
Your road map to more 
effective digital fundraising.
Thursday September 8th & 
Thursday September 15th, 12pm

DAY 1



Digital Fundraising Strategy 1

Telling your story in a digital world.
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• Demystifying Digital

• Finding your place in The Digital Landscape

• Understanding your digital donors 

• The power of digital storytelling

• Integrating your message



THE DIGITAL 
LANDSCAPE
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ANYTHING ON SCREEN
• Email

• Social Media
• Facebook
• Instagram
• YouTube

• Website



Understanding your digital donor

• Young & old 

• They don’t think of themselves as digital donors 

• They care and they want to help

• Donor shares control of what they see and when they see it

• They can interact with it

• They can share it



Finding your place in the digital Landscape
Know who your donors are

Your data is key. Segmentation. Testing

Know what channels they use
Analyse and test your channels.

Know what each channel can and can’t do 
Know how they complement each other

Get Help



THE POWER OF
DIGITAL STORYTELLING





It’s live

It’s tangible

It’s emotive

It’s immediate

It’s personal



329.8% lift in 
personalising
the envelope of 
email. NextAfter



Always On 
Full Funnel



Integrated Campaigns
Use shared imagery, language, messaging.

Mirror campaigns across your channels.

Integrate at source.



All connected
All enhance each other





Keep it simple

Keep it integrated

Keep it personal



Social Media

Fully utilising the tools at your fingertips.



TODAY’S TOPICS
The power of social media

Meta’s organic fundraising tools

Meta’s paid for fundraising options

Tiktok fundraising tools

Twitter fundraising tools

Best practices



THE POWER OF SOCIAL MEDIA

SHOW UP 
INTRUSIVELY IN YOUR 

AUDIENCE FEEDS

MAKE YOUR BRAND 
HUMAN AND 

CONVERSATIONAL

BUILD EMOTIONAL 
BOND

CREATE DEMAND



META’S ORGANIC 
FUNDRAISING 
TOOLS

There are two avenues to collect donations using 
Facebook charitable giving tools:
• Charities can collect donations through their charity 
Facebook Page or Instagram Profile.
• Supporters collect donations on a charity's behalf.

*Charities in selected countries are eligible to use charitable giving 
tools on Facebook. Learn more about eligibility.

https://www.facebook.com/help/1251484118194936


Page fundraiser Post and Page 
donate button

Live video with 
Donate button

Donation sticker 
in Instagram 

Stories
Instagram profile 

donate button



Fundraiser 
matching

Birthday 
fundraisers

Fundraiser 
thank you

Recurring 
donations

Profile frames



HOW TO APPLY FOR META’S 
CHARITABLE GIVING TOOLS

• Check that fundraising is available in your country

• Check the eligibility requirements for Facebook’s 

fundraising tools 

• Sign up for Facebook and Instagram fundraising tools 

• To allow fundraising for your nonprofit on Facebook, 

sign up to accept donations on Facebook

• Register with Meta pay

https://www.facebook.com/help/3779555188751291?locale=en_US
https://www.facebook.com/help/1640008462980459
https://www.facebook.com/donate/signup
https://www.facebook.com/help/475339496162570/?helpref=uf_permalink&parent_cms_id=1640008462980459
https://www.facebook.com/help/1434403039959381/?helpref=uf_share


META’S PAID FOR FUNDRAISING TOOLS

• Using the organic tools provided by Meta will allow 
you to reach out to your existing followers.

• Amplify marketing strategies using ads to:
• reach out to new audiences who might not be familiar 

with your nonprofit;
• gauge interest and generate engagement with 

campaigns optimized for engagement;
• increase website visits with campaigns optimized for 

traffic;
• recruit new volunteers or drive newsletter subscriptions 

with lead generation ads;
• increase donations and your return on investment with 

conversion ads.

Social media Users

Your 
Followers



GRANULAR TARGETING OPTIONS

• With accurate targeting, you can get 
closer to achieving your goal, 
whether it's getting people to donate 
to your organisation or volunteer for 
your cause. You can further target 
your Ad delivery with these three 
audience selection tools:

• Core audiences (interests, life 
stages, behaviours, education, 
job titles etc.

• Custom audiences (54 types)
• Lookalike audiences

• Segmentation = personalized 
campaigns



TARGETING BY DONORS 
LISTS

• Leverage first-party data to target 
users collected from other sources; 
for example, your newsletter 
subscribers or existing donors.

• You can upload customer lists in 
different file formats like MS Excel 
or import customer lists from third-
party services like Mailchimp. 

• Before uploading, the list should be 
hashed for security.



ON-FACEBOOK 
DONATION ADS

• On-Facebook Donations ads 
provide your supporters a seamless 
donation experience by bringing 
the advertising donation transaction 
onto the Facebook app. 

• On-Facebook Donation Ads will 
enable you to measure your return 
on ad spend (ROAS) within Ads 
Manager. 

• Your donors will also have the 
opportunity to opt-in to sharing their 
contact information with you in a 
privacy-safe way if they choose, so 
that you can reach them via your 
CRM in the future.



