
From Creative 
to Calling
Lead Generation Workshop Hannah Watson-Frank



Hannah Watson-Frank (she/her) 

Kia ora!

He toto Ingarangi e rere nei i ahau 
I tipu ake au ki Tauranga
Engari kei Tāmaki Makaurau taku kāinga
Nō reira, ka mihi kit e maunga ko mauao, 
me te moana ko Tauranga Moana
Ko pākehā me tau iwi ahau 
Ko Hannah Watson-Frank taku ingoa
ko she/her taku tūkapi
Ko taku mahi ki Amnesty International 
Aoteatoa New Zealand ko te Digital Manager 

Digital Manager
Amnesty International Aotearoa New 
Zealand
Hannah.WatsonFrank@amnesty.org.nz



Tell someone near you:

Warm-Up

• Are you running a paid lead generation programme? 
• What volume of leads is your goal? 
• What is your current biggest challenge?



Today’s Plan 
Amnesty’s Programme Overview

What Makes Good Lead Gen?

Workshop

1.

2.

3.



• Been running internal paid lead generation 
programme on Meta since 2016. 

• Mostly use petition based leads.

• Currently generate 1000 fresh leads a week. 

• Reached 2 million people in last 24 months.

• 21% of current RGs are from this programme.

• Also run a Single Gift Acquisition programme. 

Our Lead Gen Programme



Our Lead Gen Programme



Current process

CREATION

Regularly Updated

Sent to Agency

Multiple running



Current process

LEADS

Lead Forms

Website petitions

Physical Petitions

One-off Donations

CREATION

Tedirex 



Current process

Weekly Task

Internal Update

EXPORT / IMPORTLEADSCREATION



Current process

EXPORT / IMPORTLEADS PRE CALL EMAIL

Sent weekly



Current process

EXPORT / IMPORT PRE CALL EMAIL CALL

One agency



Current process

PRE CALL EMAIL CALL

Welcome Journey

Recycled



Current process

PRE CALL EMAIL CALL FEEDBACK & REVIEW

Weekly Feedback from Agency

Review Topics & Creative



Current process

CALL FEEDBACK & REVIEW

Update based on results

CREATION



Our Current Challenges
• Rising Costs 
• Rising Drop Rate + Fake Details 

• High Duplication Rate
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Needs to...

Be Relevant & Credible

Be Responsive

Offer Value

What makes good lead gen?What makes good lead gen?



Needs to...

What makes good lead gen?

Be Relevant & Credible

Be Responsive

Offer Value

• Relevant to the kaupapa 
• Ahh not huh
• Have correct & up-to-date info 
• Be what you say it is



Needs to...
Be Relevant & Credible

Be Responsive

Offer Value

• Maximise current events
• Evergreen for time of year 
• Look at trends & pop culture

What makes good lead gen?



• What information, product, experience or 
feeling can you offer? Or problem can you 
solve?

• Create authentic connections
       by adding value to their lives. 

What makes good lead gen?

Needs to...
Be Relevant & Credible

Be Responsive

Offer Value



Types of lead magnets What makes good lead gen?

Petition / Pledge Quiz / Survey

Digital Value ExchangePhysical Value Exchange



Types of lead magnets What makes good lead gen?

Petition / Pledge

• Demonstrates a clear interest. 
• Low barrier to engagement. 
• Provoke an emotional response that prompts an 

action, based on their desire to make a difference.
• Likely to be a good lead. 
• Creates opportunity for follow up. 
• Pledges work well if you can’t do a petition. 



Types of lead magnets What makes good lead gen?

Quiz / Survey

• Do they know how to behave in certain situations? Do 
they know their risk? Can they identify X?

• A great way to educate and establish a relationship.
• Makes potential donors feel valued. 
• Can tailor comms. 
• Give them a reason to give their details. 



Types of lead magnets What makes good lead gen?

• Downloadable Assets - Guides, Activities, 
Posters

• Online Activities - Courses, Webinars, Email 
Subscription

• Should reflect who they are and what the need. 
• More likely to handover contact details and 

builds trust.  
• Can tailor comms. 
• Start small and scale. 

Digital Value Exchange



Types of lead magnets What makes good lead gen?

• Items - Stickers, Totes, Bracelets, Activity Kits 
Can require call before sending item, high 
contact rate. 

• Can tailor comms. 
• Test on small scale and/or digital first. 
• Remember, it should reflect their values not 

your brand. 

Physical Value Exchange



Creative/Design What makes good lead gen?

VS
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Creative/Design Tips

What makes good lead gen?

• ABT - Always Be Testing, multiple creatives
• Don’t make something feel urgent when it isn’t 
• Value Exchange or Quizzes - Give a preview 
• Don’t over design 
• Test video vs stills
• Test high quality vs low quality images
• Refresh creative at least every month



Audiences / Setup

What makes good lead gen?

• Update exclusion audiences as regularly as your can. Both 
using uploaded lists and lead form exclusions. 

• Leverage a Lookalike Audiences to reach people with 
characteristics similar to your current donors or people who 
have engaged with a type or topic of leadgen. 

• Simplify you campaign set up - Let Facebook do the work.
• Keep a close eye. 
• Diversify your campaigns and creative.
• Use comment filters 



Don’t forget organic  

What makes good lead gen?

• Try converting your current audiences - Social, EDMs 
• Optimise your website for lead conversion - Quizzes, Petitions etc
• Create lead magnets for your most popular pages
• Invest time in SEO and key word research
• Organic leads are the best performing leads 



Internal Processes

What makes good lead gen?

• Strong feedback loops with agencies and internal teams 
• Proactive not Reactive 
• Track Cost Per Lead after cleaning
• Track Contact Rate, Conversion Rate, CPL per lead type and source. 
• Plan for testing 
• Keep it sustainable 



NOW IT’S 
YOUR 
TURN



Send yourself an email:
Workshop

• One quick win you or your team can do in the next couple of weeks

Brainstorm
• One campaign for each of these magnet types that would get your fired.

Petition / Pledge Quiz / Survey

Digital Value ExchangePhysical Value Exchange

• One or Two campaigns for each of these magnet types that you could 
try.
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