




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…
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Tis	the	season…





Partying!
78.9%	of	us	will	attend	at	least	1	holiday
party	this	December.

Source:	AYTM	Market	Research





Baking!
Many	of	us	will	be	busy	baking	an	
estimated	275,000,000	cookies	this
holiday	season.

Source:	Answers.com





Mailing!
19,000,000,000	cards,	letters,	and
packages	will	be	mailed	between
Thanksgiving	and	Christmas.

Source:	Christmas	by	the	Numbers





Eating	Spam!
We	will	each	receive	an	average	of	12,896
commercial	emails	this	December.

Source:	ReturnPath



At this very busy time of 
the year how can you
CUT through the 
CLUTTER?



GOAL:
By the end of this session you will understand 5 
ways you can cut through the clutter with your 
year end fundraising campaign, plus 7 proven 
techniques you can use to improve your results.



But	first,	let’s	look	at	some	data…



31%
The	percent	of	total	annual	online	giving
that	occurs	in	the	month	of	December.



CYE	Giving	Benchmarks

• 15	nonprofit	organizations
• Faith-Based
• Public	Policy
• Higher	Education
• Health	&	Human	Services
• Advocacy
• Child	Welfare

• 2016	Online	Revenue	Data	(Jan-Dec)
• $88,938,261	in	total	revenue	

• All	Data	from	Google	Analytics

BE CHMARKS



26.4% is	the	
average

($88,938,261	in	total	2016	Revenue)

17.8%

32.9%

26.0%

19.9%

29.1%

41.1%

15.3%

28.5%
26.6%
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26.4%
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There	is	a	Pattern in	the	data.



The	Year-End	Revenue	Curve	(GivingTuesday Nov	29)
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3.8%	is	the	
average	share	
of	CYE	revenue	
attributed	to	
Giving	Tuesday.

(15	Organizations	in	Benchmark)
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The	Year-End	Revenue	Curve	(Dec	25	– Dec	31)
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AFTER
Christmas



48.7%	is	the	
average	share	
of	CYE	revenue	
attributed	to	
last	week	of	
the	year.

(15	Organizations	in	Benchmark)
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The	Year-End	Revenue	Curve	(Dec	31)
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20%	is	the	
average	share	
of	CYE	revenue	
attributed	to	
December	31.

(15	Organizations	in	Benchmark)
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Way	back	in	2014….
• Simulated Donor Inbox for December
• Received 17,263 unique emails from 

151 of the largest nonprofit 
organizations

• Looking for answers to the following 
questions:

• What are the best days to send?
• When is the best time to start a year-end 

campaign
• How many emails should we send?
• When is the best time to send?
• What should my email say?



Aggregate	Donor	Inbox



What are the BEST 
DAYS to send?



Weekends	still	remain	an	opportunity.
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Up	to	50%	
higher	avg.	gift	
on	weekends.
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You	can	CUT	through	the	CLUTTER	
by	sending	emails	on	the	weekends.

Tip	#1



23%	more	emails	received	on	#Giving	Tuesday	
than	December	31
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581%
Average	percent	additional	revenue	
generated	on	12/31	compared	to	
#GivingTuesday.

BE CHMARKS



Make	December	31	a	priority	over	
#GivingTuesday.

Tip	#2



HOW MANY emails 
should you send? 



Total	Appeal	Emails	Received	in	December



22%	of	Organizations	Sent	ZERO	emails	in	December



8%	sent	MORE	than	10	emails	in	December



Most	organizations	send	4	Emails	in	December

Average	=	4



You	can	CUT	through	the	CLUTTER	by	sending	
more	emails.

Tip	#3



RELEVANCE is the 
key to sending more 
email.



RELEVANCE

Internal Relevance:

• Personal interests
• Demographics
• Personality
• Communication Styles
• Level of Engagement
• Donor Lifecycle

Internal Relevance is applied through segmentation.

External Relevance:

• Seasonality
• Special Events
• News
• Limited Time Offers
• Holidays
• Weather

External Relevance is applied across segments.



February	1,	2011



Good
Example



Bad
Example



Use	INTERNAL	and	EXTERNAL	relevance	to	
personalize	your	emails	to	your	donors.

Tip	#4



When is the BEST 
TIME to send? 



Everyone	is	sending	at	the	same	time.
12:AM 1:AM 2:AM 3:AM 4:AM 5:AM 6:AM 7:AM 8:AM 9:AM 10:AM 11:AM 12:PM 1:PM 2:PM 3:PM 4:PM 5:PM 6:PM 7:PM 8:PM 9:PM 10:PM 11:PM

Sun

Mon

Tue

Wed

Thu

Fri

Sat



Tue	- Fri	is	the	heaviest	from	7am	– noon.
12:AM 1:AM 2:AM 3:AM 4:AM 5:AM 6:AM 7:AM 8:AM 9:AM 10:AM 11:AM 12:PM 1:PM 2:PM 3:PM 4:PM 5:PM 6:PM 7:PM 8:PM 9:PM 10:PM 11:PM

Sun

Mon

Tue

Wed

Thu

Fri

Sat



Early	morning,	afternoon	and	evening	are	less	
crowded.

