
Getting your Digital Engine Room
in order: Meta, Google and Email
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1. What is the ‘digital 
engine room’?

2. How should I be using 
Meta?

3. Is Google still good?
4. And what about Email?
5. What next?

Today
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Keep an eye out for FREEBIES in approx. 25 mins…

© Hynt and Scope 2025© hynt. 2025



© hynt. 2025

What is the
‘digital engine room’?
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The trifecta of platforms that we call the
“digital engine room”

Meta (Facebook/Instagram)

The social and emotional 
connection point. Drives awareness 

and consideration based on 
interests and behavior.

Google (Search/YouTube)

The intent and information 
gathering point. Capture demand 

when customers are actively 
searching for a solution.

Email

The direct and retention-focused 
communication point. Build 

long-term relationships and drive 
repeat action and loyalty.
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You know these three parts of the funnel?
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And how we measure each part of the funnel?
Reach
Video views
Traffic
Brand recall

Post engagement
Landing page views
Lead Generation

Donations
Purchases
Registrations
Pledges
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What does the engine room mean to you?

Focus on building your basic 
digital infrastructure for digital 

comms and fundraising.

Put your audience at the centre 
of what you do.

Build a sustainable foundation 
for future growth.

GET THE ‘ENGINE ROOM’ IN ORDER

Phase 1

Look for new opportunities with 
your existing audiences.

Look for new audiences, and 
develop products to serve 

them.

Explore new models for driving 
action and income.

SCALE OUTWARDS:
NEW PRODUCTS, NEW CHANNELS

Phase 3Phase 2

SCALE UPWARDS:
OPTIMISE WHAT WORKS

Scale what works, by sending 
even more email, running 

event more hand-raisers, and 
scaling the products that work.

Find more vendors or suppliers 
to serve the same audiences 

that you know are ready to 
support your work.
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How should I be using Meta?
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You know these three parts of the funnel?

❌



Awareness: Tell engaging stories
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Copy this style using case study stories, 
especially with video, to create 

remarketing audiences

Humans of New York are an iconic 
example of human-led storytelling 

on Meta



Consideration: Lead Generation is like a great 
first date with your new supporter
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No idea who  
you are or  
what you  
stand for

Actively  
engaged in  

your mission
Supporting  

you financially

Lead generation 
come in here

>>
>>

>



Moving quickly and efficiently, respond to news 
as it breaks

© Hynt 2025© Hynt 2025



Drive low cost leads on topical news, by speaking 
to the actual headlines
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£0.68 / €0.81
CPL



You can take timely action, AND drive income
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£0.37 / €0.44 CPL 0.57% RR to Gift
0.57 ROAS



Meta is all about what motivates your audience
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Is Google still good?



Google

● This is reactive marketing
● We meet users based on what they are 

doing (searching specific keywords
or questions)

● Users have high intent, so the message 
must be fast, relevant, and get to the point
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Social Connection vs Active Search

Meta (Facebook/Instagram)

● This is interruptive marketing
● We reach users based on who they are 

(demographics, hobbies, interests)
● Users aren't actively looking for us, so the 

message must be visually engaging and 
emotionally resonant to stop the scroll
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You know these three parts of the funnel?

❓
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Have you heard of Performance Max?
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Have you heard of Performance Max?
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And what about Email?
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You know these three parts of the funnel?



Email

● You own this channel!
● It’s our own direct channel to supporters
● It provides the highest Return on 

Investment (ROI) because it targets warm 
leads and existing audiences

● We’re able to nurture relationships, provide 
exclusive content, and drive repeat actions
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Bringing it all together with Email



We need to fill our email programmes with a 
mix of low- and high-barrier asks
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Low barrier High barrier

Top 5 facts/tips

Share on social

Watch a video

Take an action

Quiz

Feedback/impact

Survey

Create a facebook 
fundraiser

Cash gift Regular gift



Don’t

❌
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✅

Do
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Nest your ask behind a lower-barrier, more 
engaging and more human ask
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Nest your ask behind a lower-barrier, more 
engaging and more human ask
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What next?
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FREE BUDGET
PROJECTIONS SHEET!
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We’ve got the benchmarks to help you get the 
investment you need to build your engine room:
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We’ve got the benchmarks to help you get the 
investment you need to build your engine room:

Input your budget and campaign timings, and get 
a rough projection of lead generation, donor 
recruitment and income through digital retention!!
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We’ve got the benchmarks to help you get the 
investment you need to build your engine room:

Input your budget and campaign timings, and get 
a rough projection of lead generation, donor 
recruitment and income through digital retention!!
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Build your digital fundraising skills, products and 
more with some free resources… 

Or get in touch:
hello@hynt.studio


