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Supercharge Your Year-End Fundraising
for a Record-Breaking Giving Tuesday

Presented by: Erica Linguanti
Tuesday, September 24 | 2:00-3:00 p.m. ET

Donation Forms | Event Registration
Text Fundraising | Peer-to-Peer | Auctions

@Qgiv



A little housekeeping...

We’re recording this webinar!

All registrants will receive an email containing a link

> N

to the recorded webinar AND a ton of other

resources!

Feel free to ask questions!

Use the Questions chat box to ask your questions. We

will have a Q&A session at the end of the presentation.
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Put relationships at the
heart of your fundraising.

Bring together the best of fundraising, volunteer, and donor relationship
management with a unified giving platform! Connect with your
donor community to raise more donations and build support for your

world-changing work.

+ Attract new donors to support your cause and leave lasting

impressions throughout their giving experience.

+ Level up your fundraising results and unlock future giving

potential by unifying your donor data and tools.

+ Build meaningful relationships with deeper donor insights

and time saving tools.




Powerful Fundraising Technology + Nonprofit Service Provider

We know the value of relationships and are proud to connect you with Achieve, a

(e)giv

Donation Forms | Event Registration
Text Fundraising | Peer-to-Peer | Auctions

member of our partner network.
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Achieve helps nonprofits

~

investigate, activate and motivate

people for their mission.
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Today’s Speaker

Erica Linguanti
Director of Marketing
Achieve

erica@achievecauses.com




Is this your face when your team
mentions Giving Tuesday?
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It might be time to
try new strategies!
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cher Today We Will...

v'Talk about why you shouldn’t give up on Giving Tuesday.

v'Discuss how to position Giving Tuesday (as part of your year-end strategy).

v'Examine ways to amplify your message and reach supporters.

«

v'Ask questions (and get some answers).
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Last year...

Over 34 million Americans
participated in Giving Tuesday...

...resulting in over
S3 billion dollars raised

for nonprofits!

Supercharge Your Year-End Fundraising
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That means...

YOUR supporters ARE
actively giving on Giving
Tuesday!

You just need to create a
campaign that effectively
connects with them.
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Step 1: What'’s Your Goal?

How much money do you
need to raise during your
vear-end fundraising efforts?

Is this goal realistic* based on
your past fundraising efforts?

*HINT: If you aren’t sure, find your year-end
fundraising results from 2023 and increase it by 10%!
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Step 2: Brain Dump

What does your organization
do?

How do you do it?

What makes your organization
unique (UVP)?
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Step 3: Pick A Path

Do you have an urgent need that
requires funding?

OR

Do you have a story/focus you
think will be compelling?

Is this informed by data or based
onh a hunch?
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Step 4: Focus On Impact*

(C Himpmmsen DONRTE (€ Bigmosnn DONATE

l’ Our goal is to raise $30,000. | | ‘ DOUBLE TED = 8

'HELP.,. vouste e LIVES
TOMORROW!

hanks Lo Help from suppoens like you, we Neve meached the xyz pait 1o e
o, wa've raised the funds together to get

sreat Give goal' That masms
xyz kids ready to succeed in school this year.

VS.

Don't forget: Just
month of after-scho

g ape-83p

Doubibe the lave = double the lives! Help us mest sur Grast Give goal
and untock @ 35,000 doltar-for-doilar match and turn 30 changed
Sves into IS

Show your support for early-education and change a chidd’s life today
ven batter? If me seath our Great Give goal, we wit uniotk & $5,000 donor
netch - which means 30 kids helped becomes 33!

Help 30 more kids succeed in ZmmRRI—

You heard u
| Just $84 can make & differance in & child's life by srovidng ane menth of
. il aMer-school cans. We AN 00 ths wiIthout you, Wl you jon 4s? Help us spread the word to your friends and family!
DONY W

nt e wit? Dondste now

DONRTE GREAT Gy G

*HINT: Remember that empathy sustains charity. &P | vommoveazs | O

Supercharge Your Year-End Fundraising
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Now that you have a clear ask —

create a campa
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Year-End Campaign Timeline

Creative
Month

\

~—1 September

/_[ October

Planning

/

Month

"

"

\

Learning
Month

November

Giving Tuesday is
December 3!