TIKTOK 
FUNDRAISING 
TOOLS

4 things to remember about marketing on Tiktok:
• It’s primarily an entertainment platform
• TikTok is fully sound on, always 
• Authenticity over aspiration
• TikTok users respond better to native-style content
• The ad account needs to be whitelisted as an 

Government/NGO account to run cause-based 
campaigns

https://ads.tiktok.com/help/article?aid=9552


ORGANIC FUNDRAISING 
TOOLS

• Raise funds with Donation 
stickers;

• Experiment with your 
organic content and 
promote the  best 
performing videos with 
Spark Ads. 



SIGN UP VOLUNTEERS AND 
MONTHLY GIVERS THROUGH 
LEAD GENERATION

• With advanced dataset and instant 
form features, Lead Generation
is an effective solution
to engage users and drive results 
by generating leads seamlessly.

• Lead Generation starts by making it 
easy for users to fill out a form and 
provide their information (e.g. 
Name, Email, Phone) in order to 
signal their interest in your charity. 



TWITTER 
FUNDRAISING 
TOOLS

4 things to remember about marketing on Twitter:
• Real-time news and information
• Twitter is built on communities
• It’s all about conversations
• Don’t ignore negative comments
• You have to register for cause-based advertising to 

be eligible to run ads about social equity or 
environmental causes

https://business.twitter.com/en/help/ads-policies/ads-content-policies/cause-based-advertising.html


• Rally donors around specific hashtags and trends using 
keyword-targeted Promoted Tweet campaigns

• Create a Twitter Moment

• Leverage Twitter granular targeting such as followers 
lookalikes, keywords, hashtags, interests, conversation topics 
and events.

• Use Twitter’s Lead generation cards to expand your email 
audience. 

ORGANIC & PAID FUNDRAISING TOOLS



BEST PRACTICES

Maintain an active presence all year-long 
with an always on approach

Leverage hashtags such as #GivingSeason or 
#GivingTuesday to amplify reach

Keep up the momentum throughout the campaign 
by posting fundraising updates and milestones

Authenticity is key. Creatives featuring people 
speaking directly to the camera and UGC 

perform better

Thank donors and cultivate your 
relationships 

The top reason millennials and Gen Z may not donate is due to 
a poor social media presence. Research also found that Gen Z 

prefers to donate via Facebook, social media, texting, or 
mobile apps 

Hashtags help nonprofits optimize, find more engaged 
audiences, and identify opportunities for future 

campaigns

Gen Z and millennials want to receive 
updates from nonprofits at least monthly

9 in 10 people value user-generated content (UGC) over 
branded promo emails or other content. People trust each 

other

Research on nonprofits and crowdfunding found that 
celebrating donations (particularly first-time donations on  
crowdfunding platforms), and including “Thank-You”s from 

the campaign significantly reduces donor attrition rates

WHY?

WHY?

WHY?

WHY?

WHY?



Owned Media / SEO

How to expand the power of your digital.



Search Engine Optimisation (SEO) is the process of 
enhancing the visibility of Owned Assets.

• With SEO you will build long lasting performance 
improvements and a better understanding of your 
audience.

• Conversion Rate Optimisation will show how donors 
engage with a webpage post-click and how to improve their 
experience.

• Optimising a website will lead to stronger conversion rates 
across all digital acquisition channels.

SEO & OWNED MEDIA
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Webpages ranking 
in Position 1 have 

a 32% Click 
Through Rate

75% of people 
never scroll past 

the first ten 
results of a Search 

Engine



TODAYS 
AGENDA UNDERSTANDING 

THE SEARCH 
ENGINE RESULTS 

PAGE

SEARCH QUERIES 
AND CONTENT

USER EXPERIENCE 
AND 

CONVERSION 
RATE 

OPTIMISATION

QUESTIONS
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• Search Query - ‘How to Donate to animal shelters” –
Google treats this term as a ‘problem’
• The results are the ‘solution’ that Google 

believes is relevant to what was typed into the 
search bar.

• The Local Pack - shows organisations that are located 
near the user, which are seen as relevant.
• If a ‘location’ is included in the search term, it 

will change results to target that specific area.

• People Also Ask – Shows similar questions people that 
search this term are likely to search.

• Rank 1 – This websites page was seen as the most 
likely to answer the Search Query, while also 
matching other factors such as location.
• Pages/Websites are shown in order of relevance.

SERP (Search Engine Results Page)



TIPS TO APPEAR ON 
THE SEARCH ENGINE 
RESULTS PAGE 
(SERP)

PROVIDE ANSWERS TO AUDIENCE 
SEARCH QUERIES ON-SITE

CREATE CONTENT THAT IS SEEN 
AS VALUABLE (EDUCATIONAL)

CREATE A GOOGLE MY 
BUSINESS ACCOUNT

REFERENCE BUSINESS NAME, 
ADDRESS, PHONE NUMBER ON-SITE

KEEP PAGE LOAD TIMES 
UNDER 2 SECONDS

BUILD ‘AUTHORITY’ WITH 
GOOGLE

42



UNDERSTANDING THE 
SEARCH ENGINE 
RESULTS PAGE

SEARCH QUERIES AND 
CONTENT

USER EXPERIENCE 
AND CONVERSION 

RATE OPTIMISATION

QUESTIONS
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HOW TO FIND SEARCH QUERIES

44

A great technique to find search queries for free is by partially writing 
into Googles Search Bar.

