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Foreword

Nick Hurd MP
Minister for Civil Society

Advances in digital technology have fundamentally changed the way we all live, 
work and communicate.  An online, constantly connected world presents huge 
opportunities for the civil society sector.  In recent research, 73 per cent of charities 
stated that being online had enabled them to build stronger relationships with 
their supporters; 66 per cent said it had helped to reduce their operating costs; 
and the same proportion said it had enabled them to bring in new supporters.  

But harnessing the power of the internet is a big challenge for many charities 
and voluntary groups, and they need support and guidance to grasp these new 
opportunities.

The Government has provided a substantial investment in local support services 
through our Transforming Local Infrastructure (TLI) programme. Across England 
we are seeing support organisations coming together to reassess and improve the 
services they provide to their customers. I am pleased that the TLI project led by 
Slough CVS has developed this guidance, and I hope it fulfils its aim of helping 
local charities and voluntary groups to improve their digital skills and impact.

7 Bibliography & Biography



This book has been created as a result of the Government’s Transforming Local 
Infrastructure (TLI) project, which presents voluntary groups with new opportunities 
through the development of their professionalism and capacity building.  

In an effort to increase supporter base and overall donations to Slough voluntary 
groups, Slough CVS introduced a marketing programme that provides structure 
and focus to the group’s marketing and fundraising efforts. As voluntary groups 
have little or no marketing budget, digital marketing provides a cost-effective, 
practical and timely method of building and maintaining supporter relationships 
while encouraging regular or one-off donations.  

•	 Getting started with digital marketing - creating a digital marketing plan
•	 Understanding supporters and building a database of contacts  
•	 Deciding upon which digital media to use to communicate with supporters
•	 The role of website metrics and social media monitoring 

Based on your voluntary group’s overall objectives, a digital marketing plan sets 
out to deliver focus and direction to all online activity, thus enabling  you to chart 
success and measure the value of your digital impact on supporters.  

Introduction - An Overview

Overall, this book provides a practical insight into how effective digital marketing 
can result in an increase in donations. Using real life mini case studies, it illustrates 
how small voluntary organisations have built an online community of local giving. 
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The advancement of technology over recent years and the development of Web 
2.0 has transformed the way voluntary groups communicate and interact with 
supporters and other stakeholders. The Internet has opened up new channels of 
communication, all of which allow groups to shout about their cause, initiate two 
way discussions with supporters and raise awareness of key projects while fund-
raising for donations. Before embarking on any digital marketing activity, the first 
and most important step is to create a digital marketing plan.

The first step to creating a digital marketing plan is to look at your organisation 
and factors that impact upon it. Using the PESTEL framework, start by analysing 
external factors that affect your group in the context of the digital environment. 
For example:

Political          Stability of the Government, Big Society Social policies   
    (voluntary sector funding cuts)
    Tax policies such as Gift Aid

Economic   Unemployment rates 
    Disposable income
    Inflation rates

Social    Population demographics – aging population, immigration 
    Distribution of wealth

Technological   Advances in technology – Internet, cloud technology, social  
    media and mobile communication

Environmental   Waste disposal laws
    Paperless communication

Legal    Data Protection Act 1998 and The Information 
                                    Commissioner’s Office
    

Section 1.  Planning for Digital Marketing Success

a.  Creating a digital marketing plan

Step 1 - Where are we now?

Localgiving.com is an online facility that enables local charities 
and voluntary groups to raise money online, benefit from Gift Aid, 
increase awareness, generate support and recruit volunteers from 
their local community.

This book guides you through the four key steps to digital marketing: 
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Section 1.  Planning for Digital Marketing Success

Next, look at internal factors affecting your voluntary group. For example:

Strengths
Volunteer with social media and 
IT skills
Committed staff who are ready to 
embrace digital marketing
Loyal existing supporter base 
Trustee with high online score

Opportunities
Update contacts on database
Set up a www.localgiving.com 
account for online donations
Create a simple blog to interact with 
supporters
Use social media to engage with 
supporters
Research supporters to identify 
preferred digital communication 

Weaknesses
Lack of marketing budget
Lack of supporter insight
Lack of digital presence e.g.
no social media or website 
Lack of up-to-date database

Threats
Voluntary groups with similar 
supporter base already engage 
supporters on social media and 
blog
Lack of time to implement
Lack of technical expertise

Finally, all this information is brought together in a SWOT analysis which allows 
you to look at your group’s internal strengths and weakness while identifying 
opportunities and threats posed in the sector.  

•	 Voluntary sector trends; are you seeing an increase or decrease in 
online donations?

•	 Existing stakeholders – who are they and how do they impact on your 
group?  How influential are they online? (visit www.klout.com to check 
out their online score)

•	 Competing services – the digital activity of other voluntary/ private 
organisations

•	 Financial situation – do you have a marketing/ digital marketing budget? 
•	 Current volunteers and staff - what are their roles and digital skills?
•	 Resource – do you have an effective database? Can you segment and 

filter contacts easily?
•	 Existing digital marketing efforts - previous digital campaign efficiency, 

digital presence

Example SWOT Analysis
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Section 1.  Planning for Digital Marketing Success

Example key opportunities

•	 Use the skills of the volunteer to create a blog and chosen social     
media for your group

•	 Set up a www.localgiving.com account to allow for online donations 
and volunteer recruitment

•	 Create a digital campaign to increase traffic from your social media 
pages to your www.localgiving.com address

•	 Use www. hootsuite.com to create scheduled updates across multiple 
social media channels to save time

•	 Monitor the digital activity of similar voluntary groups – learn what 
they do well

•	 Request that your trustee regularly posts about your cause on their 
social media and blog
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Section 1.  Planning for Digital Marketing Success
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•	 Your online supporters and how you are going to acquire, engage, 
convert and retain them  

•	 Your  message to each supporter group  – your message to a volunteer 
will be different to a regular donor

•	 Your brand – does it communicate well in an online environment?
•	 Your online value proposition to supporters – why should they visit 

your website and social media pages?

Having completed Step 1, the next step is to clarify what you would like to achieve 
with your online presence. Using PR Smith’s1 5’S framework, you should consider 
whether your digital marketing objectives are designed to:

Sell   Grow your online supporter base, increase online donations and recruit  
 more volunteers
Speak  Build a closer online relationship with supporters through two way discussion
Serve  Add online value to your supporter by providing the information they seek
Save   Reduce overall marketing costs
Sizzle   Extend your brand across all digital channels ensuring consistency; add  
 testimonials and your SQP logo to build credibility   

Creating a digital marketing strategy provides you with a summary of how you are 
going to achieve your objectives. Create a digital strategy that takes into account: 

Step 2 - Where do you want to be?

Step 3 - How will you get there?

Next, decide which digital marketing tools you are going to use to implement 
your strategy. Not all digital channels will be relevant to your voluntary group 
and supporters, so decide carefully which will provide you with the greater 
return on objectives. Use an integrated digital marketing approach to deliver a 
consistent message across multiple channels reaching a wider audience. 

Step 4 - Which way is best?

Section 1.  Planning for Digital Marketing Success

Step 5 - Actions and responsibilities

Step 6 - Measuring and Monitoring

Deciding who in the organisation is going to be responsible for delivering your 
digital marketing is a difficult task; very often volunteers or staff do not have the 
necessary skills or time to implement a campaign. Setting aside as little as one hour 
a week, however, does make an impact, as does attending relevant local training 
courses run by Slough CVS and other organisations. Having an online presence of 
any sort does require constant monitoring to ensure your information is accurate 
and up-to-date, with supporter enquiries answered quickly and effectively.

As with all marketing campaigns, the key to success is 
to monitor and measure results. One of the benefits 
of digital marketing is the wealth of statistics available, 
enabling you to track campaign  outcomes. For example: 
how many of your promotional emails were opened, 
how many recipients clicked through to your website,  
how many went on to sign up to your e-newsletter 
and how many signed up to become a regular 
donor. This topic is discussed in further detail 
in section 3 of this booklet.

