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Abstract
Volunteers are an essential component in maintaining nonprofit organizations.
To e�ciently maintain nonprofit organizations, the recruitment of volunteers
should cover all generations. Hence, to recruit from several generations, di�erent
means of communication have to be considered.

This study investigates if redesigning an existing recruitment website with
user experience principles in order to motivate Millennials, people born between
1980 and 2000, to work as volunteers. Through a survey, user tests and inter-
views, findings have shown that this generation is an attractive group to recruit
based on their willingness to do good in the world. However, this generation
treats their time carefully and believes it is important that their time given cre-
ates value. This study has found that transparency is essential to present when
recruiting a Millennial. They believe it is important to know which values are
created before committing long term as a volunteer.

Based on these findings and a heuristic evaluation of the existing recruitment
website, a redesign has been made with the purpose to motivate Millennials to
work as a volunteer. The conclusion of these findings proves that creating a
useful and motivating recruitment website will encourage Millennials to work as
a volunteer. However, the redesign has to be implemented in order to prove an
increase of volunteer applications by Millennials.
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Sammanfattning
Frivilligarbetare är en viktig komponent för att bibehålla organisationer med
syfte att främja och hjälpa mänskligheten. Däremot behöver rekryteringen av
frivilliga täcka alla generationer för att hålla frivillighetverksamheten flytande.
För att rekrytera frivilliga från olika generationer krävs det att man använder
olika typer av kommunikationskanaler.

Denna studie undersöker om en ny design av en redan befintlig rekrytering-
shemsida baserat på användbarhetsprinciper kommer att motivera generatio-
nen Millennial, personer födda mellan 1980 och 2000, att arbeta som frivillig.
Baserat på en enkät, användartester och intervjuer har denna studie hittat re-
sultat som tyder på att denna generation är en attraktiv grupp att rekrytera.
Detta baserat på deras vilja att göra gott i världen. Däremot är denna genera-
tion varsamma med deras tid och dem är noga med att deras tid skapar värde.
Upptäckter av denna studie tyder på att transparens angående värdeskapande
är viktigt att rekryteringshemsidor visar för att motivera en Millennial att en-
gagera sig som frivillig. Detta för att en Millennial anser att det är viktigt att
deras tid skapar ett värde innan de bestämmer sig för att engagera sig som
frivillig på lång sikt.

Baserat på dessa upptäckter samt en heuristisk utvärdering på den befintliga
rekryteringshemsidan skapades en ny design av rekryteringshemsidan med fokus
att motivera Millennials att arbeta som frivillig. Slutsatsen av denna studie ty-
der på att en användbar och motiverande rekryteringshemsida uppmuntrar Mil-
lennials att arbeta som frivillig. Däremot krävs en implementering av den nya
designen för att bevisa att antalet Millennials som ansöker för att bli volontär
har ökat.
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1 Introduction
Volunteerism is an essential component regarding the sustainability of human
rights concerns. In 2015, 17 goals called the Global Goals were defined to
reach sustainable development until 2030 (UNDP, 2015). Among these goals
are fighting to end poverty, providing health care to everyone in need of it and
increasing the quality and accessibility of education to everyone in pursuit of
it. Many nonprofit organizations exist with the purpose to reach these goals.
Hence, to maintain these nonprofit organizations, volunteers are a necessity
(Röda Korset, 2017).

In today’s society, the internet facilitates the spread of how fast and how
far information about disasters around the world where volunteers are needed
(Salvania and Pabico, 2015). With a notification in a smartphone informing a
person about a disaster across the world, the person is aware and might be able
to help. Therefore, utilizing technology to fight these goals could help facilitate
reaching some of them.

By using websites to recruit volunteers to causes around the world, the
number of volunteers recruited to nonprofit organizations could increase due to
increased awareness (Herrnson et al., 2007). However, to create and ensure a
successful website, its usability is essential to take into consideration. Within
the term usability, designing towards the user to create a pleasant visit and to
fulfill the purpose of the website should be in focus (Nielsen, 2012).

Today, Millennials, people born between 1980 and 2000, are an attractive
target group to recruit. Mainly due to their general enthusiasm towards phi-
lanthropy and their willingness to do good around the world (Stone, 2009).
According to Barayani (2011), Millennial’s are said to be the most educated
generation. Therefore, if recruiting them when their time is not limited due to
certain life situations, the prospect to later evolve them from volunteers into
potential monetary donors could increase.

This paper will target Millenial’s when investigating if applying user experi-
ence principles to an existing recruitment website will increase their motivation
to become a volunteer.
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2 Thesis Problem and Development Description
This thesis was made in collaboration with Authority1, which is a strategic
digital bureau based in Stockholm, and their client The Swedish Red Cross. This
thesis was conducted at the o�ces of Authority, where support and knowledge
were provided from both Authority and The Swedish Red Cross.

Authority works with a variety of clients. They create and improve their
client’s digital appearance with the focus to support them to achieve their busi-
ness goals. Authority o�ers to provide resources with competence within busi-
ness architecture and strategy, down to the implementation and optimization of
the clients’ websites.

The Red Cross is a nonprofit organization consisting of 191 national as-
sociations with more than 12 million volunteers, where approximately 26’000
volunteers are working in Sweden2. The Swedish Red Cross was founded in
1865 and is operated by 839 local associations 3.

2.1 Problem Statement
Finding suitable volunteers to di�erent causes and engaging in them long-term
commitment could be di�cult due to certain life situations. The recruitment
process is mainly based on face-to-face communication and the volunteers are
mainly retirees. The Swedish Red Cross wants to investigate how to recruit and
engage more millennials as volunteers with aim to find long-term candidates.
Today they use their existing website, frivillig.redcross.se4, described in section
2.1.2, as a tool to recruit new volunteers.

2.1.1 Aim and Objective

The aim of this thesis is to increase the likelihood of user acquirement to volun-
teering opportunities among millennials by investigating how to motivate them
to volunteer. The objective is to investigate the resources needed to increase
Millennials motivation to work as a volunteer and if redesigning The Swedish
Red Cross recruitment website will achieve the aim. The redesigning will be
based on user experience principles and the design process will focus on creat-
ing a digital platform with purpose to increase Millennials motivation to engage
in nonprofit organisations.

To accomplish this, a literature review and user research will be carried out
to be the base of a heuristic evaluation of the current recruit website. Further-
more, the final Hi-Fi prototype will be developed based on the findings from the
heuristic- and usability evaluation.

1www.authority.se
2https://www.redcross.se/om-oss/ekonomi/e�ektrapport-sa-gor-ditt-stod-till-roda-korset-

nytta/
3https://www.redcross.se/globalassets/arsredovisningar/e�ektrapport-roda-korset-

2017.pdf
4www.frivillig.redcross.se
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2.1.2 The Swedish Red Cross Volunteer Recruitment Website

The website used today to recruit new volunteers by The Swedish Red Cross
is parted into two pages. The first page lets the user filter between cities and
volunteering departments (Röda Korset, 2019a). The page displays brief infor-
mation about available volunteering opportunities, see figure 1. The user can
further explore in-depth information about an opportunity when one is chosen.
When the user clicks on the menu, the second page will be available to choose.
The purpose of the second page is to inspire and inform the user about the
meaning of becoming a volunteer (Röda Korset, 2019b), see figure 2.

Figure 1: Screenshot of user interface of the volunteering website owned by The
Swedish Red Cross. Its purpose is to show available volunteering opportunities
(Röda Korset, 2019a).
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Figure 2: Screenshot of user Interface of the volunteering recruitment website
owned by The Swedish Red Cross. Its purpose is inspire users to become a
volunteer (Röda Korset, 2019b).

