedication; pertaining to notions of pride and endurance (Banihani & Syed, 2016; 

Schaufeli, Salanova, González-Romá, & Bakker 2002; Vecina Chacón, Sueiro, & Barrón, 

2012). Yet, in the case of volunteers, the work engagement concept has seen limited application 

(Thompson et al., 2017; Vecina et al., 2012).  

Work engagement has also received critique, most commonly regarding its similarity 

to concepts such as burnout, workaholism and job involvement (Cole et al., 2012), as well as 

debate regarding the independence of its three constituent elements as opposed to one 

overarching element (Cole et al., 2012; Sonnentag, 2003). Nevertheless, Vecina et al. (2012) 

contest the accumulated three factor structure of engagement is valid, finding its three factor 

conceptualisation to have explanatory power towards volunteer satisfaction, and consequent 

continuation of volunteering behaviour, adding to the weight of the evidence (González-Romá 

et al., 2006; Shuck, 2011; Vecina et al., 2012). Following this, we argue that work engagement 

should be conceptualised as an aggregated construct simply because dropping any dimension(s) 

of the construct alters its conceptual meaning.  

Engagement can generate several benefits such as heightened productivity, increased 

profit and healthier, less frequently absent employees more open to helping behaviour and more 

likely to stay in a their position, suggesting work engagement is as valuable within a voluntary 



 

 

context as a private sector setting (Vecina et al., 2012). Vecina et al. (2012) along with 

Thompson et al. (2017) demonstrate the applicability of work engagement, operationalised for 

the volunteer context, in predicting volunteer satisfaction and their subsequent sustainment of 

volunteer roles. Predicated on commonality of outcome, parallels between enduring 

involvement, and work engagement are evident. Enduring involvement is described by 

McGinnis et al. (2008 p. 75) as ‘…a long-term enthusiasm for a particular activity’, which 

speaks to our understanding of work engagement, particularly its dedication element. 

Furthermore, enduring involvement is concerned with the possession of an immersive mental 

state whereby one identifies with particular activities (Laurent & Kapferer, 1985; McGinnis et 

al., 2008), representing similar ideas as those conveyed through work engagement’s vigour and 

absorption elements. Work engagement has also been shown to have a positive relationship 

with job embeddedness, which, in common with affective commitment, suggests a likelihood 

to continue involvement with an organisation (Arasli et al., 2017). Furthermore, a relationship 

between communitas and volunteer work engagement was suggested amongst transient 

volunteers (Thompson et al., 2017). Predicated on this, and the prior demonstration of a reliable 

work engagement measure in the voluntary context, while mindful of Kylander and Stone’s 

(2012) call for alignment between organisational offerings, and projected brand image, we 

further hypothesise: 

H2: Communitas has a positive relationship with work engagement.  

H3: Organisational brand image has a positive relationship with work engagement.  

H4: Communitas mediates the relationship between organisational brand image and 

work engagement. 



 

 

Affective commitment 

Evaluations of commitment can be usefully indicative of employee retention (Meyer & Allen 

1997; Panaccio et al., 2014), success (Packard 2010; Stride & Higgs, 2013), happiness (Meyer 

et al., 2002) and perceived support (Moideenkutty et al., 2001), thus ensuring understanding of 

commitment is particularly useful to organisations. Scholars have also highlighted 

commitment’s importance to the non-profit sector, for example Wilson (2012, p. 195) asserts 

‘The principal function of the volunteer role is to inspire effort and commitment while at the 

same time limiting compassion’, a stance supported by research attesting to the relationship 

between high commitment levels and reductions in volunteer’s decisions to leave an 

organisation (Boezeman & Ellemers, 2007; Jenner 1984; Miller et al., 1990).  

Meyer and Allen (1984) present an empirically supported three-factor 

conceptualisation of commitment as multi-dimensional, comprising affective (connection to 

the organisation), normative (obligation to the organisation), and continuance levels 

(evaluation of costs and benefits of committing) (Allen & Meyer, 1990; Meyer et al., 1993) 

Meyer et al., 2002). Previous research of Spanish volunteers has suggested enhanced higher 

levels of volunteer engagement contribute to subsequent volunteer emotional commitment 

(Vecina et al., 2012), affective commitment has also been suggested to relate to volunteer 

perceptions of organisational support (Gatignon-Turnau & Mignonac, 2015), self-esteem of 

volunteers (McCormick & Donohue, 2016) and trustee performance (Preston & Brown, 2004). 

Consequently, focusing on affective commitment is justified through a suggested higher 

salience to non-profit sector organisations than either normative or continuance commitment 

(Dawley et al., 2005; Stride & Higgs, 2013), its broader underpinning application (Gatignon-

Turnau & Mignonac, 2015; Hager, 2014; Meyer & Allen, 1997; Stride & Higgs, 2013), and 

previously determined association with other elements of the theoretical model under 

investigation (Vecina et al., 2012).  



 

 

Relating to levels of emotional connection between an organisation and employee, 

affective commitment constitutes the sum of employee-organisation identity fusion (Dawley et 

al., 2005; Sheldon, 1971) as well as a perception of ties towards a host organisation (Buchanan, 

1974; Dawley et al., 2005). More broadly, affective commitment can be viewed as an 

individual’s desire to support an organisation with which they identify (Allen & Meyer, 1990; 

Park & Kim, 2013).  Affective commitment can occur as a result of structural, personal, and 

work experience characteristics (Domínguez-Falcón, Martín-Santana, & De Saá-Pérez, 2017; 

Dunham et al., 1994; Meyer & Allen, 1991), leading to suggestions the construct represents 

‘…the most crucial organisational commitment.’ (Park & Kim 2013, p. 102).  Structural 

characteristics can include the systems and processes embedded within an organisation, such 

as bureaucracy and management structure (Brooke et al., 1988; Meyer and Allen 1991; Morris 

and Steers 1980). Research suggests employees are predisposed to possess different levels of 

affective commitment (Meyer & Allen, 1991; Mowday et al., 1979), although this can be 

influenced through work ethic, engagement, a desire to achieve success, and a preference for 

autonomy (Meyer & Allen, 1991; Morris & Snyder, 1979; Steers, 1977). 

H5: Organisational brand image has a positive relationship with affective commitment. 

Characteristics of a work-role can also impact affective commitment (Dunham et al., 

1994; Meyer & Allen, 1991).  Meyer and Allen (1991, p. 70) note commitment ‘…develops as 

the result of experiences that satisfy employees’ needs and/or are compatible with their values’, 

and that work experiences influence work commitment in two ways; through employee feelings 

of mental and physical comfort, and feelings of effectiveness and assurance of work related 

tasks (Meyer & Allen, 1991). Previous research associating volunteer engagement and 

commitment (Vecina et al., 2012), and literature intimating a previously unexplored 

relationship between outcomes of communitas and commitment (e.g. workforce camaraderie, 

support, strong organisational justice) (Bishop et al., 2000; Chênevert et al., 2015; De Gilder, 



 

 

2003; Meyer et al., 2002; Musick & Wilson, 2008; Taheri et al., 2016), suggest that affective 

commitment can be enhanced by factors such as work ethic and desire (Meyer & Allen, 1991; 

Morris & Snyder, 1979; Steers, 1977). Consequently, given work engagement’s relationship 

with commitment (Vecina et al., 2012), and the ability of communitas to foster a desire to return 

to and repeat communitas experiences we hypothesise that: 

H6: Work engagement has a positive relationship with affective commitment. 

H7: Communitas has a positive relationship with affective commitment. 