Visit www.sloughcvs.org to download 
a digital marketing plan template.

Digital marketing channels

•	 Websites, landing pages and blogs
•	 Search marketing - Search Engine Optimisation or pay per click/ impression
•	 Online advertising
•	 Email marketing
•	 Electronic PR (E-PR)
•	 Mobile marketing
•	 Social media marketing
•	 Viral marketing

Ensure objectives are specific to your group; measurable, achievable, 
realistic and set over a period of time (SMART).

sloughcvs
www.sloughcvs.org.uk



Section 2.  Your Online Target Audience
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•	 Paid or non-paid members of your group
•	 Regular donors 
•	 One-off donors
•	 Major gift donors
•	 Volunteers; their friends and family
•	 Employees, trustees and committee members
•	 Clients and their family; carers 
•	 People who fundraise for you 
•	 Local press 
•	 Local councillors 
•	 Funding bodies
•	 Local businesses and their employees 

Next, create a profile for each segment in order to identify similar characteristics. 
Based on demographics, determine the gender of your supporters, their age, 
location, nationality, whether they enjoy a particular lifestyle or visit certain 
places of interest. Also analyse how your supporters are using the Internet – 
do they browse at work, at home or on the go? Establish which websites your 
supporters frequent - the social media sites or blogs they interact with and 
other fundraising sites they support.  

All this information will help you understand the motivation of these supporters 
and allow you to determine where they ‘hang out’ online. This will help shape the 
content of your message and the digital channel you use to communicate with 
them.   

Step 2 - Create a profile for each segment

Whether the aim of your digital marketing is to increase donations to your 
www.localgiving.com page, encourage more volunteers or motivate fundraisers, 
clearly defining your audience and understanding their behaviour is vital to 
successful communication. Now, more than ever, it is important for voluntary 
groups to identify who their supporters are in order to deliver a focussed message 
to the right person at the right time, when they are most receptive to it.

a. Understanding your online audience

Are they:

Step 1 - Identify your existing and potential supporters

Section 2.  Your Online Target Audience

Having identified your target audience, you need to create a system that will store 
their details. A database is simply a collection of data that is stored in an organised 
format, allowing for easy management and retrieval. Databases range from simple 
Excel spreadsheets to more sophisticated and complex management systems that 
connect entire business systems. For voluntary organisations, a database is a vital 
element of the digital marketing process; without a system of storing supporter 
information, how will you get in touch with them about future fundraising events or 
a new www.localgiving.com match fund opportunity? By creating a database you 
will be able to store, segment and filter data to suit your requirements, allowing for 
targeted digital marketing campaigns. 

Before creating a database you must be aware of The Data Protection Act 1998 and 
all that it requires:

b. Creating an effective database

Before creating your database, you must consider the following:

When storing supporter information, the Information Commissioner’s Office 
must be informed that you are responsible for security of the information 
under the Act.

For further information about The Data Protection Act 1998, please contact the 
Information Commissioner’s Office helpline on 0303 123 1113 or 01625 545745 
between 9am and 5pm, Monday to Friday.

What are the objectives of your database? 
Is it to build a list of potential donors and funders? Is it to track volunteer/staff 
skills, training and performance or to capture data from your website e.g. 
newsletter subscribers? 
Who is going to update the database?
Assign responsibility to a member of staff or volunteer to ensure the database 
is kept up to date; review existing contacts and update prior to inputting details.
What information do you want to store, segment and source?
For example: name, address, mobile and email address and also the relationship 
this person has with you.  Are they a one-off donor, regular donor, funder, staff 
member, volunteer, friend/family of staff/volunteer or Trustee. Perhaps they 
simply attended an event?
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Salesforce.com is one of the top providers of CRM (Customer Relationship 
Management) systems bringing sophisticated database software solutions 
to businesses of all sizes around the world. Through the Salesforce Foundation 
‘Power of US’ programme, Salesforce.com extend their product offering 
to non-profits free of charge. With customisation, the database  can store 
information on interactions with clients, volunteers, members, partners,  
funders and supporters all in one package, easily accessible by all in the 
organisation. ‘Power of Us’ provides eligible non-profits with up to 10 
licences completely free of charge, enabling them to build relationships 
with stakeholders, manage fundraising campaigns and carry out ‘real time’ 
analytics. Using cloud technology, Salesforce.com also allows for remote 
access, which is important if working from home and is compatible with 
both PC and Mac.

After looking into the merits of Saleforce.com, SHOC successfully applied to 
the Power of Us programme and within two months were up and running 
with their software. Using the database, SHOC have been able to track and 
report on clients’ progress for the Big Lottery Fund, as well as managing 
supporters, partners, volunteers and trust fund applications. SHOC were 
able to transfer their existing database into Salesforce.com, segmenting 
stakeholders according to their relationship with the organisation. They 
were able to customise fields to suit their requirements, which allowed them 
to keep track of trust fund applications which the organisation relies on.  

For SHOC, Salesforce.com has made the organisation more effective by 
improving client monitoring, supporter and potential supporter contact 
details and trust fund tracking. In particular, being web-based, it has allowed 
trustees to work from home, giving a significant boost to productivity.

MINI CASE STUDY
SHOC - Slough Homeless Our Concern
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Section 2.  Your Online Target Audience

For further advice on choosing the right database visit www.itforcharities.co.uk.



A landing page is a single web page that is separate from your main website and 
designed to provide additional information to the visitor or to encourage them to 
carry out some sort of transaction. You may consider setting up a landing page if 
you have a forthcoming fundraising event or to encourage visitors to donate to a 
specific cause or project you are working on.   

       A website should never be viewed as ‘the finished article’ 
but must be reviewed, tested and updated regularly to ensure 
maximum efficiency.

“

There are numerous online businesses which offer free or competitively priced 
packages enabling you to create your own website. Such websites include 
www.wordpress.org, www.godaddy.com and www.moonfruit.com. Services 
include domain hosting, 24/7 technical support, customised websites and blog 
designs (including mobile-enabled websites). These sites allow you to edit your 
website by adding text, logos, photographs and video that reflect your organisation 
and the services you provide to the local community.

b.  Creating a website or landing page

Section 3.  Choosing a digital marketing channel

A website is a set of web pages hosted on at least one web server and is accessible 
via Internet connectivity. For voluntary groups, a website is an important part of digital 
marketing as it may be the first point of contact for a potential supporter. It is 
important that when you create your website, you do so with the supporter in mind.  

a. Websites and landing pages

“
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Section 3.  Choosing a digital marketing channel

Factors to consider when creating your website or landing page

Focal point What is the first thing you wish to draw your supporter 
to when they land on your home page or landing 
page? An eye-catching headline such as  ‘£10,000 
raised through local donations helped 30 families in 
Slough last year’ draws attention and engagement.

Visual appeal Make your website visually appealing with plenty of 
white space, images and headings. Use your brand 
colours throughout to ensure consistency. Too much 
copy is off putting so use bullet points and images 
where appropriate.

Section 3.  Choosing a digital marketing channel

Add credibility

Navigation

If you are registered with Localgiving.com, ensure the 
‘Donate’ button is clearly visible on the home page above 
the fold. Add your SQP accreditation to build supporter 
confidence, along with your registered charity number.

Ensure easy website navigation. A site that is too 
complicated to get around will lose the interest of 
both visitors and search engines.  

Keywords

Visitor 
engagement

Call to action

Segmentation

Ensure appropriate keywords are clearly seen in the page 
title and content to aid Search Engine Optimisation.  
Depending on your organisation, keywords could include 
‘donations, fundraising, community, localgiving, Slough’.

