
A few quick tips for using this template

• Use Montserrat for headers.
• Use Lato for standard text.
• Try not to use Alfa Slab One because it’s really 

hard to read.

Missing one of these fonts?
• Download Montserrat
• Download Lato
• Download Alfa Slab One
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A Few Quick things…

A video recording of this broadcast will be sent to you afterwards.



A Few Quick things…

Links to featured resources and experiments will be sent out with 
the recording.



A Few Quick things…

We’ll send you this handy eBook as well!



A Few Quick things…

We want your questions!



A Few Quick things…

Use the “Questions” tab in 
GoToWebinar to ask a question.



Today’s Speaker

Brady Josephson
VP of Innovation & Optimization

brady@nextafter.com

@bradyjosephson

linkedin.com/in/bradyjosephson

Tips
• Write things down (ideas in particular 

but ANYTHING)

• Try to walk away with 3 key, tangible, 
actionable things
• Something you can do today 

• Something you can look into this week

• Something to discuss with people next week

• Something new to try this month





Why is GROWING your 
email list IMPORTANT
anyways?



First, Let’s Consider 
What They Had to 
Say…

“Email is nearly 40 
times better than 

Facebook and 
Twitter at acquiring 

customers.”

Source: Email marketing: Think inside the new inbox,” which originally appeared on forbes.com



First, Let’s Consider 
What They Had to 
Say…

“Email marketing yields 
an average 4,300% return 

on investment for 
businesses in the United 

States.”

Source: Email marketing: Think inside the new inbox,” which originally appeared on forbes.com



First, Let’s Consider 
What They Had to 
Say…

“Marketers consistently 
ranked email as 
the single most 

effective tactic for 
awareness, acquisition, 

conversion, and 
retention.”

Source: http://go.extole.com/rs/extole/images/Gigaom%20Research%20-%20Work%20horses%20and%20dark%20horses.pdf



First, Let’s Consider 
What They Had to 
Say…

Source: Dunham + Company



Then, Let’s See 
What Our Data 
Says…

Here’s What We 
Learned by Examining 
Google Analytics for 
Four Very Different 

Nonprofit Orgs 



An Association



A Faith Based Organization



An Education Organization



An Advocacy Organization



The SIZE and the QUALITY of your 
EMAIL LIST is the MOST IMPORTANT 
factor that will influence your ability to 
RAISE MONEY ONLINE.



And It’s Not JUST About 
Money ONLINE.



$148 $159 

$301 

$494 

$-

$100 

$200 

$300 

$400 

$500 

$600 

Online Only Offline Only Offline w/ Valid Email Multichannel

Source:  Provided constituent and transaction data for 2015-2016 (excluding corporate and and $10k+HPC donors)

Average Revenue Per Donor by Cohort

Just adding email 
communication 
increases value 

90%
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Just adding email communication increases offline 
donor retention 29%



The SIZE and the QUALITY of your 
EMAIL LIST is the MOST IMPORTANT 
factor that will influence your ability to 
RAISE MONEY ONLINE (and it even helps 
with offline revenue). 



But WHY Is It So HARD To 
Get Emails?



People come online to GET 
not to GIVE. 

So YOU need to give before 
YOU can get.



About this Test

Founded in 1844, Hillsdale College is an independent liberal arts college with a student body of 
about 1,400. Hillsdale’s educational mission rests upon two principles: academic excellence and 
institutional independence. The College does not accept federal or state taxpayer subsidies for any 
of its operations.

As part of their service, they offer free courses, such as Constitution 101, as a service to the public. 
Like other not-for-profits, they need donations to survive.

Partner Background



Experiment 
Version A



Experiment 
Version B



Side-by-Side

Version A Version B



Experiment Results

∞%
Version S1 Click Rate Donation Rate Avg. Gift

Version A (2-Step) 0.41% 0.000% $0

Version B (3-Step) 1.26% 1.18% $58.33

Relative Difference 209% ∞ ∞

Increase in

DONATIONS
You earn trust by offering value.