ﬁ{ December

Giving

Month

"
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12/3 = Giving Tuesday

When will you start your year-
end campaign?

How much money do you want
to raise by Giving Tuesday?

How can you create urgency to
encourage giving by Giving
Tuesday?




Download FREE resources at:
achievecauses.com/free-tools

The year-end fundraising season is often the
most charitable and also the busiest time of year.
It's a time to ask those who are interested in your
cause to pitch in and support your organization.
Print out this planner to help you create, craft
and execute your year-end fundraising campaign.




SEPTEMBER

the creative month

This is the month you should spend cultivating the creative
theme, messaging and imagery that will comprise your year-
end fundraising campaign.

This is when you should renew your own understanding of
your organization’s mission!



OCTOBER

the planning month

During this planning month, your team should present the
strategy and approach for the year-end campaign to the
organization.

This includes reviewing various methods that will be used
to seek support including the timing and intended
outcomes of each solicitation approach.



NOVEMBER

the learning month

Insert year-end story concepts in newsletters. Start
presenting some aspects of the creative strategy to your

constituents.

Ask your followers to act on behalf of the issue. This is the
time to educate and reignite their interest in your cause
before they are asked to give.



DEGEMBER

the giving month

Finally, it’s time to start asking your following to support the
organization and mission you serve.

The year-end campaign season begins around Giving Tuesday
and ends at the end of the year. Don’t forget to spend time
asking and thanking donors. Don’t wait until after the season
is over!



You don’t have to reinvent the wheel! givingtuesday.org

/givingtuesday-
. . . toolkit-for-

nonprofits/
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Supercharge Your Year-End Fundraising

After Giving Tuesday

Thank everyone who
supported you.

Provide a campaign update.

Create opportunities for:

1. Donors who have already supported you
to share your campaign.

2. Encouragement for supporters to give
(who haven’t yet).
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Get Supporters Onto Your Website

Paid Social
Organic Text
Social Messaging
: Peer-to-
Peer
-
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Supercharge Your Year-End Fundraising

Did You Know...

Opinions about your website
are formed within 50
milliseconds or less.

95% of first impressions relate
to your website design!

LIVE-UNITED,
Ui Wi gl oot W

A YU C ? ! |
7> WHI?SE LIFE WILL YOU CHANGE? 3% 5 ”VE “Nle

! N W Ui
2 il = & i el

—- WHOSE LIFE WILL YOU CRANGE?  §
19 > o=

B ABouTUNTED WaY 0F
BRONARD COUNTY

United Way of Broward County

uhitedwaybroward.org




weao BIG rorcausesoFanvsize

DIETALMARKETING <62~ NEW!

Introducing Strive, a budget friendly
SOCIAL MEDIA o website solution for nonprofits.

- « Affordable
WEB DESIGN (7 « Beautiful Designs

« Intuitive

WEB SUPPORT

achievecauses.com/qgiv L\ ACHIEVE
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+"* 3 Key Online Fundraising Metrics

# of Website
Visitors

Donation
Conversion
Rate

Average Online
Donation
Amount

Last Year
# of .V\_/eb5|te 10,000
Visitors
X
Donor
Conversion 2%
Rate
# of Donors 200
X
Average inine $100
Donation
Online $20,000

Donations



7 Evena slight 10% increase = MAJOR GROWTH

Last Year This Year
# of Website Visitors 10,000 (multiply by 0.1 then add to 11,000
previous year)
X X
Donation Conversion (multiply by 0.1 then add to
Rate 2% previous year) 2.2%
# of Donors 200 242
X X
Average Online $100 (multiply by 0.1 then add to
Donation previous year)
Annual Online 420,000

Donations
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1. Increase # of Web Visitors

% + Emai
Content e Organic Social
Strategy 0e® +  Direct Mail

'-‘ e PR

« SEO
Optimize . \J Thought Leadership
Search ‘ . Google Grant
Bk (AdWords)

v

* Peer-To-Peer

Leve rage * Strategic Partnerships
Your * Influencer Campaign
Network e Paid Social

* Text Messaging
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Segment & Automate Your Emails

Active Donors LYBUNTSs SYBUNTSs
I P e

Email #1 Email #1 Email #1
Email #2 Email #2 Email #2
Email #3 Email #3 Email #3
Thank You Email #4 Email #4
Thank You Email #5

Thank You
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Do your current social channels align?

