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The end of the calendar year is a potential fundraising gold
mine. Infact, our data shows that the average nonprofit brings
in 35% of their online revenue during the year-end season.

But each year, it's increasingly apparent that we need new
online strategies to cut through all of the year-end noise.

During the 2018 year-end season (Nov. 15, 2018 - Dec. 31,
2018), we analyzed the emails we received from 243 nonprofit
organizations spanning various sizes and verticals.

Our primary goal was to find unigue insights that you can use
to craft strategies that will cut through the noise of the year-

end inbox and ensure that your message stands out.

To get an even clearer picture, we compared our observations

to real online revenue figures from
25 organizations with active online
fundraising programes.

By comparing these two data sets,
we've found 5 insights that you can
test this year-end season to make sure
your message has the best chance of
reaching your donors.

But this report doesn't stop there...

We've also outlined 10 strategies
proven through real-world
experimentation that can help you
get more opens, clicks, donations, and
revenue this year-end season.

It's our sincerest hope that these 5
insights and 10 proven strategies will
lead to your best year-end fundraising
campaign ever.

Enjoy the study, and best of luck in all
of your fundraising efforts.

- Nathan, Brady, Tim, and all the folks
rooting for you this season at NextAfter



(IMi.ghlA jrom
fnalyzing 7000+ Emails

jrom Year-&nd 2013
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You Can't txpect ‘People
to Gie to You

iJ you never ask them to denate.
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58%

58% of organizations sent emails
on Giving Tuesday 2018.

52%

52% of organizations sent emails
on December 3ist, 2018.

December 31t and Giving Tuesday are two of the largest giving days of the year.
According to our data, these two days represent 39.8% of total year-end revenue.
Organizations that decline to send emails on these critical days are missing out on
significant potential revenue.

Be sure to email your donors on both Giving Tuesday and December 31st.



INSIGHTS

Moat Year-Cnd Cmails are
dent at the dSame Tumes.

‘But sending on the weekends is an option.
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Moat Cmails aren’t ‘Being
oent by ‘Real Humana.

‘Yet donora prioritize emails from pecple.
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Research from Litmus™ has
shown that 42% of people look
first at the name of the sender
when deciding whether or not
to open an email.

Additional experimentation 23% sent from a

from NextAfter has proven person & organization.

that sending from a real human

being (not the name of an

organization) can significantly

increase email opens.

Yet, only 13% of organizations C
used a person as the sender (o)
name in their year-end emails. = R

13% sent just from il B Il
a person.
64% sent from
a non-human sender.

® Kent Lassman o .

What tocy meanz QZB% By sending from a real person, this

ML organization saw a 28% increase in

® Competitive Enterprise Insti... .

g ey s email opens.

*Litmus research based on a survey of 1,361 American adults on July 5, 2016. 8






Subject: Quick, before midnight!

63% of Dec. 31st emails directly
Subject: URGENT: One request before mldnlght@ referenced the year_end
deadline in the subject line.

Subject: FWD: Don't delay! O Extend the impact of

Subject: You're not too late for 3X match, but hurry!

o | 40% of Dec. 31st emails offered
SR [ (e some type of donation match

INn the subject line.
Subject: FWD: We're racing against the clock.

Subject: At midnight, our QUADRUPLE match offer expires Adding urgency ina Subject line

is a proven way to increase email

Subject: Today is the LAST DAY to make your gift in 2018! opens. And matching gifts are often
effective at incentivizing a donation.

Subject: LAST CHANCE to give in 2018 . . .
But if your subject line says the

same thing as everyone else’s,

Subject: The countdown starts now! [3X MATCH EXPIRING] it's possible that your message is

getting dilluted.

Subject: It expires tonight!

Be sure to communicate why

someone should give to you, and use

deadlines and matches as incentives

to give now instead of later.

Subject: [Urgent] Last chance to DOUBLE your gift in 2018!

Subject: 5X MATCH: going, going...

10
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‘The last week of the year is
being overlooked.