2.2 Thesis Goal Description
This thesis consists of eight sub-goals. The purpose of the sub-goals is to struc-
ture the basis of this thesis gradually. In order to e�ciently reach the goal of
this thesis. The sub-goals of this thesis are:

• Understand the basic structure of how to contribute to nonprofit organi-
zations.

• Investigate what motivates a person to contribute to nonprofit organisa-
tions.

• Investigate millennials relationships with philanthropy and how to moti-
vate them to contribute to nonprofit organizations.

• Examine how nonprofit organizations can benefit from today’s digital so-
ciety.

• Investigate the resources needed to e�ciently recruit Millennials by utiliz-
ing a recruitment website.
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• Conduct user tests and in-depth interviews combined with an heuristic
evaluation on the Swedish Red Cross recruitment website5 with the target
group.

• Develop a Lo-Fi prototype based on previous findings from user tests and
in-depth interviews. Test, evaluate and iterate.

• Develop a final Hi-Fi prototype based on feedback from the Lo-Fi proto-
type. Test and evaluate.

2.3 UX Design Process
The development of this thesis will be performed based on an iterative UX design
process, see figure 3. The advantages of utilizing an iterative design process is to
help the designer find problems with the solution at an early stage (Gulliksson,
2015). This method specifies five di�erent phases where each phase forwards the
design while evaluating and improving it (Minhas, 2018). The action of each
phase describes as:

Understand - During this stage, a brainstorming session will be made in
order to determine the problem statement of the thesis. Which is understanding
what resources is needed on a recruitment website to increase Millennials en-
gagement in nonprofit organizations as volunteers. The outcome of the problem
statement is described in section 2.1.

Research - During this stage, an analysis of relevant information will be
conducted as a literature review to reach the first five sub-goals, which will be
conducted during the Theoretical Framework.

Sketch - During this stage, a brainstorming session will determine the first
draft of the design solution, the Lo-Fi prototype. Usability tests will be con-
ducted following by necessary iteration of the design. The Sketch phase will be
further described in the Methodology.

Design - During this stage, an evaluation of the feedback from the previous
phase will be the basis of the Hi-Fi prototype developed in this phase. Further-
more, usability tests are conducted. The Design phase will be further described
in the Methodology.

Evaluate - During this stage, which is applied on both the Sketch and the
Design phase, the result will be evaluated to improve the prototype based on
usability tests. The Evaluate phase will be further described in the Methodology.

5www.frivillig.redcross.se
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Figure 3: UX Design Process with phases Understand, Research, Sketch, Eval-
uate and Design. Based on the Design process of Minhas (2018).

2.4 Limitations
Limitations of this thesis that may a�ect the result will mainly be the amount
of time, namely 20 weeks. Further, the questionnaire could limit the variety of
users participating based on demographics since it will be published on social
media. Lastly, the final product will be a mobile version of an interactive Hi-
Fi prototype without backend implementation. Hence, the prototype will not
analyze if volunteer applicants have increased compared to the website being
redesigned.
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3 Theoretical Framework
This section presents a literature review of nonprofit organizations, the target
group of this study, and motivational factors that can influence contributing
behavior. Furthermore, this section examines the benefits provided to nonprofit
organizations when adapting to today’s technological driven society, followed
by the advantages of applying UX design principles to volunteering recruitment
websites.

3.1 Contributing to Nonprofit Organizations
There could be many reasons why a person chooses to contribute to nonprofit
organizations such as The Red Cross. Some do it for altruistic reasons (Baranyi,
2011). They want to do good without instrumental reward, such as salary.
Other do it to make themselves feel good, to get appreciation from others while
expecting something in return. However, regardless to the intentions behind
giving there is a value created to the recipients.

3.1.1 Di�erent Forms of Contributions

Contributing to nonprofit organizations can be made in form of time contri-
bution known as volunteering, or monetary contribution. Finding a suitable
contribution option depends on each persons life situation. To some, a mone-
tary contribution is the most suitable option if their time is limited. Meanwhile,
a contribution of time could be the most suitable option if they are financially
insecure or inflexible (Wiepking and Breeze, 2012). Meanwhile, alternating be-
tween both could be the most suitable option for others.

3.1.2 Motivational Factors

The intentions behind why a person contribute to nonprofit organizations vary.
Psychological factors influence how much and how often we contribute. If a
person strives for a tangible reward, such as salary, they are motivated by ex-
trinsic factors. If a person gives for altruistic reasons, they contribute based
on intrinsic factors (Gorczyca and Hartman, 2017). The di�erence between in-
trinsically and extrinsically motivational factors could be if a person continues
to contribute more than once. However, no matter how small the contribution
is, if a person starts engaging in a nonprofit organization there is value created
to the recipients. Oscar Wilde once said The smallest act of kindness is worth
more than the grandest intention. Meaning, a greater value will be created if a
person acts rather than solely thinks about acting.
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3.2 Digitisation of Contribution
Today’s technology has facilitated nonprofit organizations abilities to raise aware-
ness and recruit contributors across the world to di�erent causes. Sending text
messages to friends across the world has made us aware of situations happening
in countries we are not living in (Subrahmanyam and Greenfield, 2008). It has
become easier for us to share news and information through social media (Doerr
et al., 2012). With social media we can make each other become aware and gain
knowledge about situations around us without deliberately searching for it.

There are many advantages with providing services and spreading informa-
tion online. Nonprofit organizations will be able to reach a wider range of
contributors rather than solely using word-of-mouth method through face-to-
face communication (Ring et al., 2016). Today most volunteers becomes vol-
unteers due to recommendations from friends and family members who already
contribute by volunteering (Martinez and McMullin, 2004). Hence, without pro-
viding services on websites or apps a large selection of volunteers would possibly
go unnoticed, largely the millennial generation. This generation uses technology
by second nature and expect to find everything online (Baranyi, 2011).

It could be important to nonprofit organisations to always keep their re-
cruitment dynamic. Contributors today will not be able to be committed as
volunteers their whole life. If one generation decreases their time volunteer-
ing, new contributors have to be found (Baranyi, 2011). To be able to recruit
contributors across the generations e�ectively, di�erent tools should be used.
When recruiting contributors from The Baby Boom generation, people born
between 1950 to 1970, a digital tool might not be as e�cient as it would be
recruiting Millennial’s (Horton and Fagan, 2015). Therefore, providing services
online would not be e�cient to all generations but needed in order to reach the
generation responding to it (Horton and Fagan, 2015). Other advantages with
digitisation of nonprofit organizations is how much time and money that could
be saved when recruiting new volunteers.

3.3 The Millennial Generation
Millennial’s are people born between 1980-2000 (Gorczyca and Hartman, 2017).
They grew up in a fast changing society and are known to be tech natives
(Nava et al., 2014). Meaning they were the first generation growing up with the
internet, which was available for public use in the mid-’90s (Leiner et al., 2009).
Millennial’s use internet to share opinions and gain knowledge about the world
around them (Baranyi, 2011).

Millennial’s are also known to be entrepreneurial, open-minded and confi-
dent and they strive to do good in the world (Gorczyca and Hartman, 2017).
Millennial’s are said to be the largest and most educated among previous gen-
erations (Baranyi, 2011). They are expected to populate the workforce by 50%
as of the year 2020 (Dagher, 2014). By those means, they are desirable finan-
cial contributors to nonprofit organizations (Baranyi, 2011). However, they are
most likely to be financially inflexible due to student loans during their educa-

14



tion (Gorczyca and Hartman, 2017). Therefore, volunteering could be the most
suitable opportunity for millennial’s to start engaging in a nonprofit organiza-
tion (Baranyi, 2011).

