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Introduction 
I’ve put together this handbook to cover some of 
the topics of digital fundraising... in a hurry.  
A lot of charities reading this will be impacted by the Coronavirus crisis that’s occurring across 
the world. Just yesterday, it was announced that Cancer Research UK would be dramatically 
scaling back research plans as it is set to lose a quarter of its annual donated income - around 
£120m - as retail shops are closed and fundraising events are cancelled. But this pandemic 
affects charities of all sizes. You’re probably wondering how you could boost your charity’s 
income by using digital channels - after all, we’re all stuck at home with our mobiles and laptops 
with not much to do.  

Within this handbook, I’ve shared a mix of methods, techniques and examples. I’ll be giving you 
things you can do to boost digital fundraising for the short- and mid-term. These are things you 
can do right now to try and raise some income even if you haven’t put a lot of time into the 
groundwork of a digital fundraising strategy in the past. Hopefully there’ll be a little something 
for everybody.  

Some of the tips may feel too basic for some people and you may be thinking, “I’ve already done 
that.” Please hang in there as we do get more advanced as things continue, so I’d recommend 
you explore the rest of this document using the headings, for the stuff that feels relevant to you.  

How will this help? 
Right now, I imagine that a lot of you, who are fundraisers, are feeling like this.  

     

There is an awful lot going on that you need to be doing, and an awful lot that you need to be 
aware of. All this confusing digital stuff; everyone telling you that doing stuff with digital is the 
way to go could just be adding fuel to the fire when it comes to stress. That’s why we are going to 
demystify that for you. We are going to provide you with a pre-prepared checklist at the end of 

 



this which you can take away and action as soon as you’re ready. However, I’m not just going to 
give you the checklist. Instead, I’m going to run through each item to help you build an 
understanding of each. That way, you’ll not just be armed with a checklist, you’ll be armed with 
the understanding of what those things mean, and whether they’re the right thing for your 
charity or not.  

Who am I? 
I’m Matt Haworth. I’m the author of The Digital Fundraising Book, and I co-Founded Reason 
Digital, a social enterprise that’s worked with hundreds of charities to help them get results from 
digital. I’m getting so many calls from worried fundraisers and CEOs right now that I wanted to 
put together this guide to help out more people. I also made the Digital Fundraising Book free, 
and you can download it here. 
 

   

 

https://www.dsc.org.uk/publication/the-digital-fundraising-book/
https://reasondigital.com/
https://reasondigital.com/
https://t.co/XPFgmkXJyh?amp=1


The basics of digital 
fundraising  
Let’s start with the basics to make sure we’re all on 
the same page.  

Defining digital fundraising 
 
Firstly, people often think of digital fundraising in terms of what it’s not. For example, digital 
fundraising is everything that doesn't happen in the ‘real world’. The ‘real world’ is a bit of a weird 
term because obviously the internet does exist in the real world and when you are sat on your 
phone, browsing Twitter, you are still doing that in the real world.  

With digital fundraising, there has been digital innovation on different platforms via different 
methods so we almost need a list, if we want to define digital fundraising in terms of what it is.  

This is how I define it in the Digital Fundraising Book:  
 
“Digital fundraising is any kind of fundraising activity where you are collecting money digitally, or 
someone is collecting money digitally on your behalf. That is to say through a computer, laptop, tablet, 
mobile phone, smart speaker, and, soon, maybe even a smartwatch or smart TV.”  

Digital fundraising is very broad and it gets broader every year. There are some aspects of digital 
fundraising that we’re not going to talk about right now (for obvious reasons) and those are the 
aspects that require people to leave their homes.  

There are some interesting innovations going on in other areas - things like people being able to 
give contactless donations while they’re out and about,  donating via text at live events, and even 
using contactless payments to donate to the Blue Cross via a card reader attached to a labrador. 
I don’t know about you, but I could definitely not resist petting that labrador, even if I had to pet 
it with my Mastercard first. 

 

https://twitter.com/acrim/status/1239890160424292352
https://www.bluecross.org.uk/


 

 

But we’re here to talk about digital fundraising. So, let’s simplify it right down to its core; the big 
thing that we’re trying to do with digital fundraising is get someone to click on a ‘Donate’ button... 

  

 

...Whether it’s on your website, on Facebook, in a newsletter, or through a text. The above image 
shows us what we are fundamentally all driving towards - this moment. In digital parlance we 
would call this a ‘conversion’ because we’re converting a user into a donor. I’ll be using that term 
- ‘conversion’ - throughout this handbook.  

Four zones of digital fundraising 
Broadly speaking, there are four areas of digital fundraising that you can think about.  

  Ongoing  Campaign 

Donations  Passive donations direct to 
you  

Driving donations through a 
campaign 

Sponsorship  People choosing to sponsor  Driving sign ups to a 

 



you  sponsorship activity, online or 
offline   

 

With the above areas in mind, driving sign ups through a sponsorship activity is one of the 
quickest ways we can boost our income as small charities, so I’m going to delve into that later on. 
Firstly, I’m going to blitz through the different ways people can give money to you and, while 
you’re reading, you might want to think about the ways these things match the four above areas.  