TikTok LinkedIn Twitter (X)

3 billion users

* Average user spends
19.6 hours/month

* Over 23% of users are
over 45 (5.6% are
over 65)

* Facebook is the most
used social network
in the world (2 billion
DAILY users)

 Ranks #3 as the most
visited website after
Google & YouTube

e 2 billion users

* Average user spends
11.2 hours/month

e  Over 60% of users
are between 18-34

* Compared to other
social networks,
Instagram is
perceived as a more
“positive” platform

1.5 billion users

Average user spends
19.6 hours/month

Almost 50% of users
are under 30

While the largest
user base is 10-19
years old, 40% of Gen
Z report being
influenced by brands
they see on TikTok

1 billion users * 619 million users

Average user spends
5.1 hours/month

Average user spends  *
17 minutes/month

42% of users are
between 18-29

Over 80% of US users °
are 25-54

More than 70% of
users identify as

This platform is great
for B2B with many

decision makers male

reporting they

validate organizations ¢ Only 22% of

through LinkedIn Americans use
Twitter

TIP: Look at your existing audience insights on each of your channels!

*Source: Statistica 2024 & Hootsuite’s Digital Trends Report
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Is your social content shareable? oo oo e

Do your part to help ensure survival for these hatchlings by:

&€ Becoming a concious and responsible food consumer

& Supporting local sea turtle conservation,

&€ Participating in beach cleanups.

€ REFUSING single use plastic

& Filling holes/knocking down sand castles before leaving the beach.

*All sea turtle work performed under appropnate national manne fisheries & fish & wildiife

464 Engagements

606 Followers

100

76% Engagement Rate
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FREE Qgiv Social Media Webinars On Demand

Social Media 101: How to Create

the Perfect Content Calendar Get Unstuck! Reach Your

Supporters and Track ROI
on Social Media

Presented by: Erica Linguanti, Achieve
Thursday, August 17 | 2:00-3:00 p.m. EDT

Presented By: Erica Linguanti, Achieve
Tuesday, October 25, 2022 | 2:00 — 3:00 p.m. EDT

@Qgiv @Qgiv

bit.ly/3TzOvBb bit.ly/3MPXavu

Supercharge Your Year-End Fundraising



L
ACHIEVE

TikTok Creative Center

* Get inspired by trending songs,
hashtags, videos, and more!

ads.tiktok.com/business/creativecenter
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Amplify Social With Paid Spend

It’s a pay-to-play game!

* A few years ago, most of your followers
saw your posts in their feeds.

e With the introduction of Meta advertising
and algorithm updates, this has
dramatically changed.

* By paying for Meta advertising via post
elevation, we can ensure content reaches
the intended target audience.

Only 1-5% of your Facebook fans
will typically see your content
without paid spend.

Supercharge Your Year-End Fundraising
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2,039 Facebook Followers

Are you celebrating 2 special occasion soon? If balloons are on your party list, we suggest other
fun ways to decorate that don't contribute to ocean pollution, like solar-powered lights and paper
lantems.

Often time, balloons end up in the ocean where they could be ingested by sea turtles or other
marine wildlife. Let's make sure our celebrations are eco-friendly and memorable!

G Boost this post to reach up to 517 more people if you spend $14. Boost post

QO 1.« 10 comments 59 shares

o Like (J Comment 2 Share D~

1,941 reactions
10 comments
59 shares

98.5% Engagement Rate

112K Facebook Followers

It is our first Nesting Season Update in 2023 wa

Over the last month, LMC's research team has documented a total of 41 leatherback nests within
the 9.5-mile stretch of beach they monitor so far this season!

As these nesting numbers continue to climb and we are soon joined by loggerhead and green sea
turtles, it is crucial to remember the vital role these creatures play within our environment!

