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This resource was written and designed by Jean O’Brien of Digital 
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I’m a digital consultant and designer who has spent over 20 years 
working in digital, with 15 of those years in the non-profit sector. I 
founded Digital Charity Lab in 2014 to help build digital skills in 
progressive non-profits.

See more about my work at: jeanobrien.com

Get free and affordable resources for digital skills at: 
digitalcharitylab.org
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Paid digital now



● It’s now very difficult to get a good return through organic social alone
● Most of all, organic social is inconsistent - some posts will do well, some will 

do badly, and they’re hard to predict. You need channels that you can rely 
on to perform consistently. 

● Most non-profits need to use some paid channels in order to bring in a 
return

Choosing the right channels

● It’s best not to split small ad budgets across too many channels
● Pick the channels where you know can get a good return, and manage the 

ads yourself

Paid vs organic digital



Digital ads now

Channel About

Meta (Insta, 
Facebook, 
WhatsApp)

Best ad algorithm

Linkedin Good for high value 
prospects like 
corporate sponsors
Expensive

Twitter Broken, full of trolls

TikTok Good for young 
audience
But difficult to get 
users to stop 
scrolling and follow 
links

Social ads

Including About

Search
Display
Performance Max
Apps
YouTube

Charities 
getting good 
ROI on paid 
Google, 
according to 
benchmarks

Requires 
significant 
budgets, 
expertise, time

Explore the 
Google Grant 
free ad 
programme for 
charities

Google

Including About

Non-Google 
search

Microsoft Bing - 
good for older 
users

Programmatic 
ads

Systems that 
automate the 
buying and 
placing of your 
ads - for big 
budgets only

Other areas to 
explore if 
budgets are 
large

Influencer 
marketing, 
sponsored 
content, podcast 
ads

Other options

The digital ad landscape is enormous. This page outlines some of the more 
popular options for digital ads. My recommendation is that most organisations 
with low budgets should focus on Meta Ads and Google Grant Ads.

https://2023.mrbenchmarks.com/uk
https://2023.mrbenchmarks.com/uk


Google Grant Ads:
quick overview

What is the Google Grant?

● A grant for non-profits provided by Google, that includes free access to 
some Google Workspace tools, and up to $10k per month in free search ads

● It’s easy to acquire - nearly all charities qualify, and the application form 
isn’t difficult to complete

How should we use it?

● Google Grant Ads are great for ‘always on’ promotion of your brand - you 
can ensure that anyone searching for what you offer, will be easily able to 
find you

● Search audiences are usually a high quality audience: they have high intent 
and are very likely to convert

How do we get started?

● Apply for the Grant through Google for NonProfits, if you don’t already have 
it

● Allocate approximately 2-4 days time to 1) learn about how to use the 
platform and 2) set up some ‘always-on’ campaigns for your brand

● An online training course is available from Digital Charity Lab
● Once you have Google Grant Ads, you can gather data and make a case for 

running paid Google Ads too if necessary

Digital Charity Lab course on 
Google Grant Ads - with special 
discount: 
https://www.digitalcharitylab.org
/resources/our-online-courses/ 

https://www.google.com/nonprofits/
https://www.digitalcharitylab.org/resources/our-online-courses/
https://www.digitalcharitylab.org/resources/our-online-courses/


Zero-budget 
alternatives to ads



Zero-budget alternatives

● Facebook Groups currently get 
better reach and engagement 
than Pages. Groups require a lot 
of care and feeding - you need 
people to be posting in them 
very regularly in order to ensure 
they get enough engagement, 
and you need members as well 
as the organisation to be posting. 
It can be very difficult to build a 
group from scratch; where they 
work best is when people have a 
strong existing reason to want to 
be in touch. 

● Email - some free platforms 
available for small lists. Once your 
list starts to grow, it will require a 
budget, but email is still much 
cheaper than social media ads. 

● WhatsApp groups - test out 
broadcast channels and groups 
for organising activists or 
volunteers

● Google Grant Ads - free ad 
spend from Google, will just 
require a time investment to set 
up and monitor

If you don’t currently have a budget 
for ads, look at other activities that 
can be stopped to free up some 
money. If you’re boosting posts, for 
example, stop that and put the 
budget into proper ads instead. 

