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Why a Year-End Campaign is Important  
 
From Thanksgiving to New Year’s Eve, American generosity skyrockets. People make donations, 
volunteer, and raise support for causes they care about more frequently than any other time of year.  
 
Think about all the donations you’ve received so far this year. Now imagine gaining 10% more, 
before 2019 comes to a close. It is possible! Over 10% of all annual giving happens in the last 
3 days of the year. A strong year-end push can propel your cause forward with more donations, 
giving you the power to fuel your mission in the year to come. 
 
 
 

Multi-Channel Year-End Giving Campaigns  
 
Reinforce your message with multiple appeals. It takes a minimum of three exposures of your 
message for a person to make a decision. Be sure to create a comprehensive campaign with multiple 
touch points and methods of connecting with you for the most success. Year-End campaign 
components:  
 
 Text 
 Email 
 Website 
 Direct mail 
 Social media 
 Donation forms 
 Telephone calls 
 Personal appeal 
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Introduction 
 
A successful Year-End campaign requires strong storytelling, a solid plan, a comprehensive calendar 
that includes multiple donor touch points, and strong execution. Print this workbook and work 
through it to help you maximize your End of Year campaign.  
 
There are four basic steps to a successful Year-End campaign. Follow this guide to set yourself up for 
success. 
 

 
Goals 
To increase your likelihood of achieving success, establish your goals for the campaign. Set a 
monetary fundraising goal as well as goals for new and existing donors. You may also wish to identify 
supplemental goals, such as number of recurring gifts received, volunteers recruited, and new social 
followers.  
  
Set a monetary goal for your campaign. The goal should be aspirational but not outrageous. One 
you can share with your constituents and provide updates on how close you are to achieving it. Your 
call-to-action is vital in helping you reach your goal. Tell people how their donation impacts 
your cause with specific dollar amounts and what each dollar amount will enable you to accomplish. 
Give meaningful, tangible examples, “$25 helps supply 40 meals to hungry children.”  
 
Donors should also be encouraged to make a recurring gift to help you achieve your goals 
throughout the year. Include suggested donation amounts, recurring gift options, and include the 
MobileCause recurring encouragement pop up to increase the number of recurring gifts (by 64% in 
one study) to help your organization accomplish specific goals in the new year.  
 

Story 
Telling

Plan
Ask

Follow-
up1 

2 
 

3 
 

4 
 

https://support.mobilecause.com/help/recurring-donations-section
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1. Storytelling 
 
Your success in driving donations is largely based on how effectively you engage your audience 
through compelling storytelling. Breakaway from a boring recap of your organization, tell your story  
like you are telling the plot to a blockbuster movie!  
 

1. Once upon a time… 
When people give, they want to know who they are giving to, so it is important to make this clear 
from the outset. Start by introducing --or re-introducing-- the main characters in your organization’s 
story, namely your beneficiaries or “faces of the organization”. The main character doesn’t have to be 
a person or group of people. Highlight the noun or object being positively impacted (ex: the school 
district, the city of Boston, the animals, etc.) 
 

2. What do the main characters do?... 
It is critical in a successful campaign to tell your supporters what your organization is dedicated to, 
otherwise they won’t know how their potential contribution impacts the main characters. Update your 
supporters about the recent programs have you launched, what you’ve been doing this year to 
advance your organization’s mission. Share your story! 
 

3. But every story has a villain... 
A good story would not be complete without the bad guy. For nonprofits, the villain is any obstacles 
you are currently facing. What is/are the main issue(s) facing the main characters in your story? 
What is preventing good from prevailing? Is it a lack of funding to expand a school in an impacted 
school district; or trouble delivering goods to homeless people in rural communities? Problematize the 
issues your organization is facing so that you can set yourself up to show how the donor can help! 

 
4. The battle of good vs. evil… 

This is about IMPACT. Convey your plan of action. Since your audience now knows who your 
beneficiaries are, and what obstacles they face, create and communicate your plan of action to help 
good prevail over evil. Convey your plan throughout the campaign, so your audience is prepared to 
help you fight your battle. Communicate updates on the status of your campaign; let your donors 
know how close (or far) you are to reaching your goal and continue to share the impact that can be 
achieved with donor engagement.  

