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Updates

- Coursera is here!
- Early recommendations:

a.) Social Impact Strategy: Tools for Entrepreneurs and Innovators by UPenn
b.) Prompt Engineering for ChatGPT by Vanderbilt University

- CodeBlu Troubles? Stay back after the Masterclass
- Bouncing an idea: Shared Resources? 



Topics Covered

- Donor Life Cycle 
- Ads 
- Social Media Outreach 
- Decoding YouTube Algorithms
- Decoding Viral Campaigns 
- Twitter Storms 
- Celebrity Outreach 
- Referral Campaigns



The purpose of any outreach



The entirety of donor life cycle





Ads: Cost vs Benefits

Costs: 

- Takes time to find your niche 
- Driven by tail
- High upfront investment

Benefits:

- Sophisticated targeting
- Large control over who can see your content
- Personalised experiences and journeys
- Detailed analytics
- Retargeting



Ads 



Ads: Best Practices 

- Leads vs Donations
- Delight > Ask
- Clear Call to Action
- Record interactions
- Test and Optimize



Social Media Outreach: Content

What Should you consider?

● Content Types
● How it is Distributed
● Best Practices (Hashtags, engagement, listening) 
● Social First 



Social Media Outreach: Content (FB)



Social Media Outreach: Content (Insta)



Social Media Outreach: Content (Twitter)



Social Media Outreach: Content (LinkedIn)



Social Media Outreach: The Algorithm



Social Media Outreach: Calendaring



Social Media Outreach: Calendar



Most Popular Content Type

- Facebook: Reels, Live Video
- Twitter: Trending Topic, Polls, Threads
- LinkedIn: Newsletters, Carousel Posts, Milestones
- Instagram: Reels, Photos
- YouTube: Shorts



Timing is Important
The best time to post on Facebook:

● From 12 to 1 PM on Saturday and Sunday 
● From 1 to 4 PM on Thursday and Friday 
● At 3 PM on Wednesdays

The best time to post on Twitter:

● 12 to 3 PM and 5 PM on Monday Through Fridays
● Noon and from 5 to 6 PM on Wednesdays

The best time to post on Instagram:

● Anytime besides 3 to 4 PM from Monday through Thursdays 
● Videos get more engagement after 9 PM

The best time to post on LinkedIN:

● 10:00 AM or 3:00 PM from Monday through Friday



Decoding YouTube Algorithm

➢ YouTube favors catchy thumbnails and titles
➢ Discovery > Search => Trending topics performs better
➢ Keywords are important (Tool: VidIQ) – Video has its own SEO optimization
➢ High watch time
➢ High engagement rate
➢ YouTube develops an internal view of your channel (hard to go off topic)
➢ Community posting works (ex- discord, reddit, etc)
➢ Focus on building awareness and interest via YouTube (recommended for 

later stages)
➢ Great for product driven NGOs (ex Khan Academy) and Human Rights NGOs



Decoding Viral Campaigns

http://www.youtube.com/watch?v=qqobbcK0R-o


Decoding Viral Campaigns

What is the most memorable viral (fundraising) campaign you remember?

What was unique about it?

Why did it click?



What works in one place may not work in another



What works in one place may not work in another



Virality Factors: Moment Marketing



Virality Factors: Creative Genius 

- 150 million views in 
3 weeks

- 70 countries
- 20 languages 



Virality Factors: Occasions 



Virality Factors: Celebs and Influencers



Virality Factors: Signature Campaigns

Examples: Wear it Pink, Movember, Red Nose Day

How:

- Clear and concise objective and instructions
- Test for will rather than skill
- Each person tags 3-5 people and then gives shout-outs
- Connect with cause
- 3-5 clicks
- Connect through hashtags
- It should to be fun and super simple
- Ideally, should become a yearly ritual



Twitter Storms
- Prepare a Toolkit 

a.) Details about dates and times
b.) Hashtag to be used
c.) Sample tweets and collaterals
d.) Details about campaign and instructions regarding tweets

- Create a community of 50-200 people
- Engage during the storm
- Boost morale by tracking hashtag metrics and sharing it with community
- Hit and trial



Celebrity Outreach

The Approach:

- Do your research (on history and engagement)
- Personalize ask
- Engage their management or PR team
- If it’s an event then tweets from multiple people
- Express gratitude
- Continuous relationship building



Referral Campaigns 101

- People won’t make referrals unless you ask
- Most people won’t make referrals (check again donor funnel stage)
- It need not be donations
- Ideally attempted a loyalty and advocacy stage
- Keep it within 2-3 steps
- Track referrals via UTM codes



Next Masterclass:

Improving Donor Discovery



Website: bsif.codeblue.io
Email: bsif@bhumi.ngo
Contact: +91 9070012536




