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• Engage With Us
• Q & A and Chat (defaults to host/panelists)
• Share with friends on social

• Continuing Education Credit

• Webinar Wrap-up
• Webinar on-demand: onecause.com
• Wrap-up email with Webinar recording
• Exclusive content

• Survey
• Drive future Webinar content Learn more about the ALL NEW OneCause Fundraising Platform
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Introduction:
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• Practices to create an effective message
that converts online audiences into donors.

• Techniques to leverage your message to
spark engagement online and offline.

• Methods to nurture prospective donors and
make the ask, at the ideal time.



About Me
- Background
- Marketing Focus
- Who do I work with?
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Marketing Donation

S.C.A.L.E
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SCALE METHOD

Where your lead 
come from

Social media
What keeps your 
leads wanting to 
learn more from 

you.

Content
Leads who want to 
continue to follow 

you and learn more.

Audience
Building a 

relationship with 
those leads OFF of 

social media

Lead Nurture
Making the 

donation

Execution



Tiktok Twitter Pinterest Instagram

SOCIAL MEDIA
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Messaging That 
Converts

01

02

03

Identify your target audience:  Knowing who 
your audience is and what motivates them to 
donate can help you craft messaging that 
resonates with them. 

Your messaging should be clear, concise, and 
highlight the impact that donations can 
make. Use storytelling techniques to make 
your message more relatable and emotionally 
engaging.

This should be a direct ask for a donation or a 
specific action that you want your followers to 
take. Make it easy for them to donate or take 
the desired action by providing a link or clear 
instructions.

Presentation by www.adoradrakemarketing.com



Understanding Your Target Audience

Age

Past donation 
behavior location

History Income

Interest
Occupation



Why Would “Followers” Donate?

They feel emotionally 
connected to the cause. This 

emotional connection can 
come from various sources, 

such as personal experience, 
shared values, or a compelling 
story. Donors are more likely to 

give if they feel a personal 
connection to the cause and 

believe that their contribution 
can make a difference

Trust and transparency: Donors want to 
know that their donation will be used for 

the intended purpose and will make a 
significant impact. Being transparent 

about how donations are used, providing 
regular updates on progress, and offering 

accountability can help build trust and 
confidence in the organization. This can 
lead to repeat donations and word-of-
mouth referrals to friends and family.

Reason Reason1 2



Story Telling
• Show your audience who you are with 

video, photos, and infographics
• Go live on your social media pages with 

real life people who have benefitted from 
your organization

• Share your information with partners and 
other media outlets

• Sponsor events
• Create an easy way for current members 

can share their experiences with your 
organization





Video/Reel

Long-Form





Two Simple Ways To Lead 
Followers Into Your Organization

The goal of a donation page 
is to make it easy and 

convenient for individuals to 
contribute to the cause or 

organization, and to 
encourage them to donate by 
emphasizing the importance 

and impact of their 
contributions.

The email capture page 
typically has minimal 

distractions and focuses on 
getting the visitor to take 

action and submit their email 
address. The information 
collected from an email 

capture page can be used to 
build a targeted email list.

Event/Donation
Page

Email Capture 
Page



An email list is a powerful tool for nonprofits to build 
relationships with supporters, drive donations and 

volunteerism, and engage in cost-effective and 
targeted marketing. By using email effectively, 

nonprofits can increase awareness of their cause, 
build a loyal and engaged audience, and achieve 

their fundraising and advocacy goals.

Why Build An 
Email List?
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3 Types Of Lead 
Magnets

01

02

03

These are great ways to attract potential donors and 
collect valuable information about their preferences 
and interests.

Helps you to attract potential customers, build your 
email list, and position your brand as a thought leader.

These studies/ reports help you attract potential 
donors, build credibility for your organization, and 
showcase the benefits your nonprofit has in your 
community with real world examples.

Quizzes, surveys, and polls

Exclusive videos & Webinars

Special reports & Research studies
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Email 
Nurture

A SK F O R  T H E  D O N A T IO N
Be clear about what you need and where they 
can assist you.

C R E AT E  A  W E LC O M E  SE R IE S
Describe who you are, your mission, and give 
them something valuable (an education 
piece, video training, or behind the scenes).

KE E P  SU B SC R IB E R S IN F O R M E D
Let readers know about your progress, show 
photos from your most recent events, and 
what's working and what's not working. And 
most of all how can they get involved.



Email  
Welcome 

Series
E M AIL  3 :  SE T  E XP E C T AT IO N S
Continue the lead magnet conversation BUT tell 
them they will begin getting emails with your 
newsletter and what the frequency will be. 
ASK FOR A SMALL DONATION

E M AIL  1 :  W E LC O M E  E M AIL
Welcome your lead to your organization and in the 
first sentence or two provide a link to the lead 
magnet you promised.  Describe your organization. 
DO NOT ASK FOR A DONATION.

E M AIL  2 :  P R O V ID E S AD D IT IO N AL 
V ALU E  T O  AU D IE N C E
Provide something that enhances your lead 
magnet. Ideas are links to additional reading 
material, video content, or testimonials.
STILL DO NOT ASK FOR A DONATION



How To Ask For The Donation

80% of your content should be 
focused on providing value to your 

audience and building relationships 
with them, while the remaining 20% 

can be focused on asking for the 
donation.

Describe what your organization is 
currently working on, what are some of 

your goals, if they decide to donate 
where will the money go, and lastly 

how can they continuously see 
progress?

80/20 Rule
Define Specific 

Needs
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A good call to action should be clear, 
compelling, and relevant to the 

content of the email. It should create a 
sense of urgency or excitement for the 

reader to want to give.

Call To Action



Questions?
FIND ME & 

LEARN 

MORE

Where to find me?

www.adoradrakemarketing.com

Grab you free guide
www.adoradrakemarketing.com/onecause







info@onecause.com 888.729.0399www.onecause.com

mailto:info@onecause.com
http://www.onecause.com/

