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EXECUTIVE SUMMARY 
Evaluation of the HOST Program  

 
 
The federal government created the HOST Program to help newcomers settle comfortably in 

their new country.  HOST facilitates the integration of immigrants by matching them with 

Canadian volunteers who help with language barriers, with getting contacts in their field of work, 

and with everyday interactions such as banking, grocery shopping, enrolling in school and using 

the transit system.  The volunteers make new friends and learn about other cultures. 

 

To ensure the HOST program is meeting the needs of newcomers, the Ontario Region of 

Citizenship and Immigration Canada (CIC) decided to sponsor an evaluation.  This report 

presents the results of the evaluation. 

 
 
 
EVALUATION DESIGN 

The Terms of Reference for the evaluation mandated a “snapshot” of HOST in Ontario; that is, a 
description of how and how well the program was working in late 2000, along with a synopsis of 
ideas for improving the operation of the program.  The contract required Power Analysis to 
develop a program evaluation framework and use it to conduct an evaluation of the HOST 
program in the province.  Four sources of information were used to evaluate HOST: a review of 
contracts; a review of administrative data; on-site visits; and surveys of hosts and clients. 
 
 
 
STATISTICAL OVERVIEW 
 Since SPOs don’t monitor their program it is not an easy matter to determine the precise 

number of HOST clients in Ontario.  Our best estimate of total Ontario HOST newcomers 

(individuals and heads of families) active in the program in October 2000 is 892.  Our 

estimate of number of hosts is 675. 

 There was nearly an even distribution of newcomer cases by sex: 48% women, 52% men.  

This breakdown is influenced by designation of the head of the family, which is usually the 

man.  By comparison, 65% of volunteer hosts were women.  The average age of 

newcomers as of program completion was 32.2 years.  Hosts were a little older on average: 

37.5 years.  About 70% of the clients were married, as compared to 50% of hosts.  Clients 
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came from 87 different nations, thus a wide range of ethnocultural groups have been 

served.  Close to half the hosts were born outside Canada. 

 
 

NOTEWORTHY FINDINGS 

 For the most part HOST operates throughout Ontario as a well-received matching service 
for newcomers to Ontario. 
 Eclipsing all other factors in impeding the achievement of HOST objectives is finding enough 

hosts to satisfy demand.  Only a few small communities had enough volunteers.  Many 
SPOs were short of new ideas for luring volunteers; they often attributed this to lack of time 
and lack of resources. 
 About three in five clients learned of HOST by being referred internally or from word-of-

mouth.  Hosts learned about the program mainly via public service announcements (22%), 
word of mouth (19%) and internal referrals (15%).  
 The most popular reason newcomers gave for enrolling in HOST was to help them practice 

English.  Hosts volunteered mainly for altruistic reasons – to help newcomers (47%), to 
serve the community (14%), or because they liked helping people in general (10%). 
 Most newcomers (90%) were landed immigrants, but some had established Canadian 

citizenship (4%). Another 3% were refugee claimants or visitors. Thus, 7% should not have 
qualified for HOST on this basis.  Note that only 2% claimed to be refugees, which is 
surprising given the genesis of the program. 
 On average, HOST volunteers received 3.3 hours of orientation/training before their initial 

match. 
 Six of the 15 agencies do police checks on host applicants. 
 Although 60% of hosts were given a choice of newcomers, only 32% reported they had any 

preferences for type or background of newcomer. 
 Clients waited an average of 6.1 weeks to be matched.  Mean waiting time from application 

to match is shorter for hosts (4.3 weeks). 
 Time commitment for the match varies among SPOs.  Volunteers are expected to commit 

between three and 12 months to their newcomer. 
 Most SPOs required the pair to meet once or twice a week as part of the match agreement.  

As confirmed by both the client and host surveys, meeting frequency was a little less than 
once a week on average: about three and a half times per month.   
 Meeting for coffee or just to talk led the list of activities shared during the match – about 

eight in 10 pairs did this.  Practicing English was mentioned by about three-fourths of clients 
and hosts. 
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 SPOs are doing a good job matching clients and hosts.  Clients and hosts have similar traits 
and are happy with the matches; the proportion of matches failing due to a poor quality 
match is only about 7%; and the proportion of clients asking for a re-match is small at most 
SPOs. 
 Another sign that most matches were successful is that 97% of newcomers said (in the 

survey) they considered their volunteer host as a friend.  As for hosts, 89% said they had 
stayed in contact or will maintain contact with their newcomer once the match period is over. 
 Without question the weakest aspect of HOST programming in Ontario is program 

monitoring.  None of the 15 HOST agencies in Ontario measures the performance of its 

programs.  The problem is not just one of insufficiency of data, it results from a lack of 

expertise and training on how to properly monitor their program, and from an 

underestimation of the importance of performance measurement to the smooth operation of 

the program. 

 Only two sites have a computerized database (as opposed to a spreadsheet), and only one 
of those is fully functional.  Typically, the “monitoring system” is paper files on individual 
clients and hosts.   
 Follow-up tends to be very informal.  Usually it is governed by no form and never is anything 

computerized; informal phone conversations are the norm.  The first follow-up generally 
occurs within a week or two of the match meeting to catch problems early.  Thereafter many 
agencies do monthly follow-ups. 
 Only 37% of clients say the SPO has ever asked them for feedback on the program or the 

match.  The figure is higher for hosts: nearly three-quarters have been asked for their 
feedback. 
 Overall, newcomers were very happy with HOST, giving it a B+ (very good) on average. 

There were no differences in overall opinion of the program by sex, age group, education or 
agency. 
 As with newcomers, hosts were pleased with HOST, giving it a B+ on average.  There were 

no differences in overall opinion of the program by sex, age group, education, or agency.  
Hosts were also satisfied with the training they had received (B) and with ongoing contact 
with the SPO (B). 
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CONCLUSION 

For the most part, HOST in Ontario is what it was intended to be: a matching service with 

attendant activities required to carry out this function.  Every HOST organization goes beyond 

this central mandate, however, offering other services to newcomers to the community.  This 

includes social activities intended to bring newcomers and/or hosts together in support of the 

program’s goals, and special programs offered to newcomers to assist their integration into 

Canadian society.  Certain SPOs have strayed beyond the matching service, creating 

interventions that may not fit under HOST.  Their rationale is, “This is what our newcomers need 

to settle and integrate.”  Individual agency reports detail each delivery model.  
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CHAPTER ONE:  INTRODUCTION 
 
 

Tens of thousands of people from all over the world come to Canada every year in quest of a 

better life.  Many come from nations where the language, culture, values and traditions are 

different from those in Canada.  These differences can make it a challenge to get a job and 

adjust to Canadian life.  

 

Recognizing these challenges, the federal government created the HOST Program to help 

newcomers settle comfortably in their new country.  HOST facilitates the social, cultural and 

economic integration of immigrants by matching them with Canadian volunteers who help with 

language barriers, with getting contacts in their field of work, and with everyday interactions 

such as banking, grocery shopping, enrolling in school and using the transit system.  In short, 

the HOST volunteers provide newcomers with a friendly welcome to their new community to 

help them get used to living in Canada more quickly and easily than otherwise possible.  In 

return, hosts make new friends and learn about other cultures. 

 

To ensure the HOST program is meeting the needs of newcomers who rely on the program, the 

Ontario Region of Citizenship and Immigration Canada (CIC) decided to sponsor an evaluation.  

This report presents the results of the evaluation. 

 

 

1.1 Background – HOST as Designed 
 

HOST, which started in the mid 1980s, was based on pre-existing private programs – usually 

church-based – where private citizens grouped together to welcome newcomers to their 

community.  As well, it had roots in the extant Sponsorship Program, where groups of five or more 

residents get together to sponsor a refugee.  That program goes further – the sponsor must 

support the newcomers financially – but the realization that a cardinal benefit was the friendship 

that helped the refugees settle in Canada impelled a program aimed at refugees who weren’t 

sponsored.  HOST was piloted in 1985 in seven cities across the nation (including Kitchener and 

London in Ontario) with the following objectives: reducing the cost of assisting refugees; reducing 
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settlement counsellors’ workloads; and facilitating more rapid settlement in the community.1  

Though initially aimed at refugees, it was expanded to include all newcomers when instituted as a 

federal program in 1991.   

 

The current objective of the HOST program is to help immigrants overcome the stress of moving 

to a new country.  Funds are provided to Service Providing Organizations (SPOs) to promote 

the program, to recruit and train volunteers to serve as hosts, to match the volunteer hosts with 

eligible and interested newcomers, to provide any needed backup support, and to monitor the 

match and the program.  Newcomers must be permanent residents of Canada, including 

convention refugees, independent immigrant or family sponsored immigrants who have not 

acquired Canadian Citizenship.  To be considered, interested newcomers must register for the 

program.  They may be matched with more than one volunteer. 

 

Individuals (youths or adults), families, or even groups (such as church groups) may act as 

volunteers.  Volunteers must be Canadian citizens or permanent residents who are established 

in the community and who have a sincere desire to help newcomers through the critical first 

stages of settlement.  They must register with the SPO delivering HOST, which screens (e.g., 

checks references) and trains them for their important role.  Training may include coverage of: 

rights and responsibilities of each party; support available; advice on cultural sensitivities; 

factors affecting adjustment to life in Canada; immediate needs of the newcomers; and 

suggestions for activities.  Volunteers bear no financial responsibility for the newcomer (i.e., 

they are not expected to provide room and board or financial support), although the hosts must 

pay their own out-of-pocket expenses.  They are asked to spend two to three hours a week with 

the newcomer.  Placements range from three months to a year.  Activities – e.g., social events, 

meetings, dances – may be planned with the HOST Program group in the community. 

 

SPOs may be businesses, non-profit groups, non-governmental organizations, community 

groups, educational institutions, individuals, and provincial, territorial or municipal governments.  

The SPOs’ responsibilities are normally carried out by the HOST coordinator.  SPOs must 

examine immigration documents to determine eligibility.  The coordinator carefully matches 

hosts with newcomers; they might have similar interests, work in the same profession, or share 

goals and ambitions.  The placement should be monitored to ensure the relationship is 

proceeding smoothly and suitable assistance is being provided; if not, a new match should be 
                                                           
1 Centre for Regugee Studies, York University (1993) Host Program Evaluation: Overview. 
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made.  SPOs are encouraged to maintain detailed record-keeping systems to help monitor the 

program, assess performance and provide activity reports to CIC.  Getting feedback from clients 

is encouraged. 

 

 

 

1.2 Evaluation Design 
 
The Terms of Reference for the evaluation mandated a “snapshot” of HOST in Ontario; that is, a 

description of how and how well the program was working in late 2000, and a synopsis of ideas 

for improving the operation of the program.  This calls for a formative evaluation design.  

Formative evaluations answer the question, “How is the program operating and how can it be 

improved?”  

 

Formative evaluations that take place soon after the implementation of a program focus on 

examining implementation; the emphasis is on comparing the extent to which the program as 

implemented compares to the program as designed.  Because the program is now over a 

decade old, implementation will be a tertiary concern of this evaluation, relevant only to set a 

context for the currently operating program.  This evaluation focuses on describing how HOST 

operates in each of the 15 sites across Ontario.  It is, in essence, 15 case studies; this report 

looks across the case studies to yield an overall assessment of HOST in Ontario. 

 

To ensure a systematic analysis across sites, we superimposed a framework to describe each 

community’s HOST program: 

 
• objectives –  A description of what the HOST is program intending to accomplish in each 

community. 

• structure – To uncover each program’s informal structure, the strengths and weaknesses of 

the structure, and how HOST fits within the larger organization. 

• services and activities –  How HOST is delivered at each site, including the primary services 

and activities delivered by the program; facilities and procedures used to deliver the service; 

advantages each model offers in the delivery of services; how clients are found; how 

volunteer hosts are recruited and how difficulties in recruiting were overcome; and how the 

matching process unfolds. 
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• resources – Resources include money, facilities, and the expertise of staff.   

• environment –  The context for each delivery model.  How much is explained by size of 

community or other environmental factors; what differences exist between large urban and 

small community settings; what local variables are necessary considerations in the 

application of these models; and what linkages there are to community support agencies. 

• targets – Draw a profile of HOST clients and volunteers.    

• management  –  Examine the decision-making process, information systems, monitoring 

and follow-up, and make suggestions for improvement.  

 

 

 

1.3 Structure of This Report 
 

Chapter 2 describes the methodologies used in the evaluation.  Chapter 3 discusses how HOST 

works in Ontario and Chapter 4 reviews other activities subsumed under the program.  The 

major shortcoming of HOST – non-existent program monitoring – is the subject of Chapter 5.  In 

the sixth chapter, we present a detailed profile of HOST clients and volunteers.  Chapter 7 

examines client and host satisfaction with the program.  The final chapter summarizes the major 

findings, and draws together the different lines of evidence to answer the evaluation questions. 
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CHAPTER TWO: EVALUATION METHODS 
 
 
The contract with the Ontario Region of CIC required Power Analysis to develop a program 

evaluation framework and use it to conduct an evaluation of the HOST program in the province.  

Proper evaluation design begins with a “pre-evaluation assessment” (also called evaluability 

assessment), the front-end analysis that helps determine how best to evaluate the program.  

The assessment generates the terms of reference for the evaluation (or the “evaluation 

framework”).  With the cardinal purpose of guiding subsequent evaluation activity, the HOST 

framework included a program description, evaluation requirements, key issues to explore, data 

sources, potential evaluation indicators, desired methodologies, a work plan, and timelines.  The 

evaluation issues specified in the framework are listed in the concluding chapter of this report, 

along with a summary of the evaluation findings pertaining to each.   

 
Four sources of information were used to evaluate HOST: a review of contracts; a review of 
administrative data; on-site visits; and surveys of hosts and clients. 
 
 

2.1 Review Contracts  
 
Contracts between CIC and each HOST agency specify among other things, the budget, staff 

complement and agreed upon number of matches.  This information is important for setting a 

statistical context for the analysis of findings by agency, and for comparing efficiency across 

agencies. 

 

 

2.2 Administrative Data Review 
 

To properly profile the program and its clients and hosts, we needed systematic data on clients 

and hosts.  Information gathered for the pre-evaluation assessment suggested that most 

agencies did not have such data computerized, so we devised a simple spreadsheet for each 

agency to record central data on each client and host.  To minimize the work agencies would 
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have to do to comply, we chose a finite period – October 2000 – for a snapshot of everyone 

involved with HOST. 

 

Each agency was asked to complete the spreadsheets and send them to Power Analysis by 

mid-December.  Data were analyzed using the Statistical Package for the Social Sciences 

(SPSS).   Statistical profiles were generated for each agency. 

 

 

2.3 On-site Visits 
 

We thoroughly examined program delivery via on-site visits at each of the 15 SPOs in Ontario.  

Each site visit included site observations, an in-depth interview with the HOST coordinator, 

interviews with other staff, and a check of monitoring system data.  For larger programs and 

upon the request of four agencies, we ran focus groups with clients and hosts. 

 

Site visits occurred between late November 2000 and mid January 2001.  The typical visit lasted 

for most of the day; we had to visit several sites two or three times to observe activities such as 

client/host orientation, training, or social events. 

 

The culmination of each site visit was a brief report on the program, which combined qualitative 

and quantitative information to outline its context, how it was operating at the time of the visit, 

how well it did respecting its intended objectives, and ideas for improvement. 

 

 

2.4 Client and Host Surveys 
 
Drafting the questionnaires was the first step.  The client survey investigated client background, 

how they learned about the program, how satisfied they were with the different elements of 

HOST, how well the program met their needs, what activities they did with their hosts, 

suggestions for improvement and reasons for discontinuation. The volunteer host survey 

explored host background, how they learned about the program, wait periods, training received, 

satisfaction with various aspects of the program, what they did to make the experience valuable 
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for learners, future intentions respecting HOST, suggestions for improvement and reasons for 

discontinuation. 

 

The questionnaires were pre-tested with 12 respondents.  Respondents had few problems with 

the questions or response categories, with the length of the questionnaire, or with recalling 

details of interest.  Small modifications were made to improve the questionnaires. 

 

Carrying out the surveys involved challenges:  HOST agencies were not willing to share the 

names and contact information of their clients and hosts due to confidentiality concerns.  Since 

we did not consider it appropriate to leave sampling to the agencies, we elected to ask the 

SPOs to send out surveys to every client and host involved with their program in October 2000.  

Eliminating the need to sample made the procedure simpler and shorter and also obviated 

sampling error in the results.  Limiting the request to one month reduced the extra workload on 

agencies and was in accord with the mandate for a snapshot of the HOST program.  This 

solution was not ideal but it was the best we could do under the circumstances.  

 

Stamped, self-addressed return envelopes were included so respondents could send the 

completed questionnaires directly to Power Analysis.  SPOs were asked to record identification 

numbers on each questionnaire and to keep a separate list connecting this number to each 

individual.  We sent each agency the id numbers returned as of mid January and asked them to 

send a follow-up note to non-respondents.   

