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EDITORIAL

An oveRrview OF THe WORK CaRRIeD ouT BY THe Com-
municaTions DeParTmenT DURING THe YeaR OF 2020.

Over the last number of years the Commu-
nications team has grown the Society of
St Vincent de Paul’s online presence and
brand massively. Back in 2007 the organi-
sation made a conscious decision to devel-
op a new website as previously it had little
or no online presence both in terms of an
active website, and social media platforms.

What will become apparent from reading
this report will be the growth in terms of

engagement, from those looking for help,
to those wanting to help, both with their
time and financially.

From 2007 the website began to gradually
grow and increase its numbers in terms of
visits, users, online donations and people
asking for assistance. In 2014 the website
was developed and again the figures shot
up as we now had a more detailed under-
standing of our key audiences. In 2014

ONLINE & MEDIA TEAM

Bruno Charneski
Online & Media Executive
bruno.charneski@svp.ie

we had 291k users and the website was
taking approximately €1ML online and 6,000
requests for assistance. By the close of
2020 users had gone to over 642K users,
revenue had reached approximately €5ML
and request for assistance through the
website had grown over 126% with almost
60K people looking for SVP's assistance.

Social Media has played a huge part in
driving traffic to the website but also in

raising the awareness of what the So-
ciety does, how it can help and how the
public in turn can help the organisation.
But this doesn’t necessarily happen natu-
rally and takes time, resources and stra-
tegical planning to ensure these results.
Following is a report on all the works of
the Communications team during 2020
with a further subdivision of how it oper-
ated during one of the busiest and most
demanding Annual Appeals in years.



OVERVIEW

We aLL Know THaT SociaL Mepia Has Become THe mOST Im-
PORTANT CHaNNEL TO COMMUNICAaTEe anD €NGAGe USERS WITH THe
SVP BRanD anD ITS KeY MesSSaGes TO THE WIDER PUBLIC.

BeLow iIs an overview oF How SVP’s onLine cHanneLs Have
PERFORMED anD IMPRoOVeED In 2020 comPareD 10 2019.

Facebook Best for: Engagements
Followers: 384K | Mobile & PC PINCH 143.8K |
Impressions: Sharing
8.3M Connecting | 2020 [EEXISCIERIDY
Instagram Best for: Engagements
Followers: 4.6K | Mobile 2019 IEET N
Impressions: Sharing
896.6K Visual PPl 14.7K (+83%) |
Twitter Best for: Engagements
Followers: 13.8K | Sharing 2019 X4
Impressions: Visual
2,8M Connecting rAoy1oll 58.1K (+132%)
. 8
LinkedIn Best for: Engagements =
Sociefy of St.Vincent de Paui Rl 208 Network 2019 m '§
Impressions: Sharing b
220.8K Connecting 2020 ZXI4GItD) =
=
o
YouTube Best for: Views s
Subscribers: 383 Mobi!e &PC | 5919 [ 36.0K | °
Impressions: Sharing a
128.0K Visual EUPLN 58.0K (+62%)




o
N
o
~N
2
e
o
a
[}
e
=
=)
[T}
=
o
w
=z
=
=
o
a
>
n

FACEBOOK CAMPAIGNS

REPORT 2020

FaceBOOK IS THE WORLD'S LARGEST SOCIAL NETWORK, WITH OVeR
1.11 BILLION USERS. SeTTING an SVP paGe on THe CHanneL Has
Been 3 GReAT OPPORTUNITY TO KeeP 3 CLOSE RELATIONSHIP WITH
THOSE@ WHO NeeD HeLP OR WaNnT TO HeLP.

Facebook has always been an important
channel for SVP but even more so over the
last year due to all government restrictions it
has provided the Society with the opportuni-
ty to reach and and engage with people, giv-
ing them a chance to be heard and supported
by the organisation as well as support us.

Through our daily and interactive content, it
became an important channel to reach new
donors and also encourage those who have
contributed to do so again. The platform
also gave our retail shops the opportunity
to reach people who wanted to purchase or
donate goods through click-and-collect as

178%

B POST LINKS LIKES

(1.1 %

B IMPRESSIONS

150%

B ENGAGEMENTS

Impressions: number of times a post was
visible in user timelines or feeds.

engaged with anything from likes, to comments,

I Engagements: number of times people have
to shares. posted on your Facebook Page.

v @ SVP - Society o...
—weee Wed 5/6/2020 2:30 am P...

