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About me

Marketing Manager for Telstra before moving to 
charity sector in 2009

Individual Giving/Innovation roles at Shelter UK

Acquisition Manager at World Animal Protection 
and Amnesty International Australia

Started Bigfoot Fundraising in December 2018.



What BFF is all about...

Bigfoot Fundraising is a boutique fundraising agency that helps not-for-profit 

organisations make a bigger impact, for a better world. 



Our new world 



Devastating fires



Global Pandemic



Behaviour changed



Physical events cancelled



Rise of virtual events



Supercharging your 
events 



1.Audience profiling



Understand your audience

• Different levels of 
engagement

• Different values

• Different motivations

• Behave different 



Do your research

• Supporter surveys

• Social media insights

• Past campaign results

• Phone them!



Develop simple personas



2. Message development

age it’ 



Example: Torch C11
& Future dreaming virtual exhibitions



Create ads based on personas 

age it’ 

Social justice activists                vs                 Art lovers



Social stats

• Tested more art focused vs ‘social 
need’ messaging

• For new audiences - the ‘social 
need’ messaging performed the 
best

• This ad had the highest CTR, lowest 
cost per purchase - with a 87 ROI



Social stats

• Again for new audiences ads with the 
social context (‘need’) performed very 
well for the current ‘Future Dreaming’ 
virtual exhibition

• This ad had the highest CTR, lowest cost 
per purchase and most sales - with a 27 
ROI



Art focused

• For warmer audiences focusing on the 
artwork performed much better

• This ad had the highest CTR, lowest cost 
per purchase and most sales for the 
warm audiences - with a 22 ROI

Don’t treat all FB audiences the 
same - have different 
ads/messaging for them!



Event vs Cause ads - Pedal for Kids

vs    Event ads performed 
much better with 
half the cost per 
rego 

Videos however do 
create a pool of 
‘engaged’ prospects
to remarket to. 



Address COVID-19 

Objection handle
questions that 
naturally would be 
asked

Images where you 
show the virtual 
aspect of the race 
performed best



Image test

Image showing lone runner 
(right) vs past C2S event image 
(left) performed 3 x better

Often struggle to source 
updated ‘Covid relevant 
images’ - suggest stock 
imagery if you don’t have your 
own

VS



3. Feed the Funnel

age it’ 



Awareness to conversion..and beyond

• Feed the conversion funnel

• Move people down the 
engagement funnel

• Small budget - focus on 
conversion and loyalty

• Bigger budget - expand to 
larger acquisition pools 



Use video to drive engagement 

• Great for prospecting/engagement

• Add captions- around 80% of videos in social 
feeds are watched with the sound off

• Mobile-friendly formats 

• Social video generates 1200% more shares
than text and images combined 



Organic integration

• Schedule organic posts - aim is to get people to 
‘click’ (share, like, comment, signup etc)

• Share stories-

• Use your ambassadors/influencers 

• With Confined 11 virtual exhibition short 
videos of the artists stories were shared 
organically 



Organic integration

• Incorporate message/image learnings from paid 
campaign 

• Keep fans updated - launch details, how much 
money raised

• Ask questions - answers can help shape content

• Allocate media budget to boost successful posts



4. Power of remarketing



Remarketing in Facebook

Who to remarket to?

• Engagement with page and posts
(ie liking, sharing, clicking posts)

• Watching videos (ie watching for 
more than 3 seconds, >75%)

• Visiting the website



Example: Pedal4Kids

• This video generated 18K video 
views - providing 18K ‘engaged’ 
people remarket to with more 
event focused optimised ads

• Remarketing audience then has the 
lowest cost per rego

Don’t treat all pieces of digital 
content as ‘equal’ - they have 
different purposes



Remarketing in Facebook

• Remarketing campaigns will 
often have the lowest cost 
per rego/purchase

• Add different ‘pointy’ static 
ads to remarket to

• Ensure you are maximising 
budget/ frequencyExample: Torch’s current ‘Future Dreaming’ virtual 

exhibition

Generally remarketing campaigns will have the lowest cost 
per registration - however you need to have properly ‘fed 
the funnel’ 



5. Maximise moments



Throttle spend to maximise moments

Launch and last few days are key

Getting rego’s/donations early is key -
help optimise the rest of the campaign

Button/call to action updated over the 
campaign

Learn more (early in campaign) Last week urgency and 
shop now button



Urgency is key

• Usually income and spike in rego’s for 
events will come in the last week

• FOMO is real - if there are limited 
capacity,  spots left, only a few days to 
go, last chance to win a prize etc -
PROMOTE IT!

Don’t spend equal amounts across the campaign. Not all 
moments are equal!  



6. Hack the algorithm



Stop the scroll!

• Use automated headline testing option in 
FB

• Test design overlay - let the results speak 
for themselves

• Use video

• Test copy length - short vs longer copy



Example: SCHF ‘Lights for Kids’ 

fundraising event

• Image of house decorated. L4K logo with 
white background performed the best vs 
no logo or without the white box

• Wasn’t pretty but it worked!

• Had the lowest cost per rego

To stop the scroll you need to 
stand out!



Lookalike audiences

• Test specific custom audiences to build 
lookalike audiences

• Test lookalike audiences from ‘behaviour 
events’ - ie engaged with page

• Test adding interest filters for larger 
lookalike audiences (ie above 2%)



Test, Test, Test

• Test image sizes (usually square does 
better)

• Test different ways to sign up (ie lead ad 
vs sign up page)

• Ensure FB optimising for the best goal (ie 
optimise for purchases, registrations, sign 
up etc) 



Wrap up

1. Audience profiling

2. Message development

3. Feed the Funnel

4. Power of Remarketing

5. Maximise moments

6. Hack the algorithm



Lets chat!

W: bigfootfundraising.com.au

E: jeremy@bigfootfundraising.com.au

P: 0410 371 321

@_jdbennett

@jessedbennett

mailto:jeremy@bigfootfundraising.com.au


Questions?


