
Mohawk Valley Gives University
“Tell Me a Story”



Introducing…
Tiffany Thomason
Public Relations Coordinator
tthomason@foundationhoc.org

“We Are Committed to 
Creating a Vibrant Region 
with Opportunity for All.”



Introducing…
Francesca Orsomarso
Owner/Creative Director of FMN Creative
francesca@fmncreative.com

“We believe social media 
can make a social 
impact. We are the 
connection between a 
brand and its audience.”



Campaign Objectives
• What is your organization’s mission and vision?

• Identify your “ask”
o How much does your organization want to raise?
o Is it for a specific program/project or general support?

• Why should people support your campaign and donate to your cause?

• What sets your nonprofit apart from other organizations                      
that are in the same field?

Major objective: identify what you’d like to achieve through MV Gives



Audiences
• Who are your different audiences? Think outside of the box…

o Staff, board members, volunteers, frequent donors, occasional 
donors, one-time donors, people who are interested in your cause 
area, people within your geographic location, different age groups, 
friends, family, different demographics

• Think about audiences that you know are likely to support your 
organization 
o Encourage aligned grantmaking with donors who are likely              

to grant to your organization this year

• Challenge yourself to reach new audiences

Major objective: identify the different audiences you’d like to reach 
through your campaign



Understanding Your Audience:
Cold - Top of Funnel
People who have never heard of your organization

Warm - Middle of Funnel
People who know about your organization but haven’t 
converted

Hot - Bottom of Funnel 
People who are actively engaging with your organization



Understanding Your Audience:
Cold - Top of Funnel
Social Media, Google Search, COLD Traffic

Warm - Middle of Funnel
Website Visitors

Hot - Bottom of Funnel                                                         
Converted Web Traffic - Donors, Volunteers, Active 
Advocates, Email Subscribers



Strategies

Major objective: profile should reflect your mission & vision, tell the story of 
who you are & what you do, your goals, etc.

• Customize all sections of your giving day profile

• “Add Your Organization’s Info”
o Add your logo, different cause areas (ex: arts & culture, education animals), link to 

your website

• “Add Your Story”
o Add a cover photo, set a goal & display it on your profile, complete the “tell your 

story section” to let donors know who you are/what you do, include an impact story 
and/or quote, add images/graphics, embed a video, include keywords

• Add donation levels & get specific (ex: $50 = 25 meals)

• Add a thank you message to build donor stewardship



Campaign Spotlight
Ferre Genetics

RESULTS:

• Developed and executed a successful digital 
fundraising campaign and social media 
strategy that generated $16.5k+ in donations 
within 30 days

• Achieved 267,000+ impressions via paid social 
media campaigns, including 109,930 video 
plays and 73,636 post engagements, with an 
average CPC of $1.54

• Average email open rate of 43% from 12      
email campaigns

• Platforms: Givebutter, Meta, Constant Contact















Strategies

Major objective: use a combination of communication & 
marketing strategies to spread the word about your campaign

• How will you reach your audiences? Get creative with your “ask”

• Are you using different channels to reach your audiences? 

• Social media: Facebook, Instagram, X (Twitter), LinkedIn, YouTube, TikTok, etc.

• Email blasts: Constant Contact, Mailchimp, Outlook, Gmail, etc.

• Printed mailings: Print in-house, Canva templates, printing companies

• Use the Nonprofit Toolkit on givemv.org

• Look at the analytics that are available right through the social media platforms 
to see how your posts perform, review the demographics

https://www.givemv.org/








Going Beyond the Numbers
Focus On Marketing You Can Measure
What are your Key Performance Indicators (KPIs)?

• Social Media - Audience growth, engagement, shares, conversions, 
link clicks, event sign ups, video views, etc.

• Email Marketing - Open rate, unsubscribes, responsiveness to subject 
lines, donations generated, etc.

• Website/Landing Page - Measure unique visitors, conversion rates 
(sign-ups), bounce rates, time spent on your page, etc.

• Google Business Profile - Reviews, phone calls, directions,           
website clicks



Did You Know…

60% of donors abandon making a donation online…

When you post on Facebook (without ads) only up 
to 6% of your followers see your content…



Timeline

Major objective: create a week-by-week communication plan 

• Craft communication plan for the next 6-weeks leading up to 
September 20

• Keep your campaign objectives in mind, they may change over the 
next few weeks

• Remind yourself that different audiences may require different 
communication methods

• Get creative & HAVE FUN



Thank you!



Class Schedule

FOLDER PERSONALIZED SCHEDULE



We need your feedback!
Please scan the QR code &
complete the brief survey
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