The literature suggests work engagement may perform a mediation role between brand 

image and affective commitment. This is predicated upon work engagement’s ability to 

contribute to satisfying volunteer expectations (as informed by externally projected brand 

image (Kylander & Stone, 2012), through generating vigorous absorbing experiences that 

require volunteer dedication and result in subsequent commitment (Vecina et al., 2012). 

Additionally, corporate culture, and internal processes are suggested to impact upon affective 

commitment, consequently, communitas experiences are likely to further stimulate this 

(Domínguez-Falcón et al., 2017). Communitas is also suggested to act as a mediator between 

brand image, and affective commitment. The literature attests to the positive contribution 

communitas experiences have on individuals undertaking a variety of experiences (Arnould & 

Price, 1993; Celsi et al., 1993; Goulding et al., 2013; Hopkinson & Pujari, 1999; Taheri et al., 

2016), which, upon consideration of the importance of external and internal brand alignment 

(Kylander & Stone, 2012) suggests a potential mediation relationship. Consequently, we 

hypothesise:  

H8: Work engagement mediates the relationship between organisational brand image 

and affective commitment. 



 

 

H9: Communitas mediates the relationship between organisational brand image and 

affective commitment. 

Derived from the literature review and hypotheses presented above, Figure 1 below 

conveys a graphical representation of the proposed relationships explored in this research and 

around which empirical analysis is guided:  

Tables and Figures 

Communitas

Work Engagement 

Affective CommitmentBrand Image

H1

H3

H7

H6

H2

H4: Brand Image à Communitas à Work Engagement

H8: Brand Image à Work Engagement à Affective Commitment

H9: Brand Image à Communitas à Affective Commitment

H5

 

Figure 1. Conceptual framework 

Methodology  

Sample   

The Scouts represent a long-established voluntary organisation. Founded by British military 

veteran Robert Baden-Powell the Scouts held their first camp in 1907. A core tenet of Scouting 

involves bringing together volunteers, and Scouts from around the world for meetings known 

as Jamboree’s outdoor activities, as well as regularly held local meetings (The Scout 

Association, 2006). These events promote social interaction amongst over 400,000 UK 



 

 

members every year (The Scout Association, 2015a), and 31 million members in over 216 

countries and overseas territories (The Scout Association, 2015b).  

The Scottish Scouts are engaged in extensive marketing activity (The Scout 

Association, 2017c), and claim to offer volunteers an inspiring, adventurous, and rewarding 

volunteer experience. The Scouts therefore represent an appropriate sample for our study. The 

questionnaire was distributed via the Scouts internal mailing system in late May 2011, this 

allowed for a large number of responses to be managed in a resource, and time effective manner 

(The Scout Association, 2015d). The questionnaire was only available online, consequently, 

individuals with limited internet access or IT skills may have encountered difficulty 

responding. Responses were anonymous, and given the inclusion of the opportunity for 

responders to enter a prize draw, coupled with endorsement of the survey by senior Scout 

management, 1248 complete, usable questionnaires were completed, yielding a sample size of 

19%. A good response rate was expected given responders were current, active Scout 

volunteers and hence stakeholders in the organisation.   

Table 1 shows the demographic characteristics of the survey respondents 

demonstrating the Scouts to be an organisation comprising volunteers of a variety of ages, 

gender, and educational backgrounds. The diversity of the sample was regarded as a strength 

rather than a weakness, as communitas transcends typical social structures and barriers (Di 

Giovine, 2011). 

 

Table 1.  

Demographic information of the sample  

Variable Category N Valid % 

Age 18-25 112 9 

 26-35 161 12.9 

 36-45 284 22.8 

 46-55 403 32.3 

 56-64 175 14 

 65+ 113 9.1 

Gender    

 Male 714 57.2 



 

 

 Female 483 38.7 

 Other  50 4 

Marital 

Status  

   

 Married 771 61.8 

 Single 340 27.2 

 Widowed 26 2.1 

 Divorced  111 8.9 

Education    

 GCSE/Standard Grade/ O Levels/ School Leaving 

Certificate 

144 11.5 

 Scottish Higher/A- Levels/ College Diploma 364 29.2 

 Ordinary Degree/Graduate Certificate 179 14.3 

 Honours Degree/Graduate Diploma 381 30.5 

 Masters Degree 135 10.8 

 Doctorate 35 2.8 

 None 10 0.8 

 

 

 

Measurement  

To ensure the content validity, items of the constructs were adapted from existing scales. Brand 

image and work engagement were conceptualised as a second-order reflective construct, 

measured through their underlying dimensions. MacKenzie et al. (2005, p. 715) argue that a 

higher-order measurement ‘faithfully represents all of the conceptual distinctions that the 

researcher believes are important, and it provides the most powerful means of testing and 

evaluating the construct’. Measurements for dimensions of brand image were taken from 

Michel and Rieunier (2012) including: efficiency (5 items), usefulness (3 items), affect (4 

items) and dynamism (2 items). Similarly, the work engagement construct consists of three 

dimensions including: dedication (3 items), vigour (3 items) and absorption (3 items) which 

were adapted from Vecina et al. (2011) and Schaufeli et al. (2002). Six items comprising the 

communitas construct came from McGinnis et al. (2012), which was grounded upon Belk et 

al.’s (1989) conceptualisation, but operationalised for the context of the Scouts. Finally, eight 



 

 

items were adapted from Meyer and Allen (1991) for the affective commitment scale which 

has been successfully applied on numerous occasions (Astakhova, 2016; Lee et al., 2001; 

Meyer et al., 2012) and was operationalised for the Scouting context in this study. Informants 

rated each statement for the above measures on Likert-scales ranging from 1 to 7, with 1 

indicating strongly disagree and 7 strongly agree.  

Analysis  

Partial least squares structural equation modelling (PLS-SEM) was used as the method of 

analysis for the research model for variety of reasons. First, it is suitable for the early stages of 

theory building and adding new constructs that have not received enough research attention 

previously (Garson, 2016; Wells, Taheri, Gregory-Smith, & Manika, 2016). This research tests 

the communitas concept, which has only been tacitly considered within research relating to 

volunteers. Second, “PLS-SEM's statistical properties provide very robust model estimations 

with data that have normal as well as extremely nonnormal (i.e., skewness and/or kurtosis) 

distributional properties” (Hair et al., 2017, p. 22). Here, Z-scores for skewness and kurtosis 

were considered for each item with IBM-SPSS (version 23) and were tested against acceptable 

values, which are between -3 and +3 (Field, 2005; Mardia, 1970). The result indicated that the 

assumption of normality is violated. Third, it can be exhibited in both formative (i.e., the 

indicator's cause the construct) and reflective (i.e., causality is from the construct to its 

indicators) modes as well as higher-order models (Hair et al., 2017; Taheri, Jafari, & 

O'Gorman, 2014). Both reflective and higher-order constructs were used to test the conceptual 

model. Finally, it is appropriate when the structural model is complex and contains a large 

number of indicators (Garson, 2016; Hair et al., 2017; Wetzels, Odekerken-Schroder, & van 

Oppen). Wetzels et al. (2009, p.190) argue “model complexity does not pose as severe a 

restriction to PLS path-modelling as covariance-based SEM, since PLS path-modelling at any 

moment only estimates a subset of parameters”. Here, the structural model includes 36 



 

 

indicators and mix of reflective and higher-order constructs. Both the measurement and 

structural model were analysed within SmartPLS 3.2.4 software (Ringle, Wende, & Becker, 

2014). The non-parametric bootstrapping technique was tested with 1248 cases, 5000 

subsamples (Hair et al., 2017).  