Optimizing Each Micro-Yes

Email

Landing 
Page

Donation Process

VALUE COST



Optimizing Each Micro-Yes

Email

Landing 
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VALUE
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(m)NO



Optimizing Each Micro-Yes

Email

Landing 
Page

Donation Process

VALUE

COST

(m)YES



VALUE COST

Understanding the Value Exchange

Contact Info Value of Offer



VALUE COST

CONVERSION MOTIVATION VALUE 
PROPOSITION 
(CLARITY)

INCENTIVE FRICTION ANXIETY



VALUE

Source: MECLABS Copyright



VALUE

Source: MECLABS Copyright



So what are you 
OFFERING?



“An email newsletter!
Wow!  Where do I
sign up!”



Email Signup Offer: Example 1



Email Signup Offer: Example 1



Email Signup Offer: Example 1



Source: MECLABS Copyright

Email Value Proposition Assessment



Email Signup Offer: Example 2



Email Signup Offer: Example 2



Email Signup Offer: Example 2



Source: MECLABS Copyright

Email Value Proposition Assessment



How are WE doing?



Online Fundraising Scorecard(s)
USA! USA! USA! Canada.



How Easy Is It to Find?
USA! USA! USA! Canada.

takes less than 10 seconds to find 
the email sign-up

83%

17%



How Many Steps to Sign Up?
USA! USA! USA! Canada.

takes less than 2 clicks to 
submit your email from 

the homepage

25%

75%



How Much Would Someone Want It?

USA! USA! USA! Canada.

low to no interest in 
appeal

6%

94%



Can They Get It Anywhere Else?
USA! USA! USA! Canada.

Present a non-exclusive 
offer

92%

8%



VALUE COST

CONVERSION MOTIVATION VALUE 
PROPOSITION 
(CLARITY)

INCENTIVE FRICTION ANXIETY

How Are We Doing?





7 Proven Methods to Acquire More Emails

1. Copy

2. Design

3. Sequence

4. Incentive

5. Form

6. Placement

7. Offline



1. Writing Effective Email Acquisition 
Copy



The most important factor that influences 
conversion is your VALUE 
PROPOSITION.  The words you use to 
communicate that value proposition is 
your most important tool.  In copy, clarity 
equals persuasion.



Less than 1/3 of 
organizations use 

copy to convey 
value and 

encourage signups.

Yes
32%

No
68%

Is there more than one sentence 
to describe the offer?

Source: Canadian Online Fundraising Scorecard Preliminary Research



How communicating value of an email 
newsletter impacts email 
acquisition

Experiment #1621



Communicating Value

Background:
• Partner: Alliance Defending 

Freedom

• Tested email acquisition on 
the home page

• Home page receives ~12,000 
visitors each month with less 
than 1% giving their email

Control



Communicating Value
Treatment

Treatment Changes:
• Added a call to action to the 

headline

• Included value proposition 
language identifying the benefits 
of giving an email

• Button communicated value



Communicating Value
TREATMNET

44.1
%

In Emails Acquired

CONTROL



Communicating Value

Version Conv. Rate Relative Diff Stat Confidence

C: Simple form 0.9%

T1: Value proposition 
form 1.3% 44.1% 99.9%

Key Learning:

Every interaction with a visitor is a potential value exchange. By 

communicating the benefits and value to the visitor, we increased
conversion by 44.1%.

✓

44.1% increase in emails acquired



It’s Not Just Copy, But the Right Copy

CONTROL TREATMENT

Experiment #2606

29.5%
In Emails Acquired



Sometimes You Have to Eliminate Copy

CONTROL TREATMENT

Experiment #2313

26.2%
In Emails Acquired



How clarifying the process-level value 
proposition affects email acquisition

Experiment #833



Process-Level Value Proposition Test

Background:
• Client: Good of All

• Email acquisition campaign 
with traffic being driven from 
Facebook

• Call-to-action focuses on what 
I need to do instead of what I 
can get

Control



Process-Level Value Proposition Test

Tested Elements:
• Copy addresses reader as a 

“fellow world-changer.”

• Call-to-action focuses on 
what I can get and when I 
can get it.

