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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...

Cracking the Code of Facebook Fundraising
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No messages yet

Remember to be cool and play nice!

In this free webina ,.)O and will s OW yOu eaci SLCpO a Facebook fundraisi &

strategy that will help you target likely donors, capture their attention, convert them into

new donors, and cultivate them for the future.

This webinar will begin on Wednesday, August 29th at 1PM CT.

Get a Recording of the Live Stream
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|s Giving Tuesday really
that important?
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Giing Tueaday, ‘Revenue Over Time
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How far reaching is Giving
Tuesday?



aocial media impreasiona

Data according to NonprofitSource.com



social media impressions participated. in Giving Tueadaw,

Data according to NonprofitSource.com



social media impressiona participated in Giwing Tuesday,

Your donors will see Giving Tuesday everywhere,

even If your organization does not participate.

Data according to NonprofitSource.com



social media impressicna participated in Ging Tuesday,

58%

58% of organizations sent emails
on Giving Tuesday 2018.

Data according to a primary analysis of 7000+ year-end emails from 2018.



social media impressiona participated in Giwing Tuesday,

42% did not participate.

58% of organizatic
on Giving Tuesday 2018.




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



Good morning, Nathan.

Incase you forgot...one of the biggest giving days of the year is coming up fast.

Giving Tuesday grows in importance every single year. In fact, according to
NPSource, GivingTuesday brought in $380M in 2018 — up 38% from 2017.

You can take the simple approach of sending an email to donors on the morning of
Giving Tuesday with a straight forward donation ask, and you might see some

sSuccess.

But we've been testing a new strategy that can help you prepare your donors for
Giving Tuesday, and let them experience your organization in a way that leads to

even greater donations and revenue.

At the core of this strategy is content marketing.

In another free webinar on November 14th at 1pm central, I'll be breaking down this
Giving Tuesday content marketing strategy for you. During the webinar, you'll learn

how to:

¢ Prime your donor for Giving Tuesday
* Leverage content marketing to drive Giving Tuesday revenue

+ Create 3 different emails to send during your Giving Tuesday campaign

We'll also talk about specific tactics to use on your donation page to support this

content marketing strategy, and lead to more donations.




You can reserve your spot for the free Giving Tuesday webinar here:

https://www.nextafter.com/webinar-registration

#GI¥INGTUESDAY

Boost Your Giving Tuesday Revenue Using Content Marketing [Free
Webinar]

November 14th @ 1pm Central Time

Reserve Your Spot »

Think you can make it?

- Nathan

Nathan Hill

NextAfter

Marketing Director
nathan@nextafter.com
(309) 265-6844




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

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



Silent generation gave more
online gifts
4 past 12 months

(gifts per year) (gifts per year)

Source: Dunham+Company ‘u




What Our Data Says... BEMCHMARKS
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What Our Data Says...

Source: 10 NextAfter Clients, Online Giving in 2017 From More Than 208,000 Transac tions an d $17,830,000 in Donations
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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

| am not interested in doing it again. Approximately
65% of our donors do not have computers or cell
phones that do much.
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jork for us | 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
g it again. Approximately you. It's not the way that | prefer to raise funds.
have computers or cell



ticipating in "Giving

o for many years in the

jork for us | 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
g it again. Approximately you. It's not the way that | prefer to raise funds.
have computers or cell

This strategy doesn't require
a big social media following.



Inless you have a big After trying various strategies, the one that works

you have a huge number the best for us is GIVING a gift on Giving Tuesday,
) ask others to support and still only nets around $2.4K (in comparison,
prefer to raise funds. other appeals bring in anywhere from $11K-30K)



Inless you have a big After trying various strategies, the one that works

you have a huge number the best for us is GIVING a gift on Giving Tuesday,
) ask others to support and still only nets around $2.4K (in comparison,
prefer to raise funds. other appeals bring in anywhere from $11K-30K)

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



‘Percentage of Online Year-tnd Revenue

After December 25th

December 3lst

L 927% more revenue on
Dec. 3lat

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



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.

Giving Tuesaday 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

0—0

« Acknowledge their name, time,

and contribution
« Call them to consume something free
- DO NOT ask for money, even ina P.S.

Year-&nd 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

Teatimonial ‘Pass-fllong 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

{ccomplishments 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

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.

fluthority flcknowledgment 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

For the super-advanced fundraiser...

‘Mid-December Reminder Eémail

+ 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

Only Days Tgft 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 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.

‘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 31at 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 Tt! 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

17 Emails
You Can

Send This
Year-End
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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.

Giving Tuesaday 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

0—0

« Acknowledge their name, time,

and contribution
« Call them to consume something free
- DO NOT ask for money, even ina P.S.

Year-&nd 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

Teatimonial ‘Pass-fllong 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

{ccomplishments 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

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.

fluthority flcknowledgment 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

For the super-advanced fundraiser...

‘Mid-December Reminder Eémail

+ 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

Only Days Tgft 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 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.

‘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 31at 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 Tt! 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

17 Emails
You Can

Send This
Year-End




Survey &mail

- 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.

Giving Tueaday 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

~0—0

- Acknowledge ltlh‘e'(i]r name, time,

and contribution
- Call them to consume something free
- DO NOT ask for money, even in a P.S.

Year-&nd Overview Eémail
- 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-fllong 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

fccomplishments 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

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.

{uthority {lcknowledgment émail

-+ 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

For the super-advanced fundraiser...

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

Only Days Teft 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 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.

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 31at 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 1! 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



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




If you can only
send one email for
Giving Tuesday...

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

MORE VIDEOS

P ) 2508/11921

The #GwingTuesday
Campaign

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.

y

@ ¢ Yodube




The Giving Tuesday Email
Timeline



The Gwing Tuesday, cmail Timeline

The Sunday, ‘Before
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U SARA

The Sunday Before Giving Tuesday, Morning Giving Tueaday, Evening,




The Gwing Tuesday, cmail Timeline
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The Sunday, Before




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.

The Sunday, ‘Before




‘hey clements to Include

Email 1 - The Sunday Before

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

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

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

(1 Announce a match if available.

The Sunday, Before




Lead-up Example

Send your Giving Tuesday gift and it will be matched

#GIWING
TUESDAY

NOVEMBER 28

Giving Tuesday is almost here
Dear Lela,
Tomorrow is Giving Tuesday, the global day of giving.

As part of our Giving Tuesday fundraising effort, our goal is to
raise enough funds to provide 24 homes to poor families in 24
hours. When you give a gift of a home in Jamaica, Honduras or
Nicaragua, your gift of a home will be matched. In addition,
any gifts made toward housing will be matched dollar-
for-dollar (up to $100,000) to help build homes for
desperately poor families.

Poor families like Candida's suffer daily living in unsafe
conditions, but you can change that.

Please, send your most generous gift today to help those
in desperate need.