As all the data come from a single-reported questionnaire, common method variance 

(CMV) can cause systematic measurement error and bias in the estimation of the relationship 

amongst theoretical constructs (Liang, Saraf, Hu, & Xue, 2007; Podsakoff, MacKenzie, Lee, 

& Podsakoff, 2003). Respondents were informed that responses were anonymous, minimising 

social desirability bias and helping uncover respondent’s true feelings. Dependent and 

independent constructs were placed in different parts of the questionnaire. The reliance on 

previously validated constructs and the opinion of academics with expertise on questionnaire 

design contributed to reduced item ambiguity and biased responses. Two statistical tests were 

used to ascertain the extent of CMV. The first step is the Harman one-factor test, subjecting all 

the questionnaire items to principal component factor analysis. Principal component analysis 

(PCA) (with varimax rotation) on the questionnaire items presented the existence of 7 

distinctive factors (F1: 9.041; F2: 4.115; F3: 2.803; F4: 2.002; F5: 1.704; F6: 1.211; F7:1.023) 

with eigenvalue greater than 1, yielding 68.711% of the total variance with the first factor 

accounting for only 34 percent of the total variance (i.e., less than 50% which did not describe 

most of the variance). Therefore, CMV was not biasing the findings. Second, a common 

method factor was announced to the structured model in PLS-SEM step by step (Liang et al., 

2007), finding that all loadings of the indicators to the common method factor were non-

significant. The average variance of the indicators explained by the corresponding construct of 

interest was 62.6%, while the average method-based variance was 1.1%, yielding a ratio of 

57:1. Thus, CMV is not a concern for the study. 



 

 

The measurement model was also analysed by testing its reflective constructs 

reliability, convergent validity and discriminate validity (Hair et al., 2017; Hair, Black, Babin, 

& Anderson, 2010). Table 2 presents reliability and convergent validity of first-order 

constructs. For all first-order constructs, the Cronbach’s α and composite reliability (CR) 

reached values above the suggested thresholds of 0.7, respectively, for exploratory research 

(Hair et al., 2010). Factor loading and average variance extracted (AVE) were above the 

required threshold of 0.5 (Hair et al., 2010). To assess whether constructs differed adequately, 

two approaches were used: (1) the Fornell and Larcker (1981) criterion was used to test 

discriminant validity, which requires a construct’s AVE to be larger than the square of its 

largest correlation with any construct (Table 3). The correlation amongst constructs were well 

below the 0.70 threshold, thus this result met this requirement. (2) Henseler, Ringle, and 

Sarstedt (2015) heterotrait-monotrait ratio of correlations (HTMT) approach was used. If the 

HTMT value is below the recommended threshold of 0.85, discriminant validity should be 

stablished between constructs. In this study, HTMT values of the constructs ranged from 0.377 

to 0.721. All appeared to support the reliability and validity of the first-order constructs. 

Table 2.  

Assessment of the measurement model 

Description of Items  Loadings* 

 

α AVE CR 

Brand image dimension 1- Usefulness  0.750 0.668 0.858 

The Scouts are indispensable. 0765    

The Scouts are useful. 0.861    

The Scouts are civic minded. 0.823    

Brand image dimension 2- Efficiency   0.820 0.583 0.874 

The Scouts are efficient. 0.813    

The Scouts are serious. 0.679    

The Scouts are well managed. 0.825    

The Scouts provide an excellent service to beneficiaries. 0.734    

The Scouts use assets wisely. 0.758    

Brand image dimension 3- Affect  0.926 0.817 0.947 

The Scouts are friendly. 0.909    

The Scouts are generous. 0.912    

The Scouts are warm. 0.886    

The Scouts are engaging.     

Brand image dimension 4- Dynamism   0.848 0.868 0.929 

The Scouts are modern. 0.931    



 

 

The Scouts are innovative. 0.933    

Work engagement dimension 1- Dedication   0.822 0.738 0.894 

I am enthusiastic about my volunteer work. 0.882    

My volunteer work inspires me. 0.852    

I am proud of the volunteer work I do. 0.842    

Work engagement dimension 2- Absorption   0.741 0.583 0.897 

I feel happy when I am working intensely.  0.845    

I am immersed in my work. 0.710    

I get carried away when I am working.  0.729    

Work engagement dimension 3- Vigour   0.802 0.717 0.883 

When volunteering, I feel strong and vigorous.  0.819    

When I get up in the morning, I feel like going to my volunteer 

work. 

0.845    

At my volunteer work, I feel bursting with energy. 0.874    

Communitas   0.900 0.668 0.923 

When I volunteer, I feel a sense of camaraderie. 0.794    

When I volunteer, I feel a bond with my fellow volunteers that 

I could not experience away from volunteering. 

0.739    

When I volunteer, I feel a sense of belonging with other 

volunteers. 

0.860    

When I volunteer, I feel a sense of harmony with the other 

volunteers. 

0.825    

When I volunteer, I feel a sense of sharing with the people there. 0.862    

Volunteering really allows me to get to know my fellow 

volunteers. 

0.818    

Affective commitment   0.781 0.583 0.783 

I do not feel like ‘part of the family’ at the Scouts. 0.779    

I would be very happy to spend many years in the Scouts if it 

were allowed. 

0.771    

I enjoy discussing the Scouts with people outside it. 0.741    

I really feel as if the Scouts problems are my own. 0.612    

If I were to relocate to another community, I think I could easily 

become as attached to another voluntary organisation as I am to 

this one. 

0.613    

I do not feel ‘emotionally attached’ to the Scouts. 0.806    

The Scouts have a great deal of personal meaning to me. 0.799    

I do not feel a strong sense of belonging to the Scouts. 0.669    

Notes: Significant at *t> 3.29 at p<.001. 

 

 

Table 3.  

 Correlation matrix 

                  (1) (2) (3) (4) (5) (6) (7) (8) (9) (10) (11) 

(1) Communitas 0.81

7 

          

(2) Usefulness 0.41

9 

0.81

7 

         

(3)Work 

Engagement 

0.63

7 

0.43

6 

n/a         

(4) Absorption  0.58

5 

0.41

7 

0.51

6 

0.76

4 

       

(5) Affect 0.51

4 

0.56

6 

0.55

9 

0.51

8 

0.90

4 

      



 

 

(6) Brand image 0.58

2 

0.67

1 

0.60

5 

0.55

8 

0.60

0 

n/a      

(7)Affective 

commitment 

0.54

8 

0.34

0 

0.60

8 

0.57

1 

0.46

8 

0.48

0 

0.76

4 

    

(8) Dedication  0.57

7 

0.41

0 

0.40

7 

0.51

2 

0.53

3 

0.56

6 

0.57

6 

0.85

9 

   

(9) Dynamism  0.53

0 

0.53

0 

0.53

2 

0.48

9 

0.53

3 

0.53

4 

0.45

9 

0.52

3 

0.93

2 

  

(10) Efficiency  0.51

4 

0.64

1 

0.51

5 

0.46

6 

0.55

9 

0.57

8 

0.36

2 

0.45

4 

0.63

7 

0.76

4 

 

(11) Vigour  0.51

1 

0.31

5 

0.50

4 

0.60

7 

0.41

2 

0.46

1 

0.44

6 

0.53

8 

0.37

8 

0.43

6 

0.84

7 

Notes: Square root of AVE is on the diagonal; Square root of AVE value for work engagement and  

brand heritage constructs are absent as these two constructs  were operationalised as a higher-order 

model, with AVEs only relevant to their dimensions. 