3.3.1 Millennial’s View on Philanthropy

Philanthropy describes as the will of doing good to humanity where people
that practice philanthropy are called philanthropists (Payton and Moody, 2008).
They act out of goodwill to help people around them and promote welfare.

According to Stone (2009) millennials are the most civic-minded generation
since the Silent generation, people born between 1930 to 1940. They want to
improve the world and make a di�erence, but in their own way (Stone, 2009).
Studies have shown that millennials prefer to attain information about vol-
unteering opportunities online (Baranyi, 2011). Hence, to attract millennials
nonprofit organizations should adapt to their way of communicating. Via the
internet.

Horton et al. (2015) state that millennials favor to do smaller acts before
entirely committing to a cause. Meaning millennials prefer flexibility before reg-
ularity (McKee and McKee, 2008). They treat their time and money as equals
and do not want to misuse either (Horton and Fagan, 2015). Before commit-
ting to a volunteer work they consider it important to know their time creates
value and that they support the cause they are working towards (Gorczyca and
Hartman, 2017). They want to be able to perform good work based on their
skills (McKee and McKee, 2008). Therefore, matching tasks with skills could
be e�cient when recruiting millennials as volunteers.

To retain long-term commitment with millennials it could be important to
provide feedback of the value created by their work. Motivational factors that
influence people to engage in nonprofit organisations, as mentioned previously
in section 3.2.1, could be based on either intrinsically or extrinsically factors.

To intrinsically motivate millennials to engage in volunteering work they
need to enjoy their time working as volunteers. Also, be motivated by the cause
they are working towards. If volunteers are extrinsically motivated they expect
something in return. According to Gorczyca and Hartman (2017) millennials
want to do good but expects something in return after their work. Therefore,
providing information about the value created and feedback towards their work
could benefit long-term volunteering commitment.

3.4 User Experience Design to Attract Millennials
Using a website as a tool to recruit potential volunteers the design of the website
will reflect the outcome. A confusing design could discourage potential new
volunteers to apply. Meanwhile, a useful design could increase applications
from new volunteers.
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3.4.1 Guidelines for designing to Millennials

According to Horton and Fagan (2015) to attract millennials the information
have to be handed to them in the medium they use, namely smartphones. Mil-
lennials are said to live their life at a high pace (Horton and Fagan, 2015). While
they are on their way somewhere, they use their phone. Therefore, designing a
user interface adapted to a smartphone could be e�cient to attract and retain
millennials on the site.

Considering millennials are experienced smartphone users they expect the
interface to behave a certain way. They question the credibility of the website if
the quality is low and they will leave the page if the feedback is lacking, rather
than to question their own ability to interact with the user interface (Meyer,
2016). Therefore, utilizing a straight forward design and avoiding unnecessary
information could be e�cient to catch their attention.

3.4.2 Persuasive Design

In order to persuade a target group into making decisions, the designer needs
to understand the psychological behavior of the target group. According to
Fogg (2009), to persuade a behaviour the person must be motivated, have the
ability and be triggered to perform the behaviour (Fogg, 2009). These are the
fundamental factors a designer has to understand when designing to influence
a decision and changing a behavior.

To succeed in influencing the users’ behaviors, the usability and utility of
the design is also a necessity. The design should provide all the necessary
features and information the user needs to perform the expected tasks. Hence,
understanding who will use the design is a key factor in succeeding to develop
a usable, and good design. Therefore, determining which resources is needed to
motivate a user, which abilities are needed from the user and which information
should be presented that triggers new user into applying to become volunteers
could facilitate the recruitment process. Solely by providing a useful design with
these factors into consideration.

3.4.3 Heuristic Evaluation Guidelines

To increase the usability on an existing website a heuristic evaluation is suitable
to conduct. According to Nielsen and Molich (1990) a heuristic evaluation is
used when analysing and optimizing a user interface design based on usability
heuristics (Nielsen and Molich, 1990). The purpose of using this evaluation
method is to discover usability problems with the specific user interface (Nielsen,
1995). Together with Molich, Nielsen has developed ten rules of thumbs used
when conducting a heuristic evaluation (Nielsen, 2005), namely:

I. Visibility of systems - The system should provide feedback within a
reasonable time to inform the user of the system status.

II. Match between system and the real world - The system should
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speak the language of the user rather than system-oriented. The system should
provide the user with information in a logical and natural progression.

III. User control and freedom - The system should support undo and
redo since a user could by mistake enter an undesirable state. The exit should
be visible to the user to avoid a prolonged dialogue.

IV. Consistency and standards - The system should be consistent with
phrases and actions to avoid confusion. The user should not have to question if
di�erent information implies the same.

V. Error prevention - The system should provide the user with an error
message containing a confirmation option. The purpose is to avoid a problem
to occur from an error-prone condition.

VI. Recognition rather than recall - Instructions on how to use the
system should be visible or easily retrievable to the user. The system should
decrease the user’s memory workload.

VII. Flexibility and e�ciency of use - The system should allow the
user to tailor frequent actions. The use of the system should be e�cient to both
experienced and inexperienced users.

VIII. Aesthetic and minimalistic design - The system should avoid
excessive information about an action or option.

IX. Help users recognize, diagnose, and recover from errors - The
system should express errors messages without codes since it has to be com-
prehended by the user. The error message should indicate the problem and
recommend a solution.

X. Help and documentation - The system should provide help documen-
tation in an easily comprehended structure if needed.
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4 Methodology
This section describes the methods that were used to conduct the Sketch, the
Design and the Evaluate phase from the design process presented in section 2.3
to achieve the goal of this thesis (Minhas, 2018).

4.1 Summary of Methodology
This section describes a summary of the methods used to develop a redesign of
the existing recruitment website, see section 2.1.2.

• A online user research survey was conducted towards the target group to
gather information about their engagement in nonprofit organisations.

• A Heuristic and Usability Evaluation was conducted with the target group
to evaluate in order to optimize the existing recruitment website. Further,
to investigate if the target group had previously engaged in volunteering,
and to investigate how a recruitment website can motivate them to apply
to become a volunteer.

• To develop a redesign of the existing recruitment website, a workshop was
conducted together with two employees at Authority to generate ideas of
how to optimize it during a brainstorming session.

• When developing the redesign of the existing recruitment website, a Lo-Fi
prototype was created and tested on the target group.

• When the Lo-Fi prototype was evaluated and improved, a Hi-Fi prototype
was developed in the prototyping tool InVision Studio. The Hi-Fi protoype
represented the final redesign of the recruitment website.

4.2 User Research Survey
To begin the Sketch and the Design phase of this thesis a quantitative user
research survey was conducted by using Google Forms. Some of the advantages
of performing an online survey are that they are anonymous, and they will not
have a time limit. The participants can choose by themselves when and for how
long they want to answer it, which could lead to a high quality of answers.

The survey participants were chosen randomly to achieve a diversity of un-
biased answers. The purpose of the survey was to gather information about
the target group and their view on philanthropy. The survey consisted of ques-
tions asking the participants about their involvement in nonprofit organizations.
Whether or not they have engaged or want to engage in volunteering work, and
what would motivate them to volunteer.

