
Adapting On-Air Drives to Digital 
Fundraising
Section 2: Owned / Earned Campaign Promotions



The Training Series

● Section 1: Fundraising Basics (30 minute recording) 

● Section 2: Owned/Earned Campaign Promotions (30 minute recording) 

● Section 3: Paid Campaign Promotions (30 minute recording) 

● Section 4: Reporting & putting it all together (30 minute recording) 

This training series is split into four 30-minute recordings: 

This session



We are M+R

We are communicators, marketers, 

fundraisers, and campaigners who 

unleash the power of people to do 

good.  

We work exclusively with nonprofits fighting 

for a just and sustainable world.

 OUR SERVICES INCLUDE:
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You are already good at this.

Jill Shepherd, ProPublica



How do we adapt on-air strategies into 
digital strategies?

Jill Shepherd, ProPublica



Fundamentals of persuading 
listeners to support

CASE

● Value 

● Unity

● Need

● Ability

CLOSE

● Social proof

● Urgency

● Scarcity

● Reciprocity

None of this is inherently or necessarily attached to radio.
Jill Shepherd, ProPublica



Digital pledge drives: Create a multi-channel marketing 
calendar.

Jill Shepherd, ProPublica



ProPublica’s Marketing Calendar - Winter

Day Date

Promotional Channels

Email: Direct 
message

Email: 
Newsletter ads Web: Pencil bar Web: House Ads Social Media

Tuesday 28-Nov x3  x  x  x  x

Tuesday 12-Dec x  x  x  

Thursday 14-Dec x   x  x  

Monday 18-Dec x x x x  

Wednesday 20-Dec x x x x  

Wednesday 27-Dec x x x x  

Friday 29-Dec x x x x x

Saturday 30-Dec x  x x x

Sunday 31-Dec x3  x x x

Jill Shepherd, ProPublica



Things to have in place



CRM

One centralized system...

● CRM = Customer Relationship Management

● An online system that centralizes many of the functions nonprofits need 
to communicate and interact with their supporters, such as:

○ Sending emails

○ Building landing pages (e.g. donation forms, sign-up forms, 
advocacy petitions)

○ Collecting supporter information



CRM

...or several systems

● The functions of a CRM may be split across several systems that each 
perform a more specific function

○ For example, an ESP = Email Service Provider is a tool focused on 
sending emails

● Functions of the CRM may also integrate into other tools

○ Data syncs from the CRM into reporting dashboard

○ A signup form embedded into the website

○ Ads tracking pixels embedded in donation page



Clear CTA

Donation page

Light copy that 
communicates 
the need and 
why to give now

One-time & 
monthly giving 
options

Monthly nudge

Multiple ways to 
make a donation

Appealing 
imagery 
connected to the 
mission

Link to other 
ways to give



Track people who come through 
your webpages

 Via Google Analytics or using other 
Ads Pixels

 On the page itself

 On the thank you page (for 
conversions)

Add-on trackingOut-of-the box CRM functionality

 Collect personal information

 Data via syncs from other systems

 Values people input directly into the 
form

 Capture values in hidden form fields, 
including sourcing*



Automations

Having automations in place can be 
key to keeping your audience 
engaged and keeping names (and 
donors) on your list. 



What owned digital channels 
should I run on? 



Website

● Creative should include your case 
and close in 1 sentence or less 

● Consider user experience with 
frequency and placement on 
website

● Get your channels working 
together! 



Making the case

● Promotions answer “why give now” 

● Don’t try to include too much 

● Match branding and look / feel to overall campaign and website 



Website placement



Jill Shepherd, ProPublica

Website placement



Email: The standard format

Guided by structural constraints:

● Time. We need to get through quickly.

● Space. The size of a preview pane or 
mobile screen. 

● Competition. We are in the inbox next to 
personal, relevant messages (and 4,000 
other offers and alerts).



Start with your “envelope”

With these elements you can grab the reader’s 
attention and convey elements of effective 
creative before they even open your email. 

● Subject line: Good subject lines grab 
attention and make the reader want to 
open

● Sender name: A place to convey 
authenticity and/or urgency

● Preheader: Where you can preview your 
message and entice someone to read 
more



Scannable

Call-out box or header 
summarizes message and 
includes an ask.

Short sentences, short 
paragraphs. Remember 
that mobile screen.



Scannable

Use formatting (bold, 
underline, color, highlight, 
bullets, etc.) to guide 
reader



Personal touches amplify 
relevance and authenticity 

Salutation

Human elements. Don’t be 
afraid to say “I.”

A personal feeling sign off 



Ask early

Ask



Ask repeatedly (for ONE thing)

Email 
Congress

Email 
Congress

Email 
Congress

Email 
Congress

Typically, each link or 
button concludes a 
Problem/Solution/Action 
cycle. 



