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Executive summary 

The project An Untapped Resource: Older CALD Volunteers – Understanding 
barriers and motivations to volunteering in NSW aimed to investigate strategies and 
develop recommendations regarding how to increase volunteering in older CALD 
persons. The project involved four stages.  

During stage 1, focus groups were run with older Chinese and Italian volunteers and 
non-volunteers. These showed that in general, motivations and barriers to 
volunteering were similar for older CALD persons as for the general community. 
Motivations were both altruistic (e.g. wanting to help others) and self-beneficial (e.g. 
maintaining own mental health). Major barriers were lack of time, poor physical 
health and in some groups, transport difficulties.  

During stage 2, surveys were conducted with 199 older Chinese speakers and 64 
older Italian speakers. These confirmed the results of the focus groups. The surveys 
also provided feedback regarding brand recognition of partner organisations and the 
attractiveness of draft print advertisements.   

During stage 3, an advisory group contributed to the development of 
recommendations regarding recruitment and retention of older CALD volunteers. Key 
recommendations include that organisations are culturally competent, that English 
language proficiency required of the volunteer be specified and assessed, and that 
there is a paid bilingual volunteer coordinator for the CALD volunteers. 

During stage 4, a marketing campaign was developed based on lessons learned 
from stages 1-3 described above. Key aspects of the campaign included preparing 
partner organisations to better work with older CALD volunteers, refining promotional 
messages and developing promotional material. Paid (newsprint and radio) and 
unpaid (editorials, community talks, radio) advertising were used. A major issue 
identified was that some organisations did not have the language capabilities to work 
with volunteers with limited English. 

In total 122 Chinese, four Italian calls, and 22 calls from bilingual speakers of other 
languages were received from persons interested in volunteering. At time of writing, 
16 had been placed in volunteer roles and 75 were in the process of applying, being 
trained or awaiting placement. It is anticipated that more volunteers would be trained 
and placed in roles over the coming months. The majority of these rapidly placed 
volunteers were working for the Chinese Association of Social Services. Advertising 
in the Sing Tao newspaper was the most cost effective way of generating calls from 
potential volunteers, the second most cost effective way of attracting potential 
volunteers was by giving talks to community groups. 

The significantly higher number of Chinese compared to Italian speaking potential 
volunteers may have been due differences in the age demographic, migration history 
or cultural values of the two groups. Brand awareness of the Chinese Australian 
Services Society (CASS) could have had a role in attracting Chinese volunteers. 

Partnership models should be trialed between mainstream and CALD specific 
organisations to increase the use of CALD volunteers by mainstream organisations. 
An English language competency tool for volunteers should be identified or 
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developed, benchmarks should be developed for this tool by volunteer role, and its 
use should be promoted. 

  



iv 
 

Acknowledgements 

 

This project was funded by the NSW Department of Family and Community Services 
under a Positive Ageing Research Grant. It was supported by the Dementia 
Collaborative Research Centre: Assessment and Better Care as part of the 
Australian Government‟s Dementia: A National Health Priority Initiative. 

 

The project team is thankful to our partner organisations CASS, Co.As.It., 
Volunteering NSW, Meals on Wheels, Community Transport and Tenant Connect 
and to all the research participants who freely gave of their time for this project.  

 

Additionally we are grateful to the following individuals and organisations who have 
contributed to the project: 

 

 Australian Nursing Home Foundation: Bridget Tam 

 Burwood Volunteer Network: Julie Stralow 

 CALD volunteers ( photos) Pauline Choy; Yin Gu; Swee Mee Sam; Sandhya 
Sathiyan 

 Centre for Volunteering: Tony Frew; Kristin Romanis; Mike Macleod 

 Chinese Australian Services Society (CASS): Ivan Wong; Bosco Chang; 
Maria Cheng; May Mak 

 City of Sydney: Raphael Hung; Evgueni Singatouline 

 Community Transport (Inner West): Ben Benevento 

 Community Transport (South West): Lyn Bright; Scyma Afriecq 

 Community Transport NSW : David Atkins; Ben Clarke 

 Italian Association of Assistance (Co.As.It.): Thomas Caporeale, Maria 
Angelatos; Vincenzo Coitore; Nino Logiudice 

 Italian Surveys: Silvana Cibei 

 Macarthur Diversity Services: Meg Villena 

 Meals on Wheels: Jeffrey Fong; Amy Chan, Christine Russell, Tara Lambert 

 Multicultural Access Project (MAPS): Bharat Rai; Keun-Sook Chai; Joyce van 
Akkeren; Caroline Romeo; Ellen Gore; Valeri Woodman 

 Red Cross / Tenant Connect: Danny Croucher; Andrew Crosbie 

 TIS Training: Evelyn Zaragoza; Teresa Lee; Ben Buenaventura ; Richie 
Buenaventura 

 

  



v 
 

Definitions  

 

Volunteering 

 

„Volunteering Australia‟ (2009) defines formal volunteering as “an activity which takes 
place through not for profit organisations or projects and is undertaken: 

o To be of benefit to the community and the volunteer; 

o Of the volunteer‟s own free will and without coercion; 

o For no financial payment; and 

o In designated volunteer positions only.” 

 

This definition regards only work in a not-for-profit organisation and in a designated 
position as volunteer work, serving to distinguish it from the role of a carer. Other 
definitions commonly cite that volunteer workers are free of obligation to perform 
their duties to also avoid conceptual confusion with carer work (Gottlieb & Gillespie, 
2008). This definition holds because it incorporates the key elements of volunteering 
(not paid and of the individual‟s free will), and is endorsed by the national 
organisation that develops standards for volunteering in Australia. 

 

CALD background 

 

For the purposes of this report, individuals born in non-English-speaking countries 
were considered to be from culturally and linguistically diverse (CALD) backgrounds. 
However the project team acknowledges that this term does not adequately describe 
the complexity and breadth of diversity of this group. 
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Background 

Volunteers are a valuable resource to the community as they dedicate hours of their 
time to the service of others. They work in a variety of areas and bring their own 
skills, passions and attitudes to the task, providing an eclectic service to many 
organisations. In 2005, 41% of Australian adult volunteers contributed approximately 
836 million hours of their time to organisations, an increase from 34% in 2002 
(Australian Government Department of Family and Community Services, 2005).  

In 2006, the Australian Census found that there were over 1.1 million people aged 50 
and over living in Australia who were born in non-English-speaking countries. This 
comprised 19% of the total Australian population in this age group (National Seniors 
Productive Ageing Centre, 2011). 

Responses to the 2006 Census showed that there were lower rates of volunteering 
among Australians aged 50 and older from CALD backgrounds than those of 
English-speaking backgrounds or born in Australia. Rates of volunteering appeared 
to decrease after the age of 65 in those from CALD backgrounds, in comparison to 
those born in Australia or English-speaking countries (National Seniors Productive 
Ageing Centre, 2011). This may have been due to true differences in rates of 
volunteering, or because of under-reporting of volunteering activities by CALD 
individuals. It has been suggested that some people of CALD background may not 
have identified the unpaid work they do in their communities as volunteering in their 
Census responses (Australian Multicultural Foundation & Volunteering Australia, 
2007), leading to under-representation of persons from CALD backgrounds as 
volunteers. A survey in 2009 of 1850 Home And Community Care (HACC) 
volunteers in NSW found that only 14% identified as coming from a CALD 
background. All these persons from CALD backgrounds spoke English as well as 
another language. The proportion of volunteers identifying as being from a CALD 
background decreased with increasing age, such that only 9% of persons aged 65 
and over identified as being from a CALD background (NSW Government 
Department of Family and Community Services, 2011). 

This project was funded by the NSW Department of Family and Community Services 
(FACS) in the form of a Positive Ageing Applied Research Grant. The project was 
conducted as a collaborative effort between the University of New South Wales 
(UNSW; lead on research components), the NSW Multicultural Health 
Communication Service (MHCS; lead on social marketing component) and the 
Council for The Aged (COTA; lead on recommendation development). 

The aims of the project were: 

1. To examine motivations and barriers to volunteering in older Italian and 
Chinese Australians using both qualitative and quantitative research 
methods 

2. To develop and implement recommendations to increase volunteering in 
culturally and linguistically diverse (CALD) older persons, and to 
develop and evaluate a social marketing campaign to increase 
volunteering in older Italian and Chinese Australians. 
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Literature summary 

In order to effectively promote volunteering, there needs to be an understanding of 
the reasons people do and do not volunteer. Barriers and motivations to volunteering 
are reviewed generally, then in older and CALD groups. 

In General 

Motivations to volunteering have traditionally been classed as either altruistic or 
egoistic (Warburton, Terry, Rosenman, & Shapiro, 2001). It is currently accepted that 
reasons for volunteering are multidimensional (Okun & Schultz, 2003) and that the 
decision to volunteer is due to both humanistic and self-centred concerns. Clary and 
Snider (1999) identified six main motivations of volunteering which they 
conceptualised as „functions‟, supported through a factor analysis of their 
Volunteering Function Inventory. The motivations they reported were career 
(volunteering to gain career-related experience), enhancement (volunteering to 
enhance self-esteem), protective (volunteering to reduce negative feelings), social 
(volunteering to learn more about the world), and values (volunteering to express or 
act on important values like humanitarianism) (Okun & Schultz, 2003).  

A national survey was conducted by the U.S. Bureau of Labor Statistics to 
investigate the perceived barriers to volunteering by U.S. citizens. The survey 
consisted of nine questions that asked non-volunteers ways that would encourage 
them to volunteer (answers were a dichotomous „yes‟ or „no‟). The barriers to 
volunteering included a lack of time (43.4%), lack of interest (27.1%), health 
problems (14%) and „other‟ (12.8%) (Sundeen, Raskoff, & Garcia, 2007). Factors 
such as lack of information, poor match between skills and activity, lack of child care 
and transportation difficulties were not rated as frequently as expected by the 
authors as barriers to volunteering. 

Older Groups 

There is some evidence in the literature supporting differences in motivations and 
barriers to volunteering between older and younger persons. The Volunteer 
Functions Inventory was administered to 523 volunteers of all ages, and the results 
showed that as age increased, the importance of career in facilitating volunteering 
decreased, and social motivation became more important (Okun & Schultz, 2003). 
Age, however, did not contribute to the prediction of volunteering being motivated by 
enhancement, protective and values functions. 

Many studies focused just on older or younger groups without comparing them 
directly. For example, Warburton, Paynter and Petriwskyj (2007) conducted a two- 
phase study comprising focus groups and surveys administered to 103 older 
volunteers and non-volunteers. They found that individual and structural factors were 
both motivations and barriers to volunteering. Older volunteers were motivated by 
training, working with people and flexibility, and were drawn to organisations that 
promoted these requests. Conversely, older persons perceived a poor match 
between their skills and work, expenses, time and poor management of 
organisations as barriers to volunteering.  