18



4.2.1 Survey Structure

The survey consisted of five di�erent parts where four were presented to the
participants. The first part gathered general information about the participant,
namely age and gender. See appendix 1, figure 9. The purpose was to obtain an
overview of the participants and further be able to filter their answers according
to their age.

The second part investigated if the participants had engaged in nonprofit
organizations as a volunteer before. Further, this part investigated if they knew
someone who had previously engaged in a nonprofit organization. The purpose
was to determine if that had influenced their decision to engage. See appendix
1, figure 10.

If the participant had previously engaged in volunteering work, the third part
of the survey investigated at what age they did it, what made them decide to
volunteer, and how they got in contact with the nonprofit organization. Further,
the participant was asked if they were still volunteering. If not, the survey asked
if they would consider resuming to work as a volunteer. See appendix 1, figure
11.

If the participant had not previously engaged in volunteering work, the third
part aimed to investigate if those who have not volunteered would consider
starting. The survey further asked the reason behind their answer. See appendix
1, figure 12.

The fourth part of the survey investigated if the participant donates money.
If so, how often. The purpose was to determine if there is a correlation between
donating money and volunteering. See appendix 1, figure 13.

4.3 Heuristic and Usability Evaluation
Based on Nielsen’s Heuristic Evaluation theory, as previously mentioned in sec-
tion 3.4.3, a heuristic and usability evaluation was conducted on frivillig.redcross.se
(Nielsen, 2005). Five participants that belonged to the target group performed
the heuristic and usability evaluation, followed by a two-part in-depth interview.
According to Nielsen, as mentioned in section 4.3.4, five users is an adequate
amount of users needed to detect enough of the usability problems to begin the
optimizing process.

As mentioned in section 3.4.3, the heuristic evaluation consists of ten usabil-
ity principles where five was relevant to this evaluation. The usability principles
used were I, III, IV, VI and VIII, read the full description of each Heuristic Prin-
ciples at section 3.4.3. The purpose of conducting a heuristic evaluation along
with a usability evaluation on the target group was to achieve as many usability
problems as possible from di�erent perspectives.
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4.3.1 Description of Usability Evaluation

The structure of the usability evaluation began with a scenario they were to per-
form on the website, followed by an in-depth interview correlated to a heuristic
evaluation. The scenario given was to find motivational information about be-
coming a volunteer. Next, to find an exciting volunteering opportunity in any
city available and "apply" to the opportunity.

4.3.2 Description of In-Depth Interview: Part One

During the first part of the in-depth interview, the participants were asked if
they had worked as a volunteer before. What would motivate them to become
a volunteer and what type of volunteer work they would prefer to perform.
Further, they were asked what necessary information had to be presented to
catch their attention.

4.3.3 Description of In-Depth Interview: Part Two

During the second part of the in-depth interview, they were to explain their ex-
perience and the problems occurring based on questions correlated to the chosen
heuristic principles. The purpose of not revealing the principles beforehand was
to avoid them deliberty searching for problems based on the heuristic principles.
Instead, the goal was to make them focus on their experience.

4.4 Brainstorming
To conduct the Sketch phase a brainstorming session was performed to create
the first draft of the solution. Brainstorming is a concept with the purpose of
creatively generate ideas to find a solution to a complex problem. The concept
was founded by Alex Osborn (Mongeau and Morr, 1999) and is well used when
creating design solutions where a large number of creative ideas are desired.

According to Mongeau and Morr (1999), Osborn states that in order to per-
form an e�ective brainstorming session, the participants should avoid judgment
and criticism on other participants ideas. A large amount of and out-of-the-box
ideas are favored. Further, combinations of several ideas can together create an
even better idea (Mongeau and Morr, 1999).

The sessions are preferred to be conducted in a group. Osborn stated that a
person generates up to twice as many ideas in a group than brainstorming alone
(Rossiter and Lilien, 1999). A brainstorm session is conducted during a limited
amount of time. According to Rossiter and Lilien (1999), a session of two hours
with approximately fifteen minutes of e�ective idea-generating is desirable.

4.5 Workshop
To begin the Sketch phase a workshop was conducted at the o�ce of Authority
where two of the employees were participating. The workshop was held for
two hours. It began with a presentation of the subject, and the purpose of the
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workshop. A description of the target group and their view on philanthropy,
based on the survey described in section 4.1.1, was introduced. Lastly, the
website which was being optimized was presented and the result given by the
heuristic and usability evaluation. When all the information needed to begin
was gathered, the brainstorming session started.

During ten minutes, the participants were told to write down all their ideas
on how to improve the website on Post It notes. At the end of the session, the
participants were told to describe and discuss their ideas with the rest of the
group. The result of the brainstorming session was summed with the purpose
to be the base of the prototyping.

4.6 Prototype Development Method
To achieve the Design phase the Sketch phase had to be evaluated and ready
to be generated into a final prototype. The prototype approach utilized in this
thesis was Lo-Fi to Hi-Fi prototype without implementing back end interaction
due to the limited amount of time. During each prototype stage, usability tests
were conducted to evaluate the prototype, further to iterate and improve the
design.

4.6.1 Lo-Fi prototype

During the Sketch phase a Lo-Fi prototype was created. Lo-Fi prototyping is an
e�ective way to produce prototypes without writing any code. Compared to Hi-
Fi prototypes they are low cost and time e�cient as they are designed with pen
and paper. Utilizing Lo-Fi prototypes as a first step when presenting a design
solution during a user test the focus will be on overviewing of the interface, not
the graphic design. Therefore, issues with the solution can easily be detected
and quickly fixed during usability tests.

According to Rudd et al. (1996), the function and interaction with a Lo-Fi
prototype are limited, which can be seen as a disadvantage. They are quickly
constructed with the purpose to present a concept and screen layouts.

4.6.2 Hi-Fi prototype

During the Design phase a Hi-Fi prototype was developed. Compared to Lo-Fi
prototypes the Hi-Fi prototype is supposed to simulate the final product. These
prototypes can be developed in a variety of software tools, for example Adobe
XD6, the tool Sketch7 and Invision Studio8.

During usability tests, the user can perform an in-depth exploration where
real-time interaction and feedback will be simulated and evaluated. Rudd et al
(1996) state that, compared to Lo-Fi prototypes the Hi-Fi prototype is supposed
to simulate the final product. During usability tests, the user can perform an

6https://www.adobe.com/se/products/xd/details.html
7https://www.sketch.com
8https://www.invisionapp.com/studio
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in-depth examination where real-time interaction and feedback are simulated.
Navigation errors will be easier to identify and fix. Disadvantaged of utilizing
a Hi-Fi prototype is, they are time-consuming and expensive to create (Rudd
et al., 1996).

4.6.3 Usability Test

The Evaluation phase was conducted through usability tests. The goal was
to examine how useful the user interface, also called UI, was. According to
Nielsen (2012) useful is defined by the usability and utility of the UI, namely
how pleasant and easy the features are to use and whether the features needed
is provided (Nielsen, 2012).

Each prototype will iterate and be improved based on the feedback from the
usability tests. Usability tests are needed to for example increase visitors to a
website. According to Nielsen (2012), without a useful UI, the visitors will leave
the website.

This thesis utilized the theory of only five users each test iteration (Nielsen,
2000). According to Nielsen (2000), 85% of the usability problems are found by
five users where the first user will provide one-third of the data needed about
the usability of the UI.

The second user will discover approximately the same data. Hence a di�erent
perspective will result in moderately di�erent data. As the second user, the third
user will discover a slightly di�erent result versus the previous two.