 

 

To confirm brand image and work engagement constructs, three-stage assessment 

approach was employed (Becker, Klein, and Wetzels, 2012; Maxwell-Stuart, Taheri, Paterson, 

O’Gorman, & Jackson 2016). First, PCA was used to confirm brand image and work 

engagement as second-order constructs. PCA showed that all item loadings are above the 

minimum required threshold (≥ 0.5), under their respective factors. Second, as shown in Table 

2, CR, Cronbach’s alpha, and AVE were above threshold values. Third, repeated measures 

approach for estimation of the hierarchal component models (HCMs) in PLS-SEM was used 

(Becker et al., 2012; Maxwell-Stuart et al., 2016). In practice, all items of brand image and 

work engagement constructs were assigned reflectively to their respective dimensions. All 

items were assigned reflectively to the second order constructs. Finally, the relationship 

between the second-order constructs and its first-order constructs were specified to be 

reflective. As shown in Figure 2, the relationship between the brand image and work 

engagement constructs and their underlying first-order constructs are significant and the R2 of 

each dimension is superior to recommend value of 0.5, yielding that these two second-order 

constructs explain more than 50% of the variance in their respective first-order constructs (Hair 



 

 

et al., 2017). Therefore, the results confirmed that brand image is a second-order construct 

represented reflectively by four first-order dimensions. Similarly, work engagement is a 

second-order construct with three underlying dimensions.   

Brand image

Efficiency

R
2
 = 0.770

Communitas

R
2
 = 0.339

Q
2
 = 0.253

Affective commitment

R
2
 = 0.419

Q
2
 = 0.141

Work engagement

R
2
 = 0.488

Q
2
 = 0.225

0.582* 0.236*
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0.394*

0.431*

Usefulness

R
2
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Affect

R
2
 = 0.810

Dynamism

R
2
 = 0.695

Vigour

R
2
 = 0.647

Dedication

R
2
 = 0.823

Absorption

R
2
 = 0.840

0.771*

0.878*

0.9*

0.834*

0.804* 0.907* 0.916*

 

Figure 2. PLS-SEM model.  

Prior to testing the hypotheses, effect size (f2), predictive relevance (Q2) and 

Standardized Root Mean Square Residual (SRMR) were assessed (Henseler et al., 2015; Hair 

et al., 2017; Luxton et al., 2017). Following Khalilzadeh and Tasci (2017)’s recommendation, 

Cohen’s effect sizes (ƒ2) signifies 0.01 for small, 0.06 for medium, and 0.14 for large effects 

within structural equation modelling approach. Table 4 shows ƒ2 effect size for the significant 

direct paths in the inner model. The result indicates the majority of direct paths have medium 

and large effect size for direct relationships.   

Table 4.  

Effect size of direct paths.  

Direct Paths Path coefficient  P value  f2 Effect size  

Brand image à Communitas 0.582 p < 0.001 0.247 Large 

Communitas à Work engagement  0.431 p < 0.001 0.161 Large 

Brand image à Work engagement  0.354 p < 0.001 0.110 Medium 



 

 

Brand image à Affective commitment  0.105 p < 0.001 0.050 Small   

Communitas à Affective commitment  0.236 p < 0.001 0.097 Medium  

Work engagement à Affective commitment 0.394 p < 0.001 0.123 Medium 

 

Based on the blindfolding procedure, Q2 shows how well data can be reconstructed 

empirically using the model and the PLS-SEM parameters. Q2 value should be greater than 0. 

As shown in Figure 2, Q2 for endogenous variables display acceptable predictive relevance. 

The SRMR value for the model was 0.069, which is less than the recommended value of 0.08 

(Henseler et al., 2015).  

Results  

The model explains 34 per cent of communitas, 49 per cent of work engagement and 42 per 

cent of affective commitment. As shown in Figure 2 and Table 4, organisational brand image 

was found to have a direct association with communitas (H1: β = 0.582, t =23.062; p < 0.001), 

work engagement (H2: β = 0.354, t = 12.400; p < 0.001) and affective commitment (H5: β = 

0.105, t =13.181; p < 0.001). These relationships support H1, H2 and H5 and a range of existing 

literature which intimates such findings, but had not explicitly explored them empirically 

(Kylander & Stone, 2012; Michel & Rieunier, 2012; Schaufeli et al., 2002; Taheri et al., 2016; 

Turner, 1969; Vecina et al., 2012). Communitas was found to have a direct relationship with 

work engagement (H2: β = 0.431, t =15.855; p < 0.001) and affective commitment (H7: β = 

0.236, t =6.323; p < 0.001). This finding echoes suggestions within the literature that 

communitas can generally motivate and inspire individuals, and is considered a desirable 

experience (Di Giovine, 2011; Wallace, 2006; McGinnis et al., 2008). Work engagement was 

found to have a direct relationship with affective commitment (H5: β = 0.394, t =12.132; p < 

0.001), in accordance with previous studies (Vecina et al., 2012).  

 Following Williams and MacKinnon (2008) and Maxwell-Stuart et al.’s (2016) 

recommendation, mediation analyses with the bootstrapping method was conducted. 95% 



 

 

confidence interval (CI) of the parameter estimates based on 5,000 times resampling was used. 

The results indicated an indirect effect of organisational brand image on work engagement 

through communitas (H4: indirect effect = 0.251; t= 12.335; p < 0.001; CI = [0.215, 0.288]). 

Since the direct effect was significant, the findings indicate that communitas partially mediated 

the impact of organisational brand image on work engagement, concurring with suggestions in 

the literature (Curran, Taheri, MacIntosh & O’Gorman, 2016; Kylander & Stone, 2012; Padgett 

& Allen 1997; Vecina et al., 2012). The findings showed that organisational brand image 

indirectly influences affective commitment through work engagement (H8: indirect effect = 

0.376; t= 14.044; p < 0.001; CI = [0.326, 0.427]), echoing intimations associating affective 

commitment and work engagement communicated through the literature (Kylander & Stone, 

2012; Vecina, 2011; 2012). Finally, organisational brand image indirectly influences affective 

commitment through communitas (H9: indirect effect = 0.170; t= 15.705; p < 0.001; CI = 

[0.133, 0.205]). Since the direct effect was significant, the results reveal that communitas 

partially mediates the impact of organisational brand image on affective commitment. 

Although this relationship is not explicitly empirically supported in the prior literature, it does 

speak to suggestions that communitas experiences result in a desire to repeat or sustain access 

to communitas opportunities (Arnould & Price, 1993; Padgett & Allen, 1997). Evidence from 

Kylander and Stone (2012) suggesting optimum alignment between external and internal brand 

image also contributes to supporting this mediation.  

Discussion and conclusion  

Declining levels of staff and volunteer morale (Third Sector, 2015), along-with alarming rates 

of literal social deprivation amongst wider society (Harbert, 2012; Putnam, 2000) represent 

significant challenges to the non-profit sector. This is exacerbated by increasing competition 

within the sector for resources, consequently, fostering feelings of community, belonging, and 

camaraderie within voluntary organisations is of growing importance. Thus, through 



 

 

empirically highlighting the relevance and value of communitas to a non-profit sector 

challenged by volunteer recruitment and retention this study contributes to understanding of 

volunteer motivations through identifying communitas’ role in creating more committed 

volunteers. This study also contributes through deepening understanding of the relationship 

between brand image, work engagement, affective commitment and communitas. While 

communitas has received limited qualitative consideration in the volunteer context (Wallace, 

2006), its relationship with brand image, and affective commitment had not been previously 

explored. Thus, by answering calls from the literature to explore these concepts further, and 

within a new context, our study contributes to understanding in this area of non-profit, 

experiential marketing and represents an initial point of departure for subsequent research.  