 

Calculating response rates is not straightforward for this project.  Since most SPOs do not have 

up-to-date databases, it was difficult to ascertain which clients and hosts were active in October 

2000.  Also, there were some inconsistencies in host definitions across agencies.  Estimated 

response rates are as follows: 

 

Client response rate  44% 

Host response rate  61% 

 

 

The low response rates leave the possibility of “non-response bias,” meaning those who 

returned the survey may be different from those who did not.  Because we have key 

demographic data on each client and host from the completed spreadsheets, we can check 
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whether a bias exists at least at the demographic level.  The news is good considering the level 

of response.  There is no difference for newcomers by sex or by region of origin. There were 

statistically significant differences within the client group by age and time of immigration, but the 

differences were of little practical significance: clients returning the survey tended to be slightly 

older than those who didn’t; clients who responded to the survey immigrated more recently on 

average than those who didn’t respond.  There was also a statistically significant difference by 

whether the newcomer had been matched: those who’d been matched were much more likely to 

return their survey than were clients who hadn’t been matched.  This makes sense: clients who 

hadn’t been matched have much less to give feedback on.  We conclude that there is scant 

evidence of consequential non-response bias, although the data on which that judgment is 

based are limited.  Note however, that survey results under-represent clients who had not been 

matched. 

 

 

Table 2.1 Comparing Survey Respondents with Non-respondents 
 

Characteristic Newcomers Hosts 

 Completed 
Survey 

Did not 
Complete 

Completed 
Survey 

Did not 
Complete 

Gender     
 Women    51.0%    46.8%    69.9%    71.1% 
 Men 49.0 53.2 30.1 28.9 
  Statistical test χ2= 1.1,  df = 1, p > .20 χ2= 0.7,  df = 1, p > .70 
  Measure of association phi = .04 phi = .01 
Region of Origin     
 China    22.8%    31.4%   
 Africa 10.4  8.5   
 Indian subcontinent  8.8 10.0   
 Middle East 13.6 13.1   
 Soviet Union  5.2  6.2   
 Yugoslavia (incl former states) 10.0  8.5   
 Latin America 12.0  6.9   
 Other Europe  6.4  5.7   
 Other East Asia 10.8  9.8   
  Statistical test χ2= 10.2,  df = 8, p > .20  
  Measure of association phi = .13  
Percent matched 70.9% 53.8% 79.1% 64.0% 
  Statistical test χ2=19.4,  df = 1, p < .01 χ2= 13.5,  df = 1, p < .01 
  Measure of association phi = .17 phi = .17 
Mean years in Canada 1.18 1.56   
Statistical test t = 2.5, df=357, p<.02  
Mean age 34.4 32.0 41.1 36.0 
Statistical test t = 2.5, df=484, p<.02 t = 2.8, df=333, p<.01 
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As for hosts, there was no difference by sex, but a large difference by age.  Perhaps the older 

volunteers had more time on their hands to respond to a questionnaire.  This could mean a 

substantial bias in results.  Fortunately, in checking some key variables such as overall program 

rating and ratings of various facets of HOST, we found no differences by age.  This likely means 

that the consequences of the age difference are small.  Hosts who were matched were 

somewhat more likely to send in their questionnaire than were those who had no match, 

perhaps because they felt more involved in the program.  Results reported will underweight the 

views of unmatched hosts. 

 

Once the completed surveys were received, they were edited and coded, and keyed into our 

statistical analysis software (SPSS).  When all completed questionnaires were entered into the 

computer, a range of computerized and manual checks was made to verify the accuracy of the 

data.  Any errors were traced back to the original paper copy of the completed questionnaire 

and corrected accordingly.  Data were analyzed with SPSS.  
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 CHAPTER THREE: HOW HOST WORKS IN ONTARIO 
 
 

At its most basic level HOST is a matching service: pair a newcomer with a volunteer host.  But 

it takes several steps to get to the match along with follow-up work once the match is achieved.  

In addition, some SPOs go beyond the business of matching, some beyond the program’s 

mandate, in an effort to meet the needs of newcomers to Canada.  The next chapter will 

consider these other HOST activities; this one focuses on the matching service. 

 

Ontario’s SPOs use the same basic process in bringing about and monitoring a match, although 

some are systematic and others informal.  This chapter will summarize these steps, identifying 

variations on the theme.  To start the process, SPOs must find eligible clients and hosts.  We 

consider procedures for clients first, up to the match meeting, then do the same for hosts. 

 

Clients 
Most SPOs in Ontario were selected to deliver HOST because they are either the only or the 

primary immigrant-serving agency in the community.  As such, they also deliver CIC’s Immigrant 

Settlement and Adaptation (ISAP), Canadian Language Benchmarks Assessments (A-LINC), 

Job Search Workshop (JSW) programs, and sometimes Reception House services.  Most also 

deliver other related programs such as employment preparation programs funded by HRDC and 

the Newcomer Settlement Program (NSP), a counterpart to ISAP sponsored by the Ontario 

government. 

 

This program base and the status as the key immigrant-serving agency in the area make the 

SPO a magnet for newcomers to the community.  Often, the newcomer arrives looking for ISAP 

or A-LINC services.  Refugees often gain initial access through a Reception House.  Regardless 

of point of entry, once the newcomer comes to the agency, the array of services offered is 

introduced.  Thus many HOST clients are referred from within the same agency. 

 

Typically there is a close relationship between HOST, ISAP, A-LINC and JSW staff, thereby 

ensuring virtually automatic referral to HOST.  This is especially the case in small communities 

where the entire complement of the SPO numbers three to six.  With a close-knit staff and 

relatively few clients referral is easy and informal; e.g., dropping by the office with a new client.  



 11 

Power Analysis Inc. 

Some agencies have evolved a symbiotic relationship between staff of these programs, one – 

Peterborough’s New Canadian Centre – to the point of virtual integration (in another – Belleville 

– ISAP and HOST are run by one person).  Others keep functions separate but make 

appropriate referrals between programs.  Larger organizations have more difficulty with making 

internal referrals usually because no mechanism exists to facilitate the process.  Ottawa’s 

Catholic Immigration Centre, by virtue of its elegant computer system, has resolved this problem 

by making all client data available through a computer network: the HOST coordinator can look 

on the system to find new clients from ISAP or the Reception House.  At the other extreme the 

referral process between ISAP and HOST at two agencies is ineffectual.   

 

Though many HOST clients come via internal referral, others do come directly to the program.  

Many learn of HOST by word of mouth, some are referred by outside agencies, and some were 

informed while attending an ESL/LINC class.  As Chart 3.1 reveals, three-fifths of clients learned 

of HOST by being referred internally or from word-of-mouth.  Only 6% came through a reception 

centre. 
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Chart 3.1 

 

         N = 246 

 

 

 

Once a newcomer comes to the attention of the HOST coordinator, efforts begin to enroll the 

potential client.  At several agencies – all in small communities – the process is informal.  

Essentially, as soon as a client completes an application form, he or she is accepted into the 

program.  There is no orientation, no training; in some instances not even an interview takes 

place.  Results from the survey indicate that only about half the clients participated in a 

newcomer orientation session.  Most agencies have at least an initial interview to explain and 

sell the program to newcomers.  Nearly half the SPOs have an additional orientation session for 

clients, though many HOST coordinators stated that the initial interview doubles as the 

orientation.   

 

How Clients Learned of HOST

Internal referral
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Friend or relative
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Newspaper/radio/cable 
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5%

Other
6%

Internet
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Why do newcomers enroll in HOST?  The survey asked clients how they expected the program 

to help them when they enrolled.2  The largest proportion – just under 40% – hoped HOST 

would help them practice English (Chart 3.2).  In the focus groups we learned that many clients 

were also enrolled in ESL or LINC classes.  We asked why they felt the need to augment ESL 

training.  They typically said they wanted to practice everyday English with Canadians: they felt 

ESL/LINC was good to learn the basics, but there was no substitute for conversing with ordinary 

people to improve their language skills.  For this reason, some newcomers specify that they 

want what some termed “real Canadians” for hosts, not recent immigrants who may have 

incomplete command of the English language themselves. 

 

Chart 3.2 

 

          N = 144 

 

Some clients arrive at the initial meeting with a completed application and others complete and 

mail it in after the meeting, but client application normally takes place during the initial meeting.  

Coordinators (interchangeable with ISAP counselors or directors at some agencies) check over 
                                                           
2  This open-ended question caused respondents some trouble.  Some misinterpreted it and answered it as if we 
asked whether their expectations were met (that was the next question in the survey).  We excluded the mistaken 

0% 5% 10% 15% 20% 25% 30% 35% 40%

Practice English

Learn Canadian culture

Help with settlement problems

Friendship

Information on the community

Job search

Learn Canadian rules/laws

Homework

Have fun
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the application and get a copy of the landing document to ensure eligibility.  We inferred that 

some agencies accept ineligible clients but don’t usually count them in their monthly statistics.  

HOST clients were supposed to be permanent residents (non-citizens) or convention refugees.  

Their immigrant status as of the end of 2000 is displayed in Chart 3.3.  As expected most (90%) 

were landed immigrants, but some had established Canadian citizenship (4%).3  Another 3% 

were refugee claimants or visitors. Thus, 7% should not have qualified for HOST on this basis.  

Note that only 2% claimed to be refugees, which is surprising given the genesis of the program.  

Perhaps some were refugees when they applied for HOST but since became landed immigrants 

(recall that 6% learned of HOST through a reception centre). 

 

Chart 3.3 

 

          N = 271 

                                                                                                                                                                                           
responses from the results. 
3 It is possible that some got their citizenship after they became HOST clients, but since most applied for HOST 
recently – about two-thirds had applied within six months of completing the survey – many were probably citizens 
when they first applied for HOST. 

Immigration Status of HOST Clients

Refugee claimant
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Refugee
1.5% Other

1.9%

Canadian citizen
3.7%
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At the close of the initial meeting, the client is informed that she or he will hear from the 

coordinator soon concerning a possible match.  Average waiting times vary by community 

(Table 3.1).  Overall, clients waited an average of 6.1 weeks to be matched. 

 

 

Table 3.1   Mean Waiting Times for Clients – Application to Match4 
 
SPO Average Waiting 

Time (weeks) 
Belleville  8.2 

Durham  2.7 

Hamilton 15.8 

Kingston 19.5 

Kitchener  5.7 

London  6.5 

Mississauga  4.2 

Ottawa 16.4 

Peterborough 10.6 

Richmond Hill  5.8 

St. Catherines  9.8 

Thunder Bay 16.4 

Toronto (adult)  5.9 

Toronto (youth) 23.1 

Windsor  1.8 

Ontario  6.1 

 

 

When a host has been identified the client is called, told about the potential host and asked if 

she/he wishes to proceed.  If so the match meeting is scheduled. 

 

Hosts 
Finding volunteer hosts is much more challenging for most agencies than finding clients.  

Except perhaps for the Kitchener-Waterloo YMCA, which is a well-known volunteer agency, 

                                                           
4 Uses administrative data supplied by SPOs. 
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volunteers do not automatically gravitate to HOST SPOs.  Thus, these SPOs must devise ways 

to draw volunteers to their programs.  Although most agencies employ the same menu of 

outreach strategies, some are more successful attracting hosts than are others.   

 

Every agency posts flyers and distributes brochures.  Most use the client and host brochures 

devised by CIC, but several have drafted their own, sometimes in multiple languages.  All take 

advantage of public service announcements in local papers and on cable TV.  All do regular 

presentations before local civic, religious and educational groups.  These presentations seldom 

centre on HOST.  They may be primarily marketing exercises that concern the programming of 

the entire agency; or they may be considered public education forums – on topics such as 

intercultural communication or racism – with HOST broached at a strategic juncture.  Nearly all 

agencies liaise with the community volunteer bureau, though some more closely than others.  

Some agencies set up display booths at local malls or fares.  Networks of contacts in the 

community – particularly with other agencies that tend to attract volunteers – were mentioned by 

a few coordinators.  A few focus on seniors or retired people with time on their hands.  

 

Thunder Bay is most successful in finding volunteers relative to the number of clients.  Indeed, 

the coordinator said she had too many volunteers to use and regularly refers them to other 

agencies.  Peterborough and Kitchener-Waterloo had as many volunteers as clients.  These 

agencies do not seem to use different strategies than the others for recruiting volunteers.  The 

Kitchener-Waterloo HOST program has a decided advantage in being a part of a well-known 

agency that attracts volunteers – the YMCA.  The New Canadians Centre in Peterborough 

reported a unique relationship with the local TV station, which periodically covers centre events.  

Toronto’s CultureLink has also succeeded in getting local TV coverage.  Both Thunder Bay and 

Peterborough also asserted that their communities enjoyed the spirit of voluntarism.  It just 

seemed to be easy to recruit volunteers in those communities for any number of causes 

according to the HOST coordinators.     

 

A few agencies, such as Belleville’s Quinte United Immigrant Services and St. Catherines Folk 

Arts Council, put a priority on retaining past volunteers; in fact, most current hosts had been 

hosts in the past.  Table 3.2 shows what proportion of hosts active in late 2000 had been hosts 

previously.  St. Catherines led with 100%.  Several SPOs had under 10% of hosts returning 

from a previous match.  Since previous hosts would seem to be an obvious source of future 
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hosts, it appears these agencies are missing a golden opportunity for augmenting the number of 

hosts. 

 

 

Table 3.2   Proportion of Current Hosts Who Had Been Hosts Previously 
 
SPO Proportion 

Belleville 70% 

Durham 38% 

Hamilton 30% 

Kingston  5% 

Kitchener 49% 

London 30% 

Mississauga  7% 

Ottawa 43% 

Peterborough  8% 

Richmond Hill 44% 

St. Catherines 100% 

Thunder Bay 40% 

Toronto (adult) 21% 

Toronto (youth) 35% 

Windsor  6% 

Source of data: fax-back sheets from SPOs 

 

 

Others agencies, including the Ajax-Pickering Social Development Council and Youth Assisting 

Youth, have stayed in close contact with newcomers and thereby persuaded many to become 

hosts themselves.  Having been through the ordeal of settling into a new country themselves, 

previous clients would seem to make ideal hosts once they know enough about the community.  

In fact, immigrants who are now settled would make good hosts whether or not they had 

participated in HOST.  As we heard in a focus group with clients and hosts in Durham, 

immigrants empathized with newcomers.  Two who had not had the benefit of HOST upon 

arriving in Canada remembered how they felt when they first got here – lonely, isolated and 

scared, with nobody to help.  When they found out HOST existed, the idea immediately 

resonated: “A program like this would have been an enormous benefit to me.”  Others who had 
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been clients in HOST recalled the same feelings upon arrival in Canada and what help HOST 

had been.  “When I saw the ad, I said, ‘Yes!  I have to do this because somebody did this for 

me.’” 

 

Chart 3.4 shows how hosts learned about the program.  The largest proportion (22%) heard or 

read a public service announcement.  Word of mouth accounted for 19%.  Another 15% were 

already active as volunteers in the agency.  Note the low proportion that heard about HOST 

from a place of worship.  This represents a considerable change from the early days of HOST 

when most volunteers came from churches. 

 

 

Chart 3.4 

 

          N = 236 
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Unique outreach ideas were few.  Ottawa’s Catholic Immigration Centre has tried some different 

approaches.  The outreach counselor has written articles for publication in local papers, each 

one tailored to the specific paper to improve the odds of publication.  She has advertised in the 

local MP’s pamphlet, which is distributed to all households in the riding.  She has also asked a 

local TV station to do a story on HOST; they responded favourably, but asked her to submit a 

betacam videotape.  The counselor planned to approach community colleges and universities to 

see if they can get the tape made by students.   

 

Chart 3.5 lists the reasons hosts gave for volunteering as hosts.  Altruistic reasons 

predominated – simply to help newcomers, to serve the community, or because they liked 

helping people in general.  As one survey respondent put it:  “To give newcomers a warm intro 

to our community.”  Many saw a benefit to themselves as well – to make a friend, to learn about 

other cultures, to gain valuable experience to help realize future career plans and even to 

understand our own culture better: “HOST has allowed me to achieve the next level of the 

citizenship I was so fortunate to be born into.”  Some, especially older people, mentioned that 

they were looking for something meaningful to do with their spare time, and HOST seemed 

ideal.  “As a retired teacher I was looking for a volunteer program that would enable me to use 

my professional training and experience.” 

