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act as a digital marketing expert with background in the non profit
space.

We will work together over this conversation to create a detailed
audience profile for a non profit.

| want to make sure that we touch on demographics, interests,
behavioiursw, channels for engagement and our core funnel for
donor development.

Whenever you answer me let's try to be succint, straight foward and
clear communication. aim for the best recommendation for the
questions we dicuss.

Before we proceed | want to share some about myself.

We are Rainy Lives, we are a non profit that provides rain jackets and
relief for victims of areas flooded globally.

We love to connect with local communities, we focus on building
hope for communities affected and we share a christian message
with a biblical world view.

Our work consists of two aspect one is donor acquisition and one is
on the ground efforts supporting families and children in need.

Our primary donor profile are individuals and our average donation is
$29.

Our goal for the next quarter is to reach 5000 new donors and
increase our email list by 30%. We currently have 100k emails on
that list. N2

Now that I've shared with you our goal, let's go ahead and create an
initial audience profile to reach our goal.
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Initial Audience Profile for Rainy Lives

Demographics:
Age: 30-60 years old
Gender: Slightly more female
Location: Primarily in developed countries (e.g., USA, Canada, UK)
Income Level: Middle to upper-middle class
Education Level: College-educated

Religious Affiliation: Christian or spiritually inclined individuals

Interests:
Humanitarian aid and disaster relief
Community service and volunteering
Christian missions and faith-based initiatives
Environmental and climate concerns

Philanthropy and charitable activities

Behaviors:

Regular donors to charitable causes

N
Active on social media platforms like Fac<oook and Instagram

Attend church or religious gatherings
Subscribe to newsletters from non-profits

Engage with content about global issues and community impact

Channels for Engagement:
Email Marketing: Leverage and grow the existing email list
Social Media: Targeted ads and engaging content on Facebook and Instagram
Church Partnerships: Collaborate with churches for outreach
Content Marketing: Share stories, blogs, and videos highlighting impact

Online Advertising: Use Google Ads and SEO to reach interested individuals

Core Funnel for Donor Development:
1. Awareness: Introduce Rainy Lives through social media and partnerships
2. Engagement: Share compelling stories and visuals to connect emotionally
. Conversion: Provide easy online donation options with clear calls-to-action
. Retention: Send personalized thank-you messages and updates on impact

. Advocacy: Encourage sharing within their networks to attract new donors
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can you build me 3 personas for this audience. | want to see detailed
demographics, and interests and what channels can | hit these
people.
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Persona 1: Sarah Thompson

« Demographics:

Age: 35

Gender: Female

Location: Dallas, Texas, USA

Occupation: Elementary School Teacher
Income Level: $55,000 annually

Education Level: Bachelor's Degree in Education
Family Status: Married with two children

Religious Affiliation: Active Christian

¢ Interests:

Participates in church activities and Bible study groups

Volunteers at local shelters and community centers

Follows parenting blogs and educational podcasts

Enjoys reading inspirational books and attending faith-based conferences

Interested in global humanitarian efforts and missionary work

+ Channels for Engagement:

Email Marketing: Regularly checks email newsletters from churches and non-profits

Social Media: Active on Facebook and Instagram, follows faith-based and charitable

pages

Church Partnerships: Attends weekly services where bulletin inserts or announcements

can reach her N2

Content Marketing: Reads blogs and watches videos about community impact and

volunteer opportunities

Local Events: Attends charity events and fundraisers in her community

Persona 2: Michael Rodriguez

« Demographics:

Age: 45

Gender: Male

Location: Toronto, Ontario, Canada

Occupation: Software Engineer

Income Level: $90,000 annually

Education Level: Master's Degree in Computer Science
Family Status: Single

Religious Affiliation: Moderately spiritual, open to faith-based initiatives

¢ Interests:

Passionate about technology and innovation
Supports environmental causes and disaster relief efforts
Enjoys hiking, photography, and blogging about nature

Donates to crowdfunding campaigns for global aid

Reads about global issues, sustain?i‘lity, and philanthropy

¢ Channels for Engagement:

Email Marketing: Subscribed to newsletters on tech and environmental topics
Social Media: Active on Twitter and LinkedIn, follows NGOs and tech influencers
Online Advertising: Responds to targeted ads on tech websites and forums
Podcasts/Webinars: Listens to discussions on global challenges and solutions

SEO/Search Engines: Searches for ways to contribute to humanitarian causes online

Persona 3: Emily Chen

« Demographics:

Age: 29

Gender: Female

Location: London, United Kingdom
Occupation: Marketing Manager

Income Level: £50,000 annually




« Education Level: Bachelor's Degree in Business Administration
« Family Status: Engaged
« Religious Affiliation: Spiritual but not religiously affiliated
¢ Interests:
Advocates for ethical fashion and sustainable living

Active in local charity marathons and fundraising events

. v .
Follows influencers who promote so..al justice and environmental causes

Enjoys yoga, wellness retreats, and mindfulness practices
« Interested in global cultures and frequently travels
+ Channels for Engagement:

« Social Media: Highly active on Instagram and Pinterest, engages with impactful

storytelling

Influencer Partnerships: Trusts recommendations from social media influencers
Email Marketing: Subscribed to newsletters on sustainability and global issues
Content Marketing: Reads articles and watches videos on making a positive impact

Mobile Apps: Uses apps focused on wellness, charity, and sustainable living

These personas help tailor your outreach strategies:

Sarah Thompson: Engage through faith-based channels, community events, and family-
oriented content.