Are you missing searching for
hidden treasures in our SVP
Vincent's Charity shops? Well

Laas
~whhl
E

ah o sa L

Total Engageme... 10,753
Reactions 346
Comments 211
Shares 124
Post Link Clicks 3,114
Other Post Clicks 6,958

they were unable to do it in person due to
the restrictions.

In 2020, the SVP Facebook page per-
formed by increasing online donations
and reached 38,400 followers, the high-
est online results to date.

Organic Impressions 4,388,326 (63.72%)

Paid Impressions 3,877,609 (6.87%)
Daily Impressions (Page) 22,795,15 (31.28%)

Daily Reach (Page) 15,105.8 (31.50%)

Important, Videos have become another
relevant tool to engage with people. The
strategy behind these campaigns is to
reach those who need help and how to
ask for help. Those videos can be used
as a boost to attract potential donors to
make a difference in peoples’ life.

Vibeos PerRFORmMance

View Metrics

Organic Full

22,345

Organic Partial

115.5k
634.3k
Total Views Paid Full
80,717
Paid Partial

Viewing Breakdown

Organic Views

22%

Paid Views

78%

Click Plays

4%

Auto Plays

96%



FACEBOOK ENGAGEMENT

EncacemenTts CompaRrison,
BY MONTH

Likewise, an important metric to mention
is the total number of engagements SVP
Facebook pages got in 2020. It demon-
strated how relevant and important all the
strategies and campaigns developed were
in assisting different departments such as

Social Justice, Fundraising and, Shops were

in order to reach their goals. Facebook fundraisers brought in over €67,000 in 2020.

Corporate Ecards at Christmas brought in approx.

The table below illustrates the impressive €25,000. These are manually created by the Comms

numbers and growth SVP achieved in Team for Corporates.
2020 compared to 2019.
50K
40K
30K
20K
10K /\ //
— I —
. — —
JAN FEB MAR APR MAY JUN JuL AUG SEP OoCT NOV DEC
2020
@ Reactions @ Comments @ Shares Post Link Clicks (@ Other Post Clicks
Engagement Metrics Totals % Change

Total Engagements 359,636 149.98%

Reactions 68,890 7218.38%
Comments 5,823 A132.55%
Shares 16,943  /115.15%
Post Link Clicks 43,158  7177.74%
Other Post Clicks 224,822  7133.43%
Engagement Rate (per Impression) 4.3% 790.42%

FACEBOOK CAMPAIGNS
REPORT 2020

DuRrinG 2020, THe Comms Team impLemenTeD many

oNnLine campPalGNs TO SUPPORT THe DIFFERENT aReas anb

FUNCTIONS WITHIN THe Soae'rv, WHICH IN TURN STRENGHT-

enep THe SVP’s BRanD anp onLine PResence.

Over the year 2020, the Communication All strategy developed was in line with

Team ran seven different campaigns on Social Justice and Fundraising areas, and

Facebook to encourage people to help SVP shops around Ireland and Northern Ireland

as well as reach as many people as possible.  to achieve their goals, bringing excellent
results to the Society.

Below is an overview of those

campaigns and the results reached by Com-  Likewise, below is a snapshot of the ac-

munications Team compared to 2019. quisitions and conversion results reached

through the SVP National Facebook page
in 2020.
24869
21880

AcquisiTiOns
anp ConveRsions

Results
2020

108175

Sessions 341,27% 81.181
LRI New Sessions 8.17% 76.63%

New Users 377.31% 62.213

Ecommerce

Conversion 119.23% 0.55%

Rate
68896
Transactions 867.39% 445

Revenue €1,205.95%  15,149.16

It is evident that these campaigns helped
to create engagement between the SVP
and people around the country, encour-
aging people to contribute to SVP as a
donor, volunteer, or seek assistnace.

