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From Likes to 
Lifetime Donors: 
Turning Social Media Engagement 
into Real Revenue

Presented  by :
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Erica Linguanti 
Director of Marketing

• BSBA in Marketing + Meta Certified

• Proud rescue pet mom 

• Avid volunteer currently serving as:

• Board Vice Chair

• Development Committee Member

• Marketing Advisory Committee Member

• Recent win: Turned $37K in Meta ad spend into over $250K in 
unrestricted funds for a regional YMCA in Q1 this year

• Team impact: Helped nonprofit clients raise $6M+ last year
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Are you regularly 
posting on social…
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… only to hear crickets?
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It might be time to 
try a new approach! 
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Today we will discuss…

✓ Attention Span Realities 

✓ The “Scroll-Stopping” Framework

✓ Journeys > Single Posts 

- Food Bank 

- Theatre 

- Health & Human Services Org 

✓ Where Campaigns “Make or Break”

✓ KPIs & Proving ROI  

✓ Q&A 



T
u

rn
in

g
 S

o
ci

a
l 
M

e
d

ia
 E

n
g

a
g

e
m

e
n

t 
in

to
 R

e
a

l 
R

e
v
e

n
u

e

5-Minute Breakout: Fresh Eyes 

1. Pair up with a neighbor.

2. Open one of your organization’s social channels.

3. Partner A scans for 30 seconds. (No setup or explanation.)

4. Partner A completes this sentence: “Based on this channel, I’d 

say you help ____ by ____.”

5. Partner A adds: “What gave me that impression was ____.”

6. Switch roles and repeat.



T
u

rn
in

g
 S

o
ci

a
l 
M

e
d

ia
 E

n
g

a
g

e
m

e
n

t 
in

to
 R

e
a

l 
R

e
v
e

n
u

e

Attention Span Realities
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Important ≠ Attention-Grabbing

People do not experience your social 
media content the way your organization 
does.

You know the backstory. 

You know the urgency. 

You know the mission. 

If you’re lucky, your audience sees one 
social post for half a second while 
scrolling between family photos, news, 
ads, memes, and other causes.
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It’s a Pay-to-Play Game 

Posting on social without any 
advertising is like putting a 
billboard in an alleyway. 

Typically, only 1–5% of your 
social followers will see your 
content without paid spend.
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The first job of 
your creative is 
NOT to explain 

everything… 

It’s to earn the 
next three 
seconds!
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Framework
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Step 1: Identify Your Content Goal 

What do you want someone to do?

• Comment
• Follow
• Share
• Watch
• Learn More

• Donate
• Register
• Volunteer
• Click
• Like

If the action is unclear to you, it will be 
unclear to your audience.
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Step 2: Position Your Message 

Most strong nonprofit creative includes at least one of these:

• Curiosity — “I want to know what happens next.”

• Emotion — “This makes me feel something.”

• Usefulness — “This helps me understand or do something.”

• Relatability — “This feels familiar or human.”

Hint: Messaging should always come before design! 
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Positioning Example 

CORE MESSAGE: We need volunteers for our food pantry. 

• Curiosity: “What happens when 12 volunteers don’t show up on 

pantry day?”

• Emotion: “No parent should have to put groceries back because rent is 

due.”

• Usefulness: “Give two hours this Saturday. Help 40 families leave with 

groceries.”

• Relatability: “We’ve all opened the fridge and wondered what’s for 

dinner. Some neighbors are wondering if there’s dinner at all.”
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Step 3: Create Content 

Start with:

• What will make someone pause?

• What will they understand instantly?

• What will they do next?

Don’t start with, “What should this look like?”
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Avoid Common Pitfalls 

• Leading with the organization instead of the 

audience

• Too much copy (people tend to skim) 

• Using vague impact language

• Posting flyers instead of stories

• Overusing “donate now” without context

• Making every post feel like an announcement

• Hiding video content behind a logo or heavily 

branded intro
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Let’s Raise Some Money
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Creative Instagram Post Fundraiser 

URLs aren’t 
clickable in 
Instagram 
captions.