The same goes for each user added. Eventually, no new data will appear.
The cost of added users will only rise without a new result. Instead, recruit
a small number of users and iterate over multiple improved versions of the UI
(Nielsen, 2000).
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5 Result
This section presents the results of the methods described in the Methodology.

5.1 User Research Survey
75 people participated in the survey where the majority was between the age
span of 20 to 24 years old followed by 25 to 30 years old(figure 4).

Figure 4: Number of participants to each age span.

Just over 50% of the participants of the age span 20-30 have not volunteered
before. Those who had not volunteered before was asked if they would consider
starting and the majority answered yes. They were asked to elaborate on why
they wanted to start. Some of the answers were to make a di�erence to someone
else, the importance of giving back, to share experiences and that it would feel
good to help those in need. Those who answered that they would not consider
volunteering solely based their answer on their limited amount of time and their
inability to work for free.

Those who had volunteered before started due to recommendations from
friends and family and the majority were still engaged as volunteers today.
Those who quit volunteering would consider starting again if it was towards a
cause they were passionate about and believed in.

The majority of the participants over 31 had volunteered before and are still
volunteering. Those who had not volunteered before or had quit, based their
answer on their limited amount of time. Mainly due to family responsibilities
and their full-time work.
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The survey further asked the participants if they donated money to nonprofit
organizations. The majority of the participants in the age span from 20 to 30
had donated money but not regularly, followed by those who had never donated
before. The majority of the participants over 31 years old had donated money
but not regularly followed by monthly givers. The minority of this age span had
never donated before(figure 5).

Figure 5: Donation behavior among each age span.

5.2 Heuristic- and Usability Evaluation
Five participants of the target group participated in the heuristic- and usability
evaluation. They were first given a scenario to test the usability of the existing
recruitment website9, followed by a two-part in-depth interview described in
section 4.2.

5.2.1 In-Depth Interview: Part One

During the first part of the in-depth interview, conducted after the usability
scenario described in section 4.2, the participants were asked if they had worked
as a volunteer before and the majority had. The volunteer work performed were
mainly correlated to school and sport activities. None of the participants had
worked along with a charitable nonprofit organization.

The participants were asked what would motivate them to start volunteering
along with a charitable nonprofit organization. The majority would do it based

9www.frivillig.redcross.se
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on altruistic reasons, such as contributing to make a di�erence in the world.
Meanwhile, one would solely do it to get outside confirmation.

The participants were asked what type of volunteer work that would be
suitable for them and the result was a variety of answers. However, the common
denominator was that the work had to provide value to the recipients. One
wanted to focus on helping animals, to bring attention to their rights. Others
wanted to focus on kids, both local and abroad, through sport activities and
education.

Further, the participants were asked what information was necessary to be
provided to catch their attention. The majority was considering it important
that they were provided information about how long and how often each op-
portunity lasted. Further, they wanted all the information and value creation
to be transparent and they thought it was important they were provided with
information about the e�ect of their work. Lastly, one participant considered it
was important that the message given was honest and serious without cliches
and an intense approach.

5.2.2 In-Depth Interview: Part Two

The second part of the in-depth interview consisted of questions correlated to
the chosen heuristic principles I, III, IV, VI, VIII.

I: The first question asked were if the website provided appropriate feedback
within a reasonable time to inform the status of the system. The majority of the
participant did not find the page with the purpose to inspire possible volunteers.
Some thought a one-page website rather than di�erent pages would make it
easier to navigate between motivational information and searching for available
opportunities.

Furthermore, the majority was confused about the numbers presented beside
the city and the type of volunteer work when filtering, they did not understand
the meaning of it. See Figure 1. Some mentioned, when they had chosen filters,
the list of available volunteering opportunities would show all the cities the
available opportunity was held. Which they did not think was interesting since
they had already chosen a city. Furthermore, the majority criticized that they
had to wait due to slow updating when filtering among opportunities.

III: The second question asked about their experience with user control and
freedom. If the website provided undo/redo and an easy exit if an undesirable
state was entered. The majority did not have a problem exiting undesirable
states. However, one participant mentioned that if the user had written a full
application and accidentally exited the application step, all the written text was
deleted.

IV: The third question investigated if the website was consistent with phrases
and actions to avoid confusion. The majority considered that the website was
using repeated commands where the same actions were shown twice at di�erent
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places. Two participants mentioned that the same action was shown twice but
this time with di�erent titles.

VI: The fourth question asked the participants if they had any di�culties
navigating through the site. If the instructions of how to use the website were
distinct as a user should be able to recognize rather than recall instructions to
decrease memory workload. The majority of the participants considered the
website to be easy to navigate through. However, some participants thought
the size and placement of some text made it di�cult to distinguish when to
perform di�erent actions. Some mentioned the size of the text when filtering
was too big which led them to miss one filtering option. Others mentioned,
when they had chosen filters, the placement of the "clearing-one-filtered-option"
and "clearing-all-filtered-options" was too close. It made them confused if the
di�erent "clear"-options meant the same until they tried both.

VIII: The fifth question asked the participants about their opinion on the
way the website presents information and the general appearance of the website.
The majority was pleased with the information given. However, some mentioned
the information given could be more structured. Further opinions about the
appearance of the website were the same as mentioned in previous questions.
Be consistent with phrases, do not use di�erent titles to the same action and do
not present the same action twice.

5.3 Workshop
During the workshop described in section 4.4, a brainstorming session was con-
ducted to produced various ideas on how to optimize the current website.

5.3.1 Brainstorming Session

The ideas generated by the brainstorming session primarily focused around four
areas, the landing page, the filtering section, the structure of how to display
the preview of available volunteer opportunities and how to present information
about a chosen volunteer opportunity.

Ideas About The Landing Page

Ideas around the landing page were to focus on catching the users attention in
first hand, then have the user search for volunteer opportunities. Due to the
needs and behavior of the target group, it was discussed to focus on presenting
straight forward information and to be transparent on the values created to the
recipients.

Ideas About The Filtering Section

The current filtering section did not have many options. It was discussed to
expand the filtering options with age and time period, considering the target
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group prefers to be flexible with their time and, some volunteer opportunities
had an age limit. Further discussion was to include a map presenting all available
volunteer opportunities. The purpose behind the idea was to give the user an
easy overlook of where available opportunities existed and their exact locations.

Ideas About The Presentation of Available Volunteering Opportuni-
ties

Another frequently discussed area was the structure of how the volunteer oppor-
tunities were displayed. Ideas of structuring the preview of all opportunities as
a grid with pictures or a less text-based list could make the page more appeal-
ing to the user. Further, customizing the information of the preview towards
the target group was discussed. Adding necessary information such as time pe-
riod and the value created to the receipts could easier attract the target groups
attention. Another idea was to make it possible for users to save interesting
volunteer opportunities for later. Also, showing similar opportunities when the
filtered options ended.

Ideas About In Depth Description of A Volunteering Opportunitie

When a user had chosen a volunteer opportunity to read more about, the im-
portance of only presenting relevant and motivational information to remain
the user’s attention was brought up. Such as previous value creation in that
particular type of volunteer work and how long the time period lasts.

Lastly, another idea was to inform the user before applying to a volunteer
opportunity about the process the user had to go through to become a volunteer.
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5.4 Prototype Description
Based on the findings of the user research, the heuristic- and usability evalua-
tion and the workshop, the following section will describe the development and
evaluation of the Lo-Fi prototype followed by the Hi-Fi prototype.

5.4.1 Lo-Fi prototype Development Description

This section describes each step in the Lo-Fi prototype followed by a summary
of the user tests. The prototype utilized one-page navigation where the user
had to scroll to see further content of the website. However, due to the pen-
and-paper prototype, the user was unable to perform a scroll operation and had
to imagine the perception of the action.

