
Starting at 1pm Central



A Few Quick things…

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



A Few Quick things…

Links to the slide deck and other featured resources will 
be sent out with the recording.



A Few Quick things…

We have time for Q&A.



A Few Quick things…

Use the Chat window 

to ask a question or 

drop in a comment.



Today’s Speaker

Nathan Hill
Marketing Director

nathan@nextafter.com

mailto:brady@nextaft.com














Survey Email
• Acknowledge their name
• Describe the opportunity and reason
• Call them to take the survey with a raw link
• DO NOT ask for money, even in a P.S.

#anksgiving Email
• Acknowledge their name, time,
  and contribution
• Call them to consume something free
• DO NOT ask for money, even in a P.S.

Giving Tuesday Emails
• 1st Email - Educate them on what Giving 
Tuesday is and ask for a donation
• 2nd Email - Give them free content
• 3rd Email - Make a direct donation ask

Year-End Overview Email
• Acknowledge their name, your relationship, 
and why they should keep reading
• Segue into what’s at stake in the new year
• Give evidentials of your organization’s impact
• Announce a match (if any) and the deadline
• Ask for an immediate donation

Testimonial Pass-Along Email
• Acknowledge their name, your relationship, and
  your desire for them to see their impact
• Share a real and compelling testimonial
• Give credit to them because of their generosity
• Ask them to donate now

Free Offer Email
• Acknowledge their name, your relationship
• Describe the free thing you want to give them
• Call them to get the free offer
• DO NOT ask for money in the email
• Once opted in to your offer, use an instant 
  donation page to make your donation ask.

Accomplishments Email
• Acknowledge their name, and that you want to
  see positive results from their generosity
• Show a list of accomplishments from the
  donor’s generosity
• Thank them again for their generosity
• DO NOT ask for money, except in a P.S if you
  have a special deadline approaching

Authority Acknowledgment Email
• Acknowledge their name, relationship with you.
• Thank them for their support to date.
• Describe what their support means to the 
authority figure (CEO, President, Chair Person, etc)
• Ask them to give a specific amount

Mid-December Reminder Email
• Acknowledge their name
• Give a reason for wanting to quickly connect
• Quickly remind them of where their gift will go
• Ask them to complete their donation

December Holiday Email
• Acknowledge their name, time, and contribution
• Acknowledge your shared value in the holiday
• Call them to get free content to celebrate
• DO NOT ask for money, even in a P.S.

Only Days Le* Email
• Acknowledge their name, your relationhship, 
and timeframe
• Summarize the most important challenges 
and values at stake in the new year
• Commit to attacking these challenges
• Ask for an immediate donation
• Remind them of the time left using text.

December 30th Email
• Acknowledge their name, your relationship
• Acknowledge the deadline and urgency
• Announce any new incentives to give
• Ask for an immediate donation

December 31st Emails
• AM Email - Ask for an 
immediate donation, utilizing a 
countdown clock, progress bar, 
social stats, etc.
• PM Email - Ask for an 
immediate donation, stating that 
you haven’t received their gift 
yet. Include AM Email below.

We Did It! Email
• Announce that you hit your 
goal (or a certain percentage 
of it).
• Thank them for their 
generosity and support
• DO NOT ask for an 
additional donation
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Survey Email
• Acknowledge their name
• Describe the opportunity and reason
• Call them to take the survey with a raw link
• DO NOT ask for money, even in a P.S.

#anksgiving Email
• Acknowledge their name, time,
  and contribution
• Call them to consume something free
• DO NOT ask for money, even in a P.S.

Giving Tuesday Emails
• 1st Email - Educate them on what Giving 
Tuesday is and ask for a donation
• 2nd Email - Give them free content
• 3rd Email - Make a direct donation ask

Year-End Overview Email
• Acknowledge their name, your relationship, 
and why they should keep reading
• Segue into what’s at stake in the new year
• Give evidentials of your organization’s impact
• Announce a match (if any) and the deadline
• Ask for an immediate donation

Testimonial Pass-Along Email
• Acknowledge their name, your relationship, and
  your desire for them to see their impact
• Share a real and compelling testimonial
• Give credit to them because of their generosity
• Ask them to donate now

Free Offer Email
• Acknowledge their name, your relationship
• Describe the free thing you want to give them
• Call them to get the free offer
• DO NOT ask for money in the email
• Once opted in to your offer, use an instant 
  donation page to make your donation ask.

