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Training Session:

The Library of Experiments




One Big Problem
(And 3 gifts for you)



The Problem...
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NextAfter’s First Office




We made some big statements...

" NextAfter Blog Latest Research Free FCORM Report Contact

fundraising think tank

READY TO RAISE MORE MO

NextAfter is a fundraising think tank tf8t helps non-profit organizations
turn the web into a living laboratory to acquire more names, convert more
donors, and deliver more impact than they ever thought possible.

web into a living |laboratory

A NEW APPROACH

We'd like to introduce you to the Flux Capacitor of Online
Revenue Maximization, or FCORM, for short. The
FCORM is a data analytics model that is at the heart of
our strategy. This model allows you to focus on the three
metrics that matter in fundraising: traffic, conversion
rate, and average gift. Curious to see how your
organization stacks up against other nonprofits? Get your

own free personalized FCORM report right now. It

includes detailed analysis of your organization's strengths

and weaknesses with opportunities to instantly increase

NextAfter.com circa 2014




The reality was a little messier

AFP

BKP

CaringBridge

Cornyn

FAIR

Global Volunteer Network

GWBPC

iDonate

King Rights Initiative

Moody

MRC

OFL

Optimization_Cases_2012.pdf

Optimization_Experiments_Comprehensive_5-29-13.pptx

PHC
Pier 1 Slides
Teen Mania
THF

Tim's Case Studies

5/12/2014 12:45 PM -

51272014 12245 PM -

Absolute ative  Significant Average Relative
Treatment-ID. Samples (n)  Successes Failures Rate% Difference _ Difference _(85% Lo€) Gift Difference
Control - Shopping Cart Donation Experience 831 1 820 13% $ 26.36
T1- Treatment - Value Prop Donation Experience (Lang) 806 17 789 2.1% 0.8% 59.3% YES $ 60.50  30.5%
T2 - Treatment
T3- Treatment
T4 - Treatment
Total 1,637 28 1,609 17% Required Sample Size 2,094
g Bl Gt o tment and the control?  VES
ple size been reached? NO
+\?.d| Faign wil prvide the prrateat amear
2. Conclushreness (Enser duta in yaliow enlls 12 dewsrming significance of resuins) . .
Average Gift Trending
Aot Reite  Sugaificant Average meatve | 30,684
Tresmmesa B Sumph [s] - Secerises Yalhues Ratek Difience  Difiovesce (3% 100) o Btesne | 272 | T Treatment - Value rop.. ESSSSOSOm—
Contral s 1 a9 [T ] 4833 ! Control - Shopping Cart... IEEESESISEN
T4 - Radical Redesign FITH [ 2088 0% L 2% is s B e 107.9%
Tow 576 ] 43,667 (T3 Bequired Sample Sre 8443
there treatment and the contiol?  TES
Ha the segeired sample sire bren seached? N0

i i
Average Gift Trending
Conteed 3 LR 3 i b bt 11 Rl Absalute Relative  Significant Average Relative
Ta= Rt i i aoe % ns s i o F Rate% Difference Difference (95% LoC) Gift Difference
% Varianee BLI% s 1% BN snal
Expeviment 15231 [+LH] 1582} 5121) {5203) 7.8%
10.1% 2.3% 29.4% YES
Landing Page Revenue Model (by Projected Pageviews)
_m ssn
o o 8.9% Required Sample Size 1,190
o
P jdence) between a treatment and the control? YES
- _,--"' Has the required sample size been reached? YES 96.81% loc

~40 documented experiments

led sample size is not met, collecting more data may provide







Wordpress to the rescue

) nextatter

Flux metrics

_— L]
How a more personalized messaging approach in an email solicitation ivuried I m pa Ct
can affect response rate by 380.7%

Background of
experiment

[llustration of
potential
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Wordpress to the rescue

) nexiafter

H *
The Heritage Foundation's
%efﬁagf%tmdaﬁoq Digital Research Library

r b MR AMERICA

How testing a new messaging approach led to a SEARCH THELIBRARY
87.2% increase in conversion rate Ke

