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Few new donors
Small average donations
Decreasing revenue
Loss of recurring gifts

Contact us to set up a  
fundraising checkup today! 

   Y O U  W I L L  E X P E R I E N C E : 
•	 New and engaged donors
•	 Rising revenue stream
•	 Healthy donor retention

Time for a healthy dose of
Digital Donor Acquisition!  

Do you experience 
these fundraising  
symptoms? 
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4 Captivate

As a fundraising and marketing professional, you are expected to track an untold  
   number of performance metrics. However, one often-overlooked metric in KPI (key 

performance indicator) reports could unlock a wealth of insight into how your campaigns 
perform.

What metric is it? Page conversion rate.

While metrics such as return-on-investment (ROI) and cost-per-donor (CPD) receive most 
of the attention in reporting, you want a clear picture of your donation pages’ conversion 
rates. This can then quickly help you identify opportunities for improvement in your fund-
raising campaigns and pinpoint potential issues in performance.

M A X I M I Z E  Y O U R  I M P A C T : 

WHY LANDING PAGE  
CONVERSION RATES MATTER
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M A X I M I Z E  Y O U R  I M P A C T : 

WHY LANDING PAGE  
CONVERSION RATES MATTER

INSIGHTS FROM YOUR PAGE 
CONVERSION RATE
To calculate the conversion rate of 
a landing page, take the number of 
visitors to that page who take the 
desired action (donate, complete 
form, etc.), and divide that by the 
total number of visitors to the page. 
This simple metric, at its core, re-
veals the efficiency and appeal of 
your donation page.

While only one metric among 
many, the conversion rate of your 
landing page offers a wealth of in-
sight that will guide improvements 
and strategy adjustments for your 
campaign. A lower-than-expected 
page conversion rate signals a need 
for campaign optimization.

What might be the problem? Let us 
take a deeper look.

Poor User Experience: Your landing 
page may suffer from technical is-
sues such as a clunky or problemat-
ic donation form or even slow page 
speeds. Test your donation forms 
through the eyes of a visitor and see 
what roadblocks may be preventing 
conversions. You also need to ensure 
your landing page is mobile-friend-
ly. While the majority of online 
donations still occur on desktop 
devices, mobile giving continues to 
increase each year.

Disconnect in Campaign Messaging: 
One common issue often leads to 
poor page conversion: a disconnect 
in messaging between the source of 
the page traffic (such as a campaign 

email or Facebook ad) and the copy and images present 
on the landing page. It is vital that the messaging on 
the landing page reinforces the messaging that drove 
the traffic to the page.

Weak Call to Action: When users arrive at your land-
ing page, can they easily determine what you want 
them to do? Ensure that your call to action is crystal 
clear—whether to make a donation or sign a pledge or 
petition. Leadership expert John Maxwell says, “Great 
communicators leave their audiences with great clari-
ty.” This same principle applies to great fundraisers!

Distraction Overload: A landing page that experiences 
a low conversion rate may suffer from too many dis-
tractions and exit points. Look for opportunities to 
streamline your landing pages: remove items such as 
navigation links on your page header and footer, as 
well as additional site links within your content. Re-
member, the goal of your landing page is to drive users 
toward a laser-focused action: make a donation or com-
plete a form.

When they understand and measure page conversion 
rates, fundraising pros can unlock new levels of effec-
tiveness in their campaigns, ensuring that every visitor 
to their donation page has the highest chance of becom-
ing a donor. ■

Andy Walker
Director of Integrated Communications 
at Infinity Concepts

With over a decade of specialized experience in digital 
and social media marketing as well as fundraising, Andy 
loves helping people remove the stress and hassle of 
marketing their organization.

M A X I M I Z E  Y O U R  I M P A C T
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5 FUNDRAISING
BAD HABITS

Break these
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Every nonprofit harbors a few bad habits. Some 
you started unintentionally, others emerged 

out of bad thinking, and a few others truly proved 
to be good ideas long ago but simply did not age 
well. If you can identify and stop just some of your 
bad habits, you might find new momentum and en-
ergy to propel you to the next level. Consider these 
common bad habits:

1. USE ONLY DIGITAL RECEIPTS
You can easily set up automatic email receipts and 
then forget about them. They generally fulfill an 
organization’s obligation to receipt donors for tax 
purposes, yet they can feel cold and one-dimen-
sional. Instead, you might more warmly thank a 

donor with a prompt paper receipt and accompa-
nying letter. This approach builds relationship, of-
ten results in follow-up giving, and expands your 
communication beyond just the digital realm.