CALD Groups 



3 
 

Similar to the literature on older volunteers, research on CALD groups has tended to 
focus on particular CALD groups without comparing them to other CALD or 
mainstream groups. A report by Volunteering Australia and the Australian 
Multicultural Foundation (2007) on CALD volunteers offered a detailed examination 
of the motivations and barriers to volunteering for a number of different CALD 
groups. It was found that time, family constraints, travel, expenses and language 
difficulties were barriers to volunteering in all the CALD groups, including Italian and 
Chinese. All CALD groups studied expressed wanting to achieve something 
worthwhile as the major incentive for their volunteering.  

A survey of NSW HACC volunteers (NSW Government Department of Family and 
Community Services, 2011) found similar proportions of persons from CALD 
backgrounds and non-CALD backgrounds reported that they volunteered to help 
others, to use existing skills, because they were asked and to help get a paid job. 
However a higher proportion of CALD volunteers (26%) reported that they 
volunteered to learn new skills compared to non-CALD volunteers (16%). 

Strategies to Recruit and Retain CALD Volunteers 

This section focuses on Australian studies of persons from CALD backgrounds. 

Brimbank City Council (date unknown) investigated diversity in volunteering in their 
region by collating information about volunteering in the Vietnamese and Sudanese 
communities. They found high rates of informal volunteering occurred, which filled 
gaps in formal service provision. The language of “volunteering” was not appropriate 
for all communities. Opportunities to encourage volunteering in these communities 
included the use of bilingual workers, the value of understanding and celebrating 
contribution of CALD communities, and the use of appropriate conceptualisation of 
volunteer engagement.  

A survey of HACC volunteers (NSW Government Department of Family and 
Community Services, 2011) found that CALD volunteers were more likely than non-
CALD background volunteers to say that their volunteering experience could be 
improved by more training or job information (19% vs. 5%). The CALD volunteers in 
the survey had learnt about the volunteer position through family or friends (34%), 
through contact with the service (18%), from a newspaper (10%), from a poster or 
pamphlet from the service (11%) and through other means (19%).  

A report by The Centre for Volunteering (NSW) (2008) investigated strategies used 
by not-for-profit organisations to utilise the expertise and capability of highly skilled 
CALD volunteers with poor English language proficiency. Among a small sample of 
organisations from NSW and the ACT, communication problems, cultural differences 
and high turnover rates were reported as the most relevant difficulties. Only two 
organisations reported successful strategies, which included using simple English, 
avoiding abstract language/jargon/slang, good support from the team, recognition of 
efforts, flexibility at workplace, and supportive managerial/organisational culture. 
None of the organisations reported having specific policies in place. 

The Centre for Volunteering (NSW) undertook a project to increase the utilisation of 
highly skilled CALD volunteers by non-profit organisations (2011). Decision makers 
(CEOs, managers, etc.) of non-profit organisations were targeted through the use of 
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a “benefits kit”. This kit was developed based on the results of qualitative and 
quantitative research undertaken with 40 organisations. Findings showed that 
around half of organisations currently used small numbers (<5) of highly skilled 
CALD workers, with the remaining half using at least 10. Organisations reported that 
successful strategies to maximise the effectiveness of these volunteers included a 
good recruitment processes; provision of appropriate support, management and 
mentoring; clear definitions of role and expectations for both parties; matching of 
skills and knowledge between volunteer and role; and supportive organisational 
culture. Evaluation of the project is pending. 

The Migrant Information Centre (Eastern Melbourne) (2008) conducted an action 
research project which aimed to address barriers to volunteering in HACC 
organisations for CALD individuals. Part of this project involved assisting three 
HACC organisations to recruit CALD volunteers and run a mentor program for 
volunteers. Organisations, mentors and mentees reported high levels of satisfaction 
with the program. A small sample limited the strength of the conclusions which could 
be drawn from the project, however it appeared that providing a suitable, supportive 
mentor for a new volunteer from a CALD background could encourage retention of 
new volunteers and provide a selling point to appeal to potential volunteers. 

Social marketing is commonly used by non-profit organisations to attract potential 
new volunteers. Randle & Dolnicar (2009) found that in order to be effective, social 
marketing should account for the heterogeneity of volunteers from different cultural 
backgrounds. Marketing messages should be customised to reflect differences in 
attitudes, social norms and perceived behavioural control among cultural groups.  

PhD research from the University of Wollongong (Randle, 2008) reported that the 
following factors influenced whether members of a CALD community would volunteer 
for a specific organisation: awareness and knowledge about that organisation and its 
services; use of the organisations‟ services; and attitudes towards that organisation. 
This research also found that there was diversity within the CALD community which 
could be conceptualised as representing multiple subgroups (for marketing 
segments).  

Our literature review identified a major gap in the literature relating to how to recruit 
and retain individuals from CALD communities with self-reported or perceived low 
English language proficiency. Twenty nine percent of CALD persons over the age of 
65 years reported in the 2006 census as not being able to speak English well or at all 
(Australian Government Department of Immigration and Citizenship, 2008). 
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Methods and Results 

This project used an action research framework to address the recruitment and 
retention of older CALD volunteers. Information gathered in each stage of the project 
was analysed and reflected on in order to inform the following stages. The methods 
and results of each stage are presented together, corresponding with this research 
strategy. 

Ethics approval was obtained from the University of New South Wales Biomedical 
Human Research Ethics Advisory Panel (approval number 10041). 

Following a literature review of academic and grey literature, there were four stages 
of active research: 

1. Focus groups were held with volunteers and non-volunteers from Chinese and 
Italian backgrounds, and interviews were held with key informants who employ 
volunteers from these two culturally and linguistically diverse (CALD) groups. 
 

2. Individual surveys were developed based on stage 1 and administered to older 
Italian and Chinese speakers. 
 

3. An advisory board involving the Italian Association of Assistance (Co.As.It.), the 
Chinese Australian Services Society (CASS), Volunteering NSW and other 
stakeholders developed a list of recommendations on how to increase CALD 
volunteers, informed by stages 1 and 2. 
 

4. A recruitment campaign was developed based on the recommendations 
developed in stage 3 and implemented.  

Stage one – Focus groups 

In stage 1 of the study, focus groups were held in Italian (1 group of urban 
volunteers, 1 group of rural volunteers, 1 group of urban non-volunteers, 1 group of 
rural non-volunteers), Cantonese (1 group of volunteers, 1 group of non-volunteers) 
and Mandarin (1 group of volunteers, 1 group of non-volunteers) languages. Urban 
groups were held in Sydney metropolitan areas, and rural groups were held in 
Griffith. Each group included up to 16 participants and was facilitated by a bilingual 
facilitator, a simultaneous translator and research staff, who were present to allow 
further questioning or clarification of issues as they arise during the group. A total of 
90 total participants took part in the focus groups. Written consent was obtained from 
all participants and audio recordings were made of each group. Inclusion criteria for 
participation were: 

•At least 60 years of age; 

•Self-identified as belonging to the Italian or Chinese communities; 

•Able to speak Italian, Cantonese or Mandarin; 

•Able to provide informed consent. 
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The Italian Association of Assistance (Co.As.It.) and the Chinese Australian Services 
Society (CASS) approached members of their organisations – both volunteers and 
non-volunteers – to take part in the focus groups. The approach could have been 
personal, or an announcement at organisation meetings or activities. In our 
experience, indirect recruitment through newsletters or promotional fliers would not 
have been successful in these groups. A direct approach was considered much 
more likely to be successful. Older Italian and Chinese persons often have poor 
literacy, and the concept of participation in research projects is foreign to their 
culture. In addition, the Chinese sometimes have a suspicion of being externally 
monitored. We asked the organisations to only make one approach, and to make 
clear that participation was completely voluntary and would not affect their 
relationship with the organization. 

All participants in stage 1 of the study (the focus group stage) received $50 
reimbursement for travel and other costs of attendance. 

Also in stage 1 of the study, interviews were held with four key informants (volunteer 
coordinators) who employed volunteers from these two culturally and linguistically 
diverse (CALD) groups.  

A copy of the focus group questions in the English language are provided in 
Appendix A. 

Chinese focus groups 

Four Chinese focus groups were held in the Sydney metropolitan area. There were 
11 participants in each of the groups of Cantonese and Mandarin volunteers, 10 in 
the group of Cantonese non-volunteers and 11 in the group of Mandarin non-
volunteers.  

The average age of the participants was 66.2 for the Cantonese volunteers (100% 
females), 68.4 for the Mandarin volunteers (63.6% females), 65.1 for the Cantonese 
non-volunteers (81.8% females) and 70.4 for the Mandarin non-volunteers (45.5% 
females). Cantonese volunteers currently undertook 4.6 hours of volunteering per 
week on average, while for Mandarin volunteers the average was 5.5 hours. 

Motivations for volunteering 

Motivations for volunteering among Cantonese and Mandarin speakers in the four 
focus groups are shown in Figure 1.  

Among volunteers, the most commonly reported motivations for volunteering were to 
improve or maintain mental health and happiness (21%), for learning (such as 
language or skill-related activity) (13%), to contribute to or help other individuals 
(12%), for social contact (11%) and to contribute to or help Australian society (9%).  

Among non-volunteers, the most commonly reported motivations for volunteering 
were where the volunteer‟s abilities matched the volunteer work (20%), to contribute 
to or help other individuals (14%), to improve or maintain mental health and 
happiness (9%), personality or attitude (8%), for something to pass the time (7%) 
and for social contact (7%).  
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The notable differences between the two groups were that volunteers were more 
likely to report that volunteering improved or maintained their mental health and 
happiness. Non-volunteers were more likely to report that motivations for volunteers 
were that their abilities matched the volunteer work, that a certain personality or 
attitude was required for volunteering, or that volunteering helped pass the time.  

Barriers for volunteering 

Barriers for volunteering among Cantonese and Mandarin speakers in the four focus 
groups are shown in Figure 2.  

Among volunteers, the most commonly reported barriers to volunteering were 
personality and attitude (33%), transport (29%), lack of knowledge (16%), poor 
physical health (10%) and lack of time (7%).  

Among non-volunteers, the most commonly reported barriers to volunteering were 
lack of knowledge (27%), poor physical health (20%), lack of time (20%), lack of 
flexibility or other commitments (13%), and communication difficulties (5%). 
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Figure 1. Motivations for volunteering among Cantonese and Mandarin speakers  
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Figure 2. Barriers to volunteering among Cantonese and Mandarin speakers 
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Italian focus groups 

Two Italian focus groups were held in the Sydney metropolitan area, and two were 
held in Griffith. Participant numbers were 11 for the urban non-volunteers, 10 for the 
urban volunteers, and 13 each for the groups of rural volunteers and non-volunteers. 

The average age of the participants was 69.4 for the urban volunteers (70% 
females), 68.4 for the rural volunteers (81.8% female), 75.1 for the urban non-
volunteers (54.5% females) and 79.2 for the rural non-volunteers (100% females). 
Urban volunteers currently undertook 4.6 hours of volunteering per week on 
average, while for rural volunteers the average was 5.5 hours. 

