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ABSTRACT

ARTICLE HISTORY

Volunteer tourism research has studied individual motives to participating in development work
overseas. There is, however, an absence of research examining what influences corporate
individual employees to volunteer for tourism-related activities as representatives of their
organisation within their own country. This paper investigates tourism professionals’ purpose(s)
for engaging in tourism-centred volunteer tourism opportunities and, in addition, compares
tourism professional motives with motives of volunteer tourists as reported in previous research.
Purposive sampling techniques were employed to select individuals, and data were collected
through 23 interviews with tourism professionals attending the 1–3 November 2015 Tourism
Cares event in Williams, AZ, USA (a town near Grand Canyon National Park, USA). Tourism Cares
is a non-profit tourism industry organisation supporting tourism industry education and
community building. Results suggest tourism professionals’ motives to volunteer for the tourism
industry are linked to the common good approach and the sustaining of the tourism product,
which directly affects tourism professionals’ livelihood. This is a new volunteer tourist motive
related to corporate or individual employees who volunteer for their own industry. Study
implications can be beneficial for employee-volunteer management and business ethics, as well
as its contribution to corporate social responsibility, sustainable tourism, and volunteer tourism
research.
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Introduction: motives and in-country
volunteering
Tourism research suggests international visitors, as well
as those who frequent destinations at the national or
local level, travel for a variety of reasons (Cohen, 1979;
Crompton, 1979; Dann, 1977; Falk, Ballantyne, Packer &
Benckendorff, 2012; Guttentag, 2011; Zahra & McIntosh,
2007). Volunteer tourism research has featured motives
of travelling volunteers, commonly known as ‘volunteer
tourists’ or ‘voluntourists’ (Andereck, McGehee, Lee, &
Clemmons, 2012; Butcher & Smith, 2010; Wearing,
2001). This volunteering activity is often within the
context of an international community development
project (Knollenberg, McGehee, Boley, & Clemmons,
2014) that aims to benefit a tourist destination by
addressing community specific needs (Zahra &
McGehee, 2013). Volunteer or corporate social responsibility (CSR) research studies have typically focused on
individual or corporate motives to participate in philanthropic activities within their own country (Clary &
Snyder, 1999; Janoski, Musick, & Wilson, 1998; Porter &
Kramer, 2011). There is a lack of research examining
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corporate or individual employee motives to volunteer
as representatives of their own industry’s organisation,
and the individual or societal benefits derived from an
industry-specific philanthropic activity.
The purpose of this qualitative research study was to
identify tourism professionals’ motive(s) for engaging in
tourism-specific volunteer tourism opportunities and to
understand the individual or societal benefits obtained
from tourism professionals’ volunteering for an industry-specific philanthropic event. The study also sought
to compare motives of tourism professionals with
motives of volunteer tourists as reported in previous
research as a way to identify new emerging motives in
industry and employee philanthropy. This study was
designed to answer the following research questions:
Why do tourism professionals volunteer for a tourismcentred philanthropic organisation? In what ways do
individual employees perceive how they, their organisations, and the local community, benefit from employees
volunteering for a tourism-specific philanthropic event?
In what ways do tourism professionals see how the
tourism industry (and tourism professionals) are
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contributing to community prosperity and larger sustainability goals? This study addressed the research gap by
investigating motives of tourism professionals to volunteer for a tourism-specific philanthropic event in their
own country.
What are motives and benefits of travelling, volunteering, and travelling to volunteer?
According to the World Tourism Organization, ‘international tourist arrivals grew by 4.4% in 2015 to reach
a total of 1,184 million in 2015’ (UNWTO, 2016).
Tourism literature suggests the most common
motives for people to take a trip are related to ‘push’
or ‘pull’ factors (Dann, 1981; Liu, 2003). Push factors
can be defined as internal forces motiving a traveller
to seek an experience, whereas pull factors relate to
destination attractiveness (Crompton, 1979). Vacation
‘push’ factors may include pleasure seeking and escapism (Cohen, 1979; Crompton, 1979; Dann, 1977),
become knowledgeable about a new culture (Falk
et al., 2012) or escape daily life (Yeoman, Brass, &
McMahon-Beattie, 2007). Other motivations are
related to the ‘pull’ factors of destination attractiveness
(Yoon & Uysal, 2005), such as the draw of beaches or
cultural attractions (Crompton, 1979). Additional ‘push’
or ‘pull’ factors may be affiliated with wanting to visit
friends or family (Bansal & Eiselt, 2004), or to be part
of a far-from-home unique festival experience (Crompton & McKay, 1997).
In addition to travelling to a foreign country, people
are motivated to participate in leisure activities closer to
home. One such well-known personal activity for individuals is volunteering for causes that benefit the local
community (Bowen, Burke, Little, & Jacques, 2009;
Clary & Snyder, 1999; Janoski et al., 1998; Thoits &
Hewitt, 2001; Tomazos & Butler, 2009). The act of volunteering may be defined as ‘any activity in which time is
given freely to benefit another person, group, or cause’
(Wilson, 2000, p. 215). Bureau of Labour Statistics (2016)
states that in 2015, 62.5 million Americans volunteered
for community projects within driving distance of
there home. Reasons to volunteer may be extrinsic or
intrinsic (Degli Antoni, 2009). Calder and Staw (1975)
suggest ‘the crux of the distinction between intrinsic
and extrinsic motivation stems from the feeling or perception of personal causation’ (p. 599). A volunteer may
be extrinsically motivated, for example, to participate in
community development projects that benefit the
environmental, social/cultural or economic aspects
related to sustainability (Gray & Campbell, 2007; Palacios, 2010; Wells, Manika, Gregory-Smith, Taheri, &
McCowlen, 2015), or intrinsically motivated to be
involved in a project for self-interest reasons such as
participating in a short-term volunteering opportunity

