
Starting at 1pm Central Time



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.
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Is Giving Tuesday really 
that important?



$10,100,000
$28,000,000

$45,700,000

$116,700,000

$177,000,000

$274,000,000

$380,000,000

$0

$50,000,000

$100,000,000

$150,000,000

$200,000,000

$250,000,000

$300,000,000

$350,000,000

$400,000,000

2012 2013 2014 2015 2016 2017 2018

Dollars Raised

Giving Tuesday Revenue Over Time

Data according to NonprofitSource.com



$10,100,000
$28,000,000

$45,700,000

$116,700,000

$177,000,000

$274,000,000

$380,000,000

$0

$50,000,000

$100,000,000

$150,000,000

$200,000,000

$250,000,000

$300,000,000

$350,000,000

$400,000,000

2012 2013 2014 2015 2016 2017 2018

Dollars Raised

Giving Tuesday Revenue Over Time

177% 
Increase

Data according to NonprofitSource.com



$10,100,000
$28,000,000

$45,700,000

$116,700,000

$177,000,000

$274,000,000

$380,000,000

$0

$50,000,000

$100,000,000

$150,000,000

$200,000,000

$250,000,000

$300,000,000

$350,000,000

$400,000,000

2012 2013 2014 2015 2016 2017 2018

Dollars Raised

Giving Tuesday Revenue Over Time

63% 
Increase

Data according to NonprofitSource.com



$10,100,000
$28,000,000

$45,700,000

$116,700,000

$177,000,000

$274,000,000

$380,000,000

$0

$50,000,000

$100,000,000

$150,000,000

$200,000,000

$250,000,000

$300,000,000

$350,000,000

$400,000,000

2012 2013 2014 2015 2016 2017 2018

Dollars Raised

Giving Tuesday Revenue Over Time

3600+% 
Growth

Data according to NonprofitSource.com



$10,100,000
$28,000,000

$45,700,000

$116,700,000

$177,000,000

$274,000,000

$380,000,000

$0

$50,000,000

$100,000,000

$150,000,000

$200,000,000

$250,000,000

$300,000,000

$350,000,000

$400,000,000

2012 2013 2014 2015 2016 2017 2018

Dollars Raised

Giving Tuesday Revenue Over Time

3600+% 
Growth

2019?



How far reaching is Giving 
Tuesday?
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150 countries
participated in Giving Tuesday

Your donors will see Giving Tuesday everywhere,

even if your organization does not participate.

Data according to NonprofitSource.com



14.2 billion
social media impressions

150 countries
participated in Giving Tuesday

Data according to a primary analysis of 7000+ year-end emails from 2018.
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42% did not participate.



14.2 billion
social media impressions

150 countries
participated in Giving Tuesday

42% did not participate.

Don’t expect donations if you 
don’t ask.







Nathan, we will not be participating in "Giving 
Tuesday”. We have done so for many years in the 
past and it doesn't really work for us

I am not interested in doing it again. Approximately 
65% of our donors do not have computers or cell 
phones that do much.



Source: Dunham+Company
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Source: 10 NextAfter Clients, Online Giving in 2017 From More Than 208,000 Transactions and $17,830,000 in Donations
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What Our Data Says…

Source: 10 NextAfter Clients, Online Giving in 2017 From More Than 208,000 Transactions and $17,830,000 in Donations
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This strategy doesn’t require 
a big social media following.
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I don't think it's effective unless you have a big 
social media presence and you have a huge number 
of donors who are ready to ask others to support 

It's not the way that I prefer to raise funds.

After trying various strategies, the one that works 
the best for us is GIVING a gift on Giving Tuesday, 
and still only nets around $2.4K (in comparison, 
other appeals bring in anywhere from $11K-30K)

Everything must be held in the right 
priority. And Dec. 31st is far more important.
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Giving Tuesday

December 31st

After December 25th

Percentage of Online Year-End Revenue

927% more revenue on 
Dec. 31st

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



The 3-Email Strategy for 
Giving Tuesday



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
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If you can only 
send one email for 
Giving Tuesday…

See Last Month’s Webinar
at nextafter.com/year-end



The Giving Tuesday Email 
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The Sunday Before

Dec. 1
The Goal
Educate donors on the significance of Giving 
Tuesday, announce a match or goal if you have 
one, and call them to participate immediately.



Key Elements to Include
Email 1 - The Sunday Before

q Acknowledge their name and the reason for 
your email (Giving Tuesday is coming)

q Educate them on the day itself and why it’s 
important for them to participate.

q Ask them for a donation now as a result of 
your shared values.

q Announce a match if available.