12:AM 1:AM 2:AM 3:AM 4:AM 5:AM 6:AM 7:AM 8:AM 9:AM 10:AM 11:AM 12:PM 1:PM 2:PM 3:PM 4:PM 5:PM 6:PM 7:PM 8:PM 9:PM 10:PM 11:PM

Sun

Mon

Tue

Wed

Thu

Fri

Sat



You	can	CUT	through	the	CLUTTER	by	
sending	at	off-peak	times.

Tip	#5



What we’ve learned in 
the LAB.



Combines the perpetual learning of a 
marketing and fundraising Research 
Lab with the practical application of 
a Consultancy:

• 800+ unique experiments spanning a 
combined sample of more than 8 million 
donor interactions.

• Research with 158 not-for-profit 
organizations to-date

• 4 Major studies, 6 Whitepapers, 19 
Instructional videos and Database of over 
54,462 messages

About NextAfter



It pays to thank your 
donors BEFORE your 
year-end campaign.

Experiment ID: #6404



Experiment	
Background
• Research	partner	is	Hillsdale	College,	a	small	liberal	

arts	school	in	Michigan

• Thank	you	post	card	mailer	to	donors	prior	to	year-
end	fundraising	campaign

• Short,	personal	note

• URL	to	a	special	video	message

• Delivered	to	homes	the	week	of	Thanksgiving





Exp #	6404	– Multichannel	Cultivation	

Control Treatment

204%
In Donation Conversion



Treatment Name Conv. Rate Relative 
Difference Confidence

C: No Post Card 8.8%

T1: Post Card 26.9% 204.1% 100.0%

Exp #	6404	– Multichannel	Cultivation	

Key	Learning:

By	thanking	donors	for	their	previous	support	prior	to	the	upcoming	
year-end	campaign,	Hillsdale	activated	their	donor’s	continuity	instinct
and	experienced	a	204%	increase	in	donations,	from	donors	that	received	
the	thank	you	post	card.

✓



Visually remind your 
donors that their online 
gift is  SECURE.

Experiment ID: #5991



Experiment	
Background
• Research	partner	is	CaringBridge,	a	secure	online	

blogging	site	for	people	to	share	their	healing	and	
recovery	journey	with	friends	and	family

• Research	Question:	Will	adding	visual	elements	
increase	the	perception	of	form	security	
increase donor	conversion?



Exp #	5991	– Visual	Security	Cues
Control Treatment

14.4%
In Donation Conversion



Exp #	5991	– Visual	Security	Clues

Key	Learning:
Online	perception	is	a	powerful	driver	of	behavior.		By	simply	adding	a	

shaded	box	and	a	padlock	icon	to	their	donation	form,	CaringBridge helped	
to	reduce	cognitive	anxiety	for	their	donors	and	experienced	a	14.4%	
increase	in	donations.		Note:	the	padlock	icon	added	no	additional	actual	
security.

✓

Treatment Name Conv. Rate Relative Difference Confidence

C: Control 29.2%

T1: Increased Security Indicators 33.4% 14.4% 95.4%



Make your CASE for 
support BEFORE you 
make your ASK.

Experiment ID: #5988



Experiment	
Background
• Research	partner	is	The	Heritage	Foundation,	a	

policy	think	tank	in	Washington	DC

• Research	Question:	Will	showing	Daily	Signal	
subscribers articles	about	Heritage’s	philanthropic	
need	increase	the	donors’	likelihood	to	give?



Exp #	5988	– Awareness	Without	an	Ask
Control Treatment

196%
In Donation Conversion



Exp #	5988	– Awareness	Without	an	Ask

Key	Learning:
Subscribers that	saw	one	of	the	donor-focused	articles	were	197%	more	

likely to	make	a	end	of	year	contribution	than	those	subscribers	that	did	not.	
This	would	indicate	that	targeting	donors	across	multiple	“channels”	of	
communication	significantly impacts	their	willingness	to	give.

✓

Treatment Name Conv. Rate Relative 
Difference Confidence Average Gift

C: Visitors that didn't see articles 1.9% $86.63

T1
: Visitors that saw an article 5.5% 196.6% 100.0% $83.32



Let your donors  know 
the PROGRESS of 
your campaign.