at an event with thematic appeal (Gallarza, Arteaga, &
Gil-Saura, 2013).
People who combine their love for travel and volunteering are called volunteer tourists or voluntourists
(Guttentag, 2011; McGehee, 2014; Raymond & Hall,
2008; Wearing, 2001; Zahra & McGehee, 2013). Volunteer
tourism may be defined as the act of ‘utilizing discretionary time and income to travel out of the sphere of regular
activity’ to benefit others in need (McGehee & Santos,
2005, p. 760). Volunteer tourists come from all demographic groupings (Andereck et al., 2012; Butcher &
Smith, 2010; Lyons, Hanley, Wearing & Neil, 2012;
Simpson, 2004) and participate in all types of beneficial
international community development projects such as
environmental conservation, health or medical assistance, or educational development (Brown, 2005;
McGehee & Andereck, 2009; Snyder, Dharamsi, &
Crooks, 2011; Tomazos & Butler, 2009).
Other travelling volunteers are known as international
voluntary service workers (Baillie Smith & Laurie, 2011;
Sherraden, Lough & McBride, 2008; Sherraden, Stringham, Sow & McBride, 2006). Both volunteer tourism
and international voluntary service research has indicated similar motives to volunteer can be linked to, for
example, benefitting international or cross-cultural
understanding (Brown, 2005; Holmes, 2014; Raymond &
Hall, 2008) and community development aid or relief
(Sherraden et al., 2006; Snyder et al., 2011). International
volunteers may avail themselves to participate in community projects by giving up weeks, months or years at
a time (Palacios, 2010; Simpson, 2004).
Volunteer motives to contribute to international community development projects may be comparable to volunteer motives to participate in community needs closer
to home. Some similar motives may include altruism
(Coghlan, 2015; Coghlan & Fennell, 2009; Wearing &
McGehee, 2013; Weaver, 2015), escapism (Dann, 1977;
Iso-Ahola, 1982; Knollenberg et al., 2014), and connecting
with community members (Guttentag, 2011; McGehee &
Andereck, 2009; Zahra & McGehee, 2013). Other motives
to travel, and to volunteer both at home and abroad,
may benefit relationship building with family and
friends (Brown, 2005; Monga, 2006), individual and community well-being (Bowen et al., 2009; Cabrera, Marrero,
& Carballeira, 2014; Thoits & Hewitt, 2001), and the volunteer’s self-image (Bénabou & Tirole, 2010; Uriely, Reichel
& Ron, 2003). Alternative individual self-interest reasons
may be associated with personal attachment to the
location (Caissie & Halpenny, 2003), and reasons for
self-growth through educational enhancement (Clary &
Snyder, 1999; Falk et al., 2012; Sin, 2009). However, volunteer tourist motives to volunteer may not always be
clearly categorised and are often blurred (Mustonen,
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2007; Sin, 2009). This may be due to shifting role identification as tourist or volunteer (Coghlan, 2015), or a dual
purpose to participate as a volunteer tourist (Weaver,
2015).
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Individual or CSR reasons to volunteer
Volunteer and volunteer tourism academic literature
suggests that there are many reasons why international
volunteer tourists, and people who volunteer within
driving distance of their home, engage in philanthropic
work. One specific group of volunteers that participate
in volunteering opportunities at home or abroad is individual or corporate employee groups (Basil, Runte, Easwaramoorthy, & Barr, 2009; Bhattacharya, Korschun &
Sen, 2009; Caligiuri, Mencin, & Jiang, 2013; De Gilder,
Schuyt & Breedijk, 2005; Joyner & Payne, 2002). Many
individual employees are motivated to volunteer for a
beneficial community development project because
they feel it is their social responsibility to do so (Carroll,
2000; Garriga & Melé, 2004; Joyner & Payne, 2002;
Porter & Kramer, 2011). Their motivation to participate
in a philanthropic work project may be heightened if
they have non-monetary support through an
employee-supported volunteer activity (Basil et al.,
2009; De Gilder et al., 2005) or because the opportunity
was made available through a specific companyemployee-volunteer programme (Caligiuri et al., 2013;
Peterson, 2004). Motivation to volunteer for a community
need may be made further enticing if the employee is
paid to volunteer (Basil et al., 2009) or offered travel to
a new or exciting place.
At the corporate level, many businesses include CSR
initiatives into their business plans (Carroll, 1998;
Garriga & Melé, 2004; Lantos, 2001; Van Marrewijk,
2003) for ‘economic, legal, ethical & philanthropic’
reasons (Sun, Stewart & Pollard, 2010, p. 4). One of the
motives for corporations to participate in CSR activities
that benefit the community is because they are being
pressured by stakeholders to do so (Brammer & Millington, 2003). According to Nicolau (2008):
CSR is a term describing a company’s obligations to be
accountable to all of its stakeholders in all its operations
and activities. Socially responsible companies consider
the full scope of their impact on communities and the
environment when making decisions, balancing the
needs of stakeholders with their need to make a profit.
(p. 991)