 

The process of enrolling hosts is more involved than that for clients, although minimally so for a 

few SPOs.  Some of the smaller agencies adopt a perfunctory approach to host enrolment: get 

a completed application, hold a brief meeting to summarize the program and its expectations, 

do a reference check (at most SPOs), and – assuming the references aren’t negative – you 

have a host.  No separate orientation; no training; no police check.  About a quarter of the 

volunteers reported (in the survey) not having attended an orientation session.  
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Chart 3.5 

 

 Note that many respondents gave more than one reason, which is why the percents add to more than 100. 
N = 219 

 

 

 

A more standard procedure is to have an initial meeting, followed by an orientation; lengthy training 

is rare.5  On average, HOST volunteers received 3.3 hours of orientation/training before their initial 

match.  In smaller communities, where there are too few clients to warrant a group session, the 

initial meeting usually includes an informal orientation.  Larger centres run group orientation 

sessions.  These sessions typically last two to three hours and may include: introductions of 

attendees; introduction to the agency and its services; a HOST program overview; a video on 

                                                           
5  Most agencies have only what they call an “orientation,” which doubles as a program introduction and a training 
session on how to be an effective host.  Others run separate orientation (an information and sign-up meeting) and 
training sessions.  
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HOST6; a volunteer job description; review of such topics as cross-cultural communication, culture 

shock, newcomer settlement needs, common adjustment problems, and dos and don’ts for 

volunteers; suggestions for activities with newcomers; and case studies, which are “what-if” 

scenarios read by participants and discussed by the group (e.g., What if your client is in an abusive 

relationship?).  Several SPOs have compiled relevant pamphlets and handouts into an orientation 

kit, which is distributed to volunteers at the outset of the meeting.  For example, the Kitchener-

Waterloo kit – which is the most comprehensive in Ontario – has: 

 A welcome letter outlining the objective of HOST and basic activities. 

 A resource guide, a 47-page information reference to services in the area (e.g., emergency, 

education, job search, transportation, social activities). 

 An orientation handbook for YMCA volunteers. 

 The copy of the K-W YMCA HOST News, a newsletter covering topics of relevance to HOST, 

complete with advertisements. 

 A Match Preferences sheet to be completed by volunteers so they can be suitably matched. 

 Various handouts to support the topics discussed at the session, along with suggestions for 

activities and discussion topics, tips for intercultural communication and answers to frequently 

posed questions (there is even a table of contents to help people find the handouts). 

 

The next chart indicates what proportion of hosts received seven key categories of training or 

information.  Most training and orientation sessions covered all seven.  Most often mentioned 

under “other” was a presentation made by an experienced host. 

 

                                                           
6 Many use “The HOST Program” video filmed at the Fredericton, New Brunswick YMCA in 1989.  The video 
relates the personal stories of a set of newcomers to Canada who felt lost, alone and frightened, and of the hosts they 
were paired with.  In the telling of their stories, the video succeeds not only in giving a good account of the program 
itself – its purpose, goals, how it works, what commitments are required and what kinds of activities are shared – it 
compels those watching it towards participation.  It is an effective orientation tool that should be considered by 
HOST agencies that don’t use it, especially those without a host orientation.  Another video, from a WTN broadcast 
featuring a match made at CultureLink in Toronto, is used in Kitchener-Waterloo. 
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Chart 3.6 

 

          N = 235 

 

Only Ottawa, Kingston, Kitchener-Waterloo, St. Catherines, Richmond Hill and Youth Assisting 

Youth do police checks.  These agencies are convinced of their merits, especially for young 

clients.  St. Catherines, for example, excluded two potential hosts who had been convicted of 

rape.  Some SPOs are concerned about the financial costs – between $10 and $75 per check 

depending on location – or time delays for completing them – from two days to three months 

depending on location.  Some are uncertain of the need for police checks. 

 

Once the application is completed, orientation done and references checked, the person is 

considered a host (except in the rare instances when references are negative).  The coordinator 

then finds appropriate matches.  In making the match the coordinator looks at the 
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characteristics (e.g., sex, age), preferences (e.g., ethnicity, languages) and interests (e.g., 

hiking, sewing) of both parties.  For the most part, because nothing is computerized, the 

coordinator has the information in her/his head and may check the paper files to identify suitable 

candidates for the match.  Durham creates short profiles of each client and host (in Microsoft 

Word) to help the matching process.  Ottawa has a good computerized database that facilitates 

the process.   

 

Mean waiting time from application to match is shorter for hosts (4.3 weeks) than for clients (6.1 

weeks), reflecting the greater availability of clients than hosts.  Table 3.3 exhibits mean waiting 

time for the host’s initial match by SPO.7  The time ranges from two weeks in Kitchener-

Waterloo to 10 weeks in St. Catherines.  The waiting time in Kitchener-Waterloo is impressive, 

especially considering a police check is required. 

 

 

Table 3.3   Mean Waiting Times for Hosts – Application to Match 
 
SPO Average Waiting 

Time (weeks) 
Belleville 0.8 

Durham 6.4 

Hamilton Too little data 

Kingston 3.7 

Kitchener 2.3 

London 4.0 

Mississauga 3.3 

Ottawa 5.8 

Peterborough 3.9 

Richmond Hill 3.0 

St. Catherines 10.1 

Thunder Bay 2.4 

Toronto (adult) 6.2 

Toronto (youth) 6.8 

Windsor 2.1 

Ontario 4.3 

 

                                                           
7  Here survey data are used because administrative data do not allow us to account for multiple matches. 
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In most centres, where there are many more clients than hosts, the volunteer is presented with 

two or three choices of clients.  Although 60% of hosts were given a choice of newcomers, only 

32% reported they had any preferences for type or background of newcomer.  Once the host 

agrees to the match, the match meeting is set. 

 

Match Meeting 
The process culminates with the match meeting.  As with other aspects of the process, the 

match meeting varies across SPOs in length and coverage.  At one extreme, the coordinator 

arranges the meeting at a coffee shop, introduces the parties, reminds them to set up the next 

meeting and then leaves.  Total coordinator time commitment: five minutes.  At the other 

extreme the coordinator will stay for up to an hour and a half.  These extremes represent 

differences in philosophy.  Some coordinators feel their presence hinders the bonding process: 

“They can’t wait for me to leave,” as one coordinator put it.  Others believe host and client are 

initially timorous and need the coordinator there until they can manage on their own. “They 

appreciate us being there.  They’re extremely nervous.  They usually say, ‘Thank goodness’ 

(you’re staying).” 

 

For most HOST agencies, the meeting comprises introductions, a discussion of the commitment 

each party is making, advice to keep the lines of communication open, and suggestions for 

future activities.  Most agencies give the newcomer Canada’s cultural profile and the host the 

cultural profile of the client’s home country.  Most often both parties sign a match agreement.8 

Sometimes the HOST agency also signs the agreement.  For example, Kingston’s “Host 

Program Agreement,” which establishes the essential obligations of the agency, the host and 

the client, is signed by all three parties.  Kingston and District Immigrant Services agrees to: 

provide orientation and training to the volunteer; to be open to feedback for program 

improvement; and to provide resources (not financial) whenever needed.  The form also 

contains a rider stating that KDIS is not liable for any injury arising from their activities together, 

including injuries/damages from car crashes.9  Volunteers and newcomers agree that: 

                                                           
8 At some agencies, contract signing occurs before the match meeting. 
9  Liability is a potentially troublesome issue.  What happens if the client and/or host get injured while undertaking 
HOST activities?  Almost all agencies put a rider in the HOST contract saying they are not responsible, but some 
doubted it could withstand a court challenge.  Only the Kitchener-Waterloo YMCA has liability insurance for its 
volunteers (but not its newcomers).  The rest just hope nothing will go wrong.  Nothing has until now, but CIC 
should look into this issue to preclude potential liability problems in the future. 
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relationships should be based on friendship and respect; participation is voluntary and may be 

terminated at any time; the time commitment is two to four hours a week for a minimum of six 

months; each will call the other person if he/she can’t make the weekly meeting; and they will 

call the coordinator once a month to update her on the match. 

 

Time commitment for the match varies among SPOs.  Table 3.4 lists the expectations of each 

HOST agency.  Volunteers are expected to commit between three and 12 months to their 

newcomer.  The main reason for this difference is varying opinions of coordinators as to the 

needs of newcomers.  Most coordinators felt a commitment of 12 months was too long to 

interest enough volunteers.  For example, in university towns where a good proportion of 

volunteers is students, a 12-month requirement would eliminate many who are in town for only 

eight months.  Most believed a commitment of four to six months would meet the needs of the 

newcomers while being less overwhelming to the volunteer than a lengthier requirement.  But 

the coordinators in Durham and St. Catherines asserted that newcomers need at least 12 

months with their host to feel settled.  Many of the newcomers in the Niagara region come from 

countries at war and have experienced a lot of loss and hardship, “they don’t need more.”  

Youth Assisting Youth felt strongly that abandoning the commitment before six months can 

damage the young children they deal with and that it takes at least a year to develop a trusting 

relationship. 
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Table 3.4   Time Commitment Required of HOST Volunteers by SPO 
 
SPO Minimum Number 

of Months 
Hours per Week 

Belleville 3 2 (first 3 months, 
less thereafter) 

Durham 12 2 to 3 

Hamilton 6 2 to 3 

Kingston 6 2 to 4 

Kitchener 4 1 to 2 

London 6 1 

Mississauga 3 not set 

Ottawa 12 2 

Peterborough 4 2 

Richmond Hill 6 (3 for groups) 2 

St. Catherines 12 2 

Thunder Bay 6 “a few” 

Toronto (adult) 6 2 

Toronto (youth) 12 3 

Windsor 4 1 to 2 

 

 

We raised the topic of minimum time commitment in the Durham focus group.  The consensus 

seemed to be that a year was on the long side; one volunteer admitted to thinking twice before 

committing to a year.  Most hosts felt six months was a more reasonable expectation, but added 

that many relationships would go on well after a year anyway.  Newcomers thought that the first 

few months after landing were critical and they could probably get along by themselves after 

that (they too hastened to add that they would like to continue their friendships beyond the 

minimum period whatever it is).  Everyone agreed that if the English was poor, a minimum 

period of one year was probably necessary.  

 

 

The Match  
Most SPOs required the pair to meet once or twice a week as part of the match agreement.  As 

confirmed by both the client and host surveys, meeting frequency was a little less than once a 
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week on average: about three and a half times per month.  Only about 5% met twice a week or 

more.  About 12% met only once a month or less. 

 

What activities do newcomers and hosts engage in with each other?  Newcomers and 

volunteers were asked this question in the survey; their responses are presented in Chart 3.7.  

There is a high degree of correspondence between clients and hosts, which tells us both groups 

understood the question, answered it thoughtfully and agreed on what activities they did with 

each other.  One area where this did not hold was helping newcomers communicate with 

Canadians: clients focused this activity much more often than did volunteers.  Perhaps this was 

the underlying reason for newcomers to ask for help with important settlement activities such as 

banking/shopping or finding health care, but hosts focused on the activity itself. 

 

On average, hosts and newcomers engaged in six different activities with each other.  This will 

underestimate the number of activities they share during the course of a typical match since the 

survey included matches that had not yet been completed.  Administrative data indicated that 

matches were to last approximately seven months on average.  By the time of the survey, the 

typical client had been matched for 5.1 months, the typical host for 6.2 months. 

 

Meeting for coffee or just to talk led the list of activities – about eight in 10 pairs did this.  

Practicing English was mentioned by about three-fourths of clients and hosts.   
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Chart 3.7 

 

      Client N = 180  Host N = 214 
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beholder.  We can use some proxy measures to give us an idea of the quality of the matches.  

Most SPOs held that a good quality match is one where the parties share traits and interests.10  

We will postpone a full comparison of client and host traits until Chapter 6 – the HOST profile – 

but it does appear that client and host characteristics were similar overall.  Almost all SPOs had 

a policy of same sex matches.  The profile, which shows that 65% of hosts and 48% of clients 

were female, is somewhat misleading because clients are often families and we asked for the 

traits of the family head (who is more often male).  Level of education is little different: the 

majority of both groups were university graduates.  Hosts tended to be older than clients.  This 

is largely because a substantial proportion of volunteers are retired and/or are older with grown 

children (and hence with more time to volunteer), as we learned during the site visits.  Seldom 

can the host speak the newcomer’s language (16% judging by survey results), but this is to be 

expected.  Indeed, some SPOs have a policy not to match people who speak the same 

language fearing that it will hinder the process of learning English. 

 

Another indicator of quality is how satisfied participants are with the program and its various 

elements.  As we shall see in Chapter 6, participants were very pleased with HOST.  Hosts and 

clients alike gave the program a B+ grade overall.11  Clients were enthused with their hosts, 

giving them an B+ on average.  These marks suggest high quality matches. 

 

A good sign that most matches were successful is that 97% of newcomers said (in the survey) 

they considered their volunteer host as a friend.  As for hosts, 89% said they had stayed in 

contact or will maintain contact with their newcomer once the match period is over. 

 

HOST also met the expectations of the majority of clients and hosts.  Very few said none of their 

expectations was met (Chart 3.8).  Interestingly a much greater percentage of hosts (68%) than 

newcomers (51%) said their expectations were completely met.  We checked to see what 

factors might cause a client to be only partially satisfied as opposed to completely satisfied 

respecting expectations.  Perhaps not surprisingly, the most important factor turned out to be 

how happy newcomers were with their host.  Newcomers whose expectations were completely 

                                                           
10 Most SPOs ask applicants for HOST to specify their interests and hobbies.  They use the responses to find 
appropriate matches.  Our questionnaires did not ask for hobbies and interests (they were long enough as it was) so 
we cannot check whether the groups had similar interests. 
11  Mean grade is calculated by setting A=1, B=2, C=3, D=4, and F=5 (the values used in the questionnaire).  Equal 
intervals are established to stand for the average grade: 1 to 1.167=A; 1.168 to 1.5=A-, 1.501 to 1.834=B+; 1.835 to 
2.167=B; 2.168 to 2.5=B-; 2.501 to 2.834=C+; 2.835 to 3.167=C; and so on.  For the overall grade given to HOST, 
the mean was 1.61 from clients and 1.53 from hosts. 
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met gave their host an A- mark on average; those whose expectations were only partially met 

gave their host a B.  Frequency of meeting with the host was the second most important 

predictor.  Those with expectations completely satisfied met half again as often as those whose 

expectations were only partly met.  Those who stopped meeting their host for any reason were 

much more likely to say their expectations were only partially met.  The only other significant 

factor was one of the reasons for joining host: help with settlement problems.  Those who cited 

this reason were somewhat more likely to say their expectations had been met completely than 

were those who did not mention this reason.  

 

 

 

Chart 3.8 
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Another measure of match quality is proportion of matches failing.  We asked hosts and clients 

in the survey whether they had stopped seeing each other for any reason.  Using survey data, 

the proportion of matches ending depends on the point of view (Table 3.5).  About one in eight 

newcomers said they had stopped meeting with their hosts, versus about one in four hosts.12 

We believe the chief reason for this discrepancy relates to the main reason for an early end to 

the match: about 30% of the hosts who stopped seeing their clients said the person had moved.  

Chances are good the survey either wasn’t sent or never found its way to newcomers who had 

moved, so the difference between groups on this variable may be partly response bias.  Other 

reasons given by respondents preclude the possibility that the match was poor.  For example, 

17% of hosts whose match ended prematurely said their client found a job or started school and 

didn’t have the time for the match meetings.  Health reasons accounted for 10% of matches that 

ended.  Another 8% of matches that ended prematurely (2% of all cases) ended because one or 

both of the parties simply didn’t have time.  But in about 29% of the cases where the match 

ended (about 7% of cases overall), it was clear that they didn’t get along: “Our expectations 

were different.”  “(Newcomer) broke off unexpectedly.”  “Nothing in common.”  “Family appeared 

to have no interest in activities or services suggested by our group.”  “She stopped 

communication, cancelled meetings, etc.”  Thus, 7% of matches failed because the match itself 

was poor.  Adding up all these reasons, 23% of matches ended before planned according to 

hosts.  If we equate matches ending before the scheduled end date to dropping out of social 

programs, a 23% rate is low for a program lasting seven months on average, especially in light 

of the shortage of volunteers in most places.  

 

 

                                                           
12  The question, it turns out, was ambiguous.  This became evident when we looked at the reason for stopping.  
Many said their match went on vacation or got sick, interpreting the question as any interruption rather than a 
permanent end.  Some others said the planned period for the match was over.  Since we did ask for the reason for 
stopping the meeting, we can overcome the flaw in the question by recoding responses for temporary stoppages and 
for those whose match ended as planned.  Figures presented in Table 3.5 reflect these amendments. 
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Table 3.5   Proportion of Matches Ending Prematurely 
 
SPO % of Clients Saying 

They Stopped 
Seeing Host 

% of Hosts Saying 
They Stopped 
Seeing Clients 

Belleville Too little data 

Durham 0.0 11.8 

Hamilton Too little data 

Kingston 14.3 16.0 

Kitchener  5.0 22.2 

London  8.3 0.0 

Mississauga  0.0 8.3 

Ottawa 15.2 22.9 

Peterborough 25.0 50.0 

Richmond Hill 22.2 33.3 

St. Catherines Too little data 

Thunder Bay Too little data 33.3 

Toronto (adult) 23.1 33.3 

Toronto (youth) 0.0 12.5 

Windsor 28.6 50.0 

Ontario 12.3 22.5 

 

 

 

A final indicator of quality of match is proportion of clients requesting a re-match.  Table 3.6 

shows that the proportion of clients is very small – under 5% – with a few obvious exceptions.13  

It is unclear why some SPOs have such a high proportion or re-matches, but a high percentage 

does not necessarily connote poor quality initial matches.  Perhaps in places like Thunder Bay 

and Peterborough, where volunteers are plentiful, clients are offered a match, turn it down, then 

are offered another one.  London counts continued attendance at group meetings as group 

matches and may be counting different groups as re-matches.  It is also possible that some 

agencies re-match clients after a previous match has been successfully completed or even if the 

                                                           
13 We asked each HOST agency to estimate the number of clients and hosts requesting a re-match in 1999-2000.  
Administrative data on hosts turned out to be ambiguous because there were two ways to interpret the request for 
data: number of hosts who did not like the match and asked for another client, and number who had completed 
previous matches and wanted another match.   
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client wishes to continue.  As evidence for this, 18% of surveyed clients said they had had more 

than one host, but only 12% said they had stopped seeing their host. 

