@ DIGITAL"

Successful strategies
for GivingTuesday

The tactics you need to build a strong digital campaign.



“There’s an overarching and unifying vision
to Givingluesday — and that is a more just
world fueled by generosity”

— Asha Curran
CEO of GivingTuesday



GivingTuesday
history

Founded in 2012, GivingTuesday is a global
generosity movement that has been adopted by
nonprofits across the globe. Since then it has seen
year-over-year growth.

In 2019, GivingTuesday reported $511 million
raised online in the U.S. Combine that with offline
channels, and the total skyrockets to $1.97 billion.

Just from these numbers alone, it’s clear that
donors and nonprofits alike have embraced

the idea of a global day of giving. Falling on the
Tuesday after Thanksgiving, GivingTuesday marks
the start of year-end giving for many nonprofits.
And if your organization isn’t making this day
special, you could be missing out on a major source
of year-end revenue.




What you
will find Iin
this eBook

In this eBook, we've compiled a few innovative
digital tactics with tried-and-true strategies to form
a toolkit every nonprofit should have in their back
pocket when planning GivingTuesday campaigns.

From overall campaign messaging down to smaller
channel-level tactics, we’ll showcase real-life
examples and share some do’s and don’ts when
preparing your campaign.

Let’'s dive in.




Tactic 1:
Secure a
mMatch amount

Having a match amount is one of the best ways to
ensure success on GivingTuesday. Not only does it
provide powerful messaging opportunities, it also
makes donors feel like their gift is making an even

bigger impact.

However, a match campaign takes a little planning
ahead of time. If your organization wants to leverage
a match campaign, start reaching out to major
donors or corporate partners in mid-August to allow
for plenty of time for planning.

Bonus tip:

Can’t have a match? Set a goal instead! Donors like
to have a total they can help work toward. This goal
can be for GivingTuesday alone or part of a bigger

year-end campaign.



Tactic 1:
Secure a maitch
amount

In this GivingTuesday campaign, Animal Rescue
League of lowa leveraged a triple match to entice
donors to give.

Notice how the triple match was called out six
separate times in the messaging and creative. And,
under each donation amount, the donor was able
to see how much further their gift would go thanks
to the match.

Although it may seem repetitive, this frequency
drives home the message and makes the donor feel
like their gift is going even further than it would on
any normal day.
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Tactic 2:
Se intentional
apbout creative

When developing creative for your GivingTuesday campaign, keep a few things in mind:

1. What is your overall message, goal or match? This should be
communicated clearly and effectively throughout all creative components.

2. What are your donors used to seeing? Just because GivingTuesday has an
added layer of branding, doesn’t mean the look and feel of your messaging
should feel off-brand for your organization. The GivingTuesday logo should
come second after your organization’s brand.

3. Do your donors need to be educated about GivingTuesday? This may
determine how early you need to launch your campaign and if you need to
spend some time sharing the impact of participating in GivingTuesday.

4. Above all else, make sure the call to action is impactful. There’s a deadline
to GivingTuesday, and donors should be able to feel that through your
messaging.



Tactic 2:
Se intentional
apbout creative

For Utah Food Bank, creative focused on their

powerful public service announcement, “Are
You Going to Eat That?” The PSA was well-
known among donors and conveyed the hunger
experienced by children across Utah.

The video led each element of their campaign,
creating a clear message to donors - that their gift
would help feed hungry kids. Utah Food Bank also
leveraged a double match to increase donations,
which was clearly stated in all communications.

To educate donors ahead of GivingTuesday, a
preview email and a lightbox was launched the
Saturday before.

Familiar messaging paired with a clear call to action
resulted in an emotional appeal that drove donors
to give on GivingTuesday.
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Tactic 3:
Leverage
community
giving days

Does your community have a giving day on
GivingTuesday? If you choose to participate, go all in
or risk confusion.

Awareness for community giving days is likely
higher in these instances, so lean on their branding
and messaging instead of traditional GivingTuesday
messaging.