Motivations for volunteering 

Motivations for volunteering among urban and rural Italian speakers in the four focus 
groups are shown in Figure 3.  

Among volunteers, the most commonly reported motivations for volunteering were to 
contribute to or help other individuals (23%), for social contact (10%), for enjoyment 
(10%), because their interests matched the volunteer work (6%), and to contribute to 
a meaningful life (6%).  

Among non-volunteers, the most commonly reported motivations for volunteering 
were to contribute to or help other individuals (45%), because their interests matched 
the volunteer work (17%), because their abilities matched the volunteer work (13%), 
for duty or obligation (7%), and to contribute to a meaningful life (7%).  

Barriers for volunteering 

Barriers for volunteering among urban and rural Italian speakers in the four focus 
groups are shown in Figure 4.  

Among volunteers, the most commonly reported barriers to volunteering were 
personality and attitude (23%), lack of time (13%), lack of knowledge (12%), fear or 
lack of confidence (12%), and legal or administrative requirements (10%).  

Among non-volunteers, the most commonly reported barriers to volunteering were 
lack of time (31%), transport (12%), lack of knowledge (12%), poor physical health 
(11%), language difficulties (11%) and lack of flexibility or other commitments (11%).  
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Figure 3. Motivations for volunteering among Italian speakers  
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Figure 4. Barriers to volunteering among Italian speakers  
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Stage 2 – individual surveys 

In stage 2 of the study, we recruited persons from each language group to complete 
questionnaires developed using the results of stage 1 of the study. Potential 
participants were approached via announcements made at social and activity groups 
held by the City of Sydney Over 55 Services and the Italian Association of 
Assistance (Co.As.It.). The announcements were made by the convenor of each of 
the groups, who introduced the project and the research staff involved, and invited 
potential participants to approach the research staff to participate in a 10 minute 
survey. Participants were offered the opportunity to undertake the questionnaire at 
that time, or to arrange for another suitable time to undertake the questionnaire.  

In addition to the above-mentioned strategies, intercept surveys were conducted by 
trained trilingual (Cantonese, Mandarin and English) speakers with participants of 
the 2012 Chinese New Year Festivals in Belmore Park and Hurstville.  

Broadly, the questionnaires were on the topics of volunteering, knowledge and 
perceptions of our partner organisations and opinions on draft advertisements.An 
English language version of the questionnaires are shown in Appendix B. 

Chinese individual survey participants 

There were 199 respondents to the questionnaire from the Chinese community. 
Socio-demographic and volunteering characteristics of the sample are shown in 
Table 1. 

Sociodemographic characteristics 

The majority of Chinese speaking particpants were aged 50 and above (62.5%), and 
69.3% were female. Over three-quarters were born in China. and 55.1% reported not 
speaking English well or not speaking English at all. 

The majority of participants (83.5%) were familiar with the term “volunteering”, 41.7% 
were currently volunteering for an average of about 4 hours a week. One-quarter of 
participants who were not currently volunteering had previously worked as 
volunteers. 

Table 1. Socio-demographic and volunteering characteristics of respondents from 
the Chinese community 

Characteristic Number & proportion of 
respondents 

Familiarity with the term “volunteering” (% 
yes) 

162 (83.5%) 

Do you do any volunteer work? 73 (41.7%) 
Hours spent volunteering/week 4.43 + 4.53 (0-18) 
If you don‟t currently volunteer, have you 
ever volunteered in the past? 

21 (23.1%) 

Gender (% F) 133 (69.3%) 
Age  

Under 40 12 (6.3%) 
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40-49 45 (23.4%) 
50-59 41 (21.4%) 
60-69 49 (25.5%) 
70-79 30 (15.6%) 
80+ 15 (7.8%) 

Do you speak a language other than 
English at home? (% yes) 

154 (93.3%) 

Language spoken at home  
Cantonese 88 (51.8%) 
Mandarin 40 (23.5%) 
Chinese 47 (27.6%) 
Other(s) 11 (6.5%) 

Country of birth  
China 147 (78.6%) 
Hong Kong 26 (13.9%) 
Australia 2 (1.1%) 
Other 12 (6.4%) 

Ethnic background identified with  
Chinese 156 (90.7%) 
Australian 6 (3.5%) 
Other 10 (5.8%) 

Years lived in Australia 13.03 + 10.43 (0.03 – 57.00) 
Highest educational qualification  

Postgraduate 12 (6.5%) 
Bachelor degree 67 (36.0%) 
Diploma 25 (13.4%) 
Trade or other certificate 1 (0.5%) 
High school 53 (28.5%) 
Primary school 14 (7.5%) 
Did not complete primary school 14 (7.5%) 

Level of English spoken  
Very well 21 (11.1%) 
Well 62 (32.8%) 
Not well 75 (39.7%) 
Not well at all 31 (16.4%) 

Employment status  
Employed full-time 46 (24.1%) 
Employed part-time 15 (7.9%) 
Unemployed 3 (1.6%) 
Full time student 6 (3.1%) 
Retired 83 (43.5%) 
Housewife/househusband 38 (19.9%) 

 
Volunteering activities 

Volunteer activities currently being undertaken by respondents from the Chinese 
community are shown in Figure 5. Among those who provided responses, the most 
common volunteer activities were helping elderly (26.7%), administration (24.0%), 
social group/club (24.0%), and helping children/youth (18.7%).  
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Responses to “other” volunteering activities undertaken included “community group” 
(1), “Cancer Council” (1), “school”, “working”, “busy, looking after grandchildren”, 
“ABC-cook chef”, “sport” “busy, working in veg. garden” and “any volunteer work that 
can help”. 

Motivations for volunteering 

Respondents were asked to provide reasons for freely giving their time and effort to 
others. Responses to this question were considered motivations for volunteering. 
The proportion of respondents from the Chinese community for each reason are 
provided in Figure 6.  

Among those who provided responses, the most common motivations for 
volunteering were to help other individuals (63.0%), to do something worthwhile 
(35.4%), to have social contact (33.9%), and to learn (32.3%).  

Barriers to volunteering 

Responses relating to barriers to volunteering in respondents from the Chinese 
community are presented in Figure 7. Non-volunteers were asked why they do not 
currently volunteer, and volunteers were asked for reasons which make it more 
difficult to volunteer.  

The most common response (66.9%) among respondents was lack of time or other 
commitments. Other common responses included language barrier or difficulties 
(22.7%), my poor physical health or age (17.2%) and lack of knowledge about 
opportunities (14.7%).  

Responses to the question, “Is there anything that would make it easier for you to 
volunteer”, could be grouped into a number of categories. These included providing 
transportation to the volunteering activities, having improved health, being able to 
volunteer in the respondent‟s own language, and having more time to spend on 
volunteering activities. 

The names of a large number of organisations were elicited when participants were 
asked to name the first organisation that uses volunteers that came to mind. The 
most common responses were Red Cross (42 responses, 21.4% of respondents), 
ACCA (16 responses), “don‟t know” or “no” (18 responses), the Salvation Army (13 
responses), the Ultimo Community Centre (7 responses), St Vincent de Paul (5 
responses) and CASS (5 responses).  

Respondents were asked whether they had heard of a number of non-profit 
organisations which use volunteers, and what came to mind when they thought of 
those organisations.  

In relation to CASS, 65 respondents had heard of the organisation. Perceptions of 
the organisation included: “helping Chinese”, a number of other variations of “help”, 
“good”, “Chinese service”, “don‟t know/not sure” and “activities”.  

Fifty-eight participants had heard of ACCA. Their perceptions of the service included 
“Chinese association”, “Chinese service”, “good”, “convenient”, “easy to access”, “not 
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sure”, “heard of it” and “help” for “everyone”, “Chinese”, “new migrants”, “the elderly”, 
“workers” and “others”. 

Thirty-nine participants had heard of Meals on Wheels. Of these, participants 
described the service as “deliver food/meals” for the “elderly”, “homeless people”, 
“people who need this” or “the housebound”, “cooking”, “food/meals”, “good”, “great 
idea”, “much needed service” and “not sure”. 

In relation to Community Transport, 34 participants had heard of the organisation. Of 
these, participants described the service as “transportation” or “travel” for “the 
elderly” or “disabled”, “convenient”, “site visiting” or “trip”, “shopping” and “not 
sure/don‟t know”. 

In relation to Tenant Connect, nine participants had heard of the organisation. Their 
descriptions of the service included “calling aged person at home”, “tenant referral”, 
“Department of Housing home-alone aged people”, “wonderful idea”, “OK” and “don‟t 
know”. 

Seventy-seven participants had heard of Red Cross. Their perceptions of the service 
included “charity”, “calls/telephone”, “blood/blood donation”, “disaster”, “fundraising”, 
“crisis/emergency”, “good”, “help”, “health/medical assistance”, “international” and 
“very important”. 

In relation to Volunteering NSW, 13 participants had heard of the organisation. Their 
descriptions included “ads”, “big events”, “don‟t know/not sure”, “providing 
volunteering services” and “very good”. 

Respondents were shown four different posters (see Appendix C) which were drafts 
of advertisements for recruiting volunteers for our partner organisations. Among the 
four shown to respondents from the Chinese community, 20 respondents (13% of 
those who responded to this question) preferred the poster for Volunteering NSW, 38 
(24.7%) the poster for Meals on Wheels, 13 (8.4%) the poster for Community 
Transport, and 83 (53.9%) for Red Cross. 
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Figure 5. Current volunteering activities undertaken by Chinese respondents  
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Figure 6. Motivations for volunteering among Chinese respondents   
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Figure 7. Barriers to volunteering among Chinese respondents 
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Italian individual survey participants 

There were 64 respondents to the questionnaire from the Italian community in stage 
two of the project. Socio-demographic and volunteering characteristics of the 
respondents are shown in Table 2. 

Sociodemographic characteristics 

Of the 64 respondents, 72.5% were female. The vast majority (81.5%) were aged 70 
and above. Socio-demographic and volunteering characteristics of the Italian sample 
are shown in Table 4. 

Almost all respondents had been born in Italy, and spoke a language other than 
English at home. They had lived in Australia for 50 years on average, and 44.2% 
reported speaking English well or very well. 

Most respondents were familiar with the term “volunteering”, and around one-third 
currently were volunteers. Among those who did not currently volunteer, one-quarter 
had volunteered in the past.  