I M P R O V E  Y O U R  F U N D R A I S I N G 

By George Konetes

2. SEND TO EVERYONE ON YOUR EMAIL 
LIST
It may have taken you years to build up a 
sizable email list, so why not send every 
message to everyone? Remember: a healthy 
email list is more important than a large 
one. If two-thirds of your list is dead, this 
will lower your deliverability rate over-
all. So, regularly clean your list. This will 
serve to increase engagement rates and also 
improve your list’s view in the eyes of the 
email service providers, which control if/
when your emails make it to inboxes. With 
too many unengaged users, your list might 
get flagged, which could send many or all 
of your emails to people’s spam folders. Re-
covering from this can take a lot of work 
and time. It is best to keep your list healthy 
and active at all times.

3. HOLD ONTO DATED BRAND STAN-
DARDS
Branding is important; in fact, it is criti-
cal. But a good brand decision 20 years 
ago may be a bad one today. Your policies 
and guidelines need to adapt to changes in 
style and technology. You must be true to 
yourself, but you must also stand out visu-
ally in a crowded marketplace. Periodically 
examine your brand standards and consid-
er updates. You need to capture eyes to ob-
tain the opportunity to win hearts.

I F  Y O U  C A N  I D E N T I F Y 
A N D  S T O P  J U S T  S O M E 
O F  Y O U R  B A D  H A B I T S , 
Y O U  M I G H T  F I N D  N E W 
M O M E N T U M  A N D  E N E R G Y 
T O  P R O P E L  Y O U  T O  T H E 
N E X T  L E V E L . 



4. ASSUME A GOOD MISSION IS ENOUGH
If you build it, they will come, right? Actually, no, not usu-
ally. You need to win people’s hearts if you want them to 
come (and support your ministry). Letting them know you 
are there and that your mission is good will not go as far as 
you might hope. To engage potential donors, you must con-
nect to their deepest passions, values, or priorities. Every-
thing you do needs to be strategically coordinated in order 
to make and reinforce that connection. Information alone 
is not enough; you must win people’s hearts.

5. FIND YOURSELF TOO BUSY TO INNOVATE
It is easy to get trapped in the hustle and bustle of current 
priorities and not try new things. But consider how your 
donors’ priorities and perspectives are always changing over 
time. So carve out and dedicate bandwidth and resources 
to try new things. Some will fail, but some will become the 
future. Does your organization need a podcast, a YouTube 
channel, a newsletter, a tour for donors, or a television pres-
ence? Should you sponsor an event or partner with an in-
fluencer? The answer is certainly no for some or most of 
these ideas, but how will you know unless you regularly test 
something new?

Work to ditch bad habits that might hold you back, and see 
if new energy and new ideas might propel you forward! ■

B R E A K  T H E S E  5  F U N D R A I S I N G  H A B I T S

George Konetes
Director of Client Success  
at Infinity Concepts

With a PhD in communications media and instructional 
technology, George intuitively grasps how to use media to 
impact audience behavior. Guided by data-driven insights, 
he specializes in implementing strategic plans that produce 
desired outcomes, with a focus on both efficiency and efficacy. 
He also oversees the client success department to ensure 
strategic implementation and successful results for all clients.

Amplifying Your Voice!

We are experts 
in storytelling 

Let us. . .
•	•	 Launch your bookLaunch your book
•	•	 Establish your expertise Establish your expertise 
•	•	 Share your impact with the worldShare your impact with the world

Call today for a 

FREE PR 
CONSULTATION

InfinityConcepts.com | 724.733.1200

CRAFTING  
YOUR STORY

http://InfinityConcepts.com


We have all done it: looked at a creative piece designed for our orga-
nization and said something like, “I just do not like that shade of 

orange,” or, “I do not prefer that font,” or, “Really? Black text on a bright 
yellow sheet of paper—that is just plain ugly” (unless you are a Steelers fan 
… but I digress).

What we have done is allowed our own personal opinions to get in the 
way of efforts to create the best possible piece. “Me-search” instead of re-
search. That ugly, bright yellow paper with black text might grate against 
anyone’s design sensibilities, but studies show that yellow paper is one of 
the best ways to maximize response. Research, not me-search.

D O N ' T  L E T

"ME-SEARCH"
Drive Your Creative

9

By Jason Dreistadt

Strategic  Solutions for Success
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you consistently reinforce that brand for your 
audience. 

