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47%
of homeless individuals in Kingston 
cannot secure emergency shelter

28.8%
of Kingston households earn less 

than $40,000 CAD annually

1 in 8
of Kingston households earn families in 
the Kingston region are food-insecure
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How might we increase donation dollars to 
organizations in Kingston and beyond?

RESEARCH
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“What’s holding you back 
from donating more?”

RESEARCH

“There are so many organizations seeking 
donations that it gets overwhelming”

“There’s little transparency on where my 
money will go and I’m not always 
confident I’m making the most impact.”

“I honestly just don’t think about it often 
enough… I’ll donate every once in a while 
when something catches my eye.”
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KEY INSIGHT:

Social impact in the form of 
donations is transactional in 
nature. 

RESEARCH
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KEY INSIGHT:

Social impact in the form of 
donations is transactional in 
nature. 

RESEARCH

Individuals are most likely to 
offer their valuable dollars if 
they believe the opportunity is 
“worth it.”



How can we make the Voluntera experience 
better than existing options?

IDEATION
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What value proposition do we need to provide to users?

IDEATION



What value proposition do we need to provide to users?
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Voluntera must provide features to support each pillar of the value proposition

IDEATION



01. Opportunity Accessibility

IDEATION



02. Ease of Contribution 

IDEATION



02. Ease of Contribution

IDEATION



03. Personal Progress + Impact 

IDEATION



High Degree Mid Degree Low/No Degree

COMMUNITY-BASED 
CURATION PERSONALIZATION EASE OF USE

SOCIAL IMPACT 
REWARDS IMPACT TRACKING

COMPETITORS



How do we bring Voluntera to market?

Google 
Adwords

Physical 
Merchandise

21%

Launch 
Promotions

10%

Referrals
50%

1 Google AdWords

2 Physical Merchandise

3 Launch Contest

4 Referrals

PAID MARKETING

OTHER ACTIVITIES

5 Email Marketing

SEO

7 Social Media

6

Total Budget: 
$1000

GO-TO MARKET
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Google AdWords 

GO-TO MARKET
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Launch Contest

GO-TO MARKET
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Referrals

GO-TO MARKET



Unpaid Activities

GO-TO MARKET
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Next Steps

GO-TO MARKET



What has Voluntera achieved in 2 months?

Current Results

$205
Collected in Donations

100
Registered Users

10
Partnered Organizations



What does Voluntera’s user acquisition look like?

Current Results
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410
Unique user site 
visits 

11.3%
Recurring Users



What does Voluntera’s user engagement look like?

Current Results

Page Views (3 Weeks Post Launch) 6.8k
Total Page Events

2.9k
Total Page Views
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Voluntera is on track to generate over $10,000 in donations in the next 6 months

PROJECTIONS

Total Revenue vs. Registered Users – Next 6 Months

18%
organic user growth

$3
net revenue per 
user

Bi-weekly
referral and email 
campaigns

3,677

$11,101.14 
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Voluntera in 6 Months

PROJECTION

User Growth vs. Referral & Email Campaigns 7
average engagement 
instances per user

14.3%
incremental engagement 
via email

8.5%
click-through rate

20%
referral rate per campaign
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Total Users New User Revenue Email Revenue

Referral: $605.39
Email: $134.08



Don’t forget to check us out at voluntera.ca

THANKS FOR LISTENING. QUESTIONS?