A servant of the poor,

Kot 5, eifk

Robin G. Mahfood
ATE NOW

President, CEO

"Lord, when did we see you hungry or thirsty or a stranger
or needing clothes or sick or in prison,
and did not help you?""
(Matthew 25:44)

roow @) @ N
Please Donate Today

EA |

HOME | CONTACT US | EMPLOYMENT | PRIVACY POLICY | SITE MAP |
SECURITY

Food For The Poor, Inc., 6401 Lyons Road
Coconut Creek, Florida 33073 USA
(954) 427-2222

Contributions are tax deductible under Internal Revenue Code Section 501(c)

g FOOD FORTHE POOR

Saving Lives_.. Transforming Communities_ Renewing Hops

DONATE NOW

#GINVING
TUESDAY

NOVEMBER 28 |

Giving Tuesday is almost here

Dear Lela,
Tomorrow is Giving Tuesday, the global day of giving.

As part of our Giving Tuesday fundraising effort, our goal is to
raise enough funds to provide 24 homes to poor families in 24
hours. When you give a gift of a home in Jamaica, Honduras or
Nicaragua, your gift of a home will be matched. In addition,
any gifts made toward housing will be matched dollar-
for-dollar (up to $100,000) to help build homes for
desperately poor families.

Poor families like Candida's suffer daily living in unsafe
conditions, but you can change that.

Please, send your most generous gift today to help those
in desperate need.

A servant of the poor,
Robin G. Mahfood
President, CEO

DONATE NOW




The Gwing Tuesday, cmail Timeline
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The Gwing Tuesday, cmail Timeline
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Ging Tuesday Morning,




The Goal

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

Ging Tuesday Morning,




The Goal

Provide a free offer without making a donation

ask. t the offer in exchange for
thef email address.

gwm‘} me (MOTW *Even though you already have it.




Before we look at the email, let’s
look at the larger strategy.
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Advertisement or Email
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Advertisement or Email Offer Landing Page
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Advertisement or Email Offer Landing Page Instant Donation Page




Advertisement or Email Offer Landing Page Instant Donation Page




Offer Landing Page




A Real Giving Tuesday, Example

{8 STTISHA

Tt 3 Bt e

Thank you
Your free copy of the Portable Handbook of Texas eBook will be sent to your
inbox within the next 5 minutes.

Our #GivingTuesday Gift to You:
Give Back to Texas this #GivingTuesday

Get the Portable Handbook of Texas bR e i
eBook for FREE ST

Today milons of people willgve genarously 1o thei favorita cause.

As part their mission to make Texas history both accessible and enjoyable for current and future

Today we ane proud o giv generously to Texas. Since 1897, a seiect group of very specil people

generations, the TSHA has created the Portable Handbook of Texas. This comprehensive publication
have mado a iedge 1o koep Texas hstory aie.
contains the most popular stories puiled from the over 27,000 articies found in the 6-volume

Handbook of Texas, It is the must-have eBook for any Texas history enthuslast!

They are a proud group.

Lie
Like Sam Houston, thay lead rather than follow.

the Alamo, they stand up

Today only, the TSHA Is offering this eBook, the Portable Handbook of Texas, for free, In this

exclusive aBook, yo

Today, you are invited to join that group.
will discover

Since 1897, the Texas State Historcal Association (TSHA) has gathered and preserved the most
importantlessons from Texas history, Our members are

and pass on the ur

by a common objective; to celeb

and prouc hertage of the Lon
* Over 1,000 pages of exclusive content
documenting all things Texas

And sinca its founding over & Century ago, TSHA has bacome recognized as the most tusted

organization for researc? 1 the values and spirt that are uniquely

g, documenting, and protect

Texas.
* The most popular stories of the people.
places, and events from Texas's past

When you accept this invitation to join TSHA online today, you
could receive the 2016-2017 Texas Almanac completely FREE

0 23 2 frontin
A is more than insidor

witation, you wil teal o
50 But your mombership in
oy Club in the Nation. You

Wnen you
dofendor of Texas
ace

K Historical photos and maps to heip bring

the stories to life

K Iostant Access - You will gain immediate access to the TSHA Digital Library which is home
1oy sl v ottt TR 18yt o0 s e

* Plus so much more!

Get YOUR copy of the Portable Handbook of
Texas eBook before #GivingTuesday Is over!

K Homa Doty - You wi fecoive
Rome. This pubication is the mast sought-afer source of orgina reacarch on Texas
history. Each issue contains a unique perspocie on Texas i
axperts in thoe o

fhwestem Historical Quarterly eiivored straight o your

ry witton by the foremost

First Name Last Name

K Spacial Evant Initatons - In a0dition to the membars-only Annual Maeting, you il raceive
oxcusvo. Texas
converse with renowned scholars on topics spaning a wide spectrum of Texas hisory

Email Address

When you join TSHA th you wil join 8 unique group cated to

protecting and promoting the proud heritage of Texas.

Plus, when you foin today wih a giftof $50 or more, you'l roceive Texas Almanac 2016-2017.

SEND ME THE PORTABLE Packed with articies, hundreds of ullcolor photographs, maps, and dala. the Texas Almanacis
HANDBOOK OF TEXAS EBOOK X heraided as the premier reference guide fo everything Texan. And it can be yours for FREE

iust by becoming a member of the TSHA.

Miions wil make gifs this Giving Tuesday. Wil you become one of the few who comy

Toxas?

Texas Needs Champions to Preserve Her Great Heritage

w your Texas pride, s

Activating your membership i
hing you can do 1o preserve and pass on our proud horitage.

ot only a fino way o s

As Texas continues to grow and expand, the need for a dynamic hisorical society 1o champion our

unique state heritag

has never been greater
Wil you respond to this call and accept your invitation?
“*Romomber.. when you join today with a git of $50 or more, you'l receivo the Toxas Aimanac

2016:2017 complotoly FREE. Act now beford this limted ofr oxpiros and if's 100 lto (youl aways
b0 abis to buy the Amanac fatar...youTl

e Activate your Me 'ship Today!

525,00 Basic Membership
oot for st o K12 Coeator! K2 eccators wi receve  copy f e -

ay a wholo lot more for

© 55000 Frisna o Teas ‘

$100.00- Texas Ambassadors

525000 Texss Ploneers.
R I —

500,00 - Defenders of Texas History




EMAIL OFFER

/Ofer, dfer/

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



@ NextAfter

TURNING LIKES
into

DONORS

The Definitive Guide to
Facebook Advertising for Nonprofits




AR

Which email sender name will get more opens - one that includes the organization’s name or the one that only uses the
person’s name?

Person’s Name

{Back Inbox Edit

@® Jacinta Tegman
FW:Only 1 day left to DOUBLE your gift!

You are correct!
In this experiment, using only the person’s name saw an 18% lift in open rate.

People give to people, not email machines. Including the name of your organization in the sender line is often a
giveaway that your email is some form of marketing. Try testing a believable person as the sender of your next email.

N

@ NextAfter -




Stop the burning of the Amazon rainforest!

