
Building a Successful
Giving Day Campaign

1. GOALS
Goals are critical for any fundraising campaign, because they set a bar for people to 
strive toward. It’s best practice to set internal and external goals for your campaign. 
The best goals are specific, measurable, meaningful, attainable and time-based.

• What is our campaign goal? This often aligns with your mission or strategic plan.
• What does your institution want to achieve? This could involve donors, dollars or both.
• What is our path to this goal? Consider creating a gift range chart or donor pyramid.

Example Goals:

• External: Raise $15,000 to provide 6 scholarships.
• Internal: Increase average donations by 15 percent.



2. STRATEGY
Planning helps visualize a path to your goal, determine who to involve, and identify  
the resources needed to succeed. Documenting your strategy and tasks in a project 
management application or similar system helps keep efforts organized and on-task.

• What is our campaign purpose? This should be a specific program or project that funds will support.
• Who is our target audience? Knowing your ideal donor helps define how to reach them.  
• How should we reach or engage them? Think about their preferences and motivations.
• Are there existing resources we can leverage? Existing resources include relationships and tools.
• Do we need to build or acquire anything to help us succeed? This might include processes or tools.
• Do we want to secure a match or host an event? Only if you have capacity and it supports your goal.
• What are the various roles and responsibilities needed? See the online toolkit for detailed roles. 
• Do we have an engagement plan for new donors? Generate ongoing support by planning ahead.



3. MESSAGING
Your campaign messaging embodies why people should support your cause. The tone  
should be positive, the action should be clear and theme should be consistent. A key 
messaging document, and a suite of collateral and assets can keep everyone in sync.

• What are our key messages? Think about the reasons why people should give to you on this day.
• What channels, online and off, will reach our target audience? Because you can’t be everywhere.
• When should we communicate? Consider establishing a communications calendar.
• Can we share inspirational stories tied to our purpose? Stories spark emotion and humanize causes. 
• Do we have supporter materials to provide our networks? This will make sharing your message easy.

Example Supporter Materials:

• Four key sentences explaining the campaign 
• Campaign branding, color schemes and imagery
• Templated email and social media messages
• Printed collateral or videos
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3. NETWORKS
The bedrock of any campaign is people. Map existing networks, pinpoint influenc-
ers—passionate donors, volunteers or board members—and identify potential business 
partners or sponsors. It can also help to consider potential networks you need to build.

• Do we know any influencers who would support us? These are not just celebrities; it’s your champs.
• How can we motivate them to spread the word? What do they require in order to have buy-in.  
• Who are our community partners or sponsors? Think about existing relationships you could utilize.
• Are there unique ways they could support the campaign? Offer them ideas of how they can plug in.
• Should we set up a committee? Committees are good for involving multiple constituencies.
• Could technology help us organize? Think about Facebook groups and cloud sharing like Dropbox.