Michael Rodriguez: Focus on online platforms, highlighting technological solutions to

humanitarian issues.
Emily Chen: Utilize visual storytelling on social media and collaborate with influencers to

reach her network.

By targeting these personas through their preferred channels, you can effectively reach and

engage potential donors aligned with Rainy Lives' mission.

¥
Help me brainstorm what a high converting email funnel would be for
new donors for our year-end campaign.
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High-Converting Email Funnel for New Donors - Year-End Campaign

1. Lead Generation Strategies

Social Media Ads: Run targeted ads on Facebook and Instagram focusing on the personas
(e.g., faith-based messaging for Sarah, environmental impact for Michael, and social justice

for Emily).

Content Offers: Create a compelling lead magnet, such as an inspirational e-book or a video

series about your relief efforts.

Partnerships: Collaborate with churches, community organizations, and influencers to

promote email sign-ups.
Website Pop-Ups: Implement exit-intent pop-ups offering exclusive content or updates in
exchange for email addresses.
2. Email Sequence Outline
+ Email 1: Welcome Message (Day 0)
* Subject Line: "Welcome to Rainy Lives — Together, We Bring Hope"

Content: Thank the subscriber, introduce your mission, and set expectations for future

emails.
« Call-to-Action (CTA): Encourage them to follow your social media channels.
Email 2: Impact Story (Day 2)
* Subject Line: "Meet Maria: A Story ¥ Resilience After the Flood"
« Content: Share a heartfelt story of someone you've helped, including visuals.
« CTA: Invite them to read more stories on your website.
Email 3: Our Mission and Faith (Day 4)
« Subject Line: "How Faith Drives Our Mission Forward"
« Content: Discuss your Christian values and how they inspire your work.
« CTA: Encourage them to share their own stories or prayers.
Email 4: Urgent Need Highlight (Day 6)
« Subject Line: "Floods in Southeast Asia — We Need Your Help"
« Content: Highlight a current crisis and the immediate need for support.
* CTA: Prompt them to donate to the emergency fund.
Email 5: Donation Appeal (Day 8)
« Subject Line: "Your $29 Can Change a Life Today"

* Content: Emphasize how a specific donation amount can make a tangible impact.




« CTA: Direct link to the donation page.
« Email 6: Matching Gift Opportunity (Day 10)
« Subject Line: "Double Your Impact - Limited-Time Matching Gift"
« Content: Announce a matching donation campaign to create urgency.
* CTA: Encourage immediate donations to maximize impact.
« Email 7: Last Chance Reminder (Day 12)
« Subject Line: "Only 24 Hours Left to Make a Difference"
« Content: Remind them of the campaign's end and the difference they can make.
¢ CTA: Final call to donate.
« Email 8: Thank You and Next Steps (Post-Donation)
* Subject Line: "Thank You for Your Generosity"
* Content: Express gratitude, provide a receipt, and share how their donation will be used.

« CTA: Invite them to join a monthly giving program or share the cause with friends.

3. Personalization and Segmentation

* Customize Content: Tailor emails based on interests (e.g., emphasize community impact for

Sarah, technological aspects of aid delivery for Michael, and social justice elements for Emily).

Use Personal Greetings: Address subscribers by name and reference how they joined your
list.

4. Compelling Content Elements

Emotional Storytelling: Use real-life stories and testimonials to build an emotional

connection.
Visuals: Include high-quality images and short videos to illustrate your work.

Clear and Urgent CTAs: Make donation buttons prominent and easy to click.

5. Technical Optimization
« Mobile Responsiveness: Ensure all emails are optimized for mobile devices.
Engaging Subject Lines: Keep them short, personalized, and action-oriented.

A/B Testing: Test different subject lines, send times, and email content to optimize

performance.

Email Frequency: Space out emails to avoid overwhelming subscribers while maintaining

engagement.
N2

6. Compliance and Best Practices
« Easy Unsubscribe: Provide a clear option to opt-out in every email.

Privacy Assurance: Include a link to your privacy policy and assure subscribers their data is

secure.

Legal Compliance: Adhere to CAN-SPAM, GDPR, and other relevant regulations.

7. Additional Engagement Strategies

+ Countdown Timers: Use timers in emails to highlight the urgency of the year-end campaign.
Social Sharing Buttons: Enable subscribers to share your emails on social media.
Donor Recognition: Offer to feature top donors (with permission) in future communications.

Survey Email: Ask for feedback or stories to increase engagement and make them feel

valued.

