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The Opportunity

• Problem with Social Networking Universe Today?
No Business Model

• Examples:
Facebook: Required 420M users to hit cash flow positive
iLike: Revolutionized music labels, but sold for $20M after $16M invested
Twitter: Unrivaled growth and user base, but where is shareholder value?

• There is an opportunity
If you can make revenue with EVERY new user, then the concept of Viral 
Growth and Social Networking will become the first massive growth digital 
business model opportunity of this decade
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The Model

The largest Digital Start-Up successes came from taking a brick & mortar or 
“old-world” model and deploying it digitally in a way that adds incremental value  
                   ie: Newspaper (Yahoo), Classifieds (e-Bay), Bookstore (Amazon)

Think about the concept of the “Wedding Registry”

• Consumers say exactly what products they want

• Consumers provide a list of contacts that want to buy them the products

• Consumers’ contacts purchase the products for them

Why can’t we take this Digital, Viral, and for Everyone???
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Introducing All For One

Step 1:
User creates a list “gifts” they want

Step 2:
Users input their Facebook, MySpace, 
Gmail, and Yahoo Mail credentials to 
create an address book of Friends and 
Family to ask for $$$ for “gifts”

Step 3:
Everyone receiving a “request” to help 
pay for a “gift” is then prompted to 
create their own lists and ask for 
“gifts” from their contacts

With these three simple steps, All For One will create a the first Viral Gift Registry
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Product Strategy

• Users on All For One
Users monitor their lists and are updated via email and mobile alerts when someone remits 
for one or multiple of their gifts

• Remitters on All For One
Remitters are alerted regularly on the status of the gift they have given and offered the 
option to move from one product to another on the customer’s gift list if the gift requires 
multiple purchases and seems unlikely to be purchased

• Users “Badgering” of Remitters
Users can ask their remitters for permission to move their money from one product to 
another

All for One maintains the usage “continuum” of remitters and users through the constant 
request to move money until products are purchased - constant updates, success 

stories, product deliveries, thank you notes, testimonials.
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The “User View” is a personal portal, enabling 
users to see total amount remitted to date, 
contact information for their “gifters,” and 

access simple links to request moving money 
from one gift to another 

The “Remitter View” is a user’s broadcasted 
homepage, where “gifters” can learn more 

about the gifts, select a gift for remittance, see 
who else has gifted the user, and communicate 

directly with other “gifters” of the user

“User View” “Remitter View”
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Mobile Alerts
Users and their remitters remain in constant contact through email and mobile alerts
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• All For One enables a user to 
import a contact list through 
social networking tools

• Support for Social Network 
Sites (Facebook, Twitter, and 
MySpace)

• Support for web-based email 
(Yahoo Mail, Google Mail, MSN)

“Gifter” Address Book
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Revenue Models

Standard Web & E-Commerce Revenue Models:

• Partner with retailers to get discounts on products

• Enable high CPM display advertising by knowing the exact purchasing interest of 
each user 

• Capture billing information on everyone involved (users & “gifters”), building a 
database of not just billing information, but the relationships between users & gifters

Unique Revenue Models:

• Storing and retaining $$$ before it is remitted for a product someone wants 
*creates* revenue through standard banking interest - All For One profits while 
money is being retained for group-purchase products (ie: xbox, car, college tuition, 
home, vacation, etc.)

• Similar to “Gift Card” model at major retailers, where the retailers earn interest on 
Gift Card $$$ once the card is purchased and before it is used

Tuesday, February 16, 2010



Marketing Model

• We are vocal about individual altruistic uses
ie: Family that needs a house or a car
ie: Straight-A inner-city student that needs ivy-league tuition

• Drives massive awareness and adoption while directing users to create their 
own personal product lists and contacts

We have recently seen incredible success in Facebook when children have 
gotten their parents to commit to quit smoking if they can capture 

1,000,000 “friends.”  All for One can grow with similar altruistic requests.

All for One icon and creative is designed to draw 
association with other major social networking 
successes, such as MySpace, Facebook, and Twitter
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Imagine These Customers

• Tween kids

• College Student

• Single Adult

• Married Couple w/Kids

• Retiree

• Displaced National

All for One’s success will be 
multiplied by the ability to offer 
different “skins” and product 

enhancements to support a wide 
range of customers.
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All for One will perform a prototype test with VFW, with the specific goal of 
increasing registered VFW donators and total VFW donations by leveraging All 

for One as a white label technology solution

and
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VFW - Landing Page
Personal Fundraising Tool

All for One will build a landing 
page that will enable users to 
Choose a Cause, Donate to a 

Cause, and Invite their 
Friends & Family to Donate

VFW & All for One Goals

This prototype will target two 
key goals: Increasing the 

Number of Total Registered 
Users and Increasing the 

Amount of Registrations to 
Specific Causes

Database of Donators

All for One will deliver a 
database of increased 

donators, but also the “uber” 
donators: the donators that 

spawned the most additional 
donators, helping VFW target 
future fundraising initiatives
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The All for One Experience

The Donator page showcases 
tracking total money raised 

by one user virally, using 
social networking site & 

webmail address books to 
invite friends to donate, and 

reward “badges” 

Customized Donator Page

Once a user donates, they 
are given a suite of tools to 
cause additional donations 
and to be rewarded for it

VFW - Donator Page

All about Fundraising

Users use these tools not just 
to donate, but to illicit viral 
donations and be rewarded 
for them with badges.  It’s 

beyond what a user donates, 
it is how many donations they 

have caused
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Next Steps:

Meet to discuss timeline for Prototype development and determine the key 
success factors

and
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