The empirically supported model highlights the previously overlooked capacity for 

communitas experiences to contribute to the engagement and affective commitment of 

volunteers. Stemming from this, the research suggests that voluntary organisations promoting 

and facilitating communitas experiences have potential to establish a more vigorous, dedicated, 

and absorbed workforce. As Vecina et al. (2012) note, enhanced volunteer work engagement 

results in lower rates of turnover, suggesting communitas experiences could represent a 

valuable asset to voluntary organisations. Furthermore, evidence of a direct relationship 

between brand image and volunteer work engagement emphasise the importance of brand 

image to non-profit organisations, reiterating Kylander and Stone’s (2012) argument to ensure 

congruence between external and internal brand image. 

Brand image’s relationship to communitas represents another avenue of interest, 

perhaps suggestive of complementarity between the projected brand image and the actual 

volunteer experience with the Scouts. Furthermore, it intimates the influence brand image has 

in facilitating communitas rich experiences themselves, suggesting it is the promotion of these 



 

 

which evokes a more relaxed psychological state amongst volunteers conducive to communitas 

stimulation.  

The findings also contribute to understanding of affective commitment in the non-profit 

sector. First, the empirically supported relationship intimated but not empirically tested in the 

literature between communitas and affective commitment finds support from the data. Second, 

our study adds support to the findings of previous studies (Vecina et al. 2012), which suggest 

more engaged volunteers become more committed to their host organisations. Consequently, 

through highlighting new drivers of affective commitment, the case for cultivating and 

delivering communitas-rich, and engaging volunteer experiences within non-profit 

organisations is supported. Furthermore, these findings serve to highlight the importance of the 

volunteer experience, in particular the need for volunteer managers to embed experience 

enhancing elements into their volunteers’ service with non-profit organisations to help sustain 

longer-term volunteer partnerships.  

Taken together, our study demonstrates through the development of a new empirical 

model the increase in volunteer work engagement attainable through facilitation of communitas 

experiences, and notes the important role of brand image in preparing and priming volunteers 

for such experiences, thus representing a useful, and overdue contribution to theoretical 

understanding of communitas in relation to marketing in voluntary organisations. Cognisant of 

this, we argue voluntary organisations should strive to serve as vehicles for social interaction 

which catalyse increasing interaction and strengthen the bonds between their volunteers, as 

well as the wider communities they serve.  

 

Managerial Implications 



 

 

Our study generates several implications for mangers of volunteers that can help them 

capitalise on the power communitas can yield for a non-profit organisation. The empirically 

tested model suggests non-profit organisations can benefit from fostering communitas amongst 

their volunteers (communicated through prior brand image) to enhance their engagement in 

volunteer work and subsequent commitment to the volunteer organisation. Practical steps 

realising these benefits are now presented. 

First, marketing managers in voluntary organisations should place greater emphasis on 

developing and communicating communitas experiences. This could be achieved through 

augmenting the design of volunteer programmes to support bonding and social opportunities, 

altering volunteer work environments for example by revisiting office or volunteering event 

layouts and ensuring ample communication of expectations to engage with other volunteers at 

interview and induction stages. They may also organise events in the volunteer organisation 

that help remove traditional social barriers. For example, team building events designed to 

require a broad range of skills, and calibrating teams to include a variety of demographics 

amongst members. Such efforts to equalise the status and position of a volunteer cohort could 

be conducive to facilitating communitas experiences.  

Second, volunteer managers should ensure their organisation’s marketing literature 

allows for the projection of a brand image in-line with its offerings, and conducive to the 

stimulation of communitas, amongst volunteers as well as prospective volunteers. Further, 

management should ensure close alignment with the internal organisational reality and the 

externally projected expectations of volunteering with an organisation communicated through 

the brand image. To this end, marketing literature should incorporate and emphasise 

communitas themes to push back against declining morale in voluntary organisations, while 

encouraging isolated members of society to use volunteering as a means of social interaction. 



 

 

However, management should carefully pilot such campaigns to avoid alienating prospective 

volunteers. 

Third, it remains of paramount importance for an element of ongoing market research 

to be undertaken within volunteer organisations to monitor the morale of volunteers and the 

frequency of communitas experiences occurring. However, caution should be taken to avoid 

perceptions amongst volunteers that communitas is being over-fabricated, indeed, communitas 

is at its most powerful when occurring as naturally as possible, hence managers should integrate 

the organic nature of communitas into the expectations they set for such experiences amongst 

volunteers.  

Limitations and further research 

There were several limitations to our study. The survey tool used in the research was only 

distributed to one voluntary organisation’s members, as opposed to multiple, and utilised a 

cross-sectional design. Conducting the study among several voluntary organisations would 

have enhanced its generalisability. Thus, we would like to invite our colleagues to apply the 

model to other research settings and also recommend they adopt a longitudinal design 

approach. Furthermore, this study utilized both brand image and work engagement as second-

order conceptualizations. Although these were statistically demonstrated to be representative 

of their respective indicators, future studies may wish to build on this aspect of the study, and 

further apply the second-order conceptualizations used.   

Finally, this research operationalised communitas for a volunteer context. Despite the 

scale demonstrating good reliability and validity, additional research is required to fully support 

its use. These limitations aside, this study serves as a useful and original contribution, and as a 

point of departure for subsequent research exploring the importance of communitas and brand 

image in the voluntary sector. 



 

 

 

 

 

 

 

 

 

 

 

 

References 

Aaker, D., (1991). Managing Brand Equity. New York: The Free Press. 

Allen, N.J. & Meyer, J.P. (1990). The measurement and antecedents of affective, continuance 

and normative commitment to the organisation. Journal of Occupational Psychology, 

63, 1-18. 

Arasli, H., Bahman Teimouri, R., Kiliç, H., & Aghaei, I. (2017). Effects of service orientation 

on job embeddedness in hotel industry. The Service Industries Journal, 37, 607-627. 

Arnould, E. J., & Price, L. L. (1993). River magic: Extraordinary experience and the extended 

service encounter. Journal of consumer Research, 20, 24-45. 

Astakhova, M.N. (2016). Explaining the effects of perceived person-supervisor fit and person-

organisation fit on organisational commitment in the US and Japan. Journal of Business 

Research, 69, 956-963. 



 

 

Banihani, M., & Syed, J. (2016). A Macro‐National Level Analysis of Arab Women's Work 

Engagement. European Management Review, 13, 19-36. 

Bauer, P. T. (1998). The Disregard of Reality. In Dorn, J. A., S. H. Hanke, and A. A. Walters, 

(Eds.), The Revolution in Development Economics, (pp. 25-39). Washington DC:Cato 

Institute, 

Becker, J.-M., K. Klein, & Wetzels, M. (2012). Hierarchical Latent Variable Models in PLS-

SEM: Guidelines for Using Reflective-Formative Type Models. Long Range Planning, 

45, 359–394. 

Belk, R. W., M, Wallendorf, & Sherry Jr, J. F. (1989). The sacred and the profane in consumer 

behavior: Theodicy on the odyssey. Journal of Consumer Research, 16, 1-38.  

Bennett, R., & Gabriel, H. (2003). Image and reputational characteristics of UK charitable 

organisations: An empirical study. Corporate Reputation Review, 6, 276-289.  

Bishop, J.W., Scott, K.D. & Burroughs, S.M. (2000). Support, commitment, and employee 

outcomes in a team environment.  Journal of Management, 26, 1113-1132. 

Blackwell, C., J. Birnholtz, & Abbott, C. (2014). Seeing and being seen: Co-situation and 

impression formation using Grindr, a location-aware gay dating app. New Media and 

Society, 17, 1117-1136. 

Blery, E. K., Katseli, E., & Tsara, N. (2010). Marketing for a non-profit organisation. 

