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➔ Established in 1969 

➔ Global nonprofit organization  

➔ Work in over 40 countries  

➔ Rescue, rehabilitate, and release 
animals  

➔ Restore and protect natural habitats  

➔ Partner with local communities, 
governments, non-governmental 
organizations, and businesses to pioneer 
new and innovative ways to help all 
species flourish 
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Digital technology 
at IFAW

Where did 
we start?

Salesforce Marketing Cloud

1. Email campaigns
2. Basic welcome journeys
3. Ad audiences
4. SMS

Pros

1. Robust system
2. Lots of opportunity
3. Flexible

Cons

1. Requires a certain level of developer 
expertise to complete the simplest of tasks

2. Built as a collection of acquired tools that 
don’t always work well together

3. Journeys are convoluted and require 
Salesforce-specific SQL knowledge
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● Implemented 7 years ago 

● Recommended by an external 
consultant with limited buy in from 
digital experts 

● Little to no regular investment in 
innovation

● Entirely different digital team 
structure 

● Entirely different digital landscape 
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HubSpot is not built for non-profits, so it 
can't do what we need.
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Tech transitions take too much time and 
resources.

We spent so much money on SFMC, 
leadership probably won't go for this 
massive change.



Goals

● Sophisticated donor journeys

● Personalized strategies

● Individualized content by market, by 
supporter type

● More revenue

● More donors

● More advocates

● Complex reporting

● Personalize, personalize, personalize

● More, more, more
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Grow, grow, grow
Raise, raise, raise
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Why HubSpot?
Productivity: Operate in “minutes and hours” instead 
of “days and weeks”. Simple, flexible, and 
user-friendly interface. 

Best of its class marketing automation features: easy 
and quick testing, personalization, marketing 
workflows and donor journeys; integrating ads 
engagement with personalized follow-ups; quick and 
powerful, built-in reporting. 

Innovative: Constant product launches & major 
investment in A.I.
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Time savings and productivity, allowing the team to 
spend more time on strategic, revenue-driven 
initiatives rather than time-consuming set-up and 
production 

Supporter satisfaction: Optimized and connected 
donor experience, improved supporter engagement 
and journeys => increased revenue 

Scalability: easy to onboard new tools, channels and 
platforms, like CMS, social

Expected ROI
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The Transition
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May

Discovery
Research and planning 

alongside CauseMic.

Implementation
Building templates, 

syncing data, migrating 
workflows, etc.

June

Testing
Reviewing all templates. 

Building regional 
variations, and confirming 
accuracy with all relevant 

team members.

July

Launch
Launched our very first 
email campaign out of 

HubSpot.

Aug



What are we using?

Email Marketing w/ Smart Content
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Lead Generation Forms

Landing Pages

Automated Workflows

Reporting

SMS

 

Calls to Action (CTA’s)

Digital Advertising

A/B Testing
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Smart Content & Translations
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Efficiency = Increased 
Productivity = Opportunity



More content and segmentation
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3x
Increase in revenue from SMS

+181%

Increase in productivity

+48%
Annual cost savings by switching to HubSpot

$110k
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Future Exploration
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HubSpot CMS

Social media integration

Holistic campaign reporting

Personalized website & blog content

A/B testing website pages

Chatbots



Questions? 07
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Thank you!

6161

Heather Huegi
Senior Manager, Digital Marketing and Technology