The first part the user saw, namely the landing page, illustrated information
regarding motivational and practical information about becoming a volunteer,
both in text and illustrations. See figure 6.a.

The second part illustrated an operation where the user was able to filter
amongst four di�erent variables. The variables were; which city, what type
of volunteer work, the fixation period of the volunteer opportunity and the
age of the user. Additionaly, this part illustrated a map followed by a list
with necessary and practical information of the filtered volunteer opportunities,
namely a preview of available volunteer opportunities. See figure 6.b. When
all filtered volunteer opportunities had ended, similar ones appeared. See figure
7.a.

When the user had chosen a volunteer opportunity to read more about the
user entered a new page. The page illustrated a map of the position of the
volunteer opportunity followed by the practical information presented by the
preview. Before the user applied to a volunteer opportunity, the page illustrated
an explanation of the recruitment process. Se figure 7.b.

When the user applied to a volunteer opportunity, the user had to fill in
a form. The form requested the users’ full name, email, phone number and a
description of themselves. Lastly, the page illustrated a confirmation message.
See figure 8.a and 8.b.
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(a) Landing page (b) Filtering operation and available volun-
teer opportunities.

Figure 6: Part one and two of Lo-Fi prototype of optimized volunteer recruit
website.
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(a) Available volunteer opportunities and
similar when filtered ones had ended.

(b) A chosen volunteer opportunity.

Figure 7: Part three and four of Lo-Fi prototype of optimized volunteer recruit
website.
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(a) Form when applying to a specific vol-
unteer opportunity.

(b) Confirmation feedback when applied to
a volunteer opportunity.

Figure 8: Part five and six of Lo-Fi prototype of optimized volunteer recruit
website.
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5.4.2 Lo-Fi Prototype Usability Test

The following section presents a summary of the result from the usability test
of the Lo-Fi prototype. Five participants of the target group participated in
the usability test. The result generated both feedback about what could be
improved and positive feedback about the existing features.

Existing features that were appreciated were primarily one-page navigation
and the landing page. The one-page navigation simplified the transition between
each part of the website. was a comment from a user. The landing page was
appreciated because it informed the user about the importance of becoming a
volunteer before presenting available volunteer opportunities. It is important to
not only motivate a user to become a volunteer also informing the value created
of becoming one a user mentioned.

Three users believed the map which illustrated available volunteer opportu-
nities was relevant. Some mentioned it would cut time searching for a volunteer
opportunities if the user would only search in a specific area.

The majority of the users expressed their liking about using illustrations
when presenting previous created value. Pictures and illustrations facilitate the
reading and make the website more inviting a user commented. Further, the
majority of the users appreciated the map presenting the exact position of a
chosen volunteer opportunity. It provides an indication of credibility, and it
gives life to the opportunity a user mentioned.

The users did also mention improvements to the prototype. One user would
appreciate if the website o�ered a "save"-function amongst volunteer opportu-
nities. Then I can save all interesting opportunities without feeling the pressure
to decide there and then the user mentioned.

Another improvement to the prototype was utilizing a "load more"-function
instead of infinite scrolling. A user commented, if there are many available
opportunities it might be exhausting to scroll without an indication of when
it might end.. Lastly, one user believed when applied to an opportunity the
confirmation feedback should be a�rmative, for example Thank you for believing
in our cause and aspiring to make a di�erence. We will be in touch with further
information..

5.4.3 Hi-Fi prototype Development Description

This section explains a detailed description of the Hi-Fi prototype based on the
result from the Lo-Fi prototype followed by a summary of the usability test
protocol. The prototype was developed in Invision Studio and utilizes website
format responsive to a mobile device.

Description of Hi-Fi prototype

The first part of the landing page consists of a motivational and informative text
about becoming a volunteer. It describes what the Red Cross and the Swedish
Red Cross does, how many volunteers exist today, achievements made and their
vision. See appendix 2, figure 14.a.

32



The second part of the landing page explains to the user how to search for
available opportunities by filtering among options to find suitable volunteer op-
portunities. Further, the second part provides the user with what was assumed
to be an interactive map of available volunteer opportunities in Sweden. Its pur-
pose was to give an overview of existing volunteer opportunities. See appendix
2, figure 14.b.

When filtering among available opportunities the users were able to choose
in which county of Sweden, what type of work and the age of the user, since
some volunteer opportunities have a minimum age limit. Further, the user was
able to choose for how long of a time period the user wants to volunteer, namely
over or under six month. See appendix 2, figure 15 and 16.

When a user has applied all suitable filters and closed the filtering section the
interactive map adapted to the filtered volunteer opportunities. Below the map,
a list appeared with a preview of the filtered available opportunities. The pre-
view consists of a picture with the location of the specific volunteer opportunity
along with short information of it. See appendix 2, figure 17.

When the user scrolled down to the bottom of the list, a button named
"Show more" appears where the user is able to continue to load more available
volunteer opportunities. If there were no more available volunteer opportunities
a text will appear telling the user to either create a new search with new filters
or e-mail the Swedish Red Cross for suggestions of new volunteer opportunities.
See appendix 2, figure 18.

When a user chose a volunteer opportunity by clicking on it, the user was
transferred to a new page. The new page consisted of more information about
the specific volunteer opportunity such as detailed information about when and
where it takes place. Further, the page presented a previous value created by
volunteers volunteering towards the specific type of opportunity. See figure 19.a.

If the user scrolls further down on the page, the user was able to send in
an application of interest to the volunteer opportunity. The user was also able
to read about what happens to the application after it had been sent. The
information told the user that he or she would have to go through a process
before being handed the responsibility for the task. The process consists of
meetings and education about becoming a volunteer. See page 19.b.

When the user applied for the volunteer opportunity the user had to fill in a
form consisting of name, phone number, e-mail and a description of themselves.
See figure 20.a. When the application had been sent, the user was provided
with feedback thanking the user for the application and informing the user that
a confirmation e-mail would be sent. Lastly, the user was able to go back to the
landing page. See figure 20.b.

5.4.4 Hi-Fi Prototype Usability Test

the following section presents the scenario given to the users and a summary of
the result from the usability test of the Hi-Fi prototype.
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Summary of Hi-Fi Improvements

This section summaries suggested improvement based on the feedback from the
Hi-Fi usability tests.

• Clarifying that the volunteering opportunities are only available in Swe-
den.

• Present an unfiltered list of available volunteer opportunities as well as
the map when the user enters the landing page.

• Explain why the user can write their age when filtering among available
volunteering opportunities.

• Add additional information on the preview of a volunteering opportunity,
such as age limit and how long respectively opportunity lasts.

• Add a clear indication that the user is supposed to click on the preview of
a volunteering opportunity.

• Add an additional age field on the application form where the user can
write their age.

• Reformulate the text where the user is supposed to describe themselves
to "Describe yourself and why you would suit as a volunteer".

Description of Hi-Fi Prototype Improvements

The prototype was tested using Invision Studio’s feature where the prototype
was streamed to a smartphone device with purpose to create a realistic view
of the prototype. The result of the usability test generated both suggestions of
improvements and appreciated features of the Hi-Fi prototype.

During the usability test, five participants from the target group partici-
pated. All participants got a scenario where they had to navigate from the
landing page to the filtering section. At the filtering section, the users were
supposed to search among the available volunteer opportunities based on the
filtering options. Due to limitations in the Hi-Fi prototype, only one scenario
of filter to choose from was available to the user. When the filters were chosen,
they were to close the filtering section and continue navigating and exploring
the prototype.

