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Why are we here…

We’ve noticed a global 
trend!



We got talking…

Does the UK/EU Charity 
Market know what a 
Giving Day is, and take 
advantage of them?



What is a Giving Day?
”A Giving Day is a brief and exciting fundraising event or 
appeal, where a charity's supporters unite to reach a 
specific income goal, to make a big impact on the 
charity’s mission”



Around the world



What is a Giving Day?

”A dedicated day where a charity’s community 
is focused on hitting a specific fundraising 
goal”





What we will be covering
1. Giving Day Playbook
2. Ways to use Giving Days across the 

fundraising department
3. Going through a Case Study 



The Giving Day Playbook

How to build out your Giving 
Day Experience 🤔  



✅ Create your proposition

✅ Choose your audience

✅ Segment your database

✅ Choose your time!

✅ Set your goal

✅ Decide on Giving Day branding

✅ Build your campaign pages

✅ Consider matched funding

✅ Plan your marketing comms

✅ Build a buzz on social media

Before
T O O L S



Early CTA

Design 
Essentials

Countdown Clock

Social Sharing
‘Remind me’ / 
early donations

T O O L S



Highlight
Matched Giving

Early CTA



Why people 
should support
you

Secondary CTA

QR codes
Celebration 
of Matched 
Funders



Matched Giving
T O O L S



Comms…
Before



✅ Launch!

✅ Update campaign page design essentials

✅ Remind your audience that now is the time to give

✅ Build momentum with your marketing comms

✅ Kick-start your Matched Giving

✅ Segment your audience 

✅ Contact your audience again halfway through

✅ Make sure donors feel valued 

During
T O O L S



Donation 
ticker

Design 
Essentials

Celebrate Matched Givers

Reset the clock!

CTA

T O O L S



Strong case 
for support

Matched 
Giving 
multiplier



Live impact stats

Shout out 
top donors

Recognise your 
fundraisers



Matched 
Giving

T O O L S



Comms…
During



✅ Update campaign page design essentials

✅ Celebrate and thank your community

✅ Big reveal of your total

✅ Shout about the impact of your Giving Day total

✅ Thank your major donors and matched funders

✅ Thank all donors

✅ Follow up comms - convert them to regular givers

✅ Evaluate and analyse your data

After
T O O L S



Design 
Essentials

T O O L S



Final push 
for donations



Thank your 
community



Impact
T O O L S



Comms…
After



Templates
It’s already done for you

Playbook



📣 Before | Save the date lead gen

⏰ During | Live countdown to give

🎉 After | Thank you’s & celebration

Templates
T O O L S



📣 Before | Save the date lead gen

⏰ During | Live countdown to give

🎉 After | Thank you’s & celebration

Templates
T O O L S



Full Timeline
P L A N N I N G

  

Plan + scope

Decide concept 
and design

Gather key 
stakeholders

Begin Matched 
Giving chats

8 weeks 
before

  

Launch 

Social media and 
database comms - 
save the date 

Further Matched 
Giving cultivation

Log reminders for 
supporters - or get 
early donations!

4 weeks 
before

  

Hype building

Retarget 
supporters, remind 
them Giving Day is 
coming

Announce your 
goal

Let them know they 
can donate early!

1 week 
before

  

Countdown

Update campaign 
page design

Reminder comms 
blast to build 
urgency

1 day 
before

  

Here we go!

Regular contact 
with supporters, 
flag key milestones

Segment your 
comms if possible

Giving 
Day

  

Post 
Campaign

Update campaign 
page design

Thank you 
message to all 
donors

Next Call To Action

1 day 
post 



  

Plan + scope

Decide concept 
and design

Gather key 
stakeholders

Begin Matched 
Giving chats

8 weeks 
before

  

Launch 

Social media and 
database comms - 
save the date 

Further Matched 
Giving cultivation

Log reminders for 
supporters - or get 
early donations!

4 weeks 
before

  

Hype building

Retarget 
supporters, remind 
them Giving Day is 
coming

Announce your 
goal

Let them know they 
can donate early!

1-2 weeks 
before

  

Countdown

Update campaign 
page design

Reminder comms 
blast to build 
urgency

1 day 
before

  

Here we go!

Regular contact 
with supporters, 
flag key milestones

Segment your 
comms if possible

Giving 
Day

  

Post Campaign

Update campaign 
page design

Thank you 
message to all 
donors

Next Call To Action

1 day 
post 

Full Timeline
P L A N N I N G



How to utilise Giving Days 
for every team within a 
Fundraising Department

T E A M S





● Major Donors and Corporates

● Mutually beneficial offers

● Super Donors 

● Matched Givers 

● Giving Day Champions 

High Value Teams
T E A M S



● You’ve got a ready made day to focus on!

● See if you can get donations on the day matched

● Incentivise giving on that day through prizes and rewards

● Random acts of kindness

Event Teams
T E A M S



● During a Campaign - pick a time period

● Random acts of kindness

● Make the most of it

● Champion strategy

Community & DIY Teams
T E A M S



● Focal point in traditional appeals

● In Memory (community feel and support)

● Help get more regular donors

Individual Giving Teams
T E A M S



● Why just one team, when you could get the whole 

department involved?

● Coordinate timelines and pool your resources

● Use our financial coding in the back end - makes it 

clear which team various pots of money is going to!

● Consider elements you can add to tie everyone 

together - new gamification badge, featured 

fundraiser wall

Everyone!
T E A M S



CMRI - Jeans for Genes
● 48 hours of giving

● Matched Giving turned on night before the 
main day and every $ was matched - total of 
AUD$500K 

● Two pronged acquisition approach 

○ New donors were prompted to donate on 
any fundraising page or the primary 
double page 

○ Past donors had a tailored PURL, with 
personalisation tags and custom dollar 
handles pre set - + x1, x1.5 x2 of previous 
years donation amounts. 



CMRI - Jeans for Genes
● 48 hours of giving

● Matched Giving turned on night before the main 

day and every $ was matched - total of AUD$500K

● Two pronged acquisition approach

○ New donors were prompted to donate on any 

fundraising page or the primary double page

○ Past donors had a tailored PURL, with 

personalisation tags and custom dollar 

handles pre set - + x1, x1.5, x2 of previous 

years donation amounts.



Jeans for 
Genes

Natalie Lamont
Technical Project Manager

With our speaker:

L E T ‘ S  T A L K



The Result
● Raised $2.2m

● Raised $600k in the lead up

● 35,830 Research Hours Funded

● 6,815 Participants

● 29,327 Donations

● Top Fundraising Page raised $147k



Summary
● There’s a new trend to keep an eye out on

● A number of aspects to think about:

○ Timeline - Remember your story’s 

Beginning, Middle and End

○ Comms

○ Audience

○ Impact

● Matched Giving

● Get everyone involved - make it a team effort



Digital Giving Summit 👋 
16 November, 10:00 AM GMT & ADT



Any questions? 🙋
Q & A



Share your feedback!



Thank you

paulp@funraisin.co
Chat with Paul  

victoria@funraisin.co
Chat with Victoria 

Keep an eye out for the full recap and recording in your inbox early next week!

funraisin.co

mailto:paulp@funraisin.co
mailto:victoria@funraisin.co
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