Social Fundraising in 2025:
Current State of Play
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Helen Alderson Livvy Ellison
CEO Head of Virtual Challenges
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Facebook Challenge Recap

Current talking points




Facebook Challenge Recap




Why have Facebook Challenges
been so successful?




Average raised year on year
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2024 vs 2025
Performance Data




4 Overview

Established challenges performance

4 Average raised year on year



**Important note!**
£ raised per

group member
has increased by

13%

(now at over £57 PGM)

Active members
have decreased by

2%
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21% average
increase from

2023 to 2025
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Current talking points




Current talking points

* “Younger people no longer use Facebook”

“Usage of Facebook has decreased”

+

“Cost per lead has increased”

“Change the registration flow”






“Younger people no longer use Facebook™
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“Younger people no longer use Facebook™

Social media reach & time spent: 15-24s v 55+

More 15-24s use Instagram and WhatsApp but they spend MOST time on TiK Tok. Facebook s
still the dominant platform for those aged 55+
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“Younger people no longer use Facebook”

Average age of UK
challenge
participants

44"

*Massive Participation Pulse Report






“Younger people no longer use Facebook™







“Usage of Facebook has decreased”

THE WORLD’S MOST-USED SOCIAL PLATFORMS
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“Usage of Facebook has decreased”

Comments PGM
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“Usage of Facebook has decreased”

£ Raised Per Group Member
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“Usage of Facebook has decreased”

Do we agree
with this
statement?




“Usage of Facebook has decreased”







“Cost per lead has increased”

Aecording to Bluestep - cost per lead for Facebook
Marketing has increased by an average of 30% (24 vs 235)

Despite this,
group sizes have
decreased by just

13%







“Cost per lead has increased”

YES!!







“Change the registration flow”

Traditional
Lead form — FB group — Registration & Fundraiser

Alternative
Lead form — Registration & Fundraiser —
FB group/alternative community




“Change the registration flow”

2024
traditional reg flow - 3,206 registrations

2025
alternative reg flow - 2,737 registrations

What about the income?




“Change the registration flow”

Traditional vs Alternative
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* Alternative platforms
Communities

* Key considerations



. |TEENAGE
__HCANCER
B 5

e 3,000 Push Ups in June

 Trialled a hybrid approach using
both traditional and alternative
reg flows

« Marketing on Facebook,
Instagram and TikTok




Teenage Cancer Trust - Hybrid Approach

£206,156 raised

Traditional
£150,000 (Lead - Group) (up from £134k last year!)

£100,000 ROAS
Traditional - 1:5.10

— W% Apernative - 1:3.80
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Why do
communities
work?

Facebook

P

- NO community




P[’OS ﬁh;n . dﬁu‘.} _‘
« Activity automatically uploaded*
« Charity could add content to ‘posts’ section

« Can comment on activity, users can also —gar ||

S h a re t h e i r OW n p OStS Q:)SMuc:isE:rt AR 332 Members [ Invite-Only

Cons
« Limited admin tools
« No happy medium for accepting new
members
« No logical way to follow traditional reg flow




Pros
« Most popular social
platform
« Really tidy look and
feel - easy to follow
« Participation per

C
e

nannel is more

ective - is this a good

thing?

« Potential for logical
way to follow
traditional reg flow?

Cons

« Everyone gets all
notifications by default
(limited control over

this)

 Participation and
interactions very public -
would have to amend
moderation style

« Limited admin tools

« Huge GDPR issue
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Announcements Yesterday
Livvy Ellison added the group "FAQ's"

Register here | Yesterday
Steph Parker joined from
the community

FAQ's () Yesterday
Steph Parker joined from
the community

Challenge Info i) Yesterday
Steph Parker joined from
the community

Challenge updates | Yesterday
Kim Youdan joined from
the community

+ Add group




Pros

« Tried and tested method

« Comprehensive admin
tools

« All activity goes into
main feed

« Has a social element as
well as challenge

« Logical to use for
traditional registration
flow

Cons

« Reduced visibility of
featured section

« Some features not as
effective as they used
to be

« Reduction in
engagement may have
Impact in longer term

3,000

FPYSH-UFPS

IN JUNE

3,000 Push Ups in June 2025 for

Teenage Cancer Trust >
@ Private group + 4.4K members

T

You Chats Featured Reels About

Recent activity

i Olivia Egan &
O Admin 8 Jul - [&

That's a wrap on 3,000 Push Ups in June for Teenage
Cancer Trust & J... See more



Pros Cons
« No time/financial « Challenges revert to
commitment being solo rather than

mass participation

« Limited/no supporter
contact

o Poor supporter
experience







Key considerations for the future

mmm) |ongevity of Fb marketing only

mmm) Innovation

Supporter experience is key

mmm) Embrace learnings quickly




Key takeaways

Cater to your supporter demographic




Any Questions?

Facebook Challenge Recap

Current talking points l




Social AF.

Experts in Social Media Moderation A

Thank you for
coming!

Connect with us

on LinkedIn _>