Carroll (2000) suggests that there are ‘four faces to fulﬁl to
be good corporate citizens’ (Lantos, 2001, p. 596). CSR is
the ethical or philanthropic face that Carroll (2000) calls
the ‘altruistic’ or ‘humanitarian’ CSR (Lantos, 2001,
p. 596). Corporations may include CSR initiatives within
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their company’s mission because they desire to
strengthen stakeholder relationships through collective
employee-volunteer
programmes
(Bhattacharya,
Korschun, & Sen, 2009; De Gilder et al., 2005). As a result,
CSR activities may beneﬁt the community through enhancing collective well-being (Nicolau, 2008; Thoits & Hewitt,
2001), building social capital (Muthuri, Matten, & Moon,
2009; Zahra & McGehee, 2013), and bolstering employee
bonding and engagement (Caligiuri et al., 2013).
From a business standpoint, a company may be motivated to participate in CSR activities because of possible
future financial benefits it may receive due to its’ reputation
as a socially responsible organisation (Basil et al., 2009;
Bénabou & Tirole, 2010; De Gilder et al., 2005; Peterson,
2004). However, as one study indicates, being socially
responsible and giving back by ‘doing good’ does not
come without reputational risks (Fombrun, Gardberg, &
Barnett, 2000). Reputational risks, defined as the ‘range
of possible gains and losses in reputational capital for
any given firm’ (Fombrun et al., 2000, p. 88), are risks
managed by executives overseeing stakeholder groups.
Corporate citizenship is an important part of the cycle
through which a company can ‘increase reputational
capital, manage reputational risk, and enhance performance’ (Fombrun et al., 2000, p. 88).

Motives and sustainability
Motives for corporations and individuals to get involved
in socially responsible volunteering activities have linkages to sustainability benefits. Sustainability, although
hard to define and operationalise, can be understood
to mean the ‘capability of maintaining something in
existence’ (Marshall & Toffel, 2005, p. 673). During the
1980s, sustainability as applied to community development was labelled ‘sustainable development’ (Langhelle,
1999). It gained popularity as the foundational form of
community development after it was presented by the
Brundtland Commission in the 1987 World Commission
on Environment and Development report entitled ‘Our
Common Future’, otherwise known as the ‘Brundtland
Report’. The Brundtland Report defined sustainable
development ‘as development that meets the needs of
the present without compromising the ability of future
generations to meet their own needs’ (WCED, 1987,
p. 43). Featuring the three aspects of sustainability (economic, environmental, and cultural/social), the Brundtland
Commission’s definition became, and still remains, the
most widely used definition for sustainable development
(Goodland, 1995).
The concept of sustainability has been applied to
tourism development and is known in tourism research
studies as ‘sustainable tourism’ (Choi & Sirakaya, 2005;
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Hudson & Miller, 2012; Hunter, 1997; Lyons & Wearing,
2012). Although the concept of sustainability and sustainable development has been featured in sustainability-related research studies for over 40 years, ‘research
using the specific term sustainable tourism … commenced barely two decades ago’ (Buckley, 2012,
p. 528). Sustainable tourism research has included
studies on destination impact(s) of tourism development
(Guttentag, 2009; Nicolau, 2008). Studies have focused
on the sustainability of the environment (Hacking &
Guthrie, 2008; Poudel, Nyaupane, & Budruk, 2016), cultural or social needs of the people (Buckley, 2012; Liu,
2003; Snyder et al., 2011), ethical or moral obligations
of the developers (Aguilera, Rupp, Williams, & Ganapathi,
2007; Hudson & Miller, 2012; Jamal & Camargo, 2014),
and the effects or benefits of tourism on a destination’s
economy (Nicolau, 2008). More recent research in the
fields of sustainable development and sustainable
tourism has looked at indicators for and evaluation of
the impacts or benefits of sustainable development
and sustainable tourism on the community (Hjorth &
Bagheri, 2006; Parris & Kates, 2003).

Research context
To study volunteer tourism, the researchers chose to
work with Tourism Cares (TC), a non-profit tourism industry organisation supporting tourism industry education
and community building. Since 2003, TC has organised
annual philanthropic events in the USA, in places such
as Washington, D.C.; Angel Island, San Francisco, California; and Atlanta, Georgia. The purpose of these events is
to encourage physical labour volunteering from tourism
professionals and their companies, in order to benefit the
tourist product in US destination communities (http://
www.tourismcares.org). Besides organising these volunteer opportunities, TC has arranged for disaster relief
through physical labour and monetary giving to areas
affected by Hurricane Katrina, Hurricane Sandy and the
2015 earthquake in Nepal. They also provide access to
26 academic scholarships to undergraduate and graduate students in the fields of tourism and hospitality
from across Canada and the USA, as well as professional
development and mentoring opportunities for tourism
professionals (http://www.tourismcares.org).
In 2015, TC selected US National Parks and gateway
communities as volunteer sites to commemorate the
100-year anniversary of the United States National Park
Service (NPS). The USNPS was established in 1916 to
manage the National Park System (http://www.
nationalparkservice.org). US National Parks are a
primary destination for domestic and international visitors and clearly serve as pull motives, thus tourism

industry providers have shared interest in sustaining
parks to provide a quality experience for tourists.
Tourism Cares’ first event of a series of five took place
on 1–3 November 2015. Days 1 and 2 were held in Williams, Arizona and nearby Kaibab National Forest, and
day 3 was situated in Grand Canyon National Park.
Kaibab National Forest is approximately 1.6 million
acres in size and approximate to the Park (Kaibab,
2017). Williams, Arizona a small town of approximately
3100 people (Williams, Arizona, 2017) also known as
the ‘Gateway to the Grand Canyon’ (http://
experiencewilliams.com) is about an hour south of
Grand Canyon National Park.

Methods
A qualitative phenomenological approach (Creswell,
2013), using a constructivist lens (Creswell, 2014), was
selected to examine tourism professionals’ motives to volunteer in a multi-day philanthropic event. Phenomenology may be defined as ‘a design of inquiry coming from
philosophy and psychology in which the researcher
describes the lived experiences of individuals about a
phenomenon as described by participants’ (Creswell,
2014, p. 14). The methods used to investigate tourism professional motives to participate in a tourism-specific philanthropic event, are expressed in the following three
sections: participants, procedures, and data analysis.