Aim for a budget of around €1,000 to 
run a lead ad campaign (see more in 
the section on lead ads). Once you can 
measure the performance of this 
campaign, you can make the case for 
more budget. 

If there is genuinely no budget and no 
chance of getting one, then review 
whether you can continue with 
certain channels at all. If you’re 
putting a lot of time into organic 
posting on Instagram which brings in 
no return, that’s a waste of resources 
and you can look at abandoning that 
channel entirely. 

No budget for ads?



Meta Ads 
strategy

The most effective 
digital ad platform, 
and how to use it



Quick glossary of terms
Term What it means

Objective Every time you set up a Meta campaign, you need to 
choose an objective. This tells Meta what kind of results 
you want from the campaign. 

Optimisation Improving the ad campaign once it’s gathered some 
data on performance. Meta can do this for you 
automatically, or you can do it manually by removing 
creative variations, adding more budget, etc. 

Conversion A conversion is when someone takes the action you 
want them to take from your ad. This could be buying a 
product, signing up for a newsletter, making a donation, 
or any other specific action you want people to do.

Leads A lead is when someone provides you with their contact 
details (such as email address, mobile number) so you 
can follow up with them. One of the best uses of Meta As 
is capturing leads so you can move people to email or 
SMS. 



The marketing funnel

Awareness Know you exist

}
Starting a 
relationship 
with you
Easier to get
Low value

Engagement Are interested in your offerings

Action Visit websites

}
Becoming 
customers / 
supporters
Harder to get
Much higher 
value

Conversion Sign up for emails, book events, 
donate, join

Ongoing 
support

Convert in multiple ways, stay 
loyal, recommend you to others

The most 
valuable of all

The marketing funnel shows the steps that people need to move through before 
they’re ready to support you. They need to be aware, and interested, and 
responsive to a call to action. The reason it’s a funnel shape, is because you lose 
people at every stage - only a small percentage of those who are aware of you, 
will go on to actively support you. 



Meta Ads can target people 
at all stages of the funnel

Meta has so much data, it knows which people are half way down the funnel, 
and is able to target them - and this is why Meta Ads are so powerful. 

● The reason Meta can do this is 
because of all the data that it 
holds on its users. 

● There’s decades worth of data 
from user behaviour on the 
Facebook, Instagram and 
WhatsApp apps

● And also data from the approx 
30% of websites across the 
internet that have the Meta Pixel

● The Meta Pixel is a code snippet 
that tracks user activity on 
websites, and feeds the 
information back to Meta

● Meta knows if people are reading 
about LGBT issues on news media 
sites, visiting LBGT campaign 
sites, buying Pride merchandise, 
etc.



The basics of Meta Ads

● You set up your ad campaign - defining your objective, audience, creative
● Meta finds the first 50 results
● Results will be whatever you set as the campaign objective: 

○ Conversions (purchases, donations)
○ Leads
○ Engagements
○ Video views

● It uses those to build a statistical model - i.e., it finds more people like the 
first 50

● Meta is very powerful and effective at doing this - the Meta Ad algorithm 
has been described as ‘the best media-buying agency in the world’

● Once a campaign has 50 ‘results’, it will be optimised, and find the best 
value cost per result

● Have you ever seen ‘learning limited’ on a campaign? When Meta can’t find 
the first 50, learning is limited

● Without the first 50 results, the ad campaign won’t perform as well 
● It’s much harder to get the first 50 results on a high-value ask like a 

donation, than on a low-value ask like a lead signup
● These basics apply to all types of Meta campaigns (leads, sales, donations, 

etc) and you need these strategic understanding in order to use the ad 
platform properly. 



Meta Ads strategy that 
works

3. Use broad targeting2. Set an adequate budget1. Choose the correct objective

6. Ad campaigns > boosted posts5. Allow adequate time4. Run creative split tests



1. Choosing the right 
objective

The very first thing you do when creating a Meta Ad campaign is choose your 
objective - what you want the ads to achieve. There are a lot of different 
objectives available. Some are strategic, many are not. 

