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HOUSEKEEPING 
• This webinar will be broadcast entirely through your computer. 

• We recommend that you turn your volume all the way up and close out any 
additional browser windows. 

• Please take a look at the widgets at the bottom of your screen. 

• The Q&A widget can be used throughout the call to ask the presenters 
questions.

Q&A Widget Resources
Session 
Content



The Tech Conference for a Better World
October 13–15

Your work matters in building a better world.
Join thousands of others working for positive change for 
three days of virtual best-practice sessions, inspiring 
keynote speakers, and nonstop networking that will 
help you take your organization further, faster. 

The Knowledge and Connections 
You Need for Next-Level Impact

Register for FREE at bbconference.com
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Marketing and Fundraising
A Pandemic-Era Case Study From the Los Angeles Regional Food Bank



Session Outline

1. Strategic Planning – Pre-Pandemic

2. Pandemic Response

3. Fundraising and Marketing Results

4. Going Forward
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1. Strategic Planning – Pre-pandemic



Strategic Decisions – Before the Pandemic
• Investment in human capital 
• Investment in technology
• Focus on Individual Giving
• Bring strategy, creative, and content for direct mail, e-appeals, digital ads, 

and social media in-house
• Develop more personalized content
• Increase content generations and creation
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Human Capital 
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Investment in Human Capital 
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2020 Fundraising Efficiency

Click to add text
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Technology

• Customer relationship management
– Upgraded from Raiser's Edge Classic to Raiser's Edge NXT (cloud based)
– Integrated Luminate Online and Raiser's Edge NXT

• Communications
– Slack Channel
– Zoom 
– Go to Webinar

• Project Management
– Trello

• Major Donors/Prospects
– Target Analytics Screening
– Formalize Prospect Tracking and Management Process

• Website User Experience Upgrades and SEO Inbound Marketing
– Donation page upgrades
– Upgraded Blog
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Upgraded from Raiser's Edge Classic to NXT (cloud based) and 
integrated with Luminate Online
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Communication Tools 



Los Angeles Regional  Food Bank /  18 /

Project Management with Trello
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Target Analytics
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Website and Donation Page Upgrades
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Invest in Inbound and Content Marketing
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2. Pandemic Response



Response
• Increased digital advertising budget to year end levels

• Covid-19 specific digital ads

• Increased communication
• Set up virtual updates for donors with the CEO/CDO
• Increase email communications
• Pandemic focused direct mail appeal sent within two weeks
• LAFoodBank.org/coronavirus information page launched

• Outreach to local and national media and responding promptly to all media 
requests

• Created LA Regional Food Bank pandemic relief stories, blogs and videos
• Responded immediately to all donor requests

• Added two major gift officers
• Continued to acknowledge gifts in a timely manner



Digital Advertising

• Immediately increased budget to year end levels
• Paid Social Media Marketing

– Facebook and Instagram
• Google Ads

– Digital Display
– SEM
– Google Grants
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Increased communication

Sent 111 E-
appeals/newsletters
in 2020 with 
average open rate 
18.9%

$231,681 = 8.3% response rate

LAFoodBank.org/coronavirus
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Social Media and Web Strategy

• Mirror imagery and stories that people are seeing on the news
– Goal: connect the news stories people are seeing to our organization, give 

them a CTA to help/donate
– Write stories for LAFoodBank.org/stories, syndicate on social media, 

amplify with Google Grants
– Use emergency response images and provide a CTA to donate in paid digital 

advertising (DA)
• A/B test on an ongoing basis and reallocate funds accordingly
• Shift between remarketing/retargeting and new donor acquisition 

based on DA metrics
• Keep followers updated with the latest information

– Instagram and Facebook live
– Video: showing what is happening behind the scenes
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Media Requests

• Responded to media inquiries immediately
– Help them get an interview, quote or 

appointment to gather stories ASAP
– Provide updated stats and example stories, 

give them additional ideas based on what is 
possible and what has been successful in 
the past

• Cultivate relationships with media by 
delivering for them on their requests
– Media relationship list grew from <10 major 

contacts to >100 major contacts, including 
many national organizations like CNN, 
MSNBC, ABC News, LA Times, New York 
Times, etc.
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Donor Requests

• Responded to donor inquiries by the end of the day
– Updates on status and Food Bank emergency response
– Wire instruction, W-9 and 501(c)3 documentation inquiries

• Added temporary database processing staff to ensure prompt processing and acknowledgment of 
gifts