Remember, a brand’s identity is its most valuable 
asset and sets you apart from your competitors. 
Consistency in visual elements ensures that your 
brand is instantly identifiable. This does not 
mean that you must stick rigidly to the same 
designs; rather, you aim to maintain a cohesive 
look and feel that aligns with your brand’s core 
values and message.

This understanding also helps your team make 
informed decisions when they choose to diverge 
from the usual design patterns. If a particular 
campaign requires a different approach, famil-
iarity with your brand’s identity allows you to 
make adjustments, yet not lose the essence that 
defines your organization.

3. KEEP ABREAST OF ONGOING RESEARCH.
Look at what research tells you about direct 
mail, digital platforms, etc. Just because some-
thing was true 10, 20, or even five years ago, 
does not necessarily mean it will prove effective 
today.

Trends change, new technologies emerge, and 
consumer behaviors shift. Stay updated with 

Keep these three things in mind:

1. CREATIVE IS NOT ABOUT YOU.
Creative design is not about your own personal tastes 
and styles. Rather, this is about what is best for the 
creative piece. That does not mean that you should 
always go against your personal feelings. Sometimes, 
hopefully more often than not, your preferences and 
your brand’s will align. 

To be honest, we have produced many pieces in all 
our years that were not my favorite design, but they 
were effective. You must put aside personal prefer-
ence to recognize that design is not all about you. 
The most important factor is effectiveness. What 
will motivate the best response?

Consider the target audience. Their preferences, 
habits, and reactions matter most. A design that res-
onates with them will always outperform one that 
merely pleases your own aesthetic sensibilities. If 
your audience responds positively to bold, contrast-
ing colors but you are more of a pastel person, de-
spite your personal preference, you should embrace 
the bold in your designs.

2. KNOW YOUR BRAND.
When you know your brand essence and consistent-
ly communicate it through visuals, colors, fonts, etc., 



Mixing the Right 
Media Ingredients
So many options:
•	 Broadcast television
•	 Streaming
•	 Connected TV
•	 Radio
•	 Podcasts
•	 Online displays ads
•	 Direct mail
•	 Dedicated email
•	 Out-of-home marketing

Let Infinity Concepts cook up  
a winning media strategy for you! 

InfinityConcepts.com | 724.733.1200

Jason Dreistadt
VP | Chief Operations and Creative 
Officer at Infinity Concepts

Jason is best known for his passionate commitment to 
strategic thinking and creative innovation. He brings 
a broad spectrum of experience in branding, creative 
design, event planning, marketing, direct mail, and 
nonprofit management to his work at Infinity Concepts.

the latest research in this ever-evolving mar-
keting landscape so that you can adapt your 
strategies to ensure they remain relevant and 
effective.

This proves true for internal research as well. 
Continually test your constituency to learn 
what motivates them to engage. Your au-
dience’s preferences and behaviors provide 
valuable insights. Regular testing and feed-
back loops help you understand what works 
and what does not, so that you can continu-
ally refine your strategies.

Know what your organization is all about. 
Leave behind me-search and remain open 
to proven research. Keep reading. Keep 

up to date. Apply what you have learned to every new 
project. Filter that knowledge against your brand and 
continue to create great materials. And you will see 
your creative work soar to new heights. ■

A V O I D  C R E A T I V E  P I T F A L L S

http://InfinityConcepts.com
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member of the junior class, but after one winsome and memora-
ble 10-minute speech, I found myself en route to a ballot victory 
for class officer.

My later experience in a public relations class at Ohio University 
further confirmed that public speaking ranks up there as a dy-
namic form of influence. For that class, my teammates and I con-
ducted PR research on the Athens Food Co-Op. 

After we interviewed more than 100 people, we concluded that 
simply meeting someone from the co-op would greatly increase 
the chance that a person would visit the store.

Our topline recommendation? Schedule presentations at res-
idence halls and feature co-op food items. Nothing beats that 
in-person connection.

I’ve seen the same hold true ever since: one of the best ways to 
do public relations is to visit with the public and relate. Consid-
er these questions as you ponder a speaking tour for your CEO: 

M I S S I N G  S T O R Y

At its heart, public relations involves 
  sharing your brand’s story through 

earned and organic communication chan-
nels, whether an op-ed, radio or TV inter-
view, or social media.

But consider a very old-fashioned PR 
strategy, perhaps even forgotten by some. 
With this platform you gain the rapt and 
singular attention of stakeholders as your 
head honcho waxes expertly about what 
you do and how you do it.