Participants
To recruit participants, purposive methods (Creswell,
2013) were employed. Purposive methods are useful
when a research study needs to ‘select a sample on the
basis of knowledge of a population, its elements and
the purpose of the study’ (Babbie, 2008, p. 204). In
order to gain access to tourism professionals for this
study, a series of emails were first deployed to TC management. Prior to the event and after consulting with
the three academic researchers, TC arranged to situate
the researchers into different project groups. It was
deemed important to place the researchers into different
service project groups because a random sample of volunteer tourism professionals participating in this TC
event, retrieved from three separate worksites at
various times during day 2, would add to data validity.
Between interviewing days 1 and 2, the three researchers
discussed demographics of those sampled. A decision
was made to purposively solicit potential interviewees
from individuals or companies who had not yet been
represented.
The three-day event drew over 125 tourism professionals representing more than 55 businesses, from
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small companies to large national travel brands. They
came from 26 states across the USA and worked on
building maintenance, vegetation removal, and microtrash clean up (http://www.tourismcares.org). Past participation in TC events varied among the volunteers.
Some firms sent teams of employees who were participating for their first time, while others sent individuals
who had participated in events since the philanthropic
organisation’s inception.

5

placed into similar categories. Similar words appearing
in the interviews were coded for description and
meaning, and counted to ascertain their frequency. An
inter-coder agreement (cross-checking) was followed
between the researchers for coding consistency (Creswell, 2014), and joint meetings held to discuss findings,
and subsequent conclusions drawn from the data.

Delimitations and limitations
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Procedures
Based on the review of literature, an interview protocol
was created. Our study was conducted on 1 November
2015 (opening casual BBQ dinner) and 2 November
2015 (volunteer day 1 in Williams, Arizona, and Kaibab
National Forest). Primary data were collected through
short interviews (Creswell, 2013). The researchers conducted an average of eight 5–15 minute interviews
each during the opening dinner and throughout volunteer day number one. Although the short duration of
interviews could be considered a limitation for the
study, every interview was tape recorded and notescribed by the three researchers to help validate the
data (Creswell, 2013). In addition to each interview
being tape recorded and scribed, the three researchers
discussed the emerging themes both in the field and
during data analysis.
Each interviewer fully participated in volunteering
activities to gain a better perspective of the phenomenon and to volunteer for the industry’s philanthropic
event. Two researchers assisted with painting designated
buildings in the town of Williams, one at City Hall and the
other at the Visitor’s Centre. The third researcher participated in pruning and removing invasive plants at various
sites in Kaibab National Forest. A total of 23 interviews
were conducted with 12 females and 11 males consisting
of predominately white middle-class individuals (one
interview was eliminated because they were a paid
news reporter for the event).

Data analysis
In addition to peer debriefing in the field to determine
emergent themes, inductive qualitative data analysis
techniques were applied using open and axial coding
(Strauss & Corbin, 1990). The three interviewers individually listened to the tapes and/or reviewed interviewer
notes to ensure accurate data representation and
reliability (Creswell, 2014). Themes emerged from this
process that allowed for deep consideration of the data
and how they were interpreted. Emergent themes were
recorded in chart form with phrases of like meaning

As with all research, there are delimitations and limitations to this study. This study is based on a qualitative
study of a specific group of tourism professionals participating in one TC event. Caution should be observed in
generalising the findings to people, places or sites
outside of those in the study. Other delimitations
include using a purposive sample of volunteers from
one tourism-related organisation (TC) who were volunteering for philanthropic projects in one area of the
USA. Potential research limitations may be associated
with conducting field interviews in situ, which may
have compromised note taking. Further limitations
may be related to the length of the interviews, which
may have prohibited depth of discussion. A focus group
using similar questions may have added further insight
into the phenomena of tourism professional motives to
volunteer for the field-specific philanthropic event.

Results
The literature review revealed three themes related to
tourism professional motives to volunteer for their own
industry, and the individual and/or corporate benefits
from this activity: travelling, volunteering and travelling
to volunteer; individual and CSR motives; and sustainability motives to volunteer. These themes provided the
initial open coding framework for the study. Through
additional analysis other themes emerged. The findings
present tourism professional (TP) opinions regarding
their motives to volunteer for the tourism-specific philanthropic event in Williams, Arizona and the Grand Canyon
National Park. Three key themes derived from 15 emergent themes are shown in Figure 1. Two motives relate
to personal or individual motives to volunteer (hedonic
motives and utilitarian motives), while the other motive
is associated with corporate motives to volunteer. It
should be noted motives associated with the preservation or the sustainment of the tourism product
appears in both utilitarian and corporate motives categories. This is because sustainability-related motives
to participate in the philanthropic event come from
both the individual and corporate level.
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Emergent Themes

Key Themes

Outcome

Individual

• Educational fulfillment
• Escape daily life (taking a
vacation)
• Place attachment
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• Altruism - “give back” (social
responsibility)
• Knowledge acquisition (for
Tourism Cares livelihood)
• Sustain tourism product
(individual)
• Convenient location
• Network/connect with tourism
professionals/community
• Organized volunteering
opportunity
• Corporate commitment (social
responsibility)
• Sustain tourism product
(corporate)
• Promote “feeder” location
• Tourism Cares reputation
• Company reputation
• Employee bonding

Individual hedonic motives

Individual utilitarian motives

“Giving back”(socially
responsible) to sustain the
tourism product that has
linkages to tourism
professionals’ and tourism
business’ financial
livelihood.

Corporate motives

Corporate

Figure 1. Concept map of emergent themes and key themes associated with tourism professional motives to volunteer for the tourism
industry, and the individual/societal benefits from this activity.