  
5. Resolution… 

You wouldn’t leave a movie theater right before the bad guy dies. Likewise, don’t stop 
communicating with donors simply because 2018 and your campaign are over. Keep communicating 
throughout the campaign and into 2019. Even if you do not reach your fundraising goal on, let 
donors know this. If anything, it may motivate them to give another year-end gift. Conversely, if you 
smash your goal, let your constituents know and thank them for their support. 2018 will end, but 
your organization’s story should not! 
  

For more detailed information on storytelling, please watch our MobileCause Academy training: 
“Storytelling and Influencers” and “Compelling Storytelling to Engage Donors and Boost Gifts” 

https://support.mobilecause.com/help/storytelling-and-influencers
https://support.mobilecause.com/help/compelling-storytelling-to-engage-donors-and-boost-gifts
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Put it together and what do you get?  
"(1) Sara is a veteran who was injured when Hurricane Irma hit Florida last September. (2) After four 
months of physical therapy, (3) Sara returned to find her home marked by FEMA as too dangerous to 
inhabit. (4) She reached out to Habitat for Humanity of Collier County's hurricane disaster recovery 
program, which is committing to repair the damaged roof, carport and porch. (5) Sara has a safe 
home again and is paying it forward by helping her neighbors recover.” 
 
Read the full story here: https://www.habitat.org/stories/florida-veteran-stands-strong-after-hurricane-irma 
 
Now it’s your turn.  
Put together your movie script to build your organization’s story. Remember, the objective is to make 
your story suspenseful, as if your audience is watching an action film! 
 
Main Character(s): 
 
   

 
What is the Main Character dedicated to? What has been done to prepare for battle? 
 
 

  

 
Bad Guy(s): 
 
    

 
Good vs. Evil:  
 
   

 
Happy Ending:  
 
   

 
 
Combine the plot elements to create your own script/story:  
 
 
 
 
 
 
 
 

https://www.habitat.org/stories/florida-veteran-stands-strong-after-hurricane-irma


Year-End Giving 
 

 0 

YEAR-END GIVING 

2. Planning Your Campaign 
 
Establishing Your Goals   

What is your organization’s most compelling need? 
Example: provide meal assistance to local kids, build a new school, provide disaster relief to 10,000. 
 
 
 
What does success look like? 
Example: raise $10,000 to feed 500 kids. 
 
 
 
How many new donors would you like to bring into the organization?  
 
 
 
How many new volunteers do you need to recruit?  
 
 
What are your impact metrics? 
Example: $25 buys shoes for 5 children, $100 provides a week of groceries for a family, $500 pays 
for a mammogram to a breast cancer patient. 
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Multi-Channel Communication Plan  
Ideally, you want to have multiple ways to communicate with donors and multiple touchpoints for 
each media. The more communication channels you include in your campaign, the higher the 
response rate (see graph below).  
 
It’s OK if a donor receives each of the communications from you. Each of your messages 
should not be an exact replication of each other (your Facebook post shouldn’t be the exact copy in 
your text and email), but unique copy with a similar tone and message. All communication pieces 
should work together.  
 

• Direct Mail is good for telling a longer story and sharing lots of images but requires long lead 
times and a marketing investment.  

• Email enables the ability for a longer narrative and easy links to other media (videos, photos, 
newsletters) and donation pages.  

• Social Media is great for quick and frequent updates, using images and videos  
• Text supports the highest open rate, quickest review, and creates a sense of urgency 

 

 
 

 
PRO TIP:  For best results, always send at least four messages before you ask for a donation. 
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Campaign Calendar 
 
Build up your footprint in donors’ lives. Create a calendar of when and how  you w ill share  
your compelling story.   
 
Categorize and plan your types of messages: 
 

Exposition  
Providing information on the organization and who/what it benefits 

 
Example: Last year Alleviate Homelessness California provided supportive services that allowed 
1,850 to find a place to call home. To Amy, ACH, provided more than services, it provided her 
with much needed hope and encouragement during a time of struggle.  

 
Impact 
Detailed explanation of how money raised is used and what it will achieve  
 
Example: Our program director explains why ACH’s transition program has been able to 
successfully help 1,850 people find places to call home, why that isn’t enough, and how external 
support is critical to our mission of eliminating homelessness in the region.  
 