• The suggestions are the top searched queries in your area in 
relation to what you have already wrote into the bar.

• By adding an asterisk * before a word, Google will show results 
that have something between the words at the start of your 
search and the word with the asterisk.



ADDITIONAL TOOLS 
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Answer The Public and Also Asked

Keyword Surfer – Chrome Extension 
highlights similar keywords and 
estimated monthly search volume. 

Paid Tools such as Ahrefs and SEMrush – Limited Free Versions



USER INTENT

Over 90% of all Search Queries fall under one of 4 categories, and these categories can be aligned with the 
conversion funnel – assign audience search queries to their intent and find it’s place on-site to help boost visibility.



CONTENT CALENDARS

Map intent based keywords onto the website – a content calendar is a good way to provide visibility at this stage 
and plan pages that could be created or optimised based on terminology/intent. 

The H1 should contain the keywords you wish to highlight, along with introducing the content piece to the reader.
This query should be answered within the first 125 words, with the first paragraph being direct and to the point – this 

will allow your content to be seen as a solution to the user query and increase visibility.

It is important to space out the production and posting of content so that Search Engines can see your website 
is being regularly updated. 



PUTTING IT ALL TOGETHER

• Discover what your audience is searching for – Search Queries/Intent.

• Use your research to start planning content that answers the ‘queries’ 
users have, using a content calendar can help here.

• Create a visual layout of the content – this helps to ensure you have 
the answer to the query within the first 125 words. The rest of the 
content should support this answer.

• Make sure that you are writing for the user and content is meaningful. 
• Google has recently released a new algorithm focusing on the 

quality of content.

• Always keep in mind the end goal, which is the user. What do you want 
to tell them, how you want to guide them further through the site. 



UNDERSTANDING THE 
SEARCH ENGINE 
RESULTS PAGE

SEARCH QUERIES AND 
CONTENT

USER EXPERIENCE 
AND CONVERSION 

RATE OPTIMISATION

QUESTIONS
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LOADING SPEED OF A WEBPAGE IS A 
MAJOR FACTOR IN USER EXPERIENCE

&
CONVERSION RATE

53% of Mobile site visits are abandoned 
if pages take longer than 3 seconds to 

load

Loading speeds within 2.4 seconds has 
an average conversion rate of 1.9% 

Website with a loading speed of 5.7+ 
seconds have a conversion rate of 

0.6%.
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• https://www.webpagetest.org/

• https://www.seoptimer.com/

• https://gtmetrix.com/

• https://pagespeed.web.dev/

USEFUL SPEED TEST TOOLS

51

Use on pages with high exit rate/bounce rate or focus 
pages for campaigns.

Send details to development team who can provide 
more insights.

https://www.webpagetest.org/
https://www.seoptimer.com/
https://gtmetrix.com/
https://pagespeed.web.dev/
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Heatmap tools such as Crazy Egg, Microsoft Clarity and 
Hotjar allow for insights into how users view and interact 
with a page.

• Highlighting if key areas are being seen by users

• Shows if users are interacting with non-interactive 
elements, getting frustrated and leaving.

• Can highlight differentiating behaviour between New Vs 
Returning Users.

Changing a buttons placement to a highly seen area can lead 
to an increase in conversion rate within a short time frame.

HEATMAPS

Interactions

Brighter colours show where users are clicking more frequently.

Some heatmaps even number areas by how frequently they are 
interacted with compared to other elements on-page.

Scroll-Maps

Shows what areas are the 
most viewed and areas 
that are rarely seen by 
users on-site.

The colder the colour, the 
less users who see that 
section of the page.

4

2
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4 TIPS TO IMPROVE YOUR DONATION BUTTONS SUCCESS 

Use Contrasting Colours

The button should stand out from 
the rest of the page.

Make the Button Bigger

Than the other elements on-page to 
highlight it’s importance – but not 

too big.

Font Should be Legible
&

Text Should be Direct

Keep ‘Above the Fold’ 
&

Include on Every Page



• All form entries are visible without scrolling

• All forms are viewable to start – users are less likely to complete a donation if 
multiple steps are required
• If you do require multiple steps, keep this less than 3 and show user 

progress.

• Allow Custom donation amounts – users are more likely to engage when they 
can fill in their own donation.
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Donation Page Best Practice

Focus Ireland
• Really good and 

direct.
• Doesn’t fully fit on 

the page.



UNDERSTANDING THE 
SEARCH ENGINE 
RESULTS PAGE

SEARCH QUERIES AND 
CONTENT

USER EXPERIENCE 
AND CONVERSION 

RATE OPTIMISATION

QUESTIONS
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Questions?



Thank You.