‘Wrulegwmq‘Tueadagnuqhtbeqdunqtoo



Emails Received

9.9% of emails
were sent on

3 5()/ of Online
. O Year-End Revenue

Canadians sent 346% more

I * I email on Giving Tuesday
than Dec. 31*.

8.5% of emails

were sent on Nonprofits invested more in

36%

of Online
Year-End

communicating to donors on

GivingTuesday, despite significantly

greater revenue opportunity on the
BrEEE last day of the year.

Don't give up on Giving Tuesday,
but be sure to spend more effort
communicating on December 31t and
during the last week of the year.

30% of organizations sent nothing

after (Decembel‘ 25th.

03 %

of Online Year-End Revenue
Came in During These 6 Days




Strategies w Teat

‘Based on More Than 2000
Online Tundraising Experiments
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Make Your Case for
support Before You Cven
dend an ¢mail.



g b osmave ) wrrase gl snRt g In this experiment, a series of 6 different articles
was created that focused on the impact of a
donation to this organization.

Haw Your Donatlen ta The Dally Signal Makes a Difference
wiaw L AL xrran ‘9 Ol‘smla

The thought was that if they could help potential
donors understand the impact of a donation
before making an appeal, they could increase the
likelihood that someone would donate.

Control

The control group was made up of email
subscribers that had not seen the articles related to
donation impact.

Treatment

The treatement group was made up of subscribers
that had seen and read the articles about the impact
of a donation.

hey Takeaw

By reeliJnforcing the imp?cltJof a donation before
making the appeal, they saw a 196% increase in
donations. Test ways that you can use content prior
Increase in Donation Conversion to your email appeals to help potential donors
understand why a gift to you is important.

‘earncater
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if an email that appeared to be
sent by a real person would

In this experiment, the original
email appeal used a very typical

Give to CaringBridge by March 31 and I'll double your donation, up to
100, e,

Hellz: MAME,

| am blown away. | knew CaringBridge supporters were boyal,
but when | offered up @ match donation, | did mot anticipate
the outpouring of generosity that followed. CarirgBridge is
such a beloved crganization.

I'm so committed to CaringBridge and insgined by all the
donors who stepped up to join me that | decided to offer up
anather match. If you donate between now and midnight
March 31, | will dowble vour gift, up to $10,000.

| knowr that kindness Is contagious firsthand—| have watched
CaringBridge grow from Its inception, and I've had three
CaringBridge websites myself. In fact, | just recently re-read
my puestbaok from years ago—what & loving walk down
Memory Lane.

If you join me in this match, together we'll provide double
=d during a health
eep CaringBridge

amilies foous on
ling.

5 wital to bringing
hearts togather.

iours in strength,

(@SN
Rik Lalim

CaringBridge Advisory Council member & donor

P.5. Join me in donating to CaringBridge during today’s
match opportunity. Donate now!

email template including a colored
background, visible preheader

text, alogo, a hero image, and a
call-to-action button.

For the treatment, they wondered

CORING @ BRIDGE

Hello First name,

| am blown away. | knew CaringBridge supporters were loyal, but when | offered up my first

match donation, | did not anticipate the outpouring of generosity that followed. CaringBridge is

such a beloved organization.

I'm so committed to CaringBridge and inspired by all the donors who stepped up to join me
that | decided to offer up another match. if you donate between now and midnight March
31, | will double your gift, up to $10,000.

| know that kindness is contagious firsthand—! have watched CaringBridge grow from its
inception, and | have had three CaringBridge websites myself. In fact, | just recently re-read

Treatment _

Together, we are stronger. Your donation is vital to bringing hearts together.

0%

Increase in Click Rate

3ngth and support
) keep CaringBridge a
2ed most: connection

Qi Hcalny.

Yes! Double My Don:

Yours in strength,

R\

Rik Lalim
CaringBridge Advisory Cound

P.5. Join me in donating to C4

Increase response.

The treatment dropped the
background and the hero image,
although it still contained a logo
and a button.

hey Takeaw

A m%lrJe personal emailag
increased click-through
rate by 80%. And we
consistenly see that

the more personal the
email, the better the
performance.

