


A Few Quick things…

A video recording of this live webinar will be sent to you afterwards.



A Few Quick things…

Links to the slide deck and other featured resources will be sent 
out with the recording.



A Few Quick things…

We have time for additional Q&A.



2 Days.
16+ Speakers.
600+ Fundraisers 
& Marketers



Jen Boulden, 
HigherU

Peep Laja, 
ConversionXL

Amanda Steinberg, 
HigherU

Wil Reynolds, Seer 
Interactive

Jonah Berger, Professor 
& Best-Selling Author







Learn More and 
Get Your Tickets

NIOSummit.com

Standard Price: $1295
Your Price: $400 OFF

Use Discount Code: LOLLIPOP



Today’s Speaker

Nathan Hill
Vice President of Marketing, NextAfter





There are tons of ways to try
and raise money on Facebook



FACEBOOK DONATE BUTTON





FACEBOOK FUNDRAISERS





YOUR
DONORS



ORGANIC POSTS



https://www.rivaliq.com/blog/social-media-industry-benchmark-report/#h2-back-to-top

Median
engagement rate
for a Facebook post 
is 0.08%.



https://blog.hootsuite.com/organic-reach-declining/

Organic posts only reach 
5.2% of followers.









Why do Facebook Ads
work?



Senator: How do you sustain a business model in 
which users don’t pay for your service?

Mark Zuckerberg: Senator, we run ads.





Tracks website visits and behavior 
so that you can target:

• Website visitors
• Page viewers
• eBook downloads
• Donors
• Purchasers
• And more.
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Reach more than just your followers

Lookalike 
Audiences

“Show my ads to the 1% of 
Facebook that is most like my 

current donors."



How do you make 
Facebook Ads work?



RESOURCES

ON A MISSION TO DECODE WHAT WORKS IN 
FUNDRAISING AND MAKE IT ACCESSIBLE TO AS 
MANY ORGANIZATIONS AS POSSIBLE.

RESEARCH

TRAINING

Learn more at nextafter.com



Most of us have already tried this…

The Ad Donation
The

Ask



The Ad Donation
The

Ask

$0 Donations

...and experienced this:



The Free » Donor Model
Content

Valuable
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Online Advertisement 
& Promotion

Email Acquisition
Landing Page

Instant 
Donation 

Page

Email Acquisition 
Offer

Model for New Donor Acquisition



Advertisement
Donation Page

Advertisement
Landing

Page
Instant 

Donation 
Page

VS

∞%
In Donations



What we’re NOT covering 
today



NOT covering 
• The Free Content » Valuable Donor Model (in depth)

• How to create an email offer

• Crafting your Email Acquisition Landing Page

• Optimizing your Instant Donation Page

• Measuring your key metrics and performance

• Other advertising/traffic strategies



What we ARE covering 
today



ARE covering 
today



1. Messaging & Copy

2. Images & Video

3. Headline & CTA

4. Targeting



Messaging & Copy

Proven Strategy #1
Short copy often leads

to more clicks, but long 
copy leads to more

conversions.



Messaging & Copy

Proven Strategy #1
Short copy often leads

to more clicks, but long 
copy leads to more

conversions.

NOT THIS

BUT THIS

316%
In Email Acquisition



* 86% level of confidence

Messaging & Copy

Proven Strategy #2
Focus on the value to the 

reader, not on your 
organization.

NOT THIS

BUT THIS

48%
In Conversions

*172%
In Donations



Messaging & Copy

Proven Strategy #3
Make your call-to-action 

abundantly clear.

NOT THIS

BUT THIS

31%
In Emails Acquired



Messaging & Copy

Proven Strategy #4
Write so much copy that 
you reader has to click to 

“See More”.

NOT THIS

See More

BUT THIS



Messaging & Copy

Proven Strategy #4
Write so much copy that 
you reader has to click to 

“See More”.