QO 975 21 comments 156 shares

o Like (J Comment 2> Share P~

975 reactions
21 comments
156 shares

1% Engagement Rate

wchieve ﬂ Sea Turtle Organizations (Top Post Comparison)

30,927 Facebook Followers

3 more leatherback nests over the last few days in Boca Raton brings our total nest number to

Q0 157 7 comments 16 sharss

oY Like () Comment &> Share P

157 reactions
7 comments
16 shares

0.6% Engagement Rate
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Opti

u Campaigns
) . e B - E
Create new campaign New ad set or ad X )
off/ On Campaign

@  une202316 Post Elevation
Buying type

@ e 2023 FB Post Eevation

Auction -

(]
May 2023: IG Post Elevation
- - (]
Choose a campaign objective
April 2023: IG Post Elevation
(]
April 2023: FB Post Elevation
=]  Awareness °
. March 2023: FB Post Elevation
-
[ Y Traffic IS ) Mar¢ | (3 Campaigns
- aul Vit
[ ] ',J Engagement ° Febr
5/3
Engagement Rest
Y Leads

Get more messages

ent, P

‘- App promotion

Good for:

Messenger, Instagram and WhatsApp @

Sales
Video views €@

Post engagement €

Conversions @

Name your campaign * Optional

Learn more

Results from 27 ads @

38 Ad sets [ Ads
T ¢ @ Rules w View Setup @ Il Columns: Custom w "= Breakdown w Reports
Budget sg&ﬁ:mio" © Results Reach Impressions Cost per result Amount spent
$175.00  7-day click or 1,803 3,077 5,135 $0.01 $23.90
S; 75.00  7-day click or 72‘3077 9,776 13,686 7 VSU ;]'\ $23.81
$175.00  7-day click or 16,705 98,672 178,308 $0.01 $175.00
$175.00  7-day click or 11,432 10,344 33,522 $0.02 $175.00
7-day click or 11,086 15,956 36,861 . $0.02 $174.96
3;75.00 7-day click or 12,288 73,009 143,886 7 $0.01 $175.00
$175.00 7-day click or 24,165 96,997 $0.01 $175.00

882 Ad sets for 1 Campaign [ Ads for 1 campaign

1 selected X

A& A/BTest (6] O @ & 9 Previe Rules w View Setup @ 1Ml Columns: Custom w
Ad Set Name Budget s::i:::mio" © Results | Reach Impressions
Warm + Lookalike Audience. Using campaig 7-day click or . 1,797 10394
\t‘.“a"ﬂ + Lookalike Audience. Using campaig 7-day click or ) 1773 26,648

Using campaig. 7-day click or ) 1,762 28,544

Using campaig. 7-day click or ) 1,506 4741

Using campaig 7-day click or 1,383 6,490

Warm + Lookalike Audience... ~ Using campaig 7-day click or ) 1,065 6,028
arm + Lookalike Audie: Using campaig. 7-day click or 871 2182
Warm + Lookalike Audience...  Using campaig 7-day click or ) 834 8784
m + Lookalike A Using campaig 7-day click or ) 764 3,466

m + Lookalike Audience..  Using campaig 7-day click or 760 4217
;-day click or ... 167%(;5 95,67772

mize Meta Campaigns For Post Engagement

v

"= Breakdown w

12,360

34615

35818

6,116

7,848

7114

24N

10,507

3,789

4,830

178,308

Cost per result

$0.01
$0.01
$0.01

$0.01

Reports w



Meta Ad Targeting Example

Ad Audiences* include:

* Individuals 22-65+ years old in YOUR COMMUNITY
WHO ARE

* Familiar with YOUR ORGANIZATION (Warm Audiences):

* They’ve visited yourwebsite.org, engaged with @yourhandle on Facebook or
Instagram, are email subscribers, donor lists, etc.

OR

*  “Look like” people familiar with YOUR ORGANIZATION (Lookalike Audiences):

* People who are similar to those who have been on your website, engaged with
you on Facebook and/or Instagram, are email subscribers, etc.

AND

* Have an affinity for causes similar to YOUR ORGANIZATION:

* People who support/show interest in other nonprofits/organizations focused on
[insert organizations similar to yours], etc.

* People who are interested in [insert things related to your mission], etc.
AND/OR ALSO

* Meet higher income bracket/net worth requirements (philanthropy) and/or certain
buying behaviors and/or demographics (Exp: parents, etc.)

