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Strategy	for	Nonprofits	

	
Hello everyone, and welcome to this section of Facebook Advertising Secrets. We're going to dive into 
strategy for nonprofits. Here's what you'll learn. We'll talk about developing your campaign strategy, 
mapping out your funnel, setting your goals and benchmarks, split testing, and targeting, and some 
tactics lists. 

First let's dive into developing the campaign strategy. 

The first thing you want to understand is where you're sending the traffic. You typically would probably 
send them to the nonprofit's website, but it depends on if you have a very specific call to action on that 
site. So, if they have a page where they're really pushing donors or trying to get volunteers and it's really 
clear what you want to do next, that can be okay. If they don't have that, you may need to create 
something for them, or perhaps you want to think about growing your list to start with some type of opt 
in form using a landing page where people really understand what's happening and can maybe get on 
the email list. 

Another thing that some nonprofits want to do is raise awareness about their cause. And in that case, I 
recommend video ads. I never really like brand awareness or reach ads because I don't feel like they give 
you enough bang for your buck. A video ad is going to really come into a better strategy because you're 
going to be able to then use that video to create lists for custom audiences and things like that and I 
think they just do better in general than the brand awareness or reach ads. 

One thing that comes up when people are talking about nonprofits is the idea of the donate button that 
happens on Facebook itself. I'm not going to dive deep into that strategy because most of the nonprofits 
that I've seen or that I have worked with have their own website where they're going to send traffic to. 
And you're just getting a little bit more limited information if you're letting Facebook handle all of the 
payment processing and things like that. Plus, if you're not sending people to your website, you're not 
getting that extra benefit of being able to re-target those people later. 

I think that you can set up that donate button for some of your posts or your button on your Facebook 
page for organic traffic. But most of the strategies I'm going to talk about in this video are really all 
about traffic or conversion, where you're sending traffic to your own website. 

Let's talk about campaign strategy. 

This is just the same framework we've used throughout. This is really setting your goals, writing down 
that key performance indicator and understand what you're working towards and then matching your 
goals to that best ad option, split testing and measuring and tweaking. 

Let's dive deeper into the specific strategy for nonprofits. 
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What I would suggest is obviously a lot of nonprofits want that awareness, but really focusing on the 
donors, of course, for most nonprofits, because you want that bang for your buck or possibly they could 
be looking for volunteers. With the donor strategy, you're going to want to have the Facebook pixel 
setup. Maybe it's either a purchase if you're kind of using that standard event of purchase, or it could be 
donation if you're using that standard event. Or it could be leads if you are having people opt into a 
form where they apply to volunteer, and then there's a redirect where they get to a thank you page and 
then that thank you page has the lead on there. 

All of these strategies and tactics are covered of course, in the rest of the training. Definitely go and 
watch those specific trainings for these specific tactics. 

I would suggest traffic, conversions, possibly lead generation if you're using the lead gen forms. Again, I 
did mention for awareness, I would use the videos. 

Split test your ads. You might have a lookalike of your email list or your donors or your website visitors, 
and also interest targeting if you are able to find some good interests for that. Usually I recommend 
shooting for that link click cost of a dollar or less, but donations vary and sometimes that's a little bit 
harder to dial in depending on your nonprofit. 

Let me show you some examples from campaigns that I've worked on that have been successful. 

Like I mentioned, for the awareness, I would suggest either traffic or video views. Video views with this, 
we were using a video ad here, but it was actually sending people to the website as well. So, they were 
getting information from the video and getting pulled in with that video, but we were also sending them 
to the website for more information. Now this particular client was really more interested in 
engagement and reach, so we did actually use a video ad but we were also able to put that link in there 
just so that they could go to the website if they wanted to. 

Here's an example of a nonprofit, who is having people sign up to get more information. In this case, we 
were targeting people who might need these services for the Head Start Program. We were using a 
conversion ad that was sending people to the website where they could fill out a form and then they 
would get to a thank you page and that's where we had that lead pixel installed there so that we could 
track the actual leads. 

Now we did this a couple of different ways. We had a page before this where they got more information 
and then they could click through to submit the form, but we found out that the costs were much less 
when we sent them straight to the form. This form actually happened to be a Survey Monkey form. It 
wasn't even on their website because developing their website was a little bit harder. So, we just 
created a Survey Monkey form and were able to track the leads because they could redirect to a thank 
you page that was on their website, and that was really helpful. 