Treatment



Process-Level Value Proposition Test

CONTROL TREATMENT

Experiment #2313

133.7%
In Conversion Rate



Process-level Value Proposition Test

133.7% increase in names acquired

Version Conv. Rate Relative Diff
Stat 

Confidence

Control 1.3%

Treatment 3.1% 133.7% 98.0%

Key Learning:

By addressing the reader as a fellow “world-changer” and

communicating the value of the offer, rather than the action
required to receive the offer, the conversion rate improved by 133.7%

✓



Add Clarity to Action with Copy
Version A Version B

100
%

In Email Signups



How visitor-focused language impacts 
conversion

Experiment #986



“Enroll” vs. “Activate” Experiment

Background:
• Client: Hillsdale

• The sign up page for the new 
course offering The Federalist

• Internal logic was to use 
“Enroll for…” since it was 
Hillsdale’s course

Control



“Enroll” vs. “Activate” Experiment
Treatment

Treatment Changes:
• Changed the call-to-action 

above the signup form

• Remaining copy all stayed 
the same



“Enroll” vs. “Activate” Experiment
CONTROL TREATMENT

Experiment #986

31.5%
In Conversion Rate



“Enroll” vs. “Activate” Experiment

Version Conv. Rate Relative Diff
Stat 

Confidence

C: “Enroll” 26.5%

T1: “Activate” 34.9% 31.5% 99.9%
Key Learning:

Making the visitors “Enroll” created more mental friction given the 

perceived work that would be required. “Activate” has the perception
of a one-step process which created a 31.5% increase in conversion.

✓

31.5% increase in conversion rate



Elements to Test with Copy

• Add copy

• Subtract copy

• Different value propositions

• Headline

• Body Copy

• Calls-to-actions



2. Designing Effective Email 
Acquisition Pages 



The design of your email signup page 
has just ONE GOAL—facilitate the 
mental conversation between you 
and your visitor. 



How clarifying the design of the page 
header affects email acquisition

Experiment #2684



Headline Placement Test

Background:
• Client: Hillsdale College

• Email acquisition campaign 
with traffic being driven from 
Facebook

• Control uses a traditional page 
header that contains the 
headline for the landing page

Control



Headline Placement Test

Tested Elements:
• Removed the graphical 

Header

• New Headline 

Treatment 1



Headline Placement Test

Tested Elements:
• Removed the graphical 

Header

• Identical Headline as control

Treatment



Headline Placement Test

CONTROL TREATMENT 1 TREATMENT 2

9.2%
In Conversion Rate

6.6%
In Conversion Rate



Headline Placement Test
9.2 % increase in names acquired

Version Conv. Rate Relative Diff
Stat 

Confidence

Control 37.5%

Treatment 1 40.0% 6.6% 96.3%

Treatment 2 41.0% 9.2% 99.4%
Key Learning:

By removing the header graphic and moving the headline into the 

the content area, we created a tighter connection the value proposition.
✓



How Do We Get More Names?
Version A Version B

19%
In Emails



And just to be sure…
Version A Version B

31.2%
In Emails



If the design is too 
beautiful, it is a 
DISTRACTION.  If it is too 
ugly, it is a DISGRACE.



How a redesign and stronger value 
proposition increased name acquisition 
rate

Experiment #1937



Radical Redesign Test

Background:
• Client: Heritage Action for 

America

• Event signup page with traffic 
being driven from Facebook 
and Email

• Text-based landing page 
focusing on “insider access”

Control



Radical Redesign Test

Tested Elements:
• Radical redesign of the 

landing page

• Copy and primary value 
proposition is focused on 
accountability

• Design includes full-color 
images of each candidate

Treatment



Radical Redesign Test
CONTROL TREATMENT

Experiment # 1937

28.8%
In Conversion Rate



Radical Redesign Test

28.8% increase in event signups

Version Conv. Rate Relative Diff
Stat 

Confidence

Control 20.0%

Treatment 25.8% 28.8% 97.8%
Key Learning:

By testing a radical different treatment, we discovered the power of

images to enhance the value proposition of attending this event.
✓



How Increasing Landing Page 
Congruence Reduced Cost Per 
Subscriber



Increasing Landing Page Congruence

Background:
• Client: Hoover Institution

• Name acquisition for Strategika 
newsletter

• Two-column layout

• Branded header

• Clear calls to action

Control



The problem
ControlThe ad



Increasing Landing Page Congruence
TreatmentTreatment Changes:

• Matched background image 
to the ad to increase 
congruence

• Took the brand (which was 
unfamiliar to the visitor) out 
of the headline

• Highlighted credibility 
factors instead of showing 
unknown contributors



Increasing Landing Page Congruence

CONTROL TREATMENT

39.2%
In Conversion Rate



Increasing Landing Page Congruence

CONTROL TREATMENT

39.2%
In Conversion Rate

86%
In Cost per Subscriber



Increasing Landing Page Congruence

Key Learning:

The site visitor is more likely to respond when the ad and the landing

page maintain a consistent visual experience. Additionally, when selling an
unfamiliar brand, leading with the passion point can increase conversion.

✓

39.2% increase in conversion rate

Version Conv. Rate Relative Diff
Stat 

Confidence

C: Branded Page 25.0%

T1: Congruent 
Page

34.8% 39.2% 100.0%



Don’t know WHAT to test 
or WHERE to start? We’ve 
got YOU covered. 





How applying research based principles 
to an acquisition page can impact 
conversion significantly.

Experiment #8531



Applying Research Backed Principles

Background:
• Client: Harvest Ministries

• Name acquisition for Tell 
Someone free online course

• One column

• Branded header

• Clear calls to action

• Performing well

Control



Adequacy is the enemy of 
EXCELLENCE.



Applying Research Backed Principles

Treatment Changes:
• Removed the header-image and 

used a text-only headline.

• Added a relevant supporting 
image in-line with their copy.

• Added testimonials as supporting 
content (Although it may have been 
better if it was not in-line).

Treatment
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Applying Research Backed Principles

Treatment Changes:
• Removed the header-image and 

used a text-only headline.

• Added a relevant supporting 
image in-line with their copy.

• Added testimonials as supporting 
content (Although it may have been 
better if it was not in-line).



Applying Research Backed Principles

Treatment Changes:
• Removed the header-image and 

used a text-only headline.

• Added a relevant supporting 
image in-line with their copy.

• Added testimonials as supporting 
content (Although it may have been 
better if it was not in-line).



Increasing Landing Page Congruence

CONTROL TREATMENT

448.6%
In Conversion Rate



A note on MOBILE.





What’s Different

ü All supporting content is 
generally hidden from the main 
eye-path, as there is only room 
enough for main content.
ü This includes images and 

testimonials

ü Form fields are stacked vertically 
instead of grouped.



What’s Not Different

ü The AMOUNT of content stays 
the same, even if it seems strange 
initially.

ü Why? Experiments across the 
board (for profit and non-profit) 
reveal that mobile users are OK 
scrolling up and down, it’s just 
pinch and zoom that has a 
negative effect on performance.



3. Creating a Conversational Thought 
Sequence



Every time you ask for something—whether it is a 
donation or even just an email signup, you are 
entering into a MENTAL CONVERSATION with 
your visitor.  To increase the potential for success, 
it is important that the conversation takes place in 
the PROPER ORDER.



How reordering the elements of a landing page 
increased name acquisition rate

Experiment ID: #1692



Reordering elements increased conversion

Background:
• Client: Stanford Graduate 

School of Business

• Email acquisition page for 
eBook offer

• Three-column layout 
mirrored branding 
throughout the site

Control



Reordering elements increased conversion
Treatment

Treatment Changes:
• Changed headline to convey 

value

• Gave copy contextual 
placement near the form

• Moved email acquisition form 
into eyepath

• Moved image and credibility 
indicators to the right column 
as supporting content



Reordering elements increased conversion

CONTROL TREATMENT

10.8%
In Conversion Rate



Reordering elements increased conversion

Version Conv. Rate Relative Diff
Stat 

Confidence

C: Three-column page 38.7%

T1: Optimized page 42.9% 10.8% 98.9%

Key Learning:

Simply matching branding throughout the site is not enough. Each 

landing page must be optimized maximize perceived value and minimize
perceived cost.

✓

10.8% increase in conversion rate



Re-Ordering Thought Sequences

CONTROL TREATMENT

7.7%
In Conversion Rate



4. Choosing the Right Incentives



When choosing an incentive, you 
must present something that the 
visitor PERCEIVES to be of 
GREATER VALUE than their 
personal contact information.