B REACH

I IMPRESSIONS
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INSTAGRAM CAMPAIGNS LINKEDIN
CAMPAIGNS

SpeciFicaLLY besiGneD
FOR CaR€EeR anD BUSINESS

THe PLATFORM HAaS aROUND 1 BILLION MONTHLY acTIve USeRS anb InSTaGRam Top
FROM THEeSe USEeRS, 71% aRe UNDEeR THe aGe OF 35.
Posts & SToRIes

Net Follower  Published Posts & Engagement Rate
Profile 4 Followers Growth Stories Engagements (per Impression) PROFeSSIonaLS TO COI‘II‘IECT,
Reporting Period 4,565 2,316 1,336 14,751 1.6% LaneDIn Has over 722 miLLion
Jan 1,2020 - Dec 31,2020  A103% 289.8% 2138% 782.7% 2314% PROFEeSSIONaLs WHO use THe

CHanneL TO MakKe CONTacTsS

Instagram is a social network that allows busi-  And under the restrictions along the year anbD PROMOTE THEIR BUSINESS.

nesses to upload via mobile app inspirational due to the Covid-19, the platform boosted the
images and videos to build relationships with many local Vincent's shops brand.

. . Day after day, Our team has focused
potential customers and influences. y y

on connecting with professionals who
may be the mediator between SVP and
the corporates.

In 2020, the performance of the page was
In a year, where people were more connect-  considerable, which strategically gave the
ed, the page delivered relevant results in organization new ways to fund resources
promoting all retail shops and their products.  for those who need help.

Aubience By

3,000
SenioriTY LeveL
2,500
2,000 Entry-level 1,590
|
1,500 .
Senior 1,176
1,000 |
500 Manager 316
L ]
O .
JAN FEB MAR APR MAY JUN JuL AUG SEP OCT NOV DEC Dlrector 253
o 2020 Aubience BY AGe ——
8 ® Likes @ Comments @ Saves Story Replies
N 13-17 | 0.9% Chief X Officer (CXO) 93
£ -
g Engagement Metrics Totals % Change
a 18-24 [N 11.2% Vice President (VP) 80
: Total Engagements 14,751 2182.67% .
= 25-34 [N 36.7% ..
o Likes 13,820  A78.21% Training 75
i 544 NN 30.8% -
W Comments 443  7240.77% Owner 59
—
3 Saves 371 7109.60% 45-54 [N 12.7% L
S Unpaid 37
“n Story Replies 117  7800.00% 55-64 [ 5% =
Engagement Rate (per Impression) 1.6% /314.01% 65+ W 2.7% Partner 13




EncacemenT on Linkepin

BeLow SHOWS HOW PeOPLE €NGaGED MONTHLY WITH

SVP’s posTs on THe CHanneL.
700

600 /\

500

300

200

100
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JAN FEB MAR APR MAY JUN

2020

@ Reactions @ Comments

JuL AUG SEP OoCT NOV DEC

@ shares Post Clicks (All)

Engagement Metrics Totals % Change
Total Engagements 10,209 711.1%
Reactions 4,070 A47.3%
Comments 124 2 85.1%
Shares 840 260.9%
Post Clicks (All) 5,175 N11.3%

Engagement Rate (per Impression)

The strategy is to promote content that
engages and encourages corporates,busi-
nesses and professionals to create social
responsibility and and in turn make a differ-
ence in the world and people’s life.

4.6% N5.5%

This page goes beyond promoting jobs or
sourcing professional talents. It works to
find the right audience that may help SVP
at a corporate level and make a differ-
ence in people’s life.

Net Engagemen!

Follower  Published Post Clicks Rate (pel

Page Followers Growth Posts Impressions Engagements (All) Impression
Reporting Period 4,268 1,231 696 220,793 10,209 5,175 4.6%
Jan 1, 2020 - Dec 31, 2020 A382% A41% 244.4% A17.6% 211.1% ~N11.3% N 5.5%

TwiTTeR IS an onLine MICRO-BLOGGING PLATFORM WHERE USERS
SHaRe THEIR THOUGHTS, NeWs, anD ReaL-Time INFORMaAaTIoN IN

280 CHaRACTERS OF TEXT OR LesS.

is to
promote and highlight all the social jus-
tice and advoacy work the Society and
the difference it has made and attempts
to change for those in need.
The channel has been useful specifically

6,000
5,000
4,000
3,000

2,000

in sharing press media content and pre-

senting reporting news of the organiza-

tion. It allows those who follow our page
to have access to our public documents,
submissions and reports, bringing trans-
parency from all SVP’s activities.

