




DEADLINE TO APPLY IS JUNE 30TH



FUNDRAISING WITH PURPOSE
WITH MACK FOGELSON



A 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 want your questions!

A FEW QUICK THINGS…



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

A FEW QUICK THINGS…



Jeff Giddens
Senior VP of Optimization | NextAfter

TODAY’S SPEAKERS

@jagiddens
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Web Traffic Sources – Email Ecommerce



The greatest indicator of your online

FUNDRAISING POWER
is the size and quality of your

EMAIL LIST



How to grow your email list



Understanding the concept of

THE MARKETING FUNNEL



Traditional Online Donor Funnel

Convert Site Visitors to 
Registered Users

Convert Site Visitors and 
Registered Users to Donors

Convert Donors to Advocates
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1. The	funnel	is	often	presented	as	one	
potentially	useful	analogy	for	marketing.	It	is	
in	fact,	the	primary	analogy.	All	marketing	
should	influence	a	decision.

2. The	funnel	analogy	distorts	reality.	People	
are	not	falling	into	your	funnel,	they	are	
falling	out.	The	funnel	must	be	inverted.

3. People	don’t	travel	down	the	center	of	the	
funnel.	People	are	climbing	up	the	sides.

A New Perspective of the Funnel

Copyright ©  MECLABS
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It’s not a donor funnel, 
it’s a donor mountain.
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The	Donor	Mountain
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The	Donor	Mountain
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The	Donor	Mountain
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Email

Landing	Page

Donation	Process

Optimizing	Each	Micro-Yes
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Value
Force

Cost
Force

The Value Proposition
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Email

Landing	Page

Donation	Process

Value	
Force

Cost	
Force

(Mi)	YES

Optimizing	Each	Micro-Yes
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Email marketing demands trust because the 

RECIPIENT
has a rare power over the

MARKETER



The recipient holds all the power



“Permission marketing 
is the privilege (not the 
right) of delivering 
anticipated, personal 
and relevant messages 
to people who actually 
want to get them.”

- Seth Godin

Permission Marketing



Can you unsubscribe from these?



Email marketing demands trust because the 

CONTEXT
can be quite revealing for 

BAD MARKETERS



Context is everything



Context is everything



Do they trust their guide?



Do they trust their guide?



Email

Landing 
Page

Donation Process

Building trust through email

Skepticism

Belief
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Email

Landing 
Page

Donation Process

Building trust through email

Skepticism

Belief



1. Sender
2. Subject Line
3. Design
4. Copy
5. Call-to-action

Elements and Metrics

Open Rate

Clickthrough Rate

Conversion Rate
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Element 1: 
The Sender



Sample senders



The Fundraiser’s Creed



People have a name



Sender names build (or break) trust

44.7% increase in 
open rate.



Sender names build (or break) trust

20.7% decrease in 
clickthrough rate.

10.1% decrease in 
open rate.



Sender has an impact on subject line



Sender has an impact on subject line
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Test a personal sender 
instead of your organization’s name. 

ACTION ITEM:



But one caveat…
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Element 2: 
The Subject Line



Subject lines we received today



Honorable Mention



Honorable Mention



The most famous subject line

This is not a strategy.
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How subject line tone 
affects email open rate
Experiment #4116



How personal tone affects open rate

Control
• Sender is a person, 

not an organization
• Subject line is 

unclear and cut off
• Alt text for images 

and web version is 
inserted into preview 
text



How personal tone affects open rate

Treatment• Subject line is 
personal, heightens 
interest

• Preview text shows 
personalization



How personal tone affects open rate

Control Treatment

44.7% increase in 
open rate.



How personal tone affects open rate

44.7% increase in open rate

Version Open Rate Relative Diff Stat Confidence

Control 10.2%
Treatment 14.8% 44.7% 100.0%
Key Learning:

We believe that people give to people…but they also open emails from
people as well. Our communications must be transformed so that the 
recipient believes it comes from a person.

✓
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How subject line 
personalization affects 
email open rate
Experiment #4307



How personal tone affects open rate

Control

• Sender is relatively 
familiar person to the 
recipient.

