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21 Elements of an Effective
Donation Page




A Few Quick things...

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




A Few Quick things...

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




A Few Quick things...

We want your questions!
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Today’s Speaker

Jon Powell

Senior Director of Research and Education | NextAfter
Jon@nextafter.com

@JonPowell31
www.linkedin.com/in/jonpowell31/
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The latest secrets to getting the
greatest response on your
donation pages.



1. Understand the single greatest influencer for
making your donation page(s) win/lose

2. ldentify 7 core strategies to affect the single
greatest influencer

3. Implement 21 proven tactics to get you
started
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A thorough analysis

We assembled all available donation page
tests from the NextAfter database as well
as other known publicly available databases
of donation page tests.

The result? Over 300+ experiments.

From there we conducted a thorough
analysis, going through each test at least
three times, with some being examined as
many as six times.
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Same person, but different situation.




General Donation Visitors

* They are more than likely seeking
the page out.

* They are likely to have a reason in
mind to donate prior to arrival.

* Want to be sure that what they
have in mind doesn’t conflict with
what is on the page.




Campaign Donation Visitors

 Have been interrupted

* Liked getting an email
from you.

* Will feel the pressure to
get back to work or other
emails.




Instant Donation Visitors

* Has just received a free,
standalone offer that they
perceive will benefit themselves
directly.

* Wants to consume the free offer
or move on to the next thing.

* [s In a temporary state of
emotional gratitude.



What can we learn from
all three of these
situations?



Different Donation Situations:

« General Donation Page: 1) to accomplish the mission they have
in mind and 2) to make sure they are making the right choice.

« Campaign Donation Page: 1) to act on their relationship with
you/their values and 2) to return/stay focused on the thing that
they were already doing.

 Instant Donation Page: 1) to immediately consume the offer
they just unlocked and 2) to act on the feeling of
gratitude/satisfaction they have.



The single greatest factor

* The single greatest factor of performance differentiation for donation
pages is Intention.

» A donation page that takes Intention into consideration is a page that
has a clear target.

 What makes understanding Intention so powerful? How do we
leverage it to make our donation page a true winner?




How do we leverage Intention?

* To inspire a visitor to make that donation, we need to increase the
emotions and awareness to intentions connected to generosity and, if
possible, reduce emotions and awareness to those that are not.




How exactly can | enable and amplify
intentions connected to generosity to
get the most possible donation
revenue per visitor?



Campaign
Donation Page
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1. Understand the single greatest influencer for
making your donation page(s) win/lose

2. ldentify 7 core strategies to affect the single
greatest influencer

3. Implement 21 proven tactics to get you
started



7 core strategies: campaign donation pages

ENABLERS INHIBITORS
* [ncreasing proposal clarity * Unmet relational expectations

* Increasing medium engagement ¢ Unnecessary flow interruptions
Intensity

* Forgotten impact & safety re-
* Increase urgency to act assurance

* Apply effective social influence
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campaign benefit others
experience from your organization]

In this first part of the copy, you need to Time left until [deadline name]
describe the specific situation that your N o
organization is trying to impact. What are X | [xx] |[XX]

the circumstances? How dire the need? - 1 HIE

‘What values are at stake? Make sure that as you describe the scenario,
you touch on all thase values that are impartant to your core audience
as part of that, or, you describe all of the elements that are part of the
situation,

XX]

secondy

[ But there is a solution... (optional header)
Next, describe how your organization has/will enter the picture. Be
specific on how it comes in to help. In this brief section, people need to
believe that you are truly intercepting the scenario by the way you
describe it
Now briefly touch on the impact/result of your organization entering

the picture. Before you mention each item, consider a quick sentence
li.e. transition) connecting the impact or need for it relative to the central

[ ]
scenario.
Be careful about using bullets. Same organizations can get away with it

here, but you'll rarely see a storyteller use bullets when they tell a story;
only business people trying to save athers time use that type of
approach

1. Headline: Focus on the effect

Next, introduce the donor into the story. If you are celebrating their
. P nenl R .
° involvement to inspire more, then start with a ‘because of you’ message.
ody Message: Frame it aroun e donor gl i lors
° o need your help” type of message.

Now make your gift request. Reinforce briefly, again, how exactly their

2
3. Background Image: It should demo your cause
4
5

If there is a challenge gift, now is the time to talk about it in more detail.

. In-Line Premium: Add an image of it B P

. Form Fields: Add clarity in headers pel

1. Enter Your Donation Amount

is is a one-time zift for the amaunt sbove

ould like 1o make this gift loday and every month (12 per year)

2. Enter Your Information (It’s Secure)

First Name_
Pre-filles

Addros 2

[Freetitpomte ][ ] [ Fretimaromer |

Email for receipt} Preferred Phone (optional)

[ Pre-filled if possible ] ]

B CredicCard ACH Bank Accourt
Cregit Card Nurmber

Expire Manth Explre Year
. .

550 Gift

Your gift is going to help impact [this specific
change] that we already talked about, This is
just 2 small reinforcement.




Increasing
proposal clarity

Headline: Focus on the effect

Body Message: Frame it around the donor
Background Image: It should demo your cause
In-Line Premium: Add an image of it

Form Fields: Add clarity in headers
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the circumstances? How dire the need?
‘What values are at stake? Make sure that as you describe the scenario,
you touch on all thase values that are impartant to your core audience
as part of that, or, you describe all of the elements that are part of the
situation,

But there is a solution... (optional header)

Next, describe how your organization has/will enter the picture. Be
specific on how it comes in to help. In this brief section, people need to
believe that you are truly intercepting the scenario by the way you
describe it

Now briefly touch on the impact/result of your organization entering
the picture. Before you mention each item, consider a quick sentence
li.e. transition) connecting the impact or need for it relative to the central
scenario.

Be careful about using bullets. Same organizations can get away with it
here, but you'll rarely see a storyteller use bullets when they tell a story;
only business people trying to save athers time use that type of
approach

You interrupted someone, and the story format is what is helping draw
them in and keep them in.

Next, introduce the donor into the story. If you are celebrating their
involvement to inspire more, then start with a ‘because of you’ message.
But if you are falling short, and need that as a driver, start with a “We

need your help” type of message.

Now make your gift request. Reinforce briefly, again, how exactly their
gift plays part in the narrative you've described up to now.

If there is a challenge gift, now is the time to talk about it in more detail.
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Yes! | want to [support word] [benefit others experience
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1. Enter Your Donation Amount
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Your gift is going to help impact [this specific
change] that we already talked about, This is
just 2 small reinforcement.




From This

You make Kelly's Website
Possible

When you give to CaringBridge, you ensure that Kelly's private, protected
place to share health updates and connect with a community of support
will always be here.

To This

This website helps Kate stay
connected to family and
friends.

You make this website possible.

When you give to CaringBridge, you ensure that Kate's private, protected
place to share health updates and connect with a community of support
will always be here.

VAR VA

In Donations
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3. Background Image: It should demo your cause
4. In-Line Premium: Add an image of it
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To This

You can help break the stranglehold of the Washington, DC establishment that
taxes, borrows, and spends our grandchildren’s future while Killing freedom with
over-regulation. You can help stop amnesty. You can play a major role in ending
the nightmare of Obamacare. You can win lasting conservative victories.

The Heritage Foundation is America's most influential Your year -end gift will help make the

formulate and promote conservative public policies

From This

How do you break the stranglehold of the Washington, DC establishment
that taxes, borrows, and spends our grandchildren’s future while killing
freedom with over-regulation? How do you stop amnesty? How do you
end the nightmare of Obamacare?

based on the principle of free enterprise, limited
government, individual freedom, traditional
American values, and a strong national defense.
Every day, our more than 300 experts, marketers, and

"l am honored to be a
mamber of a team that does
not talk but rather acts. You
give me hopea that we will gat
our country back. Keep up

L - the good work.”
communications specialists make the case for

conservative policies. That's not enough though. We Lar.n’ w

need you with us. California

How your year-end gift will help make o
the difference been a wonderful experience

for me. | greatly appreciate

Your support ensures that Heritage is able to

communicate rigorous conservative policy research

effectively to the incoming members of Congress and

the American people in order to achieve conservative Scott E.
victories in 2015 and beyond. California

values we share."

Truth is power. Facts are power. Information is power.

The policy experts at The Heritage Foundation communicate truth, facts, and
information—power— from the halls of Congress to the grassroots of local
American communities.

% In 2015 The Heritage Foundation will funnel the facts that grassroots
conservative activists need in order to demolish big government
arguments from the Washington establishment.

% The Heritage Foundation will also educate newly elected and veteran
members of Congress to ensure that they keep their campaign promises.

% Utilizing The Heritage Foundation's conservative policy solutions, Heritage
Action for America will then ensure lawmakers are held accountable
through a unique combination of political muscle and a vast grassroots army.

Thanks to you, The Heritage Foundation has risen to be
America’s most influential conservative policy organization.

Your financial support helps sustain The Heritage Foundation's
mission to formulate and promote conservative public policies
based on the principle of free enterprise, limited government,
individual freedom, traditional American values, and a
strong national defense.

And now, your year-end gift will ensure that Heritage is able to
communicate rigorous conservative policy research effectively
to the incoming members of Congress and the American people
in order to achieve conservative victories in 2015 and beyond.

Because of your donations, the Heritage Foundation has
nearly 300 policy experts and communicators at the ready to
bring truth, facts, and information—power— from the halls of

Congress to the grassroots of local American communities.

"l 'am honored to be a
member of a team that does
not talk but rather acts. You
give me hope that we will get
our country back. Keep up
the good work.”

Larry W.
California

“Being a member of The
Heritage Foundation has
been a wonderful experience
for me. | greatly appreciate
the work that is done at
Heritage on behalf of the
conservative principles and
values we share.”

Scott E.
California

« Your trailblazing support has enabled the Heritage Foundation to continue blocking
and pushing back the plans of the Washington DC establishment—as it has since
helping pioneer the Reagan Revolution and other conservative responses to the Left.

+ Today you enable the Heritage Foundation to funnel the facts that grassroots
conservative activists need in order to demolish big government arguments

from the Washington establishment.

« And your donations are also helping Heritage educate newly elected and veteran
at they keep their campaign promises.

®
In Donations
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Your gift is going to help impact [this specific
change] that we already talked about, This is
just 2 small reinforcement.




From This

CAaRrING }FBRIDGGI

CARING »BRIDGE}
FLINT

Give to CaringBridge

When you give to CaringBridge, you ensure that Kelly's safe, protected
place to share health updates will always be here.

Nearly 80 percent of our funding comes from people like you who have
experienced the power of CaringBridge firsthand.

Donation Amount

$50 $100

* Payment Plan

$50.00 (minimum $10.00) ® One-tim yment for the full amount
Monthly (12 per y ongoing payments
* Payment Plan y Y

© One-time payment for the full amount

Your Tribute in Honor of Kelly

Monthly (12 per year) ongoing payments.
What would you like your tribute message to say (optional)?

Your Tribute in Honor of Kelly

What would you like your tribute message to say (optional)?
« Dispiay this message on Kelly's site

How would you like to sign your message?

19.8

In Donations
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1. Headline: Focus on the effect

2. Body Message: Frame it around the donor

3. Background Image: It should demo your cause
4. In-Line Premium: Add an image of it

5. Form Fields: Add clarity in headers
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‘What values are at stake? Make sure that as you describe the scenario,
you touch on all thase values that are impartant to your core audience
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But there is a solution... (optional header)
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describe it
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the picture. Before you mention each item, consider a quick sentence
li.e. transition) connecting the impact or need for it relative to the central
scenario.

Be careful about using bullets. Same organizations can get away with it
here, but you'll rarely see a storyteller use bullets when they tell a story;
only business people trying to save athers time use that type of
approach

You interrupted someone, and the story format is what is helping draw
them in and keep them in.