8. Monitoring and Analysis
Key Metrics: Track open rates, click-through rates, conversion rates, and unsubscribe rates.
Adjust Accordingly: Use data insights to refine your approach mid-campaign if necessary.
Goal Tracking: Monitor progress toward your goal of 5,000 new donors and adjust strategies
to meet targets.

9. Post-Campaign Follow-Up

* Impact Report: Send a summary of the campaign's success and how donations are being

used.

* Ongoing Communication: Keep new donors engaged with regular updates, not just appeals.

10. Encouraging Long-Term Engagement

« Monthly Giving Program: Introduce an option for recurring donations.

« Volunteer Opportunities: Offer ways to get involved beyond donating.

« Exclusive Content: Provide subscribers with insider updates or early access to new stories.
By implementing this structured and personalized email funnel, you'll guide new subscribers

through a journey that builds trust, demonstrates impact, and motivates them to contribute to

your mission.

given that we want to grow our reach online and engage with more
donors and the personas that you gave me.

What do you consider to be an ideal channel and frequency so that
we can hit our target and i can prioritize our energy and focus as a
team.
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Ideal Channels and Frequency to Reach Your Target Donors

Based on your goals, the personas provided, and the need to prioritize your team's efforts

effectively, here's a strategic approach to channels and frequency:

1. Prioritized Channels
a. Social Media Platforms
* Facebook and Instagram v
* Why: High engagement among Sarah and Emily; platforms support visual storytelling.

* Content Types: Impact stories, behind-the-scenes, urgent appeals, community

highlights.
¢ Twitter and LinkedIn
* Why: Key for reaching Michael, who is interested in technology and global issues.

« Content Types: Updates on technological innovations in relief efforts, thought leadership

articles, industry news.
* Pinterest

+ Why: Additional platform to engage Emily and others interested in visual content and

lifestyle topics.

« Content Types: Infographics, impactful images, links to blog posts.

b. Email Marketing

* Why: Direct communication channel; essential for nurturing leads and converting them into

donors.

* Focus: Personalized and segmented emails to increase engagement and conversion rates.

c. Church and Community Partnerships

« Why: Direct access to congregations aligns with Sarah's profile; amplifies reach through

trusted networks.

« Activities: Speaking engagements, bulletin inserts, collaborative events.

d. Influencer Collaborations

* Why: Influencers can effectively reach F\rily's demographic and expand your message
organically.

* Approach: Partner with micro-influencers who align with your mission and values.

e. Content Marketing and SEO
* Why: Attracts organic traffic; positions Rainy Lives as a thought leader.

« Content Types: Blog posts, videos, impact stories, and educational materials.

2. Recommended Frequency
a. Social Media Posting
* Facebook and Instagram
« Frequency: 5-7 posts per week.
« Stories/Reels: Utilize daily for Instagram Stories; 2-3 Reels per week.
o Twitter
« Frequency: 7-10 tweets per week.
« Engagement: Respond to mentions and engage in relevant conversations daily.
¢ LinkedIn
* Frequency: 2-3 posts per week.
« Content: Professional insights, partnership announcements, impact reports.
« Pinterest

* Frequency: 3-5 pins per week.

* Content: Link back to your website i’ blog to drive traffic.

b. Email Marketing
¢ Newsletter
« Frequency: Bi-weekly (every two weeks) or monthly.
« Content: Updates on projects, success stories, upcoming events.
¢ Year-End Campaign

« Frequency: As per the high-converting funnel—approximately 8 emails over a 12-day

period.

« Segmentation: Tailor messages based on donor interests and engagement levels.

c. Church and Community Engagement




¢ Outreach
* Frequency: Weekly contact during campaign periods.
« Materials: Provide ready-to-share content like flyers, announcement scripts, and digital
assets.
d. Influencer Collaborations
* Engagements
* Frequency: Aim for 2-4 collaborations per month leading up to the year-end.

« Types: Sponsored posts, live sessions, takeover days.

e. Content Creation
+ Blog Posts
« Frequency: 1-2 posts per week.

« SEO Optimized: Focus on keyworc | :lated to disaster relief, faith-based charity work,

etc.
* Videos
* Frequency: 1 video per week.

« Platforms: Share on YouTube, social media, and embed in emails.

3. Focus Areas to Prioritize Team's Energy

Top Priorities:
1. Social Media Engagement on Facebook and Instagram

« Rationale: Largest overlap with your target personas; high potential for engagement and
shareability.

« Action: Dedicate a team member or two to manage content creation, scheduling, and

community management.
2. Email Marketing Optimization
« Rationale: Direct line to your audience; crucial for conversions.

« Action: Enhance sign-up incentives, clean and segment your list, personalize

communications.
3. Content Creation (Stories and Visuals)
« Rationale: Compelling content drives engagement across all channels.
« Action: Invest in high-quality storytelling—both written and visual.
Secondary Priorities:
4. Influencer Partnerships v
« Rationale: Amplifies reach, particularly to younger demographics like Emily.
« Action: Identify and build relationships with influencers who share your values.
5. Church and Community Partnerships
« Rationale: Direct access to congregations; aligns with Sarah's profile.

