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We acknowledge the traditional custodians of the land 
and pay our respects to Elders past, present and 

emerging.



Digital Transformation Hub
Technology to transform non-profit operations

Digital 
Guides

Expert advice

Technology 
discounts

for 
not-for-profits

Case studies Training resources



Five domains structure the technology jungle



Delivering an engagement strategy using online tools 
to: 

● Connect with potential clients
● Build your supporter base
● Raise funds

WORKSHOP FOCUS



I’m a media and campaigns consultant who 
has over 10 years' experience working 
across social and environmental justice 
campaigns. 

Until recently, I worked in Engagement at 
non-profit Climate and Health Alliance. I also 
worked for VEOHRC and Greens MPs. 

I stood as a Greens candidate in the 2019 
Federal Election. In 2020, I was elected to 
Moreland City Council. Adam Pulford 

(he/him)



I’m a digital strategist who has worked 
across leading progressive movements in 
the US and Australia. 

I specialise in building the capacity of 
movements and organisations to run 
excellent digital engagement and 
fundraising programs. 

Over the last decade, I’ve worked with a 
number of leading organisations including 
Change.org US, the Australian Greens, 
GetUp!, the Aboriginal Legal Service in 
NSW, Time’sUp  & the People's Climate 
Movement US.

Nina O'Connor 
(they/them)



ENGAGEMENT STRATEGY



An organisational strategy developed to 

successfully engage supporters (or customers) 

through the lifetime of their involvement.  

ENGAGEMENT STRATEGY



Is this relevant for you and your 
organisation? 

CONTEXT SETTING



CONVERSIONACQUISITION ENGAGEMENT

ENGAGEMENT STRATEGY
FRAMEWORK



● Who are your supporters?

● How are you onboarding these new supporters? 

● What is the value of your new supporters? 

● Are you being authentic in the acquisition and onboarding 
process? 

ACQUISITION



ENGAGEMENT

● Are you giving supporters opportunities to play an active role in 
achieving your mission? 

● Are you providing a diverse range of engagement opportunities? 

● Are you engaging in an ongoing way?  



CONVERSION

● Are you actually asking people to contribute?
  
● Is there an opportunity for you to ‘upsell’ existing donors? 

● How are you showing donors that you value their contributions?



CASE STUDIES :
TACTICS AND TOOLS



CASE STUDY | CAHA



SITUATION
The new ‘Nine’ Newspapers approached us with the opportunity 
to pay to get our work covered in a new advertising piece on 
climate change:



ENGAGEMENT



ENGAGEMENT



ENGAGEMENT
Getting your work and issue covered in the media provides an important 
‘moment’ for your organisation. We tried to make the most of this: 

● Referred to Guardian article in petition

● Used screenshot of article in email to supporters

● Shared article on social media, with petition 

● Shared article with funders and donors in donor updates



ACQUISITION
Simple petition page on existing 
website:

Updated supporters with call 
to action:



ACQUISITION / ENGAGEMENT
We used a Tweet Generator to make it 
easy for people to share on Twitter, 
tagging our account so we could amplify:

Every person who signed got an 
auto-reply asking them to share on social 
media or by forwarding on the email:



CONVERSION
Soft ask: petition page 
redirected people to donate 
page after signing.



RESULTS
Within days, we’d gotten over 1,000 signatures -- 700 new to our database. 

This increased our database from about 4,500 contacts to 5,200. 



CONVERSION
● Followed up with soft donate ask, saw some donations coming through

● Being a smaller org, we folded these people in our general database 
fairly quickly: expanding our pool of supporters we could engage with 
by over 10%

● Over coming months, I noticed new supporters, acquired through this 
petition, taking further action with us: signing up as regular donors, 
coming to our Fundraising Dinner etc



TAKE-AWAYS
● Be responsive to moments: when you see an opportunity, pounce!