*Note: Regularly A/B test and adjust ad audiences.



T 1 | | %

Meta Blueprint

offers FREE courses!

e e e -
.‘f.‘i"f”’
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g

Supercharge Your Year-End Fundraisin

Leverage Your People

e Make it EASY for supporters
to share your campaign.

e Board Members
e \olunteers
e Facebook Followers

Facebook
Fundraisers

e Create phone scripts for
your staff (or volunteers,
board, committee, etc.)

Call Bank
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2. Increase Donation Conversion Rate

Quick Load Time

Make It Easy » ClearCTAS
) * Mobile Optimized
To Give

Simple Donation Form
Text-To Give
Facebook/Instagram
Donations

Imagery

Compelling * Video >
Content * Animation -
* Impact Stories
Make It g * (Clear Goals /
* Associate S w/Impact

Tangible ® - Highlight
- Problem/Solution
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Supercharge Your Year-End Fundraising

/B Test Landing Pages

Did you know that 1 in 7 children in Palm Beach
County will go to bed hungry tonight?

Normally, every $1 you give provides 5 nutritious
meals for neighbors in need. ) But, thanks to a
generous $100,000 matching gift, each dollar
you glve in March will supply 10 meals!

Your Donation DOUBLES i il

[b Like D Comment £ Share

v

In Palm Beach County...

* Over 132,000 people face food insecurity.
* 1in 7 children will go to bed hungry tonight.

* 1in 11 people struggle to put food on the table.

Normally, every $1 you give provides 5 nutritious
meals for neighbors in need. But, thanks to a
generous $100,000 matching gift, each dollar you

1

No gift is too small to make a difference.

Double your impact through
April 15th!

930%

Return on
Ad Spend!

Choose Your Gift

# Ongoing
350 Meals $35
500 Meals $50
1,000 Meals $100
2,500 Meals $250

Other
Dedicate this gift
Add a little extra to help with fees @
rowered By (E)GIV.




L

<= [Viake it easy to donate!

th
glioblas

providing

"Hoppy™ Hallowsen

John Foley
Scholarship IFund

$440 raised
} 7 people donated.

Donats Fundraising for 5
$100 raised of $100

ouand £

Q0 7




Facebook Donation Account
facebook.com/donate/signup

*As of 10/31/23 Meta is partnering with PayPal Giving Fund for
donation processing: facebook.com/nonprofit-manager/
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A ° o
I @' Instagram Giving Tools

o= )

f < goodwillsfl o -
i | /a=
HELP SUPPORT PEGGY o (Sl N i e
ADAMS | DOG + CAT RESCUE B A J |
3 Goodwill South Florida

I Donations go to peggyadamsarl

Nonprofit organization

"%, Find your nearest store. #LinkInBio

ws Show us how you #DoGoodwillSFL for a chance to
be featured!

2121 NW 21st St., Miami, Florida

(2 linktr.ee/goodwillsouthflorida /

Donate ‘ J

000G

Events Sustainability Donations  In the News Sales

Instagram Stories Donate Button

T

Support

Meta no longer covers processing fees.

Create fundraiser > >

Raise money for goodwillsfl.

=] Donate 5

Make a donation to goodwillsfl's cause.

Fundraisers

Setup Instructions:
bit.ly/IGDonateButtonSetu

Instagram Live Stream:
bit.ly/InstagramDonations
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@ Benchmark Alert: Facebook Fundraisers

‘ On average, Facebook
! Fundraisers generate 4
gifts with an average
gift size of $34.

*Source: M+R Benchmark Study
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B TikTok Donations

To be eligible for TikTok’s donate feature,
your nonprofit will need to:

1. Build a nonprofit presence on TikTok.
2. Sign up for Tiltify AND be approved.

3. Register your organization with
Benevity Causes.

4. Set up Stripe on Tiltify.

TikTok Donate Button
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&3 YouTube Giving

To be eligible for YouTube Giving, your
channel must:

1. Have a minimum of 10K subscribers.
2. Bein the YouTube Partner Program.
3. NOT be designated as “made for kids”.

Gt til?pgf.;:'ri.l..av.‘s-omcaal Res. SUBSCRIBE

Sad and lonely
/ abandoned gog

was
{ locking for someona she

YouTube Donate Button
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Remember WHY People Give...

