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Goals

1. Broaden the fundraising base
2. Convert underdeveloped audiences
3. Deepen the relationship with existing donors 
4. Support affiliate programs
5. Try something new
6. Streamline internal workflows 



Partner commitments

● Digital experts to host the website 
● A steering team to serve as the primary decision makers
● Program partners with primary contacts 
● Volunteers to support peer-to-peer outreach



blogs.cornell.edu/gdtoolkit



Messaging overview

Crowdfunding campaigns and giving days are: 

● energetic 
● inspiring 
● time-sensitive 
● online 



Key Messaging

What does impact mean? Tomorrow will be better, because of our actions today. 

● Invite people to come together to experience collective action.  
● Help your organization fulfill its mission.
● Reinforce–in an emotionally stirring way–that each person and each gift is 

part of an event that has immediate, visible results.



Key Messaging

We want our audiences to feel: 

● Pride
● Togetherness
● Excitement and involvement



Creative Direction

Offer an experience that is recognizably us but is unique to this campaign.

The mood:

■ Optimistic but not sappy
■ Smart but not stodgy
■ Encouraging but not gushing
■ Fun but not childish
■ Clever but not silly
■ Informal but not sloppy
■ Helpful but not overbearing



Event guidelines

● Every online and over-the-phone gift given on Giving Day counts toward the 
total. 

● The website displays a real-time running tally of the total number of donors 
and dollars raised overall, as well as for each partner program.

● Partner programs coordinate email messages and other ways of driving 
excitement, competition, and gift giving. 

● The day is structured around challenges, during which partner programs work 
to earn bonus money.



Marketing Plan

Primary strategies



Marketing Overview

This event will target potential donors 
through many channels including: 

● Email
● Social media
● Web
● Advertising
● Text messaging
● Events
● PR





Email

Audience segmentation



Audience Hierarchy

GENERAL HIERARCHY

● VIPs
● Past day of giving donors
● Multi-area donors
● Other donors
● Non-donor volunteers
● All other non-donors

OTHER SEGMENTS

● Students/members
● Staff
● Other community members



Email 1

● Announce the date
● Introduce the event
● Get people excited



Email 2

● Tease the event
● Preview excitement
● Allow exploration



Email 3

● Make a gift
● Event activities
● How it works



Email 4

● Check out the action
● Still time to give
● Giving again



Supporting partner-driven emails

Your day-of-giving brand and marketing can support partners in reaching their 
fundraising goals. In addition to a shared marketing strategy, consider providing: 

● Marketing toolkit
● Monthly meetings
● Email marketing liasians



Social Campaigns

#GivingDay



#GivingDay Overview

● Training for partner program
○ Creating custom audiences for social ads
○ Content strategy for campaign

● Paid advertising
○ Facebook, Instagram
○ Twitter
○ Google

● Social media volunteers
○ Recruitment (January-March 2020)

● Social challenges
○ Social shares 
○ User generated content



Video parameters

● Save-the-date (30 sec)
● Teaser/Day-of (1 min)
● Thank you (30 sec)

http://www.youtube.com/watch?v=rai7RTZ0B4A


Video parameters

● Save-the-date (30 sec)
● Teaser/Day-of (1 min)
● Thank you (30 sec)

http://www.youtube.com/watch?v=xFRBlbUJqsw


Digital

Web, ads, and texts



Digital Strategy

● Public launch is set two weeks prior to the online event. 
● Primary source of gifts is email. 
● Website is built for different giving behaviors. 
● Social campaigns leverage social media ambassadors. 



Giving Day Website

● The event website is the central 
hub for:

○ Promotional video
○ Campaigns and profiles
○ Challenges
○ Peer-to-peer fundraising
○ Giving

http://givingday.cornell.edu


Profiles and Campaigns

To establish a connection between donors and individual funds, the website offers 
unique fund profiles and supported campaigns. 



Crowdfunding Website

● The website is the central hub for:
○ Promotional video
○ Description
○ Updates
○ Donor wall
○ Giving



Google Ads



Ads

Facebook/Instagram – invested: $581, gained: $8,404, ROI: 1,446.47%
Twitter – invested: $473.12, gained: 1,142.88, ROI: 241.56%
Google - invested: $632.88, gained: $56,742.12, ROI: 8,965 %

Total: $1,687.37 ad budget



Text messages

$3,562 invested, 
$4,325 gained, 
ROI= 121.42%

2019 Pilot: Out of the 15,642 text messaging recipients, 3,313 (21.18%) gave at 
some point on Giving Day. 2,136 of these donors are undergraduate alumni. The 
average gift made by these texting recipients was $111.28.



Text messages
Hi [NAME], this is [SENDER FULL NAME] from Cornell Alumni Affairs. Today is Giving Day! 🎉So far thousands of people have 
joined in to support Cornell. Have you made a gift today?

- IF ALREADY MADE THEIR GIFT
- We want every Cornellian to get the word about Giving Day. Can you share the Giving Day site with your friends? 
- IF YES

- Great! Pass this link on 🐻 LINK
- IF NO AND ASK HOW THEY CAN

- Awesome! Here you go: LINK
- IF NO THEY DON'T WANT TO GIVE

- No worries. You can still join the fun and check out the site here: LINK. Or if you want, share a Cornell selfie with 
the #CornellGivingDay hashtag!

- I’LL GIVE LATER
- 😎 great to hear! Here's your link for when you're ready: LINK TBD

- HOW’D YOU GET MY NUMBER
- At some point, you provided your mobile number to Cornell. I can help update your communication preferences if 

you'd like.
- WHAT IS Giving Day?

- Giving Day is a 24-hour challenge where Cornellians near and far join together to give back to the areas they love 
at Cornell. Check it out here! LINK 



Public Relations & Editorial

More ways to spread the word



PR Opportunities

● Organization homepage
○ Spotlight section
○ Hero section

● Staff email lists
○ Other communicators
○ Official staff memo

Sample spotlight and hero art



Editorial Strategy

● Pre-event write up
● Live blogging
● Individual profiles
● Post-event wrap up



Events

In-person and online



Day of Giving Events

● Volunteer recruitment
● Organization-wide events
● Partner program events
● Community events
● Staff events



Resources ● Airtable planner
● Marketing spreadsheet

https://airtable.com/shrFNjqdN5Hp0jE7E
https://docs.google.com/spreadsheets/d/1s0iqM7fEQHiDFY9fEV6YeDa-99_G0aDVAhsNqrcPW7I/edit?usp=sharing