If the public speaking engagement is not 
already a staple of your public relations 
endeavors, it may be time to turn on the 
microphone.

I first learned the power of public speak-
ing in high school. I was just another 

By Clem Boyd

PUBLIC
SPEAKER

The Power of the



M A S T E R  P U B L I C  S P E A K I N G

What are your leader’s areas of expertise?

Look for ways to get your spokesperson in 
places where he or she is the authority on a 
topic. Bring along collateral that points peo-
ple to your website and create a QR code—
placed at the beginning or end (or both) of the 
presentation—so the audience can pursue 
further insights on the subject matter.

Clem Boyd
Director of Public Relations 
at Infinity Concepts

Clem loves to share stories that lift the profile of 
organizations and garner more support for their great 
work. His career in media and public relations helps him 
connect the dots between a story that should be told 
and those who long to tell it. 

What kind of PR campaign might you gener-
ate around the speaking engagement? 

When you and your leadership commit to 
a public speaking schedule, you will create 
natural opportunities for PR campaigns. Send 
a press release before the speaking engage-
ment, invite reporters for a press conference 
prior to or following the event, and send out 
releases afterward. If you hosted a webinar, 
include the video link to a recording. 

Public speaking engagements are a great way to 
advance your brand, establish your expertise, and 
build warm relationships with your audience and 
the media. Make public speaking a part of your 
public relations strategy this year and beyond. ■
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Can you create speaking opportunities? 

If your organization wants to plan a new initia-
tive or roll out a new product or service, why 
not host a grand opening or a program where 
your spokesman can share the vision and 
accelerate interest.

How does your leader feel about public 
engagements? 

Not all leaders are equally excited to stand 
in front of a microphone. Persuade them to 
try. Offer to coach them through stage fright, 
share speechmaking tips, and cheer them on. 
Your CEO may not be the best fit for this role, 
so consider others in the C-suite too.

Where do you hope to speak? 

Before you schedule those engagements, be 
clear about what you hope to achieve, how 
these speaking engagements fit into your 
organization’s purpose, and the stakeholders 
you want to reach. Then identify trade confer-
ences, shows, or exhibitions that align.

Also, consider webinars. Webinars and virtual 
conferences are more prevalent today than 
ever. Granted, virtual does not create the 
same vibe as in person, but it can provide a 
way for CEOs and presidents to connect with 
audiences they hope to influence without add-
ing travel to a busy  schedule.
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For several years, in collaboration with Grey Matter Research, Infinity Concepts has delved 
into the heart of the evangelical Protestant community. The reason for these studies is 

straightforward: to better understand the people we serve in order to communicate more 
effectively. As specialists in Christian communication, particularly within the evangelical 
community, this research helps us refine our strategies and approach.

We have discovered that the evangelical community is far from a monolithic group. In fact, 
the diversity of opinion is quite significant. Additionally, in some cases, a concerning discon-
nect exists between belief and practice. In this article, I share a few insights. 

Understanding

EVANGELICALS

By Mark Dreistadt
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WHO ARE EVANGELICALS?
By definition, evangelicals are people who 
ascribe to all four of the following beliefs:

1. Biblical authority: The Bible is the 
ultimate guide and final authority for 
faith and daily life, inspired by God and 
without error. 

2. Christ’s sacrifice: Jesus Christ’s 
death on the cross is the sole sacrifice 
that removes the penalty of sin. 

3. Salvation through faith: Eternal sal-
vation is a free gift from God, available 
only to those who trust in Jesus Christ 
alone as their Savior. 

4. Evangelism: It is essential to en-
courage others to trust in Jesus Christ 
as their Savior.

While these beliefs form the bedrock of 
evangelical identity, the community itself 
encompasses a wide range of viewpoints 
and behaviors.

EVANGELICAL IDENTITY AND 
PERCEPTION
Our research uncovered some intriguing 
insights about how evangelicals perceive 
themselves and how they believe they are 
perceived by others.

Interestingly, only 27% of those holding 
evangelical beliefs describe themselves 
explicitly as "evangelical Christians."  
However, when directly asked if the term 
applies to them, 61% agreed, suggesting 
some ambivalence or misunderstanding 
about the label, and 37% admitted they 

did not fully understand what the term evan-
gelical means.

Despite the mixed personal identification, over 
half of the respondents view the term evangeli-
cal Christian positively, even if they do not use 
it themselves. However, 49% feel the media 
portrays evangelicals negatively, with only 18% 
believing the media holds a positive view.