Ask 
Requesting a donation or gift 
 
Example: We simply cannot keep up with the increasing rate of homelessness without your help. 
A gift of $190 could provide the necessary resources to help someone like Amy with the necessary 
career services to propel them into a steady job making it easier for them to find a place to call 
home.  
 
Example: This holiday season, consider giving the gift of hope and encouragement. For $16 a 
month, you will provide someone in our community with the resources necessary to find a place 
called home. 

 
Stewardship 
Ensuring the donor feels appreciated so he/she will continue to be involved in the organization 
and donate 
 
Example: Thank you for your gift. Because of your help we will be entering 2019 with the 
resources needed to expand our program and ensure that 500 more people will have access to 
the life-changing services that we offer.  

 
Incorporate the various style of messages into several communication channels, including: social, 
email, direct mail, texts and phone calls. Always remember to share campaign updates and where  
you are in relation to your goals.  
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Campaign Calendar: November – December 

  

Key: 
T = Text 
S = Social Media 
E = Email 
M = Direct Mail or Letter 
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3. Appeals 
Congratulations! Your campaign planning is in place. You set your goals, crafted your story, 
established your impact metrics and created your campaign calendar. Now it’s time to execute your 
plan and make your appeal.   
 
This is where your great storytelling will pay off. Whether it’s a text, email, direct mail or social media 
post, be sure to incorporate a story into your message. People donate when they have an emotional 
connection to your cause. Let them in and tell them how a life, event, disease, animal, community 
was transformed because of your work.  
 
Supporters and donors want to know that their contribution is making a difference. The number one 
reason people don’t donate is because they stop thinking they (or their gift) matter to your 
organization. Overcome that by affirming the value of every gift. Tell them how the money raised will 
be used, and keep communicating with them after the campaign, so they know the progress you are 
making. Provide impact metrics as part of your ask, either within your message or your donation 
page, or both!  
 
Every link in every communication (with an appeal) should go directly to your giving page. Don’t 
include inks to your website’s home page, your Facebook page, or your Instagram account. Prevent 
them from getting distracted, that tends to reduce the amount of money you’ll raise. 
 
Be sure to encourage donors to make their donation recurring. They can make a positive impact 
throughout the year.  
 
Ideally, your giving page has copy at the top that mentions your “year-end campaign” and the 
important deadline of December 31st. You want that page to reinforce the message that your donors 
read in your appeal communications. If you have a match program, be sure to include that too.  
 
For year-end emails, focus on the ask. Do not make your appeal in the form of a newsletter or 
donor profile. Your emails should be dedicated to an appeal. Send at least two emails between 
Dec. 27 and Dec. 30 and at least one on New Year’s Eve.  
 
For social media posts leading up to the last week of the year, you can:   

• Encourage your staff, volunteers, etc. to share photos from the past year (volunteer activities, 
galas, runs/walks, etc.) 

• Tag the individuals within the photos to boost the reach of the post 
• Focus on impact metrics ($40 covers a school uniform for one student) 
• Use free image tools like https://pixlr.com/, https://www.canva.com/, and 

https://unsplash.com/ to create images to include with your posts 
• Share a behind the scenes/day in the life as a staff/volunteer for your 

organization  
• Include a picture of a person, posts with faces get 38% more likes 

  

47%  
of supporters 
learn about 

nonprofits from 
social media 

https://pixlr.com/
https://app.salesforceiq.com/r?target=5b92a65d4cedfd0079578f8c&t=AFwhZf3k0YIQ5Rsogww42bcXQ4xnNxNe42MAqBnqq7TTjDfZija9CYSKCYyvw2u-7Dxn8UL9SKfKwznbLvjwwTHamqSv_3y5wBvZZlAjytxFiCIxxlQ2NLDp6dng5_HCwsBua4b4U5ey&url=https%3A%2F%2Fwww.canva.com%2F
https://app.salesforceiq.com/r?target=5b92a65d4cedfd0079578f8b&t=AFwhZf3k0YIQ5Rsogww42bcXQ4xnNxNe42MAqBnqq7TTjDfZija9CYSKCYyvw2u-7Dxn8UL9SKfKwznbLvjwwTHamqSv_3y5wBvZZlAjytxFiCIxxlQ2NLDp6dng5_HCwsBua4b4U5ey&url=https%3A%2F%2Funsplash.com%2F
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Social Media Examples with Impact Metrics 