1’000§/*/\/_’/
A I

E— ’\/,

0
JAN FEB MAR APR MAY JUN
2020

® Likes @ ©Replies @ Retweets

JuL AUG SEP OoCT NOV DEC

Post Link Clicks (@ Other Post Clicks (@ Other Engagements

Engagement Metrics Totals % Change
Total Engagements 58,042 7132%
Likes 10,575 746.9%
@Replies 268 AT4%
Retweets 4,625 241%
Post Link Clicks 4,361 AN92.2%
Other Post Clicks 38,207 A217%
Other Engagements 7 240%

Engagement Rate (per Impression)

2.0% /711.6%

SVP ONLINE & MEDIA REPORTS 2020

~



GOOGLE ADS
PERFORMANCE

GoogLe ADs Is a PaID aDVERTISING PLATFORM THAT FALLS UNDER A
MAaRKeTING CHanneL Known as Pay-PeRr-cLIcK (PPC), As a cHarITY
SVP receive $10K In KIND PER MONTH TO RUN THESEe TYPeS OF ADS.

20% 193K 1.7K
CLICICTHROUGH ~ |mppessions PHONE CALLS
RATE

The tool has been an effective way to Through Google Ads, we have boosted
raise the SVP brand and drive qualified our website traffic, received donations
traffic, or good-fit customers to SVP's directly from the Ads (€89.4K) and
website while people are searching for phone calls, and increased our shop
products and services. visits around the country.

MosTt-sHown ADS

Donate online | Support SVP | Society of S

[Ad) -.-.ww.svpjeiGa‘l-lnvo\vedeonaw

There are many ways o denate to SVP and . -

Help a family with aducation costs. Help provide food for a strug
=1l Y

t Vincent de Paul

help support people in your community.
ling family.

Socieiy of St.Vincent de Paul

Clicks ¥ CTR¥

38 18.70%
21,597 4,0 bt

impressions

+13,.922 t2921




OVE RVI Ew OF DEVICES As you may see in the graph, We showed up  the kind of services, products, donations,

on the search engine results page (SERP) and more than SVP is promoting online via
As You may see BELOW, LaST YEeaR, COMPUTER DeVICeS WeRe THe at the moment people were looking for Google Search and Google Maps.
TOP DevVice UseD, BUT SIMILAaR TO THe PReVIOUS YeaR, THE NUMBER
OF PEOPLE USING SMARTPHONES INCREASED FURTHER. THOse us-
) MosT PopuLar
€RS RePReseNnTeD aLMosT 47% oOF aLL conversions SVP abs coTt
THROUGH THe TOOL. Abs Group
Clicks * |mpressions v Conversions «
D Mobile phones I:l Tablets _D_ Computers
y 23,965 650.00
® Conale +1530 S TREh
I N ciicks > ® Gettelp 2 lse 43100
P FFIFIFRET T T T TTTTTTITIITITIS
® Get Help - vincent de 11,564 A63.00
| . i o T
Impressions
T TTFEL T T T TTTTITTTTITTS @ T“Ed'“”m““-' you've fﬁ‘? iﬂ;li?}g
made :
T TETETETINN 7T ATV ATATAATA
' o ‘ Certainly, for users who are ready to important to develop a keywords plan and
Over 2020, Google Ads allowed SVP to create  different campaigns like Charity Shops, Get convert, engage or donate, these paid ads regularly monitor and adapt these ads as this
and share well-timed ads (via both mobile involved, Donations, Fundraiser, Volunteer, to on Google get 65% of the clicks, so, itis very  makes a huge difference in the results.
and desktop) among our target audience. The increase the number of interactions with its
Communications Team strategically set up various existing and potential audiences.
KeywoRrbps
Demona pH Ics Clicks * |mpressions v Conversions §
> ~N
: . 8,803 393.00 (4]
AGe ® svp +105 +201.00 'g
g
® vincent de paul help ’4;1:;3 :?:452 g
[TT]
u
® vincent de paul number :f?:g 1?:3% ;
. S
9 =
9.38% | 15.01% | 18.14% 18.99% | 16.71% @ Ftaincent de pavl 3,577 168.00 o
phone number *10,227 #4700 e
w
; 3,868 141.00
® vincent de paul 3191 $ 5800

18-24 25-34 35-44  45-54 55-64 65+




ANALYTICS CAMPAIGNS

GoogGLe ANALYTICS IS @ TRACKING anND STATISTICS SOFTWaRe
THAT PROVIDES SVP WITH VITAL INSIGHTS ON HOW VISITORS FIND
OUR WeBSITe, WHAT THeY DO WHeN THEY GeT THEeRe, anD
INFORMATION SUCH as eCommeRce anD LeaD CONVERSIONS.