« Action: Allocate resources to develop materials and coordinate with church leaders.

4. Rationale for Prioritization

Alignment with Personas: Channels selected are where your target donors spend their time

and are most receptive.

Resource Efficiency: Focusing on a few key channels ensures quality over quantity,

maximizing your team's impact.

Scalable Reach: Digital platforms allow for rapid scaling, essential for meeting your ambitious

goals.

Data-Driven Adjustments: Concentrated efforts make it easier to track performance and

pivot strategies as needed.

5. Additional Recommendations
a. Paid Advertising
* Social Media Ads ¢
Platforms: Facebook, Instagram, and LinkedIn.

Targeting: Use detailed targeting options to reach personas similar to Sarah, Michael,
and Emily.

Budget Allocation: Allocate a portion of your budget for boosting high-performing

organic posts.
* Google Ads

« Strategy: Utilize Google Ad Grants for nonprofits if eligible.




initiatives.
b. Analytics and Optimization
* Regular Reviews

* Frequency: Weekly check-ins on key metrics.

« Metrics to Monitor: Engagement rates, click-through rates, conversion rates, follower

growth.
+ A/B Testing

* What to Test: Subject lines, imagery, call-to-action buttons, posting times.

c. Team Allocation
* Roles
Content Creator(s): Focus on producing engaging content.
Social Media Manager: Handles posting schedules and community engagement.

Email Marketing Specialist: Manages list growth, segmentation, and campaign

execution. B

Partnership Coordinator: Develops and maintains relationships with churches and

influencers.

6. Summary

By concentrating your efforts on the channels most frequented by your target personas and

maintaining a consistent yet manageable frequency, you can:
Increase Visibility: Reach more potential donors where they are most active.

Enhance Engagement: Provide valuable and relevant content that resonates with your

audience.

Drive Conversions: Guide potential donors through the funnel effectively, leading to

increased donations.

* Meet Goals: Achieve your target of 5,000 new donors and a 30% increase in your email list.

Remember: Quality interactions often outweigh quantity. It's better to have meaningful
engagements on a few channels than to spread your team too thin across many platforms. Focus
on building relationships, telling compelling stories, and demonstrating the impact of donations to

inspire action.

help me put together a 2 week email content calendar strategy that
starts on novemb -~ 1st and touches on year end campaign. Take into
account that there s thanksgiving in there too.

| also need you to help me incorporate our old donors focused on
reactivation.

Please detail out different potential segments and output this as a
table format for me.
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2-Week Email Content Calendar Strategy (November 1st - November 14th)

Below is a detailed email content calendar tailored for different audience segments, focusing on
your year-end campaign and incorporating Thanksgiving. The strategy also includes reactivating
old donors.

Call-to-
Email Subject Audience Email Content Action
Line Segment Summary (CTA) Notes

"Kickstarting All Introduce the year- Donate Launch of the
Hope: Our Year- Subscribers end campaign, Now campaign; set the
End Mission highlighting goals tone for upcoming
Begins" and the impact of communications.

donations. Share a

compelling story

from the field.

"A Special Existing Express gratitude Double Encourage repeat
Message for Active ' past support. Your donations; introduce
Our Valued Donors Share updates on Impact matching gifts to
Supporters" how their incentivize giving.

contributions have

made a difference.

Introduce matching

gift opportunity.

"We Miss You: Acknowledge their Rejoin Us Reactivation effort;




Be Part of Our Donors past support. personalize to make
Mission Again" Update them on them feel valued
new initiatives and and missed.
invite them to rejoin
the mission. Offer a

small incentive.

"Meet John: A All Share an inspiring Read Strengthen

Story of Subscribers story of an More emotional

Resilience and individual or family Stories connection; drive

Hope" aided by Rainy traffic to the website
Lives. Use vivid for more stories.
imagery and

emotional appeal.

"Your Impact So Existing Provide updates on Continue Maintain

Far: A Mid- Active the campaign's Your engagement; show

Campaign Donors progress. Highlight Support transparency and

Update" successes and progress.
remaining

challenges.

"Exclusive: New Offer an inside look Get Engage new

Behind the Subscribers at your operations. Involved subscribers;

Scenes of Our Share videos or encourage first-time

Relief Efforts" photos from the donations or social
J Id to build trust media shares.

and connection.

"Join Us for a All Invite subscribers Register Promote

Special Subscribers to a live webinar or Now engagement

Thanksgiving virtual event through interactive

Webinar" discussing your content; collect
work and plans for additional contact

Thanksgiving. info via registration.

"Limited-Time Lapsed Offer a small Claim Incentivize
Offer: Free Gift Donors & branded gift (e.g., Your Gift donations; create
with Your New a rain jacket pin) as urgency with a
Donation" Subscribers an incentive for limited-time offer.
donations made
before

Thanksgiving.