International Review on Public and Nonprofit Marketing, 7, 57-68.  

Boezeman, E.J. & Ellemers, N., (2007). Volunteering for charity: pride, respect, and the 

commitment of volunteers. Journal of Applied Psychology, 92, 771-785. 

Brooke, P.P., Russell, D.W., & Price, J.L. (1988). Discriminant validation of measures of job 

satisfaction, job involvement, and organisational commitment. Journal of Applied 

Psychology, 73, 139-145. 



 

 

Buchanan, B. (1974). Building organisational commitment: The socialisation of managers in 

work organisations. Administrative Science Quarterly, 19, 533-546. 

Butler, R., Curran, R., & O'Gorman, K. D. (2013). Pro‐Poor Tourism in a First World Urban 

Setting: Case Study of Glasgow Govan. International Journal of Tourism Research, 

15, 443-457.  

Centre for Mental Health, (2010). The economic and social costs of mental health problems in 

2009/10, available at: https://www.centreformentalhealth.org.uk/economic-and-social-

costs (accessed 08/05/2017). 

Celsi, R. L., Rose, R. L., & Leigh, T. W. (1993). An exploration of high-risk leisure 

consumption through skydiving. Journal of Consumer Research, 20, 1-23.  

Chênevert, D., Vandenberghe, C., & Tremblay, M. (2015). Multiple sources of support, 

affective commitment, and citizenship behaviors: The moderating role of passive 

leadership. Personnel Review, 44, 69-90. 

Cole, M. S., Walter, F., Bedeian, A. G., & O’Boyle, E. H. (2012). Job Burnout and Employee 

Engagement A Meta-Analytic Examination of Construct Proliferation. Journal of 

management, 38, 1550-1581.  

Cova, B. (1997). Community and consumption: Towards a definition of the ‘linking value’ of 

product or services. European Journal of Marketing, 31, 297-316. 

Curran, R., Taheri, B., MacIntosh, R., & O’Gorman K. (2016). Nonprofit brand heritage: Its 

ability to influence volunteer retention, engagement, and satisfaction. Nonprofit and 

Voluntary Sector Quarterly, 45, 1234-1257. 

Dawley, D. D., Stephens, R. D., & Stephens., B. (2005). Dimensionality of organisational 

commitment in volunteer workers: Chamber of commerce board members and role 

fulfilment. Journal of Vocational Behaviour, 67, 511-525. 

https://www.centreformentalhealth.org.uk/economic-and-social-costs
https://www.centreformentalhealth.org.uk/economic-and-social-costs


 

 

Deegan, M. J. (1998). The American ritual tapestry: Social rules and cultural meanings. 

Westport, CT: Greenwood. 

De Gilder, D. (2003). Commitment, trust and work behaviour: The case of contingent workers. 

Personnel Review, 32, 588-604. 

De Roeck-Maon, K. F., & Lejeune, C. (2013). Taking up the challenge of corporate branding: 

an integrative framework. European Management Review, 10, 137-151. 

Di Giovine, M. A. (2011). Pilgrimage: Communitas and contestation, unity and difference-An 

introduction. Tourism: Review, 59, 247-269.  

Diamantopoulos, A., & Winklhofer, H. M. (2001). Index construction with formative 

indicators: An alternative to scale development. Journal of Marketing Research, 38, 

269-277.  

Dockery, A. M., & Bawa, S. (2014). Is working from home good work or bad work? Evidence 

from Australian employees. Australian Journal of Labour Economics, 17, 163 -190.  

Domínguez-Falcón, C., Martín-Santana, J. D., & De Saá-Pérez, P. (2017). Predicting market 

orientation through internal market orientation as culture and behaviour: An empirical 

application in Spanish hotels. The Service Industries Journal, 37, 229-255. 

Donate, M. J., & de Pablo, J. D. S. (2015). The role of knowledge-oriented leadership in 

knowledge management practices and innovation. Journal of Business Research, 68, 

360-370.  

Dunham, R.B., Grube, J.A., & Castaneda, M. B. (1994). Organisational commitment: The 

utility of an integrative definition. Journal of Applied Psychology, 79, 370-380. 

Ewing, M. T., & Napoli, J. (2005). Developing and validating a multidimensional nonprofit 

brand orientation scale. Journal of Business Research, 8, 841-853.  

Field, A. (2005). Discovering statistics using SPSS (2nd ed.). London, UK: Sage. 



 

 

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable 

variables and measurement error. Journal of Marketing Research, 18, 39-50.  

Garson, D. (2016). Partial Least Squares: Regression and Structural Equation Models, 

Statistical Associates Blue Book Series.   

Gatignon-Turnau, A. L. & Mignonac, K. (2015). (Mis) Using employee volunteering for public 

relations: Implications for corporate volunteers' organisational commitment. Journal of 

Business Research, 68, 7-18. 

González-Romá, V, Schaufeli, W. B., Bakker, A. B., & Lloret S. (2006). Burnout and work 

engagement: Independent factors or opposite poles? Journal of Vocational Behavior, 

68, 165-174.  

Goodman, P., & Goodman, P. (1947). Communitas: Means of livelihood and ways of life. 

Chicago: University of Chicago Press. 

Goulding, C., Shankar, A., & Canniford, R. (2013). Learning to be tribal: facilitating the 

formation of consumer tribes. European Journal of Marketing, 47, 813-832. 

Hager, M.A. (2014). Engagement motivations in professional associations. Nonprofit and 

Voluntary Sector Quarterly, 43(2), 39-60. 

Hair, J. F. J., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate Data Analysis: 

A Global Perspective, USA: Pearson. 

Hair, J. F. J., Hult, G. T., Ringle, M. C., & Sarstedt, M. (2017). A primer on Partial Least 

Squares Structural Equation Modeling (PLS-SEM), Sage: Los Angeles, CA.  

Hankinson, P. (2001). Brand orientation in the charity sector: A framework for discussion and 

research. International Journal of Nonprofit and Voluntary Sector Marketing, 6, 231-

242.  

Harbert, W, (2012). Baby Boomers and the Big Society. Surrey, UK: Grosvenor House 

Publishing.  



 

 

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing discriminant 

validity in variance-based structural equation modelling. Journal of the Academy of 

Marketing Science, 43, 115-135. 

Hopkinson, G. & Pujari, D. (1999). A factor analytic study of the sources of meaning in 

hedonic consumption. European Journal of Marketing, 33, 273-294. 

Jarvis, C. B., Mackenzie, S. B., & Podsakoff, P. M. (2003). A critical review of construct 

indicators and measurement model misspecification in marketing and consumer 

research. Journal of Consumer Research, 30, 199-218.  

Jenner, J.R. (1984). Organisational commitment among women volunteers: Meaning and 

measurement. Psychological Reports, 54, 991-996. 

Kitney, S., Stanway, A. R., & Ryan, M. M. (2018). Volunteer tourism motivations of the 

Marine Conservation Cambodia project. Current Issues in Tourism, 21, 1091-1096. 

Khalilzadeh, J., & Tasci, A. D. (2017). Large sample size, significance level, and the effect 

size: Solutions to perils of using big data for academic research. Tourism Management, 

62, 89-96. 

Kreutzer, K., & Jäger, U. (2011). Volunteering versus managerialism: Conflict over 

organisational identity in voluntary associations. Nonprofit and Voluntary Sector 

Quarterly, 40, 634-661.  

Kylander, N., & Stone, C. (2012). The role of brand in the nonprofit sector. Stanford Social 

Innovation Review, 10(2), 35-41.  

Laurent, G., & Kapferer, J.N. (1985). Measuring consumer involvement profiles. Journal of 

Marketing Research, 22, 41-53.  

