
View Today’s Webinar on Facebook Live 
at the link below



A Few Quick things…

A video 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.
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Another mega-analysis

We assembled all available email tests from 
the NextAfter database and isolated those 
conducted during the year-end December 
timeframe.

From there we conducted a thorough 
analysis, going through each test multiple 
times looking for principles and patterns 
that can applied to future year-end 
campaigns.



How to get almost anyone to 
give your email a real chance at 

year-end.



1. Identify 3 proven strategies to get more year-
end donations from email

2. Implement 7 field-tested year-end tactics to 
get you started

3. See how those tactics (and other proven ones) 
can be applied to your email submissions



Sub-headline	with	key	details	
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Second	section	
explanation	header

Call-to-action	button

Call-to-action	Link

Large	Headline

`



John Doe, BringBackMa..
RE: Only 5 days left to give!

To view this email online, click here…

Yesterday  >Sender Line
Subject Line

Preheader

Headline and/or
Salutation

Body Content

Calls to Action

Footer

Design



Call-to-action button



3 proven strategies: Email year-end
• The au-natural approach

• The minor (not major) mystery

• The right additional reason



3 proven strategies: Email year-end
• The au-natural approach

• The minor (not major) mystery

• The right additional reason



Call-to-action button

Which one of these feels the most 
authentic?



From This To This

19.6
%
In ClicksDesign



From This To This
Logo
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From This To This

18%
In Opens

Sender Line



From This

To This

99%
In Opens

Sender Line



From This

To This



3 proven strategies: Email year-end
• The au-natural approach

• The minor (not major) mystery

• The right additional reason



3 proven strategies: Email year-end
• The au-natural approach

• The minor (not major) mystery

• The right additional reason



John Doe, BringBackMa..
RE: Only 5 days left to give!

To view this email online, click here…

John Doe, BringBackMa..
RE: Only 5 days left to give!

To view this email online, click here…

John Doe, BringBackMa..
RE: Only 5 days left to give!

To view this email online, click here…

Call-to-action button

Regardless of design, where can mystery 
play a significant role?



From This To This

Subject lines

7.7
%
In Opens



From This To This

Subject lines

27.5%
In Opens



From This To This

Subject lines

59%
In Clicks

5.5%
In Opens



About this Test (#583)

The Heritage Foundation

The Testing Partner

Determine which email call-to-action type will result in the most response (clicks 
and donations).

The Testing Objective

Call to action text



Version A



Version B



Version C



Which produced the most response?

A

B

C



Which produced the most response?

A

B

C

clicks?

59%
Clicks

59%
Clicks



Which produced the most response?

A

B

C

donations?

50%Donatio
ns
51%Donatio
ns



3 proven strategies: Email year-end
• The au-natural approach

• The minor (not major) mystery

• The right additional reason



3 proven strategies: Email year-end
• The au-natural approach

• The minor (not major) mystery

• The right additional reason



John Doe, BringBackMa..
RE: Only 5 days left to give!

To view this email online, click here…

John Doe, BringBackMa..
RE: Only 5 days left to give!

To view this email online, click here…

John Doe, BringBackMa..
RE: Only 5 days left to give!

To view this email online, click here…

Call-to-action button

Where are reasons typically given?



Because of THIS NEED 
that exists

And because YOU can 
be a part of THIS 

SOLUTION

…Which will have THIS 
IMPACT

Because of THAT other 
problem that exists too

And Because THAT 
other solution, too

And because of THAT 
impact also. Don’t 

forget!

AND



From This

Additional Copy



To This

Additional Copy

128%
Donatio
ns



From This To This

NO
DIFFERENCE
IN DONATIONS

Additional Copy



AND

Because there is a 
one-time incentive

?
Because of THIS NEED 

that exists

And because YOU can 
be a part of THIS 

SOLUTION

…Which will have THIS 
IMPACT



From This To This

Incentives and Matches

89%
In Donations

87%
In Clicks



AND

Because there is a 
one-time incentive

Because you only 
have X hours left to 

participate in this 
AND ALSO to get 

THAT incentive

Because of THIS NEED 
that exists

And because YOU can 
be a part of THIS 

SOLUTION

…Which will have THIS 
IMPACT



From This To This

Countdown Clocks

107%
In Average Gift

63%
In Donations



From This To This

Countdown Clocks

65%
In Donations



REVIEW
How to get almost anyone to 

give your email a real chance at 
year-end.



3 proven strategies: Email year-end
• The au-natural approach

• The minor (not major) mystery

• The right additional reason



7 field-tested tactics: Email year-end
1. Text-only design

2. Believable sender line without 
a clear giveaway

3. Slightly mysterious subject 
lines

4. Clear, straight-forward call-to-
action text and focus

5. No additional copy that adds a 
whole other reason to sequence

6. Add incentives in-line before call 
to action button/text

7. Add a countdown clock



1. Identify 3 proven strategies to get more year-
end donations from email

2. Implement 7 field-tested year-end tactics to 
get you started

3. See how those tactics (and other proven ones) 
can be applied to similar email submissions