Table 2. Socio-demographic and volunteering characteristics of respondents from 
the Italian community 

Characteristic Number & proportion of 
respondents 

Familiarity with the term “volunteering” (% 
yes) 

49 (83.1%) 

Do you do any volunteer work? (% yes) 18 (35.3%) 
Hours spent volunteering/week 5.60 + 8.38 (0-40) 
If you don‟t currently volunteer, have you 
ever volunteered in the past? (% yes) 

7 (24.1%) 

Gender (% F) 37 (72.5%) 
Age  

Under 40 0 (0%) 
40-49 0 (0%) 
50-59 1 (1.9%) 
60-69 9 (16.7%) 
70-79 28 (51.9%) 
80+ 16 (29.6%) 

Do you speak a language other than 
English at home? (% yes) 

47 (92.2%) 

Language spoken at home  
Italian 31 (100%) 
Other(s) 0 (0%) 

Country of birth  
Italy 44 (91.7%) 
Australia 3 (6.3%) 
Other 1 (2.1%) 

Ethnic background identified with  
Italian 43 (84.3%) 
Other 8 (15.7%) 
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Years lived in Australia 53.20 + 8.31 (30-75) 
Highest educational qualification  

Postgraduate 1 (2.0%) 
Bachelor degree 0 (0%) 
Diploma 2 (4.0%) 
Trade or other certificate 5 (10.0%) 
High school 12 (24.0%) 
Primary school 27 (54.0%) 
Did not complete primary school 3 (6.0%) 

Level of English spoken  
Very well 8 (15.4%) 
Well 15 (28.8%) 
Not well 20 (38.5%) 
Not well at all 9 (17.3%) 

Employment status  
Employed full-time 3 (6.0%) 
Retired 40 (80.0%) 
Housewife/househusband 7 (14.0%) 

 
Volunteering activities 

Volunteer activities currently being undertaken by the Italian sample are shown in 
Figure 8. Among those who provided responses, the most common volunteer 
activities were social group/club (47.8%), helping through my religious group 
(30.4%), helping out at special events (21.7%), helping elderly (17.4%) and helping 
disabled people/people with illness (17.4%).  

Motivations for volunteering 

Respondents were asked to provide reasons for freely giving their time and effort to 
others. Responses to this question were considered motivations for volunteering. 
The proportion of respondents from the Italian community for each reason are 
provided in Figure 9. Among those who provided responses, the most common 
motivations for volunteering were to help other individuals (59.5%), to improve my 
physical health (52.4%), to improve my mental health and happiness (45.2%) and to 
have social contact (42.9%).  

Barriers to volunteering 

Responses relating to barriers to volunteering in respondents from the Italian 
community are presented in Figure 10. Non-volunteers were asked why they do not 
currently volunteer, and volunteers were asked for reasons which make it more 
difficult to volunteer. The most common response (72.9%) among respondents was 
their poor physical health or age. Other common responses included transport 
difficulties (39.6%), language barrier or difficulties (35.4%) and not wanting the 
commitment (35.4%).  
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Figure 8. Current volunteering activities undertaken by Italian respondents 
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Figure 9. Motivations for volunteering among Italian respondents 
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Figure 10. Barriers to volunteering among Italian respondents 
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The small number of responses to the question, “Is there anything that would make it 
easier for you to volunteer” all referred to the poor health of respondents. 

When asked to name the first organisation that uses volunteers that came to mind, 6 
respondents suggested Co.As.It.. There was one suggestion for each of the 
following: Italian Catholic Federation, the Marconi Choir, St Vincent de Paul and the 
Red Cross.  

Respondents were asked whether they had heard of a number of non-profit 
organisations which use volunteers, and what came to mind when they thought of 
those organisation.  

In relation to Co.As.It., 85 respondents had heard of the organisation. Perceptions of 
the organisation included: “assistance to the aged”, ”assistance for Italians”, 
”assistance for everybody”, ”we need it”, ”good thing for Italians”, ”service for Italians” 
and “Italian society”.  

Fifty eight participants had heard of Meals on Wheels. Their perceptions of the 
service included “meals to the homes”, “it has been done for 20 years” and many 
responses were that it was a “help”. 

Sixteen participants had heard of the Community Transport service. Of these, 
participants described the service as “help for us”. “very good” and “they help with 
transport”. 

None of the participants had heard of Tenant Connect. However all participants had 
heard of Red Cross. Responses when asked about Red Cross were: “disasters”, 
“very good”, “assistance”, “emergency” and “transfusions”. 

Twenty participants had heard of Volunteering NSW. Participants described the 
service as “good idea”, “noble initiative”, and “help”. 

Respondents were shown four different posters (see Appendix C) which were drafts 
of advertisements for recruiting volunteers for our partner organisations. Among the 
four shown to respondents from the Italian community, 4 respondents preferred the 
poster for Volunteering NSW, 11 the poster for Meals on Wheels, 18 the poster for 
Community Transport, and 35 for Red Cross. 
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Stage 3 – development of recommendations 

In stage 3 of the study, an advisory board involving Co.As.It., CASS and Volunteers 
NSW and other stakeholders met to develop a list of recommendations on methods 
of increasing and retaining CALD volunteers. Members of the advisory board are 
shown in Appendix D. The results of stages 1 and 2 of the study were presented to 
this advisory group. The group also drew on their knowledge and experiences when 
brainstorming potential recommendations. These were subsequently refined by the 
project team.  

The advisory group met at the end of the study to re-review and finalise the 
recommendations. The results of stage 4 were discussed, and the recommendations 
revised based on the group‟s suggestions. The recommendations are provided 
below. 
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Recommendations for the recruitment, assessment and retention of 
older CALD volunteers in NSW 
 

The following recommendations were developed as part of the project “An Untapped 
Resource: Older CALD Volunteers – Understanding barriers and motivations to 

volunteering in NSW”. The project was a collaboration between the University of New 
South Wales, NSW Multicultural Health Communication Service and Council on The 

Aged NSW. 

The recommendations are specific to the recruitment, assessment and retention of 
older CALD volunteers and should be considered together with general resources on 
working with volunteers such as Volunteering Australia’s National Standards for 
Best Practice in the Management of Volunteers. In addition, the 
recommendations can be seen to further inform the five strategic directions outlined 
in the NSW Volunteering Strategy 2012.  

 
 

1. Organisational preparedness 
 
1.1. Cultural competency should form part of the induction and training process of 

all staff. The Multicultural Disability Advocacy Association booklet is a good 
example of a cultural competency resource and is available here 
http://www.mdaa.org.au/archive/03/mdaa-BuildingCulturalCompetency.pdf.  
 

1.2. It is critical that organisations have a paid bilingual volunteer coordinator in 
order to retain and maximise the potential of older CALD volunteers. This is 
because the process of recruitment, assessment, and ongoing work of an 
older CALD volunteer is made easier with direct access to someone who 
speaks their language and understands their culture. 

 
1.3. Organisations should have a Volunteer Handbook for CALD volunteers, 

which should be available in relevant languages as well as easy-to-read 
English. 

 
1.4. An organisational policy of inclusion, recognition and reward of CALD 

volunteers is important. For example including them in management 
meetings, including them in social staff functions, providing badges caps and 
t-shirts, and making nominations for volunteer awards. 

 
2. Recruitment 

 
2.1. During recruitment campaigns, the name of the specific CALD group or 

groups being targeted for volunteers should be used in advertisements. The 
term „CALD‟ is not always recognised or well understood within CALD 
communities. 
 

2.2. During recruitment campaigns, the specific volunteer tasks required should 
be described, rather than a general advertisement for volunteers. This is 
because the concept of volunteering, particularly formal volunteering may not 

http://www.mdaa.org.au/archive/03/mdaa-BuildingCulturalCompetency.pdf
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be well understood by CALD communities. Further, persons are more likely 
to volunteer for specific jobs or types of work. 
 

2.3. During recruitment campaigns, advertisements should recruit CALD 
volunteers for specific organisations. Major factors that influence CALD 
persons to volunteer are their awareness of the organisation and its work, 
their confidence in and their perceived credibility of and positive attitudes 
towards the organisation, and their experience of the services provided by 
the organisation. 

 
2.4. An older CALD volunteer marketing campaign should 

 
2.3.1 Include appropriate images of older CALD persons. 
2.3.2 Be pitched in appropriate language taking into account specific 

dialects, socio-demographic levels and education levels of the target 
audience. 

2.3.3 Ensure that translated material is consistent with previously translated 
terminology (e.g. meals on wheels could translate to „soup kitchen on 
wheels‟ or „meals to the home‟). 

 
2.5. As part of development of the specific volunteer job description for a CALD 

volunteer, spoken and written English language ability should be specified. 
This should take into account the English proficiency required to 
communicate with supervisors and colleagues as well as the specific duties 
within the role.  
 

2.6. Pathways to volunteering for positions which are promoted in CALD 
languages should be simple or in plain English and their first contact should 
be a person who speaks the relevant CALD language. 

 
2.7. Partnerships can be built between community organisations to reach out to 

CALD volunteers. This may be particularly productive when mainstream and 
CALD-specific organisations work together.   

 
3. Assessment & Induction 

 
3.1. Assessment and induction procedures should be conducted in the volunteers‟ 

preferred language.  
 

3.2. The skills of CALD volunteers can be unrecognised and underutilised, as 
their English language skills do not reflect their other skills. Assessment 
needs to include gaining an understanding of what the volunteer wants to do 
as part of their role/ gain from volunteering position, and the skills of the 
volunteer. 

 
3.3. If skills in a non-English language are required for the position, a specific 

non-English language proficiency assessment process is necessary to 
determine if the volunteer‟s required language proficiency fits the volunteer 
position.  
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3.4. An English language assessment process is necessary to determine if the 
volunteer‟s English proficiency fits the volunteer position, particularly if no 
bilingual volunteer coordinator is available. Some positions may only require 
functional levels of English, while others may need higher levels of English 
competency.  
 

3.5. Volunteers with low levels of English competency should be encouraged to 
participate according to their level of English ability. If appropriate and if the 
older person is interested, access to English language classes should be 
facilitated by a volunteer coordinator.  
 

3.6. CALD volunteers‟ skills should be reassessed regularly, particularly with 
regars to their level of English proficiency. 

 
3.7. Induction training should ensure that volunteers are aware of volunteering 

principles, policies of the organisations, and expectation of the organisation 
of volunteers. CALD volunteers may have different expectations to non-CALD 
volunteers.  
 

4. NSW Public Policy 
 
4.1. Cultural competency audit and training should be an integral part of any 

organisation‟s volunteer recruitment strategy.  There should be external, 
measurable competencies for CALD volunteer recruitment, induction and 
retention. Ideally volunteers in organisations should reflect the cultural 
diversity of the geographical area that they serve.  
 

4.2. The current formal definition of volunteering does not adequately capture the 
informal volunteering behaviour of CALD communities. This should be taken 
into account when defining volunteering for data gathering and evaluation 
purposes. 

 
4.3. A resource bank could be collated at an easily accessible central point for 

organisations who wish to engage CALD volunteers. This resource needs to 
be maintained and updated. This project has started this process here 
http://www.mhcs.health.nsw.gov.au/services/campaign/CALDVolunteerProjec
tlinks.asp#para_0  

 
4.4. A central coordinating agency could manage all advertisements for CALD 

volunteers placed by any organisation. This agency would work with CALD 
specific organisations to advertise and fill these volunteer positions.  
 

