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Igniting Potential Lead

● Steering Committee:

○ Alex Blatchford-Smith  - Child Creativity Lab 
○ Yazmin Dukes - Mom’s  Orange County

○ Ude Ohuche - Pretend City 

○ Elizah Siegel - Parentis Foundation 

○ Kristin Davies - IPSF

○ Beckie White - KidWorks 
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Giving Day Snapshot
 

Year Total # of NPS $$ Raised Average Raised 
by NPO

2015 347 $1,813,460 $5,226

2016 418 $3,267,245 $7,816

2018 78 $1,462,200 $18,749

2019 77 $1,656,342 $21,381

2020 99 $3,227,500 $32,601

2021 112 $4,470,106 $39,912

2022 120 $4,646,719 $38,723





Celebrating Success
 

Giving Day # of Non-profits $$ Raised # of Donors Hashtag

Love Is 8 $133,082 416 #loveisoc

The Future is working 15 $317,277 623 #futureworkoc

Help Them Home 24 2,385,897 2,653 #helpthemhomeoc

Empowering 
Possibilities

13 $150,906 373 #empoweringpossibilitiesoc

Stand & Salute 5 $262,912 339 #standandsaluteoc

Impact Anaheim 10 $231,199 467 #imactAnaheimoc

Greatness Amplified 12 $396,342 458 #greatnessamplifiedoc

Protect & Preserve 10 $113,312 264 #protectandpreserveoc

Igniting Potential 18 $513,566 876 #ignitingpotentialoc

Preserving Dignity 5 $142,226 236 #preservingdignityoc 



○ Success is directly tied to the pre-planning done by an org 
○ Online Campaigns continue to be very effective 
○ Number of donors down in 2022 but average amount of donations up
○ Buy in from leadership and board is imperative
○ Branding is making a difference (exponential year over year growth)
○ Communicate needs with transparency
○ Engage staff, donors, board members and volunteers for max results
○ Matches motivate donors to give
○ Peer to Peer Fundraising is the key to growing your donor base
○ Participating nonprofits need guidance on maximizing P2P strategy

Lessons Learned in ‘22



Igniting  Success
 

Giving Day # of Non-profits Goal Total
Raised 

2018 12 $135,000 $154,844

2019 8 $125,000 $127,985

2020 12 $125,000 $304,827

2021 17 $200,000 $435,515

2022 18 $350,000 $513,566

2023 24 $350,000 ???



Igniting Potential Roles
•OCCF

•Reveille

•GiveGab

•Committee Chair

•Steering Committee

•Participating Nonprofits

o Including your staff, board and volunteers



● Complete an application that is approved by the Steering Committee and is 
supported by your orgs board and executive leadership

● $5,000+ Fundraising Goal 
● Promote org’s involvement on at least social platforms (minimum of 5 posts) 
● Two weeks before the event - promote Igniting Potential on your org’s website and 

social
● Tag/Promote/Cheer on each other’s content during the two week launch  

Expectations for 
Participating Orgs



Participating Nonprofits’ Responsibility

Dive into 8 Week Workplan (Include link from TOC) Complete best practice section by 8/23 

Develop Communication Plan Start now, complete by 8/09

Plan communications with 8 Week Com Guide 
This guide, produced by GiveGab, will help you stay on track with 
your giving day communications

Create emotional client stories Start now

Position match and fundraising goal Start now

Create e-blasts, posts and giving page Start now

Nonprofits to complete all customizations on their 
organizations Giving Day Campaign Page

GiveGab to open on 8/01

Send giving day preview messages 9/14 

Giving Day – call to action 9/27 

Stewardship Day after Giving Day and beyond 



Branding/
Digital Assets/Toolkit
Pre-recorded from Kristin Scheithauer, Reveille Inc. 



Strategies for Success
• Social Media
• E-Mail 
• Story Telling
• An Effective Giving Page
• Match Donors
• P2P Fundraising
• Thanking Donors 



Social Media
Tell Your Story
People are more inclined to 
donate if they connect with your 
mission.

Plan Your Posts In Advance
Download the content calendar 
template to get started.



Social Media: Engagement

● Tag other organizations and people when 
your post refers to them.

● Include your hashtag in all of your giving day 
or fundraising related posts.

● Share and comment on others’ posts.

Calls to Action
Make A Difference Today → Link to your giving 
day/fundraising page
Share Your Personal Story → Link to create a P2P 
fundraising page



Social Media: Countdown



Social Media: Campaign Day
Recognize Giving Patterns & Plan Accordingly

• 12 am – 6 am low activity

• 6am – 10am high activity

• 10am – 5pm low activity

• 5pm – 8pm high activity

• 9pm – midnight low activity



Social Media: 
Videos & Lives



Social Media: Sharing Results



Strategies for Success
• Social Media
• E-Mail 
• Story Telling
• An Effective Giving Page
• Match Donors
• P2P Fundraising
• Thanking Donors 



Tips on Building a 
Successful Campaign

• Pick your IP asset images and best agency photos

• Decide on your “good news and “bad news” balance

• Use your most updated news

• Update your database (new donors from previous year)

• Save the date

• State your goals

• Always have a donation button and call to action

• Use a heartfelt message

• Give progress reports

• Say thank you



Design Eblasts 
in Advance
• Build your timeline

• Decide on the number of eblasts

• Have a concise plan for the content of each one

• Decide on date and time of each eblast delivery

• Preschedule in your software (except results)
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Importance of a Match

• 105 organizations (88% of orgs) featured a match/challenge 
• 214 matches available

• $1,718,300 Total Dollars available

• Average amount raised by organizations with 
matches/challenges = $43,239

• Average amount raised by organizations without 
matches/challenges = $6,701

2022 Collaborative Giving Days Match Results

More on Matches and Challenges

Organizations with 
matching funds raise 
on average 7.5x more 

than organizations 
without a match

https://drive.google.com/file/d/1Bz8wOBQbQ4rZO7QKG50r-nkwVLRRhR30/view?usp=share_link


Importance of a Match:
● Provides incentive for donors, their gift goes further
● Increased engagement from supporters
● Great way to get 100% Board Participation at a level that is 

meaningful to them

● If you don’t have one large match, combine smaller gifts for 
multiple matches

● When one match is reached, celebrate and thank that 
matching donor, then start the next match

Securing a Match:



Promoting Your Match
• Feature any active matches on your fundraising page
• Keep the details of your match as clear as possible
• Brand your match and promote on all online platforms
• Every donation received on your giving day or during your online campaign 

will be matched thanks to our sponsor!

Last year’s 
example:



Strategies for Success
• Social Media
• E-Mail 
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Resources, Questions 
& Next Steps
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Campaign Page 101
Give Gab Platform Fees

2.5% Platform Fee

+

$.30 pre transaction

● 2.5% Credit Card Fee

=

$.30 + 5%

● No Registration cost or subscription 

required to participate

● Donors ALWAYS have the option to cover 

all fees on behalf of your org

● Historically around 85%-95% of donors 

cover fees on your behalf





IP Timeline (2 wks)
September 13th:

• Social media 
countdown launches

• Send press release 
Begin posting on social 

• Run ads on social

September 20th:
● Start sending e-mails



IP Timeline (48 hrs)
Day Before (9/26):

• Post IP info on your homepage
• Touch base with your champions
• Send out E-mail/Social reminding about IP

During (9/27):
• Giving Day E-mails
• Lots of social
• Celebrate success 

After (9/28):
• Follow-up
• Celebrate & Cultivate



Campaign Page 101
Polls

• Give Us Your Feedback



Questions & 
Next Steps