 

 

Table 3.6   Proportion of Clients Requesting a Re-Match 
 
SPO Proportion of 

clients requesting 
re-match 

Belleville     3.9% 

Durham  0.0 

Hamilton  5.7 

Kingston  1.7 

Kitchener  5.6 

London 25.0 

Mississauga unknown 

Ottawa  3.0 

Peterborough 16.1 

Richmond Hill  2.8 

St. Catherines  0.0 

Thunder Bay 15.6 

Toronto (adult) 0.9 

Toronto (youth) 11.3 

Windsor  0.0 

 

 

 

We conclude that SPOs are doing a good job matching clients and hosts.  Clients and hosts 

have similar traits and are happy with the matches; the proportion of matches failing due to a 

poor quality match is only about 7%; and the proportion of clients asking for a re-match is small 

at most SPOs. 
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Follow-up  
There are two reasons to follow-up with clients and hosts: to monitor how well the match is 

going, and to monitor how well the program is doing.  Most SPOs take the first type of 

monitoring seriously; they do not do the second type, as Chapter 5 reports. 

 

Follow-up differs across SPOs although it is everywhere regular, claimed the coordinators.  For 

the most part, as Table 3.7 suggests, it is supposedly standard to contact both client and host 

within a few weeks of the initial match meeting to get a sense of how they’re doing.  It is 

important to catch problems early, coordinators asserted.  After the initial follow-up, it is the 

policy of most SPOs to contact both clients and hosts monthly.  But the reality seems different 

from the policy, judging by survey results.  Only 37% of clients say the SPO has ever asked 

them for feedback on the program or the match.  The figure is higher for hosts, but SPOs still 

have never reached or asked about 28% for their feedback.  Further analysis shows that these 

proportions are not that different, however.  In the first place, about 45% of hosts have had more 

than one match and hence have been involved with the program for far longer than have clients 

on average.  If we restrict the analysis to only first time hosts, only 61% report having been 

asked for feedback by the SPO.  Also, survey data show SPOs do not follow-up with clients who 

have not yet been matched, even if they have been attending group activities.  (It is interesting 

to note that they feel it is not worthwhile to ascertain if clients are happy with the group activities 

they sponsor.)  It turns out that 47% of matched clients have been asked for feedback by the 

SPO. 
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Table 3.7   Frequency of Follow-up by SPO 
 
SPO Follow-up Frequency Form of Follow-up % of Clients 

Contacted for 
Follow-up 

% of Hosts 
Contacted for 

Follow-up 
Belleville First one at 2 weeks, then monthly 

to the fourth month; mail survey at 
end of fiscal year 

Informal conversation Too little data 

Durham First one at 2 weeks then monthly 
thereafter 

Informal conversation 26.7 66.7 

Hamilton Calls once or twice per match; mail 
survey at 3rd month 

Informal conversation Too little data 

Kingston First one at one week, monthly 
thereafter until match ends; plus a 
3-month follow-up survey 

Informal conversation 61.9 84.6 

Kitchener First one at one week, second at 
week four, thereafter every second 
month; end-of-match surveys 

Informal conversation 
(three-question form) 

47.4 79.3 

London Hosts and clients called just after 
match meeting; follow-up at 6 
weeks, and at the 3rd, 6th, 9th and 
12th month; final evaluation survey 

Different forms at 
each follow-up 

36.4 83.3 

Mississauga Varies by staff. Surveys after 3 
months and every second month 
thereafter 

Short questionnaires 18.8 80.0 

Ottawa First one at four to six weeks, then 
every third or fourth month 

Informal discussion 
or short questionnaire

29.4 80.4 

Peterborough First one at one month, other at 3rd 
month; 6-month survey 

Two-page 
questionnaire 

71.4 43.8 

Richmond Hill First one at one month, then at 2nd 
and 4th month 

Informal conversation 52.4 78.6 

St. Catherines First one soon after initial meeting; 
thereafter regular 

Informal conversation Too little data 

Thunder Bay First one at 2 weeks then monthly 
thereafter 

Informal conversation Too little data 71.4 

Toronto (adult) First one at one week, second 
within first month, thereafter 
monthly; exit interviews 

Informal conversation 12.0 25.0 

Toronto (youth) Monthly phone calls; lengthier 4-
month evaluation  

Informal conversation 77.8 55.6 

Windsor First one at one month, then at 3rd, 
6th and 12th month 

Three-page 
questionnaire 

54.5 80.0 

ONTARIO -- -- 37.1% 72.2% 

Columns 2 and 3 based on staff interviews; columns 4 and 5 based on survey data 
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Albeit frequent, follow-up is most often informal.  At most HOST agencies, follow-up is guided by 

no form or set of specific questions.  Rather, it is a “How’s it going?” discussion. “How are you 

doing? Are you seeing each other?  How often?  What are you doing together? Any problems?  

Can we be of any help?”   Coordinators usually jot down notes and put them in the file.  In some 

cases, a voice message from the client or hosts saying everything is fine suffices.  At a few 

SPOs a more formal debriefing occurs, governed by a short questionnaire.   
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CHAPTER FOUR: OTHER HOST ACTIVITIES 
 
 

For the most part, HOST in Ontario is what it was intended to be: a matching service with 

attendant activities required to carry out this function.  Every HOST organization goes beyond 

this central mandate, however, offering other services to newcomers to the community.  This 

includes social activities intended to bring newcomers and/or hosts together in support of the 

program’s goals, and special programs offered to newcomers to assist their integration into 

Canadian society.  Each is considered in turn. 

 

 

4.1 Social Activities 
 

SPOs gave two main reasons for hosting special social events for their newcomers and 

volunteers.  One, related directly to the mandate of the program, is to help newcomers settle 

into their new community.  Interaction with other newcomers and volunteers at a social event 

helps clients make new friends and feel more comfortable in their new community, hence 

speeding the process of integration.  The other, which indirectly accomplishes the program’s 

aims, is to help attract new volunteers and keep experienced ones.  A parallel was drawn with 

Big Brothers and Big Sisters, which were said have one or two events every month (at least in 

Ottawa).  Their volunteers apparently stay longer because they enjoy these many events.  

Publicity engendered by these events as well as word of mouth attract new volunteers. 

 

Directly related to this latter rationale is the volunteer appreciation dinner, an event held by 

almost every SPO.  If there is money for only one event, this will normally be it.  In most cases it 

is a potluck affair where clients are invited and asked to bring dishes from their home countries. 

If there are funds available – generally in larger agencies that recognize all their volunteers at 

the event (not just hosts) – food and perhaps entertainment will be provided.  Two agencies had 

no money whatever available for a volunteer appreciation dinner.  In St. Catherines, the 

coordinator has taken the unusual step of inviting all hosts to her home (over 50 people) for a 

meal that she has prepared.  Donations from the community also provide gifts – one for the 

volunteer and one that the volunteer selects to give to his or her newcomer.  Ottawa had a 

volunteer appreciation day, but it was dropped for budgetary reasons. 
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Whether or not there is a dinner, every agency does something to recognize its volunteers. 

“Demonstrating appreciation for their efforts is vital to the future success of the program,” as one 

coordinator expressed it.  Of hosts who had been involved with the program for at least a year, 

88% reported that their efforts had been officially recognized by the SPO.  A few who said their 

efforts had not been recognized jotted in the margin of the survey that they had been invited to 

an event but could not attend.  Most SPOs provide a certificate of recognition and perhaps a 

small gift such as a calendar or coffee mug.  

 

Other social events are offered primarily for the benefit of newcomers.  Hosts are usually but not 

always invited.  Specific outings vary by SPO and year, but have included strawberry picking, 

sporting events such as hockey games, a trip to a museum, barbecues, bowling, overnight 

camping, hiking, canoeing, summer picnics, Christmas potlucks, and bus trips to a tourist 

destination.  Where there are multicultural festivals, a considerable amount of time and effort 

goes into organizing them (often with assistance of volunteers) and clients and hosts generally 

take part.  

 

Many HOST agencies asserted that special events have been severely curtailed in recent 

years, much to staff’s chagrin.  SPOs believe this is shortsighted, but “What can you do with 

$400?… The money went down so much for the HOST program, it’s no longer fun.”  The only 

way they can be staged at all, say some coordinators, is because casual volunteers often play 

important roles in carrying them off.   

 

Besides social events, some SPOs hold group sessions, workshops or training sessions.  An 

important group session held periodically at some SPOs is one where hosts get together to 

discuss what works and what doesn’t and make suggestions for upcoming events.  Holding 

such sessions was a popular suggestion among hosts who attended focus groups.  Workshops 

have included computer classes, job searching, and questions and answers for the job 

interview.  Training seminar topics have included abuse, racism and children’s rights.  Seminars 

are organized when there are enough new people and are open to the public as a means of 

public education.   

 

HOST in Ottawa offers “mini-workshops” and advanced workshops.  Hosts are asked to attend 

two sessions during the match period.  Mini-workshops, which take place every second month, 
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are crafted as needed or suggested by hosts and clients: immigration law, for example.  

Advanced workshops were originally devised in the late 1980s under the sponsorship of 

Employment and Immigration Canada.  They have been updated but remain largely as initially 

produced.  Topics include values and beliefs, language skills, and communication. 

 

Youth Assisting Youth often sponsors expensive events primarily in recognition of the 

volunteer’s efforts, such as skiing, a three-day summer camp, professional sports games and 

outings at Playdium.  The money for these events does not come from the HOST budget, said 

the program director. 

 

Mississauga offers a variety of special activities to try to provide support and social interaction to 

those waiting for a match.  Last year, the agency organized a “March Break Camp” for the 

children of newcomers.  Three youth volunteers (ages 20-24) ran the camp, under the 

supervision of HOST Staff.  Also available to all newcomers, is the agency’s “self-help” program, 

which helps those above age 30 in their employment search.  The self-help program is run by 

Host staff.   

 

In London, if no program exists to help a newcomer, they still try to be of assistance even to the 

extent of creating something.  “We deal with gaps.”  They might try a joint initiative with another 

program or community group or they might intervene directly if no joint programs seem possible.  

For example a small group of newcomers wanted help to start their own small businesses.  The 

agency helped put a series of workshops together to help them with the myriad issues faced in 

trying to launch a new business in Ontario.  In situations where an individual is not eligible for 

CIC funded programming (e.g., refugee claimants) staff will invite them to get involved in the 

group activities, “but don’t officially match them.”  

 

It is clear that some of these initiatives are beyond the mandate of HOST. 

 

Chart 4.1 shows the proportion of newcomers and volunteers who have participated in various 

group activities under HOST.  Social events were the most popular, especially with volunteers: 

this reflects the tendency of SPOs to present volunteer recognition dinners.  Group meetings 

were also popular.  About 30% of clients attended English classes, usually conversation circles 

arranged through HOST. 
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Chart 4.1 

    

 Client N = 212   Host N = 217 

 
 

4.2 Special Programs 
 

Special programs are created to meet the needs of clients as defined by the SPO or by CIC.  

They are ongoing programs, which differentiate them from the workshops and seminars 

mentioned above.  They take one of two forms: weekly or monthly classes for the purpose of 

newcomer education to assist the settlement process (and often to keep newcomers involved 

with HOST while awaiting a volunteer host); or subprograms of HOST targeting a special group 

such as youth. 
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Regular Classes 

Many newcomers to Canada are highly educated people with a good fundamental knowledge of 

English.  Their cardinal motivation is often to improve conversation skills.  In response, several 

SPOs have created conversation groups led by volunteers.  These groups usually meet weekly 

and may be cast at different skill levels.  Often the conversation groups are open to all 

newcomers involved with the agency, not just HOST clients.  Even ESL students will join for 

extra speaking and listening practice.  In Peterborough, for example, an ESL teacher volunteers 

his time, often assisted by a host, to lead a weekly conversation circle.  It is especially popular in 

the summer when no ESL or LINC classes are available in the area. 

 

Richmond Hill has established the “English Practice Group,” which goes beyond the 

conversation circle concept.  Encompassing about 10 to 15 clients, three to six volunteers and a 

staff member, this initiative comprises weekly sessions run for three months and adds a specific 

agenda based on the interests of the group.  Involvement provides newcomers with an 

opportunity to practice English while being introduced to issues and information that will assist in 

their settlement.  Staff research the chosen topics to present the information “in the simplest 

way to let them know about the issue.”  At each session, attendees are broken into smaller 

groups for discussion, with three newcomers conversing with one volunteer.  These smaller 

groups are interchangeable, so that over the course of the three-month program “each 

newcomer meets and builds up friendship with a minimum of five different volunteers and 15 

newcomers with diverse backgrounds.  Any newcomer who attends and stays in the group for at 

least half +1 sessions is counted as a match.”  At the end of the three months the match is 

complete.  Many newcomers have expressed a desire to remain involved, but staff feel that the 

limit must be set in order to accommodate the number of newcomers on the waiting list.  Those 

who have completed the program are invited to partake in special events for a maximum of one 

year.  Many of the volunteers repeat the program and some are involved in the group while also 

being involved in a single family match.  

 

London runs weekly group sessions open to anyone – including those matched, those who elect 

to remain unmatched and anyone else from the community.  Scheduled on successive Tuesday 

evenings each month, the meetings – Family Night, Women’s Mentoring Group, Men’s 

Resource Group, and a recently instituted Cooking Night – are facilitated by volunteers.  All 

sessions have a theme for the meeting and frequently feature speakers on the topic of choice.  

There is some question as to whether these fit HOST funding criteria. 
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Sub-Programs 

Kitchener-Waterloo’s School HOST Program, introduced in 1992, is unique in Ontario.  

Newcomers – all of whom are ESL students in elementary schools – are matched with volunteer 

students from the same school.  The target group for newcomers is fifth and sixth graders; 

volunteers may be in grades five through eight.  The process usually begins with the coordinator 

contacting a local school to determine potential interest in the program.  The coordinator often 

checks with the school board ESL consultant to ascertain which schools have a concentration of 

ESL students.  Within the schools, the ESL teacher is the point of first contact.  If the teacher is 

interested, she or he brings the idea to school administrators; the coordinator is often invited to 

make a presentation at this point. 

 

When the decision is made to proceed, the ESL teacher decides which students would benefit 

most from the program: they should have some familiarity with English.  On occasion the ESL 

teacher, perhaps with the help of a guidance counselor, also selects the volunteers, but that 

task usually falls to the School HOST coordinator.  Finding volunteers has been no problem; 

most often there are too many and the coordinator must use the information on the application 

form to determine who may participate.  “They love it.  Everyone wants to be a part of it.”  

Outreach is done through morning announcements and information sessions at the schools.  

Fun activities and becoming friends with someone new to Canada are the main selling points.  

There is an orientation meeting for volunteers, which gives an overview of the program and their 

responsibilities as hosts, and usually includes case studies and a game. 

 

Once the students are selected, the coordinator and ESL teacher determine who should be 

matched with whom.  One-on-one matches are the norm, but sometimes extra volunteers are 

selected who may either be paired with a student or may help the coordinator who facilitates the 

class.  Sessions last from eight to 12 weeks and may be scheduled weekly or every second 

week.  The first session is the host orientation, the second is the match meeting where partners 

are introduced and seated together.  Each subsequent session centres on a theme such as 

anti-racism, culture and communication. 

 

Each session is scheduled for the lunch hour, lasting up to 55 minutes.  Students begin by 

eating their lunch.  Then they take part in games (e.g., bingo) devised by the coordinator to 

inculcate the weekly theme.  All games are played between newcomers and their match.  We 
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observed one of these classes and concluded that the newcomers and hosts enjoyed it very 

much.  School HOST also offers free workshops to ESL teachers, day care teachers, high 

school students and community agencies on such topics as cultural diversity and cross-cultural 

communications. 

 

Kitchener-Waterloo had tried the School HOST program for high school students but concluded 

it didn’t work well.  “Having a buddy doesn’t work” for older students.  Moreover logistical 

problems scheduling the session with the high school class schedule argued against expansion 

to high schools.  But the agency did not want to give up on helping high school students.  So, 

outside of the HOST Program – with funding from the United Way – the School HOST 

coordinator started a Newcomer Youth Support Group.  A needs analysis funded by OASIS had 

recommended such a program for high school aged newcomers and supported the proposal to 

the United Way for funding.  Under this program, youths come together with the help of the 

facilitator to discuss issues of importance to them and to enjoy activities such as bowling, 

movies and swimming.  The YMCA has made its facilities available to the group at no charge.  