5. Future initiatives 
 
5.1. The development of a brokerage partnership model between mainstream 

community organisations and CALD specific organisations to facilitate use of 
CALD volunteers into mainstream community organisations should be piloted 
and evaluated.  
There are several partnership models that could be explored. 
  

http://www.mhcs.health.nsw.gov.au/services/campaign/CALDVolunteerProjectlinks.asp#para_0
http://www.mhcs.health.nsw.gov.au/services/campaign/CALDVolunteerProjectlinks.asp#para_0
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5.1.1. CALD organisations could be the central point of contact to match 
potential volunteers to those mainstream organisations requiring 
volunteers from a specific cultural background. 
 

5.1.2. CALD organisations may be able to provide assessments of a 
candidate‟s non-English language skills. 
 

5.1.3. CALD organisations may be able to provide bilingual trainers that 
mainstream organisations can train using train-the-trainer models to 
deliver training in non-English languages.  
 

5.1.4. CALD organisations could conduct the advertising for and assessment 
of the suitability and training of volunteers for mainstream organisations. 
   

5.1.5. CALD organisations could be contracted to deliver specific services to 
CALD clients on behalf of the mainstream organisations. 
 

5.2. The development, piloting and promotion of an English language ability 
assessment test for volunteers (of any age). This would involve working with 
organisations to understand their English language needs for various 
volunteer positions, reviewing and piloting a number of written and spoken 
tests of English language and setting suggested benchmarks on the tests for 
different volunteer positions. The tests would ideally be valid and reliable, 
short, easy to administer with minimal training and free to use. A telephone 
version of the oral component of the test may also be useful. 
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Stage 4 – Recruitment campaign 

In Stage 4, we developed and implemented a recruitment campaign. The Older 
CALD volunteer research project team, in consultation with the funding body, 
developed the following limitations for the scope of volunteer recruitment: 

 of Chinese and Italian speakers; 

 for the following not-for-profit organisations: Chinese Australian Services 
Society (CASS), Co.As.It., Community Transport, Meals on Wheels, Centre 
for Volunteering NSW and Tenant Connect;  

 in the following geographical areas with high CALD populations:  

o Inner West 

o City of Sydney 

o South-West/ Bankstown 

Community Transport and Meals on Wheels have multiple member services 
operating in the identified geographical areas. We promoted the project through the 
head office of these organisations in order to attract member services interested in 
partnering with us. 

The following components were undertaken as part of the recruitment campaign in 
stage 4: 

A. Preparing the services to work with CALD volunteers 
B. Selecting key promotional messages and strategies 
C. Marketing campaign 

 
A. Preparing the services for CALD volunteers 

Recommendation 1 reflects how critical it is that organisations that want to retain 
older CALD volunteers are suitably prepared to work with these groups. These 
organisations need to be culturally competent, and have the capacity to train, 
supervise and support these volunteers. The organisations also need to specify the 
level of English language proficiency needed for the position (recommendation 2.4). 
We worked with each organisation to assess each organisation‟s capacity to work 
with CALD volunteers, and where possible assisted in improving their capacity. 

The following activities were undertaken to build organisational capacity to work with 
CALD volunteers: 

1. We developed a checklist to help organisations assess their capacity to work 
with CALD volunteers, and discussed their results with them and 
brainstormed how areas could be improved (following recommendation 1). 
The checklist is shown in Appendix E. 
 

2. We held discussions with organisations around the issue of the level of 
English language proficiency required in volunteers. The Centre for 
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Volunteering NSW provided anecdotal evidence that despite their 
organisation having assessed the English language skills of some potential 
CALD volunteers as adequate, the organisations to which they had 
subsequently referred these CALD volunteers had found their English to not 
be sufficient for the role. There is no standard assessment of English 
language proficiency for volunteering positions (see recommendations 3.4 
and 5.2). Following these discussions, services involved in our project 
decided only to recruit volunteers who had enough English to be able to 
undergo training and induction in English, and not to attempt to work with 
volunteers with limited English abilities. 

1. We ran a “working with interpreters” course for Community Transport NSW, 
as this organisation identified a need for member services to be trained in 
using interpreters (following recommendation 1). Fifteen community transport 
workers attended. See Appendix F for the flyer from the workshop.  

2. We supported with funds from this project organisations that had been 
developing organisational structures to work with CALD volunteers. Funds 
were added to a Community Transport project piloting the use of bilingual 
workers to increase volunteering from Arabic, Chinese, Italian, Spanish and 
Vietnamese in South-West Sydney (following recommendation 1.2). 

3. We worked with the Chinese Australian Services Society (CASS) and 
Co.As.It. (Italian) on the feasibility of piloting a brokerage system for 
language-specific assessment of potential clients and recruitment and 
induction of volunteers who prefer to speak in Chinese/ Italian or have limited 
English (following recommendation 5.1).  

B. Selecting key promotional messages and strategies 

A key lesson from our literature review in stage 1 was that older CALD persons will 
not volunteer for an organisation they have not heard of, or do not have a positive 
regard for. In stage 2 we surveyed our target groups on their awareness and 
attitudes towards the organisations we are working with. Based on this information, 
we decided it was necessary to promote the service to CALD clients if the 
organisation was agreeable to this, as part of the message in recruiting volunteers 
for the service. Below is a table that summarises for each partner organisation the 
language skills needed from the volunteers, the geographical area in which the 
service operated, and the target audience of the promotion: 

Table 3. Partner organisations and audience 

Organisations Language skills 
of   

volunteer 
needed 

Specific service 
in the 
geographic 
areas 

Focus of 
promotion 

Volunteering 
and/ or 
promotion of 
service 
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Chinese 
Australian 
Services Society  

( CASS), chinese 
specific 
organisation 

Cantonese, 
Mandarin  focus 

English – not a 
requirement 

Campsie and 
metropolitan 
Sydney –office or 
those who can 
come into the 
Campsie office 

Volunteering   

Co.As.It. ( Italian 
specific 
organisation) 

Italian focus 

English – not a 
requirement 

Volunteers who 
can work at the 
Leichhardt office 
or surrounding 
area 

 

Volunteering  

Community 
Transport  

CALD volunteers- 
no specific 
requirements  

Inner West 
Community 
Transport 
(Burwood) 

Service and 
volunteering 

Community 
Transport 

CALD volunteers 
– no specific 
requirements 

South West 
Community 
Transport 

Service and 
volunteering 

Community 
Transport NSW 

( statewide) 

CALD volunteers 
– no -specfic 
requirments  

Various locations 
–anticipating 
response to 
promotion in 
Ethnic media that 
may from various 
parts of NSW 

Service and 
volunteering 

Centre for 
Volunteering 

CALD volunteers 
– not specific 

Various locations Volunteering 

Meals on Wheels 
Association 

CALD volunteers 
– not specific 

Various locations  Service and 
volunteering 

Meals on Wheels 
assocation 

CALD volunteers  
-not specific 

City of Sydney 
Meals on Wheels  

Service and 
volunteering 

Meals on Wheels 
association 

Chinese 
speakers  

Focus  

But also welcome 
bilingual 
speakers 

Australian 
Chinese 
Community 
Association 
(ACCA) Chinese 
meals on wheels 
located in Surry 
Hills ( city of 

Service and 
volunteering  
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Sydney) 

Tenant Connect  

(Red Cross) 
statewide, one 
branch only  

CALD volunteers 
– not specific 

Italian and 
Chinese 
speakers – focus 
of initial brief of 
project 

State-wide 
promotion 

 

 

Service and 
volunteering 

 

C. Marketing campaign 

During the promotion period, one of the partner organisations, Red Cross‟ Tenant 
Connect, requested that any promotion to the Chinese and Italian community using 
ethnic media be put on hold due to uncertainty of continued funding. This resulted in 
some pre-booked advertisements for Red Cross/Tenant Connect being cancelled 
and funds diverted to other services being promoted in the Chinese media. 

We used paid advertising and unpaid advertising in this marketing campaign. 

1. PAID ADVERTISING 

We refined the advertisements used in the individual surveys in stage 2 based on the 
survey results and following recommendations 2.1, 2.2 and 2.3. We also consulted 
with the relevant department in charge of marketing and communication materials for 
each participating service in order to develop an improved set of print and new radio 
advertisements. These advertisements reflected the changes to the target audience 
and focus (e.g. promoting both service and recruitment of CALD volunteers, bilingual 
or specific language speakers, or focus only on bilingual volunteers) of the 
participating organisation.  

Print Advertisements 

Print advertisements, especially those that appeared in the local or suburban press 
in English, appealing to bilingual speakers – (speakers of English and a language 
other than English), were produced with a similar format, to facilitate comparison of 
effects. 

Print advertisements were first constructed in English for approval and comment by 
each relevant organisation. Bilingual staff at the NSW Multicultural Health 
Communication Service with experience in developing Chinese and Italian 
advertising material produced the in-language versions of the advertisements. All 
language materials were tested with accredited translators as well as bilingual 
community organisation representatives. See Appendix G for a copy of the English 
and language versions of the print advertisements. 

Radio Advertisements  
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Radio advertisements were produced in partnership with a media agency that 
specialises in the adaptation/ translation, production and placement of multilingual 
radio advertisements. 

NSW Community Relations Commission (CRC), E- link  

In addition to local and CALD media, the promotion stage of the project utilised an 
email distribution service of the Community Relations‟ Commission, “E-link.” CRC‟s 
E- link is a paid service that targets individuals and organisations working with 
specific CALD groups by sending a one page email. As part of the promotion period, 
the print advertisement materials were also distributed as part of the E-link service. 

Placement and media buy 

Stage 4 of this project was timed to capitalise on National Volunteers Week (14 May 
to 21 May 2012). We used this period and the week after to place advertisements 
and increase publicity. Table 4 shows the print, radio and E- link schedules followed 
during the promotion period, and Table 5 shows the cost of the media buy. 
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Table 4. Paid advertisements by media by language 

Local 

Newspaper

Ethnic 

Paper

English 1 1

Chinese 1 48 49

Subtotal 50

English 1 1 2

Chinese 48 48

Subtotal 50

English 1 1 2

Chinese 1 48 49

Subtotal 51

English 1 1

Italian 1 7 8

Subtotal 9

English 2 2 4

Chinese 1 48 49

Italian 1 7 8

Subtotal 61

Tenant Connect / Red Cross English 1 1 2

Volunteering NSW English 1 1 1 3

Total 5 7 206 8 226

Radio Elink TotalOrganisation/Service

CASS

Community Transport

ACCA (General)

Print

Language

Meals on Wheels

Co.As.It
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Table 5. Media spending by media by language 

 Local 

Paper 

 Ethnic 

Paper 

English 120$       120$         

Chinese 832$        3,536$      900$            5,268$      

Subtotal 5,388$     

English 120$       120$         

Chinese 832$        3,536$      900$            5,268$      

Subtotal 5,388$     

English  $        2,317 120$       2,437$      

Chinese 832$        3,536$      4,368$      

Subtotal 6,805$     

English 120$       120$         

Italian 1,642$     1,152$      900$            3,694$      

Subtotal 3,814$     

English  $        3,576 240$       3,816$      

Chinese 832$        3,536$      4,368$      

Italian 1,642$     1,152$      2,794$      

Subtotal 10,978$    

Tenant Connect / Red Cross English  $        2,059 120$       2,179$      

Volunteering NSW English  $        2,317 832$        120$       3,269$      

Total  $      10,270 7,444$     16,448$    960$       2,700$         37,822$    

Total
Information 

Talk
Organisation/Service Language

Print

Radio Elink

CASS

ACCA (General)

Meals on Wheels

Co.As.It

Community Transport

 



38 
 

2. UNPAID ADVERTISING/PUBLIC RELATIONS 

Editorials and media releases 

To complement the paid media activity and to increase coverage of the key 
messages of the promotional activities, media releases were also sent to relevant 
publications under the backdrop of “National Volunteers Week.” 

