
I am going to tell a story. This story is about success. 

In 2014 a fundraiser ran on Social Media. The fundraising campaign went viral - a 

dream come true for an Social Media project - and raised a record-breaking 115 

million dollars. 



It was started by Beverly, MA native Pete Frates and his family on the social sites 

Facebook and Twitter, the Ice Bucket Challenge’s mission was to increase 

awareness of ALS (amyotrophic lateral sclerosis/ Lou Gerhig’s Disease) and to 

raise money for research to cure the disease . 
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https://www.facebook.com/TeamFratetrain


Frates, a former Division 1 college athlete with Boston College Baseball, was 

diagnosed with ALS in 2012. Now Frates tirelessly spreads awareness of Lou 

Gehrig’s Disease. ALS Strikeout and Pints for Pete in bars everywhere
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The Ice Bucket Challenge proved that Social Media is a powerful resource for 

fundraising.  From people doing the challenge one at a time, to groups making it an

event.. From Don Cherry to the prime minister and even the rockers like Kiss got in on 

the action. 
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Today we’ll talk about how to use Social Media for your fundraising and promotion 

projects. We’ll also talk about optimizing all you do online so the value is there for you 

long term. A social media campaign is the only time viral is a good thing. 

Whether the goal is to fundraise, drive attendance to a particular event, or drum up 

new advocates or volunteers for your cause, social media is one of your 

organization’s most effective tools

When optimized all your posts can keep your campaign and even your organization 

top of mind all the time. 



Now you know a story that is compelling and engaging - why wouldn’t you be 

interested in this story of success that is relevant to your endeavors and what YOU 

care about? This is a story that matters to YOU, so it engages your interest. It may 

get you excited about possibilities and the effect YOU can have. 



When you realize that a story engages your interest, you have discovered the big 

secret to success for Social Media engagement. It’s all about the story that matters to 

your reader. The story that matters to THEM. It’s about THEM. Not YOU
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I’m going to say that again, because it’s really important. It’s about STORY and it’s 

about THEM. 
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Let me tell you another little story that is relevant to your work. This story is about the 

evolution of how people use the internet. In 2016 24% MORE donations came 

directly through social media than in 2014. That’s great growth in 2 years.  Fully 18% 

of all online donations come from mobile device users.

9



Let’s look at a few more stats: USER GROWTH Facebook passed 1.23 billion 

monthly active users in 2014. 

This quarter Facebook 1.94 billion monthly active users. There is definitely growth 

there. 

And the growth is being reflected as the users are actively donating directly through 

social media. 

Another 14% of donations are assisted by Social Media. 
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We have 24% in direct donations and another 14% in assisted donations through 

Social Media. I suspect that story may be relevant for you. Now, you know 

sometimes a story has a twist? Here’s the twist. These donation numbers are for 

peer-to-peer donations. 

21% of peer-to-peer fundraising dollars raised are the result of a direct click-

through on social media.

Source: State of Peer-to-Peer Fundraising 2017

http://www.donordrive.com/library


Let me explain what that means, because it’s important. These donation numbers are 

occurring when individuals are sharing donation information to their contacts on 

Social Media, and individuals are inspiring the donations. These numbers are 

demonstrating the influence of engagement on Social Media. This is so powerful and 

popular because the supporters, the donors and their social tribes are the heroes of 

the story.
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Have you noticed how someone will share cute cat videos to all their friends? And 

those silly cat videos will be shared forward, liked, and commented on over and over 

again.
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Those same people are sharing the stories that touch their hearts and make them 

open their wallets. And if the stories touch their hearts, they’ll be passed-on over and 

over again. Individuals pass on stories with a personal call to action, requesting that 

their contacts, friends and family pay attention to the story they are sharing, and 

starting their own action of donating. A little closer to home Like this shave for a cure 

( full disclosure that is my son who’s ton of hair grows crazy fast) All of our friends 

family and others on social media made donations. 
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Here in Ottawa another poignant story.

Here’s an example of a story that is making the rounds right now on Social 

Media. Jonathan has EB. He’s called the butterfly boy because like a newborn 

butterfly, he can’t be touched without harm. His skin sloughs off. The story about 

Jonathan, the boy who is hurt by a hug, is breaking hearts across Social Media 

platforms. The Sens have taken up the cause, and the number of people who watch 

for word of Jonathan’s story has grown. The EB charity is called the Debra 

foundation. It’s a small charity because EB affects a small number of children - thank 

God. Through Social Media Jonathan’s story is known to thousands and those people 

are engaged and actively donating to help Jonathan and his family. 
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Your campaigns need the right story and optimization (what you may know of as 

SEO) to build your following and your engagement. The human connection and the 

consistency of your messages and your stories are the key to growth and success. 

One of the issues you can have as fundraisers is, non-profit stories get told through 

the filter of the “corporate organizational voice.” In other words, they don’t sound like a 

human is telling them.

