
Community Giving Days

A locally organized effort to build awareness by all citizens of the 
region’s charitable needs and the power of their generosity to meet 
those needs.

• A public awareness campaign to promote giving and local NPOs 
while building new capacity in e-philanthropy.  

• Local residents are invited to donate to NPOs online through a 
central, customized, searchable online giving website. 

• The NPOs are vying for the chance to earn generous incentive 
matching grants. 



Impact of a Giving Day

• Increases giving to local needs. Fun, compelling campaigns engage measurable 
numbers of new givers and inspire current givers to donate even more.  In 2001 only 
4% of internet users made an online donation and in 2011 65% of internet users 
intended to make one gift online.

• Reduces fundraising costs. Raising $1online costs .07 cents, as opposed to .20 
cents for grant writing or up to $1.25 to acquire new donors through direct mail.

• Leverages new giving technology.  This will help local charities develop a 
higher social media and online giving standard, which will improve their fundraising 
capacity. Non profits that use social networking have increased their fundraising by 40%.

• Enhances the culture of generosity.  We can measure attitudes and awareness 
of nonprofits both before and after the match day.  A successful campaign will change 
attitudes and increase brand awareness of local NPOs.



Give to the Max: DC
2011:1200 organizations received

$1,866,000 from17,838 donors

2012: 1100 organizations received
$7,430,000 from 37,800 donors

Give Big: Seattle

2011: 904 organizations received
$3,616,712 from19,000 donors



12.12.12



Arson Fires
2010

Over 5,000 
community members 

organized via 
Facebook to raise 

$80K

Multiple Facebook pages sprung up within 
hours of each event, assisting in coordinating 

relief and fundraising.

Tornado
6/2011

Hurricane
8/2011



Valley Gives 2012 Goals

• to involve a minimum of 250 
NPOs based in Hampden, Hampshire 
and Franklin counties.

• to engage the participating 
NPOs by providing technical 
support and training for them to 
better use social media (Facebook and 
Twitter) to raise new money for their 
organizations.

• To create a marketing and 
public relations campaign that 
will reach the broadest possible 
audience in the three counties of 
western Massachusetts.

• To achieve an average of $3,400 
raised by each NPO to raise $1M 
on 12.12.12.850



The $150,000 Valley Gives
Prize Pool

• Prizes will be divided between NPOs 
with budgets greater than and less than 
$500,000.

• A $15,000 prize for total 
highest dollar figure raised by an 
NPO (with a second ($10K) and third 
place ($5K)).

• A $15,000 prize for most 
donors contributing to a NPO 
(with a second ($10K) and third place 
($5K)).

• A $1,000 hourly prize, every hour 
beginning at 11:00 AM and given to a 
randomly selected NPO.

• A 12.12.12 prize for $1,200 for 
twelfth place in each category.

• During the day , one randomly selected 
nonprofit will receive the Golden Ticket 
grant of $10,000



Three Phases of Development

• Phase One will focus on building the brand of  Valley Gives.  (May 
- August)

• Building the relationship between participating non-profits with 
Valley Gives will dominate Phase Two.  (September - mid-
November)

• Phase Three will be dominated by the full launch of the multi-
level marketing campaign across all media leading up to Valley Gives 
on December 12. (mid-November to 12.12.12)



Partner Organizations
The Beveridge Family Foundation 

Irene E. & George A. Davis Foundation 
Jewish Endowment Foundation 

Jewish Federation of Western Massachusetts 
United Way of Hampshire County 

United Way of Franklin County 
United Way of Pioneer Valley 

Women’s Fund of Western Massachusetts



A few facts about online giving.



2010 to 2011
growth in online giving.

$$$$$
$$$

2010

$$$$$
$$$$$

2011

⬆20%



2011
average online gift amount.

$62
one time gift

$20
monthly gift



2011
social media statistics

for every

1000 email
subscribers 

103 Facebook
‘likes’

29 Twitter
followers 



1 Billion



20 Minutes on Facebook...

1,000,000 1,484,000 2,716,000 2,716,000

1,851,000 1,587,000 10,208,000

Linked
Shared

Events
Invites

Photos
Uploaded

Messages
Sent

Status
Updates

Wall
Posts

Comments
Made



2010-11
Facebook demographics



Marketing on Facebook

• Who are you targeting? Just like 
the traditional means of marketing and 
advertising, marketing content on 
Facebook needs to be targeted to the 
right demographic you are trying to help 
fund your organization.  

