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FUNDRAISING WITH PURPOSE
WITH MACK FOGELSON



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

A FEW QUICK THINGS…



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

A FEW QUICK THINGS…



We want your questions!

A FEW QUICK THINGS…



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

A FEW QUICK THINGS…



Kevin Peters
Senior VP of Data & Strategy | NextAfter

kevin@nextafter.com

TODAY’S SPEAKERS



Let’s start with a TEST



Experiment #1698

Dallas Theological Seminary mission is to “help men and women fulfill the Great Commission and 
the Great Commandment.” As a result of their outreach, they see a high volume of traffic to their 
website which must address multiple segments.

Experiment Background

Research Question
Can we make the act of donating both easier and more appealing by altering the navigation?



Can we make it easier to give?
Control



Can we make it easier to give?

Treatment A

Treatment B



Can we make it easier to give?

Treatment A

Treatment B

Control

189.8% increase
in donations

160.1% increase
in donations*
*Not statistically valid



What Happened:

189%
Increase in

DONATIONS
Version Conv. Rate Relative Diff. Stat. Confidence

Control 0.23%

Purple “Donate” 0.66% 189.8% 97.6%

Purple “Support DTS” 0.59% 160.1% 94.1%



OUR GOAL:
We want to give you 4 practical principles that 
you can use to positively impact your 
fundraising results.



Four Practical Principles…

1. Be Thankful

2. Be Clear

3. Be Everywhere

4. Be Talkative



Stewardship
“The careful and responsible management of 
something entrusted to one's care”
(in this case, your donors)

– Webster’s Dictionary



A Quick Story About Me…

AUG



A Quick Story About my Cousin…

JAN



A Quick Story About my Cousin…

JAN



This is not 
uncommon…



The Methodology

At the end of 2015, we gave gifts of $1,000 to $5,000 to 37 
different organizations.
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The Methodology

At the end of 2015, we gave gifts of $1,000 to $5,000 to 37 
different organizations.

We monitored our 
mailbox.

We monitored our 
email inbox.

We monitored our 
voicemail.



Important Things to Note

• Small Sample – 37 organizations

• Donations went to organizations in 12 different verticals

• All donations were made online by going to the organizations 
main donation page

• A new email address and phone number were set up to track 
activity



So what happened?



Are all organizations using the same channels?

We fell into a blackhole

94%
of organizations

didn’t call

22%
of organizations
didn’t send email

39%
of organizations
didn’t send mail

Data collected from Dec. 24, 2015 through March 31, 2016



Experiment #6404

Hillsdale College was entering their calendar year end giving season. We wanted to find an engaging 
and cost-effective way to thank the donors prior to making the year end ask.

Experiment Background

Research Question
Will sending a personalized thank you messaging impact year end giving?



A Unique Way to Say Thank You



A Unique Way to Say Thank You

Control Treatment

204.1% increase
in donations



Experiment #372

Dallas Theological Seminary mission is to “help men and women fulfill the Great Commission and 
the Great Commandment.” Leading up to their calendar year end appeal, they wanted to find a way 
to thank their donors for their past support.

Experiment Background

Research Question
What is the best way to thank donors that will have the greatest downstream impact on revenue?



What is the best way to thank donors?

Background:
• Emails sent to housefile

with video message from 
DTS President, Dr. Bailey

• Goal is engagement leading 
to increased giving at year 
end ask

Control



What is the best way to thank donors?

Tested Elements:
• Offered an eBook for free 

download

• Allowed download directly 
within the email

• Clarified the offer with 
additional content in the 
email

Treatment



What is the best way to thank donors?
TreatmentControl

6.5% decrease*
in donor conversion
* Not statistically valid



Explicit expression of

GRATITUDE
is a

GATEWAY
to unlocking future giving.

(It does not matter the method used either)



Warning:
These methods are actively 
being tested. We have not
yet statistically proven their 
impact on giving



An easy way to “reach out and touch 
someone”



An easy way to “reach out and touch 
someone”

1. Go to www.slybroadcast.com

2. Click ”Sign Up”

3. Use referral code “16599f100”

(You get a free 100 calls and so does another great nonprofit)



How  can we get cell phones? Simple, ask.
TreatmentControl

1.6% decrease*
in donor conversion
* Not statistically valid



But don’t force it…
Control Treatment

Required	cell	
phone	field

42.6% decrease
in conversion rate



Who says it has to be called ”snail mail”

(Marketo, Salesforce, Oracle)

(Marketo, Hubspot, Salesforce)

(Salesforce only)



Project V.A.D.R.
(Virtual Automated 
Donor Rep)



Virtual Automated Donor Rep

Trigger-based 
communications driven 

by donor activity

Multiple channels of 
communication depending 

upon donor data

All activities drive to a 
one-to-one engagement 

with donor rep



Four Practical Principles…

1. Be Thankful

2. Be Clear

3. Be Everywhere

4. Be Talkative



Wayfinding
“The ways in which people orient themselves in 
physical space and navigate from place to 
place.” 

