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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…



Meet Today’s Speaker

Tim Kachuriak
Chief Innovation & Optimization Officer,
NextAfter

TimK@NextAfter.com
@DigitalDonor
linkedin.com/in/TimKachuriak
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Failing Forward:
What We Learned From Tests That 

Bombed
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Cumulative Net Impact (CNI)
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Cumulative Net Impact

+ = CNI
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Cumulative Net Impact (CNI)
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Cumulative Net Impact (CNI)
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When “no” is the answer, what 
are the right questions?



Are we properly interpreting the data?  



Traditional Online Donor Funnel

Convert Site Visitors to 
Registered Users

Convert Site Visitors and 
Registered Users to Donors

Convert Donors to Advocates
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1. The	funnel	is	often	presented	as	one	
potentially	useful	analogy	for	marketing.	It	is	
in	fact,	the	primary	analogy.	All	marketing	
should	influence	a	decision.

2. The	funnel	analogy	distorts	reality.	People	
are	not	falling	into	your	funnel,	they	are	
falling	out.	The	funnel	must	be	inverted.

3. People	don’t	travel	down	the	center	of	the	
funnel.	People	are	climbing	up	the	sides.

A New Perspective of the Funnel

Copyright ©  MECLABS
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(Mi)YES

(Ma)YES Y

Email

Landing	Page

Donation	Process

(Mi)YES

(Mi)YES

(Mi)YES

(Mi)YES

(Mi)YES

Optimization Methodology

Copyright ©  MECLABS



Interpreting Your Key Metrics
YES NO

10,000 Emails Sent

9,500 Emails Delivered
95% Delivery Rate 5% Undeliverable

2,500 Emails Opened26% Open Rate 74% Non-Open Rate

300 People Clicked12% Clickthrough Rate 88% Non-Click Rate

360 People Visited120% Email-to-Visit Rate 0% Dropoff Rate

25 People 
Donated7% Conversion Rate 93% Non-Conversion Rate



Interpreting Your Key Metrics
YES NO

10,000 Emails Sent

9,500 Emails Delivered

0.26% Email 
Response

Rate
99.74% Failure Rate

2,500 Emails Opened

300 People Clicked

360 People Visited

25 People 
Donated
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We work in an industry where 
99.7% Failure Rate is 
counted as success.
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Becoming a Student of 
Failure
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How longform email copy 
affects clickthrough rate and 
donation conversion rate
Experiment ID: #2555



Email Copy Length

Background:
• Research Partner: Colson 

Center
• Longform Email
• Shortform Landing Page
• The ask is made in the 

Email

Control



Email Copy Length

Tested Elements:
• Shortform Email copy
• Longform Landing Page copy
• The ask is made on the 

Landing Page

Treatment



Email Copy Length
TreatmentControl

1,209% increase
in click through rate



Email Copy Length
TreatmentControl

No Significant Difference
in Donations



Email Copy Length

1,209% increase in email clickthrough

Version CTR Relative Diff Stat Confidence

C: Longform Email 0.99%

T1: Shortform Email 13.0% 1,209.2% 100%
Key Learning:

By using shorter copy in the email, we reduced friction in the
treatment which led to an increase in clickthrough of 1,209%

✓
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RETEST of EXP ID: 2555
Experiment ID: #106



Email Copy Length Retest
Background:
• Research Partner: Colson 

Center
• Longform Email
• Shortform Landing Page
• The ask is made in the 

Email
• This is a retest of a previous 

experiment which showed 
no marked affect on 
donation conversion

Control



Email Copy Length

Tested Elements:
• Shortform Email copy
• Longform Landing Page copy
• The ask is made on the 

Landing Page
• This is a retest of a previous 

experiment which showed no 
marked affect on donation 
conversion

Treatment



Email Copy Length
TreatmentControl

117% increase
in click through rate



Email Copy Length
TreatmentControl

30.3% Decrease in Donations



Email Copy Length

30.3% decrease in donations

Version Donation
Conversion

Relative Diff Stat Confidence

C: Longform Email 0.92%

T1: Shortform Email 0.64% -30.3% 100%
Key Learning:

By using shorter copy in the email, we increased clickthrough by 117%,
but decreased donations by 30.3%.

