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Submit Your Questions!

If you have questions or comments 

throughout the webinar, send us a chat 

or submit via the Q&A form.

Introduce yourself! Name, location, 

organization.



Agenda

• Types of Giving Days Defined

• Common Misconceptions

• Stages For Planning Giving Days

• Create a Compelling Message

• Q/A Janet Cobb, CFRE, CNP

Personal Fundraising Coach

Victoria Fiordalis

Giving Day Project Manager



A Giving Day isn’t a 
MOTIVATING, COMPELLING 
reason to give – but it is an 

opportunity to ask.



Nonprofit Initiated
Giving Day

Giving TuesdayThird Party 
Giving Days



Common Misconceptions

➢ If you build it, they will 

come...

➢ Donors automatically know 

about a Giving Day 

➢ Donors don't need to be 

thanked because they were 

thanked through...



Plan      Promote Launch

Ready Set Go!

Evaluate & Steward



Plan



Plan: 4-6 months in advance

o Date

o Name / Theme

o Create Hashtag

o Coordinate Website/Social Take-over

o Plan your Channels

o Set Specific Goals

o Identify Possible Fundraising 
Ambassadors

o Solicit Matching Gifts

o Decide on Incentives



Adding Peer-to-Peer Fundraisers to Your Giving Day Profile



Adding Matches/Challenges to Your Giving Day Profile



1. Set a clear goal for the day.

• Dollars to be raised

• Number of donors

• New donors

• Number of volunteers for events

• % Participation among key groups

2. Leverage what’s provided.

• Take advantage of any training or resources.

3. Work the media.

• Most giving days have built-in promotion and press coverage, online and off. 

• Reach out to your local contacts to help boost the attention for the big day—your community’s 

newspaper, television, and radio stations will likely welcome the inside scoop on a local event.

4. Embrace the urgency.

• Motivate donors to take action: a deadline and a match

• Encourage donors to give now and give more. 

• Underscore the sense of urgency in all your communications.

5. Empower your supporters.

• Get a boost through the power of social networks. 

• Encourage your supporters to spread the word 

• Give them easy ways to connect with you online 

• Provide pre-written messages they can copy, paste, and share.

6. Focus on your follow up.

Have a robust welcome and retention plan in place.

Please, don’t forget to send out an amazing thank you to start things off right.

6 Quick Tips for Giving Day Success



Create a Gift Pyramid

Visit www.giftrangecalculator.com

https://www.giftrangecalculator.com/


Set Goals but don’t announce them all…



Leverage...

• Third-party incentives

• Leaderboards

• Media coverage

• Urgency



Promote



Promote: 6 Weeks in Advance

o Activate Social Influencers

o Organization Ambassadors

o Make Personal Asks to 

Ambassadors to be Peer-to-

Peer Fundraisers

o Begin the Multi-Channel 

Communications
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Phone calls

Videos

Social Media

Emails

Banner on homepage

Text Messages

Omni-

channel
Sunday, Tuesday, WednesdayGet board members involved



Launch



Launch

o Seed the Giving Day with Board 

members, staff and insiders' gifts with 

a seed goal of 10% of the overall gift

o DON'T START AT ZERO!

o Over Promote the Campaign

o Give Continuous Updates

o Utilize Gamification Methods like 

Leaderboards, Contests, Premiums, 

Scoreboards, and Thermometer to 

Sustain Momentum



Evaluate



Evaluate against benchmarks:

Engagement

o Open rates

o Click rates

o General awareness

Contributions

o Money raised

o Number of new donors

o Number of recurring donors

o Average gift size



Access Detailed Analytics on your Giving Day Dashboard!



Steward



Steward 

o Plan for the Acknowledge, Thank, and 

Report Impact Stage

o Understand What Social Donors Need:

o 51% are "somewhat" or "unfamiliar" 

with the organization

o 38% are first-time donors to the 

organization

o Implement Stewardship Plan

2018 "Social Donors Study" OneCause

Photo by Karolina Grabowska: 

https://www.pexels.com/photo/crop-faceless-woman-planting-

seedling-into-soil-4207909/



A Giving Day isn’t a 
MOTIVATING, COMPELLING 
reason to give – but it is an 

opportunity to ask.



Create Shareable Content

Make it easy for your social 

ambassadors to spread your 

message far and wide. 

These include staff, volunteers, 

beneficiaries of your work, and the

passionate folks in your community.

Prepare materials in advance that 

people can quickly grab

and share:

•   Prewritten emails
•   Compelling images

•   Customizable graphics

•   Social media kit

•   Invitation templates

•   Fundraising tool kits
•  Short videos



Art of Persuasion

Promised Land: The 10 Commandments for Nonprofit Strategy, Communications, and Fundraising

LOGOS
Provide the information needed 
to understand the problem and 
how you’re solving it; offer data; 
demonstrate impact. Prepare 
graphs, charts, infographics, and 
hard facts. 

KAIROS
Outline both the possibility 
and the urgency of this 
moment and the unique 
opportunity offered if they 
get involved.

PATHOS
You can lead them to the brink of 

tears, but if they are full-on bawling 
and feeling overwhelmed, they won’t 

have the inclination and power to act. 
Offer the hope that compels them to 

action.

ETHOS
Demonstrate that your 

organization is not only driven by 
a passion and vision but has the 

capacity and know-how to 
address issues effectively and 

efficiently.

PATHOS LOGOS

ETHOS KAIROS

Emotion

Credibility

Facts

Urgency



Storytelling….

“If you wish to influence an 
individual or a group to embrace 
a particular value in their daily 
lives, tell them a compelling 
story.”     -- Annette Simmons, storyteller and author



The Power of Story

Houses built & security created Children educated & joy inspiredDancers trained & spirits uplifted

Kittens rescued & compassion lived Jobs obtained & lives transformedTrades learned & gardens planted

Gather and share testimonials



3131

Photos provide an example 

of who could be helped by 

making a gift. 

A single person or animal is 

easier to make an 

emotional connection with 

than a large group.

THE SINGULARITY EFFECT



500K
Description

Statistics can 
overwhelm. 

1 in 5
Description

Break it into 
manageable, 
relatable size. 

1 in 5 children struggle to…

Today you can give a child like Sam…



It made a difference for one….



Enemy Hero

The entity that prevents the vision 

from being achieved

Recipient

The one who fights the enemy to 

achieve the vision. Invite donors 

to join a fight NOT to fight alone.

The individual or group that will 

benefit when heroes fight the 

enemy to achieve the vision.

Vision

The world that 

needs to exist for 

you to no longer 

be necessary. 



Which would you rather 

read?



PERSONIFY ANIMALS & INANIMATE OBJECTS





Tangible Differences

Jobs attained

Reading grade levels raised

Meals served

Focus on Outcomes

Transformation

Confidence 

Dignity

Hope



How can you engage the audience?

• Keep it personal (segment the list)

• Use "you" focused sentences

• Have a clear call to action

• Show how the $ makes an impact

• Use storytelling



Questions
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