ﬂ Gabriel Santos started this petition to Governo Federal and 1 other

My name is Gabriel, | am a lawyer and | live in Rio Branco, in the
heart of the Amazon. | am here because we need to ask all levels
of Government in Brazil to mobilise and help us put an end to
the burning of the Amazon rainforest!

We are asking the authorities to set up an inquiry to investigate
what is leading to the increase in fires in this region and hold the

4,852,487 have signed. Let's get to
6,000,000!

Victoria Wen signed 21 minutes ago

Melany Corona signed 29 minutes ago

Lewisville, 75067 P
United States T

Display my name and comment on this petition

@ Sign this petition

By signing, you accept Change.org’s Terms of
Service and Privacy Policy, and agree to receive

occasional emails about campaigns on Change.org.
You can unsubscribe at any time.

N,
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BLOG SUBSCRIBE TODAY

Enter your e-mail address to have our
S U Bs C R l PT l o Nsts sent directly to your inbox.

Email Address Subs,cribe
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IS a twelve-week course t
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The Story of Scripture Exposition at Dallas Theo

the structure of the Bible
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of every verse it contains.
Register Now [eISNelelly
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First Name:* Last Name:*

Sign Up




Email offers need to be
for your ideal donor.



But they need to be
relevant to YOU.
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What you

PUT INTO

an offer has an effect on what you

GET BACK

from it.



Time Investment VS Conversion Rate

Donor Time Donor Conv. Rate as
Offer .
Investment high as...
Petition 10 seconds 0.33%
eBook 10 minutes 3.11%

Online Course 8 weeks 5.97%



Time Investment VS Conversion Rate

eBook 10 minutes 3.11%



Logo Social proof

Main Offer Headline Goes Here

Description text goes here. This is
where you want to describe the offer
that you're giving them

You can go into a little more detail 2 >
here as well. Be sure to take Main offer image
advantage of bullets:

* Like a bullet here

* Ora bullet there

* Abullet everywhere!

In fact, you may want to consider adding a little more color here.
It can help really set the expectation for what they are about to
get, such as:

* Like a bullet here

* Ora bullet there

* Abullet everywhere!

Call to action header goes here

This is where you describe for them the

concrete reason you want them to do What [prospects] say
the.astlon belt?w, such as fflllng out “Ilove this offer so much. It's
their information and email. the bees knees! You better
get it quick.”
-Hoppy Customer
First name astname
“Holy monkey! What just
Email happened? My life is not the
l same after this. Graob it now!”
-Happy Customer 2
Yes No

O O AQualifying question 1
O QO AQualifying question 2

Get [Offer] Now

We take privacy seriously, so we'll carefully protect your email address.




Logo

,
M a I n E I e m e nts Of t h e Main Offer Headline Goes Here

( ([ J o [
Description text goes here. This is
I I I a I ‘ q u I S I I o n a g e where you want to describe the offer

that you're giving them

You can go into a little more detail
here as well. Be sure to take

[ )
] H d I advantage of bullets:
e a I n e * Like a bullet here
* Ora bullet there
* Abullet everywhere!

¢ B O C y I eXt In fact, you may want to consider adding a little more color here.

It can help really set the expectation for what they are about to
get, such as:
* Like a bullet here

M + Orabullet th
* Call to Action Header : bl
Call to action header goes here

This is where you describe for them the
® I h e FO rl I I concrete reason you want them to do What [prospects] say

the action below, such as filling out love ilvolfirsomuchaits

Main offer image

their information and email. the bees knees! You better
get it quick.”
° " -Happy Customer
irst name
* Supporting Content | | —
“Holy monkey! What just
Email happened? My lifeis not the

| same after this. Grab it now!”
-Happy Customer 2

Call to Action Button 5 5 s

O AQualifying question 2

Get [Offer] Now

We take privacy seriously, so we’ll carefully protect your email address.




Logo

,
M a I n E I e m e nts Of t h e Main Offer Headline Goes Here

( ([ J o [
Description text goes here. This is
I I I a I ‘ q u I S I I o n a g e where you want to describe the offer

that you're giving them

You can go into a little more detail
here as well. Be sure to take
advantage of bullets:

* Like a bullet here

* Ora bullet there

* Abullet everywhere!

¢ B O C y I eXt In fact, you may want to consider adding a little more color here.

It can help really set the expectation for what they are about to
get, such as:
* Like a bullet here

M + Orabullet th
* Call to Action Header : bl
Call to action header goes here

This is where you describe for them the
® I h e FO rl I I concrete reason you want them to do What [prospects] say

the action below, such as filling out love ilvolfirsomuchaits

Main offer image

their information and email. the bees knees! You better
get it quick.”
° " -Happy Customer
irst name
* Supporting Content | | —
“Holy monkey! What just
Email happened? My lifeis not the

| same after this. Grab it now!”
-Happy Customer 2

Call to Action Button 5 5 s

O AQualifying question 2

Get [Offer] Now

We take privacy seriously, so we’ll carefully protect your email address.




Main Elements of the
Email Acquisition Page

 Headline

Call to Action Header
* The Form

» Supporting Content

Call to Action Button

Logo

Social proof

Main Offer Headline Goes Here

Description text goes here. This is
where you want to describe the offer
that you're giving them

You can go into a little more detail
here as well. Be sure to take
advantage of bullets:

* Like a bullet here

* Ora bullet there

* Abullet everywhere!

Main offer image

In fact, you may want to consider adding a little more color here.
It can help really set the expectation for what they are about to
get, such as:

* Like a bullet here

* Ora bullet there

* A bullet everywhere!

Call to action header goes here

This is where you describe for them the

concrete reason you want them to do What [prospects] say
the action below, such as filling out love ilvolfirsomuchaits
their information and email. the bees knees! You better
get it quick.”
-Happy Customer
First name 'g;_( name
l I “Holy monkey! What just
Email happened? My lifeis not the
| same after this. Grab it now!”
-Happy Customer 2

Yes No
O (O AQualifying question 1

O O AQualifying question 2

Get [Offer] Now

We take privacy seriously, so we’ll carefully protect your email address.




Main Elements of the
Email Acquisition Page

 Headline

* Body Text

* The Form

» Supporting Content

e Call to Action Button

Logo

Social proof

Main Offer Headline Goes Here

Description text goes here. This is
where you want to describe the offer
that you're giving them

You can go into a little more detail
here as well. Be sure to take
advantage of bullets:

* Like a bullet here

* Ora bullet there

* Abullet everywhere!

Main offer image

In fact, you may want to consider adding a little more color here.
It can help really set the expectation for what they are about to
get, such as:

* Like a bullet here

* Ora bullet there

* A bullet everywhere!

Call to action header goes here

This is where you describe for them the

concrete reason you want them to do What [prospects] say
the.a<-:t|on bel9w, such as f!Illng out love ilvolfirsomuchaits
their information and email. the bees knees! You better
get it quick.”
-Happy Customer
First name 'g;_( name
l I “Holy monkey! What just
Email happened? My lifeis not the
| same after this. Grab it now!”
-Happy Customer 2
Yes No

O (O AQualifying question 1
O O AQualifying question 2

Get [Offer] Now

We take privacy seriously, so we’ll carefully protect your email address.