– Webster’s Dictionary



Wayfinding
“It's called Wayfinding, Princess. 
It’s knowing where you are
by knowing where you've been.”

- Dwayne ‘The Rock’ Johnson



Experiment #2092

Jews for Jesus exists to spread the good news of Jesus Christ to the Jewish people worldwide. Their 
homepage is the landing page for the majority of their website traffic so it was created to serve 
multiple diverse segments.

Experiment Background

Research Question
Can we make the act of donating both easier and more appealing by altering the navigation?



Can we make it easier to give?
Control



Can we make it easier to give?

Treatment A

Treatment B



Can we make it easier to give?

Treatment A

Treatment B

Control

74.0% increase
in donations

6.0% decrease
in donations*
* Not statistically valid



Experiment #2325

Texas State Historical Association is dedicated to preserving the rich history of Texas through their 
many educational programs. Their website is home to the digital Handbook of Texas and the primary 
source of new members for the organization.

Experiment Background

Research Question
Can we increase traffic to the membership page by addressing two distinct audience segments?



Can we make it easier to give?

Control

Treatment B
15.6% increase
in clicks to donation



Experiment #5481

The National Breast Cancer Foundation's mission is to provide help and inspire hope to those 
affected by breast cancer through early detection, education, and support services. For them, the 
month of October is a significant opportunity for both education and fundraising.

Experiment Background

Research Question
Will shortening the path to the conversion increase overall acquisition?



Can we make it easier to convert?

Background:
• Homepage with banner 

focused on promotion of 
free health guide

• Click would drive visitors 
to the email acquisition 
page for the guide

Control



Can we make it easier to convert?

Tested Elements:
• Replaced homepage with the 

email acquisition page

• Maintained existing 
navigation

• Focused on the primary call 
to action of getting an email

Treatment



Can we make it easier to convert?
TreatmentControl

50.2% increase
in emails acquired



Experiment #6743

The Heritage Foundation runs a news website named The Daily Signal. Recent experiments had 
been able to monetize the high volume of traffic through an inline donation ask. Over time, there 
was concern that the inline ask was negatively impacting visitor engagement.

Experiment Background

Research Question
Will moving the inline ask to the bottom of each article impact donor conversion?



Impact of “Donation Ask” Placement

Background:
• Inline Donation ask on “The 

Daily Signal” was positioned 
toward the top of every 
article

• Over time, there was concern 
that the constant “ask” may 
be hurting the readability of 
the site

Control



Impact of “Donation Ask” Placement
Treatment

Treatment	Changes:
• Moved	the	”Donation	Ask”	to	
the	bottom	of	the	article

• Included	an	inline	link	at	the	
top	that	would	send	visitors	to	
offer	at	the	bottom



Impact of “Donation Ask” Placement
Control Treatment

91.0% increase
in donor conversion



Experiment #991

Hillsdale College offers free online courses to educate Americans on the nation’s founding 
principles. After each enrollment, new subscribers are presented with an instant donation 
opportunity.

Experiment Background

Research Question
Will incorporating the navigation increase the clarity of the optional nature of the gift?



Can we improve clarity of instant ask? 

Background:
• Test on the contextualized 

donation page following 
course sign up

• The page had received 
complaints that it added a 
perception the course was 
not free

Control



Can we improve clarity of instant ask? 

Tested Elements:
• Displayed the course banner

• Added in course navigation 
and sharing links to the top

Treatment



Can we improve clarity of instant ask? 
Control Treatment

17.4% decrease
in conversion rate



Experiment #3712

Harvest Christian Fellowship exists to bring Christians closer to God and to bring nonbelievers to a 
saving relationship with Him. Their donation process had historically been a 3 step process with a 
confirmation page as the second step.

Experiment Background

Research Question
What impact will removing the confirmation page have on donations?



Do people really need confirmation?
Step	1:	Give Step	2:	Confirm Step	3:	Thank	You



Do people really need confirmation?



Do people really need confirmation?
Control Treatment

175.6% increase
in revenue per visitor



Our job as fundraisers is to

REDUCE FRICTION
and

INCREASE VALUE
at every step in the giving process.



“But how can we test 
these tactics out on 
our own site?”

Question



Google to the Rescue!

1. Go to https://optimize.google.com

2. Sign in to your Gmail

3. Start optimizing!

(You will need initial technical help updating your Google code)



Four Practical Principles…

1. Be Thankful

2. Be Clear

3. Be Everywhere

4. Be Talkative



Omnipresent
“Widely or constantly encountered; common or 
widespread.” 

– Webster’s Dictionary



Experiment #5988

The Daily Signal is the news website of The Heritage Foundation. Leading up to the calendar year 
end fundraising ask, they wrote several articles about the impact of the organization and how the 
donors make that possible.

Experiment Background

Research Question
Will articles focused on organizational impact and donor support influence year-end fundraising?