Next, introduce the donor into the story. If you are celebrating their
involvement to inspire more, then start with a ‘because of you’ message.
But if you are falling short, and need that as a driver, start with a “We

need your help” type of message.

Now make your gift request. Reinforce briefly, again, how exactly their
gift plays part in the narrative you've described up to now.,

If there is a challenge gift, now is the time to talk about it in more detail.

G000

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

SXXK, XXX Goal

1. Enter Your Donation Amount

is is a one-time zift for the amaunt sbove

1 would like 1o make this gift Loday and every month (12 per year)

2. Enter Your Information (It’s Secure)

First Name_ Last Name

[Precfilled if [ re-filled if passibic |

Address 1

Pre-filled if possible

Address 2
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Cradit Card Number.
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Your gift is going to help impact [this specific
change] that we already talked about, This is
just 2 small reinforcement.




From This

Today, you can be the first to get Hillsdale's
NEW “Constitution 101" DVD Box Set for
viewing in your home or for giving as a gift. It
can also be used as part of a home school
curriculum or for small group discussions.

The “Constitution 101" DVD box set can be
yours for a gift of $100 or more to Hillsdale
College. For a gift of $200 or more, we will
include our 790-page companion book for the
course, The U.S. Constitution: A Reader. This
book, edited by Hillsdale’s politics department
faculty, features 113 important primary source
documents and will deepen your enjoyment of
the course.

Your gift will help Hillsdale College expand its
efforts to teach millions of Americans about
the Constitution and its importance to liberty
at this crucial time.

For a gift of $200 or more, we will include
our 790-page companion book for the
course, The U.S. Constitution: A Reader.

To This

Today, you can be the first to get Hillsdale's
NEW “Constitution 101" DVD Box Set for
viewing in your home or for giving as a gift. It
can also be used as part of a home school
curriculum or for small group discussions.

The “Constitution 101" DVD box set can be
yours for a gift of $100 or more to Hillsdale
College. For a gift of $200 or more, we will
include our 790-page companion book for the
course, The U.S. Constitution: A Reader. This
book, edited by Hillsdale’s politics department
faculty, features 113 important primary source
documents and will deepen your enjoyment of
the course.

For a gift of $200 or more, we will include
our 790-page companion book for the
course, The U.S. Constitution: A Reader.

Your gift will help Hillsdale College expand its efforts to teach millions of Americans
about the Constitution and its importance to liberty at this crucial time.
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describe it

Now briefly touch on the impact/result of your organization entering
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li.e. transition) connecting the impact or need for it relative to the central
scenario.

Be careful about using bullets. Same organizations can get away with it
here, but you'll rarely see a storyteller use bullets when they tell a story;
only business people trying to save athers time use that type of
approach

You interrupted someone, and the story format is what is helping draw
them in and keep them in.

Next, introduce the donor into the story. If you are celebrating their
involvement to inspire more, then start with a ‘because of you’ message.
But if you are falling short, and need that as a driver, start with a “We

need your help” type of message.

Now make your gift request. Reinforce briefly, again, how exactly their
gift plays part in the narrative you've described up to now.

If there is a challenge gift, now is the time to talk about it in more detail.
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550 Gift

Your gift is going to help impact [this specific
change] that we already talked about, This is
just 2 small reinforcement.




Make Your Donation

$50 $100

$100.00 (minimum $10.00)

* Payment Plan
© One-time payment for the full amount

Monthly (12 per year) ongoing payments.

Write a Message of Support

What would you like your tribute message to say (optional)?

Display this message on Kate's site.

How would you like to sign your message?

Jeff Giddens

Make this an anonymous tribute donation.

Your Information

* First Name * Last Name

Jeff Giddens

1. Choose Your Donation Amount

$50 $100

$100.00 (minimum $10.00)

* Payment Plan
© One-time payment for the full amount

Monthly (12 per year) ongoing payments.

2. Write a Message of Support

What would you like your tribute message to say (optional)?

Display this message on Kate's site.

How would you like to sign your message?

Jeff Giddens

Make this an anonymous tribute donation.

3. Enter Your Information (It's Secure)

* First Name * Last Name

Jeff Giddens




7 core strategies: campaign donation pages

ENABLERS INHIBITORS
= |ncreasing proposal clarity  Unmet relational expectations
* [ncreasing medium engagement ¢ Unnecessary flow interruptions
Intensity
* Forgotten impact & safety re-
* Increase urgency to act assurance

* Apply effective social influence



Increasing medium
engagement intensity

6. In-Line Graphics: Consider in-lieu of bullets

7. Body Copy Format: Use a story/narrative approach
8. Design Elements: Ensure text is easily readable

9. Video: Avoid it for campaign page

Logo

[Specific campaign benefit others
experience from your organization]

In this first part of the copy, you need to Time left untl [deadiine name]

describe the specific situation that your N =

organization is trying to impact. What are [3()(] [H)u(uxs] '!X)‘(] \XXA]
[ ozys ) Lnours | lasinutes (seconds

the circumstances? How dire the need?
‘What values are at stake? Make sure that as you describe the scenario,
you touch on all those values that are impartant to your core audience
as part of that, or, you describe all of ents that are part of the
situation,

But there is a solution... (optiogf header)

Next, describe how your organization has/will enter the picture. Be
specific on how it comes in to help. In this brief section, people need to
believe that you are truly intercepting the scenario by the way you
describe it

Now briefly touch on the impact/result of your organization entering
the picture. Before you mention each item, consider a quick sentence
li.e. transition) connecting the impact or need for it relative to the central
scenario.

Be careful about using bullets. Same organizations can get away with it
here, but you'll rarely see a storyteller use bullets when they tell a story;
only business people trying to save athers time use that type of
approach

You interrupted someone, and the story format is what is helping draw
them in and keep them in.

Next, introduce the donor into the story. If you are celebrating their
involvement to inspire more, then start with a ‘because of you’ message.
But if you are falling short, and need that as a driver, start with a “We
need your help” type of message.

Now make your gift request. Reinforce briefly, again, how exactly their
gift plays part in the narrative you've described up to now.,

If there is a challenge gift, now is the time to talk about it in more detail.

:

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

1. Enter Your Donation Amount

is is a one-time zift for the amaunt sbove

ould like 1o make this gift loday and every month (12 per year)

2. Enter Your Information (It’s Secure)

First Name_ Last Name
[ Pre-files le [ re-filled if passibic |

Addros 2

[Premied s

Emall tfor receipt}

Preferred Phone (optional)

[ Pre-filled if possible ] ]

B CredicCard ACH Bank Accourt
Cregit Card Nurmber

\ | \
Expire Manth Explre Year
. .

—
Make My One-: F

Your gift is going to help impact [this specific
change] that we already talked about, This is
just 2 small reinforcement.




Increasing medium
engagement intensity

6. In-Line Graphics: Consider in-lieu of bullets

7. Body Copy Format: Use a story/narrative approach
8. Design Elements: Ensure text is easily readable

9. Video: Avoid it for campaign page

Logo

[Specific campaign benefit others
experience from your organization]

In this first part of the copy, you need to Time eft until [deadline name]
describe the specific situation that your  ——
organization is trying to impact. What are [Xx) || X
the circumstances? How dire the need? -
‘What values are at stake? Make sure that as you describe the scenario,
you tauch on all those values that are impartant to your core audience
as part of that, or, you describe all of #* = e/ ments that are part of the
situation,

(1)) ([Xx)
soconds|

winutes, i

But there is a solution... (optior .theader)

Next, describe how your organization has/will enter the picture. Be
specific on how it comes in to help. In this brief section, people need to
believe that you are truly intercepting the scenario by the way you
describe it

Now briefly touch on the impact/result of your organization entering
the picture. Before you mention each item, consider a quick sentence
li.e. transition) connecting the impact or need for it relative to the central
scenario.

Be careful about using bullets. Same organizations can get away with it
here, but you'll rarely see a storyteller use bullets when they tell a story;
only business people trying to save athers time use that type of
approach

You interrupted someone, and the story format is what is helping draw
them in and keep them in.

Next, introduce the donor into the story. If you are celebrating their
involvement to inspire more, then start with a ‘because of you’ message.
But if you are falling short, and need that as a driver, start with a “We

need your help” type of message.

Now make your gift request. Reinforce briefly, again, how exactly their
gift plays part in the narrative you've described up to now.,

If there is a challenge gift, now is the time to talk about it in more detail.

G000

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

SXXK, XXX Goal

1. Enter Your Donation Amount

is is a one-time zift for the amaunt sbove

1 would like 1o make this gift Loday and every month (12 per year)

2. Enter Your Information (It’s Secure)

First Name_ Last Name
[Precfilled if [ re-filled if passibic |
Address 1
Pre-filled if possible
Address 2
ary store
[reeies | [ ] [remeanmse

Email for receipt} Preferred Phone (optional)

[ Pre-filled if possible ] ]

B CredicCard ACH Bank Accourt
Cregit Card Nurmber

\ | \
Expire Manth Explre Year
. .

550 Gift

Your gift is going to help impact [this specific
change] that we already talked about, This is
just 2 small reinforcement.




From This

Providing safety, education, and God's love through
a pair of shoes

New shoes put children on the path to hope and a future. For children, shoes mean:

Health: Protecting against disease and infection
Education: Lowering barriers to school attendance
Hope: Demonstrating worth and God's love
Opportunity: Connecting families to holistic ministry

By August 31, we need raise enough money to provide shoes for 8,178 orphans and vulnerable children. We want to be sure these children
have the necessities they need to be ready for the coming school year.

However, we cannot meet this goal without support. We cannot provide these children the shoes they need without your help.

To This

Providing safety, education, and God's love through
a pair of shoes

New shoes put children on the path to hope and a future. For children, shoes mean:

HEALTH EDUCATION

O O

Connecting
families to
holistic ministry

Protecting
against disease
and infection

Lowering barriers
to school
atftendance

By August 31, we need raise enough money to provide shoes for 8,178 orphans and vulnerable children. We want to be sure these children
have the necessities they need to be ready for the coming school year.

However, we cannot meet this goal without support. We cannot provide these children the shoes they need without your help.

2367

In Donations




Increasing medium
engagement intensity

6. In-Line Graphics: Consider in-lieu of bullets

7. Body Copy Format: Use a story/narrative approach
8. Design Elements: Ensure text is easily readable

9. Video: Avoid it for campaign page

Logo

[Specific campaign benefit others
experience from your organization]

In this first part of the copy, you need to Time left until [deadline name]

describe the specific situation that your ~ —— | —

organization is trying to impact. What are [3()(] [\éuxs] '!X)‘(] -,XXJ
[ ozys ) Lnours | lasinutes (seconds

the circumstances? How dire the need? —
‘What values are at stake? Make sure that as you describe the scenario,
you tauch on all those values that are impartant to your core audience
as part of that, or, you describe all of #* = e/ ments that are part of the
situation,

But there is a solution... (optior .theader)

Next, describe how your organization has/will enter the picture. Be
specific on how it comes in to help. In this brief section, people need to
believe that you are truly intercepting the scenario by the way you
describe it

Now briefly touch on the impact/result of your organization entering
the picture. Before you mention each item, consider a quick sentence
li.e. transition) connecting the impact or need for it relative to the central
scenario.

Be careful about using bullets. Same organizations can get away with it
here, but you'll rarely see a storyteller use bullets when they tell a story;
only business people trying to save athers time use that type of
approach

You interrupted someone, and the story format is what is helping draw
them in and keep them in.

Next, introduce the donor into the story. If you are celebrating their
involvement to inspire more, then start with a ‘because of you’ message.
But if you are falling short, and need that as a driver, start with a “We
need your help” type of message.

