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Plan Smart: Don’t Leave Your End of 
Year Campaigns to Chance

July 2009
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Q&A
You can ask a question at any time using the 
Q&A chat box at the top of your screen. 

All questions will be answered at the end of the presentation.
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• Examine why end-of-year campaigns are so 
important

• Review types of successful emails

• Discover 6 steps you can take towards your 
year-end campaign

• Review Checklist

• Q&A

Agenda
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• The numbers speak for themselves
• 89.5 million US consumers planned to give $3 billion to nonprofit organizations in 

the holiday season of 2008. Despite changing economic conditions, you can expect 
the same this year too.

• 35-42% of online giving happens in November and December each year.

• The average online gift during the year is $67.47.

• The average online gift during the final quarter of the year (October – December) is 
$84.51.

Why are end-of-year campaigns 
so important?
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The ALS Association Year-end Campaign

• 1st time ever doing coordinated 
multi-phased year end online appeal

• Majority of income comes from 
special event season; year-end 
appeal offers additional window for 
donations

• Messaging and timing integrated 
with year-end offline direct mail 
appeals

• 3-part email series
• December 23, 2008: Holiday support
• December 29, 2008: Tax deductible 

opportunities
• December 31, 2008:  Last day for tax 

deductible donations!
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Dramatic Income Increase
• Drove overall 

results across 
chapters online 
and off.

• Tee’d up strong 
January start

• Opportunities:
• Start earlier in 

month to capture 
momentum earlier

47% 
increase

109
% 

increase



10©2009 Convio, Inc.  |  Page

• Standard holiday donations

• Additional gifts from current donors

• Annual gift opportunity for prior year and non-donors

• Accomplishments

• Recap prior year accomplishments and secure support for upcoming years

• Holiday eCards with donation
• Provide service to constituents in conjunction with giving opportunity

• Gift giving
• Gift memberships

• eCommerce

• Tax deductible
• Secure last-minute year-end donations with tax deadlines

Year-End Email Appeal Opportunities
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Accomplishments Example

• Recap prior year 
accomplishments.

• Set tone for 
challenges of 
coming year.

• Secure financial 
engagement to 
maintain 
momentum. 
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eCommerce
• Provide tangible 

benefit for holiday 
giving

• Tangible and 
intangible 
opportunities

• Provides opportunity 
for add-on gifts from 
current donors

• Last-minute gift giving
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eCommerce 

• Intangible gift

• Engages new 
audiences in 
mission
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Gift memberships
• Add on giving 

opportunity

• Build membership 
file

• Providing a service –
easy shopping

• Last minute giving 
message opportunity



15©2009 Convio, Inc.  |  Page

Holiday  Honorary eCard
• Opportunity for 

incremental gift 
from current 
donors
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Special Giving
Program

• Matching 
gift/challenge 
program provides 
built in goals with 
deadline.

• Tap into year-end 
deadline 
momentum
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What can you do?
Best practice tips you can start today
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• Plan

• Cultivate

• Lock down

• Kick-off

• Ask

• Analyze

6 Steps to Take
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• August
• Identify year-end campaign messages and schedule – look 

at both online and offline
• Find out dates of direct mail drops
• Lay out dates of events, etc.

• Revisit what giving programs you already have
• Matching
• Year-end campaigns redesign
• Direct mail

• Identify and book components – where will promotions take 
place
• Facebook or other social networking
• Homepage
• Email/E-newsletters
• Events

Plan
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• September
• List building opportunities—build housefile committed to 

mission early enough to gain loyalty in time for year-end 
programs

• Stewardship campaigns to remind constituents of value 
and connection to mission– use annual report or quarterly 
reports, message from the board

• Engagement—Surveys and petitions gather constituent 
attention and capture commitment prior to heavy donation 
series. 

Cultivate
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Cultivation Email
• Report on 

successes

• Thank 
constituents for 
their role in 
realizing 
successes
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• Engage 
constituents in fall 
with programs that 
will carry through 
into year-end 
appeal messaging.

• Create “stickiness” 
through year-end.

Cultivate
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• Initial holiday 
engagement 
campaign in 
November

• Sign a card to 
troops—tee’s up 
holiday 
campaign to 
support the 
troops

Pre-Holiday 
Engagement
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• October
• Production/editorial schedule finalized
• Copy and design elements finalized
• Confirm giving program availability (matching gifts, special 

gift membership benefits)
• Prepare all pieces for fulfillment – mail house, testing, 
• Discuss internal calendar who will be out and when

Lock Down
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• November
• Schedule and timing

• Thanksgiving feel good “thank you” message
• Be prepared to starting asking after Thanksgiving
• Black Friday e-commerce opportunity

• Launch
• Week preceding Thanksgiving, post preliminary site promotions, 

Google ads, activate donation forms.
• Day after Thanksgiving:  complete activation of holiday initiatives
• Monday after Thanksgiving: drop first email in series.