How people donate digitally   
I’m not going to talk about ‘no makeup selfies’, and the ‘ice bucket challenge’. Long story short, 
these types of viral events are difficult to engineer, so if you’re pegging your digital fundraising 
hopes on being able to spark up the next ‘ice bucket challenge’ - that’s not a strategy that we’d 
ever recommend. 

Let’s look at the ways that people do donate: 

● Single donation. This could be through your website, or an external donation page like 
JustGiving, which we’ll talk about setting up later.  

● Regular donation either through their credit card or direct debit.  
● Text donation by texting a code to a short, simple phone number which allows them to 

give a set amount, up to £30. 
● Maybe you’re using matched giving, where you’ve got a corporate sponsor that’s willing 

to match donations during this exceptional time. This is a very popular way of boosting 
income from donation appeals.  

● Crowdfunding can be used when you’re trying to achieve a particular goal. Maybe you’re 
trying to raise money to buy a van to deliver food?  

● Competitions and lotteries can spice things up a little bit and encourage people who 
wouldn’t ordinarily donate to you, to get involved and donate. Alternatively they could 
encourage people who are already donating to you, to give that little bit extra in 
exchange for being entered into a draw or a competition.  

● If you have stuff to sell, whether it’s second hand or branded merchandise,  you can do 
that online with digital fundraising.  

● Then there’s the traditional sponsorship routes, which we can’t do right now, like 
encouraging people to get sponsored for running a marathon.  

● Novel sponsorship methods (which we’ll explore more later) is one of the best ways that 
you can boost your income right now. 

● Lastly, we’ve got social media giving. This includes features built into social media 
platforms that allow people to raise funds for your charity, or for your charity to ask for 
money directly on social media. This is also something we’ll be looking into in more 
depth.   

 

https://www.justgiving.com/


Three levers 
That’s a whistle stop tour of the different ways you can give. It may sound really confusing and 
like there are lots of different ways to fundraise digitally but in reality, every single platform that 
can be used to give boils down to just three key things that you have some influence over. These 
are as follows:  

1. The number of people that are in your audience who you can reach out to with 
fundraising messages.   
   

2. The number of people that decide to give to you as a result of seeing your message, or 
clicking through to your page, or looking at that fundraiser on social media, or being 
asked to donate by text etc.  
 

3. The average amount that they choose to give.  

If you’re well acquainted with traditional fundraising, you will be fairly used to this and may even 
use different words for the same concept.  

Essentially, we have three levers, regardless of the method of donation, which we can use to 
boost the amount of income that we’re getting to our charity or our campaign. I think that’s quite 
a freeing thought; with all this confusion, all these different tools, all these different platforms, 
fundamentally it all boils down to questions like,  
 
“Can I get more people to look at it? Can I make it more compelling, persuasive and simple for 
them to give me their money? Can I persuade them to give me more money than they would 
have done otherwise?” 

 

The great thing about this is that it’s multiplication. If you can improve all three levers, the 
positive impact on your fundraising will be exponential.  

 



On the other hand, if any one of the three numbers is zero then the result will give us zero. For 
example, we have 10,000 people and 0% of them are choosing to give us money and we know 
our average donation is £100. What would the result be? It would be zero. Everything multiplied 
by zero ends up as zero.  

That means that if you’re not getting much money, it may mean that you just need to increase 
one of these three things in order to have a bigger impact.  

So, when we’re thinking about fundraising in a hurry, let’s ask ourselves: “Where am I falling 
down on these three things? Where would my efforts be best channelled in order to make one of 
these numbers bigger so that I can magnify my impact?" 

   

 



Your website 
One of the ways you can fundraise digitally is via 
your website.  
Your website is a place where you’ll drive people in order to donate which is why it’s really 
important that it features donation messaging and an easy-to-use donation feature or button. 

I’m going to run through some things that can be actioned on your website and whilst I 
appreciate that not everyone is going to be in control of their website, that’s ok because some of 
these tips apply to other platforms as well. Plus, this is important information for you to be 
looking at in the mid-term.  

Attract, convince, convert 
You want to attract people to your website, convince them to donate to you and convert them 
into donors by giving them a form to fill in, or somewhere for them to enter credit card details, 
or send a text. Whatever the method of conversion, we want them to convert.  

These three steps (attract, convince and convert) map nicely to the three levers we talked about 
earlier.  

 

How not to convert 

Let’s take a look at how this would (or more likely wouldn’t) work with an example of a poor 
website experience.  

Let’s say people find you on Google, they go through to your website and maybe they have a 
click around and eventually they find a way to make a donation.  

Then they meet this… 

 



 

They are asked to download a PDF in order to give money to your charity. This is not going to 
work. If, in order to give you money, they have to download a form, print a form, attach a form to 
a carrier pigeon and so on... that’s not going to work. People expect this process to be digital. 
This whole process is old school and I recommend you check that your website doesn’t have this 
in place. 