• Know your demographic! 
Knowing your demographic is 
instrumental in knowing when and how 
to get the most out of each post.

• Are you tracking with Insights? 
Just like visits to a website, Facebook 
allows you to track each visitor to the 
page, what content they are viewing and 
how often the content gets viewed. 

• What type of content does 
your demographic respond 
most to? Photos? Videos? Testimonials?

• What is your overall goal?



Marketing on Facebook
Content

Visual.
Visual.
Visual.



Marketing on Facebook

• Visual content drives engagement. 
In fact, just one month after the 
introduction of Facebook timeline for 
brands, visual content -- photos and videos 
-- saw a 65% increase in engagement 

• 90% of information transmitted to 
the brain is visual, and visuals are 
processed 60,000X faster in the brain than 
text.

• 40% of people will respond better to visual 
information than plain text.

• Viewers are 85% more likely to 
purchase a product after watching a 
product video.

• Viewers spend 100% more time on pages 
with videos on them.

• On Facebook, photos perform best for 
likes, comments, and shares as compared to 
text, video, and links



Advertising on Facebook

• Who are you targeting? Know exactly who you are targeting, down to age, sex, location 
and education.

• What type of Ad works? Do you want to advertising a blog post? A video? Or just your 
Facebook page? Do you want to promote a post?

• What is your budget? Know exactly what you are willing to spend before doing the work.

Success is driven by the advertiser, 
not Facebook.





• Who are you targeting? Just 
like the traditional means of 
marketing and advertising, know your 
audience! Marketing content on 
Twitter needs to be targeted to the 
right demographic you are trying to 
help fund your organization.  

• Know your demographic! 
Knowing your demographic is 
instrumental in knowing when and 
how to get the most out of each 
post.

• What type of content does 
your demographic respond 
most to? Photos? Videos? 
Testimonials?

• What is your overall goal?

Marketing on Twitter



Marketing on Twitter

What the #Hashtag?!
Designated by a number sign (#), the hashtag is paired with a 
word or phrase (with no spaces) to perform a variety of 
functions. Users utilize hashtags as search mechanisms, 
categorizing tools and marketing tactics. Each hashtag 
becomes a hyperlink and can group together posts by topic, 
type or user.

In your organizations’ case, you may choose to attach a 
hashtag, such as #nonprofit or #valleygives, your location, like 
#westernMA or even the organization’s name itself, for 
example #UnitedWay. You can even create a hashtag around 
your organization’s slogan like #adayofgiving.



Marketing on Twitter

What the #Hashtag?!

• Create your own. Having your 
own hashtags are a great way to 
generate buzz around a campaign.

• Keep it simple. Create a 
hashtage that is easy to remember, 
marketable and one you can use on 
an ongoing basis.

• Keep it consistent. For each 
campaign (i.e. ValleyGives), utilize the 
hashtag for each post related to the 
campaign.

• Keep it clean. Don’t weigh your 
tweets down with excessive 
hashtags. Seven hashtags reads like 
desperate marketing, and is a sure 
way to lose followers quickly.



Marketing on Twitter

What the tweet?

• Don’t overcomplicate Twitter: Be 
honest, be real, be human. Don’t over think 
your Twitter entries. Use your own voice, 
not a detached, institutional one.

• Optimize your keywords: Make sure 
that people can find you in a search. Your 
profile should contain the name of your 
organization, relevant keywords and a url 
to your site or blog.

• Tweet in the moment: Join 
conversations, initiate conversations, keep 
up to date with what is going on around 
you, locally and nationally.

• Personalize your page: Upload your 
organization’s logo as an icon. Don’t use a 
standard Twitter background, adjust 
background and text colors.  And DO 
NOT make your account private.



Marketing on Twitter

• Stick to a routine:  The most popular 
accounts offer a steady stream of tweets: 
five to 10 a day. It’s unlikely you’ll 
overtweet. Tweet during weekdays, mostly 
from 9 am to 5 pm. 

• Use hashtags! 