Frequently Asked Questions and Answers (FAQ) 

A set of frequently asked questions and answers (FAQ) were developed in 
consultation with the participating organisations. These FAQs were used as a guide 
for potential media interviews, for the media and as part of the information kit that 
was sent to people enquiring about each service or about becoming a volunteer. 

Bilingual speakers for media interviews 

Wherever possible, bilingual speakers who work as staff or volunteer for the 
participating services were requested to act as spokesperson to appear on relevant 
media (e.g. SBS television).  

Bilingual talks to existing senior CALD groups 

To increase publicity of the services and the need for CALD volunteers, MHCS 
worked in partnership with the Chinese Australian Services Society and Co.As.It. to 
identify existing groups of CALD seniors, to whom information sessions were 
presented. Each session comprised a one hour talk including opportunities for the 
audience to ask questions. For example, the presentation material on Meals on 
Wheels included information on cost, availability and the types of food available, as 
well as taste tests.  

Templates for the community talks were produced for the various services by MHCS 
in conjunction with Community Transport NSW and Volunteering NSW. General 
information about the services was included in the templates. 

MHCS also worked with respective of local services, for instance Inner West 
Community Transport, to reflect relevant local information. The talks included 
PowerPoint presentations and handouts.  

The audience members were also asked if they were interested in volunteering, and 
application forms for volunteering were available on the day. The talks presented are 
shown in Table 6. 

Chinese New Year Festival 

The Chinese New Year festival celebrations in Belmore Park and Hurstville also 
provided an opportunity to promote volunteering to the Chinese community. A stall 
staffed with bilingual speakers was used as an avenue to distribute information on 
volunteering during the three day festival. Red Cross‟ Tenant Connect also provided 
bilingual volunteers to hand out information and be available for any questions about 
volunteering.  
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Table 6. Community talks 

Date Group/Organisation Language  No of 
people in 
attendanc
e 

9 May 2012 Elderly group  - Bankstown 
Senior Citizens Centre 

Mandarin 40 

21 May 2012 Chinese speaking group – 
Ashfield 

Mandarin 30 

24 May 2012 Women‟s group – Campsie Mandarin 40 

18 Jun 2012 English Learning group – 
Parramatta 

Mandarin/Cantonese 20 

20 Jun 2012 English Learning group – 
Ultimo Community Centre 

Mandarin/Cantonese 15 

3 July 2012 English Learning group –  

Ultimo Community Centre 

Mandarin/ Cantonese Pending 

3 July 2012 Co.As.It. – Punchbow group  Italian Pending 

5 July 2012 Co.As.It – Five Dock group Italian Pending 

10 July 2012 Co.As.It – Lakemba group Italian Pending 

 

Telephone Enquiry lines 

Participating organisations who wished to recruit bilingual speakers (speakers of 
English and a language other than English) were contacted directly by potential 
volunteers. These organisations were: 

 Inner West Community Transport (Burwood) 

 Meals on Wheels, City of Sydney 

 The Centre for Volunteering NSW  

 South West Community Transport (Minto) 

 Tenant Connect, Red Cross 
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Central Chinese and Italian telephone enquiry lines were also put into operation for 
volunteers who preferred their other language or with poor or limited English. During 
the two week promotion period (14th May to 1st June), CASS and Co.As.It. took 
enquiries from people who wanted to find out more information on becoming 
volunteers or were interested in the services promoted. The organisations collected 
information about the callers, and we subsequently sent out information kits to 
potential volunteers. Scripts were provided to the organisations taking calls to ensure 
that all the details required were collected. 

Chinese Australian Services Society (CASS) operated Cantonese or Mandarin 
enquiry lines from 10am to 12pm, Monday to Friday. Co.As.It. operated Italian 
enquiry lines from 9am to 5pm, Monday to Friday. 

Additional Activity: Chinese Australian Service Society (CASS) – Chinese 
media launch 

CASS offered to host a Chinese media launch to increase awareness of the Chinese 
community in NSW about the research project and the importance of volunteering. 
This followed recommendation 1.6. 

The event was held at Marigold Restaurant, Sydney on 23rd March 2012. 

The speakers were: 

 Tony Frew – The Centre for Volunteering NSW 

 Dr. Lee-Fay Low – University of New South Wales 

 Dr. Leng Tan – CASS 

 Mark Coure – Member of State Parliament  

In conjunction with this event, CASS produced and distributed media releases to the 
Chinese media to recruit Chinese speaking volunteers. 

Promotion outcomes 

This section outlines the key outcomes that resulted from the previously mentioned 
promotional activities.  

Unpaid media coverage 

Based on current advertising rates, the CALD volunteering project attracted a total of 
$16,640 in unpaid media coverage. Tables 7 to 11 provide details of unpaid media 
coverage, by language and medium. Appendix H provides the internet and print 
media coverage gained. 

Table 7. Unpaid local newspaper coverage 

Status Name of media outlet 
and size of coverage  

Focus / topic – what was covered?  



41 
 

(Pending) Liverpool Leader  Personal story of the current Community 
Transport volunteer 

(Pending) Wentworth Courier Personal story of the current Meals on 
Wheels volunteer 

 

Table 8. Unpaid ethnic newspaper coverage 

Date  Name of media 
outlet and size of 
coverage  

Focus / topic – what 
was covered?  

Approx 
value based 
on Gov Ad 
Rates 
averaged 
out across 
all papers 
to $700 per 
¼ pg 

24 Mar Sing Tao Daily (¼ 
page) 

Launch of the Chinese 
Volunteer project 

$700 

 

24 Mar Australian Chinese 
Daily ( ¼ page) 

Launch of the Chinese 
Volunteer project 

$700 

27 Mar Australian New 
Express Daily ( ½ 
page) 

Launch of the Chinese 
Volunteer project 

$1400 

28 Apr Australian Chinese 
Daily  - Weekend 
magazine (A4 – 1 
page) 

Launch of the Chinese 
Volunteer project 

$700 

Total $3,500 

 

Table 9. Unpaid ethnic radio coverage  

Date  Name of media outlet 
and Duration  

Focus / topic – what 
was covered?  

Approx 
value based 
on Gov Ad 
Rates 
averaged at  
$70 per 60 
seconds 

15 SBS – Cantonese National Volunteer weeks $350 
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May  Program (5 mins) – Bilingual volunteer 
needed  

15 
May  

SBS – Mandarin 
Program (3 mins) 

National Volunteer weeks 
– Bilingual volunteer 
needed 

$210 

1 Apr  2CR – Cantonese 

 (2 mins) 

Community News – 
announce the launch of 
the volunteer project 

$140 

1 Apr 2OR – Cantonese  (2 
mins) 

Community News – 
announce the launch of 
the volunteer project 

$140 

Total $840 

 

Table 10. Unpaid ethnic television coverage 

Date  Name of media outlet 
and Duration  

Focus / topic – what 
was covered?  

Approx value 
based on 
Gov Ad 
Rates 
averaged at 
$3,000 per 60 
seconds 

4 April SBS TV – Mandarin 
Program (4 mins) 

News featuring the 
Chinese volunteer 
project. Interviewed with 
speakers at the launch at 
Marigold  Restaurant  

$12,000 

 

Table 11. Unpaid ethnic internet media coverage 

Date  Name of media outlet 
and links 

Focus / topic – what 
was covered?  

Approx value 
based on 
Gov Ad 
Rates 
averaged at 
$100 

25 
Mar 

Sing Tao Daily  

http://www.singtao.com.
au/australianews/public/
article_v.cfm?articleid=1

Chinese speaking 
volunteer needed – 
launch of the project at 
Marigold Restaurant 

$100 

http://www.singtao.com.au/australianews/public/article_v.cfm?articleid=150029&intcatid=16
http://www.singtao.com.au/australianews/public/article_v.cfm?articleid=150029&intcatid=16
http://www.singtao.com.au/australianews/public/article_v.cfm?articleid=150029&intcatid=16
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50029&intcatid=16  

4 Apr SBS 

http://www.sbs.com.au/c
hinese/video/571793/%
E6%96%B0%E5%B7%
9E%E5%8D%8E%E7%
A4%BE%E6%AC%B2%
E6%8B%9B%E5%8B%
9F%E6%9B%B4%E5%
A4%9A%E4%B8%AD%
E6%96%87%E5%BF%
97%E6%84%BF%E8%
80%85?position=header
&cid=23245  

Three organisations in 
NSW have partnered with 
UNSW to attract more 
Chinese volunteers. 

$100 

27 Apr China town 

http://www.chinatown.co
m.au/news_35442.html  

Chinese speaking 
volunteer needed – 
launch of the project at 
Marigold Restaurant  

$100 

Total $300 

 

Enquiries generated and source of information 

A total of 146 people have contacted project partners about potentially volunteering 
(122 Chinese speakers, 4 Italian speakers and 22 speakers of languages other than 
English). These are shown in table 12 by organisation to which the enquiry was 
made. The majority of enquiries were made by Chinese speakers, most of these to 
being made to CASS. Twenty-two bilingual speakers contacted organisations directly 
to volunteer, most of these spoke languages other than Chinese and Italian. Calls to 
the Centre for Volunteering NSW are not shown in this table, as we did not put into 
place strategies which enabled us to distinguish whether the call was due to our 
campaign, or because of other advertising strategies as part of National Volunteers 
Week. However the recruitment coordinator indicated that they had noticeably more 
calls from Chinese callers than usual. 

Table 13 describes the calls by Chinese speakers. Many of these did not provide 
their age, however approximately half were above the age of 55, and half below the 
age of 55. The majority of these did not have in mind a specific service they wanted 
to volunteer for when they called. 