Contrary to common media portrayals, evan-
gelicals primarily define themselves by specific 
beliefs (34%) or their focus on sharing faith 
(39%), while only 2% associate the term with 
politics. This underscores a significant discon-
nect between public perception and self-identi-
fication.

POLITICAL AND SPIRITUAL ENGAGEMENT
The evangelical community predominantly 
leans politically conservative, with 63% identi-
fying as such. Moderates and liberals constitute 
24% and 12%, respectively.

Political conservatism is more prevalent among 
Baptists, Assemblies of God, and nondenomi-
national church members, while moderates and 
liberals are often found in mainline denomina-
tions such as Methodist, Lutheran, Christian, 
or Episcopal.

Despite these political differences, spiritual en-
gagement does not vary significantly. Liberals, 
moderates, and conservatives engage with equal 
frequency in prayer, worship attendance, small 
group participation, Bible reading, and con-
sumption of  Christian media. 

E X P L O R E  E VA N G E L I C A L  V I E W S
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PUBLIC POLICY AND CHURCH INVOLVEMENT
A majority of evangelicals believe that their churches and 
church leaders should engage in public policy issues to some 
extent. While opinions differ about the type of involvement 
and the specific issues that should be addressed, several clearly 
rise to the top:

•  Public religious expression (82%)
•  Free speech/First Amendment rights (77%)
•  Abortion (75%)
•  Racism/racial justice (75%)
•  Parental rights in public schools (72%)
•  Antisemitism (71%)
•  Transgender issues (64%)
•  Criminal justice/sentencing reform (64%)
•  Election integrity (61%)
•  Donor privacy (60%)
•  Gun laws/Second Amendment (59%)

As you can see, more than half of the respondents feel their 
churches and church leaders should be somewhat or very in-
volved in all of these public policy issues.

FINANCIAL GIVING AND ENGAGEMENT
Financial giving among evangelicals shows a gap between belief 
and practice.

While the biblical concept of tithing is widely accepted, actual 
giving falls short. In the past 12 months, 78% of evangelicals 
gave money to their church or charity, but only 13% gave any-
thing close to a tithe. Conversely, 22% of evangelicals gave no 
money to church or charity in the last 12 months.

On average, evangelicals donate 4.5% of their income, with 
3.2% going to their church and 1.3% to other charities.

Evangelicals support an average of 2.5 organizations each 
month. However, 20% of evangelicals are monthly partners 
with at least one organization. The number of organizations 
supported rises to 4.4 for monthly partners.

Higher levels of spiritual engagement correlate with increased 
giving. Evangelicals who frequently read the Bible, attend 

church, participate in small groups, or 
study the Bible online tend to be more 
generous.

FAITH AND HEALTH
A significant proportion of evangeli-
cals believe that their faith and spiri-
tual practices positively impact phys-
ical and mental health. Between 74% 
and 82% agree that prayer, Bible read-
ing, and a strong Christian faith con-
tribute to better physical health.

However, there is a gap between belief 
and practice: 60% who believe in the 
mental health benefits of Bible read-
ing do not read it daily, and 26% do 
not read it even monthly. 

SPIRITUAL JOURNEY
The spiritual journey of today’s adult 
evangelical Protestants in the U.S. of-
ten begins early in life. Our research 
reveals that 72% of evangelicals em-
braced their beliefs before age 18, and 
half of them committed between the 
ages of 5 and 12. The average age of 
belief for adult evangelicals is 15, 
which underscores the significance of 
spiritual formation in childhood and 
adolescence.

Parents and churches play pivotal roles 
in shaping evangelical beliefs. For 28% 
of evangelicals, parents were the single 
strongest influence in their decision to 
follow Christ. Meanwhile, 16% credit 
a church as the primary influence.

Not all evangelicals recall a specific 
moment of conversion. While 46% 
can pinpoint a specific time when 
they decided to trust Christ, 37% say 
they were raised as Christians and 



Mark Dreistadt
Founder | President | CEO  
of Infinity Concepts

Mark has a long and distinguished history of transforming 
organizations through his strategic counsel, innovation, and 
blended approach to communication, branding, marketing, 
advertising, fundraising, and media. Mark is a dynamic 
communicator known for his clear and compelling style of 
presenting transformational insights and strategies.

do not remember a particular moment 
of decision. Another 16%—while not 
mentioning being raised as Chris-
tians—describe their journey to faith 
as a gradual process. This diversity in 
spiritual experiences reflects the varied 
paths people take in their faith journeys.

