
Starting at 1pm central



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 time for additional Q&A.



A Few Quick things…

Use the Chat 
window to ask a 
question or drop in a 
comment.
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Today’s Speaker

Brady Josephson
Managing Director, NextAfter Institute

@bradyjosephson

/bradyjosephson

brady@nextafter.com



Today

• NextAfter, Approach, & Methodology

• 1 Key Finding & 4 Opportunities to Improve the Online 
Giving Experience

• What About Email?

• A Word from Our Sponsor

• Questions

higheredonlinefundraising.com

FREE



Donations made and data collected from February 25 to April 13, 2020

109 HIGHER ED ORGANIZATIONS.
MADE $20 DONATIONS.
ANALYZED 223 EMAILS.



FORENSIC RESEARCH
NEXTAFTER.COM/RESOURCES

WHAT IS IT LIKE TO BE A DONOR?
WHAT ARE ORGANIZATIONS DOING?



Compare, Contrast, and Context



APPLIED RESEARCH
NEXTAFTER.COM/RESEARCH/EXPLORE



APPLIED RESEARCH
NEXTAFTER.COM/RESEARCH/EXPLORE



How Visually Emphasizing A Gift Amount On A Primary Donation Page 
Impacts Revenue
Experiment ID: #16415

CONTROL TREATMENT

14.9%
In Average Gift

23.8%
In Revenue

7.8%
In Conversion Rate

AND A 44% INCREASE FOR PEOPLE ON 
MOBILE DEVICES.



APPLIED RESEARCH
NEXTAFTER.COM/RESEARCH/EXPLORE

WHAT DO PEOPLE DO.
NOT JUST WHAT PEOPLE SAY.



WHERE DO ALL THESE 
EXPERIMENTS COME FROM?



FREE, OPEN 
SOURCE TESTING & 
TRACKING TOOL
WINSTONKNOWS.COM



A DIGITAL 
FUNDRAISING 
CONSULTANTCY
NEXTAFTER.COM/WORK-WITH-US
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A DIGITAL 
FUNDRAISING 
CONSULTANTCY
NEXTAFTER.COM/WORK-WITH-US

WHAT STRATEGIES WORK IN 
FUNDRAISING.



Learn more at nextafter.com

Forensic 
research 
What Do 
Organizations?

APPLIED 
research
What Do 
People Do?

CONSULTING WORK
What Works in Online Fundraising?



LET’S GO!



KEY FINDING #1

THE ONLINE GIVING EXPERIENCE TO 
HIGHER ED ORGANIZATIONS HAS A LOT 
OF ROOM TO BE IMPROVED.





Overall Score for the Higher Ed Online 
Giving Experience
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82% OF HIGHER ED 
ORGANIZATIONS SCORED 
LESS THAN 50%.
(compared to 27% of other nonprofits)



“IN OUR CLIENT ENGAGEMENTS, WE HAVE 
FOUND THAT ANYWHERE BETWEEN 20% TO 
50% OF MAJOR DONORS MAKE THEIR FIRST 
GIFT AT THE "BROAD BASE" LEVEL.”

Kevin Peters, CTO, NextAfter



BUT WHY? 
HOW CAN IT BE IMPROVED?



4 Opportunities for Higher Ed Organizations to 
Improve the Online Giving Experience

1. Remove unnecessary and unhelpful friction.

2. Provide a better, stronger, more clear reason to give.

3. Focus more on recurring giving.

4. Use the thank you/confirmation page more strategically.



OPPORTUNITY #1

REMOVE UNECESSARY AND UNHELPFUL 
FRICTION.



FRICTION
the psychological resistance that your visitors experience 
when trying to complete an action. Friction is a conversion 
killer…

https://unbounce.com/conversion-glossary/definition/friction-2/.com



VALUE COST

CONVERSION MOTIVATION VALUE 
PROPOSITION 
(CLARITY)

INCENTIVE FRICTION ANXIETY



Types of Donation Page Friction

1. Field Number Friction

2. Field Layout Friction

3. Form Error Friction

4. Confusion Friction

5. Decision Friction

6. Device Friction

7. Steps Friction



Types of Donation Page Friction

* do not track or analyze in a quantitative way in research studies

1. Field Number Friction

2. Field Layout Friction*

3. Form Error Friction*

4. Confusion Friction

5. Decision Friction

6. Device Friction

7. Steps Friction

HIGHER ED ORGANIZAITONS SCORED 
HIGHER OR SIGNIFICANTLY HIGHER THAN 

OTHER NONPROFITS IN 4 OF THE 5 TYPES OF 
FRICTION WE ANALYZE. 