Meta is very literal!  It’s a different way of thinking than we use on other channels 
and requires a bit of adjustment in our thinking and planning.  

For example, on other channels, we often put our call to action in a video and 
then try to get it seen by lots of people. If you ask Meta to get the video lots of 
views, it will do just that - find people who like watching videos.  If you want 
people to actually take the action, you’ll need to use a conversions objective.  The 
power of Meta Ads is that it will identify and find the people who will take action 
rather than just watch.

The objectives are really important, and easy to get wrong. If you don’t tell Meta 
the right strategy, it won’t find the right people.



1. Options for ad objectives

Objective group Options in this group Should you use them?

Awareness Reach 
Brand awareness
Video views

No - all these objectives are very vague and are about showing your ads to lots 
of people, not driving a real response

Traffic Link clicks
Landing page views
Calls

No - Meta is notorious for sending poor quality visitors in traffic campaigns. Only 
use call ads if you have a dedicated helpline or similar. 

Engagement Video views
Post engagement

Only recommended if you have a plan to follow up with the people who watch 
the video to the end, or engage with the post, with a second round of ads with a 
higher value ask. See the next page for more. 

Leads Instant forms Yes - great for moving people from Meta to email. See later in this guide for how 
to run a lead campaign.

App promotion App installs and events Only relevant if you have your own mobile app to promote

Sales Conversions
Catalogue sales

Yes, if you have a big budget to spend. Meta is really good at optimising ads to 
find the people who will actually buy or donate. The challenging part is that you 
will need a significant budget to optimise the campaign. 

A quick breakdown of the main ad objectives available to you in Meta, some of 
their relevant options, and whether or not you should use them in your 
campaigns. 



Recommended ad objectives

● Only use ‘top of funnel’ objectives (like engagement, video views) in 
multi-step campaigns

○ E.g. - run a video views campaign, then target people who watched 
video to the end with a conversion ask

● But when you’re short of time and budget, focus on more immediately 
measurable campaigns

● Lead campaigns are measurable and affordable to run
● If you have a bigger budget, you can look at running conversion ads to 

bring in donations and other income
● Unless you’re using engagement, video view ads as part of a funnel, or 

they’re delivering revenue - stop using them



2. Setting an adequate 
budget

Ad budget and objective are inextricably linked. You need 50 results for the 
campaign to optimise. The higher value the result is, the more it will cost to run 
the campaign.

How to calculate an ad budget

1. Estimate your cost per result. Use previous campaigns, data from other 
channels, or benchmarks to do this. 

2. Divide into two phases - testing, and ongoing campaign
3. Testing phase - you’ll need 50 results to optimise the campaign, and you’ll 

also want to test your creative, so budget for 50-100 results here
4. Ongoing phase - set a target for the results you want to achieve beyond the 

first 50, and calculate the cost of that. 
5. Add the two together. Remember that Meta charges VAT on its ads so that 

will also need to be calculated and included. 

Campaign Estimated cost per 
result

Testing phase Ongoing campaign Total budget

Lead objective
Target: 1,000 
petition signatures

You should be able to 
get leads for around 
€1.50 - €2, depending 
on what they’re being 
asked to sign up. Let’s 
estimate €2 for this 
example.

100 x €2 = €200

Aiming to get 100 leads 
here, and test the 
creative to find the best 
variants 

900 x €1.50 = €1,350

Using the best creative to 
get a lower cost per result, 
we’ll aim for 900 leads here 
to reach the target of 1k 
signups

€1,550 plus VAT

Sample ad budget calculation



3. Broad targeting
I recommend using broad targeting for your Meta Ad campaigns. Broader than 
you think. Much, much broader.

It’s a bit different to the way many of us are used to targeting on Meta: using 
highly specific targeting, such as ‘women aged 25-35 who like causes x, y and z, 
and live in x location’.   

Broad targeting feels counter-intutive, but it really works, because:

● Meta will find the right people
● a large audience doesn’t get exhausted as quickly, and you have more 

scope to run longer term campaigns

When you use a broad audience of (for example) 1 million people, it doesn’t 
mean that Meta will show your ads to a million people. It means that it will find 
the people most likely to respond within that group. 