Nearly six out of ten evangelicals (57%) 
call their Christian faith the single 
most important aspect of their lives. 
However, among those who make this 
claim, just half show high levels of spiri-
tual engagement, such as regular prayer, 
worship attendance, and Bible reading.

CONCLUSION
The findings from our studies high-
light the complexities and diversities 
within the evangelical community. We 

see that even evangelical Christians who do not show high lev-
els of spiritual engagement still consider their faith important. 
Understanding this is crucial for effective communication and 
engagement. While shared beliefs unify evangelicals, their self- 
identification, political views, and personal practices reveal a 
tapestry of perspectives. When we recognize and address these 
differences, we can better serve and connect with this vibrant 
community. ■

E X P L O R E  E VA N G E L I C A L  V I E W S

YOU NEED A DYNAMITE  
DIRECT MAIL
PROGRAM! 

70% of donors feel more valued  
and connected with direct mail.
Let our experts formulate an 
explosive plan for you! 

InfinityConcepts.com | 724.733.1200

http://InfinityConcepts.com
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U N L E A S H  T H E

HERO WITHIN:

For all nonprofits, fundraising is a crucial part of the mission. But to successfully raise funds, you 
must connect with donors on a deeper level. That is where storytelling comes in.

When you tell a compelling story, you transport donors into the world of your cause, where they feel 
the impact of their contribution and realize how their support can make a difference.

To effectively incorporate storytelling into your fundraising efforts, first identify your key mes-
sages: your organization’s core mission and the specific goals of your fundraising campaign. Then, 
find stories that bring your mission and goals to life. Whether the stories feature a beneficiary, a 
volunteer, or a donor, make sure they resonate with your audience and inspire them to take action.

U N L E A S H  T H E  H E R O  W I T H I N

By Darrell Law

Make Donors the Stars of 
Your Fundraising Campaign
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U N L E A S H  T H E

HERO WITHIN:

U N L E A S H  T H E  H E R O  W I T H I N

journey and the impact of their contribution.

Share these stories across multiple channels, 
including your website, social media platforms, 
email newsletters, and even traditional media 
outlets. Use photos and videos to bring each story 
to life. In this way, you not only recognize and 
appreciate your donors, but also inspire others to 
follow in their footsteps.

LEVERAGE SOCIAL MEDIA TO SHOWCASE 
DONOR IMPACT
Start by sharing stories on social media of the 
people you have helped or the progress you have 
made. Use compelling visuals and short, snappy 
captions.

Meanwhile, always engage with your donors on 
social media. Respond to their comments and 

messages, and thank them publicly for their sup-
port.

Consider how you might also organize fundrais-
ing challenges or campaigns—this is where you 
encourage donors to share their experiences with 
your cause and invite their friends and family to 
donate. This not only increases your reach but also 
encourages a sense of community and collective 
impact.

Remember to track your social media metrics to 
measure the success of your efforts. Look at the 
number of shares, likes, and comments to see 
which posts resonate the most with your audience. 
Use this data to refine your social media strategy 
and maximize the impact of your donor-centered 
storytelling.

UNDERSTAND THE ROLE OF DONORS IN A 
FUNDRAISING CAMPAIGN
Donors are not just a source of funding, they are 
also advocates for your cause. With each donation, 
they trust your organization to use their money to 
make a difference. This powerful act of generosity 
should be recognized and celebrated.

Take time to get to know your donors. Learn their 
motivations for giving, their connection to your 
cause, and their expectations. Then tailor your 
fundraising efforts to meet their needs and commu-
nicate the impact of their contribution more effec-
tively.

CREATE A DONOR-CENTRIC FUNDRAISING 
STRATEGY
First, segment your donor base into different 
groups based on factors such as giving history, 
interests, and demographics. This will allow you 
to tailor your communications and fundraising 
appeals.

Next, consider the different touchpoints you have 
with your donors. From the moment they first 
interact with your organization, tell them about 
the impact of their contribution and additional 
opportunities for them to get involved.

Regularly update your donor data to ensure that 
your communications are targeted and relevant—
so you can address donors by their first name, ref-
erence their past donations or involvement, and 
note which communication channels they seem 
to prefer: email, text, direct mail, phone.