You have great stories available to you! Think about your existing supporters, 

volunteers, and staff for their input, great stories just waiting to be told!

Social media is like word of mouth marketing on steroids.. Get it all working for you. 

The most important thing you can do about social media is to make it about them… 

the donor.. Not the organization.. 

16



By 2019 75% of all online interaction will be video according to Cisco 
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Story is the word for 2017 Nonprofit storytelling is critically important for fundraising 

success - in fact it's a mainstay. Stories are what move us.. . Look at the The United 

way Ottawa and their YouTube channel! They have at my last count 379 videos on 

their channel.. ( sadly only 153 subscribers) Getting us to feel not just think.,. Some 

of the videos have almost 3000 views.. 

There is another element that is key to the stories that make you feel something, its 

authenticity Being real wins every time. 
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Story is not just for your "About Us" page. A Good story determines the way past, 

present, and future supporters interact with your organization.

And great stories have an even broader potential reach because they provide the 

authenticity and relatability to inspire real engagement and action.

In order for non-profits to stand out, they have to separate from the pack and 

showcase what makes them truly unique. 
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Here’s another little story about Juvenile Diabetes Research Foundation’s Youth 

Ambassadors.  Here you see Reid Somma from 2014
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A few years ago I met a young millennial at an event. It seems that she took my talk 

about video being the next iteration of the internet to heart. 
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She asked me to help them using video.  Sabrina is a go-getter, she’s with JDRF, 

juvenile DIABETES. Research Foundation and she wanted me to use video to help 

them get the word out about the yearly walk.. And then we added the fall revolution 

ride too that’s Christopher Rae in the photo
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Video makes it real. One of the best ways to tell a story is with video . 
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it’s not the quality of the production that counts. It’s the story. That’s what matters.
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This is Rebecca, this year’s youth ambassador.  this year she has a team called.. 

Rebecca’s Army
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Let’s look at some online requirements

Branding is critical
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I want to talk a bit about the foundation of your online presence.. 

Every fundraising project involves branding. 



Starting with outbound 

Define your appeal to potential donors, including story, the face of your charity/cause, 

and the style and tone of your engagement. 



Who are you?



What do you stand for?



What do you plan to achieve?  

Why should they care about what you do?  



Your identity/standing as a responsible and ethical organization



In marketing, we create personas of the ideal client. In the case of fundraising 

organizations and causes you too must create donor personas.

In the  image you see the short form for each type of donor.. From ollie one Off to Lilly 

Lapsed donor… There personas help you map out your approach to each type.. For 

all of your campaigns



This is  a single donor persona from the template to create donor personas. The 

template is available online..l Its by hubspot.. 

Your brand defines your target donors, your emotional appeal, your ethical appeal, 

your ‘personality’ for engagement with the public, your volunteers, and your donors.



Defining your brand includes defining your face and voice online, for Social Media. 

Online, consistency is the key. Consistency builds your brand, your identity, your 

following and your validity. 

Your website blog and all your social media must be on the same page, same voice, 

tone, messaging and face of your organization 



When you define your face and voice online, you are choosing the identity that the 

public will engage with, invest in emotionally and financially, and take ownership of. 

When your donors take ownership it creates ongoing donor relationships and builds 

your brand
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Brand consistency allows donors to form an ongoing relationship and commitment 

both emotionally and practically. Building online relationships, develops your brand 

consistency and the trust that is essential for donor investment.

Think about defining your identity to include being gracious, ethical, engaged and 

real. 
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How is social media buy-in different?

How does a donor choose where to donate? 



Involves a personal buy-in to a cause, a fad, or an ideal. 

The effect donor-They want to know they made a 

difference- need posts about effect.

Self-image they want to be the kind of person who 

supports a particular type of cause. These donors 

need posts about idealism and the cause. 



Most donors care that their donations actually 

affect the cause. so posts about how money is 

used, ethics, and best practices are great. This is 

also where you show them that they, the individual, 

matter to what is happening with your organization. 



About building community, people who care about stuff relevant to your brand have 

friends who care about stuff relevant to your brand. Word of mouth is still the best 

source of growth, and social media is word of mouth on steroids. 

No competition: you are not their only interest. Be gracious. Respect that their other 

interests confirm that they’re your target donor. 



When someone engages with your social media they become a contact that may 

grow into a relationship, resulting in advocacy, expanded reach, and donations. 

Best practices - know the etiquette of each platform you use. Know the platforms that 

suit your target donors. 

Let’s Look at the numbers 



Anyone can like a cute photo or something rah-rah inspirational. It’s pretty easy and 

it’s as simple as a click. Although that little click doesn’t take much or even mean a 

lot, it does affect your presence in the stream and the public perception of your 

validity. .  Be sure to acknowledge the likes too  by perhaps liking something of 

theirs.. 
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Sharing takes another step. That means the person wants to pass it on. It’s really 

easy to share a cat video because it’s cute. Often people will share a post because of 

emotional engagement: either it made them feel good, or it made them cry, or it made 

them laugh. Give them an opportunity to share by evoking emotion. 
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Commenting means that someone engaged enough to express their opinion. Often 

getting a comment involves allowing them to feel successful. They can always feel 

‘right’ about their own opinion. They may not feel inclined to voice their opinion in 

public. You can invite people to have a voice. People like to comment, so it’s 

important to give them permission and opportunity to speak out. How do you raise 

engagement.. Let them feel successful in every interaction

the popsicle story
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Associations are built through the likes and shares of what passes by in their stream. 

