




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!



A Few Quick things…

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



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. Identify 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. 



Vs.

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.

• Is 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 I enable and amplify 
intentions connected to generosity to 

get the most possible donation 
revenue per visitor?



Campaign 
Donation Page



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

2. Identify 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

• Increasing proposal clarity

• Increasing medium engagement 
intensity

• Increase urgency to act

• Apply effective social influence

INHIBITORS

• Unmet relational expectations

• Unnecessary flow interruptions

• Forgotten impact & safety re-
assurance
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Increasing 
proposal clarity

1

2

3

4

5

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



Increasing 
proposal clarity

1

2

3

4

5

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



Increasing 
proposal clarity

1

2

3

4

5

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

21.1%
In Donations

From This To This



Increasing 
proposal clarity

1

2

3

4

5

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



Increasing 
proposal clarity

1

2

3

4

5

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

22.9%
In Donations

From This To This



Increasing 
proposal clarity

1

2

3

4

5

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



Increasing 
proposal clarity

1

2

3

4

5

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

From This To This

19.8%
In Donations



Increasing 
proposal clarity

1

2

3

4

5

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



Increasing 
proposal clarity

1

2

3

4

5

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

From This To This

10.6%
In Avg. Gift



Increasing 
proposal clarity

1

2

3

4

5

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



Increasing 
proposal clarity

1

2
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5

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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From This To This



7 core strategies: campaign donation pages

ENABLERS

• Increasing proposal clarity

• Increasing medium engagement 
intensity

• Increase urgency to act

• Apply effective social influence

INHIBITORS

• Unmet relational expectations

• Unnecessary flow interruptions

• Forgotten impact & safety re-
assurance



Increasing medium 
engagement intensity

6

7

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

9
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7 core strategies: campaign donation pages

ENABLERS

• Increasing proposal clarity

• Increasing medium engagement 
intensity

• Increase urgency to act

• Apply effective social influence

INHIBITORS

• Unmet relational expectations

• Unnecessary flow interruptions

• Forgotten impact & safety re-
assurance



Increasing 
urgency to act

10

10. Sub-headline: Utilize a countdown clock
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7 core strategies: campaign donation pages

ENABLERS

• Increasing proposal clarity

• Increasing medium engagement 
intensity

• Increase urgency to act

• Apply effective social influence

INHIBITORS

• Unmet relational expectations

• Unnecessary flow interruptions

• Forgotten impact & safety re-
assurance



Unmet relational 
expectations

13

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 14
15
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Unmet relational 
expectations
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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, 
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7 core strategies: campaign donation pages

ENABLERS

• Increasing proposal clarity

• Increasing medium engagement 
intensity

• Increase urgency to act

• Apply effective social influence

INHIBITORS

• Unmet relational expectations

• Unnecessary flow interruptions

• Forgotten impact & safety re-
assurance



Unnecessary flow 
interruptions
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16. Header: No navigation & donate buttons
17. Alternate Payment Methods: Add only new 

payment paths that you can control
18. Verification Pages: Eliminate them
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Unnecessary flow 
interruptions
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16. Header: No navigation & donate buttons
17. Alternate Payment Methods: Add only new 

payment paths that you can control
18. Verification Pages: Eliminate them

17

18

Straight to 
Thank You Page

31.3%
In Donations

From This To This



7 core strategies: campaign donation pages

ENABLERS

• Increasing proposal clarity

• Increasing medium engagement 
intensity

• Increase urgency to act

• Apply effective social influence

INHIBITORS

• Unmet relational expectations

• Unnecessary flow interruptions

• Forgotten impact & safety re-
assurance



Forgotten impact and 
safety re-assurance
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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)
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How is an optimized general 
donation page different than 
this campaign page template?



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.



Campaign Page vs. General Page

General
Campaign

1
2

3

1
2

3

4

4



Campaign Page vs. General Page

General
Campaign

1
2

3

1
2

3

4

1
Headline
Instead of highlighting a very specific effect related to your 
campaign, you instead will focus on a broad, over-arching 
effect/value proposition.

4



Campaign Page vs. General Page

General
Campaign

1
2

3

1
2

3

2
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.

4

4



Campaign Page vs. General Page

General
Campaign

1
2

3

1
2

3

3
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.

4

4



Campaign Page vs. General Page

General
Campaign

1
2

3

1
2

3

4
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)

4

4



How about the instant 
donation page?



Courses.Nextafter.com 





The latest secrets to getting the 
greatest response on your donation 

pages.

REVIEW



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

2. Identify 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 
on donation pages is I________.

• A donation page that takes i________ into consideration is a 
page that has a clear target.

• The key to leveraging i________ is to understand 
CONTEXTUAL T______ and to INCREASE IT towards the side 
that errs to g________y.

ntention

ntention

ntention
ENSION

enerosit



7 core strategies: campaign donation pages

ENABLERS

• Increasing proposal clarity

• Increasing medium engagement 
intensity

• Increase urgency to act

• Apply effective social influence

INHIBITORS

• Unmet relational expectations

• Unnecessary flow interruptions

• Forgotten impact & safety re-
assurance



nextafter.com/campaign-template



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