Accomplishments Email
• Acknowledge their name, and that you want to
  see positive results from their generosity
• Show a list of accomplishments from the
  donor’s generosity
• Thank them again for their generosity
• DO NOT ask for money, except in a P.S if you
  have a special deadline approaching

Authority Acknowledgment Email
• Acknowledge their name, relationship with you.
• Thank them for their support to date.
• Describe what their support means to the 
authority figure (CEO, President, Chair Person, etc)
• Ask them to give a specific amount

Mid-December Reminder Email
• Acknowledge their name
• Give a reason for wanting to quickly connect
• Quickly remind them of where their gift will go
• Ask them to complete their donation

December Holiday Email
• Acknowledge their name, time, and contribution
• Acknowledge your shared value in the holiday
• Call them to get free content to celebrate
• DO NOT ask for money, even in a P.S.

Only Days Le* Email
• Acknowledge their name, your relationhship, 
and timeframe
• Summarize the most important challenges 
and values at stake in the new year
• Commit to attacking these challenges
• Ask for an immediate donation
• Remind them of the time left using text.

December 30th Email
• Acknowledge their name, your relationship
• Acknowledge the deadline and urgency
• Announce any new incentives to give
• Ask for an immediate donation

December 31st Emails
• AM Email - Ask for an 
immediate donation, utilizing a 
countdown clock, progress bar, 
social stats, etc.
• PM Email - Ask for an 
immediate donation, stating that 
you haven’t received their gift 
yet. Include AM Email below.

We Did It! Email
• Announce that you hit your 
goal (or a certain percentage 
of it).
• Thank them for their 
generosity and support
• DO NOT ask for an 
additional donation
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8 Emails 
You Should
Be Sending 
This Year-
End



But first…



A Few Fast Facts About
Year-End 2018
and what they mean for you this year.



The average nonprofit brought in

35% of online revenue 
during the year-end season.

Data according to an analysis of 25 nonprofits with active online fundraising programs.

#1



The average nonprofit brought in

35% of online revenue 
during the year-end season.
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The average nonprofit brought in

35% of online revenue 
during the year-end season.

#1



The average nonprofit brought in

35% of online revenue 
during the year-end season.

There are a lot of 
donations at stake.

#1



December 31st is more important 
than Giving Tuesday.
Sorry. Not Sorry.

#2



Data according to an analysis of 25 nonprofits with active online fundraising programs.

#2
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Data according to an analysis of 25 nonprofits with active online fundraising programs.
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Data according to an analysis of 25 nonprofits with active online fundraising programs.

#2

0.00% 10.00% 20.00% 30.00% 40.00% 50.00% 60.00%

Giving Tuesday

December 31st

After December 25th

Percentage of Online Year-End Revenue

36%



Data according to an analysis of 25 nonprofits with active online fundraising programs.
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Data according to an analysis of 25 nonprofits with active online fundraising programs.
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Data according to an analysis of 25 nonprofits with active online fundraising programs.
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Giving Tuesday

December 31st

After December 25th

Percentage of Online Year-End Revenue

927% more revenue on 
Dec. 31st

Spend more time 
on Dec. 31st.

#2



64% of year-end emails came 
from a non-human sender.
People give to people. Not email machines.

#3



#3
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28%
In Email OpensA

B

Send emails from a 
real person.

#3





I’ll send this to you 
after the webinar.



And now…



What emails can you send to

cut through the clutter
and raise more money?



Thanksgiving Day



Thanksgiving Day

Giving Tuesday



Thanksgiving Day

Giving Tuesday

Testimonial Pass-Along



Thanksgiving Day

Giving Tuesday

Testimonial Pass-Along

December Holiday



Thanksgiving Day

Giving Tuesday

Testimonial Pass-Along

December Holiday

Only Days Left



Thanksgiving Day
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Thanksgiving Day

Giving Tuesday

Testimonial Pass-Along

December Holiday

Only Days Left

Dec. 30th

Dec. 31st



Thanksgiving Day

Giving Tuesday

Testimonial Pass-Along

December Holiday

Only Days Left

Dec. 30th

Dec. 31st

x2



Thanksgiving Day



An email or piece of communication 
whose sole purpose is to give 
thanks to the donor for their 
contribution to the organization.