Crossing wires between the two may ultimately
lead to an unclear call to action and confusion
among donors.



Tactic 3:
Leverage
community
giving days

Each year, #iGiveCatholic Day falls on GivingTuesday
and is well known throughout the Catholic
community.

In partnership with the Archdiocese of New Orleans,
Second Harvest Food Bank in South Louisiana
participates in #iGiveCatholic every GivingTuesday.

Take note of the messaging, which resonates
with their Catholic constituency and leans
on #iGiveCatholic Day branding instead of
GivingTuesday branding.
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Tactic 4:
Spread the word
on social

Social media ads are a great way to educate donors
about GivingTuesday ahead of time and promote your
campaign on the day of. Organic social posts can also
be used to update donors throughout the day.

Since GivingTuesday is primarily a digital day of giving,

it's important that all of your digital channels are
promoting it.

Whether your budget allows for paid Facebook posts
or needs to stick to organic, social media is a great
tool to spread awareness and collect donations.

All posts should be cohesive and tie in campaign
messaging from your larger digital efforts.

Bonus tip:

Check out our Mock Facebook Social Posts on the
toolkit landing page to get you started!
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Tactic 4:
Spread the word
on social

Houston Food Bank leveraged organic and paid
social media throughout GivingTuesday to increase
their impact. Notice the consistency in the posts’
creative, messaging and call to action.

By calling out their triple match and partnership
with The Houston Texans as well as using traditional
GivingTuesday branding, they provided a clear and
consistent experience for donors throughout social
media and the rest of their digital campaign.
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Tactic 5:

Adjust message
frequency

GivingTuesday is the one day you can get away with

more emails than you typically send to donors. It's
important to make the day feel special and create
an urgency to give.

This can be done through a series of emails
throughout the day updating donors on the
progress made toward your match campaign or
goal.

To avoid fatigue, consider suppressing donors
from subsequent messages after they make a gift.
Nothing says insensitive like hitting them up for
money hours after they made a donation.

For dedicated supporters, like mid-major donors
and sustainers, think about decreasing the
frequency of messages to one. Because they
already support your organization in a major way,
messaging should acknowledge that.
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Tactic 6:
Don't forget about
your website

Lightboxes, homepage heroes and countdown

timers are all impactful ways to include a temporary
message about GivingTuesday on your website.

They can be launched ahead of time to begin
building excitement around the giving day and can
serve as a reminder for website visitors who haven't
made a donation yet.
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Tactic 6:
Don't forget about
your website

In addition to their email campaign, Connecticut

Food Bank launched a GivingTuesday lightbox on
their website to notify any visitors of their campaign
and drive them to their donation form.

The campaign focused on the urgent need that
hungry people in Connecticut have, and the impact
a dollar could have on their lives. The lightbox
referenced this message and included a “Give Now”
linked directly to their donation form.

Make an Impact This

#GIN¥ING
TUESDAY

Celebrate with your gift now!

Every $1 helps provide 2 meals.

GIVE NOW
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Conclusion

Whether this is your first time around or you're
looking for new, innovative ways to spice up your
GivingTuesday campaigns, having these tactics
in your toolkit can make the difference between

average and record-setting results.

Don’t believe us? Check out the breakthroughs on
our GivingTuesday page to see them in action. You
won'’t be disappointed!
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DIGITAL

RKD Digital, a division of RKD Group, provides
clients with digital marketing and fundraising
solutions and next-generation technology. An
award-winning digital marketing company,
RKD has been pioneering cutting-edge digital
strategies for nonprofits since 2004. From donor
experience to deep analytical insights, RKD Digital
serves as a powerful marketing partner, poised to
help clients achieve breakthroughs never thought
possible.

f linJlv ING,


https://www.instagram.com/rkdgroup/
https://www.linkedin.com/company/rkdgroup/

	RKD Facebook : 
	RKD Linked In: 
	RKD Twitter: 