How offering something with a higher 
perceived value impacts name 
acquisition

Experiment #8546



Experiment #8546
Background

FamilyLife wanted to take advantage of the traffic to their homepage for name acquisition. In order to increase 
conversion on the subscribe button at the top of their page, they tested offering the free online course instead of a 
general subscribe button. In both instances, the person was taken to a page to complete their email signup or 
course registration (depending on if they saw the control or the treatment) once they clicked the button. Design 
elements remained the same.

Objective

Does offering something of value in a sticky bar increase email acquisition over a general subscribe header?



Offer Something with a Higher Perceived Value

TREATMENT

CONTROL

47.2%
In Conversion Rate



How testing can determine the right 
incentive

Experiment #1355



Testing into the right incentive
Background:
• Client: Texas State Historical 

Association

• Email acquisition offer using a 10 
question educational quiz over 
Texas history

• The goal of the final screen was to 
present an offer in exchange for 
their email

• Utilized a free chapter of the 
popular Texas Alamanc

Control



Testing into the right incentive

Tested Elements:
• Treatment A offered a free 

eBook entitled The Battle of 
the Alamo

• Treatment B offered a 
compellation of the best 
articles from their historical 
publication

Treatment 1 Treatment 2



Testing into the right incentive
TREATMENT 1 TREATMENT 2CONTROL

50.2%
In Conversion Rate

11.5%
In Conversion Rate



Testing into the right incentive

50.2% increase in emails acquired

Version Conv. Rate Relative Diff
Stat 

Confidence

C: Texas Almanac 13.0%

T1: Alamo eBook 19.5% 50.2% 100.0%

T2: SHQ Articles 14.5% 14.5% 99.7%

Key Learning:

By testing out the email acquisition offers during the initial roll out, 

the TSHA was able to achieve increased acquisition in the campaign
✓



SOMETHING trumps NOTHING.



Types of Incentives

• Petition – give their voice to a cause they believe in

• eBooks – get content that they’re interested in

• Courses – learn something they can benefit from

• Quizzes – test their knowledge
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Types of Incentives

• Petition – give their voice to a cause they believe in

• eBooks – get content that they’re interested in

• Courses – learn something they can benefit from

• Quizzes – test their knowledge



Incentives need to be for THEM.



5. Crafting a High Converting Email 
Capture Form



The response form is both your BEST 
FRIEND and WORST ENEMY.  The 
amount and nature of information you 
ask for will determine which one.



How the amount of required information 
impacts conversion

Experiment #289



Impact of Required Form Fields

Background:
• Client: Hillsdale College

• Name acquisition offer for their 
Imprimis publication

• The form historically required 
both email and home address so it 
could be send through mail and 
online

Control



Impact of Required Form Fields

Tested Elements:
• Reduced the required form 

fields by removing address 
information

• Removed image of Imprimis
issues

Treatment



Impact of Required Form Fields

CONTROL TREATMENT

136%
In Conversion Rate



Impact of Required Form Fields

136.0% increase in conversion rate

Version Conv. Rate Relative Diff
Stat 

Confidence

C: Full Address 32.2%

T1: Email Only 76.0% 136.0% 100.0%
Key Learning:

By removing the friction associated with the home address fields, 

Hillsdale was able to more than double the number of emails acquired
✓



Additional Phone Number

CONTROL TREATMENT

41.3%
In Conversion Rate



First Name and Last Name Removed

CONTROL TREATMENT

48.3%
In Conversion Rate

Good right? But wait…



How important is it to 
begin personally?

QUESTION?



Experiment #5707
CONTROL TREATMENT

270
%

In Clicks



It can be okay to add more friction 
NOW if it means you can provide 
more personalization and value on 
the LATER.



How breaking up the form into two parts 
affect email acquisition

Experiment #2039



Breaking Apart Forms Test

Background:
• Client: Heritage Foundation

• Signup form for their President’s 
Club Event

• The control version of the form 
lists all of the fields on one long 
page.