This tool is probably one of the most our achievement in 2020, and to make

vital tools to monitoring online activity =~ analyze more easily, let's split the tool

and very useful in discerning all paths into four parts. Audience, Acquisition,

users take through our website pages. Behaviour, and Conversions.Behaviour,
So, for a better understanding of all and Conversions.

AUDIENCE

This is where everything about us-

ers is analyzed, from demographics Jan1, 2020 - Dec 31, 2020
to interests. All this information

is grouped together based on any
combination of attributes that is
meaningful to the business. All

this data helps us to improve our
content or navigation on our web-
site, and consequently, increasing
the chances of them converting by
looking for help, volunteering or
donating or how they can help SVP
achieve their goals.

M New Visitor M Returning Visitor

Dec 31,2018 - Dec 31,2019

% 68.6%

H 2020 H 2019

|| 4

=

1]
. I
PPy n e Sessions 976,378 63.48%
Socieiy of St.vinceni de Faui I 597,248
I 642.319 5
Users B 416.484 D

I 2,666,306

Pageviews N 1,691,243 57.65%
’ ’

AVG. Sessions [ 00:02:13 a

Duration I 00:02:01 10.34%

Bounce Rate  — 45'7;:?000/ -8.58%
I 50.00%




ACQUISITIONS: BEHAVIOR:

This section tells us where SVP visitors on the graphs below, this section determined Here, our team worked Top Campaicns
originated from, such as search engines, social ~ Which online marketing tactics brought the focused on individual pages
networks, or website referrals. As you will see ~ most visitors to the SVP website. of our website, as opposed 2020 2019
to the entire site. It helped us I 2,666,306
to understand how visitors RS E— 1,691,243 Rk
Top CHanneLs Top CampaiGns interact with our pages, Unique I 1,824,961 54.15%
.. o . . (1]
giving an overview of page Pageviews I 1,183,922
views, average time spent, AVG. Sessions I 00:01:17 16.79%
bounce rate, and forth. Also, Duration I 00:01:06 -
the section assisted us to B 45.71%
Bounce Rate -8.58%
review how the content was I 50.00%
~ erformed by page URLs, % Exi I 36.62% o
FsJearch termz,, F(JJrgevents. " I 35.30% e
6.4%
21.8¢
8:9% - Top Lanbinc Paces
/others
- . B /home
M Organic Search I Paid Search B GetInvolved [ SVP General B /getinvolvedidonate/single-donation
M Direct Email = EVP (Iiytr:amic Ads = ;aunChBP(IJISt B /get-help/request-help-online
ewsletter pring Bulletin [ /donate
- Ref?rral ¥ (Other) Charity Shops Virtual Gifts [ /get-help/contact-your-local-office
Social
CONVERSIONS:
a
This area helped us to RGSULTS: 2020 vs 2019
know how our website
is performing and how it
supported us to achieve
PP 2020 GOALS 2019 2020 GOALS 2019 2020 GOALS 2019

our overall business ob-

jectives. Briefly, a conver- 59,647 RFA 26,442 OTHER VOLUNTEER L rL ) ABANDONMENT [ ZHerg7s
sion took place when our
P 1,743 voLUNTEER  [RIEL) I me2vou N/A B cooccoseu s [

visitors took an action on
our website inline with  [[RXE0 swaLe ponation [[EXEY EEXZ I concoveiemons [TRCE B oo e

our goals. Like, Filling out "7 stopvoLunTeer [E1T) 13007 GoaLconversion EAED) ET | cocaeoispuavanz B

a form, completing a do-
nation, or simply engaging 572 REGULAR DONATION m
with our website.
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Socieiy of St.Vinceni de Faui

GOOGLE MY
BUSINESS REPORT

GMB proviDes a FasT anD easy wWay FOR BUsinesses, PROD-
UCTS, BRaNDS, anD ORGANIZATIONS WITH PHYISCAL BUILDINGS
OR STORES TO ManaGe THeIR onLine PrResence WITH GoogLe.