How it works: Meta finds the first 50 conversions, and builds a statistical model 
based on them. It will use that model to find (e.g.) 50,000 people who are similar 
to the first 50. And then it will start showing that group your ads.

If you try to do the targeting to find those 50,000 people yourself, you’re 
extremely unlikely to be able to do it. You just don’t have the level of data and 
insight that Meta has.  

By having a broad audience, you give Meta scope to run statistically accurate 
tests.  And then you can run long term campaigns without exhausting the 
audience. 



4. Creative split testing
You need more creative variations than you think. Way more. Why? Because it’s 
really difficult to predict what will work. 

We use assumptions in our sector because we have to. Most platforms don’t 
allow much testing. You can’t do 50 versions of your ads on offline channels: 
direct mail, billboards, press ads, etc. But with Meta you can, and it will surprise 
you how many times our assumptions are wrong.

Some of the assumptions that I had - such as, people will respond most strongly 
to a picture of a human making direct eye contact - have been proved wrong in 
multiple tests on Meta. 

To do a genuinely useful test, don’t just pick one campaign identity, don’t test 
two minimally different campaign graphics. It means testing significantly 
different images, headlines, and copy. Always include a ‘wild card’ - something 
very different from your usual images.

See later in this guide for an example of a creative split test I’ve done, and the 
results that it brought in. 

Test at least 5 images, 5 headlines and 5 primary texts in each campaign. (See 
the next page for a guide to the creative elements of a Meta Ad.) You can use the 
dynamic creative ad format to combine all thes variations, and Meta will rotate 
them to test the best combinations. You can test 125 different ad combinations 
with one dynamic creative ad. 

Do this for every campaign. Different types of people respond to different types 
of images and different language. Test every time. 



4. Creative split testing: 
anatomy of a Meta Ad

The different elements that make up a Meta Ad - primary text, image and 
headline. When you use the dynamic creative ad format, it will test all of your 
variants in different combinations, and also adjust them for different placements 
(Instagram feed, Facebook feed, Instagram stories, etc)

Primary 
text

Image

Headline
Primary 

text

Image

The examples here show 
the same ad in different 
placements - the 
Facebook version 
includes the headline, 
the Instagram version 
does not. 



4. Creative split testing: 
top tips for Meta Ad 
creative

Images

While you should always test lots of 
image variations with your own 
audience each time, there’s a few 
things I’ve learned that are fairly 
reliable: 

● Use square images - they’re 
great for mobile

● Don’t add logos or branding to 
your images - it makes them look 
too ad-like. You don’t need them: 
your brand will appear above the 
ad in your Facebook / Instagram 
profile pic

● Phone photos work really well - 
something about an informal, 
unpolished image can stand out 
on the news feed. 

People are very used to over-produced 
advertisments, and I’ve found across 
multiple campaigns that authentic 
images can get better results.  Phone 
photos should still be clear and bright, 
and not cluttered.

Headline

● Your ad headline is an 
opportunity to add a strong call 
to action - such as:

○ Take action now
○ Stand up for change
○ Add your voice now

● Headlines need to be very short 
(3-6 words) as headlines get 
cropped in some ad placements

● Some ad placements will remove 
the headlines completely, so 
make sure you’re not dependent 
on the headline for the ad to 
make sense

Primary text

● Test different lengths - from a 
single short sentence, to a 
multi-paragraph case study story

● Received wisdom is that primary 
text should be short, but I’ve 
seen many longer stories work 
very well as ads. Always test.

● Test a primary text version where 
you use emojis to create a 
bulleted list - this can work very 
well across lots of different types 
of campaigns. Sample:  

Add your support to the call for a permanent 

ceasefire now!

  Our Government must use diplomacy to call for 

a ceasefire

🏥 Civilians and hospitals must be protected

🆘 A humanitarian corridor must stay safe and 

constantly open to allow aid

Do you agree? Sign and share the petition now!



4. Creative split testing: 
making testing work for 
you

If you take just one thing from this guide, it should be the importance of doing 
creative split testing. It doesn’t just make campaigns more successful, it also 
makes your work much easier. 