"Thanksgiving All Emphasize the Donate Create urgency; tie
Countdown: 10 Subscribers approaching Today in the spirit of
BEVERNVELCE] holiday and the Thanksgiving with
Difference" opportunity to give charitable giving.
thanks by giving
back. Include a

countdown timer.

"Your Guide to All Provide tips on how Encourage user-
a Meaningful Subscribers to incorporate generated content;
Thanksgiving" gratitude and foster community
giving into and sharing.
Thanksgiving
celebrations.
Include stories and
quotes.

v

Segment Descriptions:

All Subscribers: Everyone on your email list, regardless of their donation history.
Existing Active Donors: Subscribers who have donated within the past year.
Lapsed Donors: Past donors who haven't donated in over a year.

New Subscribers: Individuals who have joined your email list in the past three months.

Strategy Highlights:

Personalization: Tailor content to each segment to increase relevance and engagement.

Storytelling: Use powerful narratives to illustrate the impact of donations.

Urgency and Incentives: Incorporate limited-time offers and matching gifts to encourage
prompt action.

Thanksgiving Integration: Align messages with the themes of gratitude and giving
associated with the holiday.

Reactivation of Lapsed Donors: Send targeted messages to re-engage past supporters,
reminding them of their previous impact.

Engagement Opportunities: Include interactive elements like webinars and encourage

sharing personal stories.

Additional Recommendations:

Email Design: Ensure all emails are mobile-responsive with clear visuals and prominent CTAs.
Subject Line Testing: Use A/B testing on subject lines to optimize open rates.

Follow-Up Actions: For those who engage or donate, send timely thank-you messages and
updates. N2

Data Privacy Compliance: Make sure all communications comply with relevant regulations
like CAN-SPAM and GDPR.

Post-November 14th Preview:




Nov 16: "Your Donation Doubled: Matching Ends Soon!" (Emphasize the end of the matching
gift period.)

Nov 20: "Final Thanksgiving Appeal: Help Us Reach Our Goal" (Last push before
Thanksgiving.)

Nov 23 (Thanksgiving Day): "Happy Thanksgiving from Rainy Lives" (A warm, non-

solicitation message expressing gratitude.)

By implementing this targeted email strategy, you can effectively engage different segments of
your audience, reignite the interest of lapsed donors, and leverage the Thanksgiving holiday to

boost your year-end campaign efforts.

let's focus on the email "Kickstarting Hope: Our Year-End Mission
Begins", given that we focus on flooding, there was a hurricane in
florida this week, it/s called hurricane milton.

Can you help me craft a message that'biblical, that resonates our
core mission of hope and relief that's 200 words long, focused and
inspiring.

We are joyful as an organizaiton and thankful to support
communities and we want this email to reflect that.
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Subject: Kickstarting Hope: Our Year-End Mission Begins

Dear [Recipient's Name],

As we step into this season of gratitude, we're reminded of Psalm 46:1: "God is our refuge and
strength, an ever-present help in trouble." This week, our hearts and prayers reach out to the
communities in Florida affected by Hurricane Milton. In the face of rising waters and stormy skies,

we see an opportunity to shine the light of hope and bring relief to those in need.

At Rainy Lives, our mission is anchored in the belief that even the smallest act of kindness can
reflect God's immense love. We are joyful and thankful to support families and children impacted
by flooding, providing not only rain jackets and essential supplies but also a message of enduring
hope rooted in our shared faith.

Today marks the beginning of our year-end campaign—a journey to extend compassion and
support to thousands more who are facing hardships. We invite you to join us in this mission of
love and service. Together, we can be the hands and feet that bring comfort and restoration,
embodying the spirit of 1 Peter 4:10: "Each of you should use whatever gift you have received to

serve others."

Let's stand united in faith and action, making a lasting difference in the lives of those who need it

most. Your support is a beacon of hope, and we are deeply grateful for your partnership.

With hearts full of joy and gratitude,

The Rainy Lives Team

can you make this shorter, more focused and include bullet points.
Remember that people scan emails and read in F shape, so i need
your help in making sure this is high converting and hits our target
audience.

Include a CTA and a hyperlink to rainylives.org/milton>

Can you give me a recommended layout and description of a
potential header image.

Focus on a subject line that will give me a high open rate and don't

forget to give me a preview line.
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Subject Line: Urgent: Bring Hope to Hurricane Milton Survivors

Preview Line: Your support can make a life-changing difference today.

[Header Image]

Description: A powerful image of Rainy Lives volunteers in bright rain jackets assisting families
amidst flooded streets in Florida. The sun peeks through the clouds, symbolizing hope after the

storm. Overlaid text reads "Bringing Hope After Hurricane Milton" in bold, uplifting font.

v




Dear [Recipient's Name],

Hurricane Milton has struck Florida hard, leaving countless families in need of immediate
assistance.
Join us in bringing hope and relief:
« Provide Essential Supplies: Deliver rain jackets, food, and clean water to those affected.
* Support Recovery Efforts: Help rebuild homes and restore communities.