✓
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What Did We Learn?

3 Key Learnings from this experiment:

üAlways validate data, and make sure you 
are validating the ultimate conversion goal.

ü The learnings are often more valuable than 
the lift.

ü For some organizations, the messenger 
trumps the message.



Email Copy Length
TreatmentControl
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Three Key Learnings
1. “Best Practices” do not exist

2. When testing, make sure that you 
are validating the ultimate 
conversion goal

3. The messenger is more important 
than the message.
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How the force of the value 
proposition affects email 
acquisition and instant donor 
conversion
Experiment IDs: #142, 153, 213



Background:
• Client: Texas State Historical 

Association
• Free PDF download of Texas 

Almanac
• Traffic driven from Facebook ads 

and organic website visitors via 
banners

• Goal is to acquire email addresses
and convert to a donor on the 
subsequent page

Control

Name Acquisition via Content Mktg.



Name Acquisition via Content Mktg.

Tested Elements:
• Simplified design
• Removed descriptions of 

almanac history and contents
• Removed 3rd party quotes
• Moved form closer to the top

Treatment #1

Experiment ID: #142



Name Acquisition via Content Mktg.
Treatment #1Control

20.4% decrease
in names acquired



Name Acquisition via Content Mktg.

Tested Elements:
• Same design as the control
• Added additional descriptions 

of content in almanac
• More descriptions of the 

images show
• Pushed name acquisition form 

further down the page

Treatment #2

Experiment ID: #153



Name Acquisition via Content Mktg.
Treatment #2Control

6.3% decrease
in names acquired



Name Acquisition via Content Mktg.

Tested Elements:
• Additional simplification of 

design with emphasis placed 
on almanac image

• Summary of content instead of 
specific pieces of content

• Moved form placement and 
brought it to the top

Treatment #3

Experiment ID: #213



Name Acquisition via Content Mktg.
Treatment #3Control

6.3% decrease
in names acquired



Name Acquisition via Content Mktg.
Treatment #3Control

However…
86.0% increase in 
new donors acquired



Name Acquisition via Content Mktg.

86.0% increase in new donors acquired

Version Conv. Rate Relative Diff Stat Confidence

Control 0.3%
Treatment #3 0.5% 86.0% 97.7%
Key Learning:

We must look at the entire funnel when determining test winners. 
By making the name acquisition offer TOO appealing, we may have
distracted the visitor from our instant donation conversion opportunity. 

✓
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Popular design technique 
impact conversion rate.
Experiment ID: #779



Popular Design Experiment 
Background:
• Research Partner: The 

Heritage Foundation
• Annual Board Match 

Campaign
• Control uses long form copy, 

simple, one-column design
• Donation form is at the end 

of the experience

Control



Control











Popular Design Experiment

Tested Elements:
• “Hero Shot” image and 

donation form is dominant
• Shorter form copy
• Donation Form above the 

fold

Treatment



Treatment

5/30/17 58







Version A - Control Version B - Treatment

Control Treatment

75.2% Decrease
in Donations



Popular Design Experiment

Version Conv. Rate Relative Diff Stat Confidence

Control 11.0%
Treatment 2.7% -75.2% 100%
Key Learning:

By following the crowd and implementing popular design techniques
we nearly gutted our campaign. Popular trends and Design 
“Best Practices” may be nothing more than applied ignorance. 

✓

75.2% Decrease in Donation Conversion



Key Principle: The goal of testing is to produce a learning

So, what did we learn from this experiment?

§ Simply communicating the “what” is not enough– our donors 
need to understand the “why” first.  Clarity trumps persuasion.

§ Heritage donors are readers.  The force of the value proposition
can be increased by using more copy.  

