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The Essential Conference for Online Fundraising

And Digital marketing



• 2 Days

• 16+ Speakers

• 400+ Fundraisers and Marketers

• Pre-Summit Certification Workshop

• Absurdly Fun Networking



Learn More and Get Tickets at

Niosummit.com



A Few Quick things…

A video recording of this live webinar will be sent to you afterwards.



A Few Quick things…

Links to the slide deck and other featured resources will 
be sent out with the recording.



A Few Quick things…

We have lots of time for Q&A.



A Few Quick things…

Use the Chat window 

to ask a question or 

drop in a comment.



Today’s Speakers

Jon Powell
Senior Director of 
Research and 
Education

jon@nextafter.com

@JonPowell31

Tim Kachuriak
Chief Innovation & 
Optimization Officer

tim@nextafter.com

@DigitalDonor



For Online Fundraisers
The 4 key linchpins to raising the most money during calendar year-end

Year-End Fundraising
Research based



It’s the most wonderful 
time of year!



Is it because of…



Is it because of…

Not Entirely…



Source: Pew Research Center Study, conducted Nov 29-Dec 4 2017

Though 90% of Americans (9 in 10) say they 
celebrate Christmas, only 46% of Americans say 
they celebrate Christmas as primarily a religious 

(rather than cultural) holiday.

But does that translate into a lack of spending?



Source: Statista 2018 - https://www.statista.com/statistics/246963/christmas-spending-in-the-us-during-november/

Tis the season…

of 
generosity?!?



And the for-profit world 
gets it…



https://www.forbes.com/sites/johnrampton/2017/06/27/plan-your-marketing-for-christmas/#4b97ef8b669a

Tools of Generosity

• Retailers understand that they are the TOOLS of generosity for their 
buyers. 

• They offer their buyers the ability to do good through deals on gifts that 
can be given to family, peers, and whoever else their customers value.

• In fact, the season is SO IMPORTANT to their world that most retailers 
plan for it 6 MONTHS IN ADVANCE.



Does your organization 
take this season as serious 

as they do?



“Pish posh… that’s THEM. 
That doesn’t apply to US.”

Are you sure about that?



CYE	Giving	Benchmarks

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

• 2017	Online	Revenue	Data	(Jan-Dec)
• $88,938,261	in	total	revenue	

• All	Data	from	Google	Analytics

BE CHMARKS



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



30.7% is	the	
average

BE CHMARKS
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There	is	a	Pattern in	the	data.



The	Year-End	Revenue	Curve	(Dec	25	– Dec	31)
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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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In this season of generosity, 
retailers empower people 

to give generously to 
others.



We also empower the same 
people to give generously to 

others… 



We also empower the same 
people to give generously to 

others… 

the only difference is the 
recipient.



So how do we make sure our 
recipients don’t get left off 

the generosity list?



Way	back	in	2014….
• Simulated Donor Inbox for December
• Received 15,000+ unique emails from 

150+ of the largest nonprofit 
organizations
• Looking for answers to the following 

questions:
• What days are orgs sending?
• When are they starting their year-end 

campaigns?
• How many emails are they sending?
• When times?
• What do most emails say? What’s the 

content?



And this is what we 
generally see…



#GivingTuesday / Early December



Mid December…



December 31…





There has to be more to it 
than this, right?



• 60+ Year-end specific A/B Tests spanning 
emails, landing (donation) pages, and ads

• 6+ years of successfully executed year-
end campaigns for large non-profit 
organizations spanning multiple verticals

• Hand-review of 15,000+ real year-end 
email appeals from 150+ non-profit 
organizations (Since 2014 -4 years of data 
to date)



Our Goal:
To help you understand what it takes to get on 
your donor’s online year-end generosity list 
without having to rely completely on just some 
massive match campaign.



Comparing Calendar Year-end Revenue YoY

All so we can help you achieve this…

195%
Calendar Year-end Revenue

1,375%
Calendar Year-end Revenue

Small-Medium Organization 
(Annual Budget $20 Million)

Small Organization
(Annual Budget <$10 Million)



Comparing 2016 to 2017 Calendar Year-end Revenue

All so we can help you achieve this…

26%
Calendar Year-end Revenue

61%
Calendar Year-end Revenue

14%
Calendar Year-end Revenue

Private Adoption
(Large Organization)

Faith-based
(Large Organization)

Higher Education
(Large Organization)



Before we begin… what do 
we mean by year-end?



Calendar Year-End 
Campaign 
From November 15 to December 31, any 
communication that directly asks, or is meant to 
influence an ask, for donations aligned with end-of-year 
seasonal generosity.



So how do we make sure our 
recipients don’t get left off 

the generosity list?



It generally starts with four
things…



1



You have to be like a friend 
or family member to the 

donor.



People give gifts to 
WHO THEY KNOW 

and TRUST.





It’s like cooking a turkey

• You can’t easily microwave a 
whole turkey.

• To do it well… you need to start 
well ahead of time.

• You have to attend to it 
throughout the cooking time.

• And once it’s FINALLY cooked… 
you still have to cut it.



“But wait… I’ve messed up. Do I 
still have a chance?”



A Free Offer Donation Page



Not JUST this…

Donate Now Email Donation Page



But this TOO…

Free Offer 
Email

Opt-In 
Confirmation and 

Donation Page
Free Offer 

Opt-In Page



Even if your online year-end 
campaigns are on par, this is a 
must-add tactic that can help 

inspire greater generosity.



2



You have to be top of mind.



Question!

Do you always give to every single friend and
family member every year? 



People are pre-
dispositioned to give to 

those that are present in 
their lives.



But wait…



What about 
this?!
We will each receive an average of 412
commercial emails this December.