Here's an example, I didn't work on this campaign, but this is an example, of something I saw that I really 
liked. There's lots of these examples out there around a nonprofit where the donations are on the 
website. It's very, very clear with the donate buttons there and it's really specific. A lot of times they're 
using kind of more of a story. This actually happens to be a super short ad. They weren't using a lot of 
story in here. I've seen others where they have a little bit more storytelling in there. And then we got to 
the thank you page where you were able to have the donation pixel there. 
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Here's an example of one that I did work on where we were actually getting people to sign up for an 
actual event, a one day event, and it was focused towards people who are cat rescue or shelters, things 
like that. We were using this ad, sending them to the place where they could register for this one day 
speaking event, and then there was a thank you page there. We actually, in this case, had to use custom 
conversions because we were having problems with the pixel, but we were able to use a custom 
conversion for that thank you page so that we could track actual purchases for that. 

Here's an example, this is also one I didn't work on, but this is an example of the donate button that is 
within Facebook where you've got the tracking there that says how many people have donated. That's 
one of the benefits of using the Facebook donate button specifically. This just actually happened to be 
just a regular post. What happens then is there's a popup form that happens all within Facebook, and 
Facebook makes it really easy to donate just by clicking that button. So, it's almost like the lead 
generation forms that make it easy for people to add their name and email to a form to get more 
information there make it easy to donate. But the tracking all happens within Facebook. 

Now let's talk about split testing and targeting. Some of the challenges with split testing are that 
sometimes your demographics may be a little bit more difficult to find if you are a nonprofit, because 
maybe the interest keyword doesn't come up specifically. Or if your cause is kind of really unique, it may 
be challenging to find that audience. You may have interests in keywords you can use, you may have to 
focus on lookalike audiences, or you may just focus on retargeting. Those are some of the options there. 

Here's a couple of examples. In the one campaign we were working on where we were trying to reach 
lower income people to let them know about the services we were providing for this nonprofit, we 
couldn't do too much. We were targeting a local area. We knew that women were the ones who sign 
their children up for these Head Start Programs. We also knew that not only parents signed them up, 
but grandparents got involved. So, we had a pretty wide age range in that case. 

The only thing we could really do was exclude college education. That's not a perfect set of targeting, 
but we actually got really good results. That's a great example of using a combination of the targeting 
that was sort of in the right area, but then the ad itself was really appealing to that right demographic 
that we wanted to reach. So, we might have been advertising to people who weren't the right fit, we 
might've been missing some people, but it's better, in that case, to target a little wider and let the ad 
itself speak to your demographic. 

On the right side, this was the example from the fundraising day for the cat site. We were targeting 
people who work at animal rescue sites, people who work at certain places, and then we were also 
targeting certain people who were fans of some of these Facebook pages. We knew again that mostly 
women signed up for this. And kind of an interesting thing is we had a narrower audience. This one was 
a potential reach of 3.1 million people, pretty wide audience. We actually had a narrower audience that 
did better, where we were really targeting a little bit more specifically and reaching that perfect 
audience a little bit better. So you always have to test that. 

Here's an example of the audience of people who've engaged with your page. If you're having trouble 
finding good keywords, you're going to have to create some audiences in the custom audiences area, 
basically where you're creating custom audience of people who've engaged with your Facebook page, 
maybe people who have been to your website or your customer list, for example, or if you have some 
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videos you can use that. And then you're using that audience in your custom audiences area of your 
targeting. Again, this tactic is covered later on in the training. 

Here's an example of a lookalike of your donors. With that, you're going to have your donor list, and 
you're going to upload a custom customer list in the audiences area. You have to be using the business 
manager in order to do this because customer lists are only available for people who are using the 
business manager. This is one of the top reasons to use it. And then you're going to upload that list. It 
has to be a CSV file. You're going to name that audience, preferably with the dates, so you know what 
date those donors go through because you are going to have to update that audience. And then you're 
going to create that lookalike audience in the audiences area as well. Again, this is covered in the tactics' 
area of the training. 

Some other audiences. If you have videos, and I think videos are a great thing for nonprofits to be using 
because you can really tell your story a little bit more. Website visitors, of course. And if you have any 
pixel standard events, load it up on your site, such as leads or donations or purchases. Definitely create 
audiences based around that. And then create lookalike audiences of all of these so that you're able to 
reach that potential similar audience to some of these great seed audiences that you have. 

Now let's go over setting benchmarks and setting goals. 

In general, I see link click costs between 50 cents to $2. Again, I'm sorry, this is sort of a little bit more US 
specific. Sometimes I see some different link click costs in other countries. Usually it kind of translates to 
about the same. You always want to try and get click through rate over 1% if you can. Sometimes for 
donations, when you're asking for donations, it's going to be lower. Don't worry too much if it's lower; 
just use a baseline of what your best ads are doing and then turn off ones that are under-performing. 

Lead magnets. I've seen typically less than $5 if people really care about that cause, you're using that 
targeting properly, and it depends a little bit on what you're offering in that in that case. Donations can 
vary for sure, so you'll have to just kind of do your own baseline for that. 

