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A Day in the Life 

Digital Fundraising Manager 

 

When I arrive in the office, the first thing I usually do is check in with the team to see if there’s anything 

urgent or important I need to know about. Then I have a look at our online income in Google Analytics 

– how are we doing compared to last year, are there any spikes in particular countries or channels? 

If there’s anything that looks interesting I’ll have a chat with our Digital Analyst and see if it’s worth 

digging into any further. We’re a fundraising team and our passion is telling the stories which will help 

Sightsavers raise even more money to fight avoidable blindness, so it’s really important to check 

what the data is telling us about what’s working well and what opportunities we can jump on and 

maximise.  

Then maybe I’ll have a creative session with the team, planning digital journeys to support a cash 

appeal. We’ll spend a couple of hours brainstorming ideas for engaging and interactive digital content 

like a cataract simulator, videos, display ads and landing pages. Then map out how the digital journey 

fits together across email, social, advertising and the website. And crucially how all that fits in with 

the offline journey being managed by the Direct Marketing team. It’s great fun getting creative and 

sharing ideas with the team. 

There are probably a few emails waiting when I get back to my desk. Everything from a query from 

a colleague about setting up a landing page for a new corporate partnership, to an idea about running 

a gaming event, to contract negotiations with an external agency. 

After that I could be having a call with the Irish office about delivering their plans for a corporate 

giving product, or catching up with Head of Marketing in the Nordics to bring them up to speed on 

how our activity to grow our online communities in Sweden and Norway is performing. It’s invaluable 

to get the local take to add to our digital expertise and global perspective and it’s enjoyable chatting 

to our colleagues in other markets about what’s going on where they are. 

After lunch and answering some more emails, I’ll speak to our digital agency, discussing PPC 

performance, and how we can optimise opportunities from search by creating new content and 

tweaking web journeys. We have a great relationship with the team at our agency so the calls are 

generally really constructive. 

Then I’ll spend some time going through results reporting and update our budgetary reforecast, ready 

to discuss it with the Head of Digital Fundraising before it gets submitted to senior management. 

To finish off the day, I might be reviewing an email and landing page from the team for sign off, 

catching up with the Acquisition and Retention Managers in the Direct Marketing team to make sure 

all our activity is aligned, or delving into a report prepared by our Digital Analyst on how we can 

optimise conversion rate on the website by doing some AB testing.  


