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DIACONIA
• Christian non-profit-organization offering help and 

support for living a dignified and valuable life despite 
age, illness, disability, isolation, difficult social 
situations and other life crises. 

• One of the largest organizations in the Czech Republic 
providing social services, number one in special 
education

• 2000 employes, 800 volunteers
• More than 130 facilities, centers and special schools. 
• Social, medical, educational and pastoral care. 

Main partner



• 2 investment sites
• Reconstruction of the building of Centre of Christian 

Help in Litoměřice
• Reconstruction of the family care house of Centre of 

Christian Help Krabčice 
• 2 mil. EUR overall investment (85% EU funding)
• Primary energy savings  0,14 / 0,05 GWh per year
• RES production – 0,1 / 0,05 GWh per year
• Set of energy efficiency measures worth 500.000 EUR
• CF goal – 20.000 EUR (co-financing rate)

Overview



• CF campaign ready to launch in March 2020 – postponed
• Renewed for October 2020 and then in April / May 2021
• Title: „For the people“
• Subtitle: „We help people and the nature“
• Campaign microsite: www.diakonie.cz/prolidi
• Duration: 25 days
• Channels: Diakonie‘s network, Website, E-mailing (5000+), 

Social media (incl. ads)
• Donors can choose which project will get their contribution 

and receive rewards based on the amount (small items 
made by clients of Diakonie)

Campaign

http://www.diakonie.cz/prolidi






Set of Facebook ads

Facebook Page



Campaign (15. 4. – 15.5. 2021)
• Over 103 926 users reached by FB campaign
• Over 177 145 views
• Clicks (microsite) over 2015 users 
• Funding goal not achieved (less than 1% of target)
Investments
• Reconstruction in Litoměřice – contract with construction 

company signed on 14.5. 2021 (1,18 mio EUR)
• Reconstruction in Krabčice – subsidy contract still under 

negotiation, expected to be signed in August 2021 along 
with the new modified budget (approx. 700K EUR)

Outcomes



• Timing – pandemic followed by number of parallel ongoing 
campaigns 

• Topic - “green“ measures not as attractive as social aspects 
of the campaign (Czech specific)

• Authenticity goes a long way rather than a professional 
campaign

• CF is basically simple and efficient tool for rather smaller 
target amounts (up to 10.000 EUR)

Lessons learnt / Conclusions