Make your email “Clickable”

Donation button in 
stationery

Clickable image with call to action and button

Linked text in bolded and underlined in a noticeable color

Another button in the text 



Email 

Jill Shepherd, ProPublica



Case & Close in an email

Hi Reader, 

I know you read ProPublica every week because you want to know what the real story is 
behind the headlines. You value well-researched, investigative journalism that spurs 
real-world change. I’m asking you today to join us with a donation in any amount to help 
pay for the investigations we’ve got brewing all over the country right now. As a 
nonprofit, independent newsroom, your donation will help us publish more stories and spur 
more change. Join us before midnight tonight, and you’ll be helping us reach our 
member goal during this last day of our summer member drive. 

Thank you!
Jill Shepherd
Proud ProPublican

Jill Shepherd, ProPublica



Text messaging 

As many as 75% of your 

digital donors could be 

unsubscribed, inactive or 

otherwise unreachable 

by email. 

Tightened deliverability standards, an evolving digital 

landscape, and generational trends mean reaching beyond 

email — specifically to SMS/MMS.

Mobile also sees strong engagement across the board  (open 

rates as high as 90+%!) for fundraising, advocacy, cultivation, 

and voter turnout. 

Both broadcast and peer-to-peer mobile messaging 

(SMS/MMS) can be effective at engaging your donors. You can 

choose to run your program in numerous platforms, including 

Upland/Mobile Commons, Hustle, Twilio, Strive, and ThruText.



Starting small  

Will fundraising text messages cause 

advocates and other supporters to 

unsubscribe from this messaging 

stream?

Starting small. Planned Parenthood launched their text 

messaging program prior to the 2016 election. The 

explosion of Trump-era activism helped to grow their 

subscriber list after a few SMS-based actions were 

widely shared on social media. But how would this list 

respond to fundraising asks? 

We started with a light touch, only sending fundraising 

text messages during true crisis or rapid-response 

moments. After seeing initial success with this tactic, we 

started to layer on additional fundraising as part of the 

overall messaging stream.



Growing a program 

Integrated message planning 

How do we determine what content to share with our 

subscribers — and when? Planned Parenthood produces an 

integrated email and SMS messaging plan, including 

fundraising, advocacy, and other types of cultivation 

messaging. 

We use that plan to draft messages that are usually in sync 

across channels but with a language and style 

purpose-written for the channel. 

And, we’re almost always running a test in this mobile 

channel, the setup of which requires less effort than email 

or other channels. 



Creative Examples 



One organization’s results

A powerful tool for fundraising and more

The text messaging program is now a vital component 

of Planned Parenthood’s communication stream to 

supporters, allowing for advocacy, engagement, 

in-person event recruitment, and, of course, 

fundraising. Nearly every campaign includes a text 

messaging fundraising component — to forgo it would 

be “leaving money on the table.”

Planned Parenthood now sees as much or more 
revenue raised with a single successful text 
message send as compared to an email appeal. 
They also can contact 2x more active subscribers 
through this channel as compared to email.



Segmentation



Getting started with segmentation

First, consider: 

● Size – is this audience large enough to warrant a dedicated 
segment? 

● Value – does the value of this segment justify the effort to create and 
use it? 

● Accessibility – do you have the data needed to create and maintain 
this segment?

● Usability – do you have a plan for how you’ll use this segment for 
personalization or reporting? 



Different types and uses 

● Tracking/Reporting – creating groups based on donation history, or 
other variables, can allow you to evaluate performance for specifics 
groups of constituents. 

● Audience Selections & Suppressions – Have groups set up in your 
CRM based on the messages they should or shouldn’t receive and 
use these to build audiences. 

● Conditional content/specific messages – Use segments to 
customize the user experience. This could mean ask amounts, donor 
status call outs, and more. 



Lapsed donors

● Acknowledge and thank for 
past support, as well as 
current status

● Utilize social proof / peer 
pressure 

● Consider a special offer



Mid-level donors

● Acknowledge and thank for 
past support

● Make a specific ask 
appropriate for their previous 
giving

● Consider a personal 
connection  



Existing monthly donors

● Acknowledge and thank for 
current support

● Make an additional ask – 
upping monthly gift or making 
an additional one-time gift

● Consider cadence  



Earned media



What is earned media?

● Building relationships with other media outlets, journalists, 
bloggers, and influencers to “earn” media coverage

● Providing information subsidies, such as press releases, 
advertisements, and videos of related news events

● Ideally translates to a bump in “organic” fundraising



Supporting fundraising

● Increased brand awareness

● Validation of your organization as 
a worthy cause of donor $$

● Highlight specific fundraising 
initiatives (matches, Giving Days) 



Children’s Hospital Los Angeles



Alameda County Community Food 
Bank



Contact us

Rachael Wolber
rwolber@mrss.com

Julia Leyrer 
jleyrer@mrss.com

Conor Amrien
camrien@mrss.com