Video trailers are a great way of engaging supporters 
about your cause. Alternatively, simply adding a photo 
to your home page will encourage supporters to stay 
longer. 

A clear ‘call to action’ on your home page and throughout 
your website will ensure your supporter knows exactly 
what you would like them to do. For example, signing 
up for your newsletter or to donate/ volunteer via your 
Localgiving.com page.

Provide clear messages for each of your target 
audience(s). The end goal of a supporter looking to 
donate will be different to one looking to volunteer.
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Section 3.  Choosing a digital marketing channel

Now that you have created your website, you need to make it visible to your 
supporters! The majority of people use search engines such as Google, Yahoo and 
Bing to search for information of interest to them; if your website is not visible to 
the search engine, there is a strong chance it will be over looked and you may lose 
potential supporters.
 
Search Engine Optimisation or SEO is the process of improving your website’s 
visibility naturally, ensuring you appear on the first page of the Search Engine 
Results Page (SERP).  

1. When thinking about website visitors (donors, volunteers, supporters, funders, 
trustees), think about the keyword phrases they would input into the search 
engine. Each page of your website should have between 3-5 keyword phrases 
specific to that page. Search engine crawlers index these keywords, retrieving 
data ranked in order of relevance. The greater the density and relevancy of 
keywords the further up the page rank your website will appear

2. Increase the number of inbound and outbound links from other websites to 
your site. This can include associate and social media sites, each link acting as 
a vote of confidence to the search engine. The greater number of quality links 
will result in a higher rank on SERP’s

3. Make sure your website is well-designed and easy to navigate, with clear linking 
instructions

4. Make sure your content is well written, unique, fresh and 
        incorporates relevant keywords. Search engines love to 
        index new  words, which is why having a daily blog or 
        twitter feed on your home page works well

c. Get your website seen with Search Engine Optimisation (SEO)

       90% of users do not read beyond the first page!“

“

8 tips to increase your website visibility:

Section 3.  Choosing a digital marketing channel

d.  Social media

5. Ensure your website loads quickly - 3 seconds or less. If it takes too long, the 
crawlers will not travel through it and important keywords will not be indexed

6. Include keywords in the Title Tag which is the line of text that is normally         
displayed on the top of the browser window. Search engine crawlers use this as 
a point of determining the page topic

7. Programme your site so it is easy for crawlers to index; avoid graphics and Flash 
as crawlers cannot interpret them

8. Where you have links to other pages or websites, be as descriptive as possible.  
Simply adding ‘click here’ for further information about donating, means         
nothing to the crawler. “Please help by donating via our Localgiving.com page” 
is more effective

Social media is the term given to networking sites such as Facebook, Twitter and 
LinkedIn. These sites allow you to share content in the form of text, images and video 
with others who share similar interests. For voluntary groups, social media is not just a 
means of engaging with supporters; it is a cost-effective way of building a supporter 
base, creating a platform for discussion and maintaining a long term relationship.  

Social media will help you:

•	 Increase online visibility and geographic reach
•	 Share links to your online donating sites such as www.localgiving.com
•	 Spread the word quickly and easily through PR and fundraising
•	 Drive targeted traffic to your website
•	 Research supporters to gain an understanding of opinions and ideas
•	 Create, build and maintain relationships with supporters

       Social media is the interaction and sharing of digital    
content that is created by and between people.“

“
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Section 3.  Choosing a digital marketing channel

Facebook is a free online social networking tool that enables connections to other 
organisations and people who may not have previously known about you. 

•	 Facebook enables you to connect to anyone who shares similar interests 
or activities 

•	 When you log on to Facebook, you will see a stream of updates called 
a ‘News Feed’ which appears on your ‘Wall.’ By regularly updating your 
news feed, you keep supporters informed of your latest fundraising 
events, projects and successes 

•	 Facebook allows you to create ‘Fan Pages’ which are great for updating  
         supporters about news and events within your charity. When you            
        update your status on your fan page, it gets posted to all of your fans  
        news feeds 
•	 Adding a ‘Like’ button to your Facebook page encourages users to 

support your cause, event or project which is then shared with their 
friends. It’s a really good way of spreading the word 

•	 Facebook is designed to inspire interaction, so ask supporters questions to 
initiate discussions. This is a great way to get everyone talking about you

•	 Facebook allows you to upload photos, video content, podcasts,          
interviews, or documents on to your wall which is easily accessible 
by supporters. It also means you don’t have to spend lots of time and 
money updating your website 

•	 Facebook allows you to set up ‘Groups’, bringing together people with 
similar interests. This allows you to customise your message and content. 
You can also invite new members to your group, keeping them up to 
date with the latest information 

•	 Facebook gives you the facility to mark upcoming events in the ‘Events 
Calendar.’  You can publish these events on your wall and invite friends 
to them. You can set your event as a public event, allowing anyone to 
view it and respond, or you can restrict invitees

•	 Adding the ‘Donation App’ encourages donations to a registered PayPal 
account. You have to register with PayPal initially then go to Facebook 
and seach for ‘FBML’, which allows you to add the HTML code for the 
PayPal donate button

i. Engage with supporters using Facebook

Facebook explained

Section 3.  Choosing a digital marketing channel

•	 Your digital marketing objectives. Are they to recruit volunteers, raise  
awareness, attract new donors or cultivate advocates? You won’t find 
success on Facebook if you don’t know what you are trying to achieve 

•	 Keeping your Facebook page active to ensure your audience is engaged. 
Share photos, videos, website links and engaging success stories on a 
regular basis 

•	 Starting discussions. Inspire supporters to talk to you sharing your link 
with their friends. Always respond to posts and comments 

•	 Making it fun and worthwhile so supporters will look forward to reading 
your next update 

•	 Keeping it human. It’s better to see a smiling face promoting a successful 
fundraising event as opposed to wordy text. Visuals are key to bringing 
your group to life 

•	 Keeping it honest, admit mistakes and celebrate successes but above all 
don’t be scared to share your story. This is what supporters are interested 
in and this will keep them returning

•	 How you are going to let supporters know you have a Facebook page.
Make sure the Facebook logo is on all marketing collateral

Before you begin, think about...
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Section 3.  Choosing a digital marketing channel

Creating a Facebook page

Click on the following link:  www.facebook.com/pages/create.php.
Click on the company, organisation or Institution section.
Click on community organisation or non-profit organisation and add your 
organisation’s name.

Tick that you agree to the Terms and Conditions.
Now you can upload your logo or photo, input information about your group 
and give your Facebook page a website address.
Then follow the instructions as it takes you through the different sections.

As part of their overall digital marketing strategy, Al Nasr set up a Facebook 
page to create awareness of their new youth centre, targeting younger 
members of the community. Using a volunteer who set aside 2 hours a 
week, Al Nasr successfully created a Facebook page that informed youth 
members of their latest news, opening times and events and also increased 
awareness of their www.localgiving.com page, leading to an increase in 
online donations. Website traffic has also increased since creating their 
Facebook page, with more members of the local community interested in 
discovering more about Al Nasr and the services they offer.