§ “Best practices” are pooled ignorance. Just because everyone 
else is doing it one way, doesn’t mean it is the best way.
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The impact the fields on a form 
can have on conversion
Experiment #2112



Impact of Form Fields

Background:
• Partner: Texas State Historical 

Association
• The member acquisition page for the 

Civil War eBook offer
• Page copy and form layout used with 

previous eBook offers

Control



Impact of Form Fields
Treatment

Treatment Changes:
• Added a required cell phone field



Impact of Form Fields
Control Treatment

42.6% decrease
in donor conversion



Impact of Form Fields

Version Conv. Rate Relative Diff Stat Confidence

C: No Cell Phone 2.1%
T1: Required Cell Phone 1.2% -42.6% 97.8%

Key Learning:

The required cell phone added a certain amount of “cost” to the 
offer (i.e. membership) that was higher than the perceived value 
in many potential donors’ minds.

✓

42.6% decrease in donor conversion
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Name

Email

Phone Number

Company

Title

Address

Social Security #

High CostLow Cost

Impact of Form Fields



Friction can be adjusted to shape 
the quantity and quality of your list.

Impact of Form Fields



Field	A	

Field	B	

Field	C

Field	D	

Field	E

Field	F

Field	G

Field	H	

Quantity 
of emails obtained

Quality
of emails obtained

Form Page 
1

Form Page 
2

Adjusting the Friction of Forms



Field	A

Field	B

Field	C

Field	D

Field	E

Field	F

Field	G

Field	H

Increase 

Quantity
by
Reducing Fields 
on Form Page 
1

Quantity 
of emails obtained

Quality
of emails obtained

Form Page 
1

Form Page 
2

Adjusting the Friction of Forms



Field	A

Field	B

Field	C

Field	D

Field	E

Field	F

Field	G

Field	H

Increase

Quality
by
Increasing Fields 
on Form Page 1

Q
uantity 

of em
ails obtained
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Form Page 
1

Form Page 
2

Adjusting the Friction of Forms
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How a modern design trend 
impacts conversion on a 
donation page.
Experiment #3552



Modern design trend experiment

Background:
• Partner: Hillsdale College
• Main Donation Page form
• Used traditional design 

styling and static field labels

Control



Modern design trend experiment
Treatment

Treatment Changes:
• Modernized the form by 

implementing current design 
trends

• Minimized the visual size of 
the form by removing field 
labels

• Implemented new technique 
“adaptive placeholders”



Adaptive Placeholders



Modern design trend experiment
Control Treatment

69.7% decrease
in donations



Modern design trend experiment

Version Conv. Rate Relative Diff Stat Confidence

C: Traditional form 3.0%

T1: Modern Form 0.91% -69.7% 100%

Key Learning:

Beware of modern design fads!  Test everything and don’t make
decisions based on what’s popular, make decisions on what works.
✓

69.7% decrease in donations
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How adding an alternative 
donation option affected 
donation conversion rate.
Experiment ID: #867



Alternative Giving Options

Background:
• Research Partner: Media 

Research Center
• Main Donation Page
• Single donation option using 

the integrated main 
donation form

Control



Alternative Giving Options

Tested Elements:
• Added secondary option to 

give using PayPal Donate 
Button

• PayPal Button takes donor 
off-site to complete the 
donation process using 
PayPal’s user experience

Treatment



Alternative Giving Options
TreatmentControl

65.3% Decrease in Donations
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PayPal may not really 
be your Pal after all.



PayPal Online Donation Experience

Using	PayPal	adds	additional	
friction– especially	for	donors	
that	don’t	have	a	PayPal	
account.	

Note:	there	is	an	option	to	
give	with	a	credit	card,	but	it	
is	very	small	and	a	bit	unclear.

This	page	induces	a	bit	of	
whiplash.		Suddenly	we	are	
on	a	different	site	with	a	
different	look	and	feel	that	
doesn’t	carry	the	official	
Organization	Logo.



