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2026 Today’s Discussions

• Goal Setting Strategies

• Matches and Power Hour Strategies

• Social Media Strategies

• Virtual Engagement Strategies

• Thanking Your Donors

1

2



G4M Marketing/Strategy Class

2

WWW.GIVE4MARION.ORG

2026 Goal Setting Strategies

How to set the right goals and achieve them during 
Give4Marion

2026

Questions to Ask Before Give4Marion Begins

WWW.GIVE4MARION.ORG

• What were we able to achieve in previous years?

• Do we have a campaign or event around this time of year?

• What are our most crucial needs at this time?

• What will help to improve long term sustainability?
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Popular Give4Marion Goals
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• Volunteer Engagement

• Donor Amount

• New Donors

• Repeat Donors

• Recurring Donors

• Board Engagement

• Peer to Peer Engagement

• Monetary Amount

• Social Media Engagement

• Win Prizes or Matches

2026

Examples

WWW.GIVE4MARION.ORG

• $5,000 raised during Give4Marion will provide a year’s worth of healthy 
lunches for every low-income student at Belleview Elementary School

• Support from 100 donors during Give4Marion will unlock an additional 
$10,000 from our board of trustees

• During Give4Marion, we can win an extra $5,000 and feed every animal in 
the shelter for a week, by having the most donors from 1:00pm – 2:00pm
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Setting Your Goals
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• Narrow in on 1-3 specific goals. This creates a strategy that’s easy for your 
organization to execute, and for your supports to rally behind

• Determine which goals are internal vs. external
• Internal – Become more familiar with online fundraising tools, 

strengthen relationships with board members
• External – Raise $5,000 for new supplies, secure at least $1,000 in 

matching funds prior to the beginning of Give4Marion

• Stretch goals are great to have in your back pocket should you reach an 
external goal before Give4Marion is over!

2026

Monetary Goal Strategies
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• Make it clear what the funds raised 
will help you achieve

• Secure matching funds and 
motivate donors to make a greater 
impact with their gift

• Recruit peer-to-peer fundraisers to 
help you expand your reach to 
more donors

• Collect stories from those who 
would be directly impacted
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New Donor Goal Strategies

WWW.GIVE4MARION.ORG

• Recruit peer-to-peer fundraisers to help you expand your reach

• Highlight benefits of being a donor to your organization

• Share stories about your existing donors and why they give

• Use hashtags on social media to be heard in different conversations

• Ask each of your supporters to share your profile with friends

WWW.GIVE4MARION.ORG

2026 Matches and Power Hours

How to inspire donors to make an exponential impact during 
Give4Marion
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What are Matching Moments & 
Power Hour Gifts?
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Matching moments & Power Hour gifts 
are donations from generous donors that 

gamify the Give4Marion experience.

Bonterra’s online matching tool helps donors 
multiply their impact, no matter the donation 
size!

• 1:1 Match – Each time an eligible gift is 
made, a corresponding offline gift is added 
to your totals

• Power Hours – When a threshold or goal is 
met, the whole donation amount will be 
added to your totals

WWW.GIVE4MARION.ORG

2026

Internal Matches
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2026
Benefits of Internal Matches
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• Organizations with matching funds raise 
on average 4.5x more than organizations 
without a match

• Opportunity to highlight existing 
donors and sponsors

• Motivates potential donors to have a 
greater potential impact by donating 
when their gift if matched

• Easily feature active matches on your 
Give4Marion profile

2026

Potential Internal Matching Sponsors
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• Corporations

• Local Businesses

• Board Members

• Community Members

• Existing Donors

Educate your match
sponsors on the
benefits their gift

can provide and how
their contribution is
stretched for greater

overall impact
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Setting Up Your Internal Match
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2026 Social Media Strategies

Everything you need to know about the most popular social media 
platforms and how to leverage them for stronger engagement 

with your supporters
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The Benefits of Social Media