Now in its second year the program is offered at two area high schools and will be expanded to 

a third in early 2001. 

 

The School HOST coordinator also runs summer programs with funding from other sources 

when school HOST programs are shut down.  She arranges twice weekly summer conversation 

circles (facilitated by volunteers) for adults and a summer orientation program for youth, which 

teaches newcomers (e.g., Kosovars) who have not been in regular school how to behave in 

school.  Finally she runs a play therapy group for refugees at risk. 

 

Five other SPOs in Ontario have youth programs, all of which are very different from Kitchener-

Waterloo’s and from each other.  Peterborough’s is the smallest – accounting for only about 10% of 

the program, just a few clients a year.  It is no different than the adult component, except for the 

types of activities shared by the pair.  There are no special precautions taken in matching youths, 

although the age range is 15 to 21, so there are no young children.  They are matched with high 

school, college or university students.  

 

Youth Assisting Youth runs a peer-mentoring program that pairs youth mentors with younger 

children who need a positive role model.  Before getting the contract to run HOST, YAY had 

been targeting “youth at risk,” children aged 6 to 15 who were experiencing emotional, 
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behavioural or social difficulties.  “Difficulties” run the gamut from being too passive in school 

and low in self-esteem – which staff members claimed characterized most of the clientele – to 

substance abusers, petty criminals and children in an abusive home.  Children with problems 

judged too serious to be handled by youth volunteers are referred elsewhere.  Because females 

are much more likely to volunteer than males, their age range is more restricted (16 to 24) than 

that of male mentors (16 to 29).  In taking on HOST, YAY merely added a class of children at 

risk: newcomers with “cultural difficulties.”  HOST, it is fair to say, differs little from the regular 

YAY program but for its target group.  The distinct target group does require some differences in 

procedure, however.  Volunteer orientation is somewhat different, adding cultural sensitivity and 

inter-cultural communications to the standard session.  Recruiting is also different.  It is much 

harder to find young newcomers than children at risk, said staff.  

 

Windsor has two youth programs.  The “Student Ambassador Club,” which has as its primary 

goal the integration of young newcomers into the school system, takes place in schools that 

agree to partake.  It begins with the coordinator approaching a school contact – usually the 

principal – to tell him/her of the program and enlist the school’s support.  In schools that join the 

program, guidance counselors are responsible for recruiting newcomers and hosts.  Newcomers 

invariably come from ESL classes; good students who exhibit leadership qualities are 

approached to become hosts (their time counts towards the 40 hours of volunteering high 

school pupils need for graduation).  The coordinator leaves the matching up to the schools, but 

it is not clear that there is matching as such.  Guidance counselors select five students and five 

hosts for the club; whether student needs and preferences are considered is anyone’s guess. 

Host and newcomer students agree to eight sessions over a four month period.  Sessions 

lasting 50 to 70 minutes take place in the school during school hours.  Lunchtime programs 

were abandoned due to attendance problems; now students are excused from regular class 

(though this may be a study period) for the weekly or biweekly session.  Each session is 

facilitated by the HOST coordinator.  She plans a “fun activity involving juggling of cultures,” 

such as a skit, movie, craft, food tasting or games.  Each session has a theme such as self-

identity and self-esteem, and cultural sensitivity.   

 

The “Circle of Friends,” also sponsored by Windsor’s HOST program, is defined as a support 

group for newcomer youths aged 13 to 17.  As the brochure states: “the newcomer youth finds 

new friends from all over the world that are sharing his same experience: finding his/her place in 

a new society.”  The concept seems sensible: “Come and meet other teenagers from different 
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cultures in a fun and friendly environment,” states the brochure.  Circle of Friends is tenuously 

linked to the HOST program, which is supposed to be introducing newcomers to Canadians, not 

to other newcomers.   

 

Ottawa’s Youth HOST, which began three years ago, is loosely based on the Big Brothers/Big 

Sisters model: normally hosts (age range 16 to 29) are somewhat older than are their 

newcomers (age range 6 to 14).  The Centre does not consider younger hosts (sometimes 

exceptions are made for 15 year olds) because parents often object to young hosts.  Young 

clients on the other hand might prefer someone of their own age, but the youth program is more 

of a mentoring than a befriending model.  The program is a matching program like the adult one, 

but differs from the adult version in important respects.  Outreach for the youth program is 

somewhat different because young volunteers are found in different places (e.g., schools) than 

adults (e.g., churches).  Training too is dissimilar because hosts have different responsibilities 

with youth than with adults. Youth training topics focus on child protection, discipline, potential 

problems, and age-related activities. Moreover, supervision for the youth program must be 

closer because children are more vulnerable than adults.  Match meetings always take place in 

the family home to make the youth and parents as comfortable as possible.  All youth matches 

undergo a one-month trial period during which all visits occur in the youth’s home.  Activities for 

youth are also different, including help with homework and reading, baking, and visiting local 

recreation centres.  

 

Ottawa also has Ontario’s only French HOST program.  French-speaking hosts are matched 

with newcomers who want services in French.  

 

Hamilton’s HOST has a youth program and two other programs besides regular HOST: a 

mentorship program and the Survivor’s of Torture Support Program.  The youth program has 

two distinct components: the elementary school program and the Saturday afternoon drop-in 

centre for teens.  The youth program coordinator works in eight different public elementary 

schools that have a large ESL population forging new friendships amongst the newcomers and 

the more established students.  Schools are identified for involvement based on the size of the 

immigrant population in attendance.  During her time at each school the youth HOST worker 

spends time with children who have been identified by teachers as being most needy.  These 

students can be taken away from their classroom activities to spend time chatting to see “how it 

is going … what they have done during the week,” even helping out with homework.  During her 
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interactions with these newcomers the youth worker watches them to see who they seem to be 

most interested in befriending.  Recess is then used as an opportunity to bring the two together 

in some type of activity such as playing a game of basketball, a board game, etc.   “I’m pushing 

them together without them realizing it.”  Beyond this initial “meeting” it seems to be largely left 

to the children to get together to play again or maybe to play again the following week under the 

leadership of the youth worker.  The question is, can these friendships be deemed matches?   

 

Hamilton’s teen drop-in program, which runs every Saturday afternoon, provides an opportunity 

for newcomer teens to do a variety of activities together in their new community.  The youth 

worker is always in attendance and arranges the activities for the week.  Activities sometimes 

take place in the HOST office: watching a movie, playing games, eating pizza, talking, etc.  

Activities within the community include: bowling, swimming, mini-golf, etc.  All activities are paid 

for through agency funds.  According to the youth worker, 20 to 25 teens attend each week. The 

“matches” within the drop-in program are again hard to define.  Individuals are never informed 

that they have been matched with a particular member of the group (all of whom are newcomers 

some more recent than others), but the youth worker does try to group them in activities in order 

to encourage relationships.  It is unclear whether this program fits within the mandate of HOST. 

 

Hamilton’s mentorship program does fit within HOST.  In fact, it operates just like the regular 

program, except that matches made within this program focus on professional background and 

provide newcomers with someone with whom they can ask questions about the job area and 

opportunities to network.  The HOST volunteer is not expected to get the newcomer a job, but 

rather to “facilitate access to that field.”  Not surprisingly, since the requirements are much more 

specific than with regular HOST, it has been difficult to find hosts for the mentorship program. 

 

Hamilton’s newest program is the “Survivors of Torture Support Program” which began this past 

September and was ready to start offering services in early January, around the time of the site 

visit.  Funded as a pilot project by the United Way, this program provides support and 

counseling to victims of torture.  There are several components to the Survivors of Torture 

Support Program, including: case management/support, befriending, support groups and 

education/advocacy.  It is in the befriending component that HOST plays a role in the delivery of 

the program.  Once an individual is felt to be ready for this component of the program, the 

HOST coordinator is asked to find a suitable volunteer.  Asked if there would be any special 

qualities required for this type of match, the “Survivors” coordinator stated that they would be 
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looking for the same qualities as any HOST volunteer but the individual would have to have the 

added commitment of working with these issues and a willingness to take the addition training 

required.  The additional training consists of a two to three hour session that would introduce the 

volunteer to the realities of physical and psychological torture and “desensitize” them.  Through 

this the individual would learn how to react to their newcomer and how to support the individual.  

“They don’t heal them, they provide friendship.” 

 

 

4.3 Conclusion 
 

Most of the group activities run under HOST operate to help the program achieve its objectives.  

Social events help newcomers to feel settled and help attract volunteers.  Most sub-programs 

are matching services for specific target groups.  Regular classes or group sessions may be 

outside the mandate of HOST, though the primary instance – English conversation groups – 

may simply be a more efficient means of accomplishing the primary goal of most HOST clients 

(regarding participating in HOST): improving their English conversational skills.  It is less clear 

how regular group sessions (excluding orientations of course) contribute to the goals of the 

HOST program. 

 

It is clear that a few agencies, not wanting to deny any newcomer services even if HOST cannot 

be of benefit, have taken on too much in terms of client intervention.  They still have to carry out 

HOST, specifically meet the required number of matches in their contract with CIC, but add 

other tasks that don’t currently fit within the boundaries of the HOST program. “People 

challenge the limits of a program.  Because we help people, we try to overcome these limits… 

Sometimes what you’re funded for isn’t what the community needs.”  Without doubt, HOST staff 

care about their program, their clients and their volunteers.  They go to great lengths to help 

them, in some cases even if it means stepping outside the bounds of the program.  From their 

point of view and doubtless from their clients’ point of view, this is a reasonable way to proceed.  

 

Policy makers design programs in conformity with stated policy.  The key restriction is always 

money; available money must be allocated among many deserving programs.  By extension, 

there have to be limits within a program on what services can be funded and what clients can be 

covered.  Each program is designed to deliver specific benefits to targeted groups.  To the 



 48 

Power Analysis Inc. 

extent money or effort is expended to help ineligible groups or deliver unanticipated services, 

the aims of the policy are undermined.  HOST was designed to be a relatively straightforward 

matching program, but it has become much more in some communities.  If this was only a 

matter of staff spending their own time to fill in programming gaps, then we could only praise 

HOST staff.  But, there are real costs, especially in administrative areas – specifically, little 

attention and time have been paid to program monitoring.  The next chapter considers this 

issue. 
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CHAPTER FIVE: PROGRAM MONITORING 
 
 

 

Without question the weakest aspect of HOST programming in Ontario is program monitoring.  

None of the 15 HOST agencies in Ontario measures the performance of its programs.   

 

The problem is not just one of insufficiency of data, it results from a lack of expertise and 

training on how to properly monitor their program, and from an underestimation of the 

importance of performance measurement to the smooth operation of the program.  We will 

consider each of these points in turn. 

 

Generally, HOST coordinators or agency directors do not compile information across clients and 

hosts to determine what they can learn about their programs.  They have to count clients, hosts 

and matches for monthly reporting to CIC, but our impression is many coordinators either do 

this from memory or by using last month’s figures, adding new cases and subtracting completed 

ones.  We say this because we got many puzzled looks when we asked coordinators how they 

compile their monthly statistics without any computerized data. Even the two agencies with 

computerized databases don’t use the data to monitor the program as a whole.  It is just used 

on an individual case basis (e.g., client status, list of potential clients meeting stated preferences 

of a new host). 

 

That the importance of program monitoring escapes or baffles front-line service workers is not 

surprising.  To them the reasoning goes something like “I am going to spend my valuable time 

helping my clients, not putting numbers into a computer.”  We heard from several coordinators 

statements like, “Monitoring is a waste of time,” “You don’t fiddle with stuff like that (statistics) 

when your main job is serving clients,” or “Maintaining statistics is intimidating.” 

 

It is clear CIC bears some responsibility for this state of affairs.  Reporting requirements are 

skimpy, focusing on basic counts for financial accounting purposes.  Because so little 

information is required, SPOs don’t bother gathering a good deal of useful information and don’t 

collate any of it beyond these basic counts.  Moreover, CIC has never offered any training on 

program monitoring or evaluation to HOST coordinators.  A good training session would not only 

communicate how monitoring is done, but why it should be done and how it can improve 
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program administration and operation.  With no emphasis placed on program monitoring by CIC 

and hence agencies, performance measurement knowledge is not considered important for 

HOST coordinators – or anyone in the organization for that matter. 

 

So we have a vicious circle.  Program monitoring is not seen as important so it is not done;  

because it’s not done and never has been, no one realizes its importance.  Since there is no 

perceived benefit of data per se, why bother computerizing it?  Several coordinators wanted an 

automated way to produce required reports for OASIS.  Should OASIS provide such a system 

and train them on its use, that would be great in their opinion.  Such training would have to 

include the hows and whys of performance measurement to ensure the quality and 

comprehensiveness of the information used to produce monitoring reports.  

 

A computerized database is way beyond what most HOST programs have at present (Table 

5.1).  Some put nothing on computer whatever; they operate with paper files only.  Some have 

put some basic information into spreadsheets or word processing files, but still depend primarily 

on paper files.  There are only two with databases – Ottawa and Youth Assisting Youth – that 

help with the administration of HOST. 
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Table 5.1   Monitoring System of SPOs 
 
SPO Monitoring System 

Belleville Paper files 

Durham Paper files; short client and host profiles 
computerized in Microsoft Word 

Hamilton Microsoft Access spreadsheet with fields from 
application form 

Kingston Paper files 

Kitchener Paper files, volunteers collated some follow-up data 
with Microsoft Excel 

London Paper files, nascent Microsoft Access spreadsheets 
(little data computerized) 

Mississauga Microsoft Access spreadsheet with fields from 
application form plus match details 

Ottawa Advanced Microsoft Access database with complete 
HOST, ISAP and Reception House data 

Peterborough Paper files 

Richmond Hill Microsoft Excel spreadsheet with demographic data 
and match details 

St. Catherines Paper files; some information on Microsoft Word file 

Thunder Bay Paper files 

Toronto (adult) Microsoft Excel spreadsheet with demographic data 
and match details; most monitoring done by paper 

Toronto (youth) FoxPro database with only basic information 

Windsor Paper files; Microsoft Excel files with names, phone 
numbers, date of registration and terse notes 

 

 

As mentioned above, the range of data collected from clients and hosts is limited.  Data 

captured from the application form represent the lion’s share of – and sometimes the only – 

information kept on file for clients and hosts.  The quality and comprehensiveness of application 

forms varies somewhat, although most programs seem to gather enough information to have a 

good idea of who the person is and what his/her needs and preferences are. 

 

The quality and comprehensiveness of follow-up and evaluation varies much more.  As 

discussed in the previous chapter, follow-ups range from a quick “How are things going?” phone 

call with the coordinator taking notes on a blank sheet later inserted into the paper file, to more 

formal interviews governed by short questionnaires (which also generally end up in the paper 

file).  Although there is definitely room for improvement, most follow-up forms are adequate for 

learning how well the match is going, identifying problems and eliciting suggestions for 

improvement. 
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During the site visits, we gathered all the forms used by each agency for application and follow-

up.  Looking across these forms, we identified the best ideas used by HOST agencies for data 

collection.  Adding our experience in questionnaire construction and data elements suggested 

by the national HOST Evaluation Framework, we have drafted standard forms for application, as 

well as an end-of-match follow-up for clients and hosts (see Appendix).  These forms can be 

adapted or supplemented by any SPO for its own use. 

 

The forms also feed into a future database for HOST, something that is highly recommended.  

Such a database already exists at Ottawa’s Catholic Immigration Centre.  There, a retired 

engineer has devised an exceptional administrative database entirely on a volunteer basis.  The 

database began as a project to computerize HOST records, but has since been expanded to 

include ISAP and Reception House. Set up on a network running Windows NT, most Centre 

staff have access to it: it is now considered indispensable to the administration of all three 

programs at the Centre.   

 

Based on Microsoft Access, the Newcomer and Host Information System (NHIS) is a powerful, 

yet simple to use database.  Upon logging on, the opening menu presents the user with several 

choices on the left side of the screen.  Reception House workers have access to information on 

their clients only, but HOST and ISAP workers have access to data on all clients.  There are 

screens corresponding to each menu choice, including one for clients (newcomers), one for 

hosts, one for match information, one for dependents, and so on.  Most screens also have a 

series of tabs, which open pages with applicable data fields.  For instance, the client screen 

includes exhaustive information on demographics, immigration status, and services received.  

Data can be easily entered and retrieved from any screen.  Once entered for one program (e.g., 

ISAP) all the information is available to HOST workers and need not be entered again.  Thus 

HOST is aware of all clients that come into any of the Centre programs immediately, without any 

internal referrals required. NHIS produces all the data required for internal and external 

reporting at the click of the mouse. It also has query capabilities: for example, it can print out a 

list of all the clients fitting a preference specified by a host.  The coordinator can also see the 

caseload of each counselor and check on the status of each host and client. 