Test dropping your
designed email template,
and send an email that
looks like one you might
send to afriend or
coworker.
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STRATEGIES

Use a Maich to Incentivize
‘Donora to Give Now.



In this experiment, this organization wondered
just how much of an impact a matching gift
challenge would make on donor conversion.

The original email was a standard case for
support style email with a direct donation ask,
emphasizing the December 31t deadline.

The treatment email added in language around
the financial need, and leveraged a matching

ey Takeaw

Thee#eatment version((l)gthe email saw a 50%
increase in donations by spending more time
focusing on the financial need and leveraging the
match challenge as an opportunity to help meet
that need.

If you have the opportunity, test using a
matching gift challenge to further incentivize

challenge as an incentive to donate.

Control

The end of the year is upon us and Museum of the Bible is working hard to meet a
$1 million goal by midnight tomorrow night (December 31).

In our first year, Museurn of the Bible welcomed one million guests to engage with
the history, narrative and impact of the Bible. While we are pleased so many have
visited, we know there is still so much to do.

In the next year, we are poised and ready to seize exciting opportunities to engage
even more people with the Bible. In order to do this, we need your continued
support. The museum does not receive government funding, so we rely on donors
like you to continue and further our mission.

Can we count on you to help us engage all people with the Bible in 20197

Please join us in our mission to share the history, narrative and impact of the Bible
with all people. Make your tax-deductible donation to Museum of the Bible
today.

On behalf of the more than 50,000 donors, 20,000 members and our staff and
families, thank you for everything you do to further the mission of Museum of the
Bible. We wish you a prosperous and joyous New Year.

Best regards,

donors to give during the last week of the year.

Treatment

The end of the year is upon us and Museum of the Bible is
$1 million goal by midnight tomorrow night (December 31).

In our first year, Museum of the Bible welcomed one million
the history, narrative and impact of the Bible. While we are
visited, we know there is still so much to do.

0%

Increase in Donation Conversion

We see significant opportunities and a few challenges on t
year we will seize opportunities to ensure we fulfill the miss|
invite all people to engage with the Bible. We also see chal
the very best in each of us to overcome. One such challeng
address the financial requirements of our mission. In order lo engage even more
people in 2019, we need your continued support. The museum does not receive
government funding so we rely on donors like you.

Can we count on you to help us engage all people with the Bible in 20192

Thanks to a generous donor, all gifts will be doubled via a matching grant, so your
donation will have twice the impact.

You have a wonderful opportunity to play an integral part in sharing the history, the
narrative, and the impact of the Bible so please make your tax-deductible
donation to Museum of the Bible today.

On behalf of the more than 50,000 donors, 20,000 members and our staff and
families, thank you for everything you do to further the mission of Museum of the
Bible. We wish you a prosperous and joyous New Year.

19
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Thank you! A
Your free copy of the Portable Handbook of Texas eBook was just sent to 5 < TSHA ‘,‘7 TSHA
m. 1 you would ke it et to a different email address, q

Our #GivingTuesday Gift to You: Thank you

Your f f the Portable He k of Te Bo ll be
Get the Portable Handbook of Texas lotie comalie Rol e gt clnms ekl e R
eBook for FREE
fapar

Give Back to Texas this #GivingTuesday

Give Back to Texas this #GivingTuesday

Increase in Donation Conversion

On Giving Tuesday, this organization

offered their donors a free eBook. And (Keg Takwu)

they had 2 methods of delivering the book.  Version B saw a 70% increase in
donations when donors had to fill out a

In Version A, the donor was given the eBook  form in order to get the eBook.
automatically when they clicked through

3% Activate your Membership Today! 3.7

from an email, and then presented with a From this experiment — and many
donation opportunity right away. others like it — we can see that offering
e something of value for free can lead
: In Version B, they sent donors an email to reciprocal generosity. In this case,
sssssssssssss : that went to a landing page to download that meant a major increase in Giving
ES— the eBook. After filling out the download Tuesday donations.
form, they were presented with a donation
opportunity.

