
How To captivate NGO 
supporters to achieve 
True ROI for appeals 
and campaigns



A bit about me 
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Chris Morris, Digital Lead, Christian Aid
E: cmorris@christian-aid.org
T: @ChriMor

mailto:cmorris@christian-aid.org
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• Christian Aid launches emergency 
appeals to respond quickly and 
effectively on the ground

• Appeals raise funds to provide 
essential supplies and long-term 
support to help communities rebuild 
and recover

Background to CA (and DEC) Emergency appeals

4



Getting to market
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Renewed focus
1. Building emotional connections
2. Providing tangible results
3. Engaging supporters through multiple channels
4. Leveraging partnerships
5. Responding to feedback
6. Focusing on impact
7. Getting quicker to market

6



Turkey / Syria Earthquake 
February 6th 2023

News announcement
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Search intent
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Emergency landing page live 
within 30 minutes with 
donation ask
Messaging and content ready 
for owned social media
Content from Syria within 24 
hours for use across channels
Email to all supporters on day 1

What we did
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Specific costings in the web ask 
to drive reassurance
Paid Search live – following DEC’s 
lead (we cant out bid them!)
Paid Social media campaign live
Email campaigns to all audiences
Ongoing content from the field 
telling supporters how their 
money is being spent
Display advertising 

Scaled up response – day 2
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£400,000 donations on first day
Highest ever average gift donation for 
an appeal (nearly £100) for duration of 
appeal
Total income just under £1.5m
2nd highest CA appeal (on day one)
3rd highest DEC appeal income

Results
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Following up / stewardship 
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• Latest updates from the field 
including the impact of 
second earthquake 

• Follow up email blasts to 
donators and non donators 
including video content test 
via email and paid social

• Daily review of data and 
analytics

• Test and learn approach to 
CRO



The right kind of content being 
rapidly sourced from the field (its 
tricky!)
More of a local face to the comms
Gathering and communicating 
content at each stage of the 
response
A renewed content gathering 
approach

What we can still improve on
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How Digital supports all campaigns

Digital Lead 
Chris Morris

Digital Marketing
Email, Search, PPC, 

display, paid social media

Digital Content / Organic 
social media

Product Owner Scrum teamProduct Development

Technical Lead

Full Stack Developer Digital Marketing 
Executive

Digital Marketing 
Manager

Email Marketing 
Executive

Front End Developer

Lead QA Tester/scrum 
master

Digital Content Editor 
(web UX/social)

Digital Analyst

Senior Digital Content 
Officer

Digital Support 
Coordinator



‘Digital First’ progress over 5 years
• CA digital has matured through COVID and 

beyond
• A clear, visible agile approach, digital strategy 

and roadmap that has influenced planning 
across fundraising dept.

• Delivered: 
• a new donation platform, 
• a virtual gift shop,
• bespoke digital fundraising products
• Digital envelope generated over 

£500k
As a result of growth and agile adoption, digital 
income has grown 400% in 3 years 15



Digital Transformation: our next steps
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Thankyou
Any questions?