Receives over 2 million visitors per month
(Many of which are donors)



Is being present enough?

December	21
Your	Support	for	The	
Daily	Signal	is	Critical.	
And	These	21	Comments	
Are	Pretty	Awesome,	Too.

December	29
Live	From	Washington,
It’s	The	Daily	Signal

December	20
How	Your	Donation	to	
The	Daily	Signal	Makes	
a	Difference

December	26
The	Daily	Signal	Is	
Having	an	Impact.	
Here	are	4	Examples.

December	28
Reporting	From	the	
War Zone:	Why	
Conflict	Journalism	
Matters

December	27
What	It’s	Like	to	Be
The	Daily	Signal’s
White	House
Correspondent



What Happened:

196.6%
Increase in

DONATIONS
Version Conv. Rate Relative Diff. Stat. Confidence

Did not see articles 1.9%

Saw the articles 5.5% 196.6% 100.0%

Those that saw one of the articles, were nearly 3x more likely to give at year end.



Experiment #7013

Hillsdale College was promoting the launch of their new DVD series for their Constitution 101. 
They had sent an email to their house file and wanted to see if they could get more out of that 
audience.

Experiment Background

Research Question
Which audience will result in the best return on investment?



Which is the better audience?

Tested Elements:
• Utilized a system named 

Leadsbridge to sync email 
engagement as separate 
audiences in Facebook

• Created an audience for 
opens and clicks

• Targeted the same ad at both 
audiences



Which is the better audience?

1. Email Sent from Hubspot 2. Opens & Clicks Sent to Facebook 3. Shown FB Ads



What Happened:

274.5%
Increase in

DONATIONS
Version Conv. Rate Relative Diff. Stat. Confidence

Audience of Openers 0.5%

Audience of Clickers 2.0% 274.5% 98.1%

Those that had clicked on the email were nearly 4x more likely to take action.



Warning:
These methods are actively 
being tested. We have not
yet statistically proven their 
impact on giving



How else can we get in front of people?

Background:
• Leading up to year end ask, we 

used Facebook Ads to show an 
impact of organization 
president

• The ad linked to the same video 
embedded on a donation page.

• Targeted donors and email file.



How else can we get in front of people?

Show Impact Video

Donors Nondonors



How else can we get in front of people?

Background:
• Organization was going to drop 

an acquisition mailing to a 
prospect audience

• We knew the approximate 
delivery date in homes

• Created Facebook audiences 
based upon the direct mail lists



How else can we get in front of people?

JANUARY FEBRUARY MARCH

In-Home	
Delivery	Date

Start	Showing	
Videos	1	Mo.	Prior

Showed	Ad	for	2-Weeks	
After	Deliver	Date



Four Practical Principles…

1. Be Thankful

2. Be Clear

3. Be Everywhere

4. Be Talkative



Multichannel
“This does not mean saying the same thing in 
multiple channels. It means capitalizing on the 
strengths of each individual channel.”

– Me



How do we look at our donors?

Offline Only Donors Offline w/ Email Donors

* Not my real Grandma * This is my real mom

Gives at least one gift offline in a single fiscal 
year but has no digital way to be contacted.

Gives gifts only via offline but has a 
valid email address on file.



How do we look at our donors?

Online Only Donors Multichannel Donors

* Yes, that is really me * This is my real dad

Gives gifts only through the online channel. Gives at least two gifts in a single year in 
both an online and offline channel.



How do we look at our donors?

What we did:
• Based upon analysis of 18 different 

organizations

• Looked at the most recent fiscal year 
and took the averages for giving and 
retention

• Excluded major donors ($10,000 or 
more highest previous contribution)

$154

$295
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$480

$0

$100

$200
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$400
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Offline Only Offline w/ Valid Email Online Only Multichannel

Average Revenue per Donor by Cohort
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How do we look at our donors?

$154

$295

$142

$480

$0

$100

$200

$300

$400

$500

$600

Offline Only Offline w/ Valid Email Online Only Multichannel

Average Revenue per Donor by Cohort

Just	adding	online	
communication	

increases	value	by	91%



How do we look at our donors?
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How do we look at our donors?

41%

52%

34%

63%

0%

10%

20%

30%

40%

50%

60%

70%

Offline	Only Offline	w/	Valid	Email Online	Only Multichannel

Average	Retention	by	Cohort
Online	communication	

increase	retention	by	27%	



How do we look at our donors?

Does	Not	Have	Email
61%

Has	Email
39%

Proportion	of	File	to	Have	Email

3 out of 5 donors
do not have an
email on file



So how do we get email addresses?

It isn’t easy, but, there are some options:

• Use Facebook targeting with an email offer for offline only 
donors

• Include an email option on the direct mail response device

• Email opt-in append



Four Practical Principles…

1. Be Thankful

2. Be Clear

3. Be Everywhere

4. Be Talkative



That’s all folks…
QUESTIONS?