Lastly, the user was to choose a volunteer opportunity and report their in-
terest through a form. Due to limitations in the Hi-Fi prototype, only one
volunteer opportunity was available to the user. When the task had been ful-
filled, a discussion of the prototype and its usability ended the usability test.

The majority of the participants considered the landing page to be easy nav-
igating through and the majority considered the information to be motivating
and inspiring. They believed it was interesting to read about how many volun-
teers existed today and the actual value created by them. See appendix 2, figure
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14.a. Further, one of the participants mentioned that presenting how many vol-
unteers that existed created an image of a community he wanted to be a part
of. Another participant mentioned that presenting results created by volunteers
gave the impact that small actions generate greater results. Improvements to
be made was to be more clear that the user is only able to search available
volunteer opportunities in Sweden.

When the user had scrolled further down the landing page, two out of five
participants considered the map to be confusing and they had a hard time
determining the purpose of it. See appendix 2, figure 14.b. At first, they believed
the positions meant where local associations were located until they realized it
meant available volunteer opportunities. One of them assumed it was due to
the non-interactive map. Further, the majority of the participants considered
the map to be a helpful feature. They thought it gave them an overview of how
many available volunteer opportunities actually existed. However, the majority
would prefer if a list of all available volunteer opportunities would be available.
This was because some appreciate reading instead of only navigating through a
picture.

All participants appreciated that they were able to filter among their own
preferences. They also believed it was easy to understand how to navigate
through the filtering section. See appendix 2, figure 15 and 16. However, all
participants asked why they had to write their age. Hence, after an explana-
tion that some volunteer opportunities had an age limit, they understood why.
They suggested that a written explanation on the page would eliminate their
questioning.

When the participants had set the filters and closed the filtering section,
all participants considered the structure of the layout of the available volunteer
opportunity list was easy to navigate through. See figure 17. However, some
participants considered that some information could be added to the preview of
available volunteer opportunities such as informing if the opportunity had an age
limit. Two out of five participants suggested adding a distinct indication that
the user is supposed to click on the preview of the volunteer opportunity. When
the participants encountered the end of the list all participants appreciated
the feedback given. See appendix 2, figure 18.b. The feedback explained that
in order to explore more volunteering opportunities they had to make a new
search with other filters or, they had to email them the nonprofit organization
about suggestions of new ones. This was appreciated since the participants
felt involved although they had not applied to become a volunteer yet. The
participants considered it to indicate that the Red Cross had something for
everyone and that they were open-minded to new suggestions.

When the participant had chosen a volunteer opportunity to read more
about, all participants considered it to be easy navigating through the page
and filling out the form. See appendix 2, figure 19 and 20. They believed the
content to be informative and motivating. However, some participants sug-
gested that some information about the volunteer opportunity could be added,
such as how large the volunteer groups usually are. Beyond that, the majority
considered the page to inspire in applying to become a volunteer since the page
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presented the actual value created. See appendix 2, figure 19. All participants
appreciated the information about what will happen after the application. One
of the participants said that she would not expect to be going through a process
of meetings and education if it would not have been written. She mentioned
that presenting that information indicated on transparency, which she meant
would lead to gain trust towards the Red Cross.

When it came to applying to the opportunity, no one had any problems with
filling out the form. Further, all of the participants appreciated the feedback
given when the form was sent. See appendix 2, figure 20.b. One of the partici-
pants mentioned that the feedback gave him confirmation that he did something
good. However, one of the participants mentioned that adding a section where
the user could fill in their age would facilitate when the Red Cross has to go
through all applicants. If a user applies to a volunteering opportunity and does
not meet the age limit, the Red Cross does not have to summon that person
to a meeting and discover their age too late. Instead, they are able to send an
email clarifying the age limit.

Further, when filling the form and describing themselves, the majority be-
lieved it was di�cult to determine what the Red Cross wanted to know about
them. See appendix 2, figure 20.a. One participant gave a suggestion of a re-
formulation as "Describe yourself and why you would suit as a volunteer" would
be suitable. She indicated that it would force the user to think deeply about
becoming a volunteer, which could help in motivating to become one.
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6 Discussion
The problem statement in section 2.1 describes that The Swedish Red Cross
wants to investigate a way to motivate young adults to start working as a
volunteer. This thesis investigates how to increase the millennial generations
motivation to start volunteering by applying user experience principles on a
recruitment website. In section 2.2, eight sub-goals is stated with the purpose
to work as the basis to gradually and e�ciently fulfill the goal of this thesis.
Further, to present to the reader an overview of what this thesis will investigate
and create.

The intention of the first five sub-goals is to e�ciently achieve and direct
the research of necessary knowledge about non-profit organizations, Millennials,
and their relationship with philanthropy. The sixth sub-goal explains that the
redesign is based on the opinions of the users since a useful and successful website
will not be achieved solely based on the opinion of the designer. The intention
behind the seventh and eight sub-goal is to give an overview to the reader of
how the final prototype is achieved.

Findings in this study implies that Millennials are positive toward working
as a volunteer. The result of the survey in section 5.1 implies that the majority
of the participants would consider starting. The survey further asks the par-
ticipant if they have donated money to nonprofit organizations. The majority
of the participants answered that they have donated, although not regularly.
The purpose of these questions is to investigate if millennials show interest in
nonprofit organizations. The results imply that they are interested in providing
their help, which indicates that the people of the generation in question are
good candidates to eventually become volunteers. Stone (2009) and Baranyi
(2011) states that Millennials are suitable volunteers based on their willingness
to improve their world, which supports the outcome of the survey.

The focus of this study is to investigate if a useful recruitment website is the
most suitable way to recruit volunteers from the millennial generation. And,
how to motivate them by utilizing online recruitment. According to the survey
in section 5.1, which also investigates how many of the participants have vol-
unteered before, the result stated that approximately 50% of the participants
have done so. They began volunteering due to recommendations from family
and friends, which questions the fact if online recruitment is the most suitable
way. However, more than 50% of the participants did not volunteer and would
consider starting. If none of their family or friends are already volunteering, an
online recruitment website is a solution to motivate those who are not inspired
by close ones. Further, an online recruitment website will also be a source of in-
depth information about becoming a volunteer where all necessary information
is easily accessible to everyone.

Baranyi (2011) states that Millennials prefer to achieve information about
volunteer opportunities online. Hence, providing a useful website with a purpose
to recruit volunteers is essential. However, Millennials are experienced internet
users. They are quick to judge the appearance of a website’s usability before
questioning their own ability to interact with it. Hence, the website’s usability
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is of importance when designing towards Millennials.
Before brainstorming how to create a successful redesigned prototype of the

existing recruitment website, this study conducted user tests and interviews to
evaluate its usability. The result from the usability and in-depth interview on
The Swedish Red Cross current recruitment website states that its usability
could be improved. The results further implys that Millennials believes it is
important that a recruitment website provides transparency about the values
that are created. To become inspired and motivated to work as a volunteer,
they want to know what possible value their time creates to the recipients,
which Gorczyca and Hartman (2017) also states.

The current recruitment website is separated into two pages, where the in-
spiration page is the second page and available volunteer opportunities are the
first. Since Millennials want to be convinced before searching for available volun-
teer opportunities, the inspiration page should be the first page they encounter.
The results form the workshop also state that the inspiration- and the available
volunteer opportunity page should be combined. Which results in a one-page
prototype of the redesigned recruitment website.