The Thanksgiving Email



The Thanksgiving Email How-To

q Acknowledge their name, their time, their contribution

q Call them to consume something free that you’ve made especially for 
them

q DO NOT ask for money, even in the p.s.



Thanksgiving Examples



Thanksgiving Examples



The Thanksgiving Email 
• How this helps me raise funds: Influences near-future emails through 

Priming

• Why it Works:

• Disarming – They aren’t being asked for money

• Feel important – They’re being acknowledged and given credit

• Engage – Certain unique / extra content experiences cement the feeling in



Giving Tuesday



As part of the overall year-end 
generosity push, this is a trend started 
in recent years to help some alleviate 
guilt from Black Friday and Cyber 
Monday shopping.

Despite it’s performance compared to 
Dec 31, you should still be 
participating, as we don’t want to leave 
any generosity unattended.

The #GivingTuesday
Campaign



#GivingTuesday emails

• One-Three days prior (Sunday): Educate donors on the significance, 
announce a match / challenge if you have one, call them to participate 
immediately.

• Actual Day AM: Provide a free offer / relevant value WITHOUT making a 
donation ask, call them to consume it in exchange for their email

• Follow-up with a free offer confirmation and donation page (in-lieu of just a 
confirmation page)

• Actual Day:  Remind significance, Ignite urgency, call them to give



The #GivingTuesday Emails How-To

q Acknowledge their name, the reason 
for your email (reminder)

q Remind them of what’s at stake, as 
well as the physical deadline

q Make a direct donation ask



On #GivingTuesday Alt 
Example

NOT THIS BUT THIS

60.7%
IN TOTAL DONATIONS



#GivingTuesday Emails 
• How this helps me raise funds: Helps you stay present when everyone 

else is present

• Why this may work:

• Guilt Release – Be it from shopping to pressure from others to participate

• Participation- Being able to take part in the movement of generosity with their preferred 
non-profit organization 

• Value Proposition- It’s another opportunity for an emotional connection

• Incentive- Many organizations have matches. This type of event lends itself well to these.



Testimonial Pass-Along



A pass-along style email that 
showcases a testimonial from 
someone that has been 
impacted by your 
organization.

The Testimonial Pass-
along Email



The Testimonial Pass-Along How-To
q Acknowledge their name, your relationship, and that ultimately that you 

want to make sure they get to see first-hand the impact they are making.

q Share the actual testimonial, through a compelling narrative or a direct 
italicized quote.

q Give credit to them and acknowledge that the testimonial belongs to them, 
all because of their generosity.

q Ask them to donate now so that they can help others like the person 
featured in the testimonial 

q Remind them of special incentives (like a match) and end-date so they’ll act 
now.



Testimonial Email Examples



Testimonial Email Examples



Testimonial Email Examples



The Testimonial Email
• How this helps me raise funds: This email gives readers another perspective on the 

impact your organization is making, and another opportunity to make a soft ask 
without feeling repetitive.

• How it works:

• Why Care: It can only it begin with acknowledgment of the donor and the impact they are 
making. It is enhanced through the tone of the sender and their desire to keep the reader in-the-
know.

• Why You: The testimonial itself acts as both reason giver and credibility indicator. Because it is 
presented in story-form, it has an unusual power to significantly increase emotional investment.

• Why Now: The heightened increase in emotional investment produces the climax that occurs just 
before the conversion horizon, increasing motivation to give outside of deadlines and incentives.



December Holiday



Depending on which religious 
holiday your list most closely 
identifies with, this generally 
consists of the organization 
acknowledging it on the day(s) it is 
designated without a donation ask. 

The December Holiday 
Email



The December Holiday Email How-To

q Acknowledge their name, their time, and their contribution

q Acknowledge your shared value in the holiday, and describe those 
shared values in a tangible, authentic way

q Call them to consume something free that you’ve made especially for 
them to celebrate it.

q DO NOT ask for money, even in the p.s.