NOT THIS

BUT THIS

22%
In Email Acquisition



Messaging & Copy



Images & Video

Proven Strategy #5
Make sure your ad imagery 

matches the design and 
imagery of your landing 

page. (Congruency)



Images & Video

Proven Strategy #5
Make sure your ad imagery 

matches the design and 
imagery of your landing 

page. (Congruency)

NOT THIS

BUT THIS

A different image than 
what was on the landing 

page.

The same image from the 
landing page.

48%
In Email Acquisition



Images & Video

Proven Strategy #6
Test using motion graphics 

or videos in your ad 
creative.

NOT THIS

BUT THIS
Simple video adding 

motion to the eBook.

36%
In Emails Acquired



Images & Video

Proven Strategy #7
Be careful of putting text 

on top of your images. Just 
because you can doesn’t 
always mean you should.

NOT THIS

BUT THIS

48%
In Emails Acquired



Images & Video

Proven Strategy #8
Use natural and authentic 

photography as much as 
possible. Avoid images that 

are clearly stock photos. 

NOT THIS

BUT THIS

158%
In Clicks



Images & Video



Headline & CTA

Proven Strategy #9
Clearly ask the reader to 
take an action in your ad 

headline.



Headline & CTA
NOT THIS

BUT THIS

Proven Strategy #9
Clearly ask the reader to 
take an action in your ad 

headline.

312%
In Emails Acquired



Headline & CTA
NOT THIS

BUT THIS

Proven Strategy #10
Clarify the offer in your 

headline – not the 
outcome the offer will lead 

to.

45%
In Email Acquisition



Headline & CTA



Targeting & 
Optimization

Proven Strategy #11
Optimize your ads for 

donations (purchases), not 
for views, clicks, or even 

email acquisition.



Optimized for Email Conversion Optimized for “Purchase” Conversion

285%
In Donations



Advertisement
Landing

Page
Instant 

Donation Page

Email Offer



Advertisement
Landing

Page
Instant 

Donation Page

Email Offer



Advertisement
Landing

Page
Instant 

Donation Page

Email Offer



Advertisement
Landing

Page
Instant 

Donation Page

Email Offer



Advertisement
Landing

Page
Instant 

Donation Page

Email Offer



Advertisement
Landing
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Instant 
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Email Offer



Targeting & 
Optimization

Proven Strategy #12
Include a lookalike 

audience to reach more 
likely donors.



Fans Interest-Based 
Audiences

Donor Lookalikes

27%
In Donations*

* Based a 70% statistical level of confidence

335%
In Donations



Lookalike 
Audiences

“Show my ads to the 1% of 
Facebook that is most like my 

current donors."



YOUR DONORS FACEBOOK LOOKS FOR MATCHES

YOUR DONORS 
on FACEBOOK

CUSTOMER LIST



YOUR DONORS 
on FACEBOOK

CUSTOMER LIST LOOKS FOR
SIMILAR USERS

DONOR 
LOOKALIKE 
AUDIENCE

1-10% OF FACEBOOK USERS



DONOR 
LOOKALIKE 
AUDIENCE

1-10% OF FACEBOOK USERS



Get the free
Facebook Ad Template
nextafter.com/facebook-ad-template/



Questions?



What we DID NOT cover 
today (but will in the next workshop)



NOT cover 
(but will in the next workshop)

• The Free Content » Valuable Donor Model (in depth)

• How to create an email offer

• Crafting your Email Acquisition Landing Page

• Optimizing your Instant Donation Page

• Measuring your key metrics and performance

• Other advertising/traffic strategies



July 27th

Get Certified in

Online Donor 
Acquisition

nextafter.com/workshop



July 27th

Acquisition

nextafter.com/workshop

• Proven and tested principles

• Live instructors

• Virtual classmates

• Breakout discussions

• Q&A time

• Live Optimization

Non-
Members

Basic 
Member

Standard 
Member

$199 $99 No Charge



Questions?