Over the past year, GMB assisted our This tool is a great place for customers
team to manage how SVP brand ap- to search for a product or service near
peared on Google Search and Maps. Our them, It makes their search easier. So,
job included adding all 230 SVP shops’ it is important the content showing up
information such as Shop name, location, when people search Google is accurate,
hours, photos, and a link to the website complete, and optimized as possible.

or Facebook page; monitoring and reply- It has been proved that users who are
ing to customer reviews, helping us to searching for something online, are usu-
understand where and how users were ally very close to making a donation or
searching for SVP online. contribute to SVP organization.

365.70

‘ OVERALL RATING
4,525,666.00

aa—— TOTAL SEARCHES

878,757.00
DIRECT SEARCHES

|

3,646,909.00
DISCOVERY SEARCHES

\

1,937,564.00
SEARCH VIEWS

|

4,359,134.00

arssse—— MAPS VIEWS
141,274.00

ﬁ TOTAL ACTIONS
33,062.00

ﬂ WEBSITE ACTIONS
30,679.00

* DIRECTIONS ACTIONS

77,533.00

PHONE CALL ACTIONS

l



WEBSITE

THRouGHOUT 2020 anp pue 10 THe CoviD-19, SVP weBsiTe was,
WITHOUT DOUBT, THE MOST IMPORTANT onLine cHanneL To SVP 1o
LaUNCH ITS CAMPaIGNS, SPREaD ITS NeWs, CaLL TO aCTIONS, anD OF

COURSE, Recelve bonaTions.

In a year where people faced so many re-
strictions, changed their habits, and started
to spend more time online to purchase any
product or service, make business, and
meet people, SVP's operations was also
massively impacted by the pandemic, as
people could not come in our shops, donate
through the churches or even make any
physical donation, the website became the
most important tool to communicate, and
receive donations, specifically during our
first ever urgent appeal in May as well as
our annual appeal.

It means that our Communication team
came out and assumed the protagonist role,

EZINES

helping other areas as Membership, people
looking for help,

Fundraising, Social Justice, and shops to
reach their goals.

Just to have an idea, the number of
transactions on SVP website increased
by 570% in comparison to 2019. Another
impressive number was an over 227.50%
increase in online revenue which makes
2020, the best year ever for SVP dona-
tions through its website.

See how important the website was to SVP
to reach its goals.

Ezines Is an eLeCTRONIC MaGazine, WHETHER DELIVEeRED
Via weBSITe OR emaiL newsSLeTTEeR.

The Comms Team has strategically set
up regular Ezines templates that are

very useful to reach its subscribers both
internally and externally as well as grow
its mailing lists.

The goal is to attract the necessary audi-
ence of SVP through those templates and
keep them (donors, employees, suppliers,
and retails shops) informed about the

organization and its business.

After people get to subscribe or sign in, our
team creates ezines templates with specific
content according to what they are looking
for. It assists SVP to promote its business,
reach more people and get more subscribers.

Follow beside an overview of what was
produced over 2020 by the Comms Team.

Revenue
Transactions
Sessions
Users
Pageviews
New visitors

Returning
Visitor

Ezines SenT

A SOCIAL
JUSTICE

RETAIL
A AND SURVEY

FUNDRAISING
A RELATING TO AA APPROX

OnLine PerFOrRmMance

W 2020 M 2019
I <,385,283.78
B €1,290,420.36
I 52,843
I 7,755
I 976,378
I 597,248
I 642,319
I 416,484
I 2,666,306
I 1,691,243
I 634,319

I 409,900

I 342,059

I 167,348

Donor EmaiLs

A
A
TOTAL OF
A EZINES 2020

37,877

2020

16,636

2019
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FUNDRASING CAMPAIGNS

We aLL know THaAT FUNDRAISING IS THE PROCESS OF SOLICITING FI-
Nancial SUPPORT anD IS an essenTiaL WaY FOR MOST NONPROFITS
TO BRING IN REVENUe FOR THEIR ORGANIZATION'S MISSIONS.