Now make your gift request. Reinforce briefly, again, how exactly their
gift plays part in the narrative you've described up to now.,

If there is a challenge gift, now is the time to talk about it in more detail.

:

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

1. Enter Your Donation Amount

is is a one-time zift for the amaunt sbove

ould like 1o make this gift loday and every month (12 per year)

2. Enter Your Information (It’s Secure)

First Name_ Last Name
[ Pre-files le [ re-filled if passibic |

Addros 2

[Premied s

Email for receipt} Preferred Phone (optional)

[ Pre-filled if possible ] ]

B CredicCard ACH Bank Accourt
Cregit Card Nurmber

\ | \
Expire Manth Explre Year
. .

550 Gift

Your gift is going to help impact [this specific
change] that we already talked about, This is
just 2 small reinforcement.




From This

But in this critical tim r afforts on behalf of liberty must be stepped up even
and you are key to this effort.

You can help educate ever greater numbers of
Americans on the

You can also help educate ¢
people nationwide.

Il fund scholarships for the nation’

ou can help Hillsdale stand for founding
principles of liberty
ollege is nearly unique in ita principled refus

| fundi indi in the

Amaricans like you.

To expand its ambitious outre,

Time left until June 30

Make your gift to

To This

Decades of persistent, intentional groundwork laid by progressives have led our country
to a time when the Consfitution — the decument that secures our liberty — has been
ginalized becau: s misunderstood by the ens it pre

g the Constitution and continuing to

But we believe that this crisis can be
averted.

Hillsdale College has taught its students -lass elps
Hillsd: students understand liberty, virtue, and prepares them to be
outstanding citizens and leaders. It's the kind of education the Founders thought
ary for the prasery: af free government. A ~ompenent of thi n
rse— The Meaning and His
der to graduate,

not every student is of ¢ E
why the College made its required course on the Constitution free to take enline.

This is a fact that bears repeating: more than one million students have learned
about liberty from Hillsdale College.

Imagine the impact these cou had on American society and culture.

However, they miss a critical stage of educational development: K-12 education. That's

why Hillsdale launched the Barnay Cha choal Initiative, te launch assical

charler schoals across America by 2022, This answers the urgent need for fundamental
including the revival of strong 5 education,

Reviving Liberty — Without One Penny of
Taxpayer Funding

Through its educational outre: the ge will restore the principles of i
onstitution. To accomplish this, Hi

Teaching the besl and brighles! college students. Teaching everyday Americans
through online courses. Teaching the young through charter schools.

ale restore the principles Time left until June 30

C uniry?
ake your gift before midnight on June m E

In Donations



Increasing medium
engagement intensity

6. In-Line Graphics: Consider in-lieu of bullets

7. Body Copy Format: Use a story/narrative approach
8. Design Elements: Ensure text is easily readable

9. Video: Avoid it for campaign page

Logo

[Specific campaign benefit others
experience from your organization]

In this first part of the copy, you need to Time left until [deadline name]
describe the specific situation that your —
organization is trying to impact. What are | XX | |[XX]
the circumstances? How dire the need? -
‘What values are at stake? Make sure that as you describe the scenario,
you tauch on all those values that are impartant to your core audience
as part of that, or, you describe all of #* = e/ ments that are part of the
situation,

(1)) ([Xx)
soconds|

winutes, i

But there is a solution... (optior .theader)

Next, describe how your organization has/will enter the picture. Be
specific on how it comes in to help. In this brief section, people need to
believe that you are truly intercepting the scenario by the way you
describe it

Now briefly touch on the impact/result of your organization entering
the picture. Before you mention each item, consider a quick sentence
li.e. transition) connecting the impact or need for it relative to the central
scenario.

Be careful about using bullets. Same organizations can get away with it
here, but you'll rarely see a storyteller use bullets when they tell a story;
only business people trying to save athers time use that type of
approach

You interrupted someone, and the story format is what is helping draw
them in and keep them in.

Next, introduce the donor into the story. If you are celebrating their
involvement to inspire more, then start with a ‘because of you’ message.
But if you are falling short, and need that as a driver, start with a “We

need your help” type of message.

Now make your gift request. Reinforce briefly, again, how exactly their
gift plays part in the narrative you've described up to now.,

If there is a challenge gift, now is the time to talk about it in more detail.

G000

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

SXXK, XXX Goal

1. Enter Your Donation Amount

is is a one-time zift for the amaunt sbove

1 would like 1o make this gift Loday and every month (12 per year)

2. Enter Your Information (It’s Secure)

First Name_ Last Name
[Precfilled if [ re-filled if passibic |
Address 1
Pre-filled if possible
Address 2
ary store
[reeies | [ ] [remeanmse

Email for receipt} Preferred Phone (optional)

[ Pre-filled if possible ] ]

B CredicCard ACH Bank Accourt
Cregit Card Nurmber

\ | \
Expire Manth Explre Year
. .

550 Gift

Your gift is going to help impact [this specific
change] that we already talked about, This is
just 2 small reinforcement.




From This

Tie
Heritage Foundation

Become a Heritage Foundation
member in 2015

Whan yau jain Haritapa, yau help real laadarship in Washingion — kadership focused
an restoring America’s founding principles and the ideas that made America
great: free entarprisa, limitad govarnment, individual freadam, tradiicnal Amearican
walugs, and a strang naticnal defansa.

“four mambership could not be mare Impartant. Liseral pe

for cur ideas i
Heritage: The trusted conservative leader

A8 8 Conseny Hn our vaice in Washingta
For maore than lary years, Herilage has championed coneservative principles by
countering the lelt's ra palicies and keeping consenative ideas at the canter
every debate. Here's w sene of the Movements strangest & hanve 1o say
“Wa nead Heritage's ideas to becoma the tools of battle ™
—Sen. Ted Cruz (A-

me of the fine: rvative scholars alive 1o liva, work, and
breathe at Tha Heritage Foundation.

—Rush Limbaugh

“No organization on earth ia a better supplier of mnovativa, conservative
ideas grounded in founding principles than Herftage.”

—Sean Hannity

Your membership gets results

the damaging impac
inchided & massive bil

eifare programe and made the casa far
breaking the link batween food stamps and subsidies to farmers.

W educated nawly-siecied cangrassmen o haw the Washingicn Establishment
warks, and we davedoped a strang bench of new yaung ladees b help laad the

By buikling 2 stranges natonwide natwork amang
arganizations. Harzag:
geemment o the gras

athar courtries, Heritage axparts pravided crudia
farsign palizy.

g worked with Cangrassional leadars to countar tha administration’s
for more reguiations and rad tapa, which would imit freadam and incraase prices
for consumens whiv expancing the siza and scope of 1he federsl government.

It's time to move conservative ideas forward

e the time for you

With your 1ax dedu reda of thousande
conganvativ & n He allor 1o reslore an America
where fraedom, i i

To This

Become a Heritage Foundation
member in 2015

/| o t yau help real lead

freedom
Tl

i ring
ive ideas at the certer of

Zation onlam akb uver[.a
ve, conservalivi iddas glounded Wh foNa#irik

iples than Heritage.”

—Sean Hannity

Your membership gets results
Here's the Impact you had throl ur membership In 2013
+ Heritage led the fight to get rid of Obamacare. During the summer,
ith tens af th tizens at town hall meeting
Impact of Dbam

ed a strong bench of new
o help lead the conservative ment,

skrategies to use against big pe Erassroots
‘While the Obama administration stumbled in its dealings




Increasing medium
engagement intensity

6. In-Line Graphics: Consider in-lieu of bullets

7. Body Copy Format: Use a story/narrative approach
8. Design Elements: Ensure text is easily readable

9. Video: Avoid it for campaign page

Logo

[Specific campaign benefit others
experience from your organization]

In this first part of the copy, you need to Time left until [deadline name]
describe the specific situation that your —
organization is trying to impact. What are | XX | |[XX]
the circumstances? How dire the need? -
‘What values are at stake? Make sure that as you describe the scenario,
you touch on all those values that are impartant to your core audience
as part of that, or, you describe all of ents that are part of the
situation,

(1)) ([Xx)
soconds|

winutes, i

But there is a solution... (optiogf header)

Next, describe how your organization has/will enter the picture. Be
specific on how it comes in to help. In this brief section, people need to
believe that you are truly intercepting the scenario by the way you
describe it

Now briefly touch on the impact/result of your organization entering
the picture. Before you mention each item, consider a quick sentence
li.e. transition) connecting the impact or need for it relative to the central
scenario.

Be careful about using bullets. Same organizations can get away with it
here, but you'll rarely see a storyteller use bullets when they tell a story;
only business people trying to save athers time use that type of
approach

You interrupted someone, and the story format is what is helping draw
them in and keep them in.

Next, introduce the donor into the story. If you are celebrating their
involvement to inspire more, then start with a ‘because of you’ message.
But if you are falling short, and need that as a driver, start with a “We

need your help” type of message.

Now make your gift request. Reinforce briefly, again, how exactly their
gift plays part in the narrative you've described up to now.,

If there is a challenge gift, now is the time to talk about it in more detail.

G000

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

SXXK, XXX Goal

1. Enter Your Donation Amount

is is a one-time zift for the amaunt sbove

1 would like 1o make this gift Loday and every month (12 per year)

2. Enter Your Information (It’s Secure)

First Name_ Last Name
[Precfilled if [ re-filled if passibic |
Address 1
Pre-filled if possible
Address 2
ary store
[reeies | [ ] [remeanmse

Email for receipt} Preferred Phone (optional)

[ Pre-filled if possible ] ]

B CredicCard ACH Bank Accourt
Cregit Card Nurmber

\ | \
Expire Manth Explre Year
. .

550 Gift

Your gift is going to help impact [this specific
change] that we already talked about, This is
just 2 small reinforcement.




From This

A Special Story of Hope this Christmas

For most people, this season is a time for family and celebration. Unfortunately, that is not always the case for many children that live
each day with an abusive family or an uncaring foster system. However, there can be hope for many of these children.

Please take 2 minutes to see one particular child that found hope and love at Christmas.

age from Buckner President Albert L. Reyes

At Buckner, we want to create more stories like this. Our mission is to bringing hope and stability in the midst of turbulence to
vulnerable and at-risk children. But this Is only made possible by people like you, people that want to care for these children that need
it most.

‘When you give to Buckner International, you are placing children on a trajectory to living full, healthy, happy lives—in Jesus' name.

Please give a generous year-end gift. When you do, your donation will be doubled due to a matching gift from a generous donor that
shares your heart for children.

Your gift must be received by December 31 to be doubled, and to qualify for a tax deduction for 2016.

Please make a gift using the secure form below

Donation Information 100% of your gift will go
Amount: directly to support ministry

To This

A Special Story of Hope this Christmas

A Message from Buckner President Albert L. Reyes

About a year age, | came across a Christmas story of a young lady whe had recently been adopted. After years in the foster system, she
new had a forever famlly.

This family was taking Christmas pictures in a photographer’s studic. Immediately, as soon as the picture was over she jumped out of her
seat, ran behind the photographer into the dark area of the studio, and got real quiet. A moment or so after that you could hear her
crying.

Maturally her mom went over to find out what was wreng.

"Why are you crying? What's wrong?” She said, "Well, Mom, it's just that all of my life, foster families that | was with would ask me to sit
over to the side so they could take their family picture at Christmas.” She said, "Today Is the first time that I've been allowed to be In
the Christmas photo with the famlly."

As | read that story, | just had to take a break. It just knocked me off my feet. | couldn't help but think of just how wrong it is to not be
included. | remember all the times that my own family would take Christmas photos and there was never a question of who would be in
the picture,

This Is what Buckner does.