 

The database has been continually refined over its two-year history, mostly to add new 

capabilities.  The latest refinement is to update the system from Access97 to Access2000.  It is 
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now large and verging on complicated from the Access programming point of view.  This raises 

the only problem with the system: NHIS is now complex enough that the Centre has become 

very reliant on the good graces of one man who is well into retirement.  Should he choose to 

desist, not only future updates, but the continued smooth operation of the system is at issue, 

since there is no other access to computer expertise at the Centre. 

 

The use of a system such as that devised in Ottawa, supported by the draft forms comprising 

the appendix, would give SPOs the capability to adequately monitor their HOST program.  

Training on the system and on performance measurement will help ensure the agencies use the 

system appropriately. 
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CHAPTER SIX: HOST PROFILE 
 
 
This chapter draws profiles of HOST clients and volunteers.  Its value is to give the reader a 

good understanding of the program and its clients and hosts.  Data were drawn from the 

contracts, surveys and administrative databases (spreadsheets).  The reader should keep in 

mind the problems with monitoring reviewed in the previous chapter and recall that there were 

challenges in distributing the surveys. 

 
The analysis begins with a brief look at the number of clients by community14.  The chapter then 

turns to client and host demographics.  

 
 

6.1 Number of Cases by Community 
 

The precise number of HOST clients in Ontario in October 2000 was not easy to determine. 

Many SPOs were not quite sure about just who was active that month.  Some included clients 

who had applied or been matched well over a year before October, 2000 and some who applied 

after then.  Others included individuals who would have little basis for answering a survey (e.g., 

casual volunteers and “clients” who had attended a group meeting or two).  Some included all 

family members in the data set, others just the head of the family.  As already mentioned, we 

have no idea if they excluded other clients, perhaps those who did not qualify for HOST.  Others 

felt it was not appropriate to ask for key administrative data, such as age and sex, and elected 

to leave this off their spreadsheets. 

 

This does not mean this analysis is futile.  In the first place, most SPOs did comply completely 

with our requests and submitted what looks like solid data.  Second, we can overcome most of 

the problems in the data with careful analysis.  We have dropped clients not meeting specified 

criteria including clients who were matched before October 1999 and applied after October 

2000.  We have dropped hosts who applied after October 2000 and casual volunteers.  We 

dropped all family members but for the case head (although it was not possible to determine in 

every case).  And we have filled in missing spreadsheet data with survey data where available. 

                                                           
14 To keep from overwhelming the reader with figures, most of the subsequent tables will include only percentages. 
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With these changes our best estimate of total Ontario HOST newcomers (individuals and heads 

of families) active in the program in October 2000 is 892.  Our estimate of number of hosts is 

675.  Note there are more volunteers than hosts in some SPOs.  Part of the reason for this is 

that not all were matched.  The last column adjusts for this to some extent: we can’t remove all 

volunteers without matches in October 2000 since we did not specify date of current match in 

our request for data.   

 
 
Table 6.1   Number of Clients and Hosts by Community – October 2000 
 
Community Number of 

Clients 
Proportion of all 

Clients in Ontario 
Number of 
Volunteers 

Proportion of all 
Hosts in Ontario 

Number of 
Matched 
Clients 

Number of 
Matched 

Hosts 
Belleville 21     2.4% 13     1.9% 21  3 

Durham 20  2.2 23  3.4 19 23 

Hamilton  199 22.3 167 24.7 199 167 

Kingston 36  4.0 34  5.0 36 34 

Kitchener 68  7.6 78 11.6 59 62 

London 47  5.3 42  6.2 27 22 

Mississauga 66  7.4 15  2.2 21  5 

Ottawa 92 10.3 92 13.6 92 92 

Peterborough 22  2.5 28  4.1 22 28 

Richmond Hill 37  4.1 19  2.8 37 19 

St. Catherines 14  1.6 18  2.7  9 12 

Thunder Bay 12  1.3 14  2.1 12 11 

Toronto (adult) 184 20.6 62  9.2  7  3 

Toronto (youth) 41  4.6 32  4.7 41 32 

Windsor 33  3.7 38  5.6 20 25 

TOTAL 892 100% 675 100% 622 538 
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Demographics 
There was an even distribution of newcomer cases by sex: 48% women, 52% men.  This 
breakdown is influenced by designation of the head of the family, which is usually the man.  By 
comparison, 65% of volunteer hosts were women. 
 
The average age of newcomers as of program completion was 32.2 years.  Hosts were a little 

older on average: 37.5 years.  As Chart 6.1 demonstrates the age distributions were much 

different.  By far the greatest proportion of clients were in their thirties.  Hosts, on the other 

hand, were much more evenly distributed among the age groups; 26% were age 50 or older. 

 

Chart 6.1 

     Client N = 502  Host N = 360 

 
 

About 70% of the clients were married, though only 57% had children.  Over half of the married 

clients (56%) participated in HOST as families.  In the other cases one of the spouses 

participated.  In 58% of the cases where there were children present, they participated in HOST 

as well. 
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As for hosts, half were married, but seldom were spouses officially involved in HOST.  In only 

33% of the cases where volunteers were married was the spouse involved as well.  In some 

cases, however, survey respondents indicated in the questionnaire margin that spouses were 

unofficially involved, especially when meetings take place at the host’s home.  Interestingly, only 

a quarter of the hosts had children under 18: perhaps families with younger children are often 

too busy to dedicate the kind of time required of volunteer hosts.  But where there were children, 

they were more likely than the spouses to be involved in HOST.  In 45% of the host families with 

children, the children took part in activities with newcomer families.  Chart 6.2 shows the match 

arrangement for cases active in October 2000.  About half were one-on-one matches and most 

of the rest were a single volunteer with a newcomer family.  Group matches were few.  Recall 

that unmatched hosts (e.g., group facilitators) were under-represented in the survey results. 

 

Chart 6.2 

 

          N = 191 
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Nation of Origin 

Clients came from 87 different nations.  As the following chart shows, 28% of the students 

hailed from China.  Another 13% came from the Middle East.  Consistent with the distribution by 

nation, 28% spoke Chinese (including Mandarin and Cantonese) as their first language, 8% 

spoke Spanish, 8% spoke Arabic and 7% Farsi. 

 

 

Chart 6.3 

 

         N = 639 
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Almost half the HOST volunteers (46%) were born outside Canada.  There weren’t large 

numbers from any one nation (besides Canada): 4% came from India, 4% from England, 3% 

from Pakistan, and 3% from the Philippines.  As we learned during the site visits, many had 

been HOST clients themselves previously and wanted to provide newcomers with the same 

help they had been given.  Other immigrants who had not been HOST clients participated as 

hosts because they knew from personal experience what a benefit such a program could have 

been to them.  Because 54% were born in Canada and others had emigrated from English-

speaking countries, 61% of all hosts spoke English as a first language.  French was the first 

language of 4% of hosts. 

 

 

Education 
HOST clients were very well educated (Chart 6.4).  Two-thirds held university degrees, and a 
further 14% had some post-secondary education.  Almost all the newcomers (91%) had 
graduated from high school.  
 
As Chart 6.4 demonstrates, clients and hosts were very well matched in terms of education.  
Hosts were a little less likely to have university degrees, but more apt to have college diplomas 
or incomplete post-secondary training. 
 
 
 

Time of Arrival in Canada 
The typical HOST client immigrated to Canada 1.3 years ago (counting to the end of 2000).  

The arrival time ranged from two months to 12 years.  Half had immigrated within the last year; 

83% within the past two years.  On average, newcomers applied for HOST after being in 

Canada for 7.9 months.   
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Chart 6.4 
          

     Client N = 242  Host N = 233 
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CHAPTER SEVEN: CLIENT AND HOST SATISFACTION 
 
 

 

For any public program, customer satisfaction is a critical objective in and of itself, since the 

program exists primarily to serve its clients.  Thus, the importance of customer feedback is 

obvious: the customer of the service is in the best position to judge its merits.15   

 

The surveys explored satisfaction with major facets of HOST.  Survey respondents were asked 

to assign letter grades to indicate their degree of satisfaction, with A = excellent, B = good, C = 

average, D = below average and F = fail.  The analysis begins at the most general level with a 

question on overall level of satisfaction with HOST. 

 

Both groups were happy with the program overall, bestowing a B+ average.  Over half of each 

group thought HOST was excellent and almost all the rest said it was good.  Only 11% of 

newcomers and 6% of volunteers said it was average or worse.   

 

There was evidence that some respondents were rating the idea of HOST as opposed its 

operation: the grades were the same on average whether or not the respondents had been 

matched yet.  On the other hand, if something didn’t work out, it was clear people were rating 

operation of the program.  For example, hosts who had stopped seeing their clients before the 

match period was over gave significantly lower grades to HOST overall (t = 2.8, df = 206, p < 

.01).  Still the grades were good for both groups:  B+ from those who stopped seeing their client, 

A- from those who didn’t.  The difference for newcomers was similar – B from those who 

stopped seeing their host, B+ from those who didn’t – but the difference failed to reach 

statistical significance (t = 1.9, df = 172, p > .05). 

 

Volunteers whose expectations were completely met gave HOST an A-; those whose 

expectations were only partially met gave a B (t = 7.9, df = 226, p < .001).  Newcomers whose 

expectations were completely met gave HOST an A-; those whose expectations were only 

partially met gave a B+ (t = 6.7, df = 210, p < .001).  Not too surprisingly then, dashed 

expectations lower satisfaction with the program. 

                                                           
15  It is important to add that using client feedback as the only measure of program success is poor practice since 
clients most often give the program they took part in high ratings.   
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Chart 7.1 

 

   Clients: Mean Grade = B+  N = 170 

   Hosts:  Mean Grade = B+  N = 232 

 

 

There were no differences for either group in overall opinion of the program by sex, age group 

or education.  Interestingly, there were no significant differences in opinion by length of time 

either party had to wait for a match.  Neither did mean grades differ significantly by SPO.  All 

SPOs were graded either an A- or B+ by hosts.  There was a somewhat greater range for 

newcomers, who rated SPOs from a B to an A-. 
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7.1 Client Feedback 
 

Clients were asked to rate their hosts on the same scale.  Ratings were about the same as for 

the overall program, a B+ on average.  Chart 7.2 reveals that nearly 60% thought their host was 

excellent.  Another 31% awarded a B.  Only 12% said the host was average or below average.  

Since for many clients the HOST program is synonymous with the volunteer host, it comes as 

no surprise that the correlation between program and volunteer ratings is strong: .60.  For most 

clients, therefore, as long as they like their host, they will like the program.   

 

Chart 7.2 

 

     Mean Grade = B+   N = 171 

 

 

 

As discussed in Chapter 4, group activities are an important part of HOST for many SPOs.  

Clients thought highly of the group activities they attended, giving them a B+ on average.  As 

shown in Chart 7.3. the largest proportion (46%) gave a B grade; 40% gave an A.  Two percent 

of newcomers gave group activities a failing grade. 
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Chart 7.3 

 

 

     Mean Grade = B+  N = 154 

 

 

 

The main aim of HOST is to help newcomers settle in Canada.  As such, the acid test for the 

program is how much its clients feel the program helped them to settle in Canada.  As the line 

below shows, a third of the newcomers believed HOST helped them a lot in this regard.  Only 

4% said the program didn’t help them at all.  This is good evidence that the program was 

successful, at least in the eyes of its newcomers. 
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7.2 Volunteer Feedback 
 

Although there may be no comparable acid test for hosts since the program focuses on client 

needs, a powerful measure of program success for hosts is whether the person wants to be a 

host again in the future.  Those who didn’t think it was worthwhile or who didn’t enjoy the 

experience would presumably say no.  This was rare.  Nine in ten hosts said they intend to be a 

volunteer host again in the future, apt testimony to the high regard they have for the program.  

 

Hosts were asked to rate two more aspects of the program: the training they received to be 

hosts, and the ongoing support they received from HOST staff.  For the most part, volunteers 

rated the training high, giving a mark of B on average.  Most people gave an A or B (Chart 7.4). 

Four percent of hosts claimed they received no training. 

 

 

Chart 7.4 
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Volunteer views on ongoing support received for the HOST agency to help them in their role as 

hosts were similar (Chart 7.5).  Nearly 80% gave an A or B grade, for an average of B. 

 

Chart 7.5 

 

     Mean Grade = B  N = 253 

 

 

7.3 Summary 
It is clear from the results presented in this chapter that both newcomers and volunteers were 

enthused with HOST.  The program received high marks overall and for every facet examined. 
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CHAPTER EIGHT: CONCLUSIONS 
 
 
 
By way of summary and conclusion, this closing chapter will present our capsulized response to 

each evaluation question.  Some questions were posed at an individual project level.  In this 

chapter, an overview across projects is presented.  Answers for each project are contained in 

the project reports. 

 

 

 

1.  Does each HOST program reflect the criteria established for HOST?  What is innovative at 
each site?  Does the leadership have a vision of where HOST is going? How do the models 
compare?  How does quality of service compare?  What urban/rural differences exist? 
 
 

As far as the standard HOST program – matching hosts to newcomers – there has been little 

change since the program’s implementation.  There is little difference across sites and no 

noteworthy innovations concerning outreach, the matching process or follow-up.  Any innovation 

tends to concern the target group of newcomers.  Youth programs have been established at six 

locations in Ontario, although four are basically adult HOST with a different target group.  Only 

Kitchener-Waterloo’s has an original design, being school-based.  Hamilton’s mentorship model 

is very recent and their degree of success finding mentors is unknown.  Hamilton also has a 

Survivors of Torture model on the drawing board. 

 

Other innovations and inter-program differences occur outside of the original vision of the 

program.  These usually take the form of group sessions, some of which have gone beyond the 

mandate of the program.  The primary example is English conversation groups, which may not 

meet established criteria, strictly speaking, but nevertheless seem to be a good idea.  These 

kinds of initiatives almost exclusively occur in large cities.  Rural programs are faithful to the 

original model and try little else. 

 

Not many SPOs have a vision for the future of the program.  Where there is such a vision, it 

tends to involve group activities that may not meet program criteria. 
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2. To what extent are the mandate and objectives of the program still relevant?  
 
 

We heard again and again throughout the evaluation from managers, staff, clients and hosts 

what a good idea HOST is and what a great program it is.  It is hard to argue with the central 

aim of helping newcomers settle in Canada or its simple design for carrying out this objective. 

HOST is cost-effective since it uses volunteers to carry out most of the work, and is a good 

complement to CIC’s other settlement programs, LINC and ISAP.  A few HOST managers argued 

that the original idea of matching no longer suffices for today’s immigrants, but in our view their 

case was weak.  The program’s mandate and objectives remain as relevant as ever.  

 

 

3.  What were the activities of each HOST program? Were they as planned? How does the 
operation of HOST differ from its initial design? What does each agency think HOST is? What 
types of factors impeded or facilitated achievement of the objectives?  What is the rationale for 
each delivery model? 
 
 

For the most part, HOST mirrors the program envisaged by policy-makers.  HOST continues to 

be the matching program it was designed to be in most Ontario SPOs.  Certain SPOs have 

strayed beyond the matching service, creating interventions that have no clear association with 

HOST.  Their rationale is, “This is what our newcomers need to settle and integrate.”  Individual 

agency reports detail each delivery model. 

 

Eclipsing all other factors in impeding the achievement of HOST objectives is finding enough 

hosts to satisfy demand.  Only a few small communities had enough volunteers.  Many SPOs 

were unsuccessful in devising new ways to lure volunteers; they often blamed lack of time and 

lack of resources.  Certainly there is merit in the lack of resources argument: CIC has been 

stingy with funds for marketing.  

 

 

4.  How does the matching process work?  What screening mechanisms are used for hosts? 
Are the backgrounds of hosts and clients compatible? How are host preferences and client 
needs balanced in the matching process? How much time elapses between volunteering and 
match?   
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Chapter 3 outlines the matching process for HOST in Ontario.  Six agencies employ police 

checks before accepting volunteers as hosts.  All but one routinely check with references 

supplied by applicants.  Initial interviews are also used to screen out unsuitable volunteers.  No 

agency reported they screen out more than a few percent of applicants.  With such a shortage 

of volunteers, they can’t be too choosy. 

 

As chapter 6 demonstrates, host and client backgrounds are similar.  Almost all SPOs had a 

policy of same sex matches.  About two-thirds of hosts but only half of clients were female; but 

this is somewhat misleading because clients are often families and we asked for the traits of the 

family head (who is more often male).  Level of education is little different: the majority of both 

groups were university graduates.  Hosts tended to be older than clients.  This is largely 

because a substantial proportion of volunteers are retired and/or are older with grown children 

(and hence with more time to volunteer), as we learned during the site visits. 

 

Preferences and needs of clients and hosts are identified on the application form and through 

the initial interviews.  SPOs do their best to match based on these elements, but sometimes the 

shortage of volunteers precludes this. 

 

Time between volunteering and match varied by SPO.  Across all hosts who returned the survey 

it was four and a half weeks on average. 