Kick-Off
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• Shows wrap-up 
of year. 

• Features 
compelling story 
for emotional 
resonance.

• Sets the stage 
for December 
giving 
campaign.

Thanksgiving 
Cultivation Email
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Thanksgiving 
Cultivation Email

• Recaps year’s 
accomplishments.
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Fun Holiday Wishes

Holiday wishes with 
mission reminder
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• November-December
• Direct Mail/Email ask series
• Extra latitude for increased email pace—tap into power of 

multiple messages.
• Opportunity for a variety of messages:

• Fun holiday approach
• Card and gift emails
• Tax deductible

Ask
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Power of Multiple Asks
• Series of emails vs stand-

alone initiative

• Email messages #2 and 
#3 are significantly easier 
to produce than the 1st

email message

• Opportunity to significantly 
increase giving

• Year end giving acquisition 
and appeal strongest 
candidates

* Results from an actual client program
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Sunday Monday Tuesday Wednesday Thursday Friday Saturday

11/22 11/23
Thanksgiving 
message

11/24 11/25 11/26 11/27
Black Friday 
eCommerce

11/28

11/29 11/30 12/1
Ask #1—
traditional

12/2 12/3 12/4 12/5

12/6 12/7 12/8
Ask #2—gift
membership

12/9 12/10 12/11 12/12

12/13 12/14 12/15
Ask #3—
accomplishme
nts

12/16 12/17 12/18 12/19

12/20 12/21 12/22
Ask #4—last-
minute gift 
giving

12/23 12/24 12/25 12/26

12/27 12/28 12/29
Ask #5—tax 
deadline

12/30 12/31 01/01
Happy New 
Year!

Potential Year-end Message Schedule
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• Standard 
email ask

Traditional
Ask
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Alternative 
Giving
• Last minute giving.

• Get creative with 
options

• Providing service –
easy shopping but 
also non-traditional 
giving concepts 
(ecommerce, 
honorary, and gift 
memberships)
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Deadline
• Urgency 

• Prepare for 
challenges for 
upcoming year
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Tax Focused
• Last couple of 

days, organizations 
switch gears 

• Online is the best 
way to remind

• Still can have some 
messaging around 
mission but goal is 
about the tax year
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• January
• Communicate: Don’t let radio silence steal your 

momentum!
• Look forward to new year—resolutions, plans
• Thank constituents for successes in prior year and the need to 

stay engaged for continued growth.
• Communication with non-givers.
• Welcome series to new donors and members

• Learn:  Analysis to improve results and predict growth
• Email responsiveness
• Giving trends

Analyze
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Online Fundraising

$0
$50,000

$100,000
$150,000
$200,000
$250,000
$300,000
$350,000
$400,000

July Aug Sept Oct Nov Dec Jan Feb Mar Apr May June
FY09 FY08 FY07 FY06 FY05

December 
income sets 
stage for 
annual income 
growth.

• Shows need for 
multiple asks throughout 
December
•Impact of post-holiday 
asks

Hypothetical Analysis
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Checklist
Month Task Complete

August
•Identify year-end campaign messages and schedule – look at both online and offline
•Revisit what giving programs you already have
•Identify and book components – where will promotions take place
•Start brainstorming and copy writing

September
•Start to build your email list
•Teasers
•Petitions
•Pledges
•Build emails, forms, and related pages

October
•Get all pieces lined up for fulfillment
•Production/editorial schedule locked
•Finalize, approve and proof copy, design elements and campaign details
•Get direct mail to printers
•Start discussing with board member a matching program

November
• Kick-off end-of-year campaign 
•Send direct mail, emails, stewardship pieces with donation ask

December
•Start tax deduction conversation - urgency after Dec 26th

•Last chance to donate email on Dec 31st

January
•Send thank you emails
•Sum up the year
•Analyze results from the previous year: what worked and what didn't 
•Continue stewardship/cultivation campaign
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• Be Prepared
• Year-end campaigns are culmination of 

engagement—not one-shot activities

• Ask, ask and ask again
• Holidays are a busy time—repetition key to 

securing your spot in the holiday traffic

• Variety is the Spice of Life
• Many giving opportunities and options to present 

constituents

Better prepared, Better Results
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Thank you!
Questions? 

Email Convio at info@convio.com or 
call us at 888-528-9501 ext 1.

Charity Dynamics:
info@charitydynamics.com or 

call us at 512-241-0561.

mailto:info@convio.com
mailto:info@charitydynamics.com
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