Here's an example of the fact that some clients or some nonprofits are really more interested in this 
reach or engagement or visibility. In those cases, we're looking at those numbers. This is an example 
from a garden report that I had for a client, and we were really focusing on the high reach, the high post 
engagement. We were trying to get a lot of engagement on those particular ads during this special week 
that we were focusing on their mission. 

Calculating ROI. Now ROI is a little bit different here because maybe it's a little more intangible. You're 
not obviously selling something, but you want to be profitable with your donations. The ROI calculator 
that's in the course will help with that. I think you're going to have to kind of estimate as far as what 
your conversion rate is of your donation page. That's an important number to know in this whole thing. 
There's no real price for your product; it's really about how many donations you're getting and what that 
costs you. You can pretty much do this a little bit more in the ads reporting area, but this could give you 
an estimate if you already know what your donation page conversion is. 

Let's dive into some of the tactics here and talk about that. 

The traffic and conversion of course are my favorite types of ads to run, but it does depend on the 
overall objective. So, if you're focusing on donations or if you have an opt in form, you're going to run 
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that conversion ad. But if you can't have the pixel placed, sometimes whatever particular nonprofit 
might not be able to place a pixel on wherever they're trying to get the donations. So in that case, you're 
just having a traffic ad, and you're optimizing, in that case, around getting the cheapest link. You're 
trying to drive as much traffic over to that donation page and then kind of guesstimate how many 
people are donating directly from the Facebook ads. 

Visibility, like I said, if you're really focused on visibility, I would suggest the video views. Volunteers 
could be the conversion ads if you've got a volunteer form on your website. But if you don't have a 
volunteer form on your website, then maybe you're running a lead generation form in that case where 
you have the popup and you're getting leads right within Facebook itself. 

Like I mentioned, if you can't target perfectly, you're going to use those lookalike audiences. I suggest 
targeting wider but using that text of the ad to appeal to the right people there. For local nonprofits, I 
would definitely not narrow your audience down too far. Target wider, rather than narrowing with too 
many interests. 

And then just watch your metrics. Here's an example of the online fundraising campaign we were doing, 
where we were getting people to sign up for this day of training. And so we were tracking the cost per 
order in these cases. You can see the cost per order for all of these, the kitten rescue, the best friends 
and the all targeting different audiences here is pretty similar. We're not too far off; between $6.49 per 
order, down to $4.48 per order. I'm pretty fine with these numbers. They're not too bad in this case. So 
I'm not going to turn off any of these ad sets because they're all doing pretty well and still very 
profitable. 

But when I dive into looking at the ads that are running beneath these ad sets, we had four different 
images in this case, and I can see that there are two images that are way outperforming the other two. 
They didn't get equal amounts of budget, obviously, as you can see, but I would definitely suggest 
turning off those two images that are costing $13 per order and $14 per order so that you really make 
sure that the ads are all running as profitably as possible. Facebook doesn't always optimize these 
correctly. And if you're running multiple ads underneath an ad set, Facebook is doing that optimization 
for you. They're doing a pretty good job right now because more of the budget is going to the best 
performers, but you can even see within this, the $76 that has been spent was spent on the ad that was 
costing $5.44 per order. Again, even within there, it's not optimizing perfectly. 

The other thing I would suggest is getting inspiration from other nonprofits. You can do this by going to 
the nonprofit page or even just going to the ad library and doing a little research. In this example, I'm 
going to the World Wildlife Fund, and I'm seeing their ads library. On the right hand side there's that 
page transparency section. I can go into their ads library and then see exactly what ads that they are 
running right now. They're running a couple of campaigns around this Species Step Challenge that 
they've got going on. They also had some other ads that they were running. I can even, in this case, see 
how much they have spent over the last two years, which is $2.4 million. They have spent a lot on 
Facebook ads. The reason I can see that is because they are around social issues. So Facebook has added 
that layer of transparency for people who are advertising in politics or elections or social issues, which 
this qualifies in that case. 

You might want to just see what types of ads are running, but then also look at what kind of wording 
they have, what kind of images they have, and you can get a little bit of inspiration there. 
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I definitely think for nonprofits, you want different storytelling tactics that you've got here, possibly also 
different layouts. In the ad all the way to the left from the Denver Rescue Mission, that is a carousel ad 
where they're using different pictures of homeless people. They have other ads that they're running as 
well. But it's just kind of experimenting with what ad is really pulling people in. The Cure Now 
Parkinson's has some videos there. We've got different images. I like the one in the World Wildlife Fund 
where they've got the make your gift kind of looks like a button within their image. So if you click there, 
then you can go right to their donate page. 

Get some inspiration, see what you might want to try for your nonprofit. Again, always go back to the 
measurements and reports to see what's really working for you. 

Here's what you learned. We talked about the campaign strategy, mapping out your funnel, setting your 
goals and benchmarks, split testing and targeting and your tactics list. All right, everyone hope that was 
helpful. Talk to you again soon. 

 

 

 