21




show Donors The Progress
of ‘Your Campaign.



In this experiment, the original donation page
included a progress bar showing how close the
organization was to reaching its campaign goal.

They wanted to know if the progress bar was
actually making a difference or not. Progress
bars are often a best practice, but not all “best
practices” are the best performing.

Control

Stand with Heritage by
December 31 and advance
conservative policy
victories

For nearly a decade, our movement has faced opposition at every tum. Eight years of an
Obama ad ation resulted in expansive government, one unlawful executive order
after anoth bamacare, one of the greatest failed policies in recent memory.

A divided, often ineffective Congress has stifled our ability to advance principled
legislation to reduce regulation and taxes, restore Constitutional limited government,
and help the American economy grow

And an activist Supreme Court has ignored the Constitution in many high-profile cases,
telling conservatives that we are on the wrong side of history and threatening decades
of cultural oppression from behind the bench.

But on one Tuesday in November, the American people spoke and the entire
balance of power shifted. And now, with a Republican President-elect, majorities in the
Senate and the Hous: nservatives appointed to select Supreme Court Justices,
conservatives are in precedented position to lead our country back to a place
of liberty, oppor osperity.

And one policy organization has been selected to provide the ideas, intellectual
firepower, and leadership needed to make this transition: The Heritage Foundation

The President-elect's transition team includes several Heritage staff including Founder
Ed Feulner, who are implementing Heritage's three-part Mandate for Leadership plan to
provide hundreds of specific steps to roll back the Obama’s oppressive liberal agenda

Heritage provides the President-elect and Congress with the intellectual firepower to
accomplish key priorities

When they removed the progress bar, they saw a
6.5% decrease in conversion rate. The progress

bar was indeed helping donors to see the
urgency, as well as create the bandwagon effect.

If you're not using a progress bar already, be
sure to test one on your year-end campaign
donation page.

Treatment

Stand with Heritage by
December 31 and advance
conservative policy
victories

For nearly movement has faced oppos! urn. Eight years of an
Obama ad esulted in expansive governm vful executive order
re recent merr nory.

ri

immediately. Heritage has a full detailed plan to repeal and
The Establishment is already fighting to protect this, so we 23
he Trump team has relied on Heritage's
potential justices that will properly uphold the
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Your Gift Matters

As we count down to the end of 2014, help us reach our $1.2 million goal with a tribute

nnnnnnnn

{ $125 ‘ $300 { Other \

nnnnn .

e <
Js T —

Your Gift Matters

3 days, 8 hrs, 52 mins, 7 secs

remaining unti the year-end donation deadiine

ponation Amount

“ " ’ - ‘ ‘ - ‘

* with a tribute

6] o 8 /O Increase in Donation Conversion

Dear << Test Salutation >>,

| wanted to send you a quick reminder to make your online gift to Dallas Theological
Seminary today. Your gift is an investment that will produce a return greater than any
worldly investment you could make.

Generous donors have already helped DTS meet the Challenge Gift of $450,000, but
it’s not too late to make your gift! Every penny counts to help DTS equip servant-

leaders to boldly proclaim the Good News of Jesus.

Before you help ring in the new year, help lay the groundwork to advance God’s

Control

Mark L. Bailey, PhD
President
Dallas Theological Seminary

Dear << Test Salutation >>, _ o
DEADLINE: MIDNIGHT 12/31/2014

| wanted to send you a quick reminder to n n a B a B B

makt.a your online gift to. D.allas Theologmal DAYS  HOURS MINS SECS
Seminary today. Your gift is an investment
that will produce a return greater than any worldly investment you could make.

Generous donors have already helped DTS meet the Challenge Gift of $450,000, but

it’s not too late to make your gift! Every penny counts to help DTS equip servant-
leaders to boldly proclaim the Good News of Jesus.

Treatment

Mark L. Bailey, PhD
President

1ce God’s

Qinseiely,

6 2 07 /O Increase in Donation Conversion

In these experiments,
countdown clocks were
added to attempt to increase
urgency. In the experiment
on top, the countdown clock
was added to a donation
page. In the experiment on
the bottom, it was added to
an email.