MINI CASE STUDY
Al Nasr Trust, Slough



Twitter is a free online micro blogging site that enables you to send and read text 
based messages or ‘Tweets’ of up to 140 characters to your ‘Followers’ in real time.  
For voluntary groups, Twitter is a great way of engaging with online supporters 
keeping them up to date with latest projects, fundraising and volunteering 
opportunities. Links can be added to tweets to drive supporters to your website 
and donation page.

ii. Using Twitter to increase online donations 
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•	 ‘Following’ is how you receive status updates from people 
•	 ‘Retweets’ (RT) means a follower of your Twitter feed can re-post your 

message to all their followers on their Twitter feed, so you can target a 
much wider audience 

•	 ‘Hash tagging’ important words, for example #homeless is a powerful 
way of getting other people to read and increase visibility of your tweet. 
Twitter users will follow hash tags of something of interest to them 

•	 A word or phrase that is hash tagged more than others is said to be 
‘Trending’

•	 A ‘Mention’ is when a name is used at any time during your Tweet; 
before you mention someone’s name you add the @ sign. For example, 
‘@sloughcvs - thank you for your support.’  Mentioning is a great way of 
letting people know you are talking about them 

•	 You can add links such as donation pages, photos, or a YouTube video 
to add visual appeal to supporters. You can automatically shorten web 
links to save characters

•	 Twitter is all about building an online community so you get as many 
people as possible talking about you and the great work you do 

•	 Using Twitter’s Charity Tuesday enables you to promote your cause on 
a dedicated day of the week. Just type #charitytuesday or #CH followed 
by your tweet

•	 Twitter enables you to build relationships and engage in two way     
dialogue 

•	 Twitter allows you to reach out and engage with supporters. You can 
encourage them to retweet about you, email their contacts, write a 
blog about your cause and post about you on their Facebook page 

•	 Adding a Twitter feed to your website homepage will keep your        
content fresh and promote Search Engine Optimisation

Twitter explained

You’ve set up your Twitter account but what next?

 Figure 1 – Advanced Search on Twitter

Creating a Twitter account 
Click on the following link www.twitter.com. 
In the section ‘New to Twitter’, fill in your details –name, email address 
and password.
This takes you to the ‘Join Twitter Today’ screen. Select a username and     
accept the Terms and Conditions. 
Click ‘Create and acount’.
Once you have created your account, follow this link to discover more 
about Twitter - http://support.twitter.com.    

•	 Start to follow the right people - these are people or organisations        
relevant to your group 

•	 Search for potential followers by typing http://search.twitter.com into 
your internet browser to bring up the following page:
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Make your voluntary group stand out using YouTube for non profits
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•	 By clicking on ‘Advanced Search’ you can search for certain keywords, 
exact phrases, all words and hash tags. Once you have found people/ 
organisations you want to follow, click on their profile to discover how 
they ‘Tweet Speak’. If they are relevant to you, click follow, so every time 
they send a tweet you will be able to view it 

•	 Once you have a list of people you are following and you are feeling 
confident, start interacting by reply tweeting, direct messaging or                  
re-tweeting 

•	 When you have something compelling to say, send out a tweet of 
your own and ask engaging questions to initiate interaction and gain 
opinions

•	 To reply to a tweet, hover your cursor over the tweet until you see       
various response options

YouTube allows non-profit organisations the chance to set up your own YouTube 
channel where you can host videos about your cause and the work you do. As a 
registered charity, you will also get the opportunity to brand and customise your 
YouTube channel along with being listed on YouTube’s own non-profit channel, 
giving you greater exposure.  

To find out more information visit www.youtube.com/nonprofits.

•	 Then click on ‘Reply’ and start typing your tweet. Remember to start 
with the @ symbol and user name in the message so your reply is seen 
by the intended user

•	 Click on retweet to forward the message composed by another user on 
to your followers. If the message is short enough, you can add/ modify it

•	 To block a follower from following you, log in to Twitter, find the person’s 
Twitter page, click on the icon that looks like a gear and select ‘Block 
User’

Figure 2 – Example of a ‘Tweet’

YouTube is a social media site that enables people to watch and share originally 
created videos. Owned by Google, over 1 billion unique users visit YouTube and 
over 6 billion hours of video is watched each month!2  

iii. Engage with your supporters with YouTube 

Creating a YouTube account for video uploads

Go to YouTube.com and click on ‘sign in’ on the top right hand side of the 
screen.
Choose to create a new account and complete the registration sheet.
Once you have registered you can log into your YouTube account and start 
searching for video or topics in the browse bar.
When you have found a video that you are interested in, you can share it 
with your friends on Twitter, Facebook, LinkedIn and other social media 
sites. You can also click ‘like’ to add it to your favourites, enabling you to 
retrieve it easily at a later date.
To upload a video from your computer or mobile, simply click on the upload 
button and follow the instructions.
Share your video publicly or use private sharing to control who can watch it.
Include relevant keywords in the Tags section and select the appropriate 
category.
Give the video an accurate title and description to help people discover it.
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LinkedIn.com is the largest business orientated social networking site in the world. 
It has over 200 million members3 and is often regarded as ‘Facebook for business’.   
LinkedIn is a clever and effective way of building a network of decision makers and 
important contacts, as well as a means of sharing knowledge via group discussions, 
harnessing information from others facing similar challenges and raising awareness 
of your charity’s cause.

LinkedIn allows you to create a ‘Company Page’ by clicking on the ‘Companies’ drop 
down menu, followed by ‘Add a Company’. Here you will be asked to supply company 
name, website address, email address and company information which can be 
viewed by your connections.

LinkedIn also gives you the opportunity to ‘Create a Group’, allowing you to create a 
web page dedicated to your organisation. LinkedIn Groups is essentially an online 
meeting place where you can engage with new supporters and demonstrate your 
expertise and knowledge. You can add your group’s logo, website link such as your 
Localgiving.com page and a brief description about your group’s role and purpose.  
Once created, this will appear in the ‘Group Directory’ which is segmented by industry 
type (there is a non-profit option), making it easier for LinkedIn users to find you.

Once you have created your group, spread the word to all your connections by
sending them an invite to join. Promote your group via your social media pages; 
initiate group discussions about your cause by clicking on the ‘Start a Discussion’ 
link and motivate key influencers to take part.

iv. How LinkedIn can work for your voluntary group!

       Many businesses are becoming increasingly aware of the 
importance of their corporate and social responsibility to their 
overall business strategy.

““
Creating a LinkedIn account

Go to www.linkedin.com and complete the box ‘Join LinkedIn today’.
Choose a secure and memorable password (use upper and lower case and 
numbers).
Choose an option from the ‘I am currently’ drop down menu.
Complete postcode, country, company and job title.
Click ‘Create My Profile’. An email will be sent to your email account. Open 
the email and click the link to confirm your email address.
Now you’re ready to add photos, employment details, website links, groups 
or associations you are connected with, or any awards you’ve received.
Connect to your Twitter and Facebook account so you can share all your 
social content.
Start connecting to like minded business people; start sharing and accepting 
recommendations.
You can send and receive direct messages to your contacts.
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Pinterest is one of the fastest growing social networking sites and is becoming a 
popular method of marketing products and services. It acts as a ‘Virtual Pin Board’ 
allowing you to ‘Pin’ and share images of interest on your board for all to see.  
As a voluntary group, you can use this notice board to show supporters what your 
cause is about and share photos of events e.g. a fundraising day.

v. Pinterest

       Pinterest drives more traffic to your site than combined 
traffic from LinkedIn, Google+ and Youtube!4

“

“
Creating a Pinterest account
To sign up for Pinterest, go to www.pinterest.com and select the button 
‘Join Pinterest’ at the top of the page. You can register via Facebook, Twitter, 
or an e-mail address.

To install the ‘Pin It’ button in Internet Explorer:

Display your Favourites Bar by clicking Tools > Toolbars > Favourites Bar.
Right-click the ‘Pin It’ button and select ‘Add to Favourites’.
On the pop-up window, select ‘Create in: Favourites Bar’.
When you are browsing the web, push the pin it button to                               
pin an image.

How Pinterest will benefit you
•	 Every time you pin something you draw attention to that image.            

For example, if you pin an image of new premises, you can share this               
automatically with Facebook and Twitter to give you greater exposure

•	 If you have multiple campaigns you want to convey to supporters, you 
can combine these onto one notice board with a unified message or 
you can set up separate boards. Make sure you add a call to action with 
donation links

•	 You can create benefactor boards to show supporters who your                   
organisation help. You can show real life images of people who benefit 
from your support; for example, your members enjoying a fundraising 
day. Always ask for permission before uploading images.