Main Elements of the
Email Acquisition Page

 Headline

* Body Text

e Call to Action Header

» Supporting Content

e Call to Action Button

Logo

Social proof

Main Offer Headline Goes Here

Description text goes here. This is
where you want to describe the offer
that you're giving them

You can go into a little more detail
here as well. Be sure to take
advantage of bullets:

* Like a bullet here

* Ora bullet there

* Abullet everywhere!

Main offer image

In fact, you may want to consider adding a little more color here.
It can help really set the expectation for what they are about to
get, such as:

* Like a bullet here

* Ora bullet there

* A bullet everywhere!

Call to action header goes here

This is where you describe for them the

concrete reason you want them to do What [prospects] say
the action below, such as filling out love ilvolfirsomuchaits
their information and email. the bees knees! You better
get it quick.”
-Happy Customer
First name 'g;_( name
l I “Holy monkey! What just
Email happened? My lifeis not the
| same after this. Grab it now!”
-Happy Customer 2

Yes No
O (O AQualifying question 1

O O AQualifying question 2

Get [Offer] Now

We take privacy seriously, so we’ll carefully protect your email address.




Logo

,
M a I n E I e m e nts Of t h e Main Offer Headline Goes Here

( ([ J o [
Description text goes here. This is
I I I a I ‘ q u I S I I o n a g e where you want to describe the offer

that you're giving them

You can go into a little more detail
° here as well. Be sure to take
() H d I advantage of bullets:
e a I n e * Like a bullet here
* Ora bullet there
* Abullet everywhere!

¢ B O C y I eXt In fact, you may want to consider adding a little more color here.

It can help really set the expectation for what they are about to
get, such as:
* Like a bullet here

e Call to Action Header | Orablerthere

Call to action header goes here

This is where you describe for them the
o T h e FO r m concrete reason you want them to do What [prospects] say
the action below, such as filling out love ilvolfirsomuchaits
their information and email. the bees knees! You better

get it quick.”
-Happy Customer

First name ' astname
l I “Holy monkey! What just

Email happened? My life is not the
| same after this. Grab it now!”
-Happy Customer 2

Main offer image

e Call to Action Button G § amtbmmmtn:

Get [Offer] Now

We take privacy seriously, so we’ll carefully protect your email address.




Logo

,
M a I n E I e m e nts Of t h e Main Offer Headline Goes Here

( ([ J o [
Description text goes here. This is
I I I a I ‘ q u I S I I o n a g e where you want to describe the offer

that you're giving them

You can go into a little more detail
here as well. Be sure to take

[ )
] H d I advantage of bullets:
e a I n e * Like a bullet here
* Ora bullet there
* Abullet everywhere!

¢ B O C y I eXt In fact, you may want to consider adding a little more color here.

It can help really set the expectation for what they are about to
get, such as:
* Like a bullet here

M + Orabullet th
e Call to Action Header : bl
Call to action header goes here

This is where you describe for them the
o I h e FO rl I l concrete reason you want them to do What [prospects] say

the action below, such as filling out love ilvolfirsomuchaits

Main offer image

their information and email. the bees knees! You better

get it quick.”
° -Happy Customer
First name m
e Supporting Content l |

“Holy monkey! What just

Email happened? My lifeis not the

| same after this. Grab it now!”

-Happy Customer 2

Yes No

O (O AQualifying question 1
O O AQualifying question 2

Get [Offer] Now

We take privacy seriously, so we’ll carefully protect your email address.




4 Rules for Effective
Email Acquisition Pages

Be clear.




Experiment

From This
Driving innovation and ideas
To This

Generate breakthrough ideas and create
a culture of iNNOYE

Everyone wants to be more creative and bring

In Emails Acquired



4 Rules for Effective
Email Acquisition Pages

Don't have a
distracting design.



Experiment

. Version A Version B

TSHA

Beasn S mtarial Assacition

<L

1 7 1 1 Toras Stae itrcl Asocato The Trusted Source For Texas Histol
Exclusively for Texas History Enthusiasts: 2 M Istory

Get your FREE copy of Civil War In The Lone T
Star State eBook today! Ei Download YQUI’ FREE Civil War eBook!

While not at the center of the conflict, Texas and its residents played a critical role in the American - f
Civil War. In this eBook, available exclusively from the Texas State Historical Association, you A { Get your copy of
will learn the stories of many prominent Texans in the war and how the batties fought on Texas soll

>
impacted the nation | { ‘ ¥ ‘ FREE'
g 7 .

Texas escaped much of the physical destruction that tock place in other states of the Confederacy. 2 _' Fora Limited Time!
This occurred for one simple reason—the Union never managed to invade and occupy the state's ¥
interior. Nevertheless, Texans paid a huge price for the war in terms of lives Jost and the impact on
the families left at home.

First Name

Last Name

Discover these rarely told stories with TSHA's latest eBook. In the 181 page, Civil War in The

Email Address
Lone Star State eBook you will find:

* e stories of many prominent figures of R
oriaimtigeorien gl -0 S Get your FREE copy of Civil War In o we wy Fre

injamin McCulloch, a usann Shubric H CIVIL WAR EBOOK
e s it — The Lone Star State eBook today!

Hayne Pinckney
* e 10,0var, 200 & onel 7 lles Wi While not at the center of the conflict, Texas and its residents played a critical role in the American
information on every Confederate unit from Sivil War T

Civil War. In this eBook, available exclusively from the Texas State Historical Association, you will leam the stories of prominent Texans in the war and
Texas and every Texan who held the rank

of inajor o bighher: In the Lone Star State how the battles fought on Texas soil impacted the nation.
Morsctont of fescm, Sousemmsteen Nasonccs Gucresy, o
X One-ot-a-kind photos of the batties and 2 Taem e Comparion i Texas escaped much of the physical destruction that took place in other states of the Confederacy. This occurred for one simple reason—the Union
prominent individuals never managed to invade and occupy the state's interior. Nevertheless, Texans paid a huge price for the war in terms of lives lost and the impact on

the families left at home.
* Plus much more...

Discover these rarely told stories with TSHA's latest eBook. In the 181 page, Civil War in The Lone Star State eBook you will find:
Get YOUR copy of the TSHA's Civil War In
The Lone Star State!

First Name

Last Name ’

Email Address ~— —_—

SEND ME MY FREE
CIVIL WAR EBOOK

In Emails

Texas State
- Hisle




4 Rules for Effective
Email Acquisition Pages

Only ask for
what's necessary.




Form Fields Test
CONTROL TREATMENT

T

Send me Imprimis now!

We'll send you the first issue digitally,

and ten annual print issues per year

Send me Imprimis now!

to your home or office

First Name * Enter your name and email addrass

below to recaive your free digital

subscnption to imprmis.

Last Name *

First Name

Email *

Street Address*

City *
Email *

State * |

Select a State

“

ZIP code * ‘

In Email Signups



4 Rules for Effective
Email Acquisition Pages

Make your offer
more potent.