• Set up Virtual updates for Individuals, Foundations and Corporations
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3. Marketing and Fundraising Results
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LA Regional Food Bank had its largest fundraising year in 
history raising $76,926,935 in 2020
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New Donors
The Food Bank acquired 62,738 new donors in 2020
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Number of Donors 
The Food Bank had 81,444 in 2020 - 390% increase YOY
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Revenue Streams



Los Angeles Regional  Food Bank /  34 /

Monthly Donors
$1,950,026 in 2020 – 5,216 Monthly Donors
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Major Donors

• 268 major donors (individuals) for a total $23.5MM
• Hired 2 new major gift officers
• Formalized Prospect Management and Tracking Process
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Social Media and Web Results

• 393% increase in SM impressions
• 60% increase in SM followers
• 159.02% increase in website users
• 202.26% increase in website pageviews
• 405% increase in blog traffic
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Media Results, 2020

• 1,030 television (756) and radio clips 
(274) including MSNBC, CNN, FOX News, 
multiple hits all LA Television stations 
(English and Spanish) and more.

• 9,815 articles and stories including LA 
Times, New York Times, AP, WSJ, CNN, 
Forbes, USA Today, Yahoo, Business 
Insider, New York Post, BuzzFeed, FOX 
News, the Washington Post, ESPN, 
Reuters, Vox, USA Today, AOL and many 
others.

• Total estimated advertising value 
equivalency (AVE) - TV, radio and 
articles: ~$200M

AVE From Articles: 2009 to 2020
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3. Going Forward



Strategies - Going Forward
• Invest in more human capital

• Major Gift Officers and Staff

• Content generation and storytelling
• Increased stewardship

• Continue to promote monthly giving program
• Invest in digital advertising/acquisition
• Conversion optimization

• A/B test donations pages
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4. Questions and Answers



Session 2: Bring It All Together
TODAY at 2pm ET

Session 3: Virtual Food Drives, Virtual Events and So 
Much More
July 22 at 12pm ET

Session 4: It’s all about the Data and Analytics
July 22 at 2pm ET

Session 5: Finding Mid-level and High Impact Gifts
July 23 at 12pm ET

Session 6: Nostradamus and The Virus
July 23 at 2pm ET

Session 1: Turn Single Donors Into Forever Donors
TODAY at 12pm ET



#FoodBankSummit
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thank
you!
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Appendix: Best Practices and Examples
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https://docs.google.com/drawings/d/1glRywzo9zZm3axUL4M6GhMQ
tdQtgBlN9Ey5KuNUPHbg/edit

Content Marketing Flywheel

https://docs.google.com/drawings/d/1glRywzo9zZm3axUL4M6GhMQtdQtgBlN9Ey5KuNUPHbg/edit
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The Modern Marketing and Communications

• Inbound Marketing
– Content Marketing

• Blog writing
• Gated content
• Video Marketing

– Search Engine Optimization (SEO)
– Organic Social Media Marketing

• Traditional Marketing
– Advertising
– Direct mail
– Email marketing

• Public Relations
– Earned media
– Media relations and cultivation
– Press releases



Los Angeles Regional  Food Bank /  47 /

Effective Email Strategies

• Grow your list
– Add volunteers
– Lead generation

• Email Frequency
– Before COVID-19: 2-4 e-appeals per month plus the enews, except for year-end
– During COVID-19: weekly communication

• Segmentation
– Different strategy for recent donors, high-dollar and low-dollar donors, disengaged, monthly, non-

donors
• Campaigns

– Emails follow the story arc of every other channel
• Quick Response

– Templates, drafts, stock photos to prepare
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Example: Storytelling with Video
• Keep it short.

• Production value isn’t 
everything (but it isn’t 
nothing).

• Reuse content:
• Emails and 

eNewsletters
• Social Media
• YouTube

• Reuse the story:
• Blog post (then 

connect it to Google 
Grants and SEO 
strategy)

• Mailings

• Have a strong CTA
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Influencer Marketing



• Truly integrated multi-channel 
campaigns include:
– Cultivation Mailing
– Digital Ads including Google and Facebook
– E-Appeals and E-Newsletters
– Organic Social Media
– Newsletters
– Peer-to-Peer



Example: College Hunger Campaign



Speaker Contact Information

ROGER CASTLE
RCASTLE@LAFOODBANK.ORG

AMY HASQUET
AHASQUET@LAFOODBANK.ORG

DAVID MAY
DMAY@LAFOODBANK.ORG
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