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Matt Scott
Chief Executive Officer, CauseMic
matt@causemic.com 

121121



Sales is evolving - nonprofits 
must keep up
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Major Trends

● Outbound is smarter, not louder

● The buyer (or donor) journey is 
self-directed

● AI and automation are driving 
efficiency

● Sales and marketing alignment is 
non-negotiable 
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Nonprofits can’t ignore



HubSpot can help your 
nonprofit adopt these best 
practices
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Laura
Major Gift Officer, Ocean Lovers 
Portfolio of 150 donors
Gifts $10,000+ 
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When Laura was 
on Raiser’s Edge

● Her donors were often included in 
mass market appeals

● Documenting moves management 
was cumbersome

● She never knew who to focus on
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She felt frustrated



Let’s follow Laura as she 
heads to NYC powered 
by HubSpot
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Two Weeks Out
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Laura prepares a sequence 
and enrolls warm 
prospects, four donors and 
two prospects agree to 
meet, including Jack. 



Two Weeks Out
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She’s able to see that Jack 
attended last quarter’s call 
with the program team



Two Weeks Out
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She notices that he visited 
the landing page for 
planned giving, but didn’t 
open the follow-up email 
that was sent 
automatically



Two Weeks Out
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She sees that Jack works 
at Microsoft, where they 
match contributions up to 
$15,000 and Jack hasn’t 
given this year



Two Weeks Out
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Mary is tasked with 
prospect research



One week out
● A text is sent to Jack with an update on a 

recent legislation passed in NY to preserve 
public access in Rockaway Beach

● A confirmation email and reminder text are 
sent with meet up details

● A onesie is given to Laura along with a card for 
Jack 
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All six prospects are 
enrolled in a sequence 
designed to maximize their 
time with Laura 
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Laura creates a deal, logs the meeting, 
adds notes, sends a follow-up, and 
tasks Mary to mail Jack a handwritten 
note from her phone on the subway.  

In NY



One week later
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Laura sends Jack an email 
follow-up and easily logs it 
right from Gmail to 
HubSpot. 

She creates a task for 
herself to follow-up next 
month. 
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4 weeks later
Moves management meeting



6 week later

137

Laura sends Jack an email 
asking for a gift to support 
the water testing project. 

He uses Fundraise Up to 
make the gift resulting in 
$15,000 from Jack and 
$15,000 from Microsoft. 



Twelve Weeks Out

● She disqualifies the lead 

● She enrolls them in a re-engagement 
sequence to fire off in six months

● She subscribes them to program updates 
from the marketing team 
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Laura notices that two of 
the prospects she met in 
NYC have not engaged with 
any of her follow-up. 
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With HubSpot, Laura isn’t just 
fundraising - she’s building 

lasting donor relationships 
using proven for-profit tactics.



Thank you!
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Matt Scott
Chief Executive officer, CauseMic
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