IDENTIFY AND HIGHLIGHT DONOR SUCCESS 
STORIES
Now, reach out to your donors and ask for their 
stories of passion and advocacy for your cause. Seek 
permission to share their story. Work with them to 
craft a compelling narrative that highlights their 

F I N D  S T O R I E S  T H A T  B R I N G 
Y O U R  M I S S I O N  A N D  G O A L S 
T O  L I F E .



Darrell Law
VP | Chief Growth Officer 
at Infinity Concepts

Darrell is a 20-year veteran leader of a multi-campus 
megachurch and international television and radio 
broadcast ministry. Darrell specializes in maximizing 
results out of limited resources. Whether developing 
fundraising strategies, creating donor retention 
programs, launching humanitarian outreaches on the 
other side of the world, or implementing marketing and 
assimilation strategies to grow a local church, Darrell’s 
passion is to help clients achieve their goals and fulfill 
their mission.

RECOGNIZE AND APPRECIATE DONORS
When donors feel valued and appreciated, they are 
more likely to continue supporting your cause and be-
come advocates for your organization.

Some common strategies include personalized thank-
you notes or emails, donor appreciation events, exclu-
sive benefits, featured recognition on your website or 
newsletter, or even naming a program or facility after 
a major donor.

Of course, some donors may prefer to remain anony-
mous, so take the time to understand their preferenc-
es and honor their wishes.

CONCLUSION
Remember, fundraising is not just about raising 
money; it is about making a difference. When you put 
your donors at the center of your campaign, you can 
unleash the hero within and create a lasting impact.

Transform Your Web Traffic 
into Leads with IDEX Pro
Identify and engage your visitors instantly

Capture crucial data like names and emails to build 
your list effortlessly

Optimize your development budget with 
personalized emails, direct mail, and more

Do not let another potential customer or donor slip 
away. Discover the IDEX Pro advantage today!

Our advanced technology helps organizations:

Visit www.idexpro.com  
for a FREE TRIAL. 

•  Identify anonymous website visitors
•  Boost engagement rates
•  Increase conversion rates
•  Transform one-time visits into lasting relationships

http://www.idexpro.com


In today’s competitive digital environment, a strategy 
to identify and convert website visitors into donors 
is essential for any organization. Research shows that 
over 70% of nonprofits face challenges with donor re-
tention, while 75% of donors rely on online resourc-
es for their charitable giving decisions. By combining 
website visitor identification with email marketing, or-
ganizations create personalized engagement strategies 
that optimize conversions—turning casual visitors 
into committed donors. Here is how this approach 
can drive meaningful results.

UNDERSTAND WEBSITE VISITOR IDENTIFICATION
Tools like IDEX Pro’s WebID Consumer surpass  
standard analytics by identifying individual visitors 
based on web browsing behaviors. These advanced 
tools track page visits, time spent on-site, downloads, 
and visitor demographics, offering critical insights 
into who visits your website and what interests them. 
This data provides the foundation for targeted engage-
ment strategies, allowing you to convert anonymous 
web traffic into identifiable leads.

With WebID Consumer, up to 40% of your website 
visitors become identifiable by name and email ad-
dress without requiring forms or logins. This capabili-
ty greatly enhances your ability to engage and nurture 
potential donors. 

THE ROLE OF EMAIL MARKETING
Email marketing remains a cornerstone of digital out-
reach, especially for converting visitors into donors. 
By sending targeted, personalized messages, organi-
zations nurture leads, foster engagement, and drive 
conversions. The success of this strategy relies on three 
key elements: segmentation, personalization, and au-
tomation.

ENHANCE CONVERSION THROUGH EMAIL  
MARKETING
Segmentation allows you to use data from visitor 
identification to create detailed segments based on be-
havior, demographics, and interests. Segmented cam-
paigns deliver highly relevant content that resonates 
with each segment’s unique preferences, leading to 
better conversion rates and cost savings. Through per-
sonalization, visitor identification merges with email 
marketing to create highly customized communica-
tions that align with recipients’ specific interests and 
behaviors. Personalized emails not only achieve higher 
transaction rates but also increase open rates, demon-
strating the effectiveness of tailored messaging. Mean-
while, automation plays a critical role by triggering 
automated email sequences based on visitor actions 
to guide prospects through customized conversion 
journeys. This method builds trust, fosters long-term 
relationships, and ensures timely and relevant commu-
nication that encourages donation actions.