29%  
of donors say 
social media 

shares convinced 
them to give  

A recurring 
gift request 
with impact 

metrics! 
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Social Media Appeal Examples  
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Mobile Message Appeals Examples  
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Giving Pages Examples 

 

With monthly gift as default 

Embedded on website 

With matching Gift 
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With matching gift  
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Using Crowdfunding template 



Year-End Giving 
 

 12 

YEAR-END GIVING 

Email Appeal Examples  
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Live Stream and Videos on Social Media 
Nonprofit organizations of all shapes and sizes can live stream Year-End Giving events. Creating 
videos with your phone and posting them work great too.  

• Empower supporters who can’t attend your campaign or in-person event to join the event on 
Facebook Live and/or YouTube Live 

• Show your impact in action, be out in the community making a difference (providing coats to 
the homeless, providing meals to those in need) 

• Feature the Executive Director sharing how the money raised will be used  
 
 
 

Click on image to view video 

https://www.facebook.com/harold.welter/videos/10210672726086357/
https://mobilecause.wistia.com/medias/7qb6glrnwr
https://vimeo.com/308332461
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Scheduling Messages 
The busiest time for sending Year-End Giving messages is the week between Christmas and New 
Year’s Day. It’s also the time you are most likely to want to take some much-needed break time and 
enjoy the holidays. Not to worry! Thanks to today’s technology, you can easily schedule your 
messages to send when you want them, regardless of what you are in the middle of doing.  
 
Text Messages 

Use the MobileCause Schedule a Message functionality to schedule a single or series of text 
messages leading up to New Year’s Day. You may want to segment your lists into those who have 
given and those who have not. It would take a little more effort to segment and update your lists 
before sending a message but could lead to better results when the message is specific to the 
recipient. Messages should be direct and remind people about Year-End Giving and remember to 
always include a link to your donation page.  

 
   

 
 
 
 
 
 

 
Social Media 
Social media platforms also have tools to 
preschedule messages to post on a specific 
date and time. Have fun with it and emphasize 
that now is a typical time away from the 
office. Create short videos of you talking to 
your donors in your PJs, around the fireplace, 
with your hot cocoa telling them you are 
relaxing right now, but the work never stops, 
and you need their help! Be sure to include 
your text-to-donate keyword and shortcode 
your video message and include a link within 
your post!  
 
Email 
Email service providers (ESP) enable you to setup email blasts for specific days and times. Most also 
provide the flexibility to send via the same time of day regardless of time zone (12pm for everyone, 
no matter what the time zone). Many ESPs will also provide recommendations for when to send 
based upon the open and click-thru habits of your mailing list.  
 

 

Over the last year, the Ashley 
Angel Foundation has been 
supporting children with 
cancer and their families.  
See how: youtube.com/b31 
 
Reply STOP to unsubscribe 

See how the Ashley Angel 
Foundation has changed the 
lives of pediatric cancer 
patients this year: 
youtube.com/4567g 
 
Reply STOP to unsubscribe 

This is your last chance to 
leave your mark in 2019.Your 
gift brings a smile and means 
the world to a child with 
cancer: mcause.com/AAF 
 
Reply STOP to unsubscribe 

Click on image to view video 

https://www.youtube.com/watch?v=ZEVw-xa8eNg


Year-End Giving 
 

 1 

YEAR-END GIVING 

 
Bringing in Donations 
You’ve done it! You’ve crafted your story, planned your calendar, scheduled and sent your messages. 
Now it’s here, time to bring in donations!  
 
Donation Page 

• Create a special donation form for your Year-End Campaign so you can measure results. 
• Add a video or image to the top of the donation page that represents how the funds raised  

will be used. (Donation pages prompted by video have been shown to collect 4x than those 
without a video).  

• Include your impact metrics on the donation page, “$25 will buy/save….” 
• If a donor or a local business will be matching donations for that day only, say so! Matching 

donations are a great way to encourage giving. 
• Encourage recurring giving, “Keep transforming lives/saving homeless dogs all year long….” 

 
Share Updates on Social Media 
Keep the excitement and enthusiasm building for your campaign, share updates and milestones 
throughout the month. Let people know how close you are to reaching your goal and encourage 
them to help you exceed it!  
 