How to convert  

What would a better example be? Let’s say someone finds your website through the amazing 
stuff that you’re putting out on Twitter. They click on a great piece of content that’s brought them 
to your website. Note, this is ticking both the ‘attract’ box, and the ‘convince’ box. it’s not a 
donation appeal and it’s not a donation ask - it’s simply a great piece of content. They read the 
content and they’re compelled by it so they choose to donate to your organisation to support the 
great work that you’re doing.  

They see a donation page like this, that prompts them about the amounts they could give 
(something that has been shown to raise the average donation that donors are likely to give 
you.) 

 



 

 
They select their amount and come through to an online form that they can fill out quickly and 
easily.  

I’d recommend checking whether the device being used, suggests the saved contact information 
and credit card numbers when clicking or tapping in the fields on the form, as this something 
users expect from payment forms now - without it, you’re asking them to get up and get their 
card which might just be enough of a pain to derail them. An example can be seen on the 
JustGiving page below. All I need to enter is my security code - simple!  

 

 



 
 
 

Maybe, if we’re getting super sci-fi, they can use something like Apple Pay or Google Pay in order 
to give by using their fingerprint or by taking a quick scan of their face. Then they’re greeted by a 
really lovely, instantaneous ‘Thank You’ page. 

But that’s not the journey over, because now that they’ve taken the step to donate to your 
charity, you can ask them for other support as well. Maybe you could ask them to share your 
donation page or campaign online to help find other donors? 

 

I appreciate that not everyone will have the skills in-house to affect this but I would really 
encourage you to talk to your volunteers, or talk to your web design agency to make sure this 
process exists on your website, as well as it can, given the budget that you have. Please do 
actually check this on your website because if you don’t know your process it could be really 
outdated or worse, it could be broken.  

 



Tips for your website  
I’d recommend writing down these tips to chat about with your techy volunteer, or talk to your 
web design agency about.  

A clear, responsive website 
One of the first things that you’re going to need to do is make sure that your website works on 
mobile. This is called being responsive.   

A ‘Call to Action’ that matters 
It’s really important that your website has really clear calls to action. This is something you can 
control if you edit your website. Ask yourself: “Am I explicitly asking people to donate on the 
website, or not?” 

One of my favourite calls to action on any website is one that I saw recently on the UK Wild Otter 
Trust website - a button that said ‘Report an otter’. In reality, the calls to action you want are 
going to be ones which really matter to you. These may be around volunteering or asking for 
donations. 
 
A couple of examples can be seen below. Firstly, let’s take WellChild. As soon as you hit their 
homepage, you see this clear, powerful message about helping seriously ill children thrive at 
home. Directly below you have a call to action - ‘Make a donation’. It’s clean, emotive and easy to 
understand how to help.   

 

 

Our second example is from Coffee 4 Craig, a small homelessness charity in Manchester. 
Landing on their homepage, I can see a really clear call to action to donate. They’ve even told me 
what my donation will mean to someone living on the streets which is a nice touch. Clicking 

 

http://www.ukwildottertrust.org/
http://www.ukwildottertrust.org/
https://www.wellchild.org.uk/
https://www.coffee4craig.com/


through to the ‘Support us’ section of their site, I’m greeted with some messaging around what it 
means to volunteer plus a clear call to action. This is the type of clarity we’re looking for.  

 

 

Quick tip! Don’t just have buttons on your homepage; make sure you put them within the text of 
whatever it is you’re blogging about, or on your ‘About’ page, and so on.  

Make the action digital 
Please don’t include an email address or a form download because we know that unless the 
action is digital, whether that’s linking out to JustGiving, or a digital form on your website, people 
just won’t take that action and an opportunity is wasted.  

 

   

 

https://www.justgiving.com/


Offsite conversion  
If you don’t have a website, or you can’t control it, 
what else can you do to raise money during this 
time?  
There are three recommendations, which you may initially think sound quite techy. They all 
come under the term ‘offsite conversion’. What that means is: let’s forget about your website and 
getting people to convert to donors there, and instead let’s think about something like Facebook 
- pre-existing and external - and how it can help you raise money digitally.  

These three quick tips are for getting things tuned up and providing a way for people to give to 
you online. This is really urgent. Even if you can’t alter your website, please try to sort out one of 
those methods I’ve mentioned above so that people have the capability to give money to you 
easily.  

Register for Facebook fundraising 
Facebook allows you to post appeals and raise money, plus it allows your supporters to do it as 
well. You can sign up by using this link. I would highly recommend doing this. Even if you don’t 
plan to use it yourself, your supporters might find it and end up using it for you.  

Register for a donation/sponsorship platform 
Set up a JustGiving account. That will mean that anyone that may be browsing JustGiving and 
looking for a charity to support will be able to raise money for your charity. It will also give you a 
page that you can direct donors to in order to give directly to your charity without the need for a 
sponsorship event.  

Register for text giving 
You can also register to get a text giving code. The donr text giving service is a pretty good one so 
check that out.  