• Subject line includes 
emoji, and is 
organizational-
centric.



How personal tone affects open rate

Treatment• Sender is unknown to 
the recipient.

• Subject line is 
personalized to 
recipient

• Personalization also 
appears in preview 
text.



How personal tone affects open rate

Control Treatment

137.2% increase in 
open rate.



How personal tone affects open rate

137.2% increase in open rate

Version Open Rate Relative Diff Stat Confidence

Control 7.6%
Treatment 18.1% 137.2% 100.0%
Key Learning:

Subject lines that would be difficult for a person to actually write may
tip off marketing messages. Additionally, relational gaps can be overcome
through personalization. 

✓



Subject line affects clickthrough

109.8% increase in 
open rate.

19.7% increase in 
clickthrough rate.



Subject line affects clickthrough

42.2% increase in 
clickthrough rate.



onlineforlife.org

Look in your “sent mail” to find inspiration for a
”natural” subject line. But make sure it relates

to the copy!

ACTION ITEM:
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Element 3: 
The Design
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How a more personal 
email design affects 
performance metrics



How a more personal email affects performance metrics

Treatment



How a more personal email affects performance metrics

• Heavily designed 
email

• Sent from the 
founder

• Makes calls to action 
with large buttons

Control



How a more personal email affects performance metrics

• Heavily designed 
email

• Sent from the 
founder

• Makes calls to action 
with large buttons

Control



How a more personal email affects performance metrics

• Designed to mimic 
“Outlook” emails

• Sent from a member 
of the development 
team

• No “designed” 
elements except logo 
and signature

Treatment



How a more personal email affects performance metrics

• Designed to mimic 
“Outlook” emails

• Sent from a member 
of the development 
team

• No “designed” 
elements except logo 
and signature

Treatment



How a more personal email affects performance metrics

Treatment

6.3% increase in 
open rate.



How a more personal email affects performance metrics

Treatment

32.5% increase in 
clickthrough rate.



How a more personal email affects performance metrics

6.3% increase in open rate

Version Open Rate Relative Diff Stat Confidence

Control 49.6%
Treatment 52.7% 6.3% 100.0%
Key Learning:

A different sender and subject line (from someone they had previously
not heard from) was able to successfully increase open rate. 
✓



How a more personal email affects performance metrics

32.5% increase in clickthrough rate

Version Conv. Rate Relative Diff Stat Confidence

Control 6.3%
Treatment 8.4% 32.5% 100.0%
Key Learning:

Redesigning the email to look more like emails that people send and
receive every day significantly improved response rate. People respond to
emails that look like they come from people, rather than an organization. 

✓
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How the design of a 
fundraising email affects 
clickthrough rate
Experiment #4174



How fundraising email design affects clickthrough rate

Control
• Sender is unknown to 

audience
• Templated email is 

intended to give 
context to the ask and 
reinforce the brand

• Images give context to 
donation ask



How fundraising email design affects clickthrough rate

Treatment

• Branding and images 
are stripped out, 
creating a personal 
feel for the appeal

• Email still contains 
templated elements, 
but is responsive and 
not designed.



Treatment

How fundraising email design affects clickthrough rate

Control

80.3% increase in 
clickthrough rate.



How fundraising email design affects clickthrough rate

80.3% increase in clickthrough rate

Version CTR Relative Diff Stat Confidence

Control .17 %
Treatment .30% 80.3% 100.0%

Key Learning:
Email templates may reinforce the brand and increase the authority 

of an email, but they also tip our hand to the recipient that our email is 
“marketing”. Thus, fewer people to take the intended action and click. 

✓



How personal tone affects clickthrough rate

Control Treatment

19.6% increase in 
clickthrough rate.



onlineforlife.org

How a signature image in 
an email affects 
clickthrough rate
Experiment #5435



How signature image affects clickthrough rate

Control

• Three calls to action
• More opportunities to 

click
• Signature image 

below final signoff



How signature image affects clickthrough rate

Treatment

• Single link
• Removed signature 

image and replaced it 
with standard 
signature block. 



Treatment

How signature image affects clickthrough rate

Control

12.9% increase in 
clickthrough rate.