‘We provide families for children so they can be in the family and, naturally, be in the picture. For 137 years, Buckner has consistently
provided a Christmas experience for thousands of children that otherwise would have gone without. We're able to do that because of

pecple like you, generous donors whe make contributions to make family possible for children that are vulnerable and in need.

There are Christmases that can be created, but we can't do it without your hel m gaoing to invite you to join us and make a generous
perhaps your best gift in a while, this Christmas so that we can shine hop o the lives of children who we serve.

This Christmas, when you do make a gift to Buckner, your donation will be doubled due to a matching gift frem a generous doner that
shares your heart for children.

But, your gift must be received by December 31 Lo be doubled, and to qualify for a tax deduction for 2016.

Please make a gift using the secure form below

Donation Information 100% of your gift will go

Amount: directly to support ministry
programs

560

In Donations




7 core strategies: campaign donation pages

ENABLERS INHIBITORS
e e e * Unmet relational expectations

+ lnereasing-medium-engagement  * Unnecessary flow interruptions
mtensity

* Forgotten impact & safety re-
 Increase urgency to act assurance

* Apply effective social influence



Increasing
urgency to act

10. Sub-headline: Utilize a countdown clock

Logo

[Specific campaign benefit others
experience from your organization]

In this first part of the ¢
describe the specific

Time left until [deadline name]

organization is trying to if [XX] [XK]J [XX]J [XX]}
ozys | | iiowrs | [wsinutes) (secanct

the circumstances? How
‘What values are at stake? at as you describe the scenario,
you touch on all thase values that are impartant to your core audience
as part of that, or, you describe all of the elements that are part of the
situation,

But there is a solution... (optional header)

Next, describe how your organization has/will enter the picture. Be
specific on how it comes in to help. In this brief section, people need to
believe that you are truly intercepting the scenario by the way you
describe it

Now briefly touch on the impact/result of your organization entering
the picture. Before you mention each item, consider a quick sentence
li.e. transition) connecting the impact or need for it relative to the central
scenario.

Be careful about using bullets. Same organizations can get away with it
here, but you'll rarely see a storyteller use bullets when they tell a story;
only business peaple trying to save athers time use that type of
approach

You interrupted someone, and the story format is what is helping draw
them in and keep them in.

Next, introduce the donor into the story. If you are celebrating their
involvement to inspire more, then start with a ‘because of you’ message.
But if you are falling short, and need that as a driver, start with a “We

need your help” type of message.

Now make your gift request. Reinforce briefly, again, how exactly their
gift plays part in the narrative you've described up to now.,

If there is a challenge gift, now is the time to talk about it in more detail.

:

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

1. Enter Your Donation Amount

is is a one-time zift for the amaunt sbove

ould like 1o make this gift loday and every month (12 per year)

2. Enter Your Information (It’s Secure)

First Name_ Last Name
[ Pre-files [ re-filled if passibic |

Email for receipt} Preferred Phone (optional)

[ Pre-filled if possible ] ]

B CredicCard ACH Bank Accourt
Cregit Card Nurmber

\ | \
Expire Manth Explre Year
. .

—
Make My One-Time
550 Gift

(=]

Your gift is going to help impact [this specific
change] that we already talked about, This is
just 2 small reinforcement.




From This To This

-
Your Gift Matters 3 g By B2 s T
ramaining until the year-and donation caadine
As we count down to the end of 2014, help us reach our $1.2 million goal with a tribute
donation.

As we count down to the end of 2014, help us reach our $1.2 million goal with a tribute
donation in honor of Deborah.

Give to CaringBridge

Give to CaringBridge
Donation Amount

Donation Amount

68.1%

In Donations



7 core strategies: campaign donation pages

ENABLERS INHIBITORS
e e e * Unmet relational expectations

+ lnereasing-medium-engagement  * Unnecessary flow interruptions
mtensity
* Forgotten impact & safety re-

R e L e assurance

* Apply effective social influence



Apply effective

social influence

11. Sub-head/CTA Text Area: Utilize a progress meter
12. Form Support Column: Recent Gift Callouts

Logo

[Specific campaign benefit others
experience from your organization]

In this first part of the copy, you need to Time left untl [deadiine name]

describe the specific situation that your —

organization is trying to impact. What are X | [xx]
. | naurs

. | _oays |
the circumstances? How dire the need? -

X )

winutes,

‘What values are at stake? Make sure that as you describe the scenario,
you touch on all thase values that are impartant to your core audience
as part of that, or, you describe all of the elements that are part of the
situation,

But there is a solution... (optional header)

Next, describe how your organization has/will enter the picture. Be
specific on how it comes in to help. In this brief section, people need to
believe that you are truly intercepting the scenario by the way you
describe it

Now briefly touch on the impact/result of your organization entering
the picture. Before you mention each item, consider a quick sentence
li.e. transition) connecting the impact or need for it relative to the central
scenario.

Be careful about using bullets. Same organizations can get away with it
here, but you'll rarely see a storyteller use bullets when they tell a story;
only business peaple trying to save athers time use that type of
approach

You interrupted someone, and the story format is what is helping draw
them in and keep them in.

Next, introduce the donor into the story. If you are celebrating their
involvement to inspire more, then start with a ‘because of you’ message.
But if you are falling short, and need that as a driver, start with a “We
need your help” type of message.

Now make your gift request. Reinforce briefly, again, how exactly their
gift plays part in the narrative you've described up to now.,

If there is a challenge gift, now is the time to talk about it in more detail.

SXXX, XXX Goal

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

1. Enter Your Donation Amount

is is a one-time zift for the amaunt sbove

ould like to make this gift loday and every moy

2. Enter Your Information (It’s Secure)

First Name_ Last Name
[ Pre-files le [ re-filled if passibic |

Addros 2

[Premied s

Email for receipt} Preferred Phone (optional)

[ Pre-filled if possible ] ]

B CredicCard ACH Bank Accourt
Cregit Card Nurmber

\ | \
Expire Manth Explre Year
. .

550 Gift

Your gift is going to help impact [this specific
change] that we already talked about, This is
just 2 small reinforcement.




Apply effective

social influence

11. Sub-head/CTA Text Area: Utilize a progress meter
12. Form Support Column: Recent Gift Callouts

Logo

[Specific campaign benefit others
experience from your organization]

In this first part of the copy, you need to Time left untl [deadiine name]

describe the specific situation that your N =

organization is trying to impact. What are [3()(] [H)u(uxs] '!X)‘(] \XX} ‘
[ ozys ) Lnours | lasinutes (seconds

the circumstances? How dire the need? —
‘What values are at stake? Make sure that as you describe the scenario,
you touch on all thase values that are impartant to your core audience
as part of that, or, you describe all of the elements that are part of the
situation,

But there is a solution... (optional header)

Next, describe how your organization has/will enter the picture. Be
specific on how it comes in to help. In this brief section, people need to
believe that you are truly intercepting the scenario by the way you
describe it

Now briefly touch on the impact/result of your organization entering
the picture. Before you mention each item, consider a quick sentence
li.e. transition) connecting the impact or need for it relative to the central
scenario.

Be careful about using bullets. Same organizations can get away with it
here, but you'll rarely see a storyteller use bullets when they tell a story;
only business peaple trying to save athers time use that type of
approach

You interrupted someone, and the story format is what is helping draw
them in and keep them in.

Next, introduce the donor into the story. If you are celebrating their
involvement to inspire more, then start with a ‘because of you’ message.
But if you are falling short, and need that as a driver, start with a “We

need your help” type of message.

Now make your gift request. Reinforce briefly, again, how exactly their
gift plays part in the narrative you've described up to now.,

If there is a challenge gift, now is the time to talk about it in more detail.

SXXX, XXX Goal

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

1. Enter Your Donation Amount

is is a one-time zift for the amaunt sbove

1 would like to make this gift today and every month 2 per yr

2. Enter Your Information (It’s Secure)

First Name_ Last Name
| Pre-filled if p H Pre-filled if possible
Address 1
Pre-filled if possible
Address 2
ay stare
[Preiea [ [ ] [Fresieaitoomine

Emall (for receipt) Preferred Phone (optional)
[[Pre-filed if possible ] ]

B CredicCard ACH Bank Accourt
Cregit Card Nurmber

\ | \
Expire Manth Explre Year
. .

550 Gift

Your gift is going to help impact [this specific
change] that we already talked about, This is
just 2 small reinforcement.




J

{ |
'

From This

HiLispALE COLLEGH

You can support a rebirth of
liberty and learning

Update: Due ro the cvermhelming response and support, we have expanded the goof 2o raise
o odditional $100,000 by midmight fonight!

Our bolovid Country sLands at a Nstonc crossroads, Over the past lew yoars, pragressie
reformers Rave racdically trarsfarmed our government, disregardging the limits imposed by
the Constitution and creating & buresucratic despotism that increasingly violates our righes.

This year and next, are cnucial to determining whether Americs wil retum to limited
government or continue to side. pernaps irreversibly, (nto buresucratic despotism,

To This

M HiLLspALE COLLEGE
i

You can support a rebirth of
liberty and learning

Update: Due to the overwhelming response and support, we have expanded the goal to raise
an additional $100,000 by midnight tonight!

Our beloved country stands at a historic crossroads. Over the past few years, progressive
reformers have radically transformed our government, disregarding the limits imposed by

the Constitution and creating a bureaucratic despotism that increasingly violates our rights.

This year and next, are crucial to determining whether America will return to limited
government or continue to slide, perhaps irreversibly, into bureaucratic despotism.

20.5%

In Revenue / Visitor



Apply effective

social influence

11. Sub-head/CTA Text Area: Utilize a progress meter
12. Form Support Column: Recent Gift Callouts

Logo

[Specific campaign benefit others
experience from your organization]

In this first part of the copy, you need to Time left until [deadline name]
describe the specific situation that your ~ ——

organization is trying to impact. What are [Xx) || X
the circumstances? How dire the need? -

(1)) ([Xx)
soconds|

winutes, i

‘What values are at stake? Make sure that as you describe the scenario,
you touch on all thase values that are impartant to your core audience
as part of that, or, you describe all of the elements that are part of the
situation,

But there is a solution... (optional header)

Next, describe how your organization has/will enter the picture. Be
specific on how it comes in to help. In this brief section, people need to
believe that you are truly intercepting the scenario by the way you
describe it

Now briefly touch on the impact/result of your organization entering
the picture. Before you mention each item, consider a quick sentence
li.e. transition) connecting the impact or need for it relative to the central
scenario.

Be careful about using bullets. Same organizations can get away with it
here, but you'll rarely see a storyteller use bullets when they tell a story;
only business peaple trying to save athers time use that type of
approach

You interrupted someone, and the story format is what is helping draw
them in and keep them in.

Next, introduce the donor into the story. If you are celebrating their
invalvement to inspire more, then start with a ‘because of you' message.
But if you are falling short, and need that as a driver, start with a “We
need your help” type of message.

Now make your gift request. Reinforce briefly, again, how exactly their
gift plays part in the narrative you've described up to now.,

If there is a challenge gift, now is the time to talk about it in more detail.

:- XXX, XXX Goal

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

1. Enter Your Donation Amount

is is a one-time zift for the amaunt sbove
()1 wouldlike 1o mzke this gift today and every mog er

2. Enter Your Information (It’s Secure)

First Name_ Last Name
[Precfilled if [ re-filled if passibic |
Address 1
Pre-filled if possible
Address 2
ary store
[reeies | [ ] [remeanmse

Email for receipt} Preferred Phone (optional)

[ Pre-filled if possible ] ]

B CredicCard ACH Bank Accourt
Cregit Card Nurmber

\ | \
Expire Manth Explre Year
. .

550 Gift

Your gift is going to help impact [this specific
change] that we already talked about, This is
just 2 small reinforcement.