 Direct 
viewers to 

your 
#LinkInBio 

instead! 
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Donate Buttons Make It Easy To Give 
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Meta Donation Account 
facebook.com/donate/signup

*As of 10/31/23 Meta is partnering with PayPal Giving Fund for donation 
processing: facebook.com/nonprofit-manager/
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Standalone posts can raise funds, BUT…
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…social works best when we start thinking in journeys! 
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One Post RARELY Does the Job 

Develop 
and/or Identify 

Audience(s)

Nurture 
Audience(s) 

Make Ask

STEP #1 STEP #2 STEP #3 

Donors = 
Retention 
Pipeline
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Types of Audiences (Advertising)

Current Supporters

LYBUNTs & SYBUNTs

Interested/Engaged 
(Warm)

Potential Supporters 
(Cold)

Retargeting Based On 
YOUR Data 
(Custom Audiences) 

Retargeting Based on 
Behavior 

(Custom Audiences) 

Lookalike and/or Interest 
Based Targeting 
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You Can Leverage YOUR Data 
Custom audiences can include: 

• Existing social followers 

• Donor/email lists 

• People who have visited your website 

• People who have engaged with your social 

channel(s) 
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Meta Ad Audience Example

Ad Audiences* include:

• Individuals 22-65+ years old in YOUR COMMUNITY

WHO ARE

• Familiar with YOUR ORGANIZATION (Warm Audiences):

• They’ve visited yourwebsite.org, engaged with @yourhandle on Facebook 
or Instagram, are email subscribers, donor lists, etc. 

OR

• “Look like” people familiar with YOUR ORGANIZATION (Lookalike 
Audiences): 

• People who are similar to those who have been on your website, engaged 
with you on Facebook and/or Instagram, are email subscribers, etc. 

AND

• Have an affinity for causes similar to YOUR ORGANIZATION:

• People who support/show interest in other nonprofits/organizations 
focused on [insert organizations similar to yours], etc. 

• People who are interested in [insert things related to your mission], etc. 

AND/OR ALSO

• Meet higher income bracket/net worth requirements (philanthropy) and/or 
certain buying behaviors and/or demographics (Exp: parents, etc.) 

*Note: Regularly A/B test and adjust ad audiences.   
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Meta Blueprint 
offers FREE courses! 
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Food Bank: One-Time Donor Acquisition Campaign
(3 Month Timeline) 

Follower 
Growth Ads

Organic 
Content 
Strategy 

Fundraising 
Campaign Ads

STEP #1
(audience)  

STEP #2
(nurture)  

STEP #3
(ask)  

Audience growth is 

not a vanity metric if 

it is tied to a 

conversion plan.
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Step #1 – Grow NEW Audience 

Timeline: 1 Month 
Ad Budget: < $1K 

Efforts reached more than 
32,000 individuals and 
resulted in over 700 new 
Facebook followers & 
nearly 300 new 
Instagram followers. 
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Ad Targeting – NEW Followers 
Follower Growth ad audiences* included:

• Individuals 30-65+ years old in NEIGHBORHOOD WE WANTED TO 
EXPAND DONOR BASE IN 

WHO WERE

• Familiar with OUR ORGANIZATION (Warm Audiences):

• They’ve visited ourwebsite.org, engaged with @ourhandle on 
Facebook or Instagram, are email subscribers, donor lists, etc. 

OR

• “Look like” people familiar with OUR ORGANIZATION (Lookalike 
Audiences): 

• People who are similar to those who have been on our website, 
engaged with us on Facebook and/or Instagram, are email 
subscribers, donors, etc. 

*EXCLUDING 

• Existing Followers 

AND ALSO

• Were within the top 25% of income of geolocation(s)

*Note: We regularly A/B tested creative and adjusted ad audiences to optimize.   

THIS WAS KEY! 
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Step #2– Educate Followers 
(Organic Strategy) 

Timeline: 1 Month 
Ad Budget: $0 

Posted regularly (3-5x week) on social 
channels prioritizing content that showed 
impact and/or educated followers about 
how food banks operate.  

✓ Paid social brought more people into 
the room (audience growth). 

✓ Organic content helped them 
understand why the work matters.
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Step #3 – Make the Ask
(Retargeting NEW Followers)   

Timeline: 1 Month 
Ad Budget: < $1K 

We are currently getting at 
least 600% return-on-ad 
spend (ROAS) 

AND 

Seeing positive engagement 
as a by-product. 
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Food Bank Learnings
✓Audience growth is not a vanity metric if it is tied to 

a conversion plan.

✓Organic content plays a trust-building role.

✓Donor acquisition performs better when we 
nurture new audiences.

✓Social strategy should be planned in phases, not 
one-off posts.