How signature image affects clickthrough rate

12.9% increase in clickthrough rate

Version CTR Relative Diff Stat Confidence

Control 1.2%
Treatment 1.3% 12.9% 100%
Key Learning:

This indicates that the signature had a slight effect on reducing 
the recipient’s trust of the sender, which resulted in fewer recipients 
taking action. 

✓
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How urgency affects 
conversion and average 
gift
Experiment #412



Countdown Clock vs. Plain Email

Background:
• Client: Dallas Theological 

Seminary
• Last two emails in the 

CYE campaign
• Email has a direct call to 

action to make a gift

Control



Countdown Clock vs. Plain Email

Tested Elements:
• Identical copy within the 

email
• Added an animated gif that 

counted down to Dec. 31st

Treatment



Countdown Clock vs. Plain Email
TreatmentControl

51.5% increase
in response rate



Countdown Clock vs. Plain Email

51.1% increase in response rate

Version Resp. Rate Relative Diff Stat Confidence
C: Plain Email 0.2%

T1: Countdown Clock 0.3% 51.1% 95.6%

Key Learning:

The countdown clock in the email increased response rate by 51.1%
and average gift by 106.6%. The added urgency has the ability to
affect both a donors willingness to give and the amount they give.

✓
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Using a template? Try stripping design elements
out of your emails. 

ACTION ITEM:
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Element 4: 
The Copy
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How personal tone in a 
fundraising appeal affects 
donor conversion
Experiment #4171



How personal tone in appeal affects donor conversion

Control
• Traditional appeals 

had branded 
template and large 
CTA buttons

• Email is centered 
around another 
family, unknown to 
the reader



How personal tone in appeal affects donor conversion

Treatment
• New appeal made a 

simple, clear ask.
• Initial copy gave 

relevance to the ask: “I 
know you’ve been 
using CaringBridge
recently”.

• Branding moved to 
signature block



Treatment

How personal tone in appeal affects donor conversion

Control

145.5% increase in 
conversion rate.



How personal tone in appeal affects donor conversion

145.5% increase in conversion rate

Version Conv. Rate Relative Diff Stat Confidence

Control .01%
Treatment .02% 145.5% 99.5%
Key Learning:

It’s easy to revert to an omniscient marketing voice when writing on 
behalf of a brand. But people give to people, and they respond more when
they believe that a person is on the other side of the conversation. 

✓
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How personal tone affects 
clickthrough rate
Experiment #4117



How personal tone affects open rate

Control
• Images instantly give 

away our motive for 
sending

• Image-focused CTA 
looks like marketing 
rather than a message

• CTA is linked in copy 
and is unclear.



How personal tone affects open rate
Treatment

• Images are removed
• Copy begins with a 

personal gesture
• Ask is framed as an 

invitation
• ”Raw” link is cut and 

pasted.



How personal tone affects open rate

Control Treatment

91.3% increase in 
conversion rate.



How personal tone affects open rate

44.7% increase in clickthrough rate

Version Clickthrough
Rate

Relative Diff Stat Confidence

Control .31%
Treatment .60% 91.3% 99.5%
Key Learning:

Our readers are more likely to take action when they believe that the
communication is coming from a real person. 
✓
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How personal tone affects 
clickthrough rate
Experiment #3423



How personal tone affects clickthrough rate

Control

• Email starts with 
strong statement that 
doesn’t address the 
reader.

• Image pasted into 
email seems to 
denote a template.



How personal tone affects clickthrough rate

Control

• Link and button copy 
may present decision 
friction.

• Signature is non-
native to personal 
emails. 



How personal tone affects clickthrough rate
Treatment

• Copy starts with a 
personal greeting. 

• Intro paragraph gives 
context and 
qualification. 

• Statement is presented 
as information, rather 
than position. 



How personal tone affects clickthrough rate
Treatment

• Personalization is 
repeated.

• Link is given context, 
and personalization is 
repeated in thank-
you.

• Email signature is 
plain-text. 



How personal tone affects clickthrough rate

Control Treatment

109.2% increase in 
clickthrough rate.