1. They recognize thereis a
PROBLEM.

2. They believe YOUR organization
is working towards a solution to
that problem.

3. They feel that by supporting your
organization THEY are making a
difference.

“Empathy sustains charity!”




athens area

HUMAN
OC!

‘\ Voting Ends 10/31/2024 at 11:59:59 PM
Eastern Time

ACHIEVE P e er_t o_ Pe er Ca n Be Fu N Kurosuke o

Athens Area Cutest Pet

#  Participate Rules AboutUs

About Me

Kurosuke (aka Kuro, Squirrel, baby guy, Poopo) was adopted from Athens Area
Humane Society in 2023. He enjoys growling like a demon when he has the zoomies,
carrying his toy bee around the house, and assaulting his big sister Setsuki. He's
missing many teeth, has feline herpes, and might be really old or really young, but is
the most hyperactive cat-squirrel hybrid in the south.

Search Entries & Vote esww

Search: Category: Sort by:
Vote for Kurosuke

Do you have a voucher? Click here to redeem

Do you want to bank your votes? Find out how »

First Name: *
7 &
Last Name: *
(3
Dolly Fabio Walter Kurosuke [ Share A ‘ Email Address: *
181 Votes 156 Votes 141 Votes 133 Votes 101 Votes
Raised Fundraising Goal Goal
$100 $100
Publicly display my donation as Anonymous.
Messages of Support Number of Votes: *
1 Votes ($1 Donation) 5 Votes ($5 Donation)
Brittany Presti
® 10 Votes ($10 Donation) 15 Votes ($15 Donation)
Go Kuro Kuro Kuuuuuro
20 Votes ($20 Donation) 25 Votes ($25 Donation)
50 Votes ($50 Donation) 100 Votes ($100 Donation)
Sassy Archie Jimmy Jerry Balsam : S
Voters 250 Votes ($250 Donation) 500 Votes ($500 Donation)
88 Votes 51 Votes 46 Votes 46 Votes 41 Votes
Other
25 votes + Erica Linguanti
5 votes * Anonymous
Card: *

25 votes + Fuck Randy

Card number ] Autofill

5 votes * Anonymous

10 votes + Abby & Carol
10 votes will be applied to Kurosuke.

$10 Donation
1 vote * Anonymous
Randy Camper Stetson Benedict Maggie Evilesilhnshvinone
31 Votes 31 Votes 31 Votes 31 Votes 29 Votes

Donation is in USD currency and securely processed by Stripe.

20 votes * Brittany Presti

5 votes + C-Bear

Supercharge Your Year-End Fundraising
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3. Increase Average Online Donation Amount

Lower Processing Fees
Recurring Gifts

Thermometer \

Explain Impact

o ® * Provide Updates
Engage *  Focus On Them NOT You
Donors * Encourage campaign
sharing as part of your
thank you messaging

* Unique Donation Levels
Giving < ’ . Sorporite Sponsorships
o Extras

Donation
Forms

Bl

Tiers Matching Gifts
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Make It Tangible

* Equate giving tiers to tangible impact:
« 521 = 1 Week of After School Care

e S42 = 2 Weeks of After School Care e
 $84 =1 Month of After School Care '
e S168 = 2 Months of After School Care @ :
e S252 = 3 Months of After School Care s
ooooooooooooooooo |
* Your giving tiers should reflect your average
gift size. If your average gift is $200, your Ny W Chamsors
tiers should not be (525, S50, S100, other). CiLDSYy

Sophie Torres

Did you know that kids who don’t receive a quality preschool education are
40% more likely to become a teen parent AND 70% more likely to be arrested
for a violent crime? That's why we prioritize early-learning programs - to combat

these problems at the source. $100.00

Recent Donors
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Supercharge Your Year-End Fundraising

Get Creative!

O

Qo

theanimalfoundation 1w

Our artists have started working their
magic, and some of the portraits are
downright terrifying! &

For just $20, one of our volunteer
“artists” will create a unique portrait of
your pet. All proceeds benefit our
shelter pets.

Sure, a few of our artists are talented,
but as you can see, most of them are
pretty bad.