You don’t need to spend hours crafting the ‘perfect’ ad, or pay an agency big 
budgets to do it - they probably won’t get it right anyway. You just need to create 
some different variations and test. The dynamic creative format makes it easy, 
and Meta will allocate budget to the best performing ads.

And you’ll learn about what resonates with your audience. In campaigns where 
we’ve tested creative, we’ve taken the best-performing images and used them in 
other platforms too - landing pages, emails, posters.

Allow time for creative split testing in every campaign

● When you’re running a lead campaign, give at least 1-2 weeks at the start of 
the campaign to testing the creative.

● Once you work out what the best performing images and text are, you can 
create a new ad set with just those images and text, and run them for the 
remainder of the campaign.



4. Creative split testing: 
results of a split test

‘Breakdown’ in Meta Ads manager showing the performance of different images 
in a split test. The campaign objective was leads - people were asked to sign a 
Gaza ceasefire petition, and they were called afterwards and asked for a 
donation. Once Meta figures out the best performers, it automatically allocates 
more budget to them. The difference between the best and worst performers 
makes a massive difference to the overall performance of the campaign. 

Best performer for quantity

Best performer for cost



5. Allow adequate time
There are many things about Meta that are fast - content can go viral very 
quickly, and you can set up an ad in a matter of minutes. But your ad campaigns 
shouldn’t be rushed.  

Why?

Meta doesn’t like being put under pressure. It ultimately wants relevance for its 
users, and you are charged for ads based on how relevant and interesting your 
ads are to your audience.  If you give Meta more time, it will be able to find a 
more relevant audience. 

Remember the advice about the building blocks of a Meta Ad: Meta finds the 
first 50 conversions and then builds a statistical model based on this.  This is 
called the Learning Phase, and you need to give it time to work.  

● Short term campaigns will cost more per impression, and thus more per 
result.  

● Spread your budget over time.  I recommend a minimum 6 week timespan 
for Meta Ad campaigns - 2 weeks of testing, 4 weeks of running the best 
creative variations. 



6. Proper ad campaigns, 
not boosted posts

Many advertisers on Meta start out by boosting posts, as Meta makes it very easy 
to do this. But boosting posts is mostly a waste of money.

Why?

The objectives for boosted posts are much more limited than those for ads - you  
can only optimise for traffic or engagements. You also can’t target custom 
audiences. Proper ads are much more powerful and give you much more 
control. 

When boosted posts can work

The exception is when you already have a highly engaged audience. If you’re 
getting excellent reach and engagement through your organic posts (this is rare, 
unfortunately), then you should test some boosted posts - because you already 
have a warm audience who are likely to respond to them. Just make sure you’re 
using tracked links so you can measure exact return  on these posts. 

https://blog.hubspot.com/marketing/what-are-utm-tracking-codes-ht


Meta Lead Ads
How to run a lead ad 
campaign on Meta



All about lead ads

● Lead ads are a very effective ad format on Meta, that allow you to capture 
contact details directly on Facebook and Instagram

● Meta’s lead forms are very user-friendly and quick for people to fill in
● With a lead campaign, you can capture people’s contact information and 

move them to a platform where it’s easier and cheaper to contact them - 
such as email or SMS

● Email is excellent for cultivation and conversions
● Once you have contact details for a supporter, you have multiple 

opportunities to talk to them. You can develop a long term relationship, 
and get long term value from the campaign. 

● Lead campaigns will work with small budgets - you can run an effective 
lead campaign for around €1,000

Meta lead 
form



Technical requirements 

 Meta Ad with lead 
form

Email address 
passed through 
integration service

Subscriber added 
to list and emails 
triggered

● Create an ad campaign on 
Meta with a lead objective

● Create an ‘instant lead form’ 
on Meta and attach it to the 
ads

● People will be able to submit 
their email address directly on 
the Meta lead form

● Sign up at Zapier.com (from 
about €20 per month)

● Create a ‘zap’ that connects 
your Meta form to your email 
marketing platform

● Set up an email journey 
on your email marketing 
platform

● Set it to trigger when a 
new contact fills out the 
lead form



Best practice for lead forms
You’ll build your lead form inside Meta. They can have three or four stages, and 
you need to give care and attention to each. 