Experiment ID: #5976



Experiment	
Background
• Research	partner	is	The	Heritage	

Foundation,	a	policy	think	tank	in	
Washington	DC

• Research	Question:	How	does	a	goal	
progress	indicator	impact	donation	
conversion	rate



Exp #	5976	– Impact	of	Progress	Indicator
Control Treatment

6.5%
In Donation Conversion



Exp #	5976	– Impact	of	Progress	Indicator

Key	Learning:
The	page	that	did not have	a	thermometer	at	the	top	saw	a	6.5%	

decrease	in	giving.	We	had	long	assumed	that	the	thermometer	lifted	giving;	
with	these	results,	we	now	know	the	exact	amount	it	impacts	donor	
motivation.	This	tells	us	that	a	stated	goal	and	transparency	about	progress	is	
a	valid	motivator	in	donor	giving.

✓

Treatment Name Conv. Rate Relative Difference Confidence
C: With Thermometer 43.4%

T1: No Thermometer 40.5% -6.5% 95.3%



…but don’t introduce the 
PROGRESS METER 
too early on the page.

Experiment ID: #4427



Exp #	4427	– Impact	of	Progress	Indicator
Control Treatment

19.8%
In Donation Conversion



If the goal is donations, 
use TEXT instead of 
VIDEO.

Experiment ID: #5827



Exp #	5827	– Video	vs.	Text
Control Treatment

560%
In Donation Conversion



Exp #	5827	– Video	vs.	Text

Key	Learning:
The	video	transcription	ended	up	producing	a	560.2%	lift	to	

the	overall	donor	conversion on	the	page.		This	may	suggest	that	
reading	is	more	aligned	with	the	giving	than	viewing	a	video.		
More	testing	must	be	done	in	this	area.

✓

Treatment Name Conv. Rate Relative 
Difference Confidence Average Gift

C: Video with Short Copy 0.43% $25.00
T1: Video Transcription 2.8% 560.2% 96.5% $57.14



Exp #	3970	– Video	vs.	Text
Control Treatment

203%
In Donation Conversion



Exp #	1985	– Video	vs.	Text
Control Treatment

77.4%
In Donation Conversion



At year end, 
URGENCY is your 
BEST FRIEND.

Experiment ID: #323



Exp #	323	– Urgency	on	Donation	Page
Control Treatment

61.8%
In Donation Conversion



Exp #	323	– Urgency	on	Donation	Page

Key	Learning:
The	countdown	clock	in	the	treatment	increased	conversion	

by	61.8%.		By	adding	the	countdown	clock,	we	were	able	to	
increase	the	perceived	urgency	which	increased	conversion.

✓

Treatment Name Conv. Rate Relative Difference Confidence

C: Control - no urgency elements 4.7%

T1: Countdown Clock Only 7.9% 68.1% 100.0%



Exp #	1562	– Urgency	on	Donation	Page
Control Treatment

11.6%
In Donation Conversion



Visual	Urgency

Countdown	clock	had	no	significant	impact	until	the	we	got	closer	to	
the	end	of	the	campaign.



Exp #	412	– Urgency	in	Email	Appeal
Control Treatment

51.6%
In Email Response Rate



Exp #	5865	– Urgency	on	an	Ad
Control Treatment

61.1%
In Donations



Exp #	2852	– Urgency	on	an	Landing	Page
Control Treatment

16.8%
In Donations



At year end (and 
throughout the year, 
remember PEOPLE 
give to PEOPLE.

Experiment ID: #616



Experiment	
Background
• Research	partner	is	The	Heritage	Foundation,	a	

policy	think	tank	in	Washington	DC

• Research	Question:	Which	email	and	messaging	tone	
will	generate	the	most	year-end	donations?



Experiment:	Version	A

• This	email	was	sent	by	Jim	DeMint,	the	president	and	most	
well-known	leader	of	the	Heritage	Foundation,	asking	
recipients	for	their	support	with	a	year-end	gift

• Version	A	leverages	continuity,	as	all	support	requests	
throughout	the	year	have	come	from	DeMint

• The	tone	of	the	email	is	formal	and	professional



Experiment:	Version	B

• The	email	was	sent	by	Christie	Fogarty,	the	
foundation’s	lesser	known	Director	of	Membership,	
requesting	donations

• Version	B	breaks	continuity,	as	all	support	requests	
throughout	the	year	have	come	from	the	president	
of	the	nonprofit

• The	email	uses	a	much	friendlier,	informal	tone



Version	A

Experiment:	Side-by-side	comparison	

Version	B

? Audience	Question:
Which	email	will	result	in	more	donations?



Design Revenue per	
Visitor

Relative
Difference

Statistical
Significance

Version	A	– Jim	Demint $0.03 - -

Version	B	– New	Signer $0.14 380.7%

%	Relative Change: 380.7%

99%

Experiment:	Results

Increase	in	revenue381%
The	optimized	treatment’s	revenue	increased	by	380.7%.



Version	B

Version	A

Experiment

?
Why	didn’t	the	more	formal	letter	sent	
by	the	well-known	organization	
president	produce	better	results?