The emergence of three key themes
Key theme 1: hedonic motives
Hedonic motives emerged from three themes: (1) educational benefits, (2) escape daily life (by taking a
vacation), and (3) place attachment.
Educational benefits. Many interviewees said they volunteered for the philanthropic event for educational
benefits. This is one theme that was noted in the preliminary literature review. One interviewee said he came
because ‘I am always hungry for education and this is
the way to do it’ (Male, Participant 6). Another participates in Tourism Cares because it’s ‘a developmental
tool for me (being part of the board experience)’
(Female, Participant 2). A participant from NYC said she
was motived to volunteer because ‘I get to learn about
a new community and how they approach tourism’
(Female, Participant 14).
Escape daily life (taking a vacation). Some respondents
indicated they came to participate in the Tourism Cares
event because they could take a vacation break. One
interviewee pointed out he was motivated to volunteer
because ‘I got a chance for my company to pay for a

trip to the Grand Canyon. Normally I am stuck in the
office’ (Male, Participant 7). A transportation carrier representative voiced she came because she wanted to reconnect to what is important. She also ‘loves the fresh air
(and not being in the office)’ (Female, Participant 20).

Place attachment. Another theme revealed in the literature review and appearing in interview data, is personal
attachment to a location. One respondent said it is so
‘nice to give back to a place you are from’ (Female,
Participant 10), while the other respondent was motivated to take part in this event because he ‘knows the citizens … I live and do business (in the area)’ (Male,
Participant 10).
Key theme 2: utilitarian motives. Six emergent themes
comprised this category: (1) altruism – ‘give-back’, (2)
knowledge acquisition (for TP livelihood), (3) sustain
tourism product (individual), (4) convenient location, (5)
network/connect with tourism professionals/community,
and 6) organised volunteering opportunity.
Altruism – ‘give-back’ (social responsibility). The
majority of respondents were motivated to volunteer
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for the TC event because they wanted to ‘give back’ to
the industry they work for. This motive appeared in
many research studies in the literature review (Coghlan,
2015; Coghlan & Fennell, 2009; Weaver, 2015). As one
interviewee stated ‘we are blessed to work in the industry (so) it’s the least we can do to take a couple of days to
give back to the industry that does so much for us’ (Male,
Participant 17). A volunteer from outside Arizona said she
wanted to:
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Give back (because) you put down footprints … it’s great
to have people help with up keep on the buildings. It’s
the least we can do because we send thousands of
people here every year. All the wear and tear, it’s nice
to give back. (Female, Participant 3)

One tourism professional shared he was happy to volunteer because he was ‘getting a chance to give back. In
tourism it is about seeing places that are special, and
having special experiences’ (Male, Participant 5). One
interviewee said he came to ‘be part of something that
helps a community … to give back’ (Male, Participant
13), while an interviewee from a destination marketing
organisation said, ‘it’s kind of like the “paying forward”
kind of thing’ (Female, Participant 14). One was there
to ‘support the cause’ (Female, Participant 8) while
another said they were motivated to volunteer to give
back to a host community to ‘make it a better destination’ (Female, Participant 16).

Knowledge acquisition. Some volunteers said they were
motivated to come to the event to acquire knowledge
for an individual benefit related to work. According to
one participant, she came to ‘experience something
first hand, [so] you are better to explain it, and tell
people about it’ (Male, Participant 11). Another interviewee said the event ‘gives me a chance to experience a
destination like my clients do’ (Female, Participant 16).
Two respondents shared similar reasons related to
knowledge acquisition: one independent travel agent
said she came so they could ‘bring back experience to
the travel agency’ (Female, Participant 1), whereas a
tourism professional volunteer from another tourism
business shared ‘I can bring information back to our
organization, to the workers’ (Male, Participant 5).
Sustain the tourism product (individual). The initial literature review uncovered sustainability motives to volunteer that are present in interview findings. Several
interviewees shared they wanted to volunteer because
of motivations associated with sustainability, restoration,
or preservation of the tourism product. One respondent
said the industry should ‘do things to preserve these
outlets (destinations) for everyone, that’s why I wanted

7

to be involved and help’ (Male, Participant 5). A response
from an employee of a destination marketing organisation said they were there to ‘restore’ the tourism
product (Male, Participant 13). Two respondents were
quite specific in their responses; they were there
because they wanted to help preserve the lands
(forests) for future generations. One said, ‘if we don’t
take care (of the tourism product), then we won’t have
these lands in the future’ (Female, Participant 5). The
other respondent voiced it is important to ‘preserve
(the national forest) for future generations’ (Male, Participant 17). An additional representative from a leading
business association echoed this sentiment by saying
they were motivated to participate because every destination is special and it needs to be preserved (Male, Participant 21).

Convenient location. A few participants said they were
motivated to volunteer because the event was taking
place close to home. Two people interviewed live in
Arizona. One was motivated to participate because ‘I
have sent my reps over the years … the event was
local and heard great things about it’ (Independent
travel insurance agent). The other Arizonan was motivated to volunteer was because ‘I live in Arizona and I
like to show Arizona off’ (Male, Participant 5). A
wedding planner from Las Vegas, Nevada said he was
interested in being part of the experience because ‘we
live in Vegas and because we are so close, we thought
it would be a good idea to help participate in this
event’ (Male, Participant 9).
Network or connect with tourism professionals or
community. For several tourism professional participants, the motivation to volunteer was to network with
other tourism professionals and/or meet community
members. This motive to volunteer is similar to relationship building motives as evidenced in the literature
review. One respondent said she wanted to volunteer
to ‘meet like-minded tourism professionals from all
over the country and to meet vendors I do business
with. It is a great way to meet them and create partnerships’ (Female, Participant 1). Another interviewee
specifically indicated, ‘personally for me it is meeting
representatives from our DMOs from south-western
U.S., our universities, and sister cruise companies’
(Female, Participant 4). A local tourism professional said
that they were motivated to attend because ‘it’s great
for networking and for helping our state’ (Male, Participant 6). Another mentioned he was participating so he
could meet community residents ‘whom you don’t
know, who are grateful for what you are doing for their
community’ (Male, Participant 3).
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Organised volunteer opportunity. A couple of tourism
professionals were motivated to volunteer because, as
one interviewee stated, ‘it’s great to have it (the volunteering opportunity) organized for us to easily do it’
(Female, Participant 2). This type of organised volunteer
opportunity motive appeared in Sin (2009)’s study,
where some participants volunteered because it had
been conveniently organised for them.

