
asiaphilanthropycircle.org 

Kitabisa
Vikra Ijaz

Jakarta, 16 Jan 2025



Digitizing The Spirit of Gotong-Royong 
& Generosity

Notes from Kitabisa’s first decade.

APC - 22 MAY 2025



Part I: About Kitabisa

Part II: Notes



Hello! 

I’m Vikra 

Full-time husband 
& father

10+ years in the intersection of 
digital marketing, financial 
technology & philanthropy 



In 2013, my co-founder and I 
developed Kitabisa as a donation-
based crowdfunding platform



We facilitate digital fundraising for families to nonprofits, from helping a 
person in need, to sending aid in times of crises



To date, our platform facilitated:

>12 million 
Lifetime donors 

>31 million Transactions/year 

>Rp5 trillion 
Donations



Our ecosystem consist of multiple partners 
collaborating in the spirit of helping each other 





Part I: About Kitabisa

Part II: Notes



#1

Balancing the two sides



~2000 fundraisers 
launched per month



How they raise funds

- Peerfunding

- Digital marketing

- ?



Donation app & donors 
community

1. Capture regular giving habit

2. Internal drive vs external 
triggers

3. Contribute to >70% of 
transactions



#2

Key roles of ecosystem partners



NGOs

1. Raise funds for underprivileged 
beneficiaries

2. Assist patients in their 
treatment journey

3. Collaborate in implementing 
programs 



Hospitals

1. Help verify fundraisers that 
fundraise independently

2. Refer patients with financial 
difficulty

3. Co-manage a donation fund 
pool to help other patients 
without the need to fundraise 
individually



Influencers

1. Amplify existing causes to their 
network

2. Create fundraisers for specific 
moments (e.g. birthdays)

3. Create long-term giving 
programs together with 
followers & fans



Companies

1. Support specific causes with 
their CSR & employee support

2. Stimulate public participation 
through donation matching & 
ads sponsorship



#3

Expanding the use case of generosity



Insurance = donation?

1. Expanded to islamic 
insurance where premium is 
treated as donation

2. Distribute digitally to our 
donors community



The rise of experience:

1. Donors seek real-world 
experience and connection to 
social causes

2. Voluntrip: Single to multi-day 
social trip & experience for 
everyone

3. >20.000 tickets sold 



#4

Towards a (more) sustainable & lasting 

impact



Current insights

1. Retail donation still largely 
driven by emotional impulse 
and religious drive

2. Immediate > sustainable impact

3. Kitabisa.org → our umbrella to 
promote sustainability 
programs

http://kitabisa.org/
http://kitabisa.org/


Opportunities:

1. Leverage religion-based 
philanthropy (e.g. 
waqf/endowment)

2. Synergize institution & retail 
philanthropy (blended fund) 



Thank you & let’s connect

vikra@kitabisa.com | 081318629774 | @vikraijazz
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Select Better, Amplify Further: 
Building Participation-Driven 
Partnerships in Indonesia’s 
Impact Ecosystem



Our Journey: A Decade of Social Campaigns

2018 Dedication 

Made a pivotal decision to 
become a social startup 
and focus only on social 
campaigns with our app 
awarded Google Play 

Indonesia’s Best App for 
Good in 2020.

2023 Reflection

After working on 100 social 
campaigns and navigating a 
pandemic, we reflected on 

why there was a lack of 
engagement for social 
campaigns among the 

broader public.

2015 Beginning

Offered diverse campaign 
services including marketing 
campaigns for businesses, 

political campaigns for 
parties, and social 

campaigns for charities.



Challenge

Page

Complete 

Challenge 

Unlock Donation 

Page

Show funders logo 

prominently and 
verbally share not 

crowdfunding. 

We chose to contribute to the 
ecosystem by building:

A platform to vet 
and elevate 
grassroots 

participation

A way to amplify 
stories and 
strengthen 
selection

A partner-first 
mindset grounded 

in synergy, not 
rivalry

Contribute, Don’t Compete: 
“We build what the 
ecosystem needs, not what 
already exists.”



Challenge

Page

Complete 

Challenge 

Unlock Donation 

Page

Show funders logo 

prominently and 
verbally share not 

crowdfunding. 

Open Call for 
Applicants

Due 
Diligence

Campaign

Selection

 Select Better, 

 Amplify Further

We help funders:

1. Find stronger partners through open 
calls

2. Strengthen programmes through early 
public engagement

3. Scale citizen action and impact



Previous Process

The Djarum Foundation funded 
an OECD survey to better 
understand the social and 

emotional skill levels in 
elementary and middle schools in 

Kudus. 

When the second edition of the 
report launched in December 

2024, the foundation sought to 
actively engage the community. 

Case Study:                                                    by



#TumbuhBersama 
Campaign

 

Launched with the survey report, 
the campaign offered five grants to 

fund SES programs. 

A total of 100 schools applied, and 
50 were shortlisted. These 

shortlisted schools to launch Social 
Challenges and engage their 

students, teachers, and parents.

Case Study:                                                    by

100 schools 
applied

50 schools 
shortlisted 

Community 
campaign

5 grants 
awarded



How our Campaign Platform works
A proven and engaging process that takes less than 2 months. 

50 shortlisted schools 
launches a Challenge as 

part of the campaign

Parents take 3 social 
actions to show their 
support and unlock a 
Rp 20.000 donation.

After verification, grants 
awarded to 5 schools with 

the most verified 
supporters.

Bakti Pendidikan Djarum 
Foundation launched the 

#TumbuhBersama 
campaign on our app



Amplify Further
Creating more authentic and engaging content:

1. Community Voices

Highlight why each school wants the grant to 
enhance their social and emotional learning 
programs, giving insight into their commitment 
and passion.

1. Dynamic Storytelling

Capture and share each phase of the campaign—
from the open call to completing challenges and 
awarding grants—telling a compelling story that 
resonates widely.



2 3 41
The Benefits
Integrating an Engaging Campaign into Your Social Program:

Empower 
Applicants

Train and guide 
applicants with the 
skills needed to 
effectively mobilize 
community support.

Enhance 
Transparency

Increase trust and 
accountability by 
engaging the 
community in the 
selection process.

Amplify 
Further

Focus on personal 
stories to create 
engaging content 
that resonates with 
the public.

Foundation for 
Scaling

Establish a basis for 
scaling successful 
programs through 
subsequent 
campaigns.



Builds partnerships and translates 

impact into action

Foundations Government & NGOs Corporates



Let’s grow an ecosystem 
powered by participation
Join, Co-create, or Partner with us!

aziz@campaign.com
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