The December Holiday Email 



The December Holiday Email 
• How this helps me raise funds: Influences the up-and-coming December 

appeal emails through relational priming.

• Why it Works:

• Disarming – They aren’t being asked for money

• Builds camaraderie– Lets donors know you share their values and beliefs, even if 
its purely cultural (and not religious).

• Engage – In some cases, certain unique / extra content experiences cement the 
feeling in



Only Days Left



The first email of the final week’s 
push for generosity. It generally 
summarizes the most important 
points to the donor for starting the 
new year strong and brings focus 
to action, the deadline and the 
incentive for action.

The Only Days Left 
Email



The Only Days Left Email How-To
q Acknowledge their name, your relationship, and the timeframe 

q Summarize the most important challenges and values at stake for the 
new year that are most valuable for the donor.

q Commit to attacking challenges / defending values emotively

q Ask for an immediate donation and provide a clear place to click.

q Remind them of the time left (in text) and the incentive at stake.



The Only Days Left Email 



The Only Days Left Email 



The Only Days Left Email
• How this helps me raise funds: It is the first direct, hard ask of the final 

week and helps bring your organization back to the top-of-mind

• How it works:

• Why Care: By getting right to the point on issues the donor cares most about.

• Why You: Usually by emotively expressing your commitment to fighting for 
those important issues.

• Why Now: A mention of the time left, and the incentive at stake, though a 
countdown clock or progress mention on this email may be premature.



December 30th



The second email of the final week’s 
push, it is extremely direct in its ask for 
a donation, and more often than not, 
announces the organization’s most 
attractive match / incentive of the 
whole year.

The December 30 Email



The December 30 Email How-To

q Acknowledge their name, your relationship

q Acknowledge the deadline, and urgency, for them to effect the 
strongest possible start / impact for their values in the new year.

q Announce any new incentives to give by the deadline

q Ask for an immediate donation and provide a clear place to click.



What we typically see…



The December 30 Email 



The December 30 Email 



The December 30 Email
• How this helps me raise funds: It is a very direct reminder and ask to 

give, and often is the first to announce one of the best match / challenge 
/ incentives of the entire year. 

• How it works:

• Outward Incentives: Most that we see often announce one the biggest, boldest 
incentives to give by a deadline for the entire year.

• Personal / informal: The best performing versions of this email that we have seen 
have a very realistic feeling to it. It does not patronize the reader through too 
much value proposition and acts more as a candid, clear and honest reminder.



One of the 
best performing



About this Test (616)
Background

This non-profit was running a year-end fundraising campaign and wanted to activate 
the greatest generosity.

Objective

Which email will result in the most donations?



Original / 
Typical



Original
• This email was sent by Jim 

DeMint, the president and most 
well-known leader of the Heritage 
Foundation, asking recipients for 
their support with a year-end gift.

• It leverages continuity, as all 
support requests throughout the 
year have come from DeMint.

• The tone of the email is formal and 
professional.



Treatment



Treatment
• The email was sent by Christie 

Fogarty, the foundation’s lesser 
known Director of Membership, 
requesting donations.

• Version B breaks continuity, as 
all support requests throughout 
the year have come from the 
president of the nonprofit.

• The email uses a much 
friendlier, informal, empathetic 
tone.



Side-by-Side
Treatment

136%
DONATIONS

103%
AVG GIFT

Original / Typical



December 31st
(x2)



The final push emails on the last 
day of the year, they are extremely 
direct and utilize both inward as 
well as outward incentives.

The December 31 Email(s)



December 31st AM



The December 31 Email (AM) How-To
q Acknowledge their name, your relationship

q Acknowledge the deadline, and urgency, for them to effect the 
strongest possible start / impact for their values in the new year.

q Announce any new incentives to give by the deadline

q Add inward incentive intensifiers like a moving countdown clock, a 
progress bar (or progress mention), social stats and a call to join in.

q Ask for an immediate donation and provide a clear place to click.



The December 31 Email(s) 



The December 31 Email(s) 



The December 31 Email(s)
• How this helps me raise funds: It gets your organization, and its very best 

incentives, in front of donors on the day they know they can’t wait past. 
Sending two emails (one AM and one PM) helps when trying to stand out.