Layard, R. (2005). Mental health: Britain’s biggest social problem? Paper presented at the No. 

10 Strategy Unit Seminar on Mental Health 20th January, London, available at: 

http://eprints.lse.ac.uk/47428/1/__Libfile_repository_Content_Layard_Mental%20hea

http://eprints.lse.ac.uk/47428/1/__Libfile_repository_Content_Layard_Mental%20health%20Britain%E2%80%99s%20biggest%20social%20problem%28lsero%29_Mental%20health%28lsero%29.pdf


 

 

lth%20Britain%E2%80%99s%20biggest%20social%20problem%28lsero%29_Menta

l%20health%28lsero%29.pdf (accessed 6th June 2017).  

Lee, K., Allen, N.J., Meyer, J.P., & Rhee, K.Y. (2001). The Three‐Component model of 

organisational commitment: An application to South Korea. Applied Psychology, 50, 

596-614. 

Liang, H., N., Saraf, Qu. Hu., & Xue, Y. (2007). Assimilation of Enterprise Systems: The 

Effect of Institutional Pressures and The Mediating Role of Top Management. MIS 

Quarterly, 31, 59-87.  

Lülfs, R, & Hahn, R. (2013). Corporate greening beyond formal programs, initiatives, and 

systems: a conceptual model for voluntary pro‐environmental behavior of 

employees. European Management Review, 10, 83-98. 

Luxton, S., Reid, M., & Mavondo, F. (2017). IMC capability: antecedents and implications for 

brand performance. European Journal of Marketing, 51, 431-444. 

Maccarthy, M., O'neill, M., & Williams, P. (2006). Customer satisfaction and scuba-diving: 

some insights from the deep. The Service Industries Journal, 26, 537-555. 

MacKenzie, S. B., Podsakoff, P. M., & Jarvis, C. B. (2005). The problem of measurement 

model specification in behavioral and organisational research and some recommended 

solutions. Journal of Applied Psychology, 90, 710-730.  

Maier, F., Meyer, M., & Steinbereithner, M. (2016). Nonprofit organisations becoming 

business-like: A systematic review.  Nonprofit and Voluntary Sector Quarterly, 45, 64-

86. 

Mardia, K. V. (1970). Measures of multivariate skewness and kurtosis. Biometrika, 57, 519-

530. 

Mann, S., & Holdsworth, L. (2003). The psychological impact of teleworking: stress, emotions 

and health. New Technology, Work and Employment, 18, 196-211.  

http://eprints.lse.ac.uk/47428/1/__Libfile_repository_Content_Layard_Mental%20health%20Britain%E2%80%99s%20biggest%20social%20problem%28lsero%29_Mental%20health%28lsero%29.pdf
http://eprints.lse.ac.uk/47428/1/__Libfile_repository_Content_Layard_Mental%20health%20Britain%E2%80%99s%20biggest%20social%20problem%28lsero%29_Mental%20health%28lsero%29.pdf


 

 

Maxwell-Stuart, R., Taheri, B., Paterson, A. S., O'Gorman, K., & Jackson, W. (2016). Working 

together to increase student satisfaction: exploring the effects of mode of study and fee 

status. Studies in Higher Education, doi: 10.1080/03075079.2016.1257601 

McCormick, L. & Donohue, R. (2016). Antecedents of affective and normative commitment 

of organisational volunteers. The International Journal of Human Resource 

Management, doi: 10.1080/09585192.2016.1166388. 

McGinnis, L. P., Gentry, J. W., & Gao, T. (2008). The impact of flow and communitas on 

enduring involvement in extended service encounters. Journal of Service Research, 11, 

74-90.  

McGinnis, L. P., Gentry, J. W., & Gao, T. (2012). Antecedents to consumer perceptions of 

sacredness in extended service experiences: The case of golf. Journal of Service 

Research, 15, 474-488.  

Meyer, J.P., & Allen, N.J. (1984). Testing the’ side-bet theory’ of organisational commitment: 

Some methodological considerations. Journal of Applied Psychology, 69, 372-378. 

Meyer, J.P., & Allen, N.J. (1991). A three-component conceptualisation of organisational 

commitment. Human Resource Management Review, 1, 61-89. 

Meyer, J.P., Allen, N.J., & Smith, C.A. (1993). Commitment to organisations and occupations: 

Extension and test of a three-component conceptualisation. Journal of Applied 

Psychology, 78, 538-551. 

Meyer, J.P., & Allen, N.J. (1997). Commitment in the Workplace: Theory, Research, and 

Application. London, UK: SAGE Publications. 

Meyer, J.P., Stanley, D.J., Herscovitch, L., & Topolnytsky, L. (2002). Affective, continuance, 

and normative commitment to the organisation: A meta-analysis of antecedents, 

correlates, and consequences. Journal of Vocational Behavior, 61, 20-52. 



 

 

Michel, G., & Rieunier, S. (2012). Nonprofit brand image and typicality influences on 

charitable giving. Journal of Business Research, 65, 701-707.  

Miller, L.E., Powell, G.N., & Seltzer, J. (1990). Determinants of turnover among volunteers. 

Human Relations, 43, 901-917. 

Moideenkutty, U., Blau, G., Kumar, R., & Nalakath, A. (2001). Perceived organisational 

support as a mediator of the relationship of perceived situational factors to affective 

organisational commitment. Applied Psychology, 50, 615-634. 

Mowday, R.T,. Steers, R.M., & Porter, L.W. (1979). The measurement of organisational 

commitment. Journal of Vocational Behavior, 14, 224-247. 

Morris, J.H. & Steers, R.M. (1980). Structural influences on organisational commitment. 

Journal of Vocational Behavior, 17, 50-57. 

Mort, G. S., Weerawardena, J., & Williamson B. (2007). Branding in the non-profit context: 

the case of Surf Life Saving Australia. Australasian Marketing Journal, 15, 108-119.  

Mowday, R.T., Steers, R.M., & Porter, L.W. (1979). The measurement of organisational 

commitment. Journal of Vocational Behavior, 14, 224-247. 

Musick, M.A., & Wilson, J. (2008). Volunteers: A social profile. Indiana: Indiana University 

Press. 

O'Conner, B. (1997). Safe Sets: Women, Dance and Communitas. In H. Thomas (ed.), Dance 

in the City. London, UK: MacMillan (pp.149-172). 

Packard, T. (2010). Staff perceptions of variables affecting performance in human service 

organisations. Nonprofit and Voluntary Sector Quarterly, 39, 971-990. 

Padgett, D., & Allen, D. (1997). Communicating experiences: A narrative approach to creating 

service brand image. Journal of advertising, 26, 49-62. 



 

 

Panaccio, A., Vandenberghe, C., & Ayed, A.K.B. (2014). The role of negative affectivity in 

the relationships between pay satisfaction, affective and continuance commitment and 

voluntary turnover: A moderated mediation model. Human Relations, 67, 821-848. 

Park, S.-H., & Kim, M. (2013). Development of a hierarchical model of sport volunteers' 

organisational commitment. European Sport Management Quarterly, 13, 94-109. 

Podsakoff, P. M., MacKenzie., S. M., Lee, J., & Podsakoff N. P. (2003). Common method 

variance in behavioral research: a critical review of the literature and recommended 

remedies. Journal of Applied Psychology, 88, 879-903.  

Preston, J.B. & Brown, W.A. (2004). Commitment and performance of nonprofit board 

members. Nonprofit Management and Leadership, 15, 221-238. 

Putnam, R. D. (2000). Bowling alone: the collapse and revival of American community. New 

York: Simon and Schuster. 