Step 1 - Intro Step 2 - Contact information

Short intro explaining what people are 
signing up for
Set the form to use the image from 
the ad - this way, the lead form will 
match the exact image they saw in 
the ad

Capture name and email. This info is 
auto-filled based on their Facebook / 
Instagram profile.
Top tip: it defaults to ‘Full Name’; 
change this to First Name and Last 
Name so you can personalise emails 
with First Name.

Step 3 - Opt in Step 4 - Confirmation screen

You can add GDPR text here and 
confirm that people are happy to 
subscribe. 

Place a thank you message here. 
There’s a call to action button where 
you can ask them to click on to 
something else. Give them a 
secondary action to take here, such as 
a sharing or donation ask. It’s a great 
opportunity to get them more 
involved while they’re very interested. 

Sample confirmation screen from a lead form



Every lead campaign needs a ‘lead magnet’ - an incentive for people to sign up. 
There are many different types of lead magnets, see the table below for some 
inspiration. 

Your lead magnet

Lead magnet Description Something

Online actions Petitions, open letters You can use a lead form to capture signatures for a petition or other online 
advocacy actions. It’s a great way to attract a new audience who care about a 
specific issue. 

Discount code Online coupon for an 
event or product

Offer an exclusive discount code on something you’re selling, such as event 
tickets or a product in an online shop

Toolkits An information pack or a 
toolkit

Offer some information that will help people to understand or take action on an 
issue. You can provide this as a PDF so that people can download it immediately 
and no postage or printing is required. 

Quiz Quiz, survey Ask for feedback or get people to test their knowledge on a particular issue. 
Meta’s lead forms allow you to add custom questions, just make sure to keep it 
quick and easy to fill out

Value exchange Offer free merch (sticker, 
tote bag) to get phone 
numbers for 
telemarketing

For bigger organisations - offer a free gift such as a branded tote bag or a 
sticker. Capture phone numbers on the lead form and use telemarketing to 
convert people to regular donors. 

● More ideas for lead magnets from HubSpot
● Value exchange campaigns on Meta

https://blog.hubspot.com/marketing/creating-lead-generation-offers-from-blogs
https://gyssagency.com/blog/get-5-regular-givers-every-day


Lead ad campaigns: 
ingredients & benefits

I appreciate this sounds like a lot! But there are many benefits:

● If you get a good cost per lead, the campaign can be run for a long time on a low 
daily budget, constantly bringing in new people to your mailing list

● The email journey can be used for other channels - e.g., for people who sign up 
through your website 

● Zapier is a really handy tool and can be used for other automations and 
timesavers once you’re signed up

Advice on how to structure a 
welcome email series from 
Active Campaign

Ad budget You’ll need to spend a decent amount to make a lead campaign deliver - min 
budget of €500. I would usually spend about €250 on testing, and the rest on 
an ongoing campaign.

Lead 
magnet

A concept that will make people want to sign up - such as a discount code, 
access to an exclusive piece of content, a download, a special offer. Google ‘lead 
magnets’ for ideas.

Ad creative Make sure to split test ad text and images - write 5 different ad copy versions 
and find up to 10 images. Split testing will help you get the best cost per lead, 
and it can often surprise you which photo works best. Use the ‘dynamic 
creative’ ad type to test different creative variants in one single ad. 

Lead form Create your lead form in Meta Business Suite - this form is where people will 
sign up by entering their data. Once it’s created you can attach it to your ads.

Integration 
to your 
email

You’ll need to connect your email platform to Meta, so data is passed over when 
people sign up. Zapier is a popular service for doing this, and has preset 
integrations and tutorials that you can use. It charges on a sliding scale 
depending on how much data you have. 

Automated 
email series

Set up an automated email journey on your email marketing platform so new 
subscribers from the leads get a message from you as soon as they sign up.