WWW.GIVE4MARION.ORG

• Creates an opportunity to share with supporters regularly

• Allows for more casual updates and calls to action

• Builds off your organization’s voice, branding, and message

• Tracks supporter engagement and conversions

2026

Popular Social Media Platforms

WWW.GIVE4MARION.ORG

Facebook
• The #1 Social Network

Twitter
• “Micro-Blogging” Network

Instagram
• Photo Hosting and Sharing

YouTube
• Video Hosting and 

Sharing

Snapchat
• Live Photo and Video 

Sharing

Your social media
strategy should focus on

quality over quantity!
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Facebook Strategies
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Schedule Posts Regularly
• Not every post should be an ask

Share Visuals for Enhanced Engagement
• Photos, videos, albums, live streams, etc.

Consider Paid Promotional “Boosts”
• Expand your reach through targeted posts

Create a Facebook Event
• Save the date for Give4Marion!

Start a live stream and Broadcast your Give4Marion 
promotions in real time

2026

Twitter Strategies

WWW.GIVE4MARION.ORG

• Provide Regular Updates

• Thank Your Supporters

• Connect with Prominent Voices

• Share Relevant Tweets

• Use Trending #Hashtags

• Create a Twitter Poll

• Use shortened link calls to action
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Instagram Strategies
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• Share Personal Stories
• Your Beneficiaries
• Your Donors
• Your Volunteers & Staff

• Highlight Events in Action

• Start a Countdown

• Host a “Take Over”

• Create a Challenge or Contest

2026

YouTube Strategies

WWW.GIVE4MARION.ORG

• Show Your Mission in Action
• Volunteer Opportunities
• Fundraising Events
• Important Projects

• Share Testimonials

• Highlight Project Impact

• Create an Infographic Video

• Say Thank You
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Snapchat Strategies
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• Share Live Updates
• Perfect for a 24-Hour Event

• Give a Behind-the-Scenes Look or 
Show A-Day-in-the-Life

• Create a “Slide Show”

• Give Quick Interviews

• Take Fund Selfies with Supporters

2026

Before Give4Marion Begins
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• Swap out your cover photos and profile photos with the Give4Marion graphics 
in your Nonprofit Toolkit

• Ramp up posts as you get closer to Give4Marion

• Share your Give4Marion goals with your followers

• Include clear calls to action for your supporters (link to your Give4Marion 
profile)
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2026 Virtual Engagement Strategies

How to obtain and sustain supporter 
engagement virtually

2026

Why is Virtual Engagement Important?

WWW.GIVE4MARION.ORG

• Online engagement is at an all-time high

• Create sense of community and belonging

• Reach more supporters where they are

• Allows for instant engagement and sharing

• Grow your team’s social media and marketing skills
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Visual Content: The Facts
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• People will remember 80% of what they’ve seen versus 30% of what they’ve 
read

• In a persuasive speech to an audience, 67% of the audience were persuaded 
with visuals versus 50% without

• Visual content is 40x more likely to get shared on social media than other types 
of content

• 29% of people consider social media to be the communication tool that most 
inspires giving

• 87% of donors who first donate from a social referral source make their second 
donation from a social referral source

2026

Visual Content: Example

WWW.GIVE4MARION.ORG

What’s more memorable, and easier to understand when driving?

OR

While driving down this road there is a chance 
that one or more rocks of varying size may fall 
from the slopes on one or both sides of you. 
You should be aware of this before you travel 
this way so you are cautious of this particular 
hazard.
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How to Highlight Visual Content

WWW.GIVE4MARION.ORG

• Use an up-to-date logo

• Include relevant, visually-engaging photos

• Use the Give4Marion logo or other shareable 
graphics in all small media posts and emails

• Create a short video or a video series that 
tells a story over several “episodes”

2026

Create a Video Series

WWW.GIVE4MARION.ORG

• Weekly videos encourage consistent engagement

• Keep the videos short to keep the viewer’s attention

• Consider some points on what to  model the videos around
• Your organization’s story and/or mission
• Your volunteers’ and/or staff members’ stories
• Your actions and impact on the community
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Host Virtual Events
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Host a virtual event or competition to engage a wider audience

• Give4Marion party/celebration

• Trivia or game show

• Costume contest

• Talent show

• Scavenger hunt

Pro Tip!
Talk about these events in your 
profile and thank you email as 

well as on social media and have 
Peer-to-Peer Fundraisers help 

spread the word!