Version	B

Version	A

Experiment

?
Why	didn’t	the	more	formal	letter	sent	
by	the	well-known	organization	
president	produce	better	results?

The	email	represents	the	right	
amount	of	personification.

The	email	illustrates	three	key	
principles	of	Empathetic	Messaging



This	case	study	illustrates	three	ways	you	
can	use	empathy	in	your	email	appeals:

Believability	
Readability
Clarity

Empathy



1. Ensure that your 
message is 
BELIEVABLE.



Believability

• The	use	of	a	well-known,	high-
ranking	sender	with	a	long-
form	letter	implies	a	mass,	
impersonal	email	send.

Version	A



Believability

• The	winning	email	
hypothesized	(and	
confirmed)	that	a	lesser-
known	sender	with	a	shorter,	
briefer	message	would	imply	
a	more	believable,	personal	
email	send.

Version	B



2. Ensure that your 
message is 
READABLE.



Readability

• The	losing	email	uses	a	tone	
that	reads	very	much	like	a	
formal	lecture.

• This	might	make	sense	in	
other	marketing	materials,	but	
seems	out	of	place	in	a	
“personal”	email.

Version	A



Readability

• The	winning	email,	however,	
takes	a	tone	that	matches	
more	closely	to	the	
expectation	of	the	medium.	

• In	fact,	it	was	designed	to	
read	like	a	conversation	and	
is	true	to	the	style	of	the	
actual	sender.

Version	B



3. Ensure that your 
message is CLEAR.



Clarity

• The	losing	email	asks	donors	
to	blindly	give	without	
establishing	how	donations	
will	be	used.

• In	addition,	the	calls-to-action	
either	omit	the	desired	action	
or	make	it	easily	missed	by	
placing	it	in	the	middle	of	a	
long	sentence.

Version	A



Clarity

• The	winning	email,	however,	
walks	through	why	
donations	are	needed	and	
how	they	will	be	used.

• In	addition,	the	call-to-action	
is	very	clear	and	direct.

Version	B



Our	Fundamental	Flaw

Fundraiser DonorValue	
Proposition



A	Donor’s	Protest

1

I.	I	am	not	a	target;	
I	am	a	person:	
Don’t	market	to	
me,	communicate	
with	me.

2

II.	Don’t	wear	out	
my	name,	and	
don’t	call	me	
“friend,”	until	we	
know	each	other.

3

III.	When	you	say	
“give	now,”	I	hear	
“hype.”	Clarity	
trumps	
persuasion.	Don’t	
sell;	say.

4

IV.	I	don’t	give	to	
websites;	I	give	to	
people.	And	here’s	
a	clue:	I	dislike	
organizations	for	
the	same	reason	I	
dislike	people.	
Stop	begging.	It’s	
disgusting.

5

V.	And	why	is	your	
fundraising	“voice”	
different	from	
your	real	“voice”?	
The	people	I	trust	
don’t	patronize	
me.

6

VI.	In	all	cases,	
where	the	quality	
of	the	information	
is	debatable,	I	will	
always	resort	to	
the	quality	of	the	
source.	My	trust	is	
not	for	sale.	You	
need	to	earn	it.

7

VII.	Dazzle	me	
gradually:	Tell	me	
what	you	can’t	do,	
and	I	might	believe	
you	when	you	tell	
me	what	you	can	
do.

8

VIII.	In	case	you	still	don’t	
“get	it,”	I	don’t	trust	you.	
Your	copy	is	arrogant,	your	
motives	seem	selfish,	and	
your	claims	sound	inflated.	
If	you	want	to	change	how	
I	give,	first	change	how	
you	communicate.



The	Fundraiser’s	Creed

ARTICLE	ONE:	We	believe	that	people	
give	to	people,	that	people	don’t	give	
to	organizations,	or	from	Websites;	
people	give	to	people.	Fundraising	is	
not	about	programs;	it	is	about	
relationships.

1
ARTICLE	TWO:	We	believe	that	brand	
is	just	reputation;	fundraising	is	just	
conversation,	and	giving	is	an	act	of	
trust.	Trust	is	earned	with	two	
elements:	1)	integrity	and	2)	
effectiveness.	Both	demand	that	you	
put	the	interest	of	the	donor	first.

2
ARTICLE	THREE:	We	believe	that	
testing	trumps	speculation	and	that	
clarity	trumps	persuasion.	
Fundraisers	need	to	base	their	
decisions	on	honest	data,	and	donors	
need	to	base	their	decisions	on	
honest	claims.

3



Download	the	
Full	Study	at:

NextAfter.com/cye



New	FREE	11-Module	Online	
Course	|	Register:

NextAfter.com/fb





Questions?
Send	additional	questions	to	nathan@nextafter.com