Ingredients required for a lead campaign

https://www.activecampaign.com/blog/welcome-email-series
https://www.activecampaign.com/blog/welcome-email-series
https://zapier.com/


Audience-building 
Meta Ad 
campaigns

Use Meta Ads to move 
people from interest to 
active support



● Remember the funnel? We can 
use Meta Ads to move people 
down the funnel, with multi-step 
campaigns

● Start by engaging them with 
impact stories that showcase 
your work

● Save the engaged audience 
using Meta’s Audiences tool

● When the audience grows, you 
can target them with asks

● This is a very effective way to use 
Meta for growth - it will bring in 
an entirely new audience

Use Meta Ads to move 
people from interest to 
action

Awareness

Engagement

Action

Conversion

Ongoing support



The process 

Post & promote impact stories

To build and save an 
engaged audience

Target that audience with asks 
through ads

AD AD AD

Step 2: custom audience

Use Meta’s Audience Tool to 
save everyone who engages 
with the stories on Facebook 
and Instagram

Step 3: target the custom audience

◉ Once the audience is a decent 
size, target them with asks

◉ Asks can be in ads or in posts

Step 1: stories

◉ Write impact stories 
using a 3-act structure

◉ Promote these stories 
as ads, with an 
engagement objective



● Tell stories using the classic story 
structure:

○ Problem
○ Solution 
○ Outcome

● Use one strong photograph per 
post, no branding

● Thank the audience in every 
story

● No asks or links, just stories 
● Give Meta over to impact stories - 

don’t post any other types of 
updates. Other updates will get 
poor engagement and this will 
affect the performance of your 
overall Meta strategy. 

● Aim for approx 1 story per week
● You’ll need a small ad budget to 

promote each story - e.g. €40

● Social media gives us an 
opportunity to showcase our 
work and reach people who are 
interested in supporting it. Just 
remember to communicate like 
a human, not like an 
organisation.

● Why? Remember why people go 
on social media. They’re not 
there to be marketed to! (It 
happens, but it’s not why they’re 
there!) 

● They go there to connect
● To keep in touch with friends, 

family, community
● To be inspired and entertained
● We’re in a great position - we 

actually have the inspiring stories

Creating your impact stories 

Always remember to 
communicate like a 
human, not like an 
organisation



Structuring your impact 
stories

Problem: 3 year old Tess struggles with her 
language, couldn’t express herself

Solution: Thanks to your support, 
Barnardos was able to help her

Outcome: She is finding her voice

Simple, striking photo, no 
logos or branding 

Structure your stories with a problem, solution, 
outcome. The power of this structure is that people 
instinctively understand it, and it demonstrates the 
impact of your work. And while the structure is the 
same each time, the details will always be different, 
leading to rich and engaging stories that all 
highlight the importance of your work. 

To learn more about this storytelling method, see 
this free webinar where I go through the method in 
detail: 
https://www.youtube.com/watch?v=UG02h2Yad2c 

https://www.youtube.com/watch?v=UG02h2Yad2c


Using impact stories to ask 
for support

Story with donation ask

Once you’ve built an engaged audience on Meta, you can also start putting asks 
into your stories. 



● Once you’ve built your engaged 
audience, you can target them 
with different types of asks, and 
see what they respond best to. 
You can test out: 

○ Donations
○ Campaign actions
○ Surveys
○ Volunteering

● And you have the option of 
using: 

○ Story posts with calls to 
action in links, promoted 
as ads

○ Ad campaigns 

● The Audiences tool in Meta 
allows you to create custom 
audiences based on interactions

● You can build an audience of 
everyone who engaged with 
Facebook and Instagram content

● Audiences are dynamic and 
grow as engagement grows

● These audiences be used in ad 
targeting

● You can also use them to create 
lookalike audiences - Meta will 
find more people with similar 
interests

Activating your engaged 
audience



Conversion ad campaigns

Conversion ad campaigns are designed to get people to take a specific action, 
like making a donation, or purchasing a ticket for an event. 

Resources required

As with all Meta Ad campaigns, you need resources to run a conversions 
campaign properly. You’ll need a really sizeable budget, because if you don’t 
spend enough to get the first 50 results, your campaign won’t optimise and you 
won’t get the best cost per conversion. Creative split testing is particularly 
important in conversion ads, as you can get very different costs per conversion 
from different ad creative. 