* Spread a Message of Love: Share God's word to uplift and inspire.

& Donate Now

Your generosity today can light the way for those facing darkness.

With joy and gratitude,

The Rainy Lives Team

P.S. Together, we can be a beacon of hope for those impacted by Hurricane Milton.

Email Layout Recommendations:

Top Section (Focal Point): The header image immediately captures attention with a visually

striking scene related to your mission.
Headline: Bold and concise, summarizing the email's purpose.
Body Text: Short paragraphs and bullet points for easy scanning.

Call-to-Action (CTA): A prominent and clickable button or link ("Donate Now") placed after
the bullet points.

Footer: Include a heartfelt closing and a subtle reminder or postscript to reinforce the

message.

By structuring the email this way, you cater to the F-shaped reading pattern, ensuring key

information is quickly noticed and encouraging higher engagement and conversion rates.

create me the hero imagem you just recommended.
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Certainly! Here's the hero image as per your request:

Hero Image for Email

Title Overlay: "Bringing Hope After Hurricane Milton"

Description:
¢ Main Visual:

« Foreground: Rainy Lives volunteers wearing bright yellow rain jackets are assisting a
family affected by Hurricane Milton. One volunteer is handing over a rain jacket to a child,

while another is helping an adult with supplies.

« Emotional Tone: The faces of the family members show relief and gratitude, while the

volunteers display warmth and compassion.
* Background:

« Flooded Street in Florida: Depict a residential street with visible flooding. Houses have
water up to the doorstep, and some debris is floating to convey the aftermath of the
hurricane.

Sun Breaking Through Clouds: Above, the dark storm clouds are parting, and rays of

sunlight are shining through, symbolizing hope and new beginnings.
¢ Color Palette:

« Warm and Uplifting Tones: Use a mix of soft blues and grays for the stormy background,

contrasted with the bright yellow of the rain jackets and the golden hue of the sunlight.

« Highlights: Emphasize the brightness of the volunteers' jackets and the sunlight to draw

the eye.
« Text Overlay:

« Placement: The title "Bringing Hope After Hurricane Milton" is centered at the top of the
image in bold, easy-to-read font.
« Font Style: Use a clean, sans-serif font in white or light color with a subtle drop shadow

to stand out against the background.
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Layout Recommendations:

« Image Dimensions: Optimize the image for email by using a width of 600 pixels to ensure it

displays well on both desktop and mobile devices.

File Size: Keep the image file size under 1MB for quick loading without sacrificing quality.

Alt Text: Include descriptive alt text for accessibility, e.g., "Rainy Lives volunteers in yellow

rain jackets assist a family after Hurricane Milton with sunlight breaking through clouds."
Call-to-Action (CTA):

Placement: Directly below the hero image, include a prominent CTA button.

Button Design: Use a bold color that stands out (e.g., a bright blue or green) with white text.

CTA Text: "« Donate Now to Help Milton Survivors"

Hyperlink: Link the button to rainylives.org/milton

By incorporating this hero image, your email will immediately capture attention, evoke emotion,
and guide recipients toward taking action—all while aligning with the F-shaped reading pattern to

maximize engagement and conversion rates.

generate the hero image for me

Here is the hero image you requested, capturing the essence of Rainy Lives' mission to bring hope

after Hurricane Milton. This image will align perfectly with your email campaign, conveying both

urgency and optimism. Let me know if you'd like any adjustments!

can you add a sample testimony to this email that's personable and
can help us reach out to past donors and give direction to how to
craft it.

Here's a sample testimony that can be included in your email. It's designed to be relatable and

emotionally engaging, appealing to past donors while reinforcing your mission and impact:

Testimony:

v

"When the floodwaters from Hurricane Milton swept through our neighborhood, we lost almost
everything. It felt like there was no hope. But then, Rainy Lives showed up. The volunteers handed
us rain jackets, food, and, more importantly, hope. Their kindness reminded us that we weren’t
alone. Thanks to their help, my family has a roof over our heads again. | am so grateful to those
who support this mission. You are truly making a difference in people's lives, just like mine."
—Maria S., Florida

Direction for Crafting It:
1. Keep It Personal and Specific:
« Use first names or initials to make it feel more personal and real.

« Highlight a specific instance or moment where your organization's aid made a tangible

impact (e.g., "the volunteers handed us rain jackets, food, and hope").
2. Emphasize Gratitude and Transformation:
* Show how your organization was a pivotal force in turning a dire situation around.

« Include a direct note of gratitude aimed at donors, emphasizing how their support

changes lives.
3. Short and Emotional:
« Make it concise yet powerful enough to evoke empathy.

« Focus on emotions and the journey from despair to hope, which aligns with your mission.




Placement in the Email: Include the testimony after your bullet points, ideally after introducing
how donors can make an immediate difference. It should serve as a heartfelt example of what past

donations have achieved and motivate donc’\b*o take action again.