Countdown clocks can help
create a sense of urgency and

help your donor to see that
their gift is needed now.

Test using a countdown clock
on your donation page and in
an email appeal to increase
urgency.

Quick Tip

We've found that countdown
clocks only make a meaninful
impact when used during the
final week of a campaign.

25






Control

Your Gift Matters 3 s Bien B2 i T

remaining until the year-end donation deadline

As we count down to the end of 2014, help us reach our $1.2 million goal with a tribute
donation in honor of Deborah.

In this experiment, the original donation

page used a countdown clock placed near the
headline on the page. It showed how close they
were getting to the campaign deadline.

In the treatment, they wondered if combining
a countdown clock with a progress bar could
multiply the sense of urgency, and lead to
greater donations.

T Ml - e UCY
I e AT
)8 e N

3 days, 8 hours, 46 minutes, 4 seconds

Your Gift Matters

29.9%

Decrease in Donation Conversion

Altheo'égh both the countdown clock and the
progress bar have indiviudally been shown to

increase donations, the combination of the two
elements led to a 29% decrease in donations.

It's possible that these elements together
decreased clarity around the goal. It's also
possible that the progress bar early in the
campaign made donors feel like the goal was
insurmountable within the time that was left.

27



Tranacribe ‘Your ‘Fancy ‘Video,
and ‘Use the Text ‘Inatead.



A Special Story of Hope this Christmas

For most people, this season is a time for family and celebration. Unfortunately, that is not always the case for many children that live
each day with an abusive family or an uncaring foster system. However, there can be hope for many of these children.

Please take 2 minutes to see one particular child that found hope and love at Christmas.

A special message from Buckner President Albert L. Reyes

s to bringing hope and stability in the midst of turbulence to
people like you, people that want to care for these children that need

>n a trajectory to living full, healthy, happy lives—in Jesus’ name.

Please give a generous year-end gift. When you do, your donation will be doubled due to a matching gift from a generous donor that
shares your heart for children.

Your gift must be received by December 31 to be doubled, and to qualify for a tax deduction for 2016.
Please make a gift using the secure form below

Donation Information 100% of your gift will go
Amount: directly to support ministry

AT T prorams

A Special Story of Hope this Christmas

A Message from Buckner President Albert L. Reyes

adopted. After years in the foster system, she

1 as the picture was over she jumped out of her
Joment or so after that you could hear her

“Why are you crying? What's wrong?" She said, “Well, Mom, it's just that all of my life, foster families that | was with would ask me to sit
over to the side so they could take their family picture at Christmas.” She said, "Today Is the first time that I've been allowed to be in

the Christmas photo with the family."

Increase in Donation
Conversion

As | read that story, | just had to take a break. It just knocked me off my feet. | couldn't help but think of just
included. | remember all the times that my own family would take Christmas photos and there was never a
the picture.

This is what Buckner does.

This Christmas, when you do make a gift to Buckner, your donation will be doubled due to a matching gift f
shares your heart for children.

But, your gift must be received by December 31 to be doubled, and to qualify for a tax deduction for 2016.

Please make a gift using the secure form below

Donation Information

Amount:

In this experiment, this organization wondered if
copy could do a better job than a video of helping
the donor understand the value of donating. The
orignal page had a video. The treatment page took a
transcription of the video it and put it as text on the
page instead.

Communicating the value proposition through
text increased donation conversion by 560%. That

means that text was much more effective than the
video at showing why someone should give.

If you have a fancy year-end video, test using the
transcript to create more value proposition copy
on your page. You can save your video for nurturing
content like blog posts, articles, and social media.

29






In this experiment, the original donation
page used a standard gift array offering 3
recomended gift amounts, as well as an open
‘other” field.

For the treatment, they added a “Most Popular”
indicator on the defaulted gift amount to see if

this would lead to an increase in average gift size.

Control

If you have questions or need more information call 1-888-330-6264 Monday thru

Thursday, 8:00 a.m. - 4:30 p.m. Central Time.