There were four Italian callers (3 male, 1 female), all were above the age of 55 
years. Among 4 callers, 3 of them indicated they would like to volunteer with 
Co.As.It, one indicated he/she wanted to volunteer with Community Transport.  

http://www.sbs.com.au/chinese/video/571793/%E6%96%B0%E5%B7%9E%E5%8D%8E%E7%A4%BE%E6%AC%B2%E6%8B%9B%E5%8B%9F%E6%9B%B4%E5%A4%9A%E4%B8%AD%E6%96%87%E5%BF%97%E6%84%BF%E8%80%85?position=header&cid=23245
http://www.sbs.com.au/chinese/video/571793/%E6%96%B0%E5%B7%9E%E5%8D%8E%E7%A4%BE%E6%AC%B2%E6%8B%9B%E5%8B%9F%E6%9B%B4%E5%A4%9A%E4%B8%AD%E6%96%87%E5%BF%97%E6%84%BF%E8%80%85?position=header&cid=23245
http://www.sbs.com.au/chinese/video/571793/%E6%96%B0%E5%B7%9E%E5%8D%8E%E7%A4%BE%E6%AC%B2%E6%8B%9B%E5%8B%9F%E6%9B%B4%E5%A4%9A%E4%B8%AD%E6%96%87%E5%BF%97%E6%84%BF%E8%80%85?position=header&cid=23245
http://www.sbs.com.au/chinese/video/571793/%E6%96%B0%E5%B7%9E%E5%8D%8E%E7%A4%BE%E6%AC%B2%E6%8B%9B%E5%8B%9F%E6%9B%B4%E5%A4%9A%E4%B8%AD%E6%96%87%E5%BF%97%E6%84%BF%E8%80%85?position=header&cid=23245
http://www.sbs.com.au/chinese/video/571793/%E6%96%B0%E5%B7%9E%E5%8D%8E%E7%A4%BE%E6%AC%B2%E6%8B%9B%E5%8B%9F%E6%9B%B4%E5%A4%9A%E4%B8%AD%E6%96%87%E5%BF%97%E6%84%BF%E8%80%85?position=header&cid=23245
http://www.sbs.com.au/chinese/video/571793/%E6%96%B0%E5%B7%9E%E5%8D%8E%E7%A4%BE%E6%AC%B2%E6%8B%9B%E5%8B%9F%E6%9B%B4%E5%A4%9A%E4%B8%AD%E6%96%87%E5%BF%97%E6%84%BF%E8%80%85?position=header&cid=23245
http://www.sbs.com.au/chinese/video/571793/%E6%96%B0%E5%B7%9E%E5%8D%8E%E7%A4%BE%E6%AC%B2%E6%8B%9B%E5%8B%9F%E6%9B%B4%E5%A4%9A%E4%B8%AD%E6%96%87%E5%BF%97%E6%84%BF%E8%80%85?position=header&cid=23245
http://www.sbs.com.au/chinese/video/571793/%E6%96%B0%E5%B7%9E%E5%8D%8E%E7%A4%BE%E6%AC%B2%E6%8B%9B%E5%8B%9F%E6%9B%B4%E5%A4%9A%E4%B8%AD%E6%96%87%E5%BF%97%E6%84%BF%E8%80%85?position=header&cid=23245
http://www.sbs.com.au/chinese/video/571793/%E6%96%B0%E5%B7%9E%E5%8D%8E%E7%A4%BE%E6%AC%B2%E6%8B%9B%E5%8B%9F%E6%9B%B4%E5%A4%9A%E4%B8%AD%E6%96%87%E5%BF%97%E6%84%BF%E8%80%85?position=header&cid=23245
http://www.sbs.com.au/chinese/video/571793/%E6%96%B0%E5%B7%9E%E5%8D%8E%E7%A4%BE%E6%AC%B2%E6%8B%9B%E5%8B%9F%E6%9B%B4%E5%A4%9A%E4%B8%AD%E6%96%87%E5%BF%97%E6%84%BF%E8%80%85?position=header&cid=23245
http://www.sbs.com.au/chinese/video/571793/%E6%96%B0%E5%B7%9E%E5%8D%8E%E7%A4%BE%E6%AC%B2%E6%8B%9B%E5%8B%9F%E6%9B%B4%E5%A4%9A%E4%B8%AD%E6%96%87%E5%BF%97%E6%84%BF%E8%80%85?position=header&cid=23245
http://www.sbs.com.au/chinese/video/571793/%E6%96%B0%E5%B7%9E%E5%8D%8E%E7%A4%BE%E6%AC%B2%E6%8B%9B%E5%8B%9F%E6%9B%B4%E5%A4%9A%E4%B8%AD%E6%96%87%E5%BF%97%E6%84%BF%E8%80%85?position=header&cid=23245
http://www.chinatown.com.au/news_35442.html
http://www.chinatown.com.au/news_35442.html
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Table 14 shows the source of the information regarding volunteering by callers. The 
most calls were generated from newspapers, most remarkably the Sing Tao paper. 
Information sessions also generated a number of calls. 

Table 15 provides an approximation of the cost per call generated by the paid-media 
or strategies for both Italian and Chinese groups. (i.e. media spending divided by 
number of calls generated)  This table should be interpreted with caution as it shows 
the cost relative to potential volunteers made in the period immediate to the 
campaign period, but does not reflect generating awareness about the services and 
volunteering which may have indirect future effects on volunteering intentions.  The 
Sing Tao newspaper was the most effective method of generating calls from 
potential volunteers per dollar spend. It was more than 50% cheaper than the 
second most cost effective method, which was talks to community groups. These 
two methods were significantly cheaper than advertising in local newspapers, the 
Italian newspaper (La Fiama) or ethnic radio. 

Volunteers recruited 

At date of writing (29th June 2012), potential volunteers are still being followed up by 
organisations. Table 16 shows the 16 volunteers that have started volunteering for 
organisations and the 75 who are in the process of applying, training or being 
placed. These numbers are likely to increase over the following months. We followed 
up 25 potential volunteers who had decided not to pursue volunteering further (the 
other 30 could not be contacted), the reasons given were no longer interested (7 
people), they had other commitments (3 people), health issues (2 people), the 
working schedule was not suitable (8 people), they felt their English was inadequate 
for the position (2 people), they were waiting to hear from the service (3 people). 
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Table 12. Enquiries by organisation 

Organisation Chinese Italian 
Other 

Languages* 

Chinese Australia Services Society (CASS) 98 n/a n/a 

Australian Chinese Community Association 
(ACCA) 21 n/a n/a 

Co.As.It n/a 4 n/a 

Community Transport - Inner West Area 
 

  5 

Community Transport - South West Area 3   5 

Meals on Wheels - City of Sydney     1 

Multicultural Health Communication Service     11 

Total 122 4 22 

* Other Languages are: Arabic, Hindi, Panjabi, Portuguese, Spanish and Tamil  

Table 13. Enquiries by Chinese speakers regarding volunteering 

Demographic 
(Age/Spoken 

Lanuage) 

Enquiries about Volunteering - Chinese speakers 

Meals 
on 

Wheels 

Community 
Transport 

Tenant 
Connect  

Community 
Transport   

&  
Tenant 

Connect 

Meals on 
Wheels &  

Tenant 
Connect 

No 
specific 

Total 

Age below 55 3 3 5 1 1 13 26 

Age 55 or above     9 2   16 27 

Unidentified age 7   1     61 69 

All ages 10 3 15 3 1 90 122 
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Table 14. Sources of information indicated by callers. 

Radio Stations Newspapers Others 

2CR 3 Sing Tao  94 Information Session 10 

SBS 2 Local News Paper (English) 16 Friends or Word of mouth 3 

2RETE ITALIA 1 La Fiamma 3 Library Poster 1 

        Volunteer Centres 4 

        CRC E-Link 4 

TOTAL  6 TOTAL 113 TOTAL 22 

*NB this information is missing for some callers 

Table 15. Cost per Call 

Radio Stations Newspapers Others 

2CR  $  1,040   Sing Tao    $      44   Information Session   $       
90  

SBS  $  1,440   Local News 
Paper (English)  

 $    642   CRC E-Link   $     
240  

2RETE 
ITALIA 

 $  2,064   La Fiamma   $ 1,095    
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Table 16. Volunteers recruited by organisation (as at 29 June 2012) 

Organisation Still deciding 
or in the 
process of 
applying for 
volunteer 
role 

Attended 
information 
session/ 
orientation/ 
induction 

Awaiting 
placement in 
volunteer role 

Placed in 
volunteer 
role 

Chinese Australia 
Services Society 
(CASS) 

4 30 27 10 

Australian Chinese 
Community 
Association (ACCA) 

8    

Co.As.It    3 

Community 
Transport - Inner 
West Area 

2    

Community 
Transport - South 
West Area 

4   2 

Meals on Wheels - 
City of Sydney 

   1 

Total 18 30 27 16 

 

Additional Outcomes 

In addition to the enquiries, the following activities were generated as a result of 
working with participating organisations and the promotions: 

1. Communication and cooperation between “mainstream organisations” such as 
the Centre for Volunteering NSW and CALD specific organisations. For 
example, during the promotion period the Centre for Volunteering NSW 
enlisted the help of the Chinese Australian Services Society ( CASS) to help 
recruit Mandarin speaking volunteers for a conference in Sydney where they 
were expecting a lot of delegates from China ( insert name of the conference 
and date of conference here). 

2. In addition to Chinese and Italian speakers, other CALD groups were 
accessed during the promotion through the E- link promotion.  
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Discussion and recommendations 

The key achievements of this project were the recruitment of 146 potential 
volunteers and conversion of 16 of these to actual volunteers as of 29th June 2012. 
The recruitment of these volunteers used the principles developed in a series of 
recommendations which have been refined after the campaign and are presented 
starting on page 27 of this report. 

Key findings were that: 

 Chinese individuals were much more likely (over 30 fold) than Italian 
individuals to be attracted to volunteer by marketing campaigns.  
 

 The use of Chinese language newspapers (e.g. Sing Tao) was the most cost-
effective method of attracting Chinese speaking volunteers. The second most 
cost-effective method was through presentations at established community 
groups 
 

 Organisations had to be prepared to work with CALD volunteers. A 
particularly important factor was having a bilingual volunteer worker if the 
organisation was to work with volunteers with poor English skills. 
 

 16 of the potential volunteers had started volunteering, and another 75 were 
in the process of applying, being trained or awaiting placement, by the 
submission of this report. 
 

 Brand awareness was critical in attracting CALD volunteers.  
 

 Partnerships between CALD specific and mainstream organisations can 
improve how we work with CALD volunteers 
 

 Motivations and barriers to volunteering were similar between CALD and 
mainstream groups. However, a subgroup of CALD communities (those with 
limited English either self-reported or as perceived by organisations) posed 
greater challenges in terms of volunteer recruitment, training, management 
and retention. There exists a major gap in our knowledge regarding best 
practice in working with these volunteers. 