From This To This

Make your year-end gift to Heritage! Make your year-end gift to Heritage!

Your donation is tax-deductible What the experts are Your donation is tax-deductible Recent Donors

e S e A

“We need Heritage's Jim & Beth from Tucson, AZ: $25.00

ideas to become the tools ¢ o Jesannie from Coronado, CA: $200.00
I _ of battle.” - Wanda from Westerville, OH: §38.00
(mirimum $5.00)

—Sen. Ted Cruz (R-TX) Jefferey from Amarillo, TX: 538.00
Barbara from Venlura, CA: $75.00
My information "Some of the finest My information Darrell from Tuscola, TX: $26.00
conservative scholars Joseph from Danville, PA: $250.00
First Name alive today, live, work, First Name Bob from Schenectady, NY: $25.00
_— - and breathe at The i 1 1
| f Heritage Foundation.”
—Rush Limbaugh

Oither 4 it

Railph from Wood Ridge, NJ: 525.00

David from Marshall, MI: $50.00

Virginia from Ocean Isle Baach, N
frorm Des Y: $100.00

Email Address

“No palicy shop has more
THE WALL clout than the

STREET conservative Heritage Country
JOURNAL. Foundation.* [

—Wall Street Journal

| United States Uni es

Stroet Address

|‘ : Recent Media '
Street Address 2 Street Address 2
e Appearances

Street Address

K =

Mrownhan

The Washington Jost

Ift



7 core strategies: campaign donation pages

ENABLERS INHIBITORS
e e e » Unmet relational expectations

+ lnereasing-medium-engagement  * Unnecessary flow interruptions
mtensity

* Forgotten impact & safety re-

R e L e assurance



Unmet relational
expectations

13. Intro Copy: Make sure it matches the email

14. Gift Array: test a single, open field unless average
gift is low/lower than other channels

15. Gift Type: If heavily emphasizing a recurring gift,
prime them prior to arrival

Logo

[Specific campaign benefit others
experience from your organization]

In this first part of the copy, you need to Time eft until [deadline name]
describe the specific situation that your  ——
organization is trying to impact. What are [Xx) || X
the circumstances? How dire the need? -
‘What values are at stake? Make sure that as you describe the scenario,
you touch on all those values that are important to your core audience
as part of that, or, you describe all of the elements that are part of the
situation,

(1)) ([Xx)
soconds|

winutes, i

But there is a solution... (optional header)

Next, describe how your organization has/will enter the picture. Be
specific on how it comes in to help. In this brief section, people need to
believe that you are truly intercepting the scenario by the way you
describe it

Now briefly touch on the impact/result of your organization entering
the picture. Before you mention each item, consider a quick sentence
li.e. transition) connecting the impact or need for it relative to the central
scenario.

Be careful about using bullets. Same organizations can get away with it
here, but you'll rarely see a storyteller use bullets when they tell a story;
only business peaple trying to save athers time use that type of
approach

You interrupted someone, and the story format is what is helping draw
them in and keep them in.

Next, introduce the donor into the story. If you are celebrating their
involvement to inspire more, then start with a ‘because of you’ message.
But if you are falling short, and need that as a driver, start with a “We

need your help” type of message.

Now make your gift request. Reinforce briefly, again, how exactly their
gift plays part in the narrative you've described up to now.,

If there is a challenge gift, now is the time to talk about it in more detail.

:

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

1. Enter Your Donation Amount

his is  one-time ift for the amaunt sbove

()1 would like to make this gift today and every menth (12 per year)

2. Enter Your Information (It’s Secure)

First Name_ Last Name
[ Pre-files le [ re-filled if passibic |

Addros 2

[Premied s

Email for receipt} Preferred Phone (optional)

[ Pre-filled if possible ] ]

B CredicCard ACH Bank Accourt
Cregit Card Nurmber

\ | \
Expire Manth Explre Year
. .

—
Make My One-: F

Your gift is going to help impact [this specific
change] that we already talked about, This is
just 2 small reinforcement.




Unmet relational
expectations

13. Intro Copy: Make sure it matches the email

14. Gift Array: test a single, open field unless average
gift is low/lower than other channels

15. Gift Type: If heavily emphasizing a recurring gift,
prime them prior to arrival

Logo

[Specific campaign benefit others
experience from your organization]

In this first part of the copy, you need to Time left untl [deadiine name]

describe the specific situation that your N =

organization is trying to impact. What are [3()(] [H)u(uxs] '!X)‘(] \XXA]
{ozys | Lnours | lasinutes (seconds

the circumstances? How dire the need?
‘What values are at stake? Make sure that as you describe the scenario,
you touch on all those values that are important to your core audience
as part of that, or, you describe all of the elements that are part of the
situation,

But there is a solution... (optional header)

Next, describe how your organization has/will enter the picture. Be
specific on how it comes in to help. In this brief section, people need to
believe that you are truly intercepting the scenario by the way you
describe it

Now briefly touch on the impact/result of your organization entering
the picture. Before you mention each item, consider a quick sentence
li.e. transition) connecting the impact or need for it relative to the central
scenario.

Be careful about using bullets. Same organizations can get away with it
here, but you'll rarely see a storyteller use bullets when they tell a story;
only business peaple trying to save athers time use that type of
approach

You interrupted someone, and the story format is what is helping draw
them in and keep them in.

Next, introduce the donor into the story. If you are celebrating their
involvement to inspire more, then start with a ‘because of you’ message.
But if you are falling short, and need that as a driver, start with a “We

need your help” type of message.

Now make your gift request. Reinforce briefly, again, how exactly their
gift plays part in the narrative you've described up to now.,

If there is a challenge gift, now is the time to talk about it in more detail.

G000

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

SXXK, XXX Goal

1. Enter Your Donation Amount

@) This is 2 one-time gift for the amaunt above

would like to make this gift loday and every month (12 per year)

2. Enter Your Information (It’s Secure)

First Name_ Last Name
[Precfilled if [ re-filled if passibic |
Address 1
Pre-filled if possible
Address 2
ay stare
[ g | [ ] [remeanmse
Emall (for receipt) Preferred Phone (optional)
[ Pre-filled if possible ] ]
B CredicCard ACH Bank Accourt
Credit Card Number
!x%lle Month Euflre Year
—
Make My One-: F ae

Your gift is going to help impact [this specific
change] that we already talked about, This is
just 2 small reinforcement.




From This

Share God's Word with Others

by making a gift to Harvest Ministries today.

God's Word is trustworthy, accurate, and without error—and
it holds the promise of etermal life for all wha believe. Pastor
leff Las=seigna's brand-new boo i the fible, will
give vou a deepar understandin Scripture, whearea it came
from, why wa can believe it, and how to apply it toy

It will be sant to you when you give a generous gift to
Harvest Ministries today.

‘Your gift to Harvest allows God's Word to be
proclaimed through
Large-scala crusade evangzlism and discipleship
Biklical teaching om radio, television, and tha web
Encouraging devotions, massages, and podcasts

Print and digital resources that help peocple grow in faith

To This

Gain a Deeper Understanding of Scripture

And Help 5hare God's Word with Others.

God's Word is trustworthy, accurate, and without error—and
it holds the promise of eternal life for all who believe. Fastor
left Las=seigna's brand-new ook, Uniocking the Hible, will
give you a deepar understanding of Scripture, wha

from, why we can believa it, and how to apply it to your lifa.

This resource will lay the groundwerk for your devotional
time with God during this season of change as you settls into
new routines and habits.

‘You will be sent this resource when you give a genarous gift
to Harvast Ministries today.

When you give a gift to Harvest Ministries, not only will you
gain a deeper understanding of Scripture through receiving
and reading the book Unlocking the Bible, but you are
helping share God's Waord with others by supporting the
ministry of Harvest.

‘Your gift will help Harvest proclaim the gospel to
athers through:

Large=-scale crusade evangalism and discipleship
Biklical teaching on radio, television, and the web
Encouraging devotions, messages, and podcasts

Print and digital rezources that help people grow in taith

85.77%

In Donations




Unmet relational
expectations

13. Intro Copy: Make sure it matches the email

14. Gift Array: test a single, open field unless average
gift is low/lower than other channels

15. Gift Type: If heavily emphasizing a recurring gift,
prime them prior to arrival

Logo

[Specific campaign benefit others
experience from your organization]

In this first part of the copy, you need to Time left until [deadline name]

describe the specific situation that your ~ —— | —

organization is trying to impact. What are [3()(] [\éuxs] '!X)‘(] -,XXJ
{ozys ) Lnours | lasinutes (seconds

the circumstances? How dire the need? —
‘What values are at stake? Make sure that as you describe the scenario,
you touch on all those values that are impartant to your core audience
as part of that, or, you describe all of the elements that are part of the
situation,

But there is a solution... (optional header)

Next, describe how your organization has/will enter the picture. Be
specific on how it comes in to help. In this brief section, people need to
believe that you are truly intercepting the scenario by the way you
describe it

Now briefly touch on the impact/result of your organization entering
the picture. Before you mention each item, consider a quick sentence
li.e. transition) connecting the impact or need for it relative to the central
scenario.

Be careful about using bullets. Same organizations can get away with it
here, but you'll rarely see a storyteller use bullets when they tell a story;
only business peaple trying to save athers time use that type of
approach

You interrupted someone, and the story format is what is helping draw
them in and keep them in.

Next, introduce the donor into the story. If you are celebrating their
involvement to inspire more, then start with a ‘because of you’ message.
But if you are falling short, and need that as a driver, start with a “We

need your help” type of message.

Now make your gift request. Reinforce briefly, again, how exactly their
gift plays part in the narrative you've described up to now.,

If there is a challenge gift, now is the time to talk about it in more detail.

G000

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

SXXK, XXX Goal

1. Enter Your Donation Amount

@) This is 2 one-time gift for the amaunt above

would like to make this gift loday and every month (12 per year)

2. Enter Your Information (It’s Secure)

First Name_ Last Name
[Precfilled if [ re-filled if passibic |
Address 1
Pre-filled if possible
Address 2
ay stare
[ g | [ ] [remeanmse
Emall (for receipt) Preferred Phone (optional)
[ Pre-filled if possible ] ]
B CredicCard ACH Bank Accourt
Credit Card Number
!x%lle Month Euflre Year
—
Make My One-: F ae

Your gift is going to help impact [this specific
change] that we already talked about, This is
just 2 small reinforcement.




From This

Your gift before June 30 will be effectively
doubled thanks to a $350,000 challenge grant!

$ 250.00

Payment Info
©OCredit Card (eCheck

Billing Information

To This

Your gift before June 30 will be effectively
doubled thanks to a $350,000 challenge grant!

Donation Amount:

usD

©Credit Card eCheck

Payment Info

2015 Card type: VISA

In Donations



Unmet relational
expectations

13. Intro Copy: Make sure it matches the email

14. Gift Array: test a single, open field unless average
gift is low/lower than other channels

15. Gift Type: If heavily emphasizing a recurring gift,
prime them prior to arrival

Logo

[Specific campaign benefit others
experience from your organization]

In this first part of the copy, you need to Time left until [deadline name]
describe the specific situation that your —
organization is trying to impact. What are | [XX| |[XX]
the circumstances? How dire the need? -
‘What values are at stake? Make sure that as you describe the scenario,
you touch on all those values that are impartant to your core audience
as part of that, or, you describe all of the elements that are part of the
situation,

(1)) ([Xx)
soconds|

winutes, i

But there is a solution... (optional header)

Next, describe how your organization has/will enter the picture. Be
specific on how it comes in to help. In this brief section, people need to
believe that you are truly intercepting the scenario by the way you
describe it

Now briefly touch on the impact/result of your organization entering
the picture. Before you mention each item, consider a quick sentence
li.e. transition) connecting the impact or need for it relative to the central
scenario.