During the usability tests, the participants expressed their appreciation of
a one-page prototype with both motivational and informative text at the be-
ginning. The motivational and informative text at the landing page presents
the vision of the Swedish Red Cross, how many volunteers are working today in
the world and which values volunteers create. The participants of the usability
test said it provides transparency, which indicates that working as a volunteer
produces value to the recipients. Further, the results from the usability tests of
the redesigned prototype indicate that the redesign is easy to navigate through
and provides resources necessary to become motivated and gain trust to the
website. However, since the users are presented a simulation of the redesign as
a Hi-Fi prototype, limitations of the interaction are inevitable. Whereas some
features would be easier to understand if the website is implemented, and the
map of available volunteer opportunities is one of them. During the usability
test, some participants did not understand the purpose of the map when they
first encountered the landing page. However, when the purpose was explained,
they considered it a good function.

To summarise and conclude the findings of this study, the recruitment has to
cover across all generations to remain nonprofit organizations. If one generation
decreases their participation in volunteering, another generation has to increase
their participation. Which is why proactive recruitment is essential. To con-
tinuously recruit volunteers from di�erent generations, valuable volunteer hours
will not be lost due to generation transitions. However, recruiting volunteers
from di�erent generations, di�erent recruitment tools have to be considered.
Utilizing a technology recruitment tool is not as e�ective to other generations
as when recruiting volunteers from the Millennial generations.

The results of this study show that providing a useful recruitment website
with content focused towards the Millennial generation motivates them to vol-
unteer. This indicates that applying user experience principles on a recruitment
website will increase Millennials motivation to start volunteering. The result of
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this is that nonprofit organizations can benefit from utilizing online recruitment
when recruiting millennials in order to fight to end poverty, providing health
care to everyone in need of it and increasing the quality and accessibility of
education to everyone in pursuit of it.

At the beginning of this thesis, some limitations are stated that may a�ect
the result, and the survey is one of them. The purpose of the survey is to in-
vestigate Millennial’s view on volunteering. The survey was published on social
media platforms where only a limited amount of people is reached. The inten-
tion of publishing it on social media platforms is to generate anonymous and
unbiased answers, which it did. However, if the survey is published on di�erent
platforms a wider range of participants can be reached which can generate a
di�erent outcome.

Another limitation is that the prototype can not generate statistics on in-
creased volunteer applicants among millennials. Due to a limited amount of
time, the final state of the prototype is Hi-Fi. If the prototype is implemented,
an analysis can show whether or not the redesigned website increases the con-
version of users to volunteers. Hence, the study is not able to prove if the
redesigned website actually generates more millennial volunteers. It can only
be proved by evidence in theory as well as by user tests and interviews that their
motivation to start volunteering has increased. The next step to determine if
the redesigned website is a success is to implement it into a functional website
and conduct an analysis on it.
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7 Conclusion
To maintain nonprofit organizations, the recruitment should cover across all gen-
erations. If one generation reduces time spent contributing due to life situations
and time limitation, another generation has to fill the gap. This study investi-
gates how to increase millennials motivation to start volunteering by applying
user experience design principles on an existing recruitment website.

To catch millennials attention when trying to recruit them to become vol-
unteers, the communication should go through their smartphone. Millennials
expect to find everything online, which is why nonprofit organizations should
utilize online recruitment. Even though today’s volunteers are usually recruited
by friends and family, the ones who are not influenced by their close ones should
also be reached.

When utilizing recruitment online, the user experience of the website has to
be considered. Millennials are quick to criticize the website before criticizing
their own ability to interact with it. Hence, to e�ectively recruit millennials
through online recruitment, solely providing an unuseful website could rather
obstruct than facilitate recruitment. Besides the usability of the website, the
content should be directed towards Millennials requirements.

This study concludes, to increase Millennials motivation to start volunteer-
ing transparency of what their time creates is of importance. Millennials have
to be convinced that their time is of value before fully committing. Which is
why it is needed to present previous values created by volunteers. The recruit-
ment website should also make their commitment to the volunteers apparent to
make them feel confident in the cause and towards the owners of the website
themselves.

In order to prove by statistics that the result of the Hi-Fi prototype will
increase volunteer applicants among Millennials, the prototype must be imple-
mented. Although in the end, it all comes down to if a person is interested
enough to choose to start volunteering. Hence, all a nonprofit organization can
do is to provide all resources necessary in trying to motivate the person to be-
come a volunteer. Lastly, this study concludes that small changes of design
choices, such as where a certain piece of information is presented, will make the
user more receptive to the intention of the website.
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8 Future Work
This thesis focused on investigating what resources are needed to increase mil-
lennials motivation to volunteer by redesigning an existing recruitment website.
Due to the limited amount of time, only one iteration of the Hi-Fi prototype was
able to be conducted. Further work of the prototype is to apply the feedback
of the usability tests mentioned in section 5.4.4.

Future work to statistically determine if applying user experience design
principles will increase the number of applicants is by implementing the re-
design. When implemented, statistics of the redesigned compared to the previ-
ous website will determine if the number of applicants has increased.
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Appendix 1 - Survey Structure

Figure 9: First part of the survey. General information about participant.
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Figure 10: Second part of the survey. Determine previous engagement in non-
profit organization.
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Figure 11: Third part of survey if the participant has volunteered before.
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Figure 12: Third part of the survey if the participant has not volunteered before.
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Figure 13: Fourth part of the survey. Monetary donation.
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Appendix 2 - Hi-Fi Prototype

(a) Landing page describing informatively
about the work of The Swedish Red Cross
with purpose to motivate readers to work
as a volunteer.

(b) Second part of landing page encourage
the user to search for volunteering opportu-
nities. The page further illustrates a map
consisting of available volunteering oppor-
tunities in Sweden.

Figure 14: Landing page of the Hi-Fi prorotype.

51



(a) Filter options which appear when the
user chooses to apply filters.

(b) The view when the user applies which
county of Sweden the user what to work in.

Figure 15: The view when the user creates a search due to the users preferences.
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(a) The view when the user chooses what
type of work the user prefers to do.

(b) The view when the user begins to write
their age.

Figure 16: The view when the user creates a search due to the users preferences.
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(a) The view when the user has applied
their preferences which the map adapts to.

(b) The view when the user navigates
through the list of available volunteering
opportunities generated by the users pref-
erences. Each volunteering opportunity
presents a map of the exact position and
essential information of it.

Figure 17: The view when the user has applies filters and navigates through
available volunteering opportunities.
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(a) The view when the user reach the end
of the list of available volunteering oppor-
tunities, and where the user are able to load
more available volunteering opportunities
by clicking the button "Show more".

(b) The view when there are no more avail-
able volunteering opportunities and a feed-
back message appears and encourage the
user to create a new search with new filters
or send an email with new suggestions.

Figure 18: The view when the user has reached the end of the list of available
volunteering opportunities.
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(a) The view when the user has chosen a
volunteering opportunity and is presented
with informative and motivational informa-
tion about it.

(b) Further down the page of a chosen vol-
unteering opportunity the user is presented
with information about the process after
the user applies to a the volunteering op-
portunity.

Figure 19: The view when a user has chosen a volunteering opportunity to read
more about and apply to.
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(a) When the user applies to a volunteering
opportunity the user has to fill a form con-
sisting of the users name, phone number,
email and a description of themselves.

(b) When the user has sent an application
to the volunteering opportunity the user
is presented with encouraging confirmation
feedback.

Figure 20: The view when the user applies to a chosen volunteering opportunity.
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