Date Added: October 30, 2015
Research Partner: The Heritage Foundation

Element tested: Donation Page Design, Donation Page m
Headline, Donation Page Copy, Donation Page Form

As part of thitie membership ¢ ampaign, The He
Foundation wanted to determine which messaging BROWSE THE EXPERIMENTS BY
—— approach would be mast appealing 1o their donors. At the THE ELEMENT TESTED

start of the campalgn, we created three landing page
treatments based upon two new hypotheses of what the
members would respond best to.

DWIF Current control version focused on th current

situation inAmerican politics and framed it around the

negative aspects of the “establishment.” Alternatively, we

wanted to test a more positive tone using the same RECEMT EXPERIMENTS
framework. The third treatment was a far more radical How increasing personalization
redesign using a more modern design that pointed to decreased donor conversion by
histarical acoomplishments and touted the benefits of 0.6%

rmembership.

How increasing relevancy in the
View the experiment s subject line increased
clickthrough rate by 88%
How increasing relevancy in
subject line copy increased open
rate by 21.9%
How an alternate call-to-action, positioned at the right

time, had no significant impact on doneor conversion test
Date Added: October 28, 2015 tost
Regearch Partrer: The Heritage Faundation
= Flasmant tactad: Manarinn Dass Dincion kame 8o i

Searchable and sortable listing

of the experiments




Unfortunately, it wasn't pretty to see the
sausage get made

Show Average Gift
v
1 EE dE PR Cortrol indormation ([ [ —r—
yE A-B 0 O0®F 7] - 5
Save Draft Preies Trestroert Hare
¥ Status: Draft
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1 Publish immediately £
m Sucsesses *
*
s s Averags Gt =
Al Categaries  Most Used
Aliance Defending Freedom out 2 et s e
2 iy Scrvenshot e i T
gh0d ted Amesicans for Prosperity Akt o image seiec o
B I = & “ — il [ | lE Buckner International Erasienont
- , Care Net Email Sender
Paagaph + U = A ~ 9 oM x gy - :
CaringBridge Email Subject Line Trestmant Intormation © B o
Colson Center Email Design
Compassicn Intemational Email Copy =
Callas Theolorical Seminary o
i Doration Page Design
+ A Newe Category g —
Donation Page Headiine
Doration Page Cooy
L it = Deration Page Form
ame Acquisitien Design S
Mame Acquiition Headise o
Macus Belated Posts
& Hame Acquisition Copy
Mame Acquisition Form
o Add a related post
Average Gift i
Targeted Conversion Facter
= Clear List What slermprts of the cor
Research Question Seressahot
What ks the o
Mativation
0 Add Media Clarity of the Value Prop

Bl =

Paragragh v U

Mo ks Sebected.  puis 7

25+ fields to fill out and took
on average an hour to complete




We were able to simplify the process

And here are your results...

e leraea [ T Briries S o

Validate Your Own Experiment
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But the demand continued to grow

Client Growth

14 13

12

10

2014 Clients 2015 Clients

~20 minutes checking
tests each day

> 1 hour each day
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The best ideas come from laziness...



We made the monitoring happen auto-magically

Active Experiment Dashboard

Below is a list of all active experiments for clients that have a registered A/B testing platforms within the Research Library.

Follow this link to set up a client's A/B testing system within the library.