Source: https://www.marketingcharts.com/industries/media-and-entertainment-36280



Being top-of-mind online
means cutting through the 

clutter in email.



Staying top of mind online

a) We need to send more emails



Total	Emails	Received	in	December
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4.5%	of	Organizations	Sent	ZERO	emails	in	December
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17%	sent	MORE	than	10	emails	in	December
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Most	organizations	send	6	Emails	in	December
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https://www.f3nws.com/news/8-ways-redditors-turned-this-surprised-corgi-into-a-star-cnet-sXZeNC

Did you really 
just say send 
more?!?



Staying top of mind online

a) We need to send more emails

b) We need to send emails when others aren’t



Everyone is sending at the same time.
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Tue - Fri is the heaviest from 7am –
noon.
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Early morning, afternoon and evening 
are less crowded.
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Weekends have a lower send volume.
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Up	to	50%	
higher	avg.	gift	
on	weekends.
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And one other small thing…



The	Year-End	Revenue	Curve	(GivingTuesday Nov	28)
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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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790%
Average	percent	additional	
revenue	generated	on	12/31	
compared	to	#GivingTuesday.

BE CHMARKS
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https://www.pinterest.com.au/pin/298433912781723992/

!



I’m	NOT Saying	“Don’t	do	#GivingTuesday”

Please	let	me	clarify	something…

I’m	AM Saying	“Make	December	31	#Priority1”



Staying top of mind

a) We need to send more emails

b) We need to send emails when others aren’t

c) We need to start the season when people start the season



Test #6404

Background

This non-profit wondered if the strategy of online cultivation for offline 
could be reversed—using direct mail to develop offline cultivation with 
online donors to increase online giving.

Objective

Which approach will result in the most donations?



About this test (6404)

• There were some obvious risks to such a test—particularly the upfront cost of direct 
mail cultivation.

• Leading into the calendar year end campaign, this non-profit had discovered a 
technology that would allow them to send personalized post cards to their donors at 
a reasonably efficient price point. 



The Treatment

The cards included the 
donor’s name on the front 
and a link to a custom video; 
all of which would be 
trackable back to the 
individual donor.



Did it work, for better or worse?

Version A Version B

105%
In Average Gift*

204%
In Donations
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You have to offer more than 
just a match.



So then this too, right?





The Three Why’s 
of an Effective 

Appeal



Three Why’s of An Appeal

Why 
Care?



Why Care?

• Internal Relevance

• Personal interests

• Subliminal Biases

• Personality

• Communication Styles

• Level of engagement

• External Relevance

• Environmental changes

• Holidays

• Recent events

• Recent Actions



February	1,	2011



Good
Example



Bad
Example





Why	Care?

• Internal	Relevance

• Personal	interests

• Subliminal	Biases

• Personality

• Communication	Styles

• Level	of	engagement

• External Relevance

• Environmental changes

• Holidays

• Recent events

• Recent Actions



Three Why’s of An Appeal

Why Care?

Why You?



If I am your ideal donor, why
should I give to you, rather 
than some organization, or 
not at all?

How do I know my donation 
will make a difference?



If I am your ideal donor, why 
should I give to you, rather 
than some organization, or 
not at all?

How do I know my donation 
will make a difference?



TO THE SCIENCE!



Source: Oppenheimer, Daniel, and Christopher Olivola. The Science of Giving: Experimental Approaches to the Study of Charity



Source. The Science of Giving



Three Why’s of An Appeal

Why Care?

Why You?

Why Now?



Source: Avoiding Overhead Aversion in Charity. Science Magazine, Vol 345, Issue 6209 



A match is only 1/3 of what 
makes a powerful year-end 

appeal.
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You have to lead them all 
the way through to the 

completed donation.



Experiment 2909

• Background: This organization was sending all year-end campaign 
focused traffic to a single donation page and wanted to know if a 
headline adjustment would result in more completed online gifts.

• Research question: Which donation page headline will result in the 
most total donations?



The 
Donation 
Page



The 
Donation 
Page

Original Headline

Treatment Headline

10.9%
In Donations



Experiment 8094
Mid-December Match

VERSION A

VERSION B

24%*
In Donations



To get on their ‘generosity’ list

1. They need to know you and trust you to some degree

2. You have to be top of mind

3. You have to offer more than just a match and a deadline

4. You have to lead them all the way through to donation



“Can you help me with this?”

YES!



Courses.NextAfter.com



Free Digital Year-End Fundraising 
Course
• Session 2: How to write MORE emails when it seems like there is 

nothing to write (or no more new matches to feature)

• Session 3: How to best tweak / present those year-end emails 
(featuring only year-end email tests) so they get the maximum 
exposure and engagement

• Session 4: How to best support those appeals with your web 
presence to get the maximum follow-through



Question!
How many emails do you think, on 
average, the most successful 
nonprofits send from 
Thanksgiving to the end of the 
year?

And what do those cover?



Blurred on purpose…



Find out in Session 2





Get a Customized Year-End Benchmark Report



• Personal evaluation of your year-end fundraising 
from the donor’s perspective.

• Comprehensive analysis with recommendations of 
what to test during year-end 2019.

• Hard copy of the final Year-End Benchmark Study.

NEXTAFTER.COM/YEAR-END-STUDY
Learn more and let us know your interest at

Get a Customized Year-End Benchmark Report



Activate Your Free
Year-End Fundraising Course
• Session 1 – Intro to Year-End Fundraising

• Session 2 - The Year-End Campaign Timeline

• Session 3 – Optimizing Your Year-End Emails

• Session 4 – Supporting Your Campaign

on Your Website

NEXTAFTER.COM/YEAR-END-COURSE
Activate Your Free Course at