 

https://www.facebook.com/help/442078379905129
https://www.justgiving.com/
https://www.donr.com/?url=https%3A%2F%2Fwww.donr.com%2F%3Fppc_keyword%3Ddonr&gclid=CjwKCAjwpqv0BRABEiwA-TySwSpp6bDXNHcVAV4xwdemiZanXKWKjpXi-aaxVxNnOdazcLHol1MRZhoC1bYQAvD_BwE


Your audience 
The next thing that you’re going to need to do is to 
find an online audience in order to promote your 
giving campaign to.   
I want to explain briefly about audiences. At Reason Digital we do research each year about who 
uses charities online, which charities people are donating to and what types of people are 
donating.  

For example, there’s a misconception that, in order to be really good at online fundraising, you 
and your campaigns need to appeal to young people. This isn’t necessarily true. Research that 
we conducted last year shows that whilst younger people are more likely to interact digitally with 
a charity, it is older people that are more likely to give money to charity online (see graph below). 

 

 

It’s all about understanding your existing audience: appealing to this group is how you will get the 
biggest return on investment, the quickest. If you have an older audience base for your charity, 
don’t go changing your campaigns to suit young people and don’t go inviting your audience to 
play computer games. Instead, appeal to your base first and foremost.  

If you don’t have a big audience to send your campaign to - whether that’s by email or on your 
website, or if you only have a humble following on social media - one thing that you might want 
to think about is how to capture new people.  

 

https://reasondigital.com/insights/2019-report/


Capturing means not just asking for their money but asking for their contact details, asking them 
to follow you on social media, or asking them to sign up to receive news from you.   

This introduces a little loop to your ‘attract’, ‘convince’ and ‘convert’ levers. This loop gives you 
multiple chances to convince users to give. For example, everytime they see your newsletter, or 
everytime they see your tweet, they might be reminded about you and they might be compelled 
to give. 

  

Newsletter 
If you don’t have a digital newsletter service, you can get a free tool that allows you to manage a 
newsletter, create a subscription form and send out emails easily by dragging and dropping 
designs together. All this can be done by using a service called Mailchimp.  

Content 
Another way you can attract an audience is by putting interesting content on your website and 
sharing it on social media and in your newsletter. If your content is relevant, helpful and 
interesting, people will share it with their friends and you’ll grow your audience.  

Here are a couple of examples from British Heart Foundation, Henshaws and a local branch of 
Age UK, all of whom are writing content specifically about Coronavirus. 
  

 

  

 

 

 

https://mailchimp.com/
https://www.bhf.org.uk/
https://www.henshaws.org.uk/
https://www.ageuk.org.uk/


 

If your charity’s service users are more likely to be affected by Coronavirus, you will know it. 
Maybe they’re on immunosuppressant medication for example. Focus your content efforts 
around this and provide information which is useful to your audience. This will help you engage 
and grow your audience as they’re probably feeling very anxious about their situation and will be 
searching for this type of information.  

Influencers 
Another thing you can do is work with what we call ‘Influencers’. If you know of popular people 
that you’re connected with - be they retailers, individuals with a big following on social media, a 
local newspaper, a local school, a local football team - you could try to work with them to 
collaborate and spread your message further.  

As an example, Albert Kennedy Trust (AKT), which is a charity that I am a trustee of, does a lot of 
great work reaching out to influential people on social media. Some of them, I’ll admit, I’ve never 
heard of, but I always look at their accounts and think, wow, they’ve got a lot of followers! For 
example, there’s an online brand called JW Anderson with nearly a million followers on 
Instagram. This relatively small charity, AKT, managed to reach out to them and get them to post 
a message about AKT’s donation campaign on their Instagram account which is a fantastic way 
for AKT to reach a bigger audience, really quickly during a difficult time.  

 

 

 

 

https://www.akt.org.uk/


 

A (COVID?) Campaign   
One clear recommendation that I’m going to give 
to you, in order to try and protect your income at 
this anxiety-inducing time, is to set up a COVID-19 
related campaign.  
All the tips that I give you about a COVID campaign, apply to non-COVID campaigns as well, so do 
take note, even if you’re not planning on doing this.  

How do I donate to your COVID 
campaign?  
First thing you should do is make sure you’ve got a way for people to give money to this 
campaign. There’s a good example from Muslim Aid who have a really great appeal page that 
they’ve set up on their website. You’ll notice that they’ve even tailored the amounts that they’re 
asking for with the COVID related initiatives that you could support. This is really great to see.  

 

 



However, you might not be able to do this on your website. So what you can do, is set up a 
JustGiving page in order to do the same thing, off-site.   

Be open, honest and vulnerable  
In all of your messaging on all of these campaigns, I would really encourage you to be as honest, 
open and vulnerable as you can be. It is our impulse as charities to want to reassure people and 
let them know that we will be there, no matter what. But the truth of the matter is that these are 
really uncertain times and some small but vital charities are under threat as a result of what is 
going on. I would urge you not to suppress that information but to share it as transparently as 
possible.  

Here we can see one example of the power of vulnerability: 

 

This is a screenshot of a heartbreaking video that Dawn Bilbrough, a critical care nurse in the 
NHS, shared. She is in her car outside a supermarket where, after a busy shift, she wasn’t able to 
buy the supplies that she needed. She uploaded a teary video on the internet about this and it 
has now reached millions of people. That is the power of vulnerability.  