Partner

The Heritage
Foundation

Harvest Ministries

The Heritage
Foundation

The Heritage
Foundation

Harvest Ministries

The Heritage
Foundation

Dallas Theological
Seminary

The Heritage
Foundation

The Heritage
Foundation

Jews for Jesus

The Heritage
Foundation

The Heritage
Foundation

Experiment Name

Guide to the Constitution - Lower Premium
Amount

Daily Devotion Signup Page Donation Ask -
Button vs Inline Form

HAFA Proud Conservative Pledge - amount
test

Heritage.org Homepage Buttons

Daily Devotion Signup Page Donation Ask -
Button vs Inline Form

Guide to the Constitution - Lower Premium
Amount

Main Donation Page Navigation

Heritage.org Homepage Buttons

HAFA Proud Conservative Pledge - amount
test

Fall Urgency Campaign - Page Design

Guide to the Constitution - Lower Premium
Amount

Leaders Club - Gift Array Amounts

Total Visitors

42,997

6,279

3,910

24,908

6,279

42,997

741

24,908

3,910

107

42,997

1,911

Goal

Secondary Ask Gifts
Revenue

Secondary Ask Gifts

Renew Membership
Click

Donations
Gifts
Donation
Donations
Gifts
Donation
Revenue

Donations

Winning Treatment Lift
$100 Premium *-73.9%
Treatment (Inline form) + 266.3%
Serial +196.3%
Membership +80.2%
Treatment (Inline form) +72.4%
$75 Premium +11.6%
Qriginal *-16.3%
Renew membership  #-21.4%
Serial «42.2%
‘::V:l:tric?ocjvﬁ Right ~ *439%
$75 Premium +8.6%
5,15,25 +-15.9%

LoC
100.0%

99.9%

98.7%

97.5%

96.6%

95.9%

94.0%

93.4%

91.5%

90.6%

86.7%

85.1%

Visitors Remaining Days Active
0 88

0 14

0 33

0 10

0 14

0 88

0 109

0 10

84 33

14 7
278,725 88
1,477 >

Actions

bd i

B

€€ &£ &£ & & & & & &

ol

oM
oMl
oM
)
oM

oM
oMl
oM
ol




We made the monitoring happen auto-magically

Active Experiment Dashboard |

Below is a list of all active experiments for clients that have a registered A/B testing platforms within the Research Library.
Follow this link to set up a client's A/B testing system within the library.

Partner Experiment Name Total Visitors Goal Winning Treatment Lift LoC Visitors Remaining Days Active Actions
Ha Dl Erle 2 (PR PRI 0 1 LS e Tl T T 42,997 Secondary Ask Gifts  $100 Premium *-73.9% 100.0% 0 88 LdTOM
Foundation Amount
Uau. ScaSicny ) -
Harvest Ministries ’ . . 1,279 o Ttina form) #266.3% ¢ 14 (d7T O ﬁ
Button vs Inu...
— oS All clients in Monitor See all the
© rertage roud onser ,910 . +1963% ¢ . 33 [dTOM
Foundation test one spot impact details
The Heritage ) ‘ ¢ a O
Foundation Heritage.org Homep: ,908 - ¢ i (o]
Harvest Ministries Daily Devotlgn Signup Page Donation Ask - 6,279 Donations 14 oM
Button vs Inline Form
The Herlitage Guide to the Constitution - Lower Premium 42,997 Gifts CheCk fo r 88 O ﬁ
Foundation Amount |.d .t
' valldl .
Dallals Theological Main Donation Page Navigation 741 Donation d y 109 FroM
Seminary
The Heritage . -
[+
Foundation Heritage.org Homepage Buttons 24,908 Do | 1 <]
The Heritage HAFA Proud Conservative Pledge - amount . HAFA PC Canl e &
Foundation test 3,910 Gift A
Jews for Jesus Fall Urgency Campaign - Page Design 107 Dot Troatment oM
C: Con|
The Heritage Guide to the Constitution - Lower Premium '
i '+
Foundation Amount 42,997 Re 1= Variaf 97.3% i (o]
i To -
ULl 0L Leaders Club - Gift Array Amounts 1,911 Dor N oM

Foundation




Things started going faster

Experiments per Month

July 2014 Sept 2017




The impact was immediately
NextAfter Testing Lab

Zoom 1lm 3m 6m YTD 1y All From May 21, 2010 | To | Sep 19, 2017 =

30000 %
20000 %
10000 %

0%
May '17 Sep'17

[l INoy=34 Sen-iF Mar Sep '16 Mar '17 Sep '1l7
d n S
Highcharts.com

Sep '14 Mar '15 Sep '15 Jan'16 May '16 Sep '16 Jan'17

Total Samples Total Conversions Cumulative Lift

89,244,921 1,570,974 35,756.1%




WY WAHA! ACQUITTAL MERRY CHRISTMAS

ON AL CHARGES! TO You TOO, DEAR .
COMPLETE
EXQNERATION !