Experiment

FROM THIS TO THIS

LOGO

In Email Signups

w




Advertisement or Email Offer Landing Page Instant Donation Page




What in the world is an

page’

Instant Donation Page




Not This...

Thank You

Your subscription has been confirmed. You've been added to our list
and will hear from us soon.

‘-i Click here to return to the site.



But This.

§OBUCKNER.

Hope shines herer

You have successfully subscribed to "Ready

for a Revolution: 7 Days to Jolt Your Life!"

You will receive your first email shortly, followed by a new devotion for the next
seven days. Be sure to have a pen and paper handy to answer challenging and
insightful questions posed by Dr. Booker-Drew. We pray it blesses you and helps
you understand God's direction for your life.

Buckner International has made this free resource available to you because we
believe in relieving the stress, trauma, and conflict of women, children, and all
who suffer emotional, physical, and spiritual distress. Bringing hope and healing
is what we do!

This free devotional series is just one of the hundreds of ways Buckner is fulfilling
our mission to shine hope! Other ways include:

* Counseling to cope with the effects of poverty and abuse
* Educational assistance to break the cycle of poverty

* Housing and childcare to support life transformation

* Financial empowerment and assistance

* Family strengthening and independence

* Sharing the life-giving gospel of Jesus Christ.

If you believe, as Christians, we should be doing all we can to build up,
encourage, and sustain those who need it, will you support the work and ministry
we are accomplishing at Buckner?




This free devotional series is just one of the hundreds of ways Buckner is fulfilling
our mission to shine hope! Other ways include:

* Counseling to cope with the effects of poverty and abuse
* Educational assistance to break the cycle of poverty

* Housing and childcare to support life transformation

* Financial empowerment and assistance

* Family strengthening and independence

* Sharing the life-giving gospel of Jesus Christ.

If you believe, as Christians, we should be doing all we can to build up,
encourage, and sustain those who need it, will you support the work and ministry

we are accomplishing at Buckner?

Your gift today is tangible evidence of your care and compassion for women and
their children.

You can make your gift using the secure form below. Thank you!

Donation Information

* Amount:

$100.00
OR
Billing Information
* Title:
* First Name: * Last Name:
Country:

<«

United States

* aAddress line:




ily- ~Llaltc. ir.

<«

Phone:

* Email:

If you donate and have not already registered, you will receive periodic updates
and communications from Buckner International.

Payment Information

Decver L

! B visa

* Credit Card Number:

* Expiration Date:
10 : 2019

<«

* CVV Number: What is this?

DONATE NOW

Buckner International

700 N. Pearl St., Suite 1200
Dallas, TX 75201
Ph: 214-758-8000

© Copyright 2019. Buckner International. Privacy Policy




4 Key Differences from ...

This copy should focus on the immediate next steps one should expect
and/or take to claim and experience the offer they just opted-in for.

Transition header
This is transition copy that helps the person understand how the offer is
provided to them for free. Ultimately, this is an opportunity to tell a very

brief version of your story to them, and reiterate how the offer they just
accepted is part of that story,

This is where you make the ask for them to contribute so others can get
more resources like this.

Don't forget to utilize brief bolding and short paragraphs to help them
work through it

Consider giving them slightly more detail as to how their donation helps

produce content like this, or at least how it helps it get into the hands of
others

You may point out that creating the life-changing content is the hard
part, or that getting a message to the most people is the hard part. They
should understand how they are helping

Yes! | want to [supportword] [benefit others experience
from organization]

° M a i n M eS S a ge 1. Choose Your Donation Amount
OO

Other Amount

| |
L |

2. Enter Your Information (It’s Secure)

Fiest Nama Lase Name

I J

e In-Line Premium —

oty state  Z@Code

[Re—— (s | ]

Donation Selection —
=

Your giftis going to help impact
change] that we alreacy talked 2
Just a small remforcement




4 Key Differences from
a Main Donation Page

* Main Message
e In-Line Premium

 Donation Selection

Logo

Thank you, [name], for [action just taken]

This copy should focus on the immediate next steps one should expect
and/or take to claim and experience the offer they just opted-in for.

Transition header

This is transition copy that helps the person understand how the offer is
provided to them for free. Ultimately, this is an opportunity to tell a very
brief version of your story to them, and reiterate how the offer they just
accepted is part of that story,

This is where you make the ask for them to contribute so others can get
more resources like this.

Don't forget to utilize brief bolding and short paragraphs to help them
work through it

Consider giving them slightly more detail as to how their donation helps
produce content like this, or at least how it helps it get into the hands of
others

You may point out that creating the life-changing content is the hard
part, or that getting a message to the most people is the hard part. They
should understand how they are helping

Yes! | want to [supportword] [benefit others experience
from organization]

1. Choose Your Donation Amount

oooo

Other Amouat
| |

L i

2. Enter Your Information (It’s Secure)

p— -
Il J
o
pov
]

oty state l:s:-::e

— 101 ]

-

o

change] th
Just a small remforcement




4 Key Differences from
a Main Donation Page

* Introductory Message

e In-Line Premium

 Donation Selection

Logo

Thank you, [name], for [action just taken]

This copy should focus on the immediate next steps one should expect
and/or take to claim and experience the offer they just opted-in for.

Transition header

This is transition copy that helps the person understand how the offer is
provided to them for free. Ultimately, this is an opportunity to tell a very
brief version of your story to them, and reiterate how the offer they just
accepted is part of that story,

This is where you make the ask for them to contribute so others can get
more resources like this.

Don't forget to utilize brief bolding and short paragraphs to help them
work through it

Consider giving them slightly more detail as to how their donation helps
produce content like this, or at least how it helps it get into the hands of
others

You may point out that creating the life-changing content is the hard
part, or that getting a message to the most people is the hard part. They

chanld sindarctand how thew aro holnine

Yes! | want to [supportword] [benefit others experience
from organization]

1. Choose Your Donation Amount

oooo

Other Amount

| |
L |

2. Enter Your Information (It’s Secure)

Fiest Nama Lase Name

I J

Address 1

Address 2
|

oty state  Z@Code

[Re—— (s | ]

-

o

Your giftis going to help impact
change] that we alreacy talked 2
Just a small remforcement




4 Key Differences from
a Main Donation Page

* Introductory Message

* Main Message

 Donation Selection

Logo

Thank you, [name], for [action just taken]

This copy should focus on the immediate next steps one should expect
and/or take to claim and experience the offer they just opted-in for.

Transition header

This is transition copy that helps the person understand how the offer is
provided to them for free. Ultimately, this is an opportunity to tell a very
brief version of your story to them, and reiterate how the offer they just
accepted is part of that story,

This is where you make the ask for them to contribute so others can get
more resources like this.