The Sunday Before

Dec. 1



Lead-up Example
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Giving Tuesday Morning

Dec. 3
Morning

The Goal
Provide a free offer without making a donation 
ask. Ask them to get the offer in exchange for 
their email address.
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Giving Tuesday Morning

Dec. 3
Morning

The Goal
Provide a free offer without making a donation 
ask. Ask them to get the offer in exchange for 
their email address.

*Even though you already have it.

Before we look at the email, let’s 
look at the larger strategy.

content marketing
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Offer Landing Page



A Real Giving Tuesday Example



EMAIL OFFER
/’ôfər,ˈäfər/

1. Something of value that your audience would 
be willing to trade their email address for.



eBooks



Quizzes



Petitions



Blog
Subscription



Video
Series



Online
Course





Email offers need to be 
for your ideal donor.



But they need to be 
relevant to YOU.



WIN A FREE CRUISE!



WIN A FREE CRUISE!



What you

PUT INTO
an offer has an effect on what you

GET BACK
from it.



Offer Donor Time 
Investment

Donor Conv. Rate as 
high as…

Petition 10 seconds 0.33%

eBook 10 minutes 3.11%

Online Course 8 weeks 5.97%

Time Investment VS Conversion Rate
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4 Rules for Effective 
Email Acquisition Pages

#1 Be clear.
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Experiment
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Email Acquisition Pages

#1 Be clear.

#2 Don’t have a
distracting design.
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distracting design.

#3
Only ask for
what’s necessary.
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4 Rules for Effective 
Email Acquisition Pages

#1 Be clear.

#2 Don’t have a
distracting design.

#3
Only ask for
what’s necessary.

#4
Make your offer
more potent.



Experiment
FROM THIS TO THIS

8.4%
In Email Signups 

LOGO LOGO



Advertisement or Email

OR

Instant Donation Page

$
Offer Landing Page



Instant Donation Page

$What in the world is an 
instant donation page?



Not This…



But This.
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a Main Donation Page
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• Donation Selection
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4 Key Differences from 
a Main Donation Page
• Introductory Message

Confirm receipt of the 
free offer. Fast.#1



Experiment #8971
From This To This

165%
In Donations



4 Key Differences from 
a Main Donation Page
• Main Message

Make your donation 
ask in context.#2



Experiment #4348
From This

To This

164%
In Donations



4 Key Differences from 
a Main Donation Page
• In-Line Premium

Avoid incentives with a required 
gift amount – unless you test it.#3



From This

To This

53%
In Average Gift

Experiment #5661

34%
In Donations



4 Key Differences from 
a Main Donation Page
• Donation Selection

Give them guidance on 
gift amounts.#4



Experiment #2802
From This To This

34.7%
In Donations

16.4%
In Average Gift



Giving Tuesday Morning

Dec. 3
Morning

The Goal
Provide a free offer without making a donation 
ask. Ask them to get the offer in exchange for 
their email address.

*Even though you already have it.



The Control…



But what if we eliminate the opt-in?



Did Version B work?

Tested, Working Process Test Version B

41.2%
In Donations

31.9%
In Average Gift



Did Version B work?

Tested, Working Process Test Version B

41.2%
In Donations

31.9%
In Average Gift

How do you write the email?



Key Elements to Include
Giving Tuesday Morning

q Acknowledge their name, their time, and their contribution.

q Call them to download something free that you’ve made especially for them, as a 
way of showing your own participation in Giving Tuesday.

q DO NOT ask for money in the email or on the email acquisition landing page .

q Follow up by asking for a donation immediately after they have accepted your free 
offer (confirmation page).



The Sunday Before

Dec. 1

Giving Tuesday Morning

Dec. 3
Morning

Giving Tuesday Evening

Dec. 3
Evening

The Giving Tuesday Email Timeline



The Sunday Before

Dec. 1

Giving Tuesday Morning

Dec. 3
Morning

Giving Tuesday Evening

Dec. 3
Evening

The Giving Tuesday Email Timeline



Giving Tuesday Evening

Dec. 3
Evening

The Goal
Remind them of the significance of Giving 
Tuesday, ignite urgency, and ask them to 
donate now.



Key Elements to Include

Giving Tuesday Evening

q Acknowledge their name and 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.



Year-End 
Fundraising 
Certification 
Course
Courses.nextafter.com



Nextafter.com/cut-through-the-clutter



Nextafter.com/year-end



Questions?