 

 

5.  Do agencies use CIC’s definition of matches?  How many matches of each type are made at 
each agency? What proportion of clients don’t get matched?  What proportion of matches are 
not accepted by clients and hosts? How long do matches last?  
 
 

SPOs say they use CIC’s definition of matches, though it is hard to verify this.  The number of 

matches made at each agency is shown in the agency report.   

 

Because of poor monitoring capabilities, SPOs were not able to give precise estimates of the 

number of clients not matched or the proportion of matches not accepted.  They invariably said 

“very low,” or “a few percent.”  We know from the survey that about a quarter of hosts claimed 

they had stopped meeting their client, often due to a move.  The typical match lasts about seven 

months according to administrative data supplied by SPOs. 
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6.  How does group programming work?  What activities are subsumed under this?  Which 
agencies use it and why? Does group programming meet the objectives of HOST?  How useful 
are group activities to clients? Do participants in group programming eventually get matched? 
 
 

Chapter 4 summarizes HOST group programming in Ontario and which agencies use them.  

The major activities are: social events such as potluck dinners, Christmas parties and group 

outings; regular group meetings such as English conversation sessions; and subprograms 

aimed at particular target groups such as youths and francophones.  

 

Some group activities, such as the special events, are used by SPOs to support the match and 

thus indirectly help HOST to meet its objectives.  Group programming for target groups usually 

directly meets the program’s objectives: it is a matching service for these target groups.  

Regular classes may help HOST meet its objectives but the activities themselves are often 

outside the program’s mandate. 

 

Clients gave high marks – B on average – to group programming, suggesting they have found it 

useful.  SPOs don’t keep enough information to enable us to determine if participants in group 

meetings eventually get matched.  Many don’t take attendance and none computerize it for later 

analysis.  We did learn that many who attend English conversation circles did not wish to be 

matched.   

 

 

7. Where do referrals come from?  How does each agency market the program? What outreach 
efforts were most successful and why?  What difficulties were there in recruiting and how were 
they overcome? Are agencies doing enough to find hosts?  Do they have access to any 
expertise in the area of marketing? Are there enough hosts? 
 
 

Chapter 3 outlines outreach and marketing.  Each agency’s strategy is summarized in its 

individual report. 

 

Most client referrals come internally – usually from ISAP or LINC; most hosts learn about the 

program from advertisements, internal referrals or word of mouth.   
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Judging by Chart 3.4, the most effective outreach strategy was newspaper or cable TV 

advertisements, which initially informed 22% of hosts.  Most of the advertising done was public 

service announcements.  Some coordinators asserted that in their experience paid advertisements 

were much more effective.  Advertising can be effective because the program sells itself to 

volunteers who are interested in helping newcomers, in learning new cultures, in gaining 

experience for future careers, or in making friends. 

 

Most agencies experienced difficulties in finding hosts.  All agencies used the same basic menu 

of strategies: brochures, posters, presentations, PSAs, display booths, web pages and 

registering with local volunteer bureaus.  There were few novel ideas used to lure hosts, 

because expertise in marketing was rare, and because budgets were insufficient to support 

creating and carrying out new strategies.  SPOs by and large meet their match quotas (though 

some do so in part by using outdated definitions of matches). 

 

 

8. What is the profile of program participants and hosts? What is the estimated size of the target 
population? Should HOST be targeted to certain types of immigrants and if so, how? Do 
agencies target specific groups?  Which ones? Were participants from the intended target 
group?  Were a wide variety of ethnocultural groups served?  
 
 

Chapter 6 presents the profile of each group. There was nearly an even distribution of 
newcomer cases by sex: 48% women, 52% men.  This breakdown is influenced by designation 
of the head of the family, which is usually the man.  By comparison, 65% of volunteer hosts 
were women.  The average age of newcomers as of program completion was 32.2 years.  Hosts 
were a little older on average: 37.5 years.  Almost 70% of the clients were married, as 
compared to 50% of hosts.  Clients came from 87 different nations, thus a wide range of 
ethnocultural groups have been served.  Close to half the hosts were born outside Canada. 
 
About 110,000 newcomers settle in Ontario annually.  HOST serves just over 1% of them.  Six 
agencies target youths and one targets francophones.  CIC has mandated that agencies also 
target families to increase the number of newcomers served.  Some agencies dispute this 
requirement saying, “A family by its very nature is a support network.  If anyone needs more 
help it’s isolated single people.” 
 

The program is serving those who it is intended to serve.  Only 7% were found to be ineligible 

on the basis of immigration status. 
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9.  What help does an immigrant need upon first arriving in Canada? Do the HOST objectives 
and services/ interventions meet the needs of the target group?  How were client needs 
identified?  What expectations do clients and hosts have of the program?  To what extent are 
expectations being met? 
 
 

Asked the first question, HOST staff invariably said ISAP services are what newcomers need 

upon arriving.  HOST complements ISAP by helping newcomers settle into their new 

communities after their immediate needs are met.  Clearly HOST does not meet all the needs of 

newcomers, but no single program can.  Many HOST staff pointed out that clients most need a 

job upon arrival and some agencies have stretched HOST to inculcate essential job skills such 

as English and computer knowledge to make newcomers more employable. CIC has forced the 

termination of computer classes, but has thus far permitted English language discussion groups. 

 

SPOs do little in terms of needs assessments.  They generally just look at the boxes the person 

checked on an intake form.  ISAP workers presumably refer only those who they feel can 

benefit from HOST.  London is an exception, where needs assessments are taken seriously.  

Hamilton also reported doing needs assessments although we don’t know how thorough they 

are. 

 

The predominant expectation of clients was to polish their English language skills.  Getting 

information on the community was the second most often mentioned motivation.  (See Chart 

3.2.)  About half the clients said their expectations were completely met, most of the balance 

said they were partially met. 

 

The primary motivation of hosts was simply to help newcomers (Chart 3.5).  About 70% said 

their expectations were completely met. 

 

 

10.  What tracking/monitoring systems have been implemented to collect data on participants 
and the services they receive?  Are the key fields being completed?  Are any monitoring data 
being computerized?  Is it adequate for the purposes of the evaluation?  Are projects taking 
accountability seriously?  Is there an advisory council?  If so, what is its role? What follow-up 
procedures are used?  What are the frequency of follow-ups with clients and hosts? 
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As Chapter 5 reveals, monitoring was the weakest aspect of HOST delivery.  SPOs don’t 

monitor the program at all.  Only two sites have a computerized database, and only one of those 

is fully functional.  Typically, the “monitoring system” is paper files on individual clients and 

hosts.   

 

None of the 15 HOST agencies had an advisory council with a direct role concerning HOST.  

Typically SPOs have a board of directors, but there is no advisory role for HOST. 

 

Follow-up is frequent but tends to be very informal.  Usually it is governed by no form and never 

is anything computerized; informal phone conversations are the norm.  The first follow-up 

generally occurs within a week or two of the match meeting to catch problems early.  Thereafter 

many agencies do monthly follow-ups. 

 

 

11. What expertise does the agency have to run HOST? What are the characteristics of a good 
service provider? How did they prepare for their role?  What training did staff receive?  How long 
have they been working with the program? What are their perceptions of how HOST is 
administered by OASIS? 
 
 

These questions are addressed in each agency’s report.  In general, there has been no training 

for HOST managers and staff.  Periodic conferences sponsored by CIC tend to have HOST as a 

minor focus, say most HOST managers.  Almost never is there a training element devoted to 

HOST.  Agencies’ budgets are too restricted to pay for any training.  Many called for computer 

training to help them produce required reports. 

 

Turnover of HOST staff has been a continual problem.  Salaries paid to coordinators and staff 

were said to be too low to keep talented people.  As well, the agencies that run HOST generally 

offer few opportunities for advancement.  

 

About half the agencies said they have a good relationship with OASIS.  The other half claimed 

that OASIS doesn’t understand their agency or their community very well, because they hardly 

ever see their program consultant and because of continual change of consultants. 
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12.  What local community elements affect program delivery? What community partnerships 
have been developed to facilitate recruitment of hosts or clients?  Which agencies have 
partnerships with schools and how do they work? 
 
 

The number of newcomers in the community was said to be the most important local element 

affecting program delivery.  Toronto gets so many newcomers, argued CultureLink, that they 

have been forced to adopt group interventions to serve as many as possible.  Thunder Bay gets 

so few that they have a surplus of volunteers and have scaled back outreach efforts.  The size 

of the community has implications for delivery as well.  CultureLink and Youth Assisting Youth 

must take account of where a person lives in Toronto before matching: location takes 

precedence over traits or interests in matching.  Peterborough and Thunder Bay posited a 

“volunteer ethic,” in their communities that made it easier to recruit.  This may be partly a 

function of how much there is to do in smaller communities as compared to big cities; those in 

small communities may have more idle time on their hands.  

 

Other than schools there are no formal partnerships in place to deliver HOST in Ontario.  Asked 

about partnerships, coordinators invariably listed referral agencies.  Kitchener-Waterloo, 

Hamilton and Windsor run programs in schools; these are summarized in Chapter 4.  

 

 

13.  Is there any evidence of unintended impacts, negative or positive, on participants, the SPO, 
community agencies, or hosts?   
 
 

We found no evidence of any unintended impacts on clients or hosts.  Development of new 

programs within HOST is often an unintended impact, which might be considered negative by 

CIC and positive by the SPO. 

 

 

14.  How satisfied are newcomer clients with HOST and its various services?  Do satisfaction 
ratings differ by participant traits or type of service?  How did they find out about HOST? What 
suggestions for improvement do they have? 
 
 

Chapter 7 centres on satisfaction with the program.  Overall, newcomers were very happy with 

HOST, giving it an B+ (very good) on average. There were no differences in overall opinion of 
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the program by sex, age group or education.  Interestingly, there were no significant differences 

in opinion by length of time clients had to wait for a match. 

 

As Chart 3.1 reveals, 60% of clients learned of HOST by being referred internally or from word-

of-mouth.  Others are referred by outside agencies, and some heard or read an advertisement 

placed by the HOST SPO – almost always public service announcements in local papers or on 

community cable television.   

 

Client suggestions for improvement are listed in agency reports.  The most frequent suggestion 

was for more social activities. 

 

 

15. How satisfied are hosts with the different elements of the program?  How did they find out 
about HOST? What were their motivations for participating?  How involved were they? How did the 
agency help them in their role?  What are the key elements of host training?  What is an 
appropriate host activity? What did they do to make the experience valuable for newcomers? Do 
agencies do anything in terms of volunteer recognition? What proportion return for another 
match?  What suggestions for improvement do they have? 
 
 

Chapter 7 also deals with host satisfaction with the program.  As with newcomers, they were 

pleased with HOST, giving it an B+ on average.  There were no differences in overall opinion of 

the program by sex, age group, education, or by length of time hosts had to wait for a match.  

Hosts were also satisfied with the training they had received (B) and with ongoing contact with 

the SPO (B).  

 

Chart 3.4 shows how hosts learned about the program.  The largest proportion (22%) heard or 

read a public service announcement.  Word of mouth accounted for 19%.  Another 15% were 

already active as volunteers in the agency.  Chart 3.5 lists the reasons hosts gave for 

volunteering as hosts.  Altruistic reasons predominated – simply to help newcomers, to serve 

the community, or because they liked helping people in general.  Many saw a benefit to 

themselves as well – to make a friend, to learn about other cultures, to gain valuable experience 

to help realize future career plans and even to understand our own culture better.  Some, 

especially older people, mentioned that they were looking for something meaningful to do with 

their spare time, and HOST seemed ideal. 
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The typical host met his or her client about once a week, the requirement of most SPOs.  SPOs 

helped by sponsoring special events to assist hosts with their clients.  They were available for 

ongoing support as required by hosts.  As well SPOs provided in-depth orientation on how to 

fulfill their role as hosts.  Key elements of host training were: introductions of attendees; 

introduction to the agency and its services; a HOST program overview; a video on HOST; a 

volunteer job description; review of such topics as cross-cultural communication, culture shock, 

newcomer settlement needs, common adjustment problems, and dos and don’ts for volunteers; 

suggestions for activities with newcomers; and case studies, which are “what-if” scenarios read 

by participants and discussed by the group (e.g., What if your client is in an abusive 

relationship?).  Several SPOs have compiled relevant pamphlets and handouts into an 

orientation kit, which is distributed to volunteers at the outset of the meeting. 

 

Activities shared by hosts and their clients are displayed in Chart 3.6.  Meeting for coffee or just 

to talk led the list of activities – about eight in 10 pairs did this.  Practicing English was 

mentioned by approximately three-fourths of clients and hosts.  Seeing interesting places in the 

community was cited by about half the respondents.  In the focus groups hosts told us that they 

attempted to make the experience valuable by doing the things the newcomer wanted to do and 

teaching them the basics of living in Canada. 

 

All agencies recognize their volunteers.  Most often it takes the form of a dinner, usually potluck. 

Most SPOs provide a certificate of recognition and perhaps a small gift such as a calendar or 

coffee mug.  Of hosts who had been involved with the program for at least a year, 88% reported 

that their efforts had been officially recognized by the SPO.  

 

Host suggestions for improvement are listed in agency reports.  Popular suggestions included 

more social activities, more training, more advertising to promote the program, more meetings 

among volunteers to discuss concerns and ideas for activities, and more careful matching. 

 

 

16.  To what extent did newcomers and hosts quit the placement before their anticipated 
completion date?  What were the main reasons for discontinuation?   
 
 

Survey data suggest the proportion of matches ending early is perhaps a quarter.  About a 

quarter of the hosts who stopped seeing their clients said the person had moved.  Other 
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reasons given by respondents also preclude the possibility that the match was poor. For 

example, 17% of hosts whose match ended prematurely said their client found a job or started 

school and didn’t have the time for the match meetings.  But in about 29% of the cases where 

the match ended (about 7% of cases overall), it was clear that they didn’t get along: “Our 

expectations were different.”  “(Newcomer) broke off unexpectedly.”  “Nothing in common.”  

“Family appeared to have no interest in activities or services suggested by our group.”  “She 

stopped communication, cancelled meetings, etc.”  Thus, 7% of matches failed because the 

match itself was poor.  

 

 

17.  What resources have been allocated to HOST?  Are there more efficient ways of achieving 
the same objectives?  How do results compare across sites? What is the staff allocation at each 
site?  What is the cost per match at each site?  What are the reasons for any divergence? 
 
 

Total HOST funding to SPOs in 1999-2000 was $1,705,228.  Cost per match ranges from $617 

to $2467: the mean is $1193.  Mean staff hours per match was 51.8; the range across SPOs 

was 23.3 to 113.2.  As for reasons for divergence, we believe it comes down to a dependence 

on the historical patterns of funding.  There are other factors involved as well, such as how 

much the agency asked for. 

 

 

18.  What lessons have been learned from HOST?  Describe the characteristics of good 
programs. How can best practices be replicated elsewhere?  What does each agency need to do 
to improve its HOST program? 
 
 

Recommendations are included in each agency’s report to help it improve its HOST program.  A 

good program should: 

 

 continually try to improve its outreach and marketing to reach newcomers who can benefit 

from HOST and to lure an ample number of quality volunteers; 

 orient newcomers to the program to ensure it meets their needs, they have realistic 

expectations of HOST and they understand what they are committing to;  

 train hosts so they understand their role, settlement needs of newcomers, cultural 

sensitivities of newcomers, and what they are committing to; 

 match people with similar traits and interests; 
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 provide ongoing support to both parties; 

 follow-up with both parties to ensure the relationship is unfolding well;  

 use a good database to support program administration; and 

 monitor the program as a whole to facilitate constant improvement. 

 

 

 



 

 

 
 
 

 
 
 

 
 

 
 
 
 
 
 

Suggested End of Match Questionnaires 
 

Suggested Registration Form 
 
 

APPENDIX  
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HOST 
 

END OF MATCH CLIENT SURVEY 
 
 
 

About This Survey 
 
 
The purpose of the HOST program is to help new immigrants to settle comfortably in Canada.  
To make the program as helpful as we can for those who take part, we ask you to complete this 
survey.  Your responses will be combined with responses of other participants to help us 
understand the situation and needs of people who participate.  The information you provide will 
remain confidential and you will not be identified in any report. 
 
The questions are easy to answer and ask you to: 
 
 

CHECK THE CIRCLE NEXT TO YOUR ANSWER  1 Yes 

         2 No 
 
or ENTER A NUMBER IN THE APPROPRIATE SPACE      8       Months 
 

or PROVIDE A BRIEF WRITTEN ANSWER.     friendship   

 
 
For families in the HOST program, we ask that only one of the adults fill out the survey.  Please 
return the survey in the enclosed envelope by [DATE].  Thank you for your help. 
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NAME:  _________________________________________ 
 
 
 

SECTION 1 – Your Experience with HOST 
 
 
1. Are you still meeting with your volunteer host? 
 

1 YES  

 2 NO  Why not? ____________________________________________________ 
 
 
2. About how often do or did you meet with your volunteer host in a typical month?  
 

 ______________ times a month 
 
 
3. About how often are or were you in touch with your volunteer host by phone or email in 

a typical month?  
 