Build a Thermometer of progress that you can share when you reach milestones.  Make it personal, 
about what you will do, not just the money you raise. For example, show that you’ve raised enough  
to give the gift of an amount of clothing instead of or with the dollar amount going toward clothes. 
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4. Thanking & Acknowledging Donors 
With your Year-End Giving campaign behind you, 
the giving (and your work) keeps going. Your focus 
shifts to the year ahead. However, don’t neglect to 
acknowledge your end of year success and the 
donors who made it happen.  
 
Send a thank you message 

• Within the next few days, send everyone a 
thank you message. 

• Thank them for their donation and let them 
know how you’re putting their money to 
work. 

 
Post a thank you message 

• Post thank yous on social media. 
• If you have permission to tag the donor in  

your posts, do so (you can create a custom 
field on the donation page requesting their 
permission to publicly acknowledge them) 

• If you do not have permission, you may 
consider adding just the donors’ first name.  

• Include how the money raised is being used.  
• Add an image or video.  

 
Ask again (if they didn’t donate) 

• Give non-donors another chance to 
donate within your social media posts and 
email updates.  

• Segment your list (use “Create Segment” 
found under Communication & Marketing 
within MobileCause to make this easy) 
and send another ask message to those 
who did not give during the campaign 
(“It’s not too late to help us get 2020 off 
to a great start…”) 

 
 
 
 
 
 
 
 

 

https://www.facebook.com/Noahsbarkpetrescue/photos/a.139311363002/10155249262513003/?type=3&theater
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Review results  

• Set aside time for a post-campaign review to identify what went well and areas for 
improvement and take notes so you’ll remember them for next year 

• Measure 
results. How 
did your year-
end giving 
donation form 
perform 
compared to a 
standard giving 
form? How 
much do you 
raise in a 
typical month? 
How much did 
you raise in 
December? 
How did this 
year-end 
campaign 
compare to last 
year’s? Or previous years? 

• Dig into the Reporting & Analytics 
module within MobileCause to 
understand the effectiveness of your 
campaign. Review your Campaign 
Metrics and Channel Metrics (if you do 
not have Channel Metrics in your 
account and would like to add them, 
contact your Account Manager), to see 
how your forms and pages performed. 
Look at the click-thru rate, conversion 
rate, and total collected for each form 
and page. If you have Channel Metrics, 
look to see which marketing channels 
delivered donors to your campaign. 
Use this information to improve future 
campaigns.  

 
 
  

https://support.mobilecause.com/customer/portal/articles/2960784
https://www.instagram.com/p/Bp-eSMtFnuO/
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MobileCause Resources 
 
Best of luck in your Year-End Giving campaign. For more information on working with MobileCause, 
the following resources and support teams are available to you: 
 
Account Management  
Your dedicated Account Manager is your main contact and available to assist you with questions 
regarding your account, CRM integration, additional digital marketing services, and other add-ons to 
your plan: accountmanagers@mobilecause.com.  
 
Customer Support  
If you need help with the MobileCause product, your merchant account, or have questions about 
donations, please contact our Support Team at support@mobilecause.com or 888-661-8804, 
extension 2. 
 
Knowledge Center 
You have unlimited use of and access of our live daily training courses, how-to and training videos, 
Knowledge Center resources, and fundraising strategy training webinars, which can all be found at: 
support.mobilecause.com. We also have an extensive library of Fundraising Strategy videos.  
 
Become a Certified MobileCause Professional. Complete the MobileCause Fundamentals training 
series and receive a certificate of completion and badge for your social media and resume: 
http://mcause.us/training.  
 
Digital Fundraising Services 
Need more help in setting up your campaigns? Digital Fundraising Service engagements are 
available to assist you in setting up and managing your fundraising campaigns, including events, 
galas, peer-to-peer and crowdfunding, golf tournaments, run/walks, memberships, days of giving, 
fund drives, capital campaigns, recurring giving, year-end giving, mobile messaging and marketing, 
and more. For more information, visit: http://mcause.us/dmsinfo.  
 

https://support.mobilecause.com/
https://support.mobilecause.com/customer/en/portal/articles/2922892
http://mcause.us/training
http://mcause.us/dmsinfo
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