I’m not saying that you should go into your CEO’s office, shout at them until they start crying, and 
then start filming them, but what I am saying is don’t be afraid to tell supporters what it means 
to you if you don’t get the support you need and particularly, what it’ll mean to your service 
users.   

 

https://www.justgiving.com/
https://www.bbc.co.uk/news/uk-england-york-north-yorkshire-52051241


Set up your conversion point 
The first step is to set up a conversion point on a page. You need to put content on that 
webpage, or that JustGiving page which enables you to communicate an honest and vulnerable 
message about COVID-19. Make sure that you’re really specific in terms of calling it a COVID-19 
campaign by talking about the impact of the crisis on your charity and service users. Don’t just 
link to a general donation page because it will not be as effective.  

Bloody Good Period has a great giving process happening over on their website. 

 

Another example campaign has been set up by WellChild. WellChild used JustGiving to set up a 
donation page and they’ve raised £38,000 in just a few weeks.  

 

 

https://www.justgiving.com/
https://www.bloodygoodperiod.com/
https://www.wellchild.org.uk/


Sharing your campaign  
Once you’ve set up your campaign, you then need to share it! Get in front of your audience.  

Here’s an example from Bloody Good Period sharing their campaign across all their social 
channels. It’s worth noting how they’ve tailored the content depending on the social network. For 
example, they’ve posted their campaign to Twitter with a very clear photograph, a short message 
and a link to their donation page. They’ve created a square video about the campaign for 
Instagram that fits the format of this social network perfectly. And you can see on Facebook, 
they’ve got a bit of a longer message, and they’ve included both the link and an image. Great 
work!   

 

Video  
The other thing I would think about if you’ve got the capacity to do so (and don’t worry if you 
don’t, because these tips are not for everybody) is creating a short campaign video to really bring 
that emotive side to your campaign to life. A great example of this is WellChild’s video. It includes 
simple text that fades in, then some already-recorded clips of their service users, including 
names, and finally some simple text that fades in at the end, encouraging you to donate. Their 
message is vulnerable and emotive and it includes a link to their JustGiving page making it super 
easy for the viewer to click on that and give instantly.  

 



 

 

It’s also worth pointing out that these images and videos are square and do not rely on sound. 
Remember, a lot of people will be browsing your website and social media on their mobile. Just 
because they are at home, doesn’t mean that they’re not going to be on their phone. I’m finding 
that I spend a lot of time on my mobile phone, on my couch. God forbid I have to go all the way 
into the other room to get my laptop (something which I associate with work, not relaxation). If 
that has to happen then I might just skip reading the content, or skip the donation. We want to 
make sure this is not the case, and WellChild have really cleverly optimised that content so that it 
works perfectly on mobile.   

Paid social media  
Next up, you might want to think about paid social media. If you can’t reach a huge amount of 
people by tweeting from your own Twitter or sharing on your own Facebook, then you could buy 
adverts on these platforms and extend your reach.  

That’s enough to fill a whole other handbook, so I won’t cover the intricacies here, but you can 
easily search ‘Facebook ads’ or ‘Social media ads’ and there are lots of how-to’s available online.| 

 

https://socialgood.fb.com/learning-support/ads/


 

 

You’ll need to optimise these ads by writing a strong message, or including a video or an image. 
It’s important to keep an eye on how your social media content and engagement is performing. 
There are a lot of small charities that, with a bit of trial and error, have been able to set this up 
successfully. The money that they’re spending on ads generates more money back to them as a 
result of advertising their campaigns. It does take a little bit of time and a little bit of tweaking to 
get that result but is a great next step if you’re already doing some of the other approaches I’ve 
mentioned.  

Email  
Maybe you think email isn’t sexy anymore. We’re in an age of social media and a lot of people are 
focused on that but, actually, email is still an absolute stalwart channel for digital fundraising - so 
do make sure you hit your email lists with your campaign. And importantly, make your email 
specific to that campaign.  

Don’t give your audience a newsletter with 20 different items in and a huge introduction from 
your CEO at the start. There’s a good trend amongst charities at the moment where an email 
sent out to your whole audience is meant to look like just a regular email. 

 



 

 

These emails don’t have loads of complicated branding included, and it doesn’t necessarily look 
like a newsletter. It’s meant to look like an email that you’ve received from a friend or someone 
you know, asking for help. This type of email design definitely converts better. What’s great for 
small charities is that it's the easiest email to make! You don’t have to worry about fancy graphics 
or pretty pictures. Just send an email!  

Do make sure you use an email tool, like Mailchimp, because what you don’t want to do is 
accidently send your campaign email to all your supporters in the ‘To’ field or the ‘CC’ field, 
accidentally creating a data breach. It’s easily done if you’re a small charity in a hurry.  

What not to do  
The ‘Save Doncaster Library’ campaign is doing great work, and have since changed and 
improved their social media strategy, but they provide a perfect, historical example of what not 
to do with your social media campaign: asking repeatedly for money, and nothing else. 