Phase What We Are Measuring (KPIs) 

Follower/profile growth Cost per follower, profile visits, audience growth

Organic engagement Reach, saves, comments, shares, video views

Fundraising campaign Clicks, donations, cost per donor, revenue, average gift

Post-campaign New donor retention, repeat gifts, monthly giving conversions 
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Theatre: Year-Round Effort 

Follower 
Growth Ads

Organic + 
Paid 

Content 
Strategy 

Ticket 
Sales

STEP #1
(audience)  

STEP #2
(nurture)  

STEP #3
(ask)  
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Step #1 – Grow Audience 

Timeline: Year-Round
Ad Budget: < $500/month 

Regularly gaining a few 
hundred NEW followers 
each month! 

Note: Meta is now shifting to “visit profile” CTA 
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Step #2 (nurture) & #3 (ask)  

Timeline: Year-Round
Ad Budget: < $500/month 

Post regularly (4-6x week) on social channels 
with a mix of behind-the-scenes, educational, 
and promotional content. 

Create collab content with local influencers. 

Support organic content with paid spend to 
maximize reach, engagement, & conversions. 
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Support Organic Content with Paid Spend 
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Sea Turtle Organizations (Top Post Comparison) 

2,039 Facebook Followers 112K Facebook Followers 30,927 Facebook Followers 

1,941 reactions
10 comments

59 shares

98.5% Engagement Rate

975 reactions
21 comments

156 shares

1% Engagement Rate

157 reactions
7 comments

16 shares

0.6% Engagement Rate
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Engagement Ads - Retargeting 
Ad Audiences* include:

• Individuals 25-65+ years old in OUR COMMUNITY

WHO ARE

• Familiar with OUR ORGANIZATION (Warm Audiences):

• They’ve followed us on Facebook and/or Instagram, 
visited ourwebsite.org, engaged with content on 
Facebook or Instagram, are email subscribers, past 
event attendees, etc. 

AND/OR ALSO

• Meet higher income bracket/net worth requirements 
and/or certain buying behaviors and/or demographics 
(Exp: luxury goods, frequent travelers, etc.) 

*Note: We regularly A/B test and adjust ad audiences.   

Depending on the organic content we are supporting, we may 
expand this to include lookalike audiences as well. 
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Theatre Learnings
✓Engagement campaigns can support sales/fundraising 

by building familiarity.

✓Organic content can be the creative testing ground for 
paid ads.

✓High-performing organic content often reveals what 
audiences care about.

✓Retargeting people who already “know us” is more 
efficient for ticket sales than starting from cold 
audiences.

Phase What We Are Measuring (KPIs) 

Audience growth Follower growth, profile visits, cost per new follower

Engagement support Engagement rate, video views, reactions, comments, saves, shares 

Sales conversion Ticket clicks, purchases, cost per purchase, subscription inquiries

Long-term value Repeat attendance, subscriptions, renewals, donations
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Health & Human Services: Annual Event
(3 Month Timeline) 

Identify 
Audience

Organic Posts 
+ FB Event

Ticket Sales 
Campaign 

(CPC)

STEP #1
(audience)  

STEP #2
(nurture)  

STEP #3
(ask)  
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Step #1 – Identify Audience 

Our supporters show up for 
us year-over-year! 

• Donors
• Volunteers 
• Email Subscribers 
• Corporate Sponsors 
• Past Attendees

Our goal is to make sure they 
remember to buy a ticket or 
table before we sell out.  
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Step #2– Raise Awareness  
(Facebook Event + Organic Posts) 

Timeline: 3 Months 
Ad Budget: $0 

Post organic Facebook event when “save 
the date” direct mail pieces are sent. (This 
year’s event resulted in 305 organic event 
responses!) 

Organically post about event 2-4x/month 
for 3 months leading up to event 
(blending with existing content 
strategy).  
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Step #3 – Ticket Sales
(Retargeting Supporters)   

Timeline: 2 Months 
Ad Budget: $1K 

Return-on-ad spend 
(ROAS) gets better 
every year! 

Revenue ROAS

Year 1 $6K+ 616%

Year 2 $12K+ 1,254%

Year 3 $19K+ 1,963%

Year 4 $23K+ 2,371%

Over 50% of ALL 
event web traffic 
comes from paid 

social!
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Cost-per-Click Ads - Retargeting 
Follower Growth ad audiences* included:

• Individuals 30-65+ years old in COUNTY WE SERVE + SNOWBIRDS

WHO ARE

• Supporters (Warm Audiences):

• They’ve visited ourwebsite.org, follow us on Facebook and/or 
Instagram, RSVP’d or interacted with our Facebook Event, 
engaged with event videos on Facebook and/or Instagram, are 
email subscribers, current or past donors, past event attendees, 
etc. 