 ______________ times a month 
 
 
4. Would you say the amount of contact you have had with your host is too little, about right 

or too much? 
 

1 TOO LITTLE  

 2 ABOUT RIGHT 

 3 TOO MUCH 
 



 4 

 

5. What kinds of things have you done with your volunteer host? (Check the circle next to 
everything you have done with your host) 

 

1 MEETING FOR COFFEE OR JUST TO TALK 

 2 PRACTICING ENGLISH 

 3 HELPING YOU TALK TO AND UNDERSTAND CANADIANS 

 4 GOING TO SOCIAL EVENTS LIKE MOVIES AND SPORTS EVENTS 

 5 MEETING NEW PEOPLE IN YOUR COMMUNITY 

 6 SEEING INTERESTING PLACES IN YOUR COMMUNITY  

 7 LEARNING ABOUT CANADIAN LAWS AND RULES 

8 BANKING/SHOPPING 

 9 FINDING AND USING COMMUNITY SERVICES LIKE THE LIBRARY 

 10 USING THE TRANSIT SYSTEM (BUSES, SUBWAYS) 

 11 ENROLLING YOU OR YOUR CHILDREN IN SCHOOL 

 12 COOKING TOGETHER 

 13 FINDING HEALTH SERVICES (DOCTORS, HOSPITALS, HEALTH CARD) 

 14 GETTING A DRIVER’S LICENSE 

 15 HELP WITH JOB SEARCH  

 16 LEARNING JOB SKILLS (for example, help with use of computers) 

 17 OTHER (please write in the other things you have done together) 
  

_______________________________________________________________________________ 

 
 
6. Which one of these activities do you think was most useful to help you settle in Canada? 

(Please write on the line below the single most useful thing you did with your host.) 
 
 

___________________________________________________________ 

 
 
7. Were there any activities you did not do with your host that you thought might help you 

settle in Canada? 
  

1 YES  Which one(s)? ____________________________________________ 

 2 NO 
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8. What activities have you attended at [name of agency]? (Check the circle next to 
everything you have done at the agency) 

 

1 GROUP MEETINGS WITH OTHER NEW IMMIGRANTS  

 2 SOCIAL EVENTS (picnics, dances, parties) 

 3 NEWCOMER ORIENTATION 

 4 ENGLISH CLASSES (conversation circles) 

5 EDUCATIONAL EVENINGS (guest speakers, cultural presentations, videos) 

6 OTHER (please write in the other things you have done at the agency) 
  

 ___________________________________________________________________________________________ 

 
 
9. How did you expect the HOST program to help you? 
 
 
 
 
10. To what extent did the program meet your expectations? 
 

1 COMPLETELY 

 2 PARTIALLY 

 3 NOT AT ALL 
 
 
 

SECTION 2 – Satisfaction with HOST   
In this section we ask you to tell us how happy you were with the HOST program, 
with your host volunteer and with important aspects of the program.  

 
 
11. What do you think of the HOST program?  (Check one circle only.) 
 
 1 A  (EXCELLENT)      

 2 B  (GOOD)        

 3 C  (AVERAGE)      

 4 D  (BELOW AVERAGE)     

┌─ 5 F  (POOR)       
│ 
└  Why was it poor?  
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12. What do you think of your volunteer host?  (Check one circle only.) 
 
 1 A  (EXCELLENT)      

 2 B  (GOOD)        

 3 C  (AVERAGE)      

 4 D  (BELOW AVERAGE)     

 5 F  (POOR)       
 
 
13. What do you think of group activities arranged by [name of agency] (for example, 

workshops, conversation groups, potluck dinners and picnics)?  (Check one circle only.) 
 
 1 A  (EXCELLENT)      

 2 B  (GOOD)        

 3 C  (AVERAGE)      

 4 D  (BELOW AVERAGE)     

 5 F  (POOR)       
 
 
14. How much did the HOST program help you to settle (feel comfortable) in Canada? 

(Circle one number on the line below) 
 
HELPED A LOT         NO HELP AT ALL 

1-----------------------2------------------------3-----------------------4-------------------5 
 
 
 
15. What suggestions do you have to improve the HOST program? 
 
 
 
 
 
 
 
 
 

 
Thank you for taking the time to do this survey! 
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HOST 
 

END OF MATCH VOLUNTEER HOST SURVEY 
 
 
 

About This Survey 
 
 
The purpose of the HOST program is to help new immigrants to settle comfortably in Canada.  
To make the program as helpful as we can for those who take part, we ask you to complete this 
survey.  Your responses will be combined with responses of other participants to help us 
understand the situation and needs of people who participate.  The information you provide will 
remain confidential and you will not be identified in any report. 
 
The questions are easy to answer and ask you to: 
 
 

CHECK THE CIRCLE NEXT TO YOUR ANSWER  1 Yes 

         2 No 
 
or ENTER A NUMBER IN THE APPROPRIATE SPACE      8       Months 
 

or PROVIDE A BRIEF WRITTEN ANSWER.     friendship   

 
 
 
For families in the HOST program, we ask that only one of the adults fills out the survey.  Please 
return the survey in the enclosed envelope by [DATE].  Thank you for your help. 
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NAME:  _________________________________________ 
 
 

SECTION 1 – Your Experience with HOST 
 
 
1. Are you still meeting with your newcomer? 
 

1 YES  

 2 NO  Why not? ____________________________________________________ 
 
 
2. About how often do or did you meet with your newcomer in a typical month?  
 

 ______________ times a month 
 
 
3. About how often are or were you in touch with your newcomer by phone or email in a 

typical month?  
 

 ______________ times a month 
 
 
4. Would you say the amount of contact you have had with your newcomer is too little, 

about right or too much? 
 

1 TOO LITTLE  

 2 ABOUT RIGHT 

 3 TOO MUCH 
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5. What kinds of things have you done with your newcomer? (Check all that apply) 
 

1 MEETING FOR COFFEE OR JUST TO TALK 

 2 PRACTICING ENGLISH 

 3 HELPING NEWCOMER COMMUNICATE WITH CANADIANS 

 4 GOING TO SOCIAL EVENTS LIKE MOVIES AND SPORTS EVENTS 

 5 INTRODUCTIONS TO NEW PEOPLE IN YOUR COMMUNITY 

 6 SEEING INTERESTING PLACES IN YOUR COMMUNITY  

 7 DISCUSSING CANADIAN LAWS AND RULES 

8 BANKING/SHOPPING 

 9 FINDING AND USING COMMUNITY SERVICES LIKE THE LIBRARY 

 10 USING THE TRANSIT SYSTEM (BUSES, SUBWAYS) 

 11 ENROLLING NEWCOMER OR THEIR CHILDREN IN SCHOOL 

 12 COOKING TOGETHER 

 13 FINDING HEALTH SERVICES (DOCTORS, HOSPITALS, HEALTH CARD) 

 14 ASSISTANCE IN GETTING A DRIVER’S LICENSE 

 15 HELP WITH JOB SEARCH  

 16 TEACHING JOB SKILLS (for example, help with use of computers) 

 17 OTHER (please write in the other things you have done together) 
     

 

6. Which one of these activities do you think was most useful to help your newcomer settle 
in Canada? (Choose one category from question 5) 

 
 

___________________________________________________________ 

 
 
7. Was there anything your newcomer asked you for that you were unable to provide? 
 

1 YES  (specify) ____________________________________________ 

 2 NO 
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SECTION 2 – Satisfaction with HOST   
In this section we ask you to tell us how happy you were with the HOST program 
overall, and with important aspects of the program.  

 
 
8. Overall, what do you think of the HOST program?  (Check one circle only.) 
 
 1 A  (EXCELLENT)      

 2 B  (GOOD)        

 3 C  (AVERAGE)      

 4 D  (BELOW AVERAGE)     

┌─ 5 F  (POOR)       
│ 
└  Why was it poor? 
 
 
 
 
9. What do you think of the training you received from [name of agency]?  (Check one 

circle only.) 
 
 1 A  (EXCELLENT)      

 2 B  (GOOD)        

 3 C  (AVERAGE)      

 4 D  (BELOW AVERAGE)     

 5 F  (POOR)       

 6 NO TRAINING RECEIVED     
 
 
10. Was there any type of training you did not receive that would have been helpful in 

carrying out your role as a volunteer host? 
 

1 YES  (specify) ____________________________________________ 

 2 NO 
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11. What do you think of the ongoing support from [name of agency] to help you in your 
role?  (Check one circle only.) 

 
 1 A  (EXCELLENT)      

 2 B  (GOOD)        

 3 C  (AVERAGE)      

 4 D  (BELOW AVERAGE)     

 5 F  (POOR)       

 6 NO ONGOING HELP RECEIVED     
 
 
12. Did you have trouble contacting [name of agency] when you needed help concerning 

your role? 
 

1 YES  

 2 NO 

 3 DIDN’T TRY 
 
 
13. Do you intend to be a volunteer host again in the future? 
 

1 YES  

 2 NO 
 
 
14. What suggestions do you have to improve the HOST program? 
 
 
 
 
 
 
 
 
 
 
 

Thank you for taking the time to do this survey! 
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NEWCOMER REGISTRATION 
 
 
CONTACT INFORMATION 
 
1. First Name _________________________  Last Name _________________________ 
 
2. Address:    Street  ____________________________________________        Apt.________ 
 

    Town/City ___________________________ Postal Code ___________ 
 
3. Home phone  ________________________  Business phone  ________________________ 
 
 email address ____________________________________ 
 
 
IMMIGRATION INFORMATION 
 
4. Date of arrival in Canada?          __________/________ 

Month    /    Year 
 
5. Date of arrival in [community]?        __________/________ 

       Month    /    Year 
 
6. Current immigrant status: 
 

1 CANADIAN CITIZEN 

 2 LANDED IMMIGRANT  immigration number _________________ 

3 REFUGEE CLAIMANT 

4 REFUGEE  

5 VISITOR TO CANADA 

6 MINISTERIAL PERMIT  permit number ___________________ 
 
 
DEMOGRAPHIC INFORMATION 
 

7. Sex:   1 Female    2 Male 
 
8. Age:     ___________ YEARS 
 
9. Country of origin:    _________________________ 
 
10. Mother tongue  _____________________  Other languages  _____________________________ 
 

11. Knowledge of English: 1  Limited  2  Moderate  2  Fluent 
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12. Marital status: 
 

1 MARRIED 

 2 COMMON-LAW 

3 SINGLE (NEVER MARRIED) 

 4 SEPARATED 

5 DIVORCED 

 6 WIDOWED 
 
13. Which of your family members will be joining you in the HOST program? 
 
  Name     Relationship   Age 
 

______________________________ _________________________  _____ 

______________________________ _________________________  _____ 

______________________________ _________________________  _____ 

______________________________ _________________________  _____ 

______________________________ _________________________  _____ 

______________________________ _________________________  _____ 

 
14. At the present time, what is the highest level of education you have completed? (Check only one response.) 
 

1 GRADE SCHOOL (UP TO GRADE 8) 

 2 SOME HIGH SCHOOL (GRADES 9-11) 

3 HIGH SCHOOL DIPLOMA/GED 

 4 SOME COMMUNITY COLLEGE OR UNIVERSITY 

5 COMMUNITY COLLEGE DIPLOMA 

 6 UNIVERSITY DEGREE 
 
15. What is your preferred occupation? _______________________________ 
 
16. Are you currently . . . ? (Check one circle in each row.) 
 
         YES  NO 

a)  WORKING IN A PAID JOB    1  2 

b)  LOOKING FOR A JOB     1  2 

c)  IN SCHOOL/COLLEGE/UNIVERSITY   1  2 

d)  IN A LANGUAGE TRAINING PROGRAM   1  2 

e)  ON GOVERNMENT ASSISTANCE   1  2 
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PREFERENCES 
 
17. What do you enjoy doing in your spare time? 
 
 
 
 
18. What are your main reasons for joining HOST? (Check all that apply.) 
 

1 PRACTICE ENGLISH 

 2 LEARN CANADIAN CULTURE 

 3 LEARN CANADIAN RULES AND LAWS 

 4 INFORMATION ON THE COMMUNITY 

5 HELP WITH SETTLEMENT PROBLEMS 

 6 MAKE NEW FRIENDS 

 7 HELP WITH JOB SEARCH 

 8 OTHER (specify ____________________________________________) 
 
19. Do you have any preferences regarding type of host? (For example, age, language, family status) 
 

1 YES  (specify________________________________________________________) 

 2 NO 
 
 
20. What days and times are you available to meet with a host? _____________________________________ 
 
 
RECRUITMENT INFORMATION 
 
21. How did you first find out about the HOST program? (Check one circle only.) 
 

1 THROUGH ANOTHER PROGRAM AT [NAME OF AGENCY] 

 2 FRIEND OR RELATIVE TOLD ME 

 3 SCHOOL OR COLLEGE 

 4 SETTLEMENT OR SOCIAL SERVICES AGENCY 

5 BROCHURE OR POSTER 

 6 NEWSPAPER/RADIO/CABLE TV 

 7 RECEPTION CENTRE 

 8 OTHER 
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VOLUNTEER REGISTRATION 
 
 
CONTACT INFORMATION 
 
1. First Name _________________________  Last Name _________________________ 
 
2. Address:    Street  ____________________________________________        Apt.________ 
 

    Town/City ___________________________ Postal Code ___________ 
 
3. Home phone  ________________________  Business phone  ________________________ 
 
 email address ____________________________________ 
 
 
DEMOGRAPHIC INFORMATION 
 

4. Sex:   1 Female    2 Male 
 
5. Age:     ___________ YEARS 
 
6. Country of birth:    _________________________ 
 
 If other than Canada, when did you immigrate here?  ____________ YEAR 
 
 
7. Mother tongue  _____________________  Other languages  _____________________________ 
 
8. Marital status: 
 

1 MARRIED 

 2 COMMON-LAW 

3 SINGLE (NEVER MARRIED) 

 4 SEPARATED 

5 DIVORCED 

 6 WIDOWED 
 
9. Which of your family members will be joining you in the HOST program? 
 
  Name     Relationship   Age 
 

______________________________ _________________________  _____ 

______________________________ _________________________  _____ 

______________________________ _________________________  _____ 

______________________________ _________________________  _____ 

______________________________ _________________________  _____ 

______________________________ _________________________  _____ 
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10. At the present time, what is the highest level of education you have completed? (Check only one response.) 
 

1 GRADE SCHOOL (UP TO GRADE 8) 

 2 SOME HIGH SCHOOL (GRADES 9-11) 

3 HIGH SCHOOL DIPLOMA/GED 

 4 SOME COMMUNITY COLLEGE OR UNIVERSITY 

5 COMMUNITY COLLEGE DIPLOMA 

 6 UNIVERSITY DEGREE 
 
 
11. Are you currently: (Check all that apply) 
 

1 EMPLOYED FULL-TIME  (specify occupation: ____________________________) 

 2 EMPLOYED PART-TIME  (specify occupation: ____________________________) 

3 UNEMPLOYED AND LOOKING FOR WORK 

4 A STUDENT 

5 A HOMEMAKER 

6 RETIRED 
 
 
PREFERENCES 
 
12. What do you enjoy doing in your spare time? 
 
 
 
 
13. What are your main reasons for joining HOST? (Check all that apply.) 
 

1 TO HELP NEWCOMERS SETTLE IN CANADA 

 2 TO LEARN ABOUT OTHER CULTURES 

 3 I KNOW FROM PERSONAL EXPERIENCE WHAT THEY’RE GOING THROUGH 

 4 TO GIVE BACK TO THE COMMUNITY 

5 TO MAKE FRIENDS 

 6 GOOD EXPERIENCE FOR A FUTURE CAREER 

 7 GOOD WAY TO SPEND FREE TIME 

 8 I ENJOY HELPING PEOPLE 

 9 OTHER (specify ____________________________________________) 
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14. Do you have any preferences regarding type of newcomer? (For example, age, language, family status, 
culture) 

 

1 YES  (specify________________________________________________________) 

 2 NO 
 
 
15. What days and times are you available to meet with a newcomer? ________________________________ 
 
 
RECRUITMENT INFORMATION 
 
 
16. How did you first find out about the HOST program? (Check one circle only.) 
 

1 WAS ALREADY ACTIVE AT [NAME OF AGENCY] 

 2 FRIEND OR RELATIVE TOLD ME 

 3 SCHOOL, COLLEGE OR UNIVERSITY 

 4 SETTLEMENT OR SOCIAL SERVICES AGENCY 

5 BROCHURE OR POSTER 

 6 NEWSPAPER/RADIO/CABLE TV 

 7 INTERNET 

 8 DURING A PRESENTATION  

 9 DISPLAY BOOTH 

 10 PLACE OF WORSHIP 

 11 VOLUNTEER BUREAU 

 12 OTHER (please specify _________________________________________) 
 
 
REFERENCES 
 
17. Please provide two references who are not family members. 
 
Name ______________________________  Relationship _______________________  Phone ______________ 

Name ______________________________  Relationship _______________________  Phone ______________ 

 