•	 You can upload images of your own promotional material such as  
posters and leaflets to promote your voluntary group’s event, detailing 
event location, date and time. Remember to add links to your website,             
Localgiving.com and social media sites

•	 You can convey your group’s core values by creating a mission board 
where you can upload visuals that show your mission statement

•	 Snapshot news boards provide an effective means of updating         
supporters on news via images. Add captions for each pin and remember 
to maximise SEO by using targeted keywords

•	 Using Pingraphy you can schedule pins allowing you to specify precisely 
the hour and minute you want the pin to go out

In 2011 Google launched its own social media site called Google Plus in response 
to Facebook’s purchase of the search engine Bing. Google Plus takes elements of 
Facebook and Twitter and includes access to all of Google’s other applications such as 
Google search, Images, Maps, Play, YouTube, News, Gmail, Drive, Calendar and many 
more! In this way, Google Plus is regarded as more than just a single website, rather 
as a website that enables ‘Social Layering’ allowing free navigation between sites. 

With more than 500 million registered users and 235 million active users5, Google 
Plus is a social media site you may consider using to get your message across and 
build online supporters.

v. Expand your online audience with Google Plus! 

Creating a Google Plus account

To sign up for Google Plus, go to www.plus.google.com and click on the 
red button called ‘Sign Up’ on the top right hand side. 
You will be asked to complete a new Google Account and will need to 
include your name, user name, password, birth date and mobile number.
Next, click on the profile tab on the left hand side of your page and scroll 
down to the bottom where you will see ‘Create a Page’. Click on this and 
follow the steps required for setting up a non-profit organisation page      
using the appropriate drop own menu.
Add your group’s name, logo and email address as well as informing 
supporters of your groups role in the local community. Remember to 
include your website, social media and www.localgiving.com or online 
donation URL address.

Pin It!
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       Once you register with Google Plus, someone searching for 
your organisation on Google will automatically see your latest 
updates on the right hand side of the SERP’s page.

““

Google Plus explained
•	 Once registered, you can start creating ‘Circles’ of people you wish to 

share information with. The main difference with ‘Circles’ and Facebook’s 
‘Friends’ is that circles allows you to filter who receives information from 
you; that is, you can create circles of volunteers, donors, employees 
and supporters. This is important as you can post tailored messages to          
individual groups of people

•	 Individuals can also publish messages of support on their Facebook page 
and Twitter account or add your cover to their Facebook timeline

•	 By changing their background to your design in Twitter, individuals can 
again show their support

•	 In addition to encouraging users to ‘like’ your Facebook page or re-tweeting 
your tweets, ask that they add a Twibbon supporting your cause to          
re-enforce your message and spread the word

•	 ‘Hangouts’ are a useful way of getting in touch with supporters on a 
face to face basis as it allows you the opportunity to video chat. This 
is a great way of introducing question and answer forums about your 
cause or for live video streaming of fundraising events

•	 ‘Sparks’ is a feature that automatically loads articles and videos to 
your ‘stream’ (similar to Facebook’s Newsfeed) based on your interests.    
Simply click on ‘sparks’ on the left sidebar and add keywords or phrases 
of interest to you. Again, this is another useful way of keeping up to 
date with the latest news about the voluntary sector and issues affecting 
your organisation

•	 ‘Recommendations’ enable you to put your public stamp of approval 
on anything of interest you have discovered while trawling the internet.  
Using the Google +1 button, you can recommend content to appropriate 
circles - so an article about volunteering will be more suitable for your 
circle of volunteers rather than donors

•	 As with Facebook, Google Plus allows you to create ‘Events’, inviting  
circles and uploading photos and media in real time from the event.  
Any event that you create is automatically integrated with your calendar

•	 ‘Communities’ is a feature that allows you to join relevant groups or 
set up your own private group where you can engage in conversations 
directly with supporters on key subjects 

•	 ‘Ripples’ enables you to track and analyse the impact of your public 
post by identifying the number of times it has been shared 

Twibbon.com is a free online tool that enables your voluntary group to gain greater 
exposure through your supporter’s use of Facebook and Twitter.  

Encourage supporters to add a ‘Twibbon’ (your logo or an element of your logo) to 
their profile picture or avatar on their Facebook page or Twitter account - rather like 
adding a sticker to their car window. Figure 3 shows that by adding the red ribbon 
promoting World Aids Day to their profile picture, individuals show their support 
spreading the word about the cause.

vii. Enable individuals to show their support using Twibbon 

Figure 3 – Twibbon campaign
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Creating a Twibbon campaign

To set up a campaign, log in to Twibbon via your Facebook or Twitter 
account and select ‘Authorise App’.
Add your email address purely for contact purposes.
Add a short but eye-catching title for your campaign followed by a brief  
description of what your campaign is about and why people should 
support it.
Create a Twibbon. You can choose from 3 style options; a badge, a border 
or you can upload your own.
Finish your campaign by clicking ‘I just want a free campaign’ (you will be 
asked if you want to pay for an upgrade at this stage).
Finally and most importantly, don’t forget to promote your Twibbon 
campaign to all of your Facebook friends and Twitter followers. Encourage 
them to add your Twibbon to their profile. Each time a user adds it they 
will send out a message supporting your cause to all of their friends and 
followers.
Ask that your Twibbon supporters include your donation page to their  
message so their friends and followers can go online and donate to you. 

e.  Online marketplace - E-bay
E-Bay for charity is a programme specifically designed to help charities raise their 
profile and valuable donations to millions of E-bay visitors. In conjunction with 
partners Pay Pal Giving Fund, registered charities can:

If you are interested in signing up to E-Bay’s charity programme, please visit 
www.missionfish.org.uk.

•	 Receive donations from other E-bay sellers from 10-100% plus valuable 
Gift Aid

•	 Sell their own items on E-bay and receive 100% of the sale
•	 Hold special auctions to raise money 
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Email marketing is a powerful way of sending rich, targeted content directly to 
supporters. It allows you to deliver personalised, motivational messages, 
encouraging supporters to respond either by donating online, volunteering for an 
event or spreading the word about your cause. You can send one off emails thanking 
your supporter for their donation or triggered emails introducing your supporter to 
your group, with follow up emails keeping them informed and up to date.  

Before you begin an email campaign, think about your overall 
digital marketing objectives; what you want to say, who you want 
to say it to, when you want to say it, how you want to say it and 
over what period of time. To ensure consistency, make sure your 
email marketing strategy is integrated with all other online and 
offline marketing communications.

f. Email marketing

•	 It is low cost and involves less preparation time than traditional direct 
mail marketing

•	 It allows you to deliver rich content such as website, video and audio 
links to keep supporters engaged

•	 It allows you to send test emails to make sure links are working and the 
correct use of colour, graphics and headings are used

•	 It is sent in real time so you can act quickly in times of urgency 
•	 It allows for personalisation, ensuring a relationship with supporters is 

built over time
•	 It can include links to social media platforms such as Facebook, Twitter 

and LinkedIn to ensure a unified message is communicated
•	 It allows you to segment supporters into groups with similar             

characteristics so you can send highly targeted emails
•	 It allows for more frequent communication with supporters; no more 

than once a week is recommended
•	 It allows you to share information with supporters and encourage 

them to share on their social media pages and forward to friends
•	 It allows you to track the level of supporter engagement by monitoring 

the number of emails that were opened, the number of click throughs 
to your website and the number of emails that bounced

•	 It is paperless and therefore more environmentally friendly
•	 It enables you to keep your database clean by providing an opt in or 

unsubscribe tick box for supporters

Reasons to employ Email marketing

Section 3.  Choosing a digital marketing channel

•	 E-newsletters deliver high quality, engaging content to supporters.     
Content includes latest news and stories using eye-catching headlines

•	 E-blasts are similar to e-newsletters but concentrate only on one topic 
•	 E-letters are personalised letters sent by a senior member of staff from 

your group and are accompanied by a digital signature
•	 E-card is a highly visual, low copy email with a single focus

Ensure supporters get the right kind of emails

2012 proved challenging for SFP HomeMakers as the local authority 
withdrew their premises on the Britwell Estate which housed all of their 
donated furniture. Instead, SFP HomeMakers had to set up shop in a much 
smaller property, taking them away from Britwell and those they support. 
This, coupled with a lack of financial support , left the organisation in a 
precarious position.

