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In this session …

Discover how 
interactive 
content boosts 
conversion

01
Learn the 
research behind 
compelling 
messaging

02
Review 
fundraising 
results from 
SPCAI & AWF 

03





✓ Surveys 

✓ Contests

✓ Quizzes

✓ Games

✓ Calculators

✓ Interactive Infographics

✓ Interactive Whitepapers

77% of marketers agree 
that interactive content 
has ‘reusable value’ 
resulting in repeat visits 
and multiple exposures.

-Content Marketing Institute

What is interactive content?



You probably feel this instinctively…
Interactive content 
generates 2x more 
conversions than passive 
content.
-Content & Buyer's Journey Benchmark Report



Why is it so popular? 

Constructivist Learning Theory: 

Turns learning or exploring a purchase 

into a hands-on experience aligned 

with a prospect’s sense of identity. 

*Li CH, Chan OLK, Chow YT, Zhang X, Tong PS, Li SP, Ng HY and Keung KL (2022) Evaluat ing the Effectiveness of Digital Content Marketing U nder Mixed 

Reality Training Platform on the Online Purchase Intent ion. Front. Psychol. 13:881019. doi: 10.3389/fpsyg.2022.881019

Customers prefer content they perceive as 

customized, valued, and under their control.

“People come to read, see, learn, and 

experience.”

● Drives both immediate and long-term 
purchase intent.*



Marketers prompt your engagement 
frequently …

● Customer Surveys

● Live Chat

● On-Site Quizzes

● Mobile Notifications

● Review Rewards



96% of users who started 
Buzzfeed quizzes finished them.

Which Billionaire Are You? 
Quiz





Is all interactive content used equally?



What kinds of messages work?



You’re probably already targeting… 



“It takes an average of seven interactions with 
your brand before a purchase will take place.”

This often means targeting people with TV ads, radio, 
billboards, direct mail, digital advertising, etc.

Why does re-engaging your audience 
lead to more conversions? 

The Marketing Rule of 7 





68% of people say they've unfollowed 
or hidden a brand because of irrelevant 
content in the past 12 months.

Hootsuite, Social Media Consumer Report

https://c212.net/c/link/?t=0&l=en&o=2539578-1&h=3200891986&u=http%3A%2F%2Fwww.goodfirms.co%2Fresources%2F%2520reasons-brand-gets-unfollowed-social-media&a=Unfollowed+Brands+on+Social+Media


Care2 Community has 70 million members
20 years of marketing messaging across email, social, & SMS



• Nonprofits struggle with 
inactive supporters and 
lapsed donors

• Interactive content is 2x more 
likely to convert supporters

• “Marketing Rule Of 7” asks 
marketing messages to be 
repeated across channels

Care2 Cultivate & Care2 Engage



Interactive engagement opportunities

Served up to anyone on a client 
charity’s housefile.

Tracking segments like:
- Donor
- Non-Donor
- Active
- Inactive

Using the NPO’s 
mission-focused content.



What did we quickly learn?





“(After being given research that 
contradicted their views) Those 
who’d started out pro-capital 
punishment were now even more 
in favor of it; those who’d opposed 
it were even more hostile.”

-Why facts don’t change our minds 
(New Yorker Magazine)

Confirmation Bias - Stanford Study



How can we improve 
content conversion? 



How can we improve 
content conversion? 



3 types of effective engagement 

Experience Activity
Allows donors to answer based on what they know

Education Activity
Reveals facts or new information to the donor that aligns 
with their values

Opinion Activity
Asks the donor how they think or feel about an issue



Incorporating value matching 
Content with affinity 
matching and values 
mirroring centers the 
reasons why your audience 
supports your organization.

www.thefrackingtruth.ca

Identity drives selective 
exposure, and selective 
exposure drives identity. 

http://www.thefrackingtruth.ca/




Does your audience know 
you share their values? 

Harrington Agency / GLAAD case study 
Engaging Networks Conference Toronto 2026



The question here was too large.

Two concepts thrown together that 
overwhelmed users who shared 
these values. 

How can you be more specific?



How does this impact 
fundraising results?



TOP ENGAGEMENT #1

Interaction Rate
76%

TOP ENGAGEMENT #2

Interaction Rate
75%

TOP ENGAGEMENT #3

Interaction Rate
75%

SPCA International - Content



$342,768
Donated After Cultivation

953
First-Time Donors

3,009
Unique Donors

13,360
Total Transactions

SPCA International - Results



SPCA International - Results

Boost in donation rate 
after engaging with 
content activities

Actives: 64% 

Inactives: 148%



A result of more interaction …

Cultivation doubled 
engagement rates 
for follow-up emails.



Remember the awareness stage? 

• Interactive content typically 
used in “early stage”.

• You can expect conversions to 
come on other channels as a 
result of cultivation.

• Evidenced by donations 
through channels like email or 
phone.



114k
reactivated individuals

$327K
after cultivation

105%
increase in active donations

127%
increase in inactive donations

1.6 M
cultivated user
engagements

African Wildlife Foundation



Credo Action – Resubscription

Resubscribed names took 
about 2.5x more second 
actions than the brand new 
names.



Interactive content in donation flow 

This handraiser had a stellar 77.6% interaction rate!

VS



Affinity matching and values 
mirroring center the reasons why 
your audience supports your 
organization.

Why do people support you?

Interactive content in donation flow 



Surveys to segmented lists 



Images & the Care2 audience



SMS & the Care2 audience



Actions online 
take place when:

•Motivation
•Prompt
•Ability

… Are all present!

https://www.behaviormodel.org





Engage and serve programmatic needs



Ethan Milne’s three essential conditions:

● Clear wrongdoing: The injustice must be clear and relevant to your mission.

● A visible wrongdoer: Supporters can hold someone/something accountable.

● The right donor base: Works best with donors who value structure, rules, and 
moral clarity.

47*Giving back or getting back? The 
rise of retributive philanthropy

Retributive Philanthropy?

https://www.ivey.uwo.ca/impact/watch/2025/06/giving-back-or-getting-back-the-rise-of-retributive-philanthropy/
https://www.ivey.uwo.ca/impact/watch/2025/06/giving-back-or-getting-back-the-rise-of-retributive-philanthropy/
https://www.ivey.uwo.ca/impact/watch/2025/06/giving-back-or-getting-back-the-rise-of-retributive-philanthropy/




Takeaway: Strategic follow-ups



Claire Kerr
Care2services.com

Claire@care2team.com
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