During 2020, SVP faced so many chal- restrictions. So, SVP online channels,
lenges to maintain or increase its revenue  managed by the Comms Team, became
and online donations due to the Covid still more important than ever to Society.
STATISTICS
5M
4M 8
° h m
8 "! >
3M ° ¥ o
s 8 o °
10 3 s 3
2M 2 E g ‘:‘ o it -
~ 0 w N » M
S o 3 3
-—
N N 9 oy
™ (M| < © o
N ™ I
. (N o ol
Socieiy of St.Vinceni de Faui 0 - . -
2020 2019 2018 2017
EURO 9305 7827 8270

sEne 3168 431 340 322



SOME ONLINE FUNDRAISERS

As We can see, more people fund-raised
online in 2020 than ever before, and the
same will be true in 2021 and beyond.
The restrictions for Covid-19 and the
internet completely changed how people
connect with each other, conduct busi-
ness, and look up information. So, It is
very important for SVP focuses its strat-
egy on its website and online channels.
Those channels are the most important
and effective ways for a nonprofit orga-

More than just asking for a donation,
SVP website, its social media channels,
Google Ads, Business and etc, assisted
different SVP areas/functions to build
relationships, both internally and exter-
nally which brought in huge support, and
attracted new donors that contributed
massively to the Society, making 2020,
the best year ever for online donations.

For example see the growth in SVP

SYNOPSIS

WEBSITE

2020

SESSIONS
USERS

PAGEVIEWS 2,666,306

NEW visiTors  [ECETEIC)
RETURNING VIS. 342,059

nization to raise money for its cause. online fundraisers. TRANSACTIONS
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Socieiy of Si.Vinceni de Faui

SOCIAL MEDIA REPORTS

FACEBOOK
CAMPAIGN

Daily Impressions (Page) 87,709.51 (9%)

Daily Reach (Page) 61,316.13 (2%)

Organic Impressions 1,018,344 (47%)
Paid Impressions 2,912.263 (5%) I I

INSTAGRAM CAMPAIGNS
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NOV DEC JAN
® Likes @ Comments @ Saves Story Replies
Engagement Metrics 2020 2019
Total Engagements 4,170 3,150
Likes 3,991 3,033
Comments 32 33
Saves 120 77
Story Replies 27 7

Engagement Rate (per Impression) 1.6% 0.2%



LINKEDIN CAMPAIGNS
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® Likes @ @Replies @ Retweets Post Link Clicks (@ Other Post Clicks (@ Other Engagements Nov DEC JAN
@ rublished Photos @ Published Links (@ Published Text Published Videos
Engagement Metrics 2020 2019
Publishing Behavior by Content Type 2020 2019
Total Engagements 11,714 10,273 .
Total Published Posts 260 183
Likes 1,912 2,891
Published Photos 191 130
@Replies 46 48
Published Links 27 22
Retweets 683 990 .
Published Text 17 8
Post Link Clicks 446 771 i )
Published Videos 25 23
Other Post Clicks 8,626 5,572
Other Engagements 1 1
Engagement Rate (per Impression) 1.7% 1.8%

WEBSITE PEROFORMANCE

2020 2019

25.28% 29K

CLICI('THROUGH IMPRESSIONS Transactions 5757

RATE
G o O G L E AD S +2.87% +3.59K Sessions ey 257,499

I 169,849

€2,350,379.01
I €1,013,676.01

19,464

SVP ONLINE & MEDIA REPORTS 2020

PERFORMANCE
I 138,386
467 Pageviews I 692,767
I 443,642
PHONE CALLS New visitors I 160,183
I 132,493
+103
Returning I 97,316
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GOOGLE ANALYTICS
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H 2020 W 2019
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Pageviews —_443,642 692,767
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BEHAVIOR: ONLINE FUNDRAISERS
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Society of St.Vincent de Paul

National Office, SVP House, 91/92 Sean McDermott Street, Dublin 1, DO1 WV38
Tel: 01-0884 8200 / Fax: 01-838 7355 / Email: info@svp.ie / Website: www.svp.ie




