
OPTIMIZE YOUR 
FUNDRAISING

Transforming Your Organization One Test at a Time



Let’s start with an experiment!



VERSION A VERSION B

Experiment # 4174



VERSION A – 550 Words VERSION B – 2,200 Words

Experiment # 7821



VERSION A – Text Appeal VERSION B – Video Appeal

Experiment # 5827



VERSION A – Lots of Text VERSION B – Minimal Text

Experiment # 5827



VERSION A VERSION B 



VERSION A VERSION B

112.5%
In Donations

Experiment # 4174



VERSION A – 550 Words VERSION B – 2,200 Words

Experiment # 7821

106.3%
In Donations



VERSION A – Text Appeal VERSION B – Video Appeal

Experiment # 5827

560.2%
In Donations



VERSION A – Lots of Text VERSION B – Minimal Text

Experiment # 5827

150.2%
In Donations



35%
In Donations

VERSION A VERSION B 



How did you do?



How did you make your decision?



How did you make your decision?
Intuition?



How did you make your decision?
Intuition?
Best Practices?



How did you make your decision?
Intuition?
Best Practices?
Guess?



And So Began My Quest…



Traditional Online Donor Funnel

Convert Site Visitors to 
Registered Users

Convert Site Visitors and 
Registered Users to Donors

Convert Donors to Advocates



Nonprofit Industry 
Benchmarks

1%-4% 
Donation Conversion Rate

0.15%
Email Response Rate



Is the Funnel 
Leaking?

96%-99.85%
Failure Rate
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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.

Copyright © MECLABS

A New Perspective of the Funnel



@digitaldonor

The difference between Buying and Giving



@digitaldonor

Status Quo

Sparkline of a Donation
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It’s not a donor funnel
it’s a donor mountain



The Donor Mountain



The Donor Mountain



The Donor Mountain



The Donor Mountain



Optimizing Each Micro-Yes

Email

Landing 
Page

Donation Process



The Value Proposition
Value
Force

Cost
Force
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Optimizing Each Micro-Yes

Email

Landing 
Page

Donation Process

Cost
Force

Value
ForceValue 
Force

Cost 
Force

(Mi) YES



My First Experiment



My First Experiment
Version A - CONTROL Version B - TEST

139%
In Click-through Rate

42% In Revenue



Small Changes >> Big Impact
ORIGINAL

OPTIMIZED
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Small Changes >> Big Impact
ORIGINAL

OPTIMIZED

139%
In Click-through Rate

42% In Revenue

This could change everything!



Optimizing Email Capture
NOT THIS BUT THIS

42%
In Email Signups



Optimizing the Process-Level Value Proposition

NOT THIS BUT THIS

133.7%
In Email Signups



Optimizing Donation Pages
NOT THIS BUT THIS

258.1%
In Conversion Rate



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

• 1,500+ unique experiments spanning a 
combined sample of more than 82,987,320 
donor interactions.

• Research with over 600 not-for-profit 
organizations to-date

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

About NextAfter



Top 
Concepts

Creative 
Brief

TESTING
Phase 1

TESTING
Phase 2

TESTING
Phase 3

Initial 
Ideation

Creative 
Creation 

Experimentation (>45 days)

Get statistically significant learnings to certify top concept directions by test-driving 
strategies for in a low-cost, low investment digital marketplace.

Experimentation helps us certify which creative resonates strongest with real donors. 

We Use the Web as a Living Laboratory 



Rigorous Scientific Experimentation
Major reduction in risks and costs

I am flawed.

Presenter
Presentation Notes
With multi-point validity checks and a sound design of experiments our highly specialized science bench is able to certify the effectiveness of their creative. This reduces risks and costs…




Rigorous Scientific Experimentation
Major reduction in risks and costs

I am flawed.
and so are YOU.

Presenter
Presentation Notes
With multi-point validity checks and a sound design of experiments our highly specialized science bench is able to certify the effectiveness of their creative. This reduces risks and costs…






The Fundraiser’s 3 Fatal Flaws:
1. We fail to see what our donors see.

