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Here are some examples to help get you started:

@ The amount of money you want to raise
(2 The number of fundraisers you would like to see par

@ The number of new donors you would like to bring in ‘

@ The engagement of key audiences (e.g. board memb

CLICK TO DOWNLOAD ASSETS



REMEMBER

TO FUNDRAISE

FOR SOMETHING TANGIBLE

gible real-world project rather than an abstract general fundraising
- tell people how much you aim to raise on the day and why you
their donation.

e urgency of the day in your messages.

ile your most compelling photos to share, and if possible, create new,
tic short-form videos on a smartphone (e.g. TikToks, Reels - be aware
opriate content standards).

up, get even more sharable content by asking your staff
ers to send through any compelling photos and videos for your
share publicly across social media.




Make sure they know that you are part of th
donations will be matched 1-for-1, so their fu
doubled automatically! And don’t forget, dona
deductible.

Set individual fundraiser goals to create social r
supporters. e.g. “Help us reach our target of $5,0

Give your supporters recognition and incenti
certificates and/or badges, mentions in yot
and reports, etc. -

Create friendly competition
make it fun! ‘

Give them the tools |
list of the key mess
all key dates to nc
social media info

Maintain posi
up. Give them
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by extending the reach of your messaging and ensuring
Ur involvement in the Appeal.

<now your audience is.

to donate and the link to your donation page.
rs, supporters and key stakeholders to maximise your reach.
t all links before publishing your posts.

hank you message posts throughout the day to thank your donors
uraging those who have not yet supported you to donate.

CHpMAIE

upporters still like and respond to mail, use this to excite them and
0 donate and fundraise for you before the day.

LE-CHECK EVERY THING BEFORE IT GOES OUT! >




ARRANGE AN IN-PERSON EVEN

SEE IF A LOCAL BUSIN

) is the event's focus. All o]
oth!

ement and anticipation with small competitions.

ent from a smartphone via your primary social media ch
Ir event’s reach and effectiveness — video continues to rec
re of attention on social media.

in a high-traffic location, adapt and share existing flyers for the Appealﬁ
m up, give them out, and if you can, leave them at libraries, cafés,
etc., that are happy to share the material.
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