Don't forget to utilize brief bolding and short paragraphs to help them
work through it

Consider giving them slightly more detail as to how their donation helps
produce content like this, or at least how it helps it get into the hands of
others

You may point out that creating the life-changing content is the hard
part, or that getting a message to the most people is the hard part. They
should understand how they are helping

Yes! | want to [supportword] [benefit others experience
from organization]

1. Choose Your Donation Amount

oooo

Other Amouat
| |

L i

2. Enter Your Information (It’s Secure)

p— -
Il J
o
pov
]

oty state l:s:-::e

— 101 ]

-

o

change] th
Just a small remforcement




4 Key Differences from
a Main Donation Page

* Introductory Message
* Main Message

e In-Line Premium

Logo

Thank you, [name], for [action just taken]

This copy should focus on the immediate next steps one should expect
and/or take to claim and experience the offer they just opted-in for.

Transition header

This is transition copy that helps the person understand how the offer is
provided to them for free. Ultimately, this is an opportunity to tell a very
brief version of your story to them, and reiterate how the offer they just
accepted is part of that story,

This is where you make the ask for them to contribute so others can get
more resources like this.

Don't forget to utilize brief bolding and short paragraphs to help them
work through it

Consider giving them slightly more detail as to how their donation helps
produce content like this, or at least how it helps it get into the hands of
others

You may point out that creating the life-changing content is the hard
part, or that getting a message to the most people is the hard part. They
should understand how they are helping

Yes! | want to [supportword] [benefit others experience
from organization]

1. Choose Your Donation Amount

oooo

Other Amouat
| |

L i

2. Enter Your Information (It’s Secure)
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4 Key Differences from
a Main Donation Page

Confirm receipt of the
free offer. Fast.

Logo

Thank you, [name], for [action just taken]

This copy should focus on the immediate next steps one should expect
and/or take to claim and experience the offer they just opted-in for.

Transition header

This is transition copy that helps the person understand how the offer is
provided to them for free. Ultimately, this is an opportunity to tell a very
brief version of your story to them, and reiterate how the offer they just
accepted is part of that story,

This is where you make the ask for them to contribute so others can get
more resources like this.

Don't forget to utilize brief bolding and short paragraphs to help them
work through it

Consider giving them slightly more detail as to how their donation helps
produce content like this, or at least how it helps it get into the hands of
others

You may point out that creating the life-changing content is the hard
part, or that getting a message to the most people is the hard part. They
should understand how they are helping

Yes! | want to [supportword] [benefit others experience
from organization]

1. Choose Your Donation Amount

oooo

Other Amouat
| |

L i

2. Enter Your Information (It’s Secure)
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Experiment #8

From This
EA M 'I LY LIFE

A Cru Ministry

Congratulations!

You are now enrolled in the | Still Do® Online Course.

Before you begin your course, there are five important things for you to know!

1. Course material for your first session will be arriving via email in just a few minutes.
Check your inbox shortly.

2. Each week for the next 3 weeks, you will receive a similar email containing the next
lesson. Each session includes a video teaching (ranging from 30-45 minutes), discussion
questions to lead conversations with your spouse, and a short quiz (don't worry, this isn't a
pass or fail quiz, it is to simply help reinforce what you've learned).

3. After you finish the course, you'll receive a certificate of completion. Congrats!

4. This online course you are about to take is free because of the generosity of people who
believe in our mission. FamilyLife is completely donor-funded. That means other
generous people, like you, have made this course possible through their donations to our
ministry. That’s something we give thanks for!

5. We are thrilled that you've taken this step to invest in your marriage. Will you help us
provide more valuable teaching content, such as this course, to more people? A gift of any
amount to FamilyLife will go a long way to underwrite the costs of creating and promoting
efforts like these.

Please make your gift today to help FamilyLife continue to offer biblical help and hope to other
marriages like yours.

You can make your gift using the secure donation form below.

SELECT AN AMOUNT

To This

FAMILYLIFE

Congratulations!

You are now enrolled in the | Still Do® Online Course.

Before you start your free online course (which will arrive in your inbox shortly),
there's a few things we'd like you to know...

» This online course is made possible and free because of the generous
support of people who believe in our mission. Isn’t that incredible?

» FamilyLife is completely donor-funded. This means that we rely on the
support of people like you to make resources like this online course, free, and
to equip couples as they strengthen their marriages and families.

» Before this course, people had to go to an event to hear the message of hope
and healing that is only found in Christ for their marriage. Now, millions of
people can access this invaluable content to restore their marriage ang
oneness with their

« Inordertoreacht

about the course fi O
people? O

Your gift of $50 will

Don't hesitate, make

SELECT AN AMOUNT

In Donations



4 Key Differences from
a Main Donation Page

Make your donation
ask in context.

Logo

Thank you, [name], for [action just taken]

This copy should focus on the immediate next steps one should expect
and/or take to claim and experience the offer they just opted-in for.

Transition header

This is transition copy that helps the person understand how the offer is
provided to them for free. Ultimately, this is an opportunity to tell a very
brief version of your story to them, and reiterate how the offer they just
accepted is part of that story,

This is where you make the ask for them to contribute so others can get
more resources like this.

Don't forget to utilize brief bolding and short paragraphs to help them
work through it

Consider giving them slightly more detail as to how their donation helps
produce content like this, or at least how it helps it get into the hands of
others

You may point out that creating the life-changing content is the hard
part, or that getting a message to the most people is the hard part. They

chanld sindarctand how thew aro holnine

Yes! | want to [supportword] [benefit others experience
from organization]

1. Choose Your Donation Amount

oooo

Other Amouat
| |
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2. Enter Your Information (It’s Secure)
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Experiment #4348

From This

>4 harve

Congratulations!

st:greglaurie

You are now enrolled in the Tell Someone online course.

You will receive an e-mail containing your course material for the
first session in just a few minutes. Check your inbox shortly.

We offer this course for free because we are committed to helping
people know God and make Him known. To that end, we place
emphasis on the study of God's Word and the proclamation of the
gospel message. We want to equip others with the ability to be a
part of that mission.

Here's what happens next:

After this first session, you'll receive one session each week for five
weeks, containing video teachings from Greg Laurie, assignments,
questions for thought, and quizzes. After completion of the course,
you'll receive a certificate of completion. We'll also inform you of
other free courses as they become available.

Deepen Your Study

Tell
This free online course is a great starting place to mm
help you go and share your faith. We want you to —
get the most out of your study of the Tell Someone -
course. To help you go beyond that starting place
and deepen your study, we have developed a

companion book for you.

When you give a tax-deductible gift to Harvest Ministries, we will
send you a copy of this course companion book, which provides
additional insight into each lesson and will help deepen your
understanding of the course material.

Get your copy today by giving a gift to Harvest.

To This

Y{ harvest:greglaurie

Congratulations!

You are now enrolled in the Tell Someone online course.

You will receive an e-mail containing your course material for the
first session in just a few minutes. Check your inbox shortly.

Here's what happens next:

After this first session, you'll receive one session each week for five
weeks, containing video teachings from Greg Laurie, assignments,
questions for thought, and quizzes. After completion of the course,
you'll receive a certificate of completion. We'll also inform you of
other free courses as they become available.

