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AGE of Central Texas began its story in 1986, and joined Amplify Austin Day in its first year, 
2013. AGE started out with a goal of raising $10,000 and has continually exceeded their Amplify 
goals. Their 2018 campaign raised over $43,000 and 28% of donors were first-time donors. AGE 

has focused on goals throughout their Amplify participation from supporting their Health 
Equipment Lending Program to fall prevention awareness. 

AGE of Central Texas has fully utilized Amplify Austin Day by focusing on tangible goals, 
raising awareness for the root causes, and fully preparing each individual involved in the 

fundraising process- staff, donors, and Board Members. AGE  has raised over $170,000 in the 
past 6 years on AmplifyATX.org. 



Campaign Goals & Strategies
WHAT TYPE OF GOALS DO YOU SET FOR AMPLIFY AUSTIN DAY?

We always try to set realistic and budget-oriented goals for Amplify Austin Day. One thing we 
especially try to emphasize is the cost of a specific program or project we are trying to 

accomplish with our fundraising, so donors know what their money is going towards. For 
example, in 2017 we were raising money for a new bus for our programs, so we continued to 

update donors on the status of that specific fundraising project throughout Amplify.

WHAT STRATEGIES DO YOU USE TO ACHIEVE YOUR GOALS?
We separate our strategy into three categories: Staff campaigners, external campaigners, and 

Board Member campaigners. Staff campaigners receive incentives and participate in 
fundraising competitions to win prizes such as gift cards for the most number of donors. We 

try to make sure each Board Member signs up for a specific role to play during Amplify, 
whether it is writing thank-you notes or campaigning on social media. Our staff creates 

materials and tools for the Board to utilize during the Amplify campaign. 

DON’T FORGET… 
We try to make sure everyone involved in fundraising is having fun! It translates to our 

potential donors and adds to the campaign as a whole. 



Marketing & Targeting
HOW DO YOU MARKET YOUR AMPLIFY AUSTIN CAMPAIGN?

We market our campaign by focusing on the root of our programs or our cause. We like to send 
emails or produce content that highlights the successes of our programs and then discreetly 

hint that Amplify Austin Day is coming up. Quietly campaigning while putting the issues at the 
forefront has been our main form of marketing for Amplify, and it has worked well for us. 

FOR EXAMPLE… 
When marketing our campaign last year, we highlighted fall prevention as our platform: “The 

time is now to Amplify Austin for the 1 in 3 seniors age 65+ who will fall in their lifetime-- 
health equipment can make all the difference in keeping them safe and mobile. Help us 

#AmplifyATX for Seniors by making your gift here: 
https://amplifyatx.ilivehereigivehere.org/ageofcentraltx.”

WHO DO YOU TARGET FOR AMPLIFY AUSTIN?
 We typically do not focus on targeting new donors, because with Amplify we tend to maintain 
a 30% new donor rate regardless. Lapsed or recurring donors are our main targets, and we will 
reach out to them and inform them of our current campaigns. In addition, we use our general 

and corporate email list and expand it only if we need more donors. 

https://www.facebook.com/hashtag/amplifyatx?source=feed_text


The End of Amplify & Beyond
HOW DO YOU STEWARD THE DONORS YOU GET FROM AMPLIFY AUSTIN DAY?

We ALWAYS thank donors within 24 hours of their gift, either from a Staff Member or Board 
Member. We send a handwritten thank-you note within the week and immediately invite them 
to our awards events and monthly email updates. Additionally, since we set fundraising goals 
that highlight a specific goal, we send a midsummer update email to show the impact donors 

have had on the project. 
 

WHAT ARE THE BIGGEST LESSONS YOU HAVE LEARNED FROM PAST CAMPAIGNS? 

Every organization is unique and you cannot compare Amplify successes
.

Include your Executive Director in the campaigning and fundraising processes. 

Invest your time where it counts most - prioritize your target groups!