 

 



 

I don’t know about you, but if I have a friend and the only time they ever ring me up is to ask for 
money, that friendship goes cold pretty quickly. You need to make sure that you’re maintaining a 
balance between asking your audience to donate to your campaign with other content that is 
useful, interesting and relevant.  

Analytics 
One of the great things about digital fundraising is that every account you set up - be it Give as 
you Live, JustGiving, donr, or even your online website donation button - will give you lots of 
statistics about how your campaign is performing. If you do have time, and you’re savvy enough 
to understand those stats, a sophisticated tip for you is to analyse them and try to continually 
improve, even just a little bit at a time. As I mentioned with the combination of the 'Three Levers', 
it really does add up over time if you can just tweak things to improve a few fractions of a 
percent every day. 

   

 

https://www.giveasyoulive.com/
https://www.giveasyoulive.com/
https://www.justgiving.com/
https://www.donr.com/


Virtual events and 
sponsorship   
Which platform is right for me? 
One of the biggest tips I have for you if your charity is being badly impacted by having to cancel 
events due to the COVID crisis, is not to automatically cancel those events. Of course, we can’t 
irresponsibly run them in person, but there might be a way to take the audience that you’ve 
gathered for that event and bring them online instead. But how can you do that? 

 

 

There are a ton of different services that you can use to stream events or videos. I would 
recommend for most charities that they should use one that’s built into the social network on 
which they have the most followers. For a lot of small charities, that might be Facebook, but for 
others it may be Instagram.  

Facebook  
Bear in mind that Facebook allows people to set up fundraisers for your charity and it allows you 
to set up a fundraiser. I’m highlighting this again because this is a really powerful combination. 
Having a virtual event and having people able to donate as they are in that virtual event is a big 
opportunity.  

 



 

So what I’m recommending is that you could use one of these services to set up a live event. This 
is what the screen would look like: 

 

It’s worth mentioning that I asked one of our designers at Reason Digital to make it look like I was 
holding a phone and I wish I could tell you that my nails look that good right now, but after two 
weeks of quarantine, I’m really not holding it together that well.  

On the phone screen, you will also be able to add a donate button when you choose to 
broadcast on Facebook Live.  

 



 

I’ve randomly chosen a hedgehog charity with the delightfully named Pricklebum’s Hedgehog 
Rescue. When I go live, some of my fans on Facebook will get a notification that I am now live, 
some of them will tune in, they’ll then be able to chat to me and they’ll have a donation button 
right there in front of them allowing them to support really easily and quickly within the 
Facebook app.  

You could do all sorts with this. You could do quizzes, you could ask your fundraising staff to do 
silly, funny things to attract attention, you could get someone to sing a silly song and see how 
many people donate as a result. There are all sorts of amazing possibilities with fundraisers, so 
get creative!  

“Your channel, or mine?” 
If you think about this diagram again, let’s consider taking the burden off you as a fundraiser. I’m 
thinking about getting some of your supporters to do some of this work for you. You don’t 
always have to be the one running the event.  

 

You can get your supporters to run their own events on Facebook Live because everybody with a 
mobile phone can go live and everybody can choose your charity to be the one they support. 

 

https://www.facebook.com/pricklebumshedgehogrescue/
https://www.facebook.com/pricklebumshedgehogrescue/


Remember, your supporters don’t have to use Facebook, they can do it on YouTube or maybe a 
platform like Twitch. I encourage you to think about this as we go through the next few 
examples.  

 

Could you go one step further and encourage 20 of your supporters to host a live event for your 
charity? Maybe they do it all on the same day and raise money from their friends and family? 
Could you get a bigger social media account, like a local newspaper, or a local celebrity to run an 
event on their Facebook page, helping you reach their audience instead? 

So, I urge you to ask the question, “Your channel, or mine?” 

The Trans support charity, Mermaids, provides a great example of this type of promotion. 
Mermaids runs a lot of LGBTQ+ Pride events which have obviously been cancelled in light of 
COVID. In lieu of these offline events, they’ve cleverly pivoted by contacting a few people who 
were going to host those events, and instead organised a big, online virtual Pride event, to be 
streamed using a platform called Twitch. They set up a text donation line which they could plug 
as the stream went out and they also included a link to donate for anybody watching the stream. 
What an amazing, clever way to make lemonade when life gives you Coronavirus! This event 
made them a cool, refreshing £11,895.34 - exceeding their goal of £10,000! 

 

https://mermaidsuk.org.uk/


 

 

Other streaming Platforms 

Twitch 
Let’s start with Twitch. 

 

https://www.twitch.tv/


Anybody can sign up for a free account on Twitch. It’s mainly used by younger audiences who 
stream themselves playing computer games for audiences to watch. Some of these young 
people have more than 25,000 people watching them play a computer game. Doesn’t seem 
relevant to you and your charity? It is. You could set up an account here and you can stream 
anything you want. You could ask young people to stream video games and ask for donations 
whilst they’re playing or you could be running a virtual event like the one we saw Mermaids 
doing.  