For past donors, you can also personalize the message with, "Because of supporters like you,

stories like Maria's are possible."

what type os scenery and film script should | use and how long of a
testimony for this year end campaign do you recommend. Take into
account all we've discussed here.

For your year-end campaign video testimony, you want a compelling, visually impactful scene
and a carefully crafted script that resonates with your mission, while also being concise enough to

hold attention but powerful enough to inspire action. Let's break it down:

Recommended Scenery:
1. Setting:

* Flooded Neighborhood (Real or Simulated): A suburban or rural area affected by
Hurricane Milton. Show damaged homes, people in recovery efforts, and volunteers

working on-site to deliver aid.

Sunlight Breaking Through Clouds: Capture a symbolic moment with rays of sunlight

emerging after the storm, representing hope and relief.

Close-Up of the Beneficiary's Home: If possible, have the beneficiary standing near

their home or in a meaningful place to show their personal connection to the disaster.
2. Key Elements:
* Rainy Lives Volunteers in Yellow Jackets: Visual consistency with your branding.
« Emotional Interaction: Capture intimate moments between volunteers and families, like
handing out supplies or comforting \L“hild.

« Family Scenes: Show the family working together, rebuilding, smiling with relief, and

feeling hopeful after receiving help.

Film Script Structure (2-3 minutes):

Length: A 2-3 minute video is ideal for maintaining attention while delivering a strong emotional

punch. Break it down into 4 key sections:

Scene 1: Before the Help (20 seconds)
« Visual: Aerial view of the flooded neighborhood, damaged homes, and the family wading
through the water.

« Voiceover: The beneficiary (e.g., Maria) begins with a solemn tone: "When the flood hit, we

lost everything—our home, our belongings, and we thought, our hope."

Scene 2: Arrival of Help (40 seconds)
« Visual: Close-up of Rainy Lives volunteers in yellow jackets arriving, handing out rain jackets
and food. Capture the faces of the family—expressions of both anxiety and hope.

Voiceover: The tone shifts to appreciation as the beneficiary speaks about the moment they
received help: "But then Rainy Lives came. They weren't just handing out supplies—they were
handing us hope. Ill never forget the feeling of someone reaching out when we needed it

most."

Scene 3: Impact of Your Donations (60 seconds)

« Visual: Show volunteers helping the family clean up, rebuilding their home, the family smiling,
and sunlight breaking through the clouds.

* Voiceover: Maria directly thanks the donors: "Because of your generosity, my family has food,
shelter, and hope again. Your donations do so much more than provide supplies—they

change lives."

Scene 4: Call to Action (30 seconds)
« Visual: The beneficiary, standing with her family in front of their home, holding hands or
hugging, with the volunteers in the background, smiling.
« Voiceover: Maria invites others to help: "Please, join Rainy Lives in bringing hope to more
families like mine. Your gift today can make all the difference.”
* On-Screen CTA: "Donate Now — Bring Hope to Families Affected by Hurricane Milton. Visit

rainylives.org/milton"




Tone and Emotion:

Authenticity: Keep the tone heartfelt but simple. Avoid scripted-sounding lines—use real
conversations if possible.

Gratitude: Make the beneficiary’s appr’ , tion for past donors clear, while inspiring others to

join this life-changing effort.

Hope and Renewal: End the video with strong feelings of hope and renewal, emphasizing that

donors have the power to make this happen.

Post-Testimony Closing:
End the video with a visual call-to-action:

« Asimple, bold text overlay: “You can help more families like Maria's. Donate now at

rainylives.org/milton"

* Logo of Rainy Lives and a brief thank-you.

Recommended Testimony Length:

« 2-3 minutes: This length allows you to tell a personal story, show the transformation from
hardship to hope, and create a strong emotional connection without losing the audience’s
attention.

Keep it dynamic: Balance emotional storytelling with clear, compelling visuals. This time

frame gives you enough room for a full narrative arc while still keeping viewers engaged and

motivated to take action.

By using this approach, your video will resonate emotionally with both past and new donors,

reinforce your core mission of hope, and visually reflect the powerful work Rainy Lives is doing to

provide relief after disasters like Hurricane M:J'/‘on.

in this conversation we talked about client profile, email strategy and
overall channel and brand positioning. Can you summarize it all for
me in a document so that | can share it with my team on our next
brainstorming session.

Make sure it's actionable, highlight the key data points we should
focus on and any other ideas to help us reach our year-end goal and
target.

This will be present to an audience.

2 Memory updated

Here's the document summarizing the key points we discussed, crafted to be actionable and

ready for presentation at your brainstorming session:

Rainy Lives: Year-End Campaign Strategy

Objective:
Goal: Reach 5,000 new donors and increase our email list by 30% (currently 100,000 emails).

Focus: Drive donations to support communities impacted by Hurricane Milton and future
disasters through targeted, faith-based messaging that aligns with our mission of hope and
relief.