Your Donation

$25 ] $50 [ $100

Billing Information

First Name Last Name

Email Address

Country

Hnitad Srarac A

hey Takeaw

Adcﬁyg this “Most Pop%laJr” indicator to the gift
array reduced friction in the decision making
process and increased revenue per visitor by
23.8%. Additionally, it increased mobile revenue
by 44%.

Add a “Most Popular” indicator to clarify
expectations for donors and reduce friction.

Treatment

If you have guestions or need more information call 1-888-330-6264 Monday thru

Thursday, 8:00 a.m. - 4:30 p.m. Central Time.

Your Donation

w )

Billing Information

First Name

B 2 3.3%

Increase in Revenue per Visitor

Canntrg
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STRATEGIES

Make Sure Your Donors
‘hnow Their Gift s Secure.

simply ‘Hawing a secure ‘Page Doesn’t Cut it.

Cut Through the Clutter 32



In this experiment, the original page was
already a secure page. But they wondered
if making it overtly clear that the page was
secure would help decrease anxiety and
increase donations.

In particular, they wanted to reinforce the
security of the page at the moment the
donor would be most anxious: entering their
credit card number.

Control

* City * State * Zip Code

-Choose-

* Email Address Preferred Phone

@ Yes! Keep me posted on CaringBridge news,
involvement opportunities and how my gift
makes a difference.

* Credit Card Number * Verification Code
* Expiration Month * Expiration Year
-Choose- v -Choose-

Your tax-deductible donation to CaringBridge powers our non-profit service of providing safe,
protected websites for no charge. Every 7 minutes, a new CaringBridge site is created - along
with a new compassinonate community to surround that individual on their health icurney

hey Takeaw

By see'tJtmg the credit caﬂﬁelds apart from background
of the page and adding a simple padlock icon, they saw
a 14.4% increase in donation conversion. No additional
security was added - they simply visually showed the
donor that it was secure.

Test adding these security indicators around your
credit card field to reduce anxiety. |f you can’t, consider
adding copy to re-affirm that the gift is secure.

Treatment

* State * Zip Code

-Choose-

* Email Address Preferred Phone

@ Yes! Keep me posted on CaringBridge news,
involvement opportunities and how my gift
makes a difference.

a

* Credit Card Number

* Expiration Month :
-Choose- o O

Increase in Donation Conversion

Your tax-deductible donation to CaringBridge powers our non-profit service of providing safe, 33
protected websites for no charge. Every 7 minutes, a new CarmgBrldge site is created - along

DI R g e e e e e e s e




About Next-(lfter

A Fundraising Research Lab

Conducting marketplace research, A/B testing, and digital
experimentation to discover what works to attract, acquire, and
retain more donors and raise more money online.

A Digital Fundraising Consultancy

Working side-by-side with nonprofit organizations to help
them develop and execute research-backed digital fundraising
strategies designed to generate sustainable online revenue
growth.

An Institute for Online Fundraising
Equipping nonprofit fundraisers and digital marketers with data-
driven and evidence-based research, resources, and training.

These three things are unified in our mission to decode what
works in fundraising and make it as accessible to as many
nonprofits as possible. It is our belief that if we can truly deliver
on our mission we can, together, unleash the most generous
generation in the history of the world.

Learn more about the research lab at
our consulting at ,and the institute at
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NextAfter’s online courses will equip you with the tools \  Where we were..
and knowledge you need to grow your online fundraising in '
essential areas including:

. Year-End Fundraising
. Donation & Landing Page Optimization l

. Email Fundraising Optimization ST —
. Copywriting for Online Fundraising 9 E)T.AM.ZGME
. and more |

Grow your online fundraising skills through online
certification courses at

The State of

Nonprofit
Email Cultivation

‘Research Studies

I

The best way to optimize your fundraising is to see it how the
donor sees it. Each one of our free research studies takes a
look at a different aspect of online fundraising from the donor’s
perspective to help you generate new ideas to test and grow
your online revenue.

Download and read any of our free online fundraising research Kincful (W, neatane

studies at ‘\
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