Undeterred and to increase awareness among local businesses and the wider 
community, the dedicated staff undertook an email and postal marketing 
campaign, detailing the valuable work they do in Slough. Through careful 
target marketing, they created an email and letter that reached out to their 
target audience to drive home their message  and explain the reasons why 
supporters should donate. To make a real impact, their message was 
supported with statistical evidence. 

As a result, SFP HomeMakers received donations amounting to £18,000. 
This  has enabled them to open an additional shop back on the Britwell 
Estate where they are most needed.

MINI CASE STUDY

SFP HomeMarkers - Slough
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Using Mailchimp you can:

Mailchimp.com is an easy to use, cost-effective email marketing service which 
allows you to send up to 12,000 emails a month to up to 2,000 subscribers 
completely free of charge! There is no trial period, you don’t need to input credit 
card details and there is no catch! All you need to register (which is also free), is a 
valid email address.

For voluntary groups, Mailchimp.com provides a great opportunity for you to 
engage with supporters, sending targeted emails that increase awareness of the 
value you bring to the local community and generate greater donations.

i. Successful email marketing using Mailchimp.com

•	 Create and manage your lists of contacts – Mailchimp.com automatically 
removes those who have unsubscribed

•	 Segment your contacts by volunteer, regular donors, one-off donors or 
influencers, enabling you to send highly targeted emails

•	 Send informative newsletters keeping supporters up to date with latest 
developments

•	 Send emails straight away or schedule them to go out by date and time
•	 Choose from numerous email templates, including mobile friendly options
•	 Include your logo, website links, images and files in your content 
•	 Improve social sharing and create a wider reach, as your email can be         

automatically posted on Facebook or Twitter
•	 Carry out A/B Spilt testing which allows you to test out two promotional 

campaigns with a select number of subscribers. By choosing a different 
subject heading, image and content, you can identify which campaign 
receives the greater number of ‘opens’ before you roll out on a larger scale

•	 Analyse and print reports to identify how engaged your supporters are 
over a period of time in an easy to read ‘dashboard’ format

•	 Avoid spam filters to ensure your email is delivered to the subscribers 
inbox

•	 Use the ‘Golden Monkey’ feature to receive push notifications to your 
iphone when someone views your email

For a comprehensive guide on how to set up a Mailchimp.com account, create lists 
and start sending campaigns, please download ‘Getting started with Mailchimp’ or 
visit www.mailchimp.com.

Newsletters are a great way of keeping in touch with donors, volunteers and 
supporters. They allow you to: 

Electronic newsletters (E-newsletters, e-wires, e-news) follow the same principle. 
Rather than traditional paper and ink, e- newsletters can be emailed to subscribers 
and downloaded from your website.  

f. Write an e-newsletter that will keep supporters engaged 

•	 Add personal touches that enhance relationships with stakeholders
•	 Celebrate milestones and key fundraising achievements
•	 Hook potential new donors through the power of referral
•	 Establish your expertise and enhance your brand credibility
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10 Tips on writing a fantastic e-newsletter

1. Be interesting! Are you telling supporters what they want to hear or 
what you think they should hear? Captivate your audience and invite 
contributions and feedback.

2. Be personal! Supporters will respond to an e-newsletter that has a           
personal connotation with plenty of pictures and images of real people 
they can relate to.

3. Have clear objectives for each issue. Are you looking for greater          
donations? New volunteers? Are you looking for supporters to sign a 
petition? Or are you looking to capture updated contact details?

4. Don’t start with ‘Welcome to our Newsletter’! Readers already know it  
is a newsletter so use a captivating headline that will grab attention. 
For example, ‘How your donation has helped buy a minibus’.

5. Keep the e-newsletter subject line short as they tend to get cut off in 
the email browser. Try to keep the subject personal as this will increase 
your chances of getting the e-newsletter opened.

6. Have a clear call to action right at the start so supporters don’t have 
to read all the e-newsletter to understand what you want them to do. 
Have a donate button at the beginning with a link through to your 
donation site.    

7. Don’t send an e-newsletter to someone who hasn’t subscribed and 
make it easy to unsubscribe.  

8. Subscribe to e-newsletters yourself to get an understanding of what 
does and doesn’t work well.

9. Time the e-newsletter right; not so frequently that it becomes               
information overload or so infrequently that supporters forget about 
you. Between 3-6 week intervals is about right.

10. Don’t forget to monitor feedback and e-newsletter results. How many      
e-newsletters were sent, how many were opened, how many bounced, 
how many supporters clicked on a link?

A blog or web log is effectively an online diary that can be set up free of charge 
using blogging sites such as Wordpress, Livejournal and Blogger. For those of you 
who don’t have a website, keeping a daily or weekly blog is a great alternative that 
will keep your supporters informed of your news. Blogs are simple to set up and can 
make a big impact so it’s worth investing a bit of time every day. For an example of 
a charity blog, visit http://blog.gosh.org.

g. Blogging

•	 Blogs initiate two way communication, giving your supporters the      
opportunity not only to speak to you but also to each other

•	 Blogging allows you to add click though links to your social media, 
website and online donation sites (add call to action such as a donate 
now button, a subscribe to our e-newsletter mailing list or subscribe to 
future blogs)

•	 Blogs can act as an effective fundraising tool. You can introduce your 
group and explain how donors can help you raise money for your 
cause or project. Update your blog regularly so donors can keep track 
of funds raised over a defined timescale

•	 Blogs have an informal ethos so they can be used to reflect on issues 
and provide the opportunity to be open and transparent

•	 Blogging gives you the opportunity to collaborate with others using 
‘Guest Posts’. This can include other charities or people of influence in 
the community

•	 Blogging doesn’t have to be perfect, which gives it that personal feel;  
supporters buy into people and causes

•	 Search Engine Optimisation benefits from blogging as search engines 
index fresh keywords

•	 Readers of your blog get an insight to the work you do, and this brings 
a sense of authenticity

•	 Podcasts (audio content) and vodcasts (video content) can be embedded 
into your blog to add engaging content for your supporter through 
audio and visuals

The benefits of blogging
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E-PR is the process of communicating with your ‘Publics’ using digital channels such 
as websites, blogs, social networks, discussion threads and forums. Public relations 
enable groups to build synergies between themselves and their publics, creating 
dialogue in a way that delivers a consistent and unified brand image. For voluntary 
groups, ‘Publics’ include trustees, employees, volunteers, donors, local media, local 
authority, funders, local businesses and the local community. Whether you want to 
announce a new fundraising drive, highlight a project outcome or draw attention 
to your cause, it is vital you make your news as accessible online as possible.

h. E-PR (Electronic public relations)

E-PR - techniques
Create a press section on your website that includes;

•	 A media toolkit – fact sheet, statistics, latest press release, success stories
•	 Latest and archived press releases
•	 Success stories and case studies
•	 Social impact of your organisation on the local community
•	 Press cuttings to show what you have been up to in the community

Create a PR Newswire targeting key influencers with latest news.
Maximise SEO and newsworthy blogs.
Use social networks to monitor comments. 
Set up a Google Alert as a conversation tracker.
Use online news distribution and publicity websites such as www.PRWeb.com. 
These sites take your press release and make it accessible to a large number 
of businesses and journalists.