You can see that Mermaids had a great promotion strategy for their virtual event. They not only 
promoted on their own social media accounts, but they also leveraged influencers with big 
followings. The added power that they’re getting from asking different people to promote this 
event is huge in terms of the reach they can get extending beyond their own audience.  

 

 

Lean on others 
As I’ve mentioned already, you can really benefit from people streaming their own events. This is 
a stressful time and as fundraisers it’s important that we don't’ take too much on and break. We 
need to keep ourselves strong for the long term and we also want to keep our immune systems 
as healthy as possible as well. Let’s lean on people who are already doing cool stuff.  

Below is an example of a stream, where a live quiz was held for fans of the TV show Friends. It 
was a 50-minute long quiz, streamed on YouTube by an organisation called UK Eventures and it 
raised almost £100,000 for the NHS. Just one random quiz on YouTube which the NHS was not 
involved in organising! What a result! 

 

https://www.youtube.com/channel/UCNjlPK3iVQZE5IGlVbBCZpQ


 

 

A lovely, small charity example of this which I saw whilst researching this handbook for you, was 
by the Trent Navigation which is a small local pub. The pub invited around 60 people to take part 
in their pub quiz, online since they were closed. On the night, they ended up with over 2,000 
people participating in this quiz! How? The 60 people who usually go to the pub quiz signed up, 
then their friends saw that they were doing it, they signed up, and so on. By hosting one pub 
quiz, on one Sunday, the pub managed to raise £354 for a local hospice. And now they’re doing it 
every week. How amazing is that?  

Virtual competitions  

Celebrity support 
Another example of what you can do is a virtual competition. A charity that we work with at 
Reason Digital is The Trussell Trust. They’ve managed to persuade Michael McIntyre to host a 
competition where everyone who donates to the crowdfunding page on GoFundMe is in with a 
chance of being one of several people that Michael McIntyre will pick at random and video call!   

This sort of competition is naturally attracting a lot of people and obviously it’s hugely impactful 
that Michael McIntrye is sharing this on his social media which has a huge following.  

You might be thinking “We don’t have anyone as big as Michael McIntrye”, but this doesn’t 
matter. Who is in your area and is considered a local celebrity? Do you have someone with a big 
following due to posting great content? Or is there a notable figure who has personal experience 
of your cause, even if it isn’t via your charity specifically?  

Fun and easy challenges 
A clever example which I came across was by Cheltenham and Gloucester Hospitals Charity who 
is hosting the Isolation Beard Challenge. This came about because a lot of NHS staff are having 

 

https://www.trusselltrust.org/
https://www.gloshospitals.nhs.uk/charity/
https://www.gloucestershirelive.co.uk/news/gloucester-news/isolation-beard-challenge-nhs-charity-4002636


to shave off their beards so that they fit under their masks, and so they are challenging 
supporters to grow their beards at home until the pubs reopen again, and to ask for sponsorship 
in doing so. Makes perfect sense right? This is a funny, clever challenge idea which has raised 
about £13,500 so far. And it recycles an existing, successful format for fundraising and 
sponsorship challenges, from the widely participated-in ‘Movember’ - there’s nothing wrong with 
borrowing ideas from elsewhere! 

By and large, what I’m seeing is that people are able to raise about 1-2% of their overall charity 
turnover with each emergency appeal or sponsorship activity that they do - but don’t necessarily 
set your budget according to this.  

Another example, going back to Twitch, comes from the idea that a lot of people are currently 
stuck indoors and begs the question - what are people doing indoors, all day? Without prying, 
something we do know that people are doing is playing computer games.  

With this in mind, Macmillan Cancer Support has reached out to gamers with a request to 
complete a 24 hour video game marathon for them - probably the most unhealthy form of 
marathon you could do, right? But, Macmillan is encouraging the gamers to set up a fundraising 
page, inspiring them to ask their friends to sponsor. There are all sorts of amazing innovations 
and ideas to explore in how you can motivate people to support you from the comfort of their 
couches.  

 

 

 

 

 

https://www.macmillan.org.uk/


Checklist 
Wow. I don’t know about you, but I feel like that is a 
lot to do - it’s almost overwhelming. This is why I 
want to give you a really clear list, in order of 
priority, of what you can do to raise funds digitally 
for your charity.  
Here is your checklist:  

1. Set up a way for people to give, onsite or offsite  
You need a way for people to be able to give money to you digitally so make sure you set 
this up. If you can’t do it on your website, use JustGiving or Give as you Live page.  
 

2. Set up a COVID campaign on your website This will capture the attention of people 
visiting your website anyway, who are likely to already be engaged, and act as a hub for 
you to direct email and social media traffic to. 
 

3. In the campaign message, share the direct impact of COVID on your charity and on 
your service users There’s so many charities asking for money right now, unless the 
donor feels there’s a specific link to the current crisis they may be less likely to donate to 
you. Bring to life the specific impact on service users and staff, not just the fact you’re 
losing income at the moment. 
 