Downloaded by [68.231.1.114] at 08:11 14 September 2017

Key theme 3: corporate motives. There were six emerging themes contributing to the key theme of corporate
motives: (1) corporate commitment (social responsibility), (2) sustain tourism product (corporate), (3)
promote ‘feeder’ location, (4) TC reputation, (5)
company reputation, and (6) employee bonding.
Corporate commitment/CSR. Some research participants shared the reason they came to volunteer was
because their company is committed to CSR initiatives.
This motive was noted in several corporate CSR studies
revealed in the literature review. An interviewee from a
destination marketing organisation indicated she was
motivated to attend because ‘the company I work for is
a great supporter of it (TC philanthropic events), and
ever since I joined the company, I have asked to participate’ (Female, Participant 14). Another interviewee said,
‘our company is on board with TC (so I am here to)
support our corporation’ (Female, Participant 3). One participant said he was at the event because of ‘the charitable
part of it. I am part of the CSR team’ (Male, Participant 7).
Sustain the tourism product (corporate). Similar to
employee reasons why they were personally motivated
to volunteer, companies were motivated to support the
event because they wanted to contribute to the sustainment of the tourism product. A representative from a
transportation provider shared, ‘I think (this event)
brings overall awareness to the National Park and what
it takes to keep it going. Get exposure to the Park and
the people’ (Female, Participant 3). A representative
from a destination marketing organisation said:
I represent (a destination marketing organization) … in a
large tourism destination. So many tourists come and
support us … I think it was born out of the fact that
people came to support us after 9/11. It’s a personal
attachment as to how special it is when people come
out to help, and to be able to do that for other people.
(Female, Participant 4)

An independent travel insurance agent conveyed his
company’s reason for volunteering was to ‘get things
(tourist buildings) refurbished or restored’ (Male, Participant 5).

TC reputation. Several interviewees were motivated to
volunteer because ‘TC really cares where they take
people’ (Female, Participant 3). Another contributor
said they were volunteering because Tourism Cares
members were known to ‘actually do work’ (Female, Participant 20). One first time participant indicated he is ‘big
sponsor of TC … this is the first time I can go do it hands
on myself … I’ve been interested in the work they are
doing. I heard a lot of good things about them’ (Male,
Participant 5).
Company reputation. The TC event, according to one
industry representative, provided the incentive for their
company to participate so it could ‘show industry leadership that we care above and beyond the business side’
(Male, Participant 5). Company reputation is another
motive to participate in a volunteer opportunity as presented in the literature review. Another tourism professional shared his or her company was motivated to
contribute because they wanted ‘to be active and
involved and sponsor something that is close to our
community (as a result) it gives us recognition and
support’ (Female, Participant 3). An interviewee from a
global tour operator said an important motivation to participate is to not only show the general public we care
about the planet, but because ‘this industry is the
largest in the world. It’s high time that we do things
together in significant areas (to sustain them), such as
the Grand Canyon’ (Female, Participant 4). Another
company representative said they ‘send different
people to different events [because] it gives different
people in our organization the whole life cycle of the
industry. You see the service side, the different sites.
How the whole tourism industry works together’ (Male,
Participant 5).
Company exposure. In the case of a host industry
member, his company was motivated to participate
because the event was a way to expose ‘our hotel and
our property’ (Male, Participant 12). One interviewee
articulated his belief that the event helped the host to
promote their destination because:
Being movers and shakers in the industry, (it) helps to get
the message out as to what is so special about their destination. Helps them have a deeper recognition in the
industry. Good to have leaders in the industry to help
promote. I didn’t know for example, that Williams is
part of Route 66, I just knew it was a town that had a
railway. (Male, Participant 5)

Promote ‘feeder’ location. Two respondents said their
companies were motivated to volunteer for the event

TOURISM RECREATION RESEARCH

because of how important it is for businesses to promote
a ‘feeder’ location for a well-known tourist attraction. This
is because, as one interviewee stated, ‘sometimes the
parks get all the recognition and the volunteerism, and
the support communities don’t’ (Female, Participant 4).
The other respondent said it was important for TC to
create philanthropic opportunities for feeder locations
because ‘Tourism professionals can get to know about
feeder location (in order to promote them)’ (Male, Participant 6).

