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let’s 
level

up



You know you need to post for

KY Gives Day

You’ve already looked at the 
toolkit, gathered your assets, and 

started teasing the importance of 

#kygives26. 

So, how do you make your 

nonprofit stand out?



humanizing

your story



How can we make this post better?



Donors want to know about YOU –
your story, your clients, your impact.



Use your photo and add the KY Gives Day logo 



Call out the impact of donations 



Spotlight your work



What makes a good social post?

Visuals

Short Copy

Video

Posts less than 3 lines in length receive 

approximately 60% more likes.

Facebook posts with images see 3x higher 

engagement than posts without them.

The average video post receives 135% 

higher engagement compared to photo posts



elevating

existing partnerships



You have advocates in your community! 

From donors, sponsors and local 

businesses to volunteers and board 

members. 

Get them involved



Elevate existing partnerships

Visit the KY Gives Day “Board Social Media 
Guide” toolkit. Pick 3-4 example posts.

K.I.S.S.

Choose

Customize Tweak those posts, provide branded graphics or 

encourage people to share their own photos. 

Keep it simple! If you send the whole toolkit, that 

can be overwhelming. You want them to execute! 



Engage Community Partners



Interact & Share



questions?



prioritizing

short-form video



➢Define your goals

➢Draft your script

➢Find your talent

➢Gather equipment

BEFORE YOU 

GET 

STARTED…



DEFINE YOUR GOALS

Entertain

Inspire

Educate

Decide on the types of videos you want to produce and 

establish the primary purpose of your videos.



ENTERTAIN

Highlight your organization, mission 

through social video by utilizing 

trending sounds.



INSPIRE

Share the mission of your organization 

through storytelling to inspire audiences 

to learn more and get involved.



EDUCATE

Discuss industry tips and resources to 

educate your audience on topics that are 

relevant to your organization.



DRAFT YOUR SCRIPT

Topic

Audience

Language

If your video will contain a voiceover, or someone speaking on 

camera, draft a script or talking points in advance.



TOPIC

For Kentucky Gives Day, try focusing on 

one of the following topics:

Mission: share details of your mission 

and why the people should get involved.

Client testimonial: share a client story 

to highlight specific examples of how 

your organization is benefiting members 

of the community.

Easterseals Redwood example

https://www.instagram.com/reel/Csj2kbvsGPZ/?igsh=NzZsYmRxdW56eGh4
https://www.instagram.com/reel/Csj2kbvsGPZ/?igsh=NzZsYmRxdW56eGh4


AUDIENCE

Determine who you hope sees your 

video. For Kentucky Gives Day,

➢ Are you hoping to reach business-

decision makers for large 

corporations?

➢ Individuals who can donate smaller 

amounts or get involved in other areas 

of your organization?

People Working Cooperatively example

https://www.facebook.com/share/v/1B2xfjfKJ3/
https://www.facebook.com/share/v/1B2xfjfKJ3/


LANGUAGE

When drafting your script, consider the 

following:

➢ How knowledgeable is your audience 

on your topic?

➢ Would your audience understand 

industry language?

➢ How likely is it that your audience will 

watch the video in its entirety?

People Working Cooperatively example

https://www.facebook.com/reel/436021085797728
https://www.facebook.com/reel/436021085797728


DRAFT YOUR SCRIPT

Topic

Audience

Language

Select a topic that relates to your goal. For KGD, focusing on your mission and 

client stories will better encourage audiences to donate or get involved. 

Determining the audience you want to reach for each social video is essential. 

Consider who is likely to donate or get involved while drafting your script.

Use language that is short and easy to understand. Write a strong hook 

followed by a clear and concise body, and close with a direct call-to-action. 



FIND YOUR TALENT

Team Members

Clients

Volunteers

For smaller organizations, hiring actors may not be in the budget. 

Try encouraging those who are already involved or informed on 

your organization to be a part of your video.



FIND YOUR TALENT

Team Members

Clients

Volunteers

Enlist members of your team to be a part of your social videos, such as your 

President, Client Service Representatives, or Major Gifts Managers.

Consider interviewing clients or telling their stories to speak directly to the 

impact of how your organization benefits the community.