As with traditional advertising, online advertising is a paid method of promoting 
your group and the services you provide. For voluntary groups this has a big 
impact on financial resources and as a result is often overlooked as a marketing 
opportunity.   

Pay Per Click (PPC) is an Internet advertising method used to drive traffic to the 
advertiser’s website where advertisers pay the publisher (a website owner) when 
the ad is clicked. 

With search engines, advertisers bid on keyword phrases relevant to their target 
market. The price of keywords vary depending on their popularity but once a price 
is fixed, every time a visitor clicks on the link, the advertiser is charged that amount 
(a ceiling price can be fixed to avoid going over budget).

i. Online Advertising

Figure 4 – Google’s SERPS page
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Figure 4 illustrates search results using the keywords ‘Slough charities’ on Google’s 
SERPS page. The links highlighted in the pink shaded area and those on the right 
hand side of the screen are all PPC advertisements. These incur a cost each time the 
link is clicked.

For voluntary groups, the following online advertising opportunities are worth 
considering as effective ways of driving traffic to your website to increase exposure 
and reach out to potential donors and supporters:

Google grants using Google Adwords

Google Adwords is Google’s online programme that enables you to identify 
keywords and create PPC adverts related to your organisation. 

Grants are available for non-profits in the UK who satisfy certain criteria 
(please visit www.google.co.uk/grants). If you are eligible, these enable 
you to create highly targeted text-only adverts. These adverts appear as a   
sponsored link on Google’s SERP’s page when the relevant keyword or 
phrase is being sought.

Check out Google for non-profits at www.google.com/nonprofits to find out 
information on other products Google has available for charities.

Advertising on Facebook for non-profit organisations

Using the same advertising formula as Google, Facebook allows you to create 
a sponsored link advertisement to your website, www.localgiving.com page 
or your own Facebook page or event post. As yet, no grants are available for 
non-profits but you can set a daily budget on the amount of impressions or 
clicks your sponsored link receives. You can create highly-targeted, timely 
adverts that appear on your target audiences’ page, based on the age, 
location, gender, likes and interests. So you know you are reaching the right 
people at the right time with a tailored and targeted message. 

To find out more information please visit www.facebook.com/advertising.

Watch out for Facebook’s new video advertising initiative.

More and more people are accessing the Internet via their smartphone and tablet, 
surfing the Internet while ‘on the go’. Mobile marketing takes many forms from 
creating or adapting your website so it is easily viewed on a mobile device to creating 
a mobile app or a mobile social media campaign for your charity.  

j. Mobile marketing

Mobile marketing for voluntary groups

SMS or text messaging is a simple yet powerful way of getting in touch 
with supporters and raising donations in one click.  Where emails can often 
get ignored, 90% of text messages are read within an hour, making it a very 
effective marketing channel. By registering free of charge with Vodafone’s Just 
Text Giving (www.vodafone.co.uk/about-us/just-text-giving/index.htm), you 
will receive a charity text code for you to text to supporters, enabling them to 
donate an amount to you. You will receive 100% of the donation, along with 
posters, stickers and a banner (all free of charge) promoting your text code.

QR codes (Quick Response) are 2 dimensional bar codes you see placed 
on posters, printed advertisements or direct mail.  QR codes allow the user 
(who has downloaded a QR reader to their smartphone or tablet) to scan 
the code which navigates them to your desired URL (your website, 
www.localgiving.com page or Facebook page). Rather than typing in the    
address into their mobile device, the user gains access via a simple scan of 
the code. For voluntary groups, QR codes can be added to your shop 
window, on business cards, till receipts, posters and direct mail.
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Is there a secret to implementing a successful viral marketing campaign?

‘Viral marketing’ is a popular digital buzzword that describes a digital campaign 
which has captured the online audiences’ imagination so much so they have shared 
it with friends and contacts, leading to a far-reaching effect. Primarily using social 
media, viral marketing is a great way of getting your message across to a wide 
network of online supporters in a short period of time. The objective of a successful 
viral campaign is one that will appeal to individuals with a high social networking 
potential - that is they have a large number of online connections who they can 
share the campaign with. Similar to word of mouth communication, viral marketing 
inspires people to spread your message for you.

The simple answer is ‘NO’. However, there are certain elements you can include to 
improve the chances of your campaign being shared:

k. Viral marketing

•	 Know your supporters! What is it about your group that inspires and 
motivates people to support you? Ask them the question on your       
Facebook page or via a tweet - you will learn a lot from the response  

•	 Then ask yourself - is the right message getting across?  
•	  What is the objective of your viral marketing campaign? What is the 

message you want to communicate? 
•	 Create a campaign that will get your message across to supporters in 

a way that will surprise them. This could include a shocking statistic or 
something amusing and creative 

•	 Your campaign should be relevant and appropriate to your target 
audience and include a hot topic that will get supporters talking and 
willing to spread the word

•	 Viral marketing isn’t about advertising who you are but more about 
getting the emotion of what you do out there. Focus on your story and 
inspire and motivate the reader so they will share it 

•	 Make sure that the content isn’t too long - you need to captivate the 
audience within the first 5 seconds of reading or viewing your campaign 

•	 Ensure that your message ties in with your brand so they are automatically 
associated 

•	 Make sure it is easy for people to share the content by including the 
relevant share links. Also, remember there is a real increase in people 
viewing social media via their mobile or tablet, so make sure your viral 
campaign can be viewed in these formats

       Viral marketing is a great way of getting your message across 
to a wide audience in a short period of time.

“

“

Section 4.  Measuring and Monitoring

In order to engage with online supporters and get a greater understanding of their 
behaviour, motivation and influences, it is important for voluntary groups to analyse 
website metrics to identify the effectiveness of digital marketing campaigns. The first 
stage in understanding your website’s effectiveness is to sign up to Google Analytics 
(www.google.co.uk/analytics), a free tool that enables you to gain an overview of 
your website’s traffic using an easy-to-read dashboard format.  

Google Analytics identifies

•	 The number of people who visited your website – is this increasing or 
decreasing?

•	 How the visitor came to your site. Did they type your URL address          
directly into their browser? Were they referred from other websites, 
links, promotional emails or via a search engine? 

•	 The keywords the visitor used to search for you
•	 How many pages the visitor viewed and which pages they viewed?
•	 Did the visitor arrive at your site via a laptop or mobile device?
•	 The average time they spent on your website – how engaging did 

they find your website?
•	 Website bounce rate – that is visitors who enter the site then 
         immediately leave without viewing any other pages 
  

     Ensure each web page 
has tracking code to allow 
Google Analytics to 
measure effectiveness.

“ “
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A simple yet effective way of immediate social media monitoring is to set up a 
Google Alert (www.google.com/alerts). Simply type in the keywords or phrases 
you wish to monitor such as your group’s name or cause and Google will 
email you every time this is mentioned online. There are many social media 
monitoring sites. The most popular include:

Google Analytics is also a great tool for measuring Facebook effectiveness. Simply 
click on the ‘Create an Account’ at the top right hand side of Google Analytics home 
page and follow the instructions. Once your account is set up, log in to Google 
Analytics and select the website you wish to monitor from the ‘View Reports’ drop 
down menu. Click on ‘Traffic Sources’ followed by ‘All Traffic Sources’. When the web 
page refreshes, you will see listed all the sources of traffic to your website. To filter 
this further, enter ‘Facebook’ in the ‘Filter Source/Medium’ text box to see the 
number of visits that have resulted from your Facebook page. If you track this over 
the period of a particular Facebook campaign, you will see whether the campaign 
has achieved its desired goal.