2026

Challenges
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Use sponsorship dollars or other 
incentives to motive giving during 

Give4Marion!

• Number of donors
• Number of dollars
• Time period
• Social engagement

• Leverage the “I Gave” graphic
• Include a call-to-action to share 

why they gave
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Go Live!
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Get creative and go live on Facebook, YouTube, or other platforms leading up to 
and during Give4Marion

• “Ask Me Anything” with a staff member or Executive Director

• Volunteer, Member, Board or Staff Spotlight

• News Update (post regularly, like a “Tidbit Tuesday” or “Fundraising Friday”

• Tours of your workspace

• Testimonials

2026

Leverage Social Media
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Post often leading up to and during Give4Marion, and encourage engagement 
with your posts:

• Create a poll for a dare for the Executive Director or a staff member to do when 
you reach a goal or milestone
• “If this post gets 100 likes…” or “Once we reach 50 donors…”

• Hold a caption or photo contest

• Coordinate social media giveaways

33

34



G4M Marketing/Strategy Class

18

WWW.GIVE4MARION.ORG

2026 Thanking Your Donors

How to acknowledge and delight your donors to make 
them feel like the heroes they are!

WWW.GIVE4MARION.ORG

2026

Before the Give4Marion
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Your Give4Marion Dashboard
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2026

Thank You message Set-Up
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• Write a personal message to be included in 
your thank you email to everyone that 
supports your organization during 
Give4Marion

• Add your own photo or video

• Send immediately to your donor’s email 
when they make a gift during Give4Marion
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Donor’s View of the Thank You Message
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• Your own custom content alongside your 
Give4Marion branding

• Includes a link to your organization’s website

• Email comes from your organization’s contact 
person

• Includes specific donation information to act 
as a receipt

WWW.GIVE4MARION.ORG

2026

After Give4Marion
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Your Giving Day Donation Report
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Pro Tip! Download a CSV file of your complete donation report for more information

2026

Analyzing Your Data
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• Who increased their giving from year to year?

• Who was new to your organization through this year’s Give4Marion? Did they 
come from Peer-to-Peer fundraisers?

• Who were you most success Peer-to-Peer fundraisers?

• Who left a personal comment?

• Who chose to donate to a specific campaign?

• Who helped you win a prize?
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Strategic Donor Engagement Planning
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• Every donor is important, but not necessarily equal

• Determine your donor segments
• Giving Levels
• Entry Point
• Giving History

• Create a realistic strategy to thank all of your donors appropriately based on 
their segment

2026

The Importance of Strategic 
Donor Engagement Planning
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• Crucial component of effective donor stewardship

• Allows for personalized customization

• Ability to allocate time and resources to donors with the most potential for 
growth within your organization

• Helps you reach your internal goals quickly and easily
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Example Plan
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The larger the gift the 
more personal the 
acknowledgement!

2026

General “Thank You” Tips
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• If possible, personalize your acknowledgements!
• Example – “Hi Bridget,” vs. “Dear Friend,”

• Highlight the impact of the donor’s contribution
• Example – “With the dollars raised we have helped 50 people in need”

• Include additional opportunities to get involved
• Example – “Join us on Sunday for our Summer BBQ Jamboree”

• If publicly acknowledging any donors, be cognizant of how their names are 
displayed
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Creative Thank You Ideas
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• Milestone Recognition

• Naming Opportunity

• Appreciation Party

• Donor Spotlight

• Handwritten Note

• Behind the Scenes Look

• Future Discount

• Thank You Video

• Public Display

• Giving Level Perks

2026

We’re Here for You!

• Visit Our Help Center
https://bonterratech.zendesk.com

• Send us an email at
CustomerSuccess@givegab.com

• Chat with Bonterra’s Customer Success Team 
whenever you have questions or need a hand

Look for the little question mark chat bubble!
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