How personal tone affects clickthrough rate

Control Treatment

109.2% increase in 
clickthrough rate.

304.8% increase in 
donor conversion.



How personal tone affects clickthrough rate

109.2% increase in clickthrough rate

Version Clickthrough
Rate

Relative Diff Stat Confidence

Control .21%
Treatment .44% 109.2% 100.0%
Key Learning:

When email copy addresses the recipient personally and gives context
for both the communication and the ask, clickthrough rate may increase. 
✓



How personal tone affects donor conversion

304.8% increase in donor conversion

Version Conversion 
Rate

Relative Diff Stat Confidence

Control .03%
Treatment .12% 304.8% 100.0%
Key Learning:

When email copy addresses the recipient personally and gives context
for both the communication and the ask, donors are more likely to give. 
✓



The most underrated marketing metric is

THE REPLY.



Read your emails out loud, 
and have them read back to you

Does it sound like you?

ACTION ITEM:
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Element 5: 
The Call-to-action
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How direct donation asks 
in an email impact 
performance
Experiment #6186



How direct ask affects conversion

Control

• Control email had a 
soft ask, even though 
the call-to-action was 
clearly to give a 
donation: “Find out”



How direct ask affects conversion
Treatment

• Magnified the 
intensity and clarity 
of the ask. 

• Included “raw link” to 
focus CTA and provide 
clear next step.



Treatment

How direct ask affects conversion

Control

246.1% increase in 
conversion rate.



How direct ask affects conversion

246.1% increase in conversion rate

Version Conv. Rate Relative Diff Stat Confidence

Control .06%
Treatment .20% 246.1% 99.2%
Key Learning:

Increasing the intensity and clarity of the ask, along with the visual 
positioning of the link can positively affect donations by increasing the
motivation of the donor and aligning it with the call-to-action.

✓
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How the ask amount in 
an email fundraising 
appeal affects 
clickthrough rate
Experiment #4132



Ask amount affects clickthrough rate



Ask amount affects clickthrough rate

8.7% decrease in 
clickthrough rate.

34.2% increase in 
clickthrough rate.
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How the clarity of the 
call-to-action affects 
donor conversion rate



Clarity of CTA affects donor conversion

Background:
• Client: Dallas Theological 

Seminary
• Third email in the CYE 

campaign
• Email has long copy with a 

direct ask in the email

Control



Clarity of CTA affects donor conversion

Tested Elements:
• Shortened the email by 

moving content to landing 
page

• Made a softer call to action 
in the email

Treatment



Clarity of CTA affects donor conversion
TreatmentControl

481.4% increase
in click rate

67.1% decrease in 
conversion rate.
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How increasing the 
relevancy of the cause to 
the reader affected 
donor conversion
Experiment #6487



“Telling” versus “asking” increases relevancy

Control

• Control email told the 
donor that they were 
a critical part of the 
budget fight, and that 
their donation would 
do some good. 



“Telling” versus “asking” increases relevancy
Treatment

• Treatment email 
asked them: “Would 
you be able to help?” 
and augmented the 
force with “I’d be 
honored if you joined 
us.”



Treatment

“Telling” versus “asking” increases relevancy

Control

328% increase in 
conversion rate.



“Telling” versus “asking” increases relevancy

328% increase in conversion rate

Version Conv. Rate Relative Diff Stat Confidence

Control .08%
Treatment .33% 328% 99.0%
Key Learning:

Even though it the call-to-action was clear in the control email, we were
Able to increase the perceived relevancy of the call-to-action to the reader 
by asking in non-linked text and winning the “mental commitment” first. 

✓



Test the directness of your call-to-action. 

ACTION ITEM:



Email

Landing 
Page

Donation Process

Building trust through email

Skepticism

Belief



You don’t have to know 
all the answers!

You just need to know 
how to find out the right 
answers. 

Good news…



nextafter.com/research
• All of the experiments 

we reviewed today, 
plus many more

• We will send an email 
after the call today

Check Out The NextAfter Research Library



Donors do not think of money as an

ENCUMBRANCE
that needs to be 

UNBURDENED
-Robert Hartsook
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Q&A