2. We fail to hear what our donors are 
saying.

3. We fail to speak in our donor’s language.



We fail to see what our 
donors see.



Fundraiser DonorValue 
Proposition



Fundraiser Sees:
• Professional
• Polished
• Nicely designed

Donor Sees:
• Marketing



Fundraiser Sees:
• Unprofessional
• Boring
• Plain

Donor Sees:
• An email from a friend



Organizational-Centric Donor-Centric

272%
In Donations

Experiment # 6988



People give to people, 
not email machines.

@digitaldonor



Fundraiser Sees:
• Clean design
• Minimal copy
• Donation form is above the fold

Donor Sees:
• All cost and no value



Fundraiser Sees:
• Too much copy
• Too much scrolling
• Form below the fold

Donor Sees:
• A compelling reason to give



Organizational-Centric Donor-Centric

187%
In Donations

Experiment # 1780





“People don’t read donation pages–
they read what interests them, and 
sometimes that’s a donation page.”

@digitaldonor



We fail to hear what our 
donors are saying.









YES NO
10,000 Emails Sent

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

2,500 Emails Opened
26% 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 
Donated

7% Conversion Rate 93% Non-Conversion Rate



For every person that says “YES”
there are always more people 

saying “NO.”

@digitaldonor
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26% 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 
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7% Conversion Rate 93% Non-Conversion Rate



YES

9,500 Emails Delivered

2,500 Emails Opened
26% Open Rate 74% Non-Open Rate

NO



YES

9,500 Emails Delivered

2,500 Emails Opened
26% Open Rate 74% Non-Open Rate

NO

What can I test to get more people to open?



Sender (or “From” Line)
Subject Line
Preview Text

The Message Envelope





Version A Version B

99%
In Opens

Experiment #2248

Jim DeMint
Make this bold statement
<IMG SRC="cid:my_logo" alt="Logo">

Christie Fogarty
Checking In
Hey there, I wanted to check in to see if you’ll be able to con



Experiment #8737 – 1 Variable
From This

To This

85%
In Opens



Experiment #4116 – 2 Variables

From This To This

45%
In Opens



Experiment #4307 – 3 Variables

From This To This

137%
In Opens



YES NO
10,000 Emails Sent

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

2,500 Emails Opened
26% 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 
Donated

7% Conversion Rate 93% Non-Conversion Rate



YES NO

2,500 Emails Opened

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



YES NO

2,500 Emails Opened

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

What can I test to get more people to click?



270%
In Clicks

Experiment #5707
From This To This



32.5%
In Clicks

Experiment #1671
From This

To This



12.4%
In Clicks

Experiment #4980
From This To This



When we learn to listen to our 
donors, they will tell us everything 
we need to know to increase our 

results.

@digitaldonor



We fail to speak our donor’s 
language.





Three keys to becoming the 
translator for your organization



1. Empathy



“Mystery Donor” Research Studies



The Value Proposition Index Study
• Study of 127 nonprofit organizations across 8 different verticals
• Assessed the value proposition as communicated via four channels:

• Telephone
• Email
• Web site
• Social Media

• Value propositions scored in four areas:
• Appeal
• Exclusivity
• Credibility
• Clarity 

• Data collected from 11/4/15 through 2/6/16
Download Full Study:

nextafter.com/vp



Regardless of Vertical, Value Proposition Seems to be a Challenge

1.89 

0.98 

2.11 2.08 
2.34 2.26 

1.89 
2.18 

 -

 1.00

 2.00

 3.00

 4.00

 5.00

Chr ist ian Ministr ies Col leges & 
Univers it ies

Disaster  & 
Internat iona l  Rel ief

Disease & Health 
Serv ices

Environment& Wild l i fe Food Bank Human & Socia l  
Serv ices

Other

VALUE PROPOSITION INDEX

B

D

A

C

F



Email Response Time is an Issue

Of the organizations that had a “Contact Us” form, more than 
one third did NOT respond to our submission…ever!

35%

65%

No Response Responded



Social Media is not much better….

When we contacted organizations through direct message 
on Facebook, 33% never got back to us.