Social media monitoring is a way of listening to online conversations and identifying 
how engaged your supporters are.  It also enables you to identify:

•	 What comments (negative/ positive) are said about you so you can 
respond quickly

•	 Who is talking about you and the level of influence they have over your 
supporters

•	 Whether your social media campaigns are working. Are you receiving 
more traffic to your website, more e-newsletter subscribers or more 
donations to your www.localgiving.com site as a result of a Twitter   
campaign?

•	 The latest fundraising opportunities, keeping your finger on the pulse

Monitoring your social media campaign success

•	 www.googleanalytics.com provides website and social media metrics
•	 www.hootsuite.com is a social media management website that 

enables you to monitor up to 100 social media sites in an easy to read 
dashboard. Hootsuite also allows you to update multiple platforms at 
any one time by creating and scheduling updates

•	 www.twitalyzer.com provides Twitter analytics and demographic data
•	 www.tweetreach.com allows you to determine how far your tweet has 

travelled

•	 Twitter Advanced Search allows you to search for tweets about a specific 
target sector

•	 www.socialmention.com allows you to search for keywords on all social 
media platforms providing metrics around those keywords and sentiment 
(the ratio of mentions that are positive to those that are negative)

•	 http://addictomatic.com provides metrics across multiple social media 
channels so you can compare whether you are getting more interaction 
with Twitter than Facebook

Social media monitoring is challenging because of the sheer volume of content and 
the speed at which conversations take place. Delegate and share responsibility and 
also act upon the results! You may identify new opportunities for fundraising or a 
new sector of the population to target, all of which will impact on future marketing 
campaigns.

Monitoring post comments is a great way of identifying whether Facebook messages 
are reaching your audience; if your post strikes a chord then you will receive lots of 
comments. If not, perhaps you need to re-think what you are saying or how you are 
saying it. Perhaps posting a video or photo would be more appealing as well as 
asking pertinent questions to keep your supporters engaged.

If you need to include a website address in your post rather than writing out the 
whole address, create a shortened unique address using bit.ly.com. Tracking bit.ly 
links enables you to identify how many hits the link receives, so in effect you will be 
able to track how many supporters read your post and then went on to view your 
www.localgiving.com page. You will have to register with bit.ly.com in order to track 
the link, but again it’s simple and free to do. Once you have created your bit.ly link 
and added it to your Facebook post, go back to bit.ly.com and re- enter the shortened 
URL address followed by the plus sign (+). Press enter to reveal statistics about the 
link such as how many clicks it received and where the link was shared.

Steps to Facebook effectiveness
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•	 If you are set up as a non-profit organisation on Facebook, as the page owner 
you are able to access ‘Facebook Insights’ , which is a feature designed to 
tell you how interactive people are on your page once you have achieved 
30 ‘Likes’

•	 Simply log in to your group’s page and navigate to the ‘Insights Box’ on the 
left hand side and click ‘See All’. Here you will see information about your 
page including:

        A breakdown of page activity during the previous week - for example, you     
        will see how many likes you received as a result of a campaign
        The number of interactions per post, so you can monitor whether a                   
        particular post worked better than others

Facebook Insights

•	 YouTube Insights provide analytical data on who has viewed your video.    
This information is segmented by age, gender and location and also whether 
viewers have shared the video on other websites and the level of its popularity

•	 To gain access to YouTube Insights, log in to your YouTube account and click 
‘Account’ at the top right of the page

•	 Under ‘Manage my video’ click ‘Video, Favourites and Playlists’
•	 To the right of each video in your list click ‘About this video’ to reveal the video’s 

statistics

Youtube Insights

In summary, there are four key steps to follow when implementing digital marketing:

Step 1  The creation of a digital marketing plan to achieve online objectives

Step 2    Knowing your online audience and creating a database that allows 
 you to store, manage, track, monitor and report on all aspects of the 
 organisation from funding applications to client progression

Step 3  Identifying which digital channels will work for your group and supporters

Step 4    Monitoring and measuring whether your digital marketing campaigns  
 have achieved the desired outcome

Overall, for many smaller voluntary groups budgets do not stretch to expensive 
marketing campaigns such as advertising or direct mail. Digital marketing, however, 
brings a cost-effective way of communicating with supporters over the Internet, 
building relationships and loyalty over a period of time. Although overall charitable 
donations have decreased in the UK over last 12 months, online giving has increased6. 
By maximising your online presence through digital marketing, you stand a better 
chance of tapping into this market.  

For voluntary groups, the downside of digital marketing is that it can be time 
consuming, as it requires regular monitoring and input. Before embarking on a 
digital campaign, you need to ensure you have adequate resource (volunteers, 
employees and trustees) who also have the right skill set. 

Looking to the future, the way people are choosing to surf the Internet is also 
changing as people move away from computers and laptops in favour of mobile 
devices such as smart phones and tablets. Mobile marketing provides opportunities 
to tap in to supporters who are on the go. 

The TLI project implemented by Slough CVS recognises the struggle voluntary 
groups face as a result of local authority funding cuts and the economic downturn.  
It is our hope that this book has delivered a useful insight into the world of digital 
marketing and how you, as a voluntary group, can engage and build relationships 
with supporters in order to maximise online donations and overall local giving.
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AdWord - The technology that powers Google’s PPC advertising

CTR - Click through rate - When someone clicks on a link that navigates them to 
the desired website, blog or landing page. For example, you may include your 
website link within a promotional email. By analysing website and email metrics, 
you can determine how many visitors clicked through to your website. This is 
referred to as the CTR.

Email bounce rate - The amount of emails that were not received by the recipient. 
Hard bounces are those which are returned undelivered by the recipients’ mail server 
(perhaps due to an incorrect email address) and soft bounces are emails that have 
been accepted by the recipients’ mail server but have subsequently been returned 
(perhaps due to the server being temporarily unavailable).  

ESP - Email service provider such as Mailchimp.com and charityemail.co.uk.

Keyword stuffing - Keyword stuffing is a technique whereby an organisation fills 
its website with high amounts of irrelevant keywords, in the hope that it will be 
associated with these words and found when these words are searched for. Google 
will penalise websites that it discovers using this technique.

PESTEL - This is a framework used to determine wider external forces that affect an 
organisation and include Political, Economic, Social, Technological, Environmental 
and Legal.

PPC - Pay Per Click is the term used for online advertising. PPC advertisements 
generate revenue for Web publishers each time a visitor clicks on an advert or 
sponsored link.

SEO - Search Engine Optimisation is the process of boosting your website’s page 
rank organically through the use of appropriate keywords, link building, navigation 
and load speed.

SERPS - This stands for the ‘search engine results page’ so when a user searches for 
a keyword or phrase in the search engine, all the websites that relate to that appear 
on the results page.

SQP - The Simple Quality Protects (SQP) programme has been developed by the 
Voluntary Sector to help organisations demonstrate the quality of their work in a 
coherent and consistent way. SQP awards target organisations who want to 
demonstrate the high standard of their work and to prepare for a formal national 
quality standard.

SWOT - A SWOT analysis extrapolates pre-determined external factors, enabling 
you to identify opportunities and threats in the market. It brings these together 
with the organisation’s internal strengths and weaknesses, allowing you to maximise 
opportunities while minimising threats.

TLI - Transforming Local Infrastructure (TLI) is a Cabinet Office project that seeks 
to empower people in the local community so they have more responsibility for 
their own lives, the community they live in and the services they use. The project 
presents local voluntary organisations with new opportunities to develop their 
professionalism and capacity, while encouraging collaborative contract bidding.  
In addition, the project aims to support voluntary organisations in becoming more 
sustainable in the absence of local authority funding, through fundraising and 
volunteering opportunities.

Website bounce rate - When a unique visitor has downloaded your website but   
immediately leaves without navigating to other pages.

Web 2.0 - Refers to the evolution of the Internet which has moved on from ‘one way’ 
communication, where users were only able to consume information, to two way 
dialogue which allows users to share in discussions, add comments and 
influence those around them. 
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