Conversions API

If you’re running a conversions campaign such as one promoting donations, 
you’ll need to set up proper tracking through the Conversions API. This connects 
Meta Ads to your organisation’s website or CRM, so that the conversions can be 
properly tracked. This is quite advanced use of Meta Ads and should only be 
done if you have strong technical expertise in your organisation, or the budget to 
bring in outside help. More about the Conversions API from Meta Ads expert Jon 
Loomer. 

Conversions ads require 
a fairly advanced use of 
the Meta Ads platform, 
and large budgets - if 
you’re with a small 
organisation, lead ads 
are a better place to 
start

https://www.jonloomer.com/glossary/conversions-api/


Political and social 
ads on Meta

Dealing with Meta’s 
rules and restrictions 
around political and 
social ads



Political and social ads on 
Meta

Getting set up to run political ads

Meta has strict rules about running 
political and social ads. In order to run 
ads on social topics, you’ll need to do 
the following:

❏ Get someone authorised to run 
political ads, by uploading their ID 
and confirming their identity. See 
here for instructions: 
https://www.facebook.com/business
/help/208949576550051?id=2887621
01909005 .  A person can only get 
authorised to run ads in the country 
they’re located in; if you want to run 
ads in multiple countries, you’ll 
need to get multiple people 
authorised. 

❏ Set up a disclaimer on your Meta 
Ads manager - this will appear 
alongside the ads confirming that 
your organisation has paid for them

❏ Ensure your Meta Business Suite is 
set up correctly - multiple admins, 
all using their real profiles (no fake 
second profiles), all assets such as 
pages and ad accounts attached. 
Breaching terms can get your 
organisation banned. 

There is a dedicated help centre for 
NGOs using Meta at:
https://www.facebook.com/govern
ment-nonprofits/help 

Get guidance on how to set up 
Meta accounts properly and avoid 
being suspended or banned: 
https://www.digitalcharitylab.org/pr
oduct/digital-account-manageme
nt-toolkit/ 

Troubleshooting

Our ads got disapproved

You can appeal the ads through Ads 
Manager. If that doesn’t work, submit a 
support request at 
https://www.facebook.com/business/he
lp/ 

If your ads keep getting disapproved, 
try using different wording. 

Our staff member needs to be 
anonymous and can’t upload IDs for 
authorisation

If you have any staff members or 
volunteers who need to protect their 
identity, they should not be added to 
your Meta assets - it’s not a safe 
platform for them to be on. Find 
someone who can upload an ID, or use 
different platforms that better protect 
anonymity.

https://www.facebook.com/business/help/208949576550051?id=288762101909005
https://www.facebook.com/business/help/208949576550051?id=288762101909005
https://www.facebook.com/business/help/208949576550051?id=288762101909005
https://www.facebook.com/government-nonprofits/help
https://www.facebook.com/government-nonprofits/help
https://www.digitalcharitylab.org/product/digital-account-management-toolkit/
https://www.digitalcharitylab.org/product/digital-account-management-toolkit/
https://www.digitalcharitylab.org/product/digital-account-management-toolkit/
https://www.facebook.com/business/help/
https://www.facebook.com/business/help/


Building skills in 
Meta Ads



Good sources for learning

● Digital Charity Lab has some 
introductory resources on Meta 
Ads strategy for charities

● Meta Ads expert Jon Loomer 
provides a lot of information 
about strategy and technical 
tricks on his website for free, as 
well as provided paid training 
and support

You’ll probably hear recommendations 
for Meta’s free ‘Blueprint training. This 
is ok for the technical side, but I do not 
recommend it for learning effective ad 
strategy. 

It’s really, really worth investing in 
learning how to run Meta Ads 
properly. It’s a highly effective 
channel and can get an excellent 
return for your organisation, with all 
kinds of goals like fundraising, 
campaigning and sharing 
information. By running the ads 
in-house, you’ll save a lot of agency 
costs. 

It is a complex platform though, and 
teams need support in running 
campaigns. 

Learning more about Meta 
Ads

https://www.digitalcharitylab.org/resources/podcast-facebook-ads-strategy/
https://www.digitalcharitylab.org/resources/podcast-facebook-ads-strategy/
https://www.jonloomer.com/


Thank you!
Questions / suggestions / feedback are all 
welcome: hello@digitalcharitylab.org
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