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We're a team of strategists, creatives, 
project managers, developers and 
digital experts that have all made a 
conscious decision to specialise in the 
not-for-profit space.

Oh yeah, and we’re hiring :)
marlincommunications.com/become
-a-marliner/ 
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https://marlincommunications.com/become-a-marliner/
https://marlincommunications.com/become-a-marliner/
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Digital acquisition is like...



It’s our job as a 
fundraiser to help 
the donor climb this 
mountain and make 
this donation
Nathan Hill, NextAfter
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Sending people direct to donation.

‘2’-step where you generate a lead.

Let’s look at a couple of types of 
digital acquisition
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Direct to donation



© Marlin Communications

Direct to donation is like expecting 
people to immediately go to the top 
of the mountain.

It only works (efficiently) in 
particular circumstances.

From our earlier analogy...
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Examples - impacting intent

Appeals 
& crises

Time of 
the year

Tax / 
Christmas

COVID / 
Aust. 
bushfires / 
Afghanistan 
/ giving 
days / etc.
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It also really helps if people know who 
you are, and care about what you do 
(and we can target those people with 
remarketing ads).

People similar to those people are 
called lookalike audiences.
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High intent / likelihood to donate
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Common paid social objectives

Reach / 
Awareness

Post 
Engagement

Click (e.g. 
traffic)

Lead Form Donation / 
Purchase

As many people as 
possible ‘see’ the 
message on social 
platforms. 

People interact with 
the message such as 
a reaction (e.g. like), 
comment, view, 
share.

People click on the ad 
that takes them 
outside of the social 
platform to a 
designated landing 
page.

People click an ad to 
lead form to fill in 
(either on Facebook 
or a landing page).

People click from the 
ad to a landing page 
where they can 
complete a donation 
action.
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Common paid social objectives

Reach / 
Awareness

Post 
Engagement

Click (e.g. 
traffic)

Lead Form Donation / 
Purchase

As many people as 
possible ‘see’ the 
message on social 
platforms. 

People interact with 
the message such as 
a reaction (e.g. like), 
comment, view, 
share.

People click on the ad 
that takes them 
outside of the social 
platform to a 
designated landing 
page.

People click an ad to 
lead form to fill in 
(either on Facebook 
or a landing page).

People click from the 
ad to a landing page 
where they can 
complete a donation 
action.

LOW ENGAGEMENT HIGH

LOW FRICTION HIGH

HIGH VOLUME LOW

LOW COST HIGH



Going out to a cold audience with a 
poor message / proposition, and at a 
time of low intent will result in a really 
high cost per donation.

Help people climb that mountain 
and start with an interaction that 
doesn’t require as much buy-in
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Warning...
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Thoughts on Search
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To provide the most:

Relevant

Authoritative

Accurate

results to a search query - to 
match the search intent

What is the purpose of search?
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People aren’t generally searching 
to just donate their money
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Search doesn’t work well when...
...people aren’t looking for the 
information on your website.

For example:
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Effective search sits at an 
intersection

Problems / Questions

Website Content Purpose

Information that people 
are looking for

Information and 
content on your 

website

What you do / what 
purpose your 

organisation serves
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Do you have a Google Ad Grants 
account? 

It offers nonprofits with $10K USD 
grant in paid search spend per 
month.

https://www.google.com.au/grants/ 

Low budgets?

https://www.google.com.au/grants/
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032-Step
(e.g. Lead Gen.)
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Two-step acquisition starts with 
generating the ‘lead’

Lead is 
generated Magic $$$

(conversion)
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Contact details for a person that may 
‘convert’ (do the thing you would like 
them to do) in the future. 

There is usually a communications 
journey that tries to move them from 
‘lead’ to ‘conversion’.

What do we mean by a ‘lead’?



I’m sure you’ve seen some methods on Facebook...
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How do we gather leads?

Pledge Petition Poll / Quiz Value Exchange



You’ve got a few choices...
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Where is the lead collected?

Collect lead details 
through Facebook 
lead forms

Higher conversion rate
Lower quality (?)



You’ve got a few choices...
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Where is the lead collected?

Collect lead details 
through Facebook 
lead forms

Collect lead details 
through a dedicated 
microsite

Collect lead details 
through your 
website

Higher conversion rate
Lower quality (?)

Lower conversion rate
Higher quality (?)
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You don’t want to go for the lowest 
cost per lead if those leads don’t 
eventually donate.

Make sure to track your costs all 
the way to donation
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There is no ‘one’ mechanic that is the 
best for all orgs. / audiences / 
situations.

Please consider:

● Audience - their needs & interests

● Resources - content / design / ad 
spend / comms. journey / 
comment moderation 😬

Best thing to do? Test!

What is the best mechanic?
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Sure, look at the volume numbers.

Definitely look at the efficiency 
numbers:

● Avg. cost per lead

● Lead to donor conversion rate

● Avg. donation amount

● Recurring / one-off

● Churn

How to know if your campaign is 
doing well?

https://mrbenchmarks.com/
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04What about that 
second step…?



If you’re not going to do anything 
with the leads, there isn’t much point 
collecting them.

Communications journey, e.g.

● Email (immediate and medium 
term)

● SMS

● Telemarketing (?)

© Marlin Communications

After the lead has been acquired
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Might look like this

1

Lead 
Generated Immediate

2

Email
+1-3 days

3

Email
+2-4 days

4

Phone
+2-4 days

5

Email
+4 days

6
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05Final thoughts?



It isn’t easy to run lots of experiments 
all the time, so test what you can:

● Overall mechanic

● Imagery / headlines

● Audience targeting
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Test different components when 
you can



It is really hard to test & learn if you 
have a small spend.

Save up and group your spend so you 
don’t have to spread it too thinly.
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Group your spend (if you have to)
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06Questions



Thank youfor changing the world. We’re here to help.
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