There are several possible reasons why we attracted so many more Chinese 
speaking than Italian speaking potential volunteers. Firstly, we may have chosen a 
poor marketing message or strategy for Italians in comparison to the Chinese. 
However this is unlikely to be the case, as we consulted with Co.As.It., and tested 
our print advertisements before the promotion. Further, the strong results with the 
Chinese in comparison with the Italians was similar to work that our group did (Camit 
& Redman, 2004) recruiting Chinese and Greek volunteers for Meals on Wheels in 
the Northern Sydney region in 2003.  

Secondly, Chinese may be more likely to want to volunteer than Italians. Our focus 
groups and individual surveys of Chinese both found a sense of wanting to repay 
their new community and country for their life here in Australia. This feeling was not 
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expressed by the Italians studied. The Chinese community are more recent migrants 
to Australia than the Italians (Australian Government Department of Immigration and 
Citizenship, 2008), and this feeling of gratitude and repayment may be due to this 
more recent migration history. Additionally, there is a traditional Chinese value that 
well-educated persons have a responsibility to contribute to society, which may 
contribute to the motivation to volunteer. This hypothesis could be tested with other 
cultural groups with a different migration history such as Vietnamese (intermediate 
migration history to Chinese and Italians) or even more recent African migrants 
(although research suggests that it takes about 10 years for migrants to establish 
themselves in their new country before they begin to volunteer).  

Another explanation relates to the age profile of first generation Italian migrants, 
which is older than first generation Chinese (Australian Government Department of 
Immigration and Citizenship, 2008). This was reflected in the demographics of our 
stage 2 survey participants. Barriers to volunteering relating to poor health were 
more commonly reported by our Italian stage 2 survey participants than Chinese 
stage 2 participants. 

Advertisements in the Chinese newspaper Sing Tao were the most cost-effective 
way of recruiting potential Chinese volunteers. There are over 10 Chinese 
newspapers available in NSW (NSW Government Community Relations 
Commission, 2012a), however we used Sing Tao based on recommendations by 
CASS and our prior experience in promotions with the Chinese community. It is not 
known whether other Chinese newspapers would have produced a similar result.  

Many of the potential Chinese potential volunteers did not have a particular service 
in mind that they wished to volunteer for when they phoned. On face value, this may 
appear contrary to the hypothesis that people are more likely to volunteer for a 
particular organisation or activity. However, all our Chinese advertisements were 
branded with the CASS logo, a well known and respected organisation by the 
Chinese community. Further, while no specific activity (e.g. driving a car) was 
described on the generic adverts for volunteering, the Chinese community is familiar 
with the work that CASS does, such as with new migrants and older persons, and 
would know the broad areas of work that might be available. This would be similar to 
volunteering for a school and understanding the types of work that happens in a 
school. 

Sixteen of the calls of potential volunteers were converted to working volunteers by 
the 29th June. Of these, 10 were working for CASS. The high rapid conversion rate of 
potential to actual volunteers for CASS could be because they had processes in 
place such that potential volunteers were relatively quickly invited to an information 
session and training. Following up potential volunteers while their interest remains 
high is important in signing them up as actual volunteers. 

Our initial project plan focused on strategies from the potential volunteer‟s 
perspective. However, as the project progressed, the focus changed to additionally 
include the organisations for whom we were recruiting. When we worked with 
organisations to assess their preparedness to work with CALD volunteers, a major 
issue was the organisations‟ ability to work with CALD volunteers with poor English. 
We identified working with volunteers with limited or poor English as a major gap in 
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the knowledge base in working with CALD volunteers. We have suggested below 
several strategies to deal with this issue, however further work needs to be done. 

Organisations without bilingual workers or coordinators to interact with these 
potential CALD volunteers could not adequately assess, train and supervise these 
volunteers; hence they would be unlikely to retain them. In consultation with these 
organisations, we decided to only recruit bilingual volunteers for them. This adds 
weight to the recommendation that a bilingual volunteer coordinator is needed for 
organisations who wish to fully utilise the skills of older CALD volunteers. To ensure 
sustainability of management of bilingual volunteers, we also suggest having a paid 
bilingual staff member (or at least a bilingual volunteer) whose sole duty is 
concerned with the recruitment, induction and training of potential volunteers.  

Another recommendation leading from the finding that some organisations could not 
work with volunteers with poor English skills is the suggestion that an English 
proficiency rating assessment system be developed. This would involve, firstly, 
identifying existing English proficiency assessments available, and then choosing, 
adapting if necessary, and piloting the use of these tools for use by organisations 
who will be recruiting volunteers. Factors in choosing the tool would be cost, training 
required to administer the tool, validity and reliability. A tool that could be used over 
the telephone would be useful to determine in any initial contact whether the caller 
has enough English proficiency to handle the training. To accompany this tool 
benchmarks would need to be set for the written, spoken and receptive English 
language skills needed for a range of different volunteer tasks.  

The term “CALD” or culturally and linguistically diverse has been used in government 
and community organisations for many years, replacing “non English speaking 
backgrounds (NESB). However, the CALD acronym is not an adequately description, 
and minimises the diversities and subgroups that exist within “CALD “ groups. These 
include skilled migrants and non-English speakers. Organisations seeking to engage 
“CALD” groups to volunteer for their services need to define specifically the 
subgroup they want to reach, or would most likely be able to volunteer for their 
organisation. Although we have used the term CALD to describe persons from 
culturally diverse backgrounds throughout this report, we agree with the Community 
Relations‟ Commission‟s (2012b) call for organisations to carefully consider whether 
the terms they use accurately reflect the target audience for their programmes.  

Not all the organisations we invited agreed to participate in this project. Some which 
refused cited lack of organisational resources and ability to deliver services to CALD 
clients as reasons for non-participation. This „chicken and egg‟ problem is a difficulty 
in delivering services equitably: organisations without CALD volunteers find it hard to 
promote to and service CALD clients, whereas those without CALD clients do not 
need CALD volunteers. Addressing this issue was outside the remit of this project, 
however we note it as affecting recruitment of CALD volunteers. Programs for 
organisations such as Volunteering NSW‟s Skilled Diversity program may help 
address this issue (see 
http://www.volunteering.com.au/downloads/research/Sept_2011_Skilled_Diversity_P
roject_Report.pdf).  

An unplanned consequence of this proposal was the development of partnerships 
between our partner organisations, such as between CASS and Volunteering NSW. 
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Before their issues with funding, we were also setting up a partnership between 
Tenant Connect and the NSW Spanish and Latin American Association for Social 
Assistance (SLASA). This led to the proposal of different partnership models.  

One model could involve services for CALD services being outsourced to the 
appropriate CALD specific organisation. For example, the Chinese-specific 
organisation Chinese Australian Services Society (CASS) could conduct a handful of 
Chinese telephone calls for Tenant Connect, or conduct HACC assessments in 
Chinese for Community Transport.  

Another model could involve CALD specific organisations assisting with the 
recruitment of CALD volunteers. For instance. Co.As.It. could maintain a database of 
potential Italian speaking volunteers. In the instance that Meals On Wheels needed 
an Italian speaking volunteer for a particular geographical area, Co.As.It. could refer 
this volunteer on. In addition, CALD-specific organisations could also act as 
volunteer placement or matching agencies for organisations which needed 
language-specific volunteers. CALD-specific organisations apply good practice 
models in volunteer recruitment, induction, training (especially in Occupation Health 
and Safety) and retention, as evidenced by CASS and Co.As.It.. They are best 
placed to sustain CALD volunteers, especially those who either have limited English 
or prefer to speak/ work in a language other than English.   

Another model could involve CALD organisations making available their bilingual 
trainers to mainstream community organisations. These trainers could be utilised 
using a train-the-trainer technique to train CALD volunteers working for mainstream 
organisations. Thus the bilingual trainers would be trained in English, but could then 
deliver the training in the volunteer‟s preferred languages. 

Major strengths of this project are that it utilised an action research strategy and 
operated in a real world setting. These were also its major limitations. The project did 
not have a control group given the project design, and it would not have been 
possible to limit print and radio advertisements to distinct geographical boundaries. 
Testing marketing strategies in the real world rather than in a marketing survey 
produced real volunteers, but also meant that the project was disrupted by difficulties 
within partner organisations such as Tenant Connect‟s insecurity of funding. We also 
designed our advertisements in order to maximise recruitment and are unable to 
compare different marketing messages for the same organisation. 

The outcomes show that while recommendations made are general for all older 
CALD communities, using similar strategies can produce markedly different 
outcomes in different groups in terms of volunteer recruitment. This makes it difficult 
to predict the outcome for organisations wishing to recruit volunteers from other 
CALD groups. 

The findings and recommendations from the project are consistent with the broad 
principles outlined in the NSW Volunteering Strategy (NSW Government Department 
of Education and Communities, 2012) and in NSW 2021: A Plan to Make NSW 
Number One (NSW Government, 2012).  Both the Volunteering Strategy and the 
goals outlined in NSW 2021 seek to increase the number of volunteers in the 
community, diversify the sector and provide more support.  
 



52 
 

The NSW Volunteering Strategy outlined several common concerns for 
organisations when recruiting volunteers. These included a lack of effective 
volunteer management mechanisms and a lack of ability to effectively engage 
volunteers and utilise their skills and interests. Through extensive consultations, five 
strategic directions were developed in the Strategy to address those common 
concerns: 
 

1. Making it easier to volunteer 
2. Broadening the volunteer base 
3. Volunteering as a pathway to employment  
4. Improving recognition and support for workplace volunteering 
5. Valuing volunteers and celebrating their contributions.  

The findings and subsequent recommendations from this project reflect many of the 
concerns and directions outlined in the NSW Volunteering Strategy, particularly 
strategic direction 2, broadening the volunteering base and subsection 2.3, support 
the sector to increase its capacity to recruit diverse volunteers, making volunteering 
accessible to all. Our suggested testing of partnership models between mainstream 
and CALD specific organisations in terms of working with CALD volunteers could 
particularly contribute to this strategic direction.  
 
The recommendations from this project were informed by the understanding that 
volunteer organisations and managers require ongoing support and information. 
Particular care is required to ensure that volunteers are retained by their 
organisations. In addition, our findings also recognise that people from CALD 
communities often volunteer informally, which supports initiative 2.4, recognise and 
promote the contribution that many people make to their communities through 
informal volunteering. Recommendations 1.1 - 1.4 suggest structural ways 
organisations can improve their capacity to attract and include older CALD 
volunteers. This fits well with the NSW Volunteering Strategy‟s directions 1 and 4, 
making it easier to volunteer and improving the recognition and support for 
workplace volunteering.  
 
In conclusion, this project demonstrated that in order to recruit older CALD 
volunteers, organisations need to understand their own organisational needs and 
cultural fit, to target their marketing campaign according to the motivations and 
understandings of the target CALD group, and have efficient assessment, training 
and induction procedures to convert potential volunteers to actual volunteers. 
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