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Acknowledgment of 
Country
I am presenting today from the 
Kaurna Land of the Adelaide Plains

Image: ‘Country picnic’ 
by Bigi Nagala



Hi! I’m Julia 
Senior Content Producer | Funraisin

I believe the key to successful 
fundraising campaigns are in the 

stories you tell and creating an 
exceptional supporter experience.

A passionate fundraiser and lead content producer for 
over 8 years in the nonprofit and for-purpose health 
and disability sectors.

My experience includes driving content and marketing 
strategies for World’s Greatest Shave, the Mighty River 
Run, Loud Shirt Day and the Hospital Research 
Foundation Home Lottery.



Today, you’ll meet…

Julia Stone 
Senior Content Producer

Funraisin 

Carrie Fletcher
Group Account Director - Digital

Donor Republic

Anna Harré
Senior Partnerships Manager

Funraisin



What to expect:
- We’ll unpack the key phases of a Giving Day 

- Understand the key components that drive Giving Day success
 

- See these phases and components in action 

- Get hands on and see how to build a Giving Day site in Funraisin!

Questions?
Please pop any questions in the Q+A. 
We’ll aim to answer these at the end.





The three phases of a Giving Day



Three key elements of a Giving Day



Meet Carrie 
Group Account Director - Digital | Donor Republic

Carrie was a F&P 
2022 Mover & Shaker!

Carrie has been part of the Donor Republic team for 
over six years, and she has worked in the nonprofit 
sector since 2008. 

Her expertise is in event and digital fundraising 
strategy, digital acquisition, social media advertising, 
two-step campaigns and lead generation; supporter 
journeys; supporter engagement and relationship 
management; data analysis and digital production.



Creative theme and proposition
A successful giving day requires a theme and strong proposition. 
A statement that aims to encapsulate why a supporter would give money to your charity.

The best propositions are:

➔ Single minded
➔ Simple
➔ Tangible
➔ Clearly articulated need
➔ Donor's role front and centre
➔ Personalised



Proposition development: 
Donor Republic Shamrock

And how do we say it so 
that people give?

What is the solution?What is the need?

What is the donor’s role?



Proposition development: 
Donor Republic Shamrock

What is the solution?

What is the need?

What is the donor’s role?

Every year, around 11,000 
Australian children escape 
violent situations. Many leave 
with nothing more than the 
clothes they’re wearing. 

Give a Buddy Bag to a child entering 
emergency care, filled with essential 
items and a special teddy bear to 
provide them comfort.

Provide Buddy Bags to vulnerable 
children across Australia who are 
often scared, without any comforts of 
home. A lack of funding means that 1 
in 2 children miss out on a getting a 
buddy bag.



And how do we say it 
so that people give?

Give love, comfort and a Buddy Bag 
to a child escaping violence. 



Matched giving



What is a matched 
giving offer?

A Dollar Match is an incentive tool that uses the pledge of one 
person or organisation to inspire other people to donate. 

The premise is that every donation made by a supporter is 
doubled (or more).

A dollar match is a great incentive for donors to give resulting in 
increased donation revenue as it combines two key fundraising 
ingredients – a sense of urgency and amplified impact.

A recent study by Double the Donation found that 84% of donors 
say they’ve more likely to donate if a match is offered.

Matched giving is one of the most impactful 
fundraising strategies for a giving day.



Matched giving tactics
➔ Double match
➔ Triple match (or more)
➔ Hour of power
➔ Bonus rounds
➔ Have a launch time for dollar matching
➔ Provide updates throughout the day on of matching 

left



Create 
urgency 
COUNTDOWNS



Create 
urgency 
UPDATE ON 
TARGET



Create urgency 
AD CREATIVE EXAMPLES



The right message at 
the right time



Integrated digital approach
Our integrated funnel strategy with the dollar match is aimed 
at maximising outreach and driving donations.

Top of the Funnel

Expand reach to engage a broader audience through digital 
and above-the-line channels.

Mid-Funnel

Educate, emphasise the need and demonstrate how the donor 
can make a difference.

Bottom of the Funnel

Focus on converting these engaged audiences into donors by 
optimising bottom-of-the-funnel channels, such as Meta and 
Search, to increase click-through rates and conversions as 
well as owned channels for warm promotion such as home 
page pop ups, emails, phone calls and SMS. 



Key digital tactics for 
success



For your warm audience, personalise their experience with 
Personalised URLs (PURLS) through eDM, SMS and donation 
page based on past giving history.

Personalise the 
experience for 
donors 

The use of PURLS helps increase conversion and 
average gift.