Be careful about using bullets. Same organizations can get away with it
here, but you'll rarely see a storyteller use bullets when they tell a story;
only business peaple trying to save athers time use that type of
approach

You interrupted someone, and the story format is what is helping draw
them in and keep them in.

Next, introduce the donor into the story. If you are celebrating their
involvement to inspire more, then start with a ‘because of you’ message.
But if you are falling short, and need that as a driver, start with a “We

need your help” type of message.

Now make your gift request. Reinforce briefly, again, how exactly their
gift plays part in the narrative you've described up to now.,

If there is a challenge gift, now is the time to talk about it in more detail.

G000

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

SXXK, XXX Goal

1. Enter Your Donation Amount

@) This is 2 one-time gift for the amaunt above

()1 would like to make this gift today and every menth (12 per year)

2. Enter Your Information (It’s Secure)

First Name_ Last Name
[Precfilled if [ re-filled if passibic |
Address 1
Pre-filled if possible
Address 2
ary store
[reeies | [ ] [remeanmse

Email for receipt} Preferred Phone (optional)

[ Pre-filled if possible ] ]

B CredicCard ACH Bank Accourt
Cregit Card Nurmber

\ | \
Expire Manth Explre Year
. .

P —
Make My One E

Your gift is going to help impact [this specific
change] that we already talked about, This is
just 2 small reinforcement.




From This

Your donation
B

‘ Other Amount |

(minimum $2.00)

Payment Plan

© Monthly (12 per year) ongoing payments. $10.00 per payment,
until you contact us to cancel.

One-time payment for the full amount

To This

Your donation

‘ Other Amount |

{minimum $2.00)

Payment Plan
© One-time payment for the full amount

Monthly (12 per year) ongoing payments.

D% 497

In Avg Gift



7 core strategies: campaign donation pages

ENABLERS INHIBITORS
cdmerenoine sronaenl oo slprret ralotiopal epactaiione

+ lnereasingmedium-engagement ¢ Unnecessary flow interruptions
mtensity
* Forgotten impact & safety re-

R e L e assurance



Unnecessary flow
Interruptions

16. Header: No navigation & donate buttons

17. Alternate Payment Methods: Add only new
payment paths that you can control

18. Verification Pages: Eliminate them

Logo

[Specific campaign benefit others
experience from your organization]

In this first part of the copy, you need to Time left untl [deadiine name]

describe the specific situation that your N =

organization is trying to impact. What are [3()(] [H)u(uxs] '!X)‘(] \XXA]
[ ozys ) Lnours | lasinutes (seconds

the circumstances? How dire the need?
‘What values are at stake? Make sure that as you describe the scenario,
you touch on all thase values that are impartant to your core audience
as part of that, or, you describe all of the elements that are part of the
situation,

But there is a solution... (optional header)

Next, describe how your organization has/will enter the picture. Be
specific on how it comes in to help. In this brief section, people need to
believe that you are truly intercepting the scenario by the way you
describe it

Now briefly touch on the impact/result of your organization entering
the picture. Before you mention each item, consider a quick sentence
li.e. transition) connecting the impact or need for it relative to the central
scenario.

Be careful about using bullets. Same organizations can get away with it
here, but you'll rarely see a storyteller use bullets when they tell a story;
only business peaple trying to save athers time use that type of
approach

You interrupted someone, and the story format is what is helping draw
them in and keep them in.

Next, introduce the donor into the story. If you are celebrating their
involvement to inspire more, then start with a ‘because of you’ message.
But if you are falling short, and need that as a driver, start with a “We

need your help” type of message.

Now make your gift request. Reinforce briefly, again, how exactly their
gift plays part in the narrative you've described up to now.,

If there is a challenge gift, now is the time to talk about it in more detail.

:

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

1. Enter Your Donation Amount

is is a one-time zift for the amaunt sbove

ould like 1o make this gift loday and every month (12 per year)

2. Enter Your Information (It’s Secure)

First Name_ Last Name
[ Pre-files le [ re-filled if passibic |

Preferred Phone (optional)
e | ]

ACH Bank Account

el ]
Cradit Card Number.

\ I \
Expire Manth Explre Year
. .

e My One:
550 Gift

Your gift is going to help impact [this specific
change] that we already talked about, This is
just 2 small reinforcement.




Unnecessary flow
Interruptions

16. Header: No navigation & donate buttons

17. Alternate Payment Methods: Add only new
payment paths that you can control

18. Verification Pages: Eliminate them

Logo

[Specific campaign benefit others
experience from your organization]

In this first part of the copy, you need to Time left untl [deadiine name]

describe the specific situation that your N =

organization is trying to impact. What are [3()(] [H)u(uxs] '!X)‘(] \XXA]
[ ozys ) Lnours | lasinutes (seconds

the circumstances? How dire the need?
‘What values are at stake? Make sure that as you describe the scenario,
you touch on all thase values that are impartant to your core audience
as part of that, or, you describe all of the elements that are part of the
situation,

But there is a solution... (optional header)

Next, describe how your organization has/will enter the picture. Be
specific on how it comes in to help. In this brief section, people need to
believe that you are truly intercepting the scenario by the way you
describe it

Now briefly touch on the impact/result of your organization entering
the picture. Before you mention each item, consider a quick sentence
li.e. transition) connecting the impact or need for it relative to the central
scenario.

Be careful about using bullets. Same organizations can get away with it
here, but you'll rarely see a storyteller use bullets when they tell a story;
only business peaple trying to save athers time use that type of
approach

You interrupted someone, and the story format is what is helping draw
them in and keep them in.

Next, introduce the donor into the story. If you are celebrating their
invalvement to inspire more, then start with a ‘because of you' message.
But if you are falling short, and need that as a driver, start with a “We
need your help” type of message.

Now make your gift request. Reinforce briefly, again, how exactly their
gift plays part in the narrative you've described up to now.,

If there is a challenge gift, now is the time to talk about it in more detail.

G000

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

SXXK, XXX Goal

1. Enter Your Donation Amount

is is a one-time zift for the amaunt sbove

1 would like 1o make this gift Loday and every month (12 per year)

2. Enter Your Information (It’s Secure)

First Name_ Last Name
[Precfilled if [ re-filled if passibic |

Address 1

Pre-filled if possible

Addros 2

ciry

[ prefilled

mall for recel

P

Preferred Phone (optional)
Al osslble ] ]

v Ced ard | ACHBankdAccount
Credit Card Number

\ || \
Expire Manth Explre Year
. .

P 4
Make My One-Time E o 44
$50 Gift k. -

Your gift s going to help impact [this specific
change] that we already talked about, This is
just 2 small reinforcement.




From This

ooooooooo

To This

HERITAGE

397%

In Donations

51.77%

In Average Gift



Unnecessary flow
Interruptions

16. Header: No navigation & donate buttons

17. Alternate Payment Methods: Add only new
payment paths that you can control

18. Verification Pages: Eliminate them

Logo

[Specific campaign benefit others
experience from your organization]

In this first part of the copy, you need to Time left until [deadline name]
describe the specific situation that your N
organization is trying to impact. What are X | [xx]
the circumstances? How dire the need? -
‘What values are at stake? Make sure that as you describe the scenario,
you touch on all thase values that are impartant to your core audience
as part of that, or, you describe all of the elements that are part of the
situation,

(1)) ([Xx)
soconds|

winutes, i

But there is a solution... (optional header)

Next, describe how your organization has/will enter the picture. Be
specific on how it comes in to help. In this brief section, people need to
believe that you are truly intercepting the scenario by the way you
describe it

Now briefly touch on the impact/result of your organization entering
the picture. Before you mention each item, consider a quick sentence
li.e. transition) connecting the impact or need for it relative to the central
scenario.

Be careful about using bullets. Same organizations can get away with it
here, but you'll rarely see a storyteller use bullets when they tell a story;
only business peaple trying to save athers time use that type of
approach

You interrupted someone, and the story format is what is helping draw
them in and keep them in.

Next, introduce the donor into the story. If you are celebrating their
invalvement to inspire more, then start with a ‘because of you' message.
But if you are falling short, and need that as a driver, start with a “We
need your help” type of message.

Now make your gift request. Reinforce briefly, again, how exactly their
gift plays part in the narrative you've described up to now.,

If there is a challenge gift, now is the time to talk about it in more detail.

G000

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

SXXK, XXX Goal

1. Enter Your Donation Amount

is is a one-time zift for the amaunt sbove

1 would like 1o make this gift Loday and every month (12 per year)

2. Enter Your Information (It’s Secure)

First Name_ Last Name
[Precfilled if [ re-filled if passibic |

Preferred Phone (optional)

S| |

ACH Bank Account

Cradit Card Number.

\ I \
Expire Manth Explre Year
. .

P 4
Make My One-Time E o 44
$50 Gift k. -

Your gift s going to help impact [this specific
change] that we already talked about, This is
just 2 small reinforcement.




From This

BECOME A MEMBER OF OUR
GROWING MOVEMENT TODAY!

g Choose Your Donation Levelg

Basic Membership: DOUBLE your IMPACT!

With your membership gift, you will receive a free copy of our monthly newsletter,
the Watchdog, and get updates of what your membership is helping accomplish
Plus, because of a Challenge Grant from two of our Trustees, any gift you
make is doubled!

$25.00 - Member—Doubled to $50!

® $50.00 - Charter Member-—-Doubled to $100!

THANKS OUR
LOYAL MEMBERS

‘William of Gaston, OR: $100
Louis of Sandy Hook, CT: $50
Dennis of Pine Knoll Shores, NC: $50

Joseph of Abington, PA: $50

To This

BECOME A MEMBER OF OUR

Ramsey of Spring, TX: $50

GROWING MOVEMENT TODAY! Fred of Branford, CT: $50

Michael of Montville, NJ: $100

g Choose Your Donation Level4>

One-time Gift Monthly Gift

Donate with [FENE]

Basic Membership: DOUBLE your IMPACT!

With your membership gift, you will receive a free copy of our monthly newsletter,
the Watchdog, and get updates of what your membership is helping accomplish
Plus, because of a Challenge Grant from two of our Trustees, any gift you

make is doubled!

$25.00 - Member--Doubled to $50!

© $50.00 - Charter Member—Doubled to $100!

65.3%
6.6%

In Average Gift



Unnecessary flow
Interruptions

16. Header: No navigation & donate buttons

17. Alternate Payment Methods: Add only new
payment paths that you can control

18. Verification Pages: Eliminate them

Logo

[Specific campaign benefit others
experience from your organization]

In this first part of the copy, you need to Time left untl [deadiine name]

describe the specific situation that your N =

organization is trying to impact. What are [3()(] [H)u(uxs] '!X)‘(] \XXA]
[ ozys ) Lnours | lasinutes (seconds

the circumstances? How dire the need?
‘What values are at stake? Make sure that as you describe the scenario,
you touch on all thase values that are impartant to your core audience
as part of that, or, you describe all of the elements that are part of the
situation,

But there is a solution... (optional header)

Next, describe how your organization has/will enter the picture. Be
specific on how it comes in to help. In this brief section, people need to
believe that you are truly intercepting the scenario by the way you
describe it

Now briefly touch on the impact/result of your organization entering
the picture. Before you mention each item, consider a quick sentence
li.e. transition) connecting the impact or need for it relative to the central
scenario.

Be careful about using bullets. Same organizations can get away with it
here, but you'll rarely see a storyteller use bullets when they tell a story;
only business peaple trying to save athers time use that type of
approach

You interrupted someone, and the story format is what is helping draw
them in and keep them in.