● Use social media / smaller groups to test out appetite for a campaign / 
issue with supporters before investing more staff time / budget in

● Engagement doesn’t have to be expensive, we just used staff time and 
existing resources

● Use free online tools: Facebook Share, Tweet Generator

● Different tactics can amplify each other



CASE STUDY | TIME’S UP





● Deliver a robust fundraising program
○ Administrative costs
○ Legal Defense Fund

● Deliver low-risk and sustainable income stream
● Activate supporters at key moments to push for legislative, cultural and 

workplace changes.
● Primarily online

ENGAGEMENT GOALS



● Acquisition – Optimising the onboarding process by developing a 
Welcome Series

● Acquisition & Conversion – Develop workflows in your CRM

AUTOMATIONS



WELCOME SERIES
ESTABLISH A ‘PERCEPTION OF NEED’



Using Facebook Ads Manager to find 
high-value new supporters.

ACQUISITION



1. Run a series of Ads to test value propositions, copy, images and 
audiences

2. Develop a baseline CPA (Cost Per Acquisition) 

3. Determine your budget 

4. Set up automations/a version of this to ensure once someone signs, 
they are onboarded

ACQUISITION PROGRAM



AD TESTING EXAMPLE



1. Ad testing can be really cheap. Test, test test!

2. Define your audience

3. You want high value supporters, not the cheapest supporters

4. An onboarding process is crucial

TAKEAWAYS



The strongest organisations are built with ongoing and authentic 
engagement. This engagement should:

1. Give supporters an active role to play in your mission
2. Deepen their relationship with your organisation
3. Build confidence that together we can make a difference

ENGAGEMENT



Using engaging and relevant 
campaigns/moments to build buy-in, 
connect with and convert supporters to 
donors. 

ENGAGEMENT CALENDAR



ENGAGEMENT TOOLS

Sign a petition

Share on social 
media

Buy 
merchandise

Fill out a 
survey

Buy a ticket 

Tell us your 
story

Volunteer Tell us what 
you think

Come to an 
online event



Donate asks embedded throughout the acquisition and engagement 
processes. 

● Mini email campaigns | building towards a goal and a deadline
● Monthly donor focus | ensuring sustainability
● Donate landing pages 
● Personalised asks (eg. most recent donation, average donation, etc)
● Always report back
● Fundraising isn’t dirty

CONVERSION



● No matter your organisation’s size, capacity or budget, there are 
practical things you can do right now to increase engagement

● Think about the whole picture of your supporter journey - from 
acquiring, engaging and then converting them into donors

● Use automations to save time and improve engagement
● Make the most of key moments
● Be authentic when communicating with your supporters
● Ask for help: involve your supporters in your work and mission 

SUMMARY



41
www.digitaltransformation.org.au

Useful resources
» Digital Marketing capability assessment: https://digitaltransformation.org.au/survey/page/digital-marketing 

» Getting started on social media guide: 
https://digitaltransformation.org.au/guides/digital-marketing/getting-started-social-media 

» Getting started on email marketing: 
https://digitaltransformation.org.au/guides/digital-marketing/getting-started-email-marketing 

» Planning your online communications: 
https://digitaltransformation.org.au/guides/digital-marketing/planning-your-online-communications

» How to accept online donations and grow your fundraising:
 https://digitaltransformation.org.au/guides/digital-marketing/how-accept-online-donations-and-grow-your-fundraising

» Digital Marketing training: https://digitaltransformation.org.au/guides/digital-marketing/digital-marketing-training 

» All Digital Marketing Guides https://digitaltransformation.org.au/guides/digital-marketing 

» Book an expert consult: https://digitaltransformation.org.au/book-expert 

» Tweet Generator: https://codepen.io/sandradudley/full/KMgJNR 

https://digitaltransformation.org.au/survey/page/digital-marketing
https://digitaltransformation.org.au/guides/digital-marketing/getting-started-social-media
https://digitaltransformation.org.au/guides/digital-marketing/getting-started-email-marketing
https://digitaltransformation.org.au/guides/digital-marketing/getting-started-email-marketing
https://digitaltransformation.org.au/guides/digital-marketing/how-accept-online-donations-and-grow-your-fundraising
https://digitaltransformation.org.au/guides/digital-marketing/digital-marketing-training
https://digitaltransformation.org.au/guides/digital-marketing
https://digitaltransformation.org.au/book-expert
https://codepen.io/sandradudley/full/KMgJNR
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Questions and Discussion