• How it works:

• Outward incentives: If you haven’t announced your very best external incentive to give, 
this is the time. (challenges, matches, gifts, someone covering overhead…)  

• Inward Incentives: In addition to announcing your outward incentives, tools like 
countdown clocks, progress bars (showing more than 50% towards the goal) and social 
proof points help motivate the last of your year’s donors to finish as human are 
subliminally socially & community motivated.

• Short, to-the-point: Because of the vast number of emails received on this day, the best 
performing emails often keep it to-the-point



December 31st PM



The December 31 Email (PM) How-To
q Acknowledge their name.

q Acknowledge that you haven’t received their gift yet and wanted to 
make sure they had the link to do it.

q Ask for an immediate donation and provide a clear place to click.

q Show the email from the previous day below… as if it was forwarded to 
them.

q Test using a different sender, like someone from the fundraising 
department or customer service.



The December 31 Email(s) 



The December 31 Email(s) 



BONUS EMAIL

?



Within the first week of the year.

Be sure to say



I’ll send this to you 
after the webinar.
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Survey Email
• Acknowledge their name
• Describe the opportunity and reason
• Call them to take the survey with a raw link
• DO NOT ask for money, even in a P.S.

#anksgiving Email
• Acknowledge their name, time,
  and contribution
• Call them to consume something free
• DO NOT ask for money, even in a P.S.

Giving Tuesday Emails
• 1st Email - Educate them on what Giving 
Tuesday is and ask for a donation
• 2nd Email - Give them free content
• 3rd Email - Make a direct donation ask

Year-End Overview Email
• Acknowledge their name, your relationship, 
and why they should keep reading
• Segue into what’s at stake in the new year
• Give evidentials of your organization’s impact
• Announce a match (if any) and the deadline
• Ask for an immediate donation

Testimonial Pass-Along Email
• Acknowledge their name, your relationship, and
  your desire for them to see their impact
• Share a real and compelling testimonial
• Give credit to them because of their generosity
• Ask them to donate now

Free Offer Email
• Acknowledge their name, your relationship
• Describe the free thing you want to give them
• Call them to get the free offer
• DO NOT ask for money in the email
• Once opted in to your offer, use an instant 
  donation page to make your donation ask.

Accomplishments Email
• Acknowledge their name, and that you want to
  see positive results from their generosity
• Show a list of accomplishments from the
  donor’s generosity
• Thank them again for their generosity
• DO NOT ask for money, except in a P.S if you
  have a special deadline approaching

Authority Acknowledgment Email
• Acknowledge their name, relationship with you.
• Thank them for their support to date.
• Describe what their support means to the 
authority figure (CEO, President, Chair Person, etc)
• Ask them to give a specific amount

Mid-December Reminder Email
• Acknowledge their name
• Give a reason for wanting to quickly connect
• Quickly remind them of where their gift will go
• Ask them to complete their donation

December Holiday Email
• Acknowledge their name, time, and contribution
• Acknowledge your shared value in the holiday
• Call them to get free content to celebrate
• DO NOT ask for money, even in a P.S.

Only Days Le* Email
• Acknowledge their name, your relationhship, 
and timeframe
• Summarize the most important challenges 
and values at stake in the new year
• Commit to attacking these challenges
• Ask for an immediate donation
• Remind them of the time left using text.

December 30th Email
• Acknowledge their name, your relationship
• Acknowledge the deadline and urgency
• Announce any new incentives to give
• Ask for an immediate donation

December 31st Emails
• AM Email - Ask for an 
immediate donation, utilizing a 
countdown clock, progress bar, 
social stats, etc.
• PM Email - Ask for an 
immediate donation, stating that 
you haven’t received their gift 
yet. Include AM Email below.

We Did It! Email
• Announce that you hit your 
goal (or a certain percentage 
of it).
• Thank them for their 
generosity and support
• DO NOT ask for an 
additional donation

Year-End Fundraising Email ,meline

10
January

15
November

For the super-advanced fundraiser... 17 Emails 
You Can 
Send This 
Year-End



Nextafter.com/year-end



Questions?