Next, introduce the donor into the story. If you are celebrating their
invalvement to inspire more, then start with a ‘because of you' message.
But if you are falling short, and need that as a driver, start with a “We
need your help” type of message.

Now make your gift request. Reinforce briefly, again, how exactly their
gift plays part in the narrative you've described up to now.,

If there is a challenge gift, now is the time to talk about it in more detail.

G000

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

SXXK, XXX Goal

1. Enter Your Donation Amount

is is a one-time zift for the amaunt sbove

1 would like 1o make this gift Loday and every month (12 per year)

2. Enter Your Information (It’s Secure)

First Name_ Last Name
[Precfilled if [ re-filled if passibic |

Address 1

Pre-filled if possible

Addros 2

ciry

[ prefilled

mall for recel

P

Preferred Phone (optional)
Al osslble ] ]

v Ced ard | ACHBankdAccount
Credit Card Number

\ || \
Expire Manth Explre Year
. .

e My One-Time [JFS LT 7 [eane
550 Gift k -

Your gift is going to help impact [this specific
change] that we already talked about, This is
just 2 small reinforcement.




DONATE ONLINE © contrmanon

Plwane verily (hat your information is cosmmet, of <114 Lo to make changes. m

Personal Information

Fiawtl Nanw

Donation Information

Dessignati

K unce
Paymant 1

T You Gile

Billing Information

lype
ard Number

Number

Please verily thet your infonmation i cosmect, or </ich hun to mwke changes.

To This

Straight to
Thank You Page

In Donations



7 core strategies: campaign donation pages

ENABLERS INHIBITORS
= |ncreasing proposal clarity « Unmet relational expectations
: : . : :
.I“El |ea.s||ng Peditm-engagement Jnneeessary-How-nterruptions
* Forgotten impact & safety re-
R e L e assurance
Nonhy affact R



Forgotten impact and
safety re-assurance

19. CTA Transition Copy: Always include it and
reinforce impact

20. Payment Fields: Make them feel secure with
separation and lock

21. CTA Button Area: Re-assure donors with badges
safety) and text (impact

19

Logo

[Specific campaign benefit others
experience from your organization]

In this first part of the copy, you need to Time left untl [deadiine name]

describe the specific situation that your N =

organization is trying to impact. What are [3()(] [H)u(uxs] '!X)‘(] \XXA]
[ ozys ) Lnours | lasinutes (seconds

the circumstances? How dire the need?
‘What values are at stake? Make sure that as you describe the scenario,
you touch on all thase values that are impartant to your core audience
as part of that, or, you describe all of the elements that are part of the
situation,

But there is a solution... (optional header)

Next, describe how your organization has/will enter the picture. Be
specific on how it comes in to help. In this brief section, people need to
believe that you are truly intercepting the scenario by the way you
describe it

Now briefly touch on the impact/result of your organization entering
the picture. Before you mention each item, consider a quick sentence
li.e. transition) connecting the impact or need for it relative to the central
scenario.

Be careful about using bullets. Same organizations can get away with it
here, but you'll rarely see a storyteller use bullets when they tell a story;
only business peaple trying to save athers time use that type of
approach

You interrupted someone, and the story format is what is helping draw
them in and keep them in.

Next, introduce the donor into the story. If you are celebrating their
involvement to inspire more, then start with a ‘because of you’ message.
But if you are falling short, and need that as a driver, start with a “We

need your help” type of message.

Now make your gift request. Reinforce briefly, again, how exactly their
gift plays part in the narrative you've described up to now.,

If there is a challenge gift, now is the time to talk about it in more detail.

:

Yes! | wantto [support word] [benefit others experience
from organization]

1. Enter Your Donation Amount

is is a one-time zift for the amaunt sbove

ould like 1o make this gift loday and every month (12 per year)

2. Enter Your Information (It’s Secure)

First Name_ Last Name
[ Pre-files le [ re-filled if passibic |

Addros 2

[Premied s

Emall tfor receipt}

Preferred Phone (optional)

[ Pre-filled if possible ] ]

[ ceditCar ACH Bank Account

‘(mﬂCArlelmh!r ‘ | ‘ E
El?IuManIh ffffvf

—

Make My One-Time *, T .
550 Gift - -

Your gift s going to help impact [this specific
change] that we already talked about, This is
just 2 small reinforcement.




Forgotten impact and

safety re-assurance

19. CTA Transition Copy: Always include it and
reinforce impact

20. Payment Fields: Make them feel secure with
separation and lock

21. CTA Button Area: Re-assure donors with badges
safety) and text (impact

19

Logo

[Specific campaign benefit others
experience from your organization]

In this first part of the copy, you need to Time left until [deadline name]
describe the specific situation that your N
organization is trying to impact. What are X | [xx]
the circumstances? How dire the need? -
‘What values are at stake? Make sure that as you describe the scenario,
you touch on all thase values that are impartant to your core audience
as part of that, or, you describe all of the elements that are part of the
situation,

(1)) ([Xx)
soconds|

winutes, i

But there is a solution... (optional header)

Next, describe how your organization has/will enter the picture. Be
specific on how it comes in to help. In this brief section, people need to
believe that you are truly intercepting the scenario by the way you
describe it

Now briefly touch on the impact/result of your organization entering
the picture. Before you mention each item, consider a quick sentence
li.e. transition) connecting the impact or need for it relative to the central
scenario.

Be careful about using bullets. Same organizations can get away with it
here, but you'll rarely see a storyteller use bullets when they tell a story;
only business peaple trying to save athers time use that type of
approach

You interrupted someone, and the story format is what is helping draw
them in and keep them in.

Next, introduce the donor into the story. If you are celebrating their
involvement to inspire more, then start with a ‘because of you’ message.
But if you are falling short, and need that as a driver, start with a “We

need your help” type of message.

Now make your gift request. Reinforce briefly, again, how exactly their
gift plays part in the narrative you've described up to now.,

If there is a challenge gift, now is the time to talk about it in more detail.

G000

Yes! | wantto [support word] [benefit others experience
from organization]

SXXK, XXX Goal

1. Enter Your Donation Amount

is is a one-time zift for the amaunt sbove

1 would like 1o make this gift Loday and every month (12 per year)

2. Enter Your Information (It’s Secure)

First Name_ Last Name
[Precfilled if [ re-filled if passibic |
Address 1
Pre-filled if possible
Address 2
ary store
[reeies | [ ] [remeanmse

Email for receipt} Preferred Phone (optional)

[ Pre-filled if possible ] ]

B CredicCard ACH Bank Account
Cregit Card Number

Expire Month Explre Year
. .

—
Make My One-:

Your gift is going o help impact [this specific
change] that we already talked about, This is
just 2 small reinforcement.




From This

The Heritage Foundation, America’'s most broadly-supported policy
organization, effectively communicates rigorous conservative policy
research to Congress and the American people.

* More than 500,000 Americans donate to support Heritage's work
+ Our more than 100 policy experts and researchers are invited to
testify before Congress nearly 40 times a year
Heritage experts appear daily in America’'s top news outlets—Fox
News, CNN, and the Wall Street Journal, as well as new media like
Facebook and the Daily Signal
Located steps from the Capitol, Heritage has promoted principled
solutions for more than 40 years

Your Donation

To This

The Heritage Foundation, America’s most broadly-supported policy
organization, effectively communicates rigorous conservative policy
research to Congress and the American people.

+ More than 500,000 Americans donate to support Heritage's work
* Our more than 100 policy experts and researchers are invited to
testify before Congress nearly 40 times a year
Heritage experts appear daily in America's top news outlets—Fox
News, CNN, and the Wall Street Journal, as well as new media like
Facebook and the Daily Signal
Located steps from the Capitol, Heritage has promoted principled
solutions for more than 40 years

Your donation will advance your principles—free enterprise, limited

government, individual freedom, traditional American values, and a strong

national defense—at a time when our nation needs these principles most.

Your Donation

e e

49.4%

In Donations



Forgotten impact and

safety re-assurance

19. CTA Transition Copy: Always include it and
reinforce impact

20. Payment Fields: Make them feel secure with
separation and lock

21. CTA Button Area: Re-assure donors with badges
safety) and text (impact

Logo

[Specific campaign benefit others
experience from your organization]

In this first part of the copy, you need to Time left until [deadline name]
describe the specific situation that your N
organization is trying to impact. What are X | [xx]
the circumstances? How dire the need? -
‘What values are at stake? Make sure that as you describe the scenario,
you touch on all thase values that are impartant to your core audience
as part of that, or, you describe all of the elements that are part of the
situation,

(1)) ([Xx)
soconds|

winutes, i

But there is a solution... (optional header)

Next, describe how your organization has/will enter the picture. Be
specific on how it comes in to help. In this brief section, people need to
believe that you are truly intercepting the scenario by the way you
describe it

Now briefly touch on the impact/result of your organization entering
the picture. Before you mention each item, consider a quick sentence
li.e. transition) connecting the impact or need for it relative to the central
scenario.

Be careful about using bullets. Same organizations can get away with it
here, but you'll rarely see a storyteller use bullets when they tell a story;
only business peaple trying to save athers time use that type of
approach

You interrupted someone, and the story format is what is helping draw
them in and keep them in.

Next, introduce the donor into the story. If you are celebrating their
invalvement to inspire more, then start with a ‘because of you' message.
But if you are falling short, and need that as a driver, start with a “We
need your help” type of message.

Now make your gift request. Reinforce briefly, again, how exactly their
gift plays part in the narrative you've described up to now.,

If there is a challenge gift, now is the time to talk about it in more detail.

G000

Yes! | wantto [support word] [benefit others experience
from organization]

SXXK, XXX Goal

1. Enter Your Donation Amount

is is a one-time zift for the amaunt sbove

1 would like 1o make this gift Loday and every month (12 per year)

2. Enter Your Information (It’s Secure)

First Name_ Last Name

[Precfilled if [ re-filled if passibic |

Address 1

Pre-filled if possible

Address 2

ay stare

[ g | [ ] [remeanmse

Emall (for receipt) Preferred Phone (optional)

[ Pre-filled if possible | ]
[ ceditCar ACH Bank Account

‘(mﬁt[‘ardNumh!r ‘ | ‘ E
il?IuManIh ffffvf

—
Make My One-: S rkx

Your gift is going o help impact [this specific
change] that we already talked about, This is
just 2 small reinforcement.




From This To This

Credit Card Information
. Credit Card Information
Card Number

‘ 1 Card Number *

Exp. Month * Exp. Year "

| . o tonth” EwYes |
d

\ ) = s
What s this] * [What is this?]

|

Make My $50 Gift




Forgotten impact and

safety re-assurance

19. CTA Transition Copy: Always include it and
reinforce impact

20. Payment Fields: Make them feel secure with
separation and lock

21. CTA Button Area: Re-assure donors with badges
safety) and text (impact

Logo

[Specific campaign benefit others
experience from your organization]

In this first part of the copy, you need to Time left until [deadline name]
describe the specific situation that your N
organization is trying to impact. What are X | [xx]
the circumstances? How dire the need? -
‘What values are at stake? Make sure that as you describe the scenario,
you touch on all thase values that are impartant to your core audience
as part of that, or, you describe all of the elements that are part of the
situation,

(1)) ([Xx)
soconds|

winutes, i

But there is a solution... (optional header)

Next, describe how your organization has/will enter the picture. Be
specific on how it comes in to help. In this brief section, people need to
believe that you are truly intercepting the scenario by the way you
describe it

Now briefly touch on the impact/result of your organization entering
the picture. Before you mention each item, consider a quick sentence
li.e. transition) connecting the impact or need for it relative to the central
scenario.

Be careful about using bullets. Same organizations can get away with it
here, but you'll rarely see a storyteller use bullets when they tell a story;
only business peaple trying to save athers time use that type of
approach

You interrupted someone, and the story format is what is helping draw
them in and keep them in.