Downloaded by [68.231.1.114] at 08:11 14 September 2017

Discussion
Three key themes (hedonic motives, utilitarian motives,
and corporate motives) emerged from 15 reasons why
tourism professionals and their businesses were motivated to participate in a multi-day TC event. Motives to
participate were either consistent with previous studies
or were unique research contributions. A few tourism
professionals’ personal motives for volunteering
aligned with hedonic motives evident in prior research,
such as, their desire to learn more about a destination
for educational purposes (Bénabou & Tirole, 2010), or
the ‘push factor’ of wanting to escape daily life to go
on vacation (Cohen, 1979; Crompton, 1979; Dann, 1977,
1981; Yoon & Uysal, 2005). Two volunteers had a ‘place
attachment’ motive to attend, which is one motive to
volunteer that appeared in the research study conducted
by Caissie and Halpenny (2003).
As volunteering literature indicates, one hedonic
motive for participating in volunteer opportunities
may be to build relationships with family and friends
(Brown, 2005; De Gilder et al., 2005; Knollenberg
et al., 2014; Zahra & McGehee, 2013). For tourism
professional participants this differed slightly from literature as many came to network and ‘meet likeminded tourism professionals from all over the
country’ (Independent travel agent), which is more inline with a utilitarian motive to volunteer. These volunteers came to participate in networking connections
with people who might possibly be leads to future
business opportunities. Two tourism professional utilitarian motives to volunteer that did not appear in
the academic literature review, were the importance
of volunteering for projects that assist feeder locations
to major tourist destinations and how a sending organisation’s reputation and organised project is a motivating factor for some people to sign up for a
volunteering opportunity.
Some interviewees said corporate support motivated
them to participate in the TC event (Basil et al., 2009; Caligiuri et al., 2013). Other tourism business management
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interviewees said their company was motivated to participate so they could provide a volunteer opportunity
for their employees. This type of motivation concurs
with CSR research studies featuring the benefits of
employee volunteering programmes that may include
employee bonding and company loyalty from employees or stakeholders (De Gilder et al., 2005). A few managers and individual employees from tourism
organisations appearing at the event said they were
motivated to attend because TC organised the philanthropic activities for them. However, similar to any volunteer tourism opportunity, there is a cost associated with
travel and missed work time. Needing the general public
or industry members to know they are socially responsible individuals or companies, was one more utilitarian
and corporate motive for attending the philanthropic
event. This concurs with research findings as noted in
Bénabou and Tirole (2010) and De Gilder et al. (2005)
and CSR literature on ‘reputational capital’ or ‘reputational risk’ (Fombrun et al., 2000).
The majority of tourism professionals interviewed
mentioned they and/or their companies were motived
to participate in the event because they wanted to
‘give back’ to general society. This motive to contribute
to societal benefits appears to be related to social
responsibility motives (Carroll, 2000; Garriga & Melé,
2004; Lantos, 2001; Nicolau, 2008; Porter & Kramer,
2011) and elements related to ‘social egotism’ (Coghlan
& Fennell, 2009). Social egotism may be understood as
volunteer tourists behaving in an altruistic manner but
‘personal benefits derived from the experience by and
large dominate the experience’ (Coghlan & Fennell,
2009, p. 377).
More than half of the tourism professionals interviewed vocalised their individual or company’s primary
motive to volunteer was to assist in the sustainment of
the tourism product, minimising the negative impacts
of volunteer tourism (Guttentag, 2009). This motive is
linked to the three aspects of sustainability (environmental, social/cultural, and economic), and appears in a
multitude of volunteer tourism and sustainable tourism
research studies (Buckley, 2012; Hacking & Guthrie,
2008; McGehee, 2014; Muthuri et al., 2009). However,
for individual tourism professionals and their organisations, the social responsibility ‘give back’ altruistic
motive and the sustainability motive, differs from
academic literature. Individual tourism professionals
and/or their organisations were not only volunteering
to preserve the destination because it is a socially
responsible thing to do, they were doing it because of
personal benefits associated with volunteering for their
own industry. In other words, their livelihood depends on
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sustaining the communities and attractions they send their
clients to.
An emerging reason for tourism professionals to volunteer for a tourism-related philanthropic event includes
elements of social responsibility, sustainability, and corporate financial gain. However, the reason contains an
additional element. Tourism professionals seem to not
only feel responsible for the sustainment of the
tourism product, which is linked to their financial livelihood, but because sustaining elements of the tourism
product (environmental, social/cultural, and economic
components) is a ‘common good’ of society. Therefore
the unique tourism professional motive to volunteer for
a tourism-related philanthropic event, as revealed in
this research study, can be identified as: Feeling socially
responsible for sustaining the tourism product, tourism professionals, and/or their organisations, are motivated to
‘give back’ to the common good of society (environmental,
social/cultural, and economic components of the tourism
product) because sustaining the tourism product impacts
their financial livelihood. A graphical representation of
this unique motive is presented in Figure 2. An output
of this phenomenological study is a conceptual model
that features established literature and new constructs
with desirable sustaining industry practices. The
common good concept illuminates both the motives
and outcomes.

Common good
The common good concept is historically derived from
Platonian and Aristotelian philosophies (Caldarelli, Fiondella, Maffei, Spanò, & Zagaria, 2011). It has been
defined as,
Everything that is good to more than one person, that
perfects more than one person, that is common to all
… The overall conditions of life in society that allow
the different groups and their members to achieve
their own perfection more fully and more easily. (Argandoña, 1998, p. 1095)

Some researchers suggest its’ origin is in the Catholic
Church’s ‘common good’ philosophy (Sulmasy, 2001),
and has linkages to the Italian theory of common good
(Caldarelli et al., 2011) and the Japanese concept of
Kyosei – ‘living and working together for the common
good’ (Goodpaster, 1996, p. 116). It is the foundation
for business ethics (Melé, 2009), and different constructs
appear in several areas of literature such as ethical theory
(Garriga & Melé, 2004), stakeholder theory (Argandoña,
1998), social capital theory (Spence & Schmidpeter,
2003), and cross-sector partnership conceptual frameworks (Sagawa & Segal, 2000). A CSR theory suggests
businesses have ‘to contribute to the common good

because (they are) part of society’ (Garriga & Melé,
2004, p. 62).