Harvest Ministries offers this course, Tell Someone, for free. We
are committed to helping people know God and make Him known.
To that end, we place emphasis on the study of God's Word and the
proclamation of the gospel message. We want to equip others with
the ability to be a part of that mission.

Harvest Ministries doesn't receive any government or
denominational support—which means that courses like this rely on
the generosity of people like you. Your support helps to underwrite
the costs of creating, filming, and promoting these courses to reach
others with the message of the gospel.

You can help others take advantage of this free course too, by
making a tax-deductible donation today.

Woe want all people to deepen their relationship with God and take
seriou
about

Your g

Specia

o 164%

i In Donations



4 Key Differences from
a Main Donation Page

Avoid incentives with a required
gift amount - unless you test it.

Logo

Thank you, [name], for [action just taken]

This copy should focus on the immediate next steps one should expect
and/or take to claim and experience the offer they just opted-in for.

Transition header

This is transition copy that helps the person understand how the offer is
provided to them for free. Ultimately, this is an opportunity to tell a very
brief version of your story to them, and reiterate how the offer they just
accepted is part of that story,

This is where you make the ask for them to contribute so others can get
more resources like this.

Don't forget to utilize brief bolding and short paragraphs to help them
work through it

Consider giving them slightly more detail as to how their donation helps
produce content like this, or at least how it helps it get into the hands of
others

You may point out that creating the life-changing content is the hard
part, or that getting a message to the most people is the hard part. They
should understand how they are helping

Yes! | want to [supportword] [benefit others experience
from organization]

1. Choose Your Donation Amount

oooo

Other Amount

| |
L |

2. Enter Your Information (It’s Secure)

Fiest Nama Lase Name

I J

Address 1

Address 2
|

oty state  Z@Code

[Re—— (s | ]

-

o

Your giftis going to help impact
change] that we alreacy talked 2
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Experiment #5661

From This

Congratulations!

You've been enrolled in the free Revelation online course, and you will receive an email
containing your first lesson in just a few minutes. Check your inbox shortly.

Here's what happens next:

After this lecture, you'll receive one lecture each week for ten weeks, containing video
teachings from Dr. Stanley Toussaint, assignments, discussion questions, and quizzes.

After completion of the course, you'll receive a certificate of completion. We'll also inform you
of new courses as they become available.

Why does Dallas Theological Seminary offer these courses for free?

We are offering this course on Genesis for free because we believe that the world desperately
needs biblical truth. The Bible is the Word of God—and at DTS, we've made it the central
course of study. We want to teach more people how to correctly study the Scriptures and be
transformed by them.

Your donation keeps this course free

Dallas Theological Seminary doesn't receive any government or denominational support -
which means that courses like this rely on the generosity of people like you. Your support
helps to underwrite the costs of creating, filming, and promoting these courses to teach
biblical truth to the world.

Will you make a tax-deductible contribution today to help teach the truth of the Bible to the
world? Your gift will help DTS provide this course free of charge to people who are searching
for truth.

Choose your donation amount

Congratulations!

You've been enrolled in the free Revelation online course, and you will receive an email
containing your first lesson in just a few minutes. Check your inbox shortly.

Here's what happens next:

After this lecture, you'll receive one lecture each week for ten weeks, containing video
teachings from Dr. Stanley Toussaint, assignments, discussion questions, and quizzes.

After completion of the course, you'll receive a certificate of completion. We'll also inform you
of new courses as they become available.

Why does Dallas Theological

We are offering this course

needs biblical truth. The Bibl|

course of study. We want to

transformed by them. O
Your donation keeps this co

Dallas Theological Seminary
which means that courses lil
helps to underwrite the cost|
biblical truth to the world.

In Average Gift

world? Your gift will help DT! o =
for truth.

In Donations




4 Key Differences from
a Main Donation Page

Give them guidance on
gift amounts.

Logo

Thank you, [name], for [action just taken]

This copy should focus on the immediate next steps one should expect
and/or take to claim and experience the offer they just opted-in for.

Transition header

This is transition copy that helps the person understand how the offer is
provided to them for free. Ultimately, this is an opportunity to tell a very
brief version of your story to them, and reiterate how the offer they just
accepted is part of that story,

This is where you make the ask for them to contribute so others can get
more resources like this.

Don't forget to utilize brief bolding and short paragraphs to help them
work through it

Consider giving them slightly more detail as to how their donation helps
produce content like this, or at least how it helps it get into the hands of
others

You may point out that creating the life-changing content is the hard
part, or that getting a message to the most people is the hard part. They
should understand how they are helping

Yes! | want to [supportword] [benefit others experience
from organization]

1. Choose Your Donation Amount

oooo

Other Amouat
| |

L i

2. Enter Your Information (It’s Secure)
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Experiment #2802

From This

You’ve been enrolled in The Gospel of John online
course, and you will receive an email containing your
course material for the first week in just a few minutes.

Here's what happens next:

.

After this lecture, you'll receive one lecture each week for seven weeks, containing video
teachings from Dr. Mark Bailey, discussion questions, and quizzes

After completion of the course, we'll send you a printed certificate of completion. We'll
also inform you of new courses as they become available

Why is Dallas Theological Seminary offering these courses for free?

We are offering this course on The Gospel of John for free because we believe that the
al truth. The Bible is t

world desperately needs b Word of God—and at DTS, we've

made it the central course of s

iy. We want to teach more people the

as recorded by His disciple, John
How are these courses made possible?

Dallas Theological Seminary doesn't receive any government or denominational support —
which means that courses like this rely on the generosity of people like you. Your support

helps to underwrite the c
Biblical truth to the world

ts of creating, filming, and promoting these courses to teach

Will you make a tax-deductible contribution today to help teach the truth of the Bible to
the world?

Your gift will help DTS promote this course to more people who are searching for truth

Special offer: For a gift of $100 or more,
o you will receive a copy of Dr. John
BigeXne Walvoord and Dr. Roy Zuck's renowned
SIS Bible Knowledge Commentary: New
Testament.

Donation Amount:

usD

Payment Info

To This

You’ve been enrolled in The Gospel of John online
course, and you will receive an email containing your
course material for the first week in just a few minutes.

Here's what happens next:

.

After this lecture, you'll receive one lecture each week for seven weeks, containing video
teachings from Dr. Mark Bailey, discussion questions, and quizzes.
After completion of the course, we'll send you a printed certificate of completion. We'll

.

also inform you of new courses as they become available

Why is Dallas Theological Seminary offering these courses for free?

world d

made it

as recor

How arg

Dallas

which my .

Biblical

Will yo
the worl
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The Goal

Provide a free offer without making a donation

ask. t the offer in exchange for
thef email address.

gwm‘} me (MOTW *Even though you already have it.




The Control...

-
»< ISHA

Our #GivingTuesday Gift to You:

Get the Portable Handbook of Texas
eBook for FREE

As part their mission to make Texas history both acces

@ and enjoyable for current and future
generations, the TSHA has created the Portable Handbook of Texas, This comprehensive publication
cantains the most popular stories pulled from the over 27,000 articies found in the 6-volume
Handbook of Texas, It is the must-have eBook for any Texas history enthuslast!