But you promised us gifts...



3 Gifts for You...




Tt #1: NextAfter Research Library

Advertising

GREAT
BOOKS

» How Ad Congruency Affects Clickthrough Rate on a Facebook
Ad

= How adirect ask on a blog impacts long-term donor conversion

= How a Tailored, Remarketing Headline Affects Clickthrough
Rate on a Facebook Ad

» How the minimum premium gift impacts donor conversion

Emails

VS.

Name Acquisition
Sincerely, Sincerely,
Last Name * VS Last Name *

» Gmail’s handling of full-format vs. low-format emails

= How stripping out branding in an offer email affects
clickthrough rate

» How a ‘Campaign Opt-Out’ Link Affects Email Unsubscribe Rate

= How the tone of an appeal affects clickthrough rate

Donor Acquisition

VS.

= How adding an additional newsletter opt-in checkbox affects
form completion rate

» How framing the audience for an offer affects conversion rate

= How reduced copy and a more direct headline affect donor
conversion

» How the minimum premium gift impacts donor conversion

= How additional premium-focused value proposition affects
conversion

= How atime-sensitive value proposition affects conversion rate

Nextafter.com/research

How adding an additional newsletter opt-in
completion rate

Q) Nexiatter

() Nextatter

r!) NextAfter




3 Gifts for You...
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Where to start?
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Where to start?

Website Visitor
> 5,000
Webpage
Visitors > 5,000

Page Template or
Navigation

Individual Web Page




Gift #2: Google Optimize

Main Donation Page Treatment - with
Mobile (1)

0 Value Prop Treatment «

=)

| 36 changes

Status: Draft

I~ > div > article » section > div > div > div#donation..

PY/E NATIONAL
gl;’ BREAST
iﬂ CANCER

y -2 FOUNDATION, INC:

... div#inner_c... div#primary_.. >

> div )E

™1 Google

Optimize

You Can Provide Support at Every Step of the Journey

INBCF helps people with every step of their breast health. By providing breast hea']th education to those learning about their risks, early

¢n need, and a helping hand to those diagn¢-~- -+ »=~n~* ~~=~~~ ~—3 +hejr loved ones as they navigate the complex cancer care system
what sets NBCF apart from other organizat Remove this!
When you partner with NBCF through a fir Edit text
Edit HTML

« provide premier educational i with breast cancer and their loved ones

« provide free mammograms an zes to people who can’t afford them, making sure that no one gets tu
Insert HTML

services

« fund Patient Navigation progr: . h and around the barriers of cost, fear, and misinformation of being
Run JavaScript

with, breast cancer.

NBCF is committed to treating your gift with integrity. Last year, 81% of your dol

81%

L

DIMENSIONS

1075px 90px
LOCATION

auto auto
auto auto

TYPOGRAPHY

A Georgia, "Times Ne

T 15px

B normal

EDIT ELEMENT

http://optimize.google.com




3 Gifts for You...

Research
Library




GIft #3: WinstonKnows.com

I'm glad you're back! Since you were last here, the potential net impact has
grown by 7%. Together we are making an impact in the nonprofit community.

7 29 22.2%

VALIDITY =

Your Active Experiments

New Experiment New Experiment McQueen Money Bomb Email #2 New Experiment
, r . Control/Treatment

Winner. Current Winnar: 4. Winner:

ORGANIZATIONS ~

SORT =

https://winstonknows.com




Secret Gift #4: Lunch
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