Personalise the experience.
EDM & SMS
Warm up known audiences and acknowledge their support



Personalised URLs based on past giving history to increase average gift

Personalise the experience.
EDM & SMS



PURLS
Starts from emails & SMS
Personalise with merge tags:

● Sender first name
● Name in subject line
● Ask amount
● PURL link



PURLS
On donation page: 

● First name 
● Donation amount 



PURLS
Preload donation form details 
to make completing donation 
as easy as possible:

● First name
● Last name
● Mobile number
● Email 

Personalise your thank 
you message



Personalise your thank you



Personalised URLs based on past giving history to increase average gift

Personalised experience.
EDM & SMS



Donation page optimisation



Donation page tactics
● Header image to convey clear proposition
● Give a clear expression of the proposition across 

the page
● Countdown timer
● Dynamic donor tracker to be included for social 

proofing
● Target visible and progress bar
● Dollar handles included in donation form and at 

the bottom of the page with button to donation 
form

● Dollar match to be in header when live



Donation page optimisation

Visible target

Personalisation

Clear 
proposition

Countdown 
timer

Dollar 
match 
clear

Tangible dollar 
handles



Donation page examples
Clear proposition

Countdown timer until matched giving is over

Target is 
visible

Dollar matching 
clear

Dollar 
handles



Mobile optimised
● Readability 
● Proposition above the scroll
● Ask above the scroll
● Check how sections stack 
● Make sure donation form is easy to use



Before the day



On the day



Best practise donation page tips
All of our best performing campaigns follow a simple structure on their landing 
pages, with just enough copy to tell the story without presenting distractions or 
seeming too overwhelming.

Over the past year, our three best performing landing pages had 
approximately 300 words, with no design elements interrupting the copy flow

Images on these landing pages are 
fundraising basics – to camera, 
expressing need

None of the pages are over-designed 
or include superfluous information 
that provides distraction



Use a phased approach
Elicit early donations to drive momentum and increase social proofing  

14% of donations generated before the day 
in 2023.

In 2024 our strategy was to increase 
donations received before the day to drive 
more revenue.



Elicit early donations to drive momentum and increase social proofing  

Use a phased approach
EDM & SMS

Email 1 Email 2 SMS 1 Email 3 Email 4 Email 5 SMS 2 Email 6

Send 
Date

Tues 27 Aug 
2024

Tues 3 Sept 2024
Wed 4 Sept 

2024
Thurs 5 Sept 

2024
Mon 9 Sept 

2024
Thurs 12 Sept 

2024
Sun 15 Sept 

2024
Mon 16 Sept 

2024

Sender
Walter Mikac 

AM, AMF 
Founder

Walter Mikac AM,
AMF Founder

Walter 
Mikac

AM
N/A

Andrea*,
Tillie's* mum

Sarah Davies 
AM, CEO

FWD: Sarah on 
behalf

of X, refuge 
manager

TBC - based on 
SMS1 result

Walter Mikac 
AM,

AMF Founder

Theme Thank you Event-led Event-led Emotive Rational
Emotive & 
Rational

Event-led Event-led

Content

Impact 
warm up
Send to 

previous
AM donors

Announce AM 
Day

Early donations
are open

Announce AM 
Day

Early donations
are open

Emotive
Case study

Mother

Rational need
Shortfall in 

funding

Rational
Case Study

Refuge 
manager

Tuesday is
AM Day

Give an early 
bird donation

Tomorrow is
AM Day

Give an early 
bird donation



Elicit early donations to drive momentum and increase social proofing  

Use a phased approach
EDM & SMS



Elicit early donations to drive momentum and increase social proofing  

AMF 2024 revenue results

The Early Bird phase was critical 
to the success of the campaign.

Overall the 2024 campaign 
generated 78% more revenue 
than 2023.

40% of total revenue was driven 
before the day.



Use a phased approach: 
Meta 2023 tested a phased approach to the campaign



In 2024 expand the channel mix to utilise a full funnel approach

Use a phased approach: 
Channel Mix



Use a phased approach: 
Meta In 2024 elicit early donations to drive momentum for on the day

Top of funnel:
Awareness & Reach

Mid Funnel:
 Build platform learnings, drive 

early donations

Bottom funnel: 
Conversion, conversion, 

conversion!



Elicit early donations to drive momentum for on the day

2024 Meta Results

The Early Bird phase was critical to 
the success of the campaign.

42% of revenue was generated before 
the day AND it increased performance 
on the day by ensuring the campaign 
was ready for the spend increase.



Key tactics for digital success



Funraisin tools 
With templates, visual builder and customisation



Meet Anna 
Senior Partnerships Manager | Funraisin

Based in New Zealand, Anna has an extensive 
background in managing digital and marketing 
campaigns at leading NFP organisations including 
UNICEF Aotearoa.

At Funraisin, Anna works closely with our charity 
partners to optimise their fundraising campaigns and 
make the most of their platforms.



Let’s Recap



The Giving Day breakdown

Three key 
phases

Three key 
elements



Funraisin lite 
Free tools for NFP’s wanting to get started on Funraisin!

Visit: funraisin.co/lite



We’re here to help!
If you’d like to speak to our team about starting or optimising your campaigns, 
please get in touch!  

Funraisin: hello@funraisin.co
Donor Republic: grow@donorrepublic.com.au



Q+A



Thank you
We’re here to help! If you’d like to speak to our team about starting or optimising 
your campaigns, please get in touch!  

Funraisin: hello@funraisin.co
Donor Republic: grow@donorrepublic.com.au