Unique motive to volunteer for tourism industry
Tourism professional motives to volunteer for the
tourism industry are coming from the individual level,
and the corporate level. Individual motives may be
further divided into ‘utilitarian motives’ and ‘hedonic
motives’. These types of motives are present in literature
but were found to ‘co-mingle’ or ‘co-produce’ with other
motives that are embedded in organisations, particularly
tourism-for-profit businesses. As depicted in Figure 2, utilitarian motives to volunteer may include exploration of
income-generating opportunities through building
relationships or networking with people in the industry.
The new motive to volunteer for a field-specific philanthropic event may appear quite similar to motives
of volunteer physicians who, for example travel to ‘do
good’ in disadvantaged communities abroad. These
physicians, volunteering for organisations such as
‘Doctors Without Borders’ (Jarudi, 2000), ‘give back’ to
society by travelling as medical tourists, providing
medical aid to communities who cannot provide
medical assistance for themselves (Snyder et al., 2011).
Tourism professional motives to volunteer for a
tourism-related event likely includes ‘doing good’ for
possible personal economic gain, which may be more
aligned with an open source software professional
motive to develop, or answer questions in relation to,
open source software for the ‘public good’ (Hars & Ou,
2002; Lakhani & Von Hippel, 2003; Von Krogh, Haefliger,
Spaeth, & Wallin, 2012). Volunteer tourist motives to volunteer abroad, tourism professional motives to volunteer
for their own industry, and open source software developer motives all tend to have similar intrinsic reasons to
volunteer, such as for altruistic or relationship-building
reasons (Von Krogh et al., 2012). In contrast, for tourism
professional and open source software volunteers, an
additional extrinsic motive to volunteer for the
‘common or public good’ of society seems to be
related to possible career or financial gain (Von Krogh
et al., 2012).

Conclusion: academic and managerial
applications
As specified in the ‘Introduction’, the purpose of this
study was to identify tourism professionals’ motive(s)
for engaging in tourism-specific volunteer tourism
opportunities and to understand the individual or
societal benefits obtained from this action. This study
uncovered a unique motive to volunteer for a
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Corporate Motives

Individual/Personal Motives
Hedonic Motives
(E.g., Educational fulfillment, Escape daily
life, Place attachment)
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Utilitarian Motives
(E.g., Altruism,, Knowledge acquisition,
Sustain tourism product (individual),
Convenient location, Connections/ networking,
Organized volunteer opportunity)

(E.g., Corporate commitment,
Sustain tourism product (corporate),
Promote “feeder” location, Tourism
Cares reputation, Company
reputation, Employee bonding)

Tourism Professional Motives
to Volunteer
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Individual Social
Responsibility

“Give Back”
(Associated with Utilitarian
Motives, e.g., Altruism and
Knowledge acquisition for
tourism professional
livelihood)
(“pull”)

Corporate
Social
Responsibility
(“push”)

Contribution to the
Sustainment of the Tourism
Product (Common Good)

Individual and Corporate
Financial Gain

Figure 2. Conceptual model or framework to volunteer for tourism industry.

philanthropic event related to a volunteer’s field of work.
The unique motive to volunteer adds to academic literature on volunteer motives, such as (but not limited to):
altruism, relationship building, knowledge enhancement, and cross-cultural understanding. These motives
appear in numerous volunteer tourism studies (Andereck
et al., 2012; Brown, 2005; Holmes, 2014; Raymond & Hall,
2008), but are not linked to the ‘common good’ concept
as evident in this study, and in studies uncovered in
business ethics and CSR literature (Joyner & Payne,
2002). In addition, the motives of open source software
developers volunteering for their field of work, similar
to tourism professionals motives to volunteer for their
own industry, supports the ‘untapped potential’ of theoretical contributions from other disciplines of study as
applied to volunteer tourism research (Wearing &
McGehee, 2013, p. 127).
As the literature review revealed, most forms of volunteer tourism are equivalent to volunteers travelling internationally for a community development project. This
study extends research by ‘targeting (a) domestic form
of volunteer tourism’ (McGehee, 2014, p. 848). Finally,
this research study supported research in sustainable
development literature, indicating tourism professional
motives to volunteer for their own industry have linkages
to community prosperity and broader sustainability
goals.

There are a number of implications for tourism
industry management based on this study’s findings.
The creation of employee-volunteer programmes and/
or tourism-specific employee-volunteer opportunities,
are necessary to encourage inter/intra company relationship building, networking, and community partnerships.
Tourism industry management should continue to
encourage altruistic motivations to volunteer, and communicate this to employees, while understanding
business promotion and selling may occur during volunteering activities. Tourism professional managers should
acknowledge and expand on TC initiatives by creating
additional philanthropic opportunities to target tourism
needs (e.g. https://www.unitedway.org – for tourism).
There should be a concentrated effort to match volunteer employee skills with host community needs, and
ensure tourism business ethics align with the common
good concept. TC, as an intermediary for philanthropic
activity, received recognition for their work in the community and ‘giving back’ to the ‘common good’ from
the National Park Service (http://www.tourismcares.org).

Future direction
Future research possibilities stem from this study. An
examination into understanding the effects of
‘employee-project skill matching’ on project sustainability
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is lacking in volunteer tourism literature. In addition,
employee-project skill matching should be considered
when advertising CSR opportunities for industry professionals. A comparison between findings from this
study with other volunteer tourism sending organisations,
as well as determining if CSR initiatives are being linked to
the common good concept, are two more research possibilities. Further research exploration of employee-volunteer programmes as a specific CSR strategy, is a
possibility, in order to determine if there is commercialinterest motive when aiming to sustain the tourism
product. An investigation of similar and different
motives between episodic (Bryen & Madden, 2006),
special event, and ‘regular’ long-term volunteers, and
comparisons between tourism professionals who ‘avoid
losing money while volunteering’ (Stebbins, 2009, p. 33)
with non-reimbursed volunteer tourism professionals,
are additional research topics that could be explored.
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