Will you get a portrait you can hang on
your fridge with pride, or will you
accidentally throw it into the trash?
Only one way to find out!

Get yours at the link in our bio.

QV

539 likes
September 12

@ the animal foundation

Possibly (Probably) Poorly Drawn Pets

A fundraiser benefitting
homeless pets and local “artists”
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You should be tracking
where your web traffic
and conversions are
coming from!

J Google Analytics

BREAK BREAK ) (GA4)
INTERNET INTERNET | J Tracking Links

(bit.ly, Google URL Campaign
Builder, etc.)

J Google Tag Manager
d Meta Pixel

 LinkedIn Insight Tags

i
. Nk O Fobeet




YA\
ACHIEVE

Supercharge Your Year-End Fundraising

#A Home

Demos & Tools

Account Explorer

Dimensions & Metrics Explorer
Enhanced Ecommerce

Hit Builder

Query Explorer

Request Composer
Spreadsheet Add-on

Tag Assistant

Resources
About this Site

Help & feedback

Google Analytics | Demos & Tools

Campaign URL Builder

WEB PLAY

This tool allows you to easily add campaign parameters to URLS so you can measure

Custom Campaigns &
in Google Analytics.

Share the generated campaign URL

Use this URL in any promotional channels you want to be associated with this custom campaign.

generated URL

https://www.achievecauses.com/lets-talk#utm_source=social&utm_medium=cpc&utm_campa &
ign=GivingTuesday2024 &

Set campaign parameters in the fragment portion of the URL (not recommended)

shortened URL

https://bit.ly/4e9W35C ™ SHORTEN LINK

Enter the website URL and campaign information

Fill out all fields marked with an asterisk (*), and the campaign URL will be generated for you.

website URL *
https://www.achievecauses.com/lets-talk

The full website URL (e.g. https://www.example.com)

campaign ID

The ads campaign id.

campaign source *
social

The referrer (e.g. google, newsletter)

campaign medium *
cpc

Marketing medium (e.g. cpc, banner, email)

campaign name *

GivingTuesday2024

Product, promo code, or slogan (e.g. spring_sale) One of campaign na

campaign term

Identify the paid keywords

campaign content

Use to differentiate ads

Hint: Keep

this the
same for
all related
campaign

efforts!

Create tracking links that integrate with
Google Analytics (GA4) to understand
where your web traffic is coming from!
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If your donation
form drives to a
URL outside of your
website, Google
Analytics
attribution may be
Inaccurate.

A person clicks a link with UTM parameters

Current location: externalpage.com

A person is redirected to:
loremappsum.com?utm_medium=referral&utm_source=
promo&utm_campaign=blackfriday2017

A visitor clicks a Call-to-Action button

Current location: loremappsum.com

A visitor is redirected to:
appstore.com/loremappsum

Referrer: loremappsum.com

A visitor installs the app

Current location: appstore.com/loremappsum

l

Google Analytics event is fired

In GA Reports, this conversion is attributed to
loremappsum.com

4=mmmmm Problem
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Supercharge Your Year-End Fundraising

Don’t be afraid to test-and-learn!

Consumer behavior can change quickly!
Experiment and pivot as needed.

If something isn’t working — make
adjustments or discontinue efforts
depending on available time and
budgets.
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Reporting

Test-And-
Learn

e At least once a month, take
time to analyze your results!

* What is working? What '?F'emed”t
. anne
ISn’t? Strategy

e Use this data to make Reporting/Analysis
informed decisions about
content/strategies.

Supercharge Your Year-End Fundraising
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Let’s address the elephant
in the room!
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You cannot be everything to
everyone.







Visit AchieveCauses.com
for FREE resources to
further your mission!

4\ ACHIEVE

Digital Marketing | Social Media | Web Design | Web Support




Thank you for joining!

For more information on Qgiv's fundraising For more information on Achieve, please
platform, contact: contact:

+ contactus@qgiv.com + erica@achievecauses.com

+ 888-855-9595 + 561-412-3000

This webinar program qualifies for 1 point of
continuing education toward maintaining the

Certified Fundraising Executive
Management (CFRE) credential.

iv Donation Forms | Event Registration
Text Fundraising | Peer-to-Peer | Auctions
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