By Haley Mollica

C O N V E R T
Web Traffic into 

DONOR GOLD
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INTEGRATION WITH SOCIAL MEDIA
To maximize reach and impact, it is essential for or-
ganizations to integrate their email marketing strate-
gies with a unified social media campaign. Platforms 
like IDEX Pro enable seamless integration with so-
cial media, ensuring that visitors receive a consistent 
and cohesive message from your organization across 
all channels. This synchronized approach not only 
saturates your audience with your brand’s message 
but also reinforces your call to action at every touch-
point, driving higher engagement. By leveraging so-
cial media, you amplify your message while creating 
opportunities for real-time interaction, deepening 
connections with your audience and significantly 
enhancing conversion rates.

KEY BENEFITS OF INTEGRATION
When visitor identification combines with email 
marketing and social media, it allows you to pro-
vide communications tailored to each visitor’s inter-
actions on your website and across platforms. This 
multi-channel approach enhances engagement and 
strengthens the connection between your organi-
zation and potential donors. Detailed visitor data 
supports precise segmentation, enabling highly tar-
geted campaigns that maximize marketing efficien-
cy and improve conversion rates. Automated email 
sequences guide prospects through carefully craft-
ed conversion paths, build trust, and increase the 
likelihood of converting visitors into donors. Addi-
tionally, emails and social media campaigns include 
dynamic content that adapts to each visitor’s inter-
actions, further personalizing the user experience 
and encouraging donations.

BEST PRACTICES FOR EFFECTIVE INTEGRATION
•	 Compliance with Regulations: Ensure trans-

parency about data collection and adhere to 
privacy regulations such as GDPR to build 
trust and protect your organization from le-
gal risks.

•	 Seamless Integration: Integrate visitor iden-
tification tools with your email marketing 

platform, CRM, and social media channels 
to create an automated and cohesive data 
flow, enhancing precise targeting and mar-
keting efficiency.

•	 Data-Driven Segmentation: Leverage visitor 
data to develop precise segments and target-
ed campaigns, driving significant revenue 
and optimizing resource allocation.

•	 Automation for Personalization: Implement 
automation to deliver personalized experi-
ences at scale, enabling responsive and in-
teractive communication that aligns with 
visitor actions.

•	 Continuous Optimization: Regularly eval-
uate campaign performance and visitor 
behavior to refine strategies through da-
ta-driven iteration and A/B testing, ensur-
ing continuous improvement and sustained 
success.

CONCLUSION
Integration of website visitor identification with 
email marketing and social media transforms how 
organizations engage with their audience. This ap-
proach enhances personalization, improves target-
ing, and fosters deeper connections that result in 
increased engagement and higher conversion rates. 
By embracing this method and adhering to best 
practices, organizations build lasting relationships 
and achieve sustainable growth in the digital realm.

Haley Mollica
Client Success Manager

Haley leads with enthusiasm and excellence in 
all she does. Her passion is to help ministries and 
organizations fulfill their God-given mission and 
vision. She has worked for a variety of large and small 
nonprofits and brings many years of marketing and 
database experience to Infinity Concepts. She holds 
an MBA in Business Management and bachelor’s 
degrees in marketing and human resources.

U N L O C K  Y O U R  W E B S I T E ’ S  P O T E N T I A L
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Captivate

InfinityConcepts.com | 724.733.1200

Visit InfinityConcepts.com to learn more  
and schedule your FREE consultation.

Clarity That Converts: 
We specialize in distilling your 
brand essence into a compelling 
narrative that captivates your 
audience and ensures your 
message resonates.

Faith-Based Expertise:  
With a deep understanding of the 
Christian community, we help you 
authentically connect and develop 
lasting relationships.

Full-Service Excellence:  
For  strategic planning, fundraising, 
digital marketing, media relations, 
and creative services, we are 
your one-stop destination for 
comprehensive brand solutions.

Proven Results:  
Our award-winning approach 
has generated unparalleled 
success for our clients. You can 
be our next success story!

W H Y  C H O O S E  I N F I N I T Y  C O N C E P T S ? 

Unlock Your 
Organization’s 
Potential with 
Infinity Concepts!
As a leading integrated brand communications 
agency, we collaborate with clients  
worldwide, providing
strategic solutions for success.

http://InfinityConcepts.com


GOOD DECISIONS
ARE NOT A ROLL  
OF THE DICE

Download your  
FREE copy now!
infinityconcepts.com/research

Opt for certainty with Infinity Concepts and Grey 
Matter Research. Dive into our latest reports, 
packed with precise data, current trends, and 
insightful research. Make decisions that matter. 

InfinityConcepts.com | 724.733.1200

http://infinityconcepts.com/research
http://InfinityConcepts.com