Volunteers can speak to why they are involved in your organization, and what 

it means to them.



GATHER EQUIPMENT

Most film equipment you need for social video you may 

already have access to.

Visual

Audio

Lighting

Tripod



GATHER EQUIPMENT

Visual

Audio

Lighting

There’s no need to go out and buy a brand-new camera — your smartphone is 

perfect for social video purposes.

Most cameras have built-in audio capturing. If you want clearer sound (or are 

filming in a noisy environment), check out options for Bluetooth microphones.

Use available lighting to light your video. If you need to brighten the shot, 

cancel out shadows, etc. simple LED panel lights are an inexpensive option.

Tripod
Tripods are helpful, but you can use almost any stable surface to act as a 

stand, or you can simply hold your device with a firm hand.



➢Utilizing social platforms

➢Editing software

➢Finalizing your post

FILMING AND 

BEYOND…



UTILIZING SOCIAL PLATFORMS

Leverage the social platforms you have, versus building 

something new from the ground up.

Facebook

Instagram

TikTok

YouTube



FACEBOOK

If your organization is on Facebook, here is how 

you can enhance social video:

➢ Film in the app or upload your videos as a 

Reel on Facebook

➢ Add background audio and sounds

➢ Add on-screen text

➢ Share both horizontal and vertical videos

People Working Cooperatively example

https://www.facebook.com/share/v/1C8MVSadkh/
https://www.facebook.com/share/v/1C8MVSadkh/


INSTAGRAM 

If your organization is on Instagram, here is how you can 

enhance social video:

➢ Use sounds, templates, and edits to create videos 

based on trends. 

➢ Film in the app or upload footage to the platform 

(we recommend vertical footage).

➢ Add background audio, on-screen text and effects

➢ Cross-post between Instagram and Facebook (if 

the accounts are connected).

Scooter Media example

https://www.instagram.com/reel/DOtzANVkkn9/?igsh=MTg5MG95bTZieGF1aQ==
https://www.instagram.com/reel/DOtzANVkkn9/?igsh=MTg5MG95bTZieGF1aQ==


TIKTOK

If your organization is on TikTok, here is how you can 

enhance social video:

➢ Use sounds and templates to create videos based 

on trends.

➢ Film in the app or upload footage to the platform 

(we recommend vertical footage)

➢ Add background audio, on-screen text and effects

➢ Share videos up to 10 minutes long

➢ Upload or create video cover images (thumbnails)

Scooter Media example

https://www.tiktok.com/t/ZTk5YkwGj/
https://www.tiktok.com/t/ZTk5YkwGj/


YOUTUBE

If your organization is on YouTube, here is how you can 

enhance social video:

➢ Turn short-form video clips into YouTube shorts

➢ Upload long-form video content and add 

descriptions, links, and your location

➢ Create playlists for similar videos

➢ Share shorter and longer video content

People Working Cooperatively example

https://youtu.be/0Y-VrjWTcR0?si=g7uaAWLpujnDwcQB
https://youtu.be/0Y-VrjWTcR0?si=g7uaAWLpujnDwcQB


EDITING SOFTWARE

iMovie

Canva

CapCut

In-App

An easy-to-use Apple program in which you can easily edit clips, add 

sound effects for quick exporting and access on a variety of devices.

Offers video templates, music, and other features that make editing 

easy and collaborative.

A free and user-friendly app that allows users to easily upload photos 

and videos to create engaging content using templates and sounds.

Editing in-app such as Instagram and TikTok allows you to utilize 

sounds, text, and other graphics for hands-on editing.



FINALIZING YOUR POST

Social Copy

Title Card

Hashtags

Stories & Links

Draft social copy to accompany your video. Include keywords and phrases 

that will help the algorithm show your video to the intended audience.

Choose your cover and add a title card that makes sense for your 

organization, and KGD. Treat this like a thumbnail.

Include hashtags that fit your niche and topic. For example, 

#KentuckyGivesDay #KentuckyGram #CincyGram #LoveTheCov

Once your video is posted, share to the platform’s stories and include 
clickable links to reach more followers.



q&a + discussion
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