33%

67%

No Response Responded



Email Example #1
Dear Friend,

Thank you for contacting us here at [ORGANIZATION].

We do not ask for donations, so this decision is entirely up to you.  If you would like to make a 
donation, you may do so online, or by calling our customer service department at 800.XXX.XXXX.  
Our normal customer service hours are Monday through Friday, 7:30 a.m.—3:50 p.m. (Pacific time).  
We would be happy to assist you in any way we can.

Thank you again for writing.  If you have any further questions, please let us know.

Have a blessed day.

Sincerely,



Social Media Example #1
Hi, Mary. 

Thank you for your message. You can learn more about our mission at 
www.[organizationwebsite].org.













So…which one??



2. Emotion



Donors are not all logic and 
reason.

@digitaldonor





Antonio Damasio, Neuroscientist
University of Southern California



We spend so much time trying to 
communicate to the

CONSCIOUS MIND
that we forget to consider the 

messages we are
unintentionally sending to the 

SUBCONSCIOUS MIND.





“The limbic brain is responsible for all of our 
feelings, such as trust and loyalty. It is also 
responsible for all human behavior and all our 
decision-making, but it has no capacity for 
language.”

-Simon Sinek
Start With Why



“Research has shown that emotion and 
cognition jointly contribute to the control of 
mental activities and behavior…thus, when 
it comes to making decisions, we should be 
considering the interaction of our cognition 
and our emotions”

Learn or Die by Edward D. Hess



3. Clarity



“Clarity trumps 
persuasion.”
-Flint McGlaughlin







From This To This



We can’t get people to give unless we 
first get them to care.



Getting people to care.
Theory #1: Apathy



Theory #1: Apathy

“People don’t care.”



Do we experience 
apathy from our 

donors?
Yes, all the time.
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Apathetic
Strategy: Let them go.



Getting people to care.
Theory #2: Egoism



Theory #2: Egoism

“People only care about 
themselves.”





“The punters know that the horse named 
Morality rarely gets past the post, 

whereas the nag named 
Self-interest always runs a good race.”

- Gough Whitlam

Presenter
Presentation Notes
Former Prime Minister of Australia 



Let’s look at an experiment



How Do We Get More Donors?
Version A



How Do We Get More Donors?
Version B



How Do We Get More Donors?

Version A Version B



What Happened

∞%
Version S1 Click Rate Donation Rate Avg. Gift

Version A (2-Step) 0.41% 0.000% $0

Version B (3-Step) 1.26% 1.18% $58.33

Relative Difference 209% ∞ ∞

Increase in
DONATIONS



People do NOT go online to
GIVE

they go online to
GET



NOT THIS BUT THIS

134%
In Email Signups



Optimizing Online Ads
NOT THIS BUT THIS

146.1%
In Clickthrough



NOT THIS BUT THIS

42%
In Email Signups



Egotistic
Strategy: Content marketing.



Getting people to care.
Theory #3: Altruism



Theory #3: Altruism

“People care about other 
people.”



The Baby Lab
Dr. Karen Wynn



Version A






Version B








In nearly every case, the 
infant chooses the caring
Puppet.





Oxytocin



Paul J. Zak



An Social Experiment
Volunteer 
Group A

Volunteer 
Group B



An Social Experiment
Volunteer 
Group A

Volunteer 
Group B

Dosed with Oxytocin Dosed with Placebo



An Social Experiment
Volunteer 
Group A

Volunteer 
Group B

Dosed with Oxytocin Dosed with Placebo

80%
More Generous



Oxytocin



How do we activate 
oxytocin?



Source: National Geographic Brain Games






What did you just see?



@digitaldonor

=
=
=

Bully
Victim
Hero



VEGUS Nerve

Brain

Heart

Lungs

Kidneys Intestines



Altruists
Strategy: Tell stories.



We can activate our donor’s 
biological tendencies towards 

generosity by telling 
compelling stories.



A Final Experiment.



Can you imagine?



@digitaldonor

Together, let’s unleash the most generous 
generation in the history of the world

@digitaldonor
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