Control



Breaking Apart Forms Test
Tested Elements:
• The treatment broke the 

form up into two separate 
pages

• The first page acquired the 
commitment to attend and 
the relevant contact 
information

• The second page captured 
the event details

Treatment



Breaking Apart Forms Test

CONTROL TREATMENT

99.4%
In Conversion Rate



Breaking Apart Forms Test

99.4% increase in conversion rate

Version Conv. Rate Relative Diff
Stat 

Confidence

C: 1-Step form 17.6%

T1: 2-Step form 35.2% 99.4% 99.8%
Key Learning:

By removing offloading the event details fields to the second page of the

form we reduced cognitive friction and increased signups by 99%.
✓



6. Choosing the Right Place for Your Offer



If an email signup offer falls in the forest…



Pop-ups, Slide-outs, 
Takeovers– we all HATE
them.  But they WORK!



How an alternate offer, given at the right time, 
increased emails acquired

Experiment ID: #2292



Alternate, timely offer increased acquisition

Background:
• Client: Texas State Historical 

Association

• Email acquisition page for 
Civil War eBook offer

• Page had a good conversion 
rate, but most visitors did not 
convert

Control



Alternate, timely offer increased acquisition
Treatment

Treatment Changes:
• Created popup window as 

soon as visitor showed intent 
to exit

• Popup resented a “pivot” 
offer – something relevant, 
but different



Alternate, timely offer increased acquisition

CONTROL TREATMENT

36.9%
In Conversion Rate



Alternate, timely offer increased acquisition

Version Conv. Rate Relative Diff
Stat 

Confidence

C: No Value Prop 7.4%

T1: Value Prop on Page 10.2% 36.9% 99.9%

Key Learning:

Just because a visitor doesn’t choose to accept our initial offer does 

not mean the opportunity to capture their email is over. Relevant offers 
presented at the right time can increase conversion rate. 

✓

36.9% increase in conversion rate



How the disruptive placement of an offer 
increased email acquisition

Experiment #2542



The Power of Disruption

Background:
• Partner: Alliance Defending 

Freedom

• Tested email acquisition on 
the blog

• Blog receives ~3,000 and 
5,000 visitors each day

• Multiple Calls-to-action at 
the bottom of the page 

Control



The Power of Disruption
Treatment

Treatment Changes:
• Added a slide-in call-to-action 

with email signup offer

• Included value proposition 
language identifying the benefits 
of giving an email

• Button communicated value



Alternate, timely offer increased acquisition

CONTROL TREATMENT

523.9
%

In Conversion Rate



The Power of Disruption

Version Conv. Rate Relative Diff Stat Confidence

C: Simple form 0.07%

T1: Value proposition 
form 0.42% 523.9% 100%

Key Learning:

By introducing an interruption to the reader we observed a 523.9%

increase in email signups.  Compelling content by itself is not enough—
we need to present our captive audience with timely, compelling offers.

✓

523.9% increase in emails acquired



7. Collect emails offline



Some ways to get more emails offline

• Use Facebook targeting with an email offer for offline only donors

• Include an email option on the direct mail response device

• Event registration and donations on-site

• Regular database sync/update with email tool
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Remember… It’s Worth It

Just adding email 
communication 
increases value 

90%
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Some ways to get more emails offline

• Use Facebook targeting with an email offer for offline only donors

• Include an email option on the direct mail response device

• Event registration and donations on-site

• Regular database sync/update with email tool



So…in case you SNOOZED
the whole time…



1. Copy

2. Design

3. Sequence

4. Incentive

5. Form

6. Placement

7. Offline

7 Proven Methods to 
Acquire More Emails• People come online to get, not give

• Offer value to them to earn trust and work 
towards a donation

• Emails are valuable for online AND offline 
revenue

• Experiment to find the right offer and 
incentive for your audience

• Optimize for how people think





And a few from US.



General vs. Contextual Headline

CONTROL TREATMENT

73.8%
In Conversion Rate



General vs. Contextual Headline

CONTROL TREATMENT

59.8%
In Conversion Rate



Tangible vs. General Offer

CONTROL TREATMENT

114.3%
In Conversion Rate



Headline

CONTROL TREATMENT

103.7%
In Conversion Rate



Chat Bot with Drift

• Meet our bot… Winston







Thanks! QUESTIONS?