PayPal Online Donation Experience

Now	is	when	the	real	anxiety	
sets	in.		It	doesn’t	“feel”	like	I’m	
making	a	donation	to	the	
organization,	it	feels	like	I’m	
buying	something	from	PayPal.		
“Is	this	a	phishing	or	spoofing	
page	pretending	to	be	the	
organization?



PayPal Online Donation Experience

Telephone	number	is	
required	to	give	a	donation.		
This	add	unnecessary	friction	
and	anxiety	to	the	process.



PayPal Online Donation Experience

What	does	that	mean??



PayPal Online Donation Experience

This	could	be	a	point	
of	anxiety	for	
donors.		They	just	
gave	a	gift,	but	now	
PayPal	is	trying	to	
get	them	to	sign	up	
with	them.

Another	frustration	
point:	there	is	no	
way	to	get	back	to	
the	organization’s	
website	from	here!!



PayPal Online Donation Experience

Thank	you	emails	come	from	PayPal,	not	the	organization.



PayPal Online Donation Experience

Donor	is	never	thanked	for	their	
donation.		In	fact,	they	are	instructed	
not	to	reply	to	this	email	because	it	
won’t	be	answered.



Personalization of donation offers

65.3% decrease in donations

Version Donation
Conversion

Relative Diff Stat Confidence

C: No PayPal Option 9.3%

T1: With PayPal Option 3.2% -65.3% 99.2%
Key Learning:

By adding the PayPal donation option, we introduced a giving
experience with greater friction which reduced online donations.

✓
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How creating a “short-cut” to 
the donation form affected 
donation conversion
Experiment ID: #2107



Donation Form “Short-Cut”

Background:
• Research Partner: 

Heritage Action for 
America

• Campaign-specific 
Donation Landing Page

• Control: Longform copy, 
no donate button in the 
header

Control



Donation Form “Short-Cut”

Tested Elements:
• Personalization of the 

Headline to increase the 
relevancy of the donation 

• Additional copy added to 
increase clarity 

Treatment



Donation Form “Short-Cut”
TreatmentControl

28.2% Decrease in Donations
34.1% Decrease in Average Gift
52.6% Decrease in Revenue



Donation Form “Short-Cut”

52.6% decrease in revenue

Version Donation
Conversion

Relative Diff Stat Confidence

C: No Donate Button 3.2%

T1: With Donate Button 2.3% -28.2% 97.8%
Key Learning:

By adding a donation button, we enabled the donors to bypass the
value proposition which decreased conversion and average gift.

✓



Failure is Impossible to Avoid When Testing
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Keys to Becoming a Better Student of Failure

1. Do your homework
ü Study your data ahead of time
ü Examine existing research
ü Do surveys, polls, user-testing
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UsabilityHub
UsabilityHub.com 
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Keys to Becoming a Better Student of Failure

1. Do your homework
2. Create a hypothesis

ü Identify your research question
ü Create a statement that explains 

what you think will happen
ü "If _____[I do this] _____, then 

_____[this]_____ will happen."
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Keys to Becoming a Better Student of Failure

1. Do your homework
2. Create a hypothesis
3. Test and document findings

ü Validate your experiments
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NextAfter Experiment Validator
NextAfter.com/research/validate-your-own-experiment/
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Keys to Becoming a Better Student of Failure

1. Do your homework
2. Create a hypothesis
3. Test and document findings

ü Validate your experiments
ü Document your learnings
ü Apply learnings to future initiatives



Thank You!  Please send your questions.

Tim Kachuriak
Chief Innovation & Optimization Officer,
NextAfter

TimK@NextAfter.com
@DigitalDonor
linkedin.com/in/TimKachuriak
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Additional Resources
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Check Out The NextAfter Research Library

Research.NextAfter.com

• All	of	the	experiments	we	
reviewed	today,	plus	many	
more



This vs. That

NextAfter.com/this-vs-that
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Thank you!  Please send me your feedback and questions.

Tim Kachuriak
Chief Innovation & Optimization Officer,
NextAfter

Tim@NextAfter.com
@DigitalDonor
linkedin.com/in/TimKachuriak
Website: www.NextAfter.com