Today only, the TSHA Is offering this eBook, the Porfable Handbook of Texas, for free, In this

exclusive aBoak, you will discover

* Over 1,000 pages of exclusive content
documenting all things Texas

* The most popular stories of the people.
places, and events from Texas's past

K Historical photos and maps to heip bring
the stories to life

* Plus so much more!

Get YOUR copy of the Portable Handbook of
Texas eBook before #GivingTuesday Is over!

First Name Last Name

Email Address

SEND ME THE PORTABLE
HANDBOOK OF TEXAS EBOOK

<L

P A i

Thank you
Your free copy of the Portable Handbook of Texas eBook will be sent to your
inbox within the next 5 minutes.

Give Back to Texas this #GivingTuesday

We nave  dsy or, cting dess. AGiving Tos

Today milons of people willgve genarously 1o thei favorita cause.

Today we ane proud o giv generously to Texas. Since 1897, a seiect group of very specil people
have made a pledge to knep Texas history ale.

They are a proud group.

Like the dets the Alamo, they stand up
Like Sam Houston, thay lead rather than follow.

Today, you are invited to join that group.
Since 1897, the Texas State Historcal Association (TSHA) has gathered and preserved the most

by a common objective; to celebrs

importantlessons from Texas hstory, Our members are bour

and pass on the unia

and proud heritage of the Lone St

And since it founding over & centuy go, TSHA has bacome recognized as the most trusted

organization fo researc? spict that ave uniquely

ng, documenting, and protecting the values an
Texas.

When you accept this invitation to join TSHA online today, you
could receive the 2016-2017 Texas Almanac completely FREE
haton, v i ool sostion a3 2 ot

riage - and rightty 50 But your mombership in tha TSHA is more than insidor
xchusive Texa:

oy Club in the Nation. You also get:

K Iostant Access - You will gain immediate access to the TSHA Digital Library which is home

coplos of the latost original 0Books from the TSHA and Riding Ling, a quartorly publication
covering ail your local istorcal happenings.

K tome Daliary - You wil recaive the Southwestem Historcal Quartery delivered straight o your
home. This publication is the most sought-after source of original researeh on Texas
history. Each issue contains Texas history e tore
experts inthei il

K spacial Event Invitations - In additon 1o the members-only Annual Meeting, you wil recoive
oxciusive. Texas
converse with renowned scholars on topics $panning a wide spactrum of Texas history.

Whan you foin TSHA i you wil join 8 unigue group o dedicated to
protecti

and promoting the proud heriage of Texas.

Plus, when you foin today wih a giftof $50 or more, you'l roceive Texas Almanac 2016-2017.
Packed with articies, hundreds of ullcolor photographs, maps, and dala. the Texas Almanacis
heralded s the premier reference guide or everything Texan. And it can be yours for FREE

iust by becoming a member of the TSHA,

Milions wi make gifs this Giving Tuesday. Wil you become one of the few who commit fo support
Toxas?

Texas Needs Champions to Preserve Her Great Heritage

Activating your membership is not only a ine way 1o s

w your Texas pride, s the most

hing you can do 1o preserve and pass on our proud horitage.

As Texas continues to grow and expand, the need for a dynamic hisorical society 1o champion our

unique state heritage has never been greater.
Wil you respond to this call and accept your invitation?
“*Romember... when you join tocsy with a gift of S50 or more, you'l rocaive tho Texas Aimanac

2016:2017 complotoly FREE. Act now beford this limted ofr oxpiros and if's 100 lto (youl aways
b0 abis to buy the Amanac later...yo

e Activate your Me 'ship Today!

525,00 Basic Membership
oot for st o K12 Coeator! K2 eccators wi receve  copy f e -

ay a whole lot more for ) Do not dolay.

© 55000 Frona ot Texse ‘

$100.00- Texas Ambassadors

525000 Texss Ploneers.
R I —

500,00 - Defenders of Texas History




But what if we eliminate the opt-in?

’ Tasas §1a% Mwdorica Asaraller

Thank you!
Your free copy of the Portable Handbook of Texas eBook was just sent to
kevin@nextafter.com. I you would like it sent to a different email address,
please click here,

Give Back to Texas this #GivingTuesday

Giving Tuesday is a day set aside for generosity. Here's the officlal cescription:

We have a day for giving thanks. We have two for getung deals, #GivingTuesday s a day dedicated o
giving back, Today, chanties, lamilies, businesses, conmmunity venters, wnd students around the world

will come together for one common: purpose: 10 celebrate generosity and 1o give

Today millions of people will give generously 1o their favorite cause.,

Today we are proud fo give generously to Texas, Since 1897, a select group of very special people
have made a pledge to keep Texas history alive

They are a proud group.




Did Version B work?

Tested, Working Process Test Version B

SUISHA

s by o A St  Tonas s et o st 0

41 2%

In Donations

sl 319%

In Average Gift

Tenss Nowts Chasspiees to Proverve Her Grvas Heritage




How do you write the email?



‘hey clements to Include

Giving Tuesday Morning
d Acknowledge their name, their time, and their contribution.

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

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

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



The Gwing Tuesday, cmail Timeline

= =

Ging Tuesday Morning,




The Gwing Tuesday, cmail Timeline

E—E

Giving Tuesday Evening




The Goal

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




‘hey clements to Include

Dear Larry,

We've got amazing news: you can make your #GivingTuesday gift go even further starting

Giving Tuesday Evening fghtnow

To help us meet our ambitious $250,000 goal, our board will now TRIPLE match all gifts
made until midnight tonight.

O Acknowledge their name and the reason  oeirmeipieis s ma s e v
for your email (reminder).

maiched >>

DONATE

(d Remind them of what's at stake, as well as
the physical deadline.

(1 Make adirect donation ask.

Dear Larry,

Every holiday season has one precious day that has nothing to do with shopping the sales
and has everything to do with generosity of spirit. That day is today: #GivingTuesday.

To celebrate #GivingTuesday, the CARE board of directors has committed to mateh

trinla matrh avan:s Aift Lintil midniaht fAaniaht CAr tadav anhs vnnore Aif il hava furina threan

N,




Year-End
Fundraising
Certification
Course

. / Tis the season...
/—\)/\ of

generosity?!?

Courses.nextafter.com

10+ Tested Facets / Angles
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Nextafter.com/cut-through-the-clutter




l' NextAfter Institute Research Training Resources About Us Contact Blog Work With Us

Year-End Fundraising
Resources

Year-end fundraising campaligns often end up being exactly
the same year after year. On the one hand, there are common
tactics that are proven to work. But on the other, if you aren't
testing new strategies, you can't hope to improve your results
each year-end season

The resources below will equip you with essential strategies
ond skills to improve your online fundraising efforts this year-
end and optimize your way to more donations and revenue

Nextafter.com/year-end




Questions?