4. Create content (text, images and video) to share the message about this campaign 
on email and social media 
This could be a simple, honest video of you as a fundraiser about how worried you are 
about this crisis on your charity. Or maybe it’s content about how COVID affects your 
service users. It could be tips for service users about dealing with their COVID anxiety. 
 

5. Be vulnerable and create a sense of urgency 
If you’re worried about your charity closing right now, at a time when you’re needed 
most: you tell people. They need to know that information so that they can respond 
accordingly. People want to help. There is an outpouring of support at the moment - you 
can literally hear it from your windows and doors at 8pm every Thursday. People want to 
do something.  
 

6. Move your events online using live streaming 
Don’t cancel your events. Use Twitch, Facebook, whatever platform. It’s super 
straightforward as all you need is a smartphone and you can put a donate button right 

 

https://www.giveasyoulive.com/


on there.  
 

7. Get supporters fundraising for you on Facebook 
Email them, ask them if they wouldn’t mind setting up a fundraising appeal on Facebook. 
Give them an excuse to do that with a challenge event. 
 

8. Leverage influencer relationships across social 
Not just celebrities but people in your local area who are popular or have a following. 
Also look at asking for support from your local sports teams, pubs, schools, newspapers 
as they’re all likely to have a decent following.  
 

9. Purchase Facebook or social media ads and tweak to get ROI 
This is a bit more of a sophisticated one, but if you’re able to pay for some social media 
ads, keep checking in on them and tweaking them little by little to get the maximum 
return on your investment.  
 

10. If you or team members have been furloughed, join the skill swap Facebook group 
that has been set up for furloughed fundraisers  
If you’ve been furloughed you obviously can’t work or volunteer with your own charity, so 
what some people are doing in a deliciously cheeky way, is saying that although I can’t 
work as a fundraiser for my charity, I’m going to work as a fundraiser for someone else’s 
charity because I need to help at this critical time and my skills are needed. If you join 
that Facebook group, you might be able to get volunteer fundraisers or you might be 
able to ask around on that group to see if anyone has any skills around digital 
fundraising in order to help you out, either as a mentor, or just doing a video call for an 
hour.   

   

 



Your questions  
This content was originally a part of a webinar, and 
during that webinar I offered to answer questions 
that people were sending through. I thought it may 
be useful to share these questions with you below 
as a way of shared learning:  

1. Is there a specific way to add a donate button into a tweet so that people can donate 
directly on Twitter.  

There isn’t. Twitter has done stuff with donations in the US which allow you to do that, 
but I’ve not seen it used effectively in the UK yet. But you can just include a custom link in 
your tweet to your JustGiving page or your website, so that’s how I would do it.  

2. Should I put my campaign on the website only, or all the platforms? 

Stick it on all the platforms definitely. You want to be sharing this, so don’t be afraid to 
share it more than once particularly if you’re mixing it up with more interesting and 
helpful content in the meantime. I would recommend tailoring how you post on each 
individual platform if possible, similar to the example I spoke about earlier.  

3.  When setting an online target amount, do you think it’s better to set a figure that you 
genuinely think you can meet, or a higher figure? 

I would always set a bit of a lower figure because you can always up it afterwards. Make 
it feel achievable. Also, add some donations to it right away, even if you just put some 
offline donations on there to boost the total or get a few, friendly people to donate to it. I 
say this because research shows that if people see a large target and no donations given, 
that makes it much less likely that they’re going to give. They want to see that other 
people are doing it and it seems possible to achieve it.  

4. Our best online network is LInkedin, is there any way to donate directly there?  

Not that I’m aware of although I could be out of date on that one because not a lot of the 
charities we work with do much on Linkedin. You can of course include links in messages 
to people on Linkedin, and you can also include links in posts on Linkedin as well, so 
definitely include that. There is also a Linkedin for Nonprofits page which may be worth 
checking out.  

5. Lots of our supporters are keen to give physical donations, for example food - which is 
obviously great, but not the most practical at the moment, with the lockdown. Any tips 

 

https://nonprofit.linkedin.com/


on messaging to help people understand that the best thing they can do is give money 
right now.  

One way you could do it is to set up an appeal for food, but on that page where you’re 
asking for food, you can make ‘donate’ the primary option and explain on that page that, 
whilst you’re really grateful for the food donation,if they can give money, it allows you to 
buy the right food for the people who need it most. You can also explain that it allows 
you to keep people safe so it’s basically about you capturing their intent (they want to 
give food, so give them a button that says they can do that) but then making donate the 
default option with some messaging around why.  

6. Is it a good idea to create YouTube videos on training sessions to attract grants from 
corporate sectors? 

Yes, absolutely. If your audience is corporate then absolutely do that to appeal to that 
audience. It’s a great idea.   

   

 



Thank you 
Finally, I want to say thank you for the amazing work that you are doing to support charities at 
this vital time. Thank you for trying to widen your learning and share your ideas with peers. The 
work that you do as fundraisers inspires me every single day to create this type of content, to 
write books, to try and support you, because fundamentally you are the ones out there making 
this happen. You are making money for charities. You are the ones who are helping the charities 
that we really need in this country to survive.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 