Putnam, R. D., & Feldstein, L. (2003). Better Together. New York: Simon and Schuster.  

Randle, M., Leisch, F., & Dolnicar, S. (2013). Competition or collaboration?; The effect of 

non-profit brand image on volunteer recruitment strategy. Journal of Brand 

Management, 20, 689-704.  

Reader, I. (2007). Pilgrimage growth in the modern world: Meanings and implications, 

Religion, 37, 210-229.  

Riley, F. D. O., Pina, J. M., & Bravo, R. (2015). The role of perceived value in vertical brand 

extensions of luxury and premium brands. Journal of Marketing Management, 31, 881-

913. 

Ringle, C. M., Wende, S., & Becker, J. M. (2014). ‘SmartPLS 3.0’, available at: 

http://www.smartpls.com/ 

Rosenfeld, M. J., & Thomas, R. J. (2012). Searching for a mate the rise of the internet as a 

social intermediary. American Sociological Review, 77, 523-547.  



 

 

Schaufeli, W., Salanova, M., González-Romá, V., & Bakker, A. B. (2002). The measurement 

of engagement and burnout: A two sample confirmatory factor analytic approach. 

Journal of Happiness Studies, 3, 71–92.  

Sapir, A., Drori, I., & Ellis, S. (2016). The Practices of Knowledge Creation: Collaboration 

Between Peripheral and Core Occupational Communities. European Management 

Review 13, 19-36. 

Schouten, J. W., & McAlexander, J. H. (1995). Subcultures of consumption: An ethnography 

of the new bikers. Journal of Consumer Research, 22, 43-61.  

Selander, K. (2015). Work Engagement in the Third Sector. VOLUNTAS: International 

Journal of Voluntary and Nonprofit Organisations, 26, 1391-1411.  

Sharpe, E. K. (2005). Delivering communitas: Wilderness adventure and the making of 

community. Journal of Leisure Research, 37, 255-281. 

Sheldon, M.E. (1971). Investments and involvements as mechanisms producing commitment 

to the organisation. Administrative Science Quarterly, 16, 143-150. 

Shuck, B. (2011). Four emerging perspectives of employee engagement: An integrative 

literature review. Human Resource Development Review, 10, 304-328.  

Sonnentag, S. (2003). Recovery, work engagement, and proactive behavior: a new look at the 

interface between nonwork and work. Journal of Applied Psychology, 88, 518-528.  

Stebbins, E., & Hartman, R. L. (2013). Charity brand personality: Can smaller charitable 

organisations leverage their brand's personality to influence giving. International 

Journal of Nonprofit and Voluntary Sector Marketing, 18, 203-215.  

Steers, R.M.  (1977). Antecedents and outcomes of organisational commitment. Administrative 

Science Quarterly, 22, 46-56. 



 

 

Stride, H. & Higgs, M. (2013). An investigation into the relationship between values and 

commitment: A study of staff in the UK charity sector. Nonprofit and Voluntary Sector 

Quarterly, 43, 455-479. 

Taheri, B., Gori, K., O’Gorman, K., Hogg, G., & Farrington T. (2016). Experiential liminoid 

consumption: the case of nightclubbing. Journal of Marketing Management, 32, 19-43. 

Taheri, B., Jafari, A., & O'Gorman K. (2014). Keeping your audience: Presenting a visitor 

engagement scale. Tourism Management, 42, 321-329.  

The Scout Association. (2006). An Official History of Scouting.  London, UK: Hamlyn.  

The Scout Association. (2017a June 5th). Home. Retrieved from: http://scouts.org.uk/home/  

The Scout Association. (2017b June 5th). World Scouting. Retrieved from: 

http://members.scouts.org.uk/supportresources/2194/world-scouting-fs260010  

The Scout Association. (2017c June 5th). Brand Centre. Retrieved from: 

https://members.scouts.org.uk/comms_centre/index.php?login_attempt=1&pageid=28

14 

The Scout Association. (2017d June 5th). 10 Reasons to Volunteer in Scouting. Retrieved from: 

http://scouts.org.uk/news/2015/06/10-reasons-to-volunteer/ 

Third Sector. (2015). All the key figures head south. Third Sector, pp. 33-37. 

Thompson, J., Gannon, M. J., Curran, R., & Taheri, B. (2017). Activating the diaspora: 

engagement and satisfaction amongst philanthropic transient volunteer tourists. 

Academy of Marketing: Tourism Marketing Special Interest Group (SIG). December 

1st 2017.  

Trocchia, P., & Berkowitz, D. (1999). Getting doctored: a proposed model of marketing 

doctoral student socialisation. European Journal of Marketing, 33, 746-760 

Turner, V. (1964). Betwixt and between: The liminal period in rites of passage. In Helm, J. 

(ed.), Symposium on new approaches to the study of religion: Proceedings of the 1964 

http://scouts.org.uk/home/
http://members.scouts.org.uk/supportresources/2194/world-scouting-fs260010
https://members.scouts.org.uk/comms_centre/index.php?login_attempt=1&pageid=2814
https://members.scouts.org.uk/comms_centre/index.php?login_attempt=1&pageid=2814


 

 

Annual Spring Meeting of the American Ethnological Society, Seattle: American 

Ethnological Society, 4-20. 

Turner, V. (1967). The forest of symbols: Aspects of Ndembu ritual. London, UK: Cornell 

University Press. 

Turner, V. (1969). The Ritual Process: Structures and Anti-Structure. Chicago, Aldine. 

Vecina, M. L., Chacón, F., Sueiro, M., & Barrón, A. (2012). Volunteer engagement: does 

engagement predict the degree of satisfaction among new volunteers and the 

commitment of those who have been active longer?’ Applied Psychology, 61, 130-148.  

Wallace, T. (2006). ‘Working of the Train Gang’: Alienation, liminality and communitas in 

the UK preserved railway sector. International journal of heritage studies, 12, 218-233.  

Wells, V., Taheri, B., Gregory-Smith, D., & Manika, D. (2016). The role of generativity and 

attitudes on employees home and workplace water and energy saving behaviours. 

Tourism Management, 56, 63-74. 

Wetzels, M., Odekerken-Schroder, G., & van Oppen, C. (2009). Using PLS path modeling for 

assessing hierarchical construct models: guidelines and empirical illustration. MIS 

Quarterly, 33, 177-195. 

Willems, J., & Dury, S. (2017). Reasons for not volunteering: overcoming boundaries to attract 

volunteers. The Service Industries Journal, 37, 726-745. 

Williams, A., & MacKinnon, D. P. (2008). Resampling and distribution of the product methods 

for testing indirect effects in complex models. Structural Equation Modeling, 15, 23-

51. 

Wilson, J. (2012). Volunteerism Research: A Review Essay. Nonprofit and Voluntary Sector 

Quarterly, 41, 176-212.  

Yeung, W. J. J., & Cheung, A. K. L. (2015). Living Alone: One-person households in Asia. 

Demographic Research, 32, 1099-1112.  



 

 

Zhao, X., Lynch, J. G., & Chen, Q. (2010). Reconsidering Baron and Kenny: Myths and truths 

about mediation analysis. Journal of Consumer Research, 37, 197-206.  

Zogby, J. (2009 Sept) Employment 2.0: The Transient Age, Retrieved from: 

http://www.forbes.com/2009/09/09/temporary-employment-new-job-opinions-

columnists-john-zogby.html  

http://www.forbes.com/2009/09/09/temporary-employment-new-job-opinions-columnists-john-zogby.html
http://www.forbes.com/2009/09/09/temporary-employment-new-job-opinions-columnists-john-zogby.html