Next, introduce the donor into the story. If you are celebrating their
involvement to inspire more, then start with a ‘because of you’ message.
But if you are falling short, and need that as a driver, start with a “We

need your help” type of message.

Now make your gift request. Reinforce briefly, again, how exactly their
gift plays part in the narrative you've described up to now.,

If there is a challenge gift, now is the time to talk about it in more detail.

G000

Yes! | wantto [support word] [benefit others experience
from organization]

SXXK, XXX Goal

1. Enter Your Donation Amount

is is a one-time zift for the amaunt sbove

1 would like 1o make this gift Loday and every month (12 per year)

2. Enter Your Information (It’s Secure)

First Name_ Last Name
[Precfilled if [ re-filled if passibic |
Address 1
Pre-filled if possible
Address 2
ary store
[reeies | [ ] [remeanmse

Email for receipt} Preferred Phone (optional)

[ Pre-filled if possible ] ]

B CredicCard ACH Bank Account
Cregit Card Number

Expire Month Explre Year
. .

—
Make My One-Time *‘\,_ T .
550 Gift - -

Your gift s going to help impact [this specific
change] that we already talked about, This is
just 2 small reinforcement.




* Credit Card Number

* Expiration Month

-Choose-

Donate $70

From This

* Expiration Year

-Choose-

* Verification Code

To This

* Credit Card Number * Verification Code

* Expiration Month * Expiration Year

-Choose- -Choose-

Donate $70

Your tax-deductible donation to CaringBridge powers our non-profit service of providing safe, protected websites for
no charge. Every 7 minutes, a new CaringBridge site is created - along with a new compassionate community to
surround that individual on their health journey.




How is an optimized general
donation page different than
this campaign page template?



Different Donation Situations:

« Campaign Donation Page: 1) to act on their relationship with
you/their values and 2) to return/stay focused on the thing
that they were already doing.

« General Donation Page: 1) to accomplish the mission they have
in mind and 2) to make sure they are making the right choice.



Campaign Page vs. General Page
_Campaign

[Specific campaign benefit others
experience from your organization]

‘General

[General donation request with broad

reasoning headline]
When you donate to [organization name]
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‘General
=l

[General donation request with broad

reasoning headline]
When you donate to [organization name]

Ih iz coay that azlps the person uaderstand the cff:
danaticr. You wars b kelp tham urdastand what thet mzans, but don't
g0 atatoa Fwc oo

= Bullets are ak onthis page tepe
 Reasans of eelcrtials shoald be DK aere  Ehls 5 5 rassiranes fage
 Fecple that arrla to Hiis page hawe Intetian, as1s HOT somatalng
that has [t apted shem
56 The easier we ke it

< e tham 1

Asa thank you far your danatian_.

This ix copy that describes the premiur they
atfar donat 1z above 2 certain amaurs.

Iake 2 szatence. or o, 2nd dasmibz what
s prerium is, anc what saluz they zan
swpect Foen t Al tourh ar acw tHs
aremiam i veated to your value:
lssian

yaur

¥es! 1 want to [supportwaord] [benefit others experlence
from organization)

1. Enter Your Donation Amaount

i o e e o
R T T —

2. Enter Your Information (It Secure)

Inthams

Campaign Page vs. General Page

_Campaign

[Specific campaign benefit others
experience from your organization]

4o YO MBS T e ot o [t 1 o
Gascaitne the spedlc situatian that your g e
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[ crt torapine mees, then start with a ‘s
Bt fyau are falling short, ard azzd <hat as a driv
reed vaur help” tvaz of mestage.

oz celobrating bacle
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Yes! | want to [supportword] [benefit others experience
-

Headline

Instead of highlighting a very specific effect related to your
campaign, you instead will focus on a broad, over-arching
effect/value proposition.




Campaign Page vs. General Page

‘General
=l

[General donation request with broad
reasoning headline]

When you donate to [organization name]

Ihis 15 cony that a2lps the person uaderstand the iz of shar
danatizr. You wart ko belp tham urdestand what that means, but dan't
g0 atatoa muca ceall:

= Eallets are ak en th

cupy that describes the premivr they
¢ donat 1z abowe = certain amaurs.

fake 2 szatencz. or o, 2nd desmibz what
thus prerium is, anc what aluz they san
pest ot Alse touzh an e
aremiam i e sted b your values
nlsslan

d yaur

¥es! 1 want to [supportwaord] [benefit others experlence
from organization)

1. Enter Your Donation Amaount

i o e e o
T Crp——

2. Enter Your Information (It's Secure) -

_Campaign

[Specific campaign benefit others
experience from your arganization]

T TS THSE A 0 A 600, YU B0 = it 110 [ 20 rorr
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Introduction Copy

Instead of aligning it closely to one audience or subject, you will
want this message to simply align with your overarching values
and approach. It cannot isolate any major prospect group.



Campaign Page vs. General Page
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Body Copy

Instead of drawing someone in through narrative, a general
donation page will avoid excessive explanation copy and stick to
easy-to-scan formatting - like bullets.



Campaign Page vs. General Page
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Intensifiers

__ Since general donation pages are not tied to any specific appeal or
event, the use of intensifiers such as progress bars appear to be
artificial (though a countdown clock may work at year-end only




How about the instant
donation page?
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Creating an Instant Donation Page

TURNING FACEBOOK LIKES s A
INTO DONORS s PSR

Watch Part 1 of Sesslon 5

Which group helped more? (if at all)

Volunteer Volonteer
Jroup A 3o B

Turning Facebook Likes Into Donors

e
At o GRIgr e

The ability to effectiveely rilize . k for fund o Frosi wdiachen) fuanele pivienr 5 for ey yehiis cour e, wee |l show yor CHR nole

itegy ot . k into one of yo trelinble 1t e cen of new donor

View the full session list below, check your progress, and start your next lesson.
Module 1 Turning Facebook Likes Into Donors

it 1 Introduction (24:53) o~

it 2 The Underlying Secret (22:23) =] Watch Part 2 of Session 5

it Creating a Compelling Offer (33:22) rd \ \ \F

il Creating an Email Acquisition Landing Page (50:40) )

T Creating a Landing Page on Limited Resources (25:41) ” What could our instant donation

nfercement text look like?
Creating an Instant Donation Page y.20

it Creating a Facebook Ad (33:51) S

it ¢ Targeting a Facebook Ad (26:23) &

o Launching a Facebook Ad Campaign (40:21) )

i Activating Downstream Value (24:44) 9

il 11 Articulating Campalgn Results (16:44) )

Donation Page Template Get the Worksheet
it 12 Determining What to Change First (43:02) & iy ey A e boradtlon ooy

Download the worksheet. [PDF|
Dawnload the danation page template Downlasd the warksheet. |[DOCX |




REVIEW
The latest secrets to getting the
greatest response on your donation

pages.




1. Understand the single greatest influencer for
making your donation page(s) win/lose

2. ldentify 7 core strategies to affect the single
greatest influencer

3. Implement 21 proven tactics to get you
started



Review

* The single-most greatest influencer of win/lose performance



7 core strategies: campaign donation pages

ENABLERS INHIBITORS
* [ncreasing proposal clarity * Unmet relational expectations

* Increasing medium engagement ¢ Unnecessary flow interruptions
Intensity

* Forgotten impact & safety re-
* Increase urgency to act assurance

* Apply effective social influence



nextafter.com/campaign-template

Exp. #1447 - 118% increase in
donations.

[Emall appeals that eliminated
Exp. #4132 - 34.2% increase in
clicks.

Exp. #5678 - 208% Increase In
clicks

Gift Type: Do not default or
overemphasize a recurring gift.

Exp. #6750 - 20% increase in
revenue.

EXp. #245 - 5.5% Increase In
donations.

Form Fields: Pre-populate with
customer Information and
ensure phone Is always
optional.

Exp. #1066 - +29.5% increase in
donations using

[Specific campaign benefit others

~ experience from your organization]

I this first part of the copy, you need to

Tima it {doadion ]

describe the specifc ituation thatyour
‘organization s trying to impact. Whatare | [XX] LX)’() E):l ixﬁ
the circumstances? How direthe need?

What values

you touch on all thase values that are important to your core audience
a5 part of that, or, you describe all of the elements that are part of the
situation.

, But there is a solution... (optional header)
Next, describe how your organization has/will enter the picture. Be
specifc on how it comes into help. I this brie section, people need to
believe that you are truly intercepting the scenario by the way you

describe it
the picture. i  consider a quic
Le.transition) connecting the Impact or need for it relative tothe central
scenarlo.

B Jabo i &

bulets.
here, but you'l rarely see a storyteller use bullets when they teil o story;

only business people trying to save others time use that type of

You and
them in and keep them in.

pproach

the

involvement to inspire more, then start with a ‘because of you' message.
But f you are falling short, and need that as a driver, start with a “We
need your help” type of message.

i
giftplays part in the narrative you've described up to now.

1f there is a challenge gift, now is the time to talk about it in more detal,

P—

Yes! | want to [support word] [benefit others experience

7
/

from organization]

1. Enter Your Donation Amount

——

D ——

o 0 b s g oy and vy e 12 ot v}

2. Enter Your Information (It’s Secure)

forme Lattme.

e s gt e s v smcic Y

Change] that wo vty tlked s T

ata smallrevéorcement

Exp. #6086 - No difference when
adding optional phone number.
Exp. #2112 - 42.6% decrease in
donations when requiring phone.

Exp. #867 - 65.3% decrease in
donations when adding PayPal.
Exp. #6509 — No difference
when adding ApplePay.

Adding credibiity icons.
Exp. #4990 - 22% increase in

donations.

Add value reinforce text

Exp. #1234 - 31.3% Increase In
donations.

Exp. #1053 - 31.3% increase in
donations.

4900 - 857% increase

ions.
). #3675 - No difference.

o: Avold It.
Exp. #5827 - 560% Increase in
Exp. #3970 - 203% increase in

donations.
Exp. #1985 - 342% increase in
donations.

Consider using an
In-line graphic approach to
communicating value.

EXp. #7291- 236% Increase In
donations.

Body Copy Message: Frame the
message around the donor's

impact.

Donor enables impact vs
Organization's impact

Exp. 7550 - 22.9% Increase in
donations.

date, but do not expect big
results.

Including an In-ine premium on
a donation 3

Exp. #2947 - 6.8% increase In
donations.

Adding an Image of the premi-
um

EXp. 76070 - 10.6% Increase in
average gift size.

Indicate last day to ship if a hoii-

Exp. #2852 - 16.8% increase in
donations.

Call-to-Include it once at the
ond of the body copy with
Impact relnforcement and not
muitiple times
throughoutaction Copy:

Exp. #641 - 166.4% increase in
donations.

EXp. #4260 - 49.4% Increase In
donations,

Fleld Support Content: Avold
recent gitt call-outs.

Exp. 7283 - 36% decrease in
revenue using recent gift
call-outs.

h

clai

‘Add headers with numbering to
clarify decision points.

Exp. # -12.5% Increase In
de

Armrange and group form flelds to
EXp. #1007 - 39.4% increase in
‘Credit Card Flelds: Visually
box out flelds with a high
visible lock icon

Exp. #5991-14.4% increase in
donations.

Exp. #5755 - 9.5% increase in
donations.

Verification/Confirmation
Pages: Eliminate them.
Exp. #3711 - 1215% Increase In

‘donations.
Exp, #3712 - 130.6% increase in
donations. 5



What are your
QUESTIONS?



Next Webinar...

Year-End Email Optimization

We want to optimize your year-end emails.

Send your email appeal to timk@nextafter.com, and we’'ll

optimize it live during our next webinar on December 6th.


mailto:timk@nextafter.com