*EXCLUDING 

• People who already purchased tickets/table

• People who have seen ads in the past 72 hours

AND ALSO

• Were within the top 5-10% of income of geolocation(s)

*Note: We regularly A/B tested creative and adjusted ad audiences to optimize.   

This is key!
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Event Learnings
✓Organic event promotion can power paid retargeting.

✓Event engagement is a strong signal of intent.

✓Not everyone who engages with an event will attend, 
but they may still give.

✓The event campaign should include a “can’t attend, but
still give” pathway.

Phase What We Are Measuring (KPIs) 

Organic event promotion Facebook event responses, post reach, reactions, comments, 
shares, saves

Retargeting Click-through rates (CTR), landing page views, cost-per-click

Event conversion Ticket sales, tables sold, sponsorship inquiries

Fundraising Event revenue, donations, auction participation

Post-event Donor follow-up, repeat attendance, post-event gifts
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“Make or Break”
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Common Drop-Off Points
• People engage but are never retargeted.

• Social content generates interest but send people to a generic homepage.

• Donation pages are too long or confusing.

• Mobile giving is clunky or has slow load times.

• There is no follow-up journey after the first gift.

• Social media/marketing teams and fundraising teams are working in silos. 

Revenue is often lost between interest and conversion, not because 
people do not care, but because the next step is unclear or difficult.
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WHY THIS DOESN’T WORK: 

✓ Vague Messaging 

✓ Impact Unclear 

✓ No Urgency 

*Most people visiting this page are 
already planning to give. 
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The Message Match Principle

Do not break the promise of the click!

If your post says, “Help provide winter coats for 
children,” the landing page you send people to 
shouldn’t be your generic “Donate” page. 

INSTEAD: 
✓ Post: “$35 provides a winter coat for a child.”
✓ Landing Page: “Give a child a warm coat this 

winter.”
✓ Donation Amount: $35 preselected or 

suggested 

The more consistent the message, 
the easier the decision feels! 
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WHY IT WORKS: 

✓Mobile Optimized 

✓Consistent Messaging

✓Giving Tiers Equate to Impact
 
✓Monthly Giving Option 

*Ads drive to this campaign 
specific landing page. 
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KPIs & Proving ROI
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*You should be 
tracking where your 
web traffic and 
conversions are 
coming from!

• Meta Pixel
• LinkedIn Insight Tags 
• Google Analytics (GA4)
• Google Tag Manager
• Tracking Links

(bit.ly, Google URL Campaign 
Builder, etc.)  
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Key Performance Indicators (KPIs) 
Stage Useful Metrics

Awareness Reach, impressions, video views

Engagement Reactions, comments, shares, saves

Traffic Link clicks, click-through rate (CTR), landing page views

Conversion Donation conversion rate, cost per donor

Revenue Total revenue, average gift, return on ad spend (ROAS)

Retention Second gift rate, monthly donor conversion

Lifetime value Donor lifetime value, retention rate, giving frequency 
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Stop asking, “Did social raise money?” 

Instead ask questions like: 

✓Did social grow the right audience?

✓Did engagement increase among likely supporters?

✓Did organic content create retargeting pools?

✓Did first-time donors give again?

✓Did retargeted audiences take higher-value actions?

✓Did ticket buyers become subscribers or donors?

✓Did event attendees stay connected after the event?

Many social media efforts are a long-term investment!
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Social Media ROI (Beyond $ Raised) 

• Value of a new volunteer 

• Volume of donated goods 

• Value of a new donor (hint: wealth screen) 

• Lifetime donor value 

Metcalfe’s Law = the financial value 
or influence of a social network is 
proportional to the square of the 

number of its connected users (n²). 
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Stay Accountable 

Reporting/Analysis 

Implement 
Planned 
Strategy

Test & Learn• At least once a month, 
take time to analyze your 
results! 

• What is working? What 
isn’t? 

• Use this data to make 
informed decisions about 
future content/strategies. 
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"It's a dialogue, not a monologue […] social media is more 
like a telephone than a television." - Amy Jo Martin
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achievecauses.com/free-tools

Download for FREE! 

achievecauses.com/free-tools
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• Your mission deserves a digital 
strategy that drives real impact.

• Let Achieve handle your website, 
marketing, and social media so you 
can focus on making a difference.

• Trusted by hundreds of nonprofits: 

We make your cause our mission!

erica@achievecauses.com
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