1. Target Audience Profile
Demographics:
* Age: 30-60 years old
Gender: Slightly more female
Income: Middle to upper-middle class
Location: Primarily in developed countries (USA, Canada, UK)

Religious Affiliation: Christian or spiritually inclined individuals

Key Interests:
¢ Humanitarian aid and disaster relief
Christian missions, faith-based giving
Community service and volunteering

Environmental issues and philanthropy




Regular donors to charitable causes
Active on Facebook, Instagram, and LinkedIn
Attend church and engage with religious communities

Subscribed to nonprofit newsletters
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2. Email Strategy (2-Week Plan Starting Nov 1)

Objective: Leverage email marketing to engage current supporters, reactivate past donors, and
attract new ones.
Audience
Subject Line Segment Content Focus CTA

"Kickstarting Hope: Our All Introduce campaign, tie-in to Donate Now
Year-End Mission Begins" Subscribers Hurricane Milton, share

mission.

"A Special Message for Active Gratitude for past donations, Double Your
Our Valued Supporters" Donors share matching gift Impact
opportunity.

"We Miss You: Rejoin Our Lapsed Acknowledge past support, Rejoin Us
Mission" Donors invite back with an incentive.

"Meet John: A Story of All Emotional story from the field, Read More /
Resilience and Hope" Subscribers inspire action through Donate

storytelling.

"Your Impact So Far: A Active Progress update on campaign, Continue
Mid-Campaign Update" Donors remind donors of ongoing Your
needs. Support

"Exclusive: Behind the New Show behind-the-scenes relief Get Involved
Scenes of Our Relief Subscribers work, build trust and

Efforts" connection.

"Join Us for a Special All Invite to a live webinar to Register
Thanksgiving Webinar" Subscribers discuss Thanksgiving efforts Now

and ongoing relief work.

"Thanksgiving All Urgent appeal ahead of Donate
Countdown: 10 Days to Subscribers Thanksgiving, emphasize Today
Make a Difference" ¢ gratitude and giving back.

3. Reactivation Strategy (Lapsed Donors)
Key Actions:

Personalized Messaging: Start with acknowledgment of their past generosity and express
how much they were missed. Mention the positive changes they made possible through

previous donations.
Incentive: Offer a small branded gift (rain jacket pin) or highlight a matching gift opportunity.

Targeted Stories: Use personal stories (like Maria’s testimony) to reconnect them

emotionally, focusing on how their past support made a difference.

Short and Focused: Keep messages concise but filled with gratitude and a clear CTA to

reignite their involvement.

4. Channel and Brand Positioning
Core Channels:
1. Social Media (Facebook & Instagram):
* Frequency: 5-7 posts per week, daily stories/reels.

Content: Highlight impact stories, behind-the-scenes relief work, live updates on
Hurricane Milton.
« Strategy: Use Facebook ads to retarget website visitors and email subscribers.
2. Email Marketing: v
« Frequency: Bi-weekly newsletters and the 8-part year-end campaign.
* Content: Segmented based on donor history (new vs. lapsed donors).

3. Church and Community Partnerships:

« Strategy: Engage local churches and community organizations to spread the message

through trusted, faith-based networks.
4. Influencer Collaborations:
* Focus: Partner with faith-based micro-influencers and bloggers to amplify your message
to spiritually-inclined audiences.

* Goal: Create authentic, shareable content that drives traffic to your donation page.




Length: 2-3 minutes

* Scene: Beneficiary in a flooded neighborhood with volunteers helping. Show recovery efforts

and emotional interactions.

Tone: Personal, emotional, filled with gratitude. Highlight the transformation from disaster to
hope.

Call to Action: Direct viewers to donate and be part of the mission.

Key Line: “Because of your generosity, my family has food, shelter, and hope again. Please,

join Rainy Lives in bringing hope to more families like mine.”

v

6. Key Data Points to Focus On:
1. Target Goals:
« 5,000 new donors
* 30% increase in email list (current list: 100,000)
2. Donor Insights:
« Average donation: $29
* Segment focus: Existing donors, lapsed donors, and new subscribers.
3. Channel Engagement:

« Social Media Ads: Allocate budget for targeted Facebook/Instagram ads focused on

conversions and sign-ups.

« Email Segmentation: Prioritize personalized email flows (e.g., lapsed vs. new donors).

Next Steps for the Team:

1. Finalize Email Sequences: Craft personalized messaging for each segment, focusing on
impact stories and matching gifts.

. Prepare Video Testimonies: Shoot a short, impactful video featuring beneficiaries and

volunteers. Use it across email and social media.

. Optimize Social Media Strategy: Increase frequency of Facebook/Instagram posts, use

stories and reels to create urgency, and track performance.

. Launch Paid Ad Campaigns: Start Facebook ad retargeting and Google Ads for high-
conversion keywords like “Hurricane Milton relief.”

By executing this strategy with precision, focusing on the right audience segments, and delivering
clear, compelling content, Rainy Lives will be well-positioned to meet our year-end campaign
goals.

Feel free to adjust or expand this summary as needed for your team's brainstorming session!
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@ Message ChatGPT

ChatGPT can make mistakes. Check important info.