In order to get attention of any kind on social, you have to catch their eye amidst a 

barrage of material. As they react to your posts, their thinking changes. They think of 

you as someone they know. As you build the relationship you become someone they 

know, like and trust. This is the key to further interaction, like sharing your posts to 

expand your reach, like making a donation. 
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Engagement requires stories, connection, involvement, engagement. 

Improve your visibility. A Facebook post with an image is 2.3X more likely to 

engage. Tweets with images receive 150% more retweets than tweets without 

images

4X as many consumers would prefer to watch a video than to read a post.

With pictures and videos in the stream, a post that is only text will rarely gain enough 

attention to have the effect you want. In an analysis of over 1 million articles, 

BuzzSumo found that articles with an image once every 75-100 words received 

double the social media shares as articles with fewer images. 
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To be consistent with your brand 

- Define the personality/face of your engagement- Once defined stick with that 

personality, Casual, funny, informative, young, 

- Build relationships so that individuals consider you part of their community.

- The more people engage, the more they take ownership, the more likely they 

will act on your behalf  to advocate and donate. 

- Become REAL to them. Chat, respond, share. Social is a two-way street



Engagement NOT broadcasting

Social media has evolved into a source for news, almost in spite of itself. Many 

people are hearing about social topics and news on social, before they hear about it 

elsewhere. Make sure they’re hearing what you want them to hear. Be a source!



Define a policy for handling problems. Define the policy before the problem occurs so 

that the response is clear-headed, not reactive. Red Cross issue.. Well handled.. 



The original tweet (shown below) was accidentally posted Tuesday night by Gloria 

Huang, a Red Cross social media specialist, and stayed up for about an hour
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http://mashable.com/2011/02/16/red-cross-tweet


The Red Cross’ response and ensuing apologies were light-hearted, and assured 

followers that “the Red Cross [was] sober”
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Dogfish Head brewery was particularly amused by the incident and took to their 

Twitter account to unleash a stream of remarks and retweets using 

the #gettngslizzerd hashtag, encouraging donations to the Red Cross and in kind 

consumption of Dogfish Head beer: 

53

http://twitter.com/#!/dogfishbeer
http://search.twitter.com/search?q=#gettngslizzerd


On their blog, the American Red Cross thanked their supporters for being 

understanding and using the accident to encourage donations:

This is how a fundraising brand can respond well, which encourages great additional 

effect the social media thanks to Dogfish brew
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http://redcrosschat.org/2011/02/16/twitter-faux-pas/


The last piece of the story is about optimization- it gives your campaigns legs… 
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SEO or Digital Optimization gets you found

What does that mean for you, the fundraising organization?

When you create your content with your reader in mind, using story to elicit emotion, 

adding images to help them connect with your story visually and using video to add 

that personal touch you are adding to your brand and upping your chance of 

engagement. 

Yet…. there’s more you can do… 



Here are a few great content rules that my peers and I use:

long posts are better (cover a topic not just a single point)

Emotional, thought provoking content gets shared more often

Relevant – posting for the sake of posting is so 2011

Always end with a Call To Action (CTA)
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Save your Images & Videos using a file naming convention 

ALWAYS use your brand name (Organization/Campaign) in the file name
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You can see the file name on the image.. Always use a dash between your words..  ( 

the file would end in .jpg (dot jpeg)
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Keep these content rules, and file naming conventions in mind so you transform your 

content into quality, shareable, on trend stories that help you connect with your user. 

All together this forms your organization’s digital footprint which is your connection to 

your community 

What we call you*** Digital presence
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Social Media is your easiest way to reach more people. It’s your easiest way to 

activate followers as advocates. It’s your easiest way to grow beyond the pool of 

people immediate to your cause. 



Your digital presence needs to be cohesive.

Optimization - validity , consistency, building trust. 

Consistency in online presence validates you. Valid is really really important when 

money is involved.

All of your brand integrated online is your story well told. 



Successful outreach and expansion is based on how well you tell the stories around 

your donors, your community. You will grow as you consistency will assure your 

online efforts contributing to your visibility with your community. When you take the 

time to build relationships online they help to increase your footprint.. Your community 

becomes your raving fans which will help you reach more people and continue the 

cycle as you keep growing your KLT factor



I’d like to sum it up like this: Touch them, teach them, reach them where they are 



I have told you about social media.

This is my story. 

I hope my story inspires you to tell your donor’s stories to the social media world. 

Thank you
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