• Use calls to action: It’s OK to say 
“Please check out our latest photo essay” 
or “Please RT.” Just don’t abuse people’s 
attention spans.

• Include links: Tweets containing a url 
are three times more likely to be 
retweeted.

• Measure your links’ popularity: 
Use free url shorteners like bit.ly 
whenever including a link. Bit.ly will track 
which urls in your tweets get the most 
click-throughs.

• Rephrase it, then go again: It’s OK 
to use the same tweet more than once, 
but it’s best if it’s spread out by a few 
hours and reworded.

What the tweet?



Incorporate Valley Gives into your 
overall development plan

• Do you have any fundraising 
already happening on 
12.12.12?  How can Valley 
Gives become part of it?

• Do you need to outreach 
around a particular project? 

• Do you have capital needs?

• Do you have a project or 
program that you’d like to 
launch?

• Is there a project or 
fundraising initiative you 
want to relaunch?



Which donors do you want to go 
after on 12.12.12? What is your goal?

• Attracting New donors

• Engaging long-time donors

• Working with the Board for 
Directors

• Seeking out new Volunteers/
Energizing existing ones

• How much money do you 
want to raise?

• How are you going to get 
there?



Create Buzz.  Get Creative.

• Consider how you want to 
tell your story.  What is the 
best way to convey your 
message?

• The power of video & 
pictures.

• Testimonials

• Live event?

• Matching gifts

• Publicity stunt

• Media Releases

• Contests



Engage. Engage. Engage.



Create your Valley Gives plan.

•Get the basics down. Create a blueprint

•What is your story?

•What is your goal?



Create your Valley Gives plan.

1-2 weeks out from Valley Gives

•Prepare your inner circle

•Prepare your message

•Notify your base



Create your Valley Gives plan.

Prepare your inner circle

• Identify your inner circle

•Clarify your ask

•Manage Expectations



Create your Valley Gives plan.

Prepare your Message

•Edit your Razoo page

•Fire up the social media

•Finalize your communication plan



Create your Valley Gives plan.

Notify your base

•Develop email blasts

• Include contest rules and your fundraising goals

•Prepare for future communications



Create your Valley Gives plan.

The day before Valley Gives

•Email your base

•Get talking

•Rally the inner circle



Create your 24 hour plan.

•Create a schedule

•Assign responsibilities

•Email donors

•Active Inner Circle

•Pick up the Phone

•Fire up Twitter and 
Facebook

•Work overtime



•  Plan your email communications around 
good action times (8:00/11:30/4:00/7:00)
•  Plan your social media blasts
•  Use scheduling to reinforce your goals
•  Be flexible

Create a Schedule



• Know who is doing what
• Follow up with them to ensure they are doing 
their assigned task
• Communicate throughout the day to ensure 
every one is on the same page

Assign Responsibilities



• Have a pre-written email to start the day
• Ensure this is among the first emails read by 
your base
• Give clear action items with bullet point 
(how can they help?)

Email your base



• Prepare an email for them
• Keep them encouraged and updated
• Rely on them for anecdotes throughout 
the day

Activate your inner circle



• Don’t be afraid to call
• Assign staff to make strategic calls
• Calls important donors and members of 
your inner circle

Pick up the phone



• Keep your base informed about your 
progress
• Use social media platform to thank 
individuals and highlight progress
• Your chatter will often lead to new eyes

Fire up Twitter and Facebook



• Evenings can be your most successful hours
• Be creative in how you use the 6:00pm- 

Midnight slot
• Social networks are a great after hours 

buzz- producer

Work Overtime



• We’re planning on being up all day and night
• Sharing your stories with local media and 

via our social networks
• Mobile giving stations in all three counties
• Party at Mama Iguanas in Springfield to 

countdown the final total

Valley Gives Team 24 hour plan



• 10-31 - Complete your Razoo Profile
• 11-16 - Finish that ‘Day of ’ plan
• 11-26 - Amp up the messaging
• 12-12 - VALLEY GIVES!

Dates to remember



• www.valleygives.wordpress.com

• facebook.com/valleygives

• @ValleyGives and #ValleyGives

• email: valleygives@communityfoundation.org

Resources

mailto:valleygives@communityfoundation.org
mailto:valleygives@communityfoundation.org