Types of Donation Page Friction

1. Field Number Friction

2. Field Layout Friction

3. Form Error Friction

4. Confusion Friction

5. Decision Friction

6. Device Friction

7. Steps Friction

THE MORE FORM FIELDS YOU PRESENT 
AND THE MORE INFORMATION YOU ARE 
COLLECTING THE GREATER THE CHANCE 

THAT SOMEONE WILL ABANDON THE 
PROCESS.
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What nonessential information was 
required to complete a gift?

HIGHER ED ORGANIZATIONS WERE 
ALMOST TWICE AS LIKELY TO REQUIRE 

NONESSENTIAL INFORMATION TO 
COMPLETE A GIFT.
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What nonessential information was 
required to complete a gift?
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Phone None Fund/Designation Mr. or Mrs. CAPTCHA Other Connection/Relationship

What nonessential information was 
required to complete a gift?

58% OF HIGHER ED 
ORGANIZATIONS REQUIRED PHONE 

NUMBER TO COMPLETE A GIFT.



Experiment
FROM THIS TO THIS

50.6%
In Revenue



Experiment
FROM THIS TO THIS

50.6%
In Revenue

FIELD NUMBER FRICTION



REMOVE UNCESSARY REQUIRED 
FORM FIELDS.



BUT WHAT IF YOU NEED
THAT INFORMATION?



Bloomerang Analysis of Thank You Calls Within 90 
Days of 1st Gift

NO THANK YOU CALL THANK YOU CALL

Source: Source: “Actually, Calling Donors To Thank Them Does Make Them More Likely To Give Again (and Give More“  
https://bloomerang.co/blog/actually-calling-donors-to-thank-them-does-make-them-more-likely-to-give-again-and-give-more/

8%
In Donor Retention

100%
In 2nd Gift Avg. Gift

203
Days Quicker to 

2nd Gift

https://bloomerang.co/blog/actually-calling-donors-to-thank-them-does-make-them-more-likely-to-give-again-and-give-more/


Bloomerang Analysis of Thank You Calls Within 90 
Days of 1st Gift

NO THANK YOU CALL THANK YOU CALL

Source: Source: “Actually, Calling Donors To Thank Them Does Make Them More Likely To Give Again (and Give More“  
https://bloomerang.co/blog/actually-calling-donors-to-thank-them-does-make-them-more-likely-to-give-again-and-give-more/

8%
In Donor Retention

100%
In 2nd Gift Avg. Gift

203
Days Quicker to 

2nd Gift

IS THE DOWNSTREAM INCREASE 
WORTH THE CURRENT DECREASE?

DO YOU HAVE A DOWNSTREAM PLAN?

https://bloomerang.co/blog/actually-calling-donors-to-thank-them-does-make-them-more-likely-to-give-again-and-give-more/


REMOVE UNCESSARY REQUIRED FORM 
FIELDS THAT DON’T DEFINITETIVELY HELP 
ENHANCE THE DONOR EXPERIENCE LATER 
OR IMPROVE YOUR DOWNSTREAM 
REVENUE.



Information
REQUIRED (PHONE) NOT REQUIRED



REMOVE UNCESSARY REQUIRED 
FORM FIELDS AND USE 
OPTIONAL FIELDS SPARINGLY.



Types of Donation Page Friction

1. Field Number Friction

2. Field Layout Friction

3. Form Error Friction

4. Confusion Friction

5. Decision Friction

6. Device Friction

7. Steps Friction

HOW FORM FIELDS ARE DISPLAYED, 
GROUPED, AND SPACED IMPACTS THE 

PERCEIVED COST OR EFFORT REQUIRED 
TO COMPLETE AN ACTION.



Experiment
FROM THIS TO THIS

39.4%
In Donations



Experiment
FROM THIS TO THIS

39.4%
In Donations

FIELD LAYOUT FRICTION



NOT JUST ABOUT WHAT 
INFORMATION IS REQUIRED OR 
COLLECTED.



Information
REQUIRED (PHONE) NOT REQUIRED



GROUP FORM FIELDS AND USE 
HORIZONTAL SPACE TO REDUCE THE 
PERCEIVED WORK REQUIRED TO 
COMPLETE A DONATION.



Types of Donation Page Friction

1. Field Number Friction

2. Field Layout Friction

3. Form Error Friction

4. Confusion Friction

5. Decision Friction

6. Device Friction

7. Steps Friction

WHEN THERE ARE UNEXPECTED ITEMS 
TO NAVIGATE, COMPETING CALLS TO 
ACTION, OR DISTRACTING LINKS AND 
MESSAGES NOT RELATED TO THE ACT 

OF GIVING.



Experiment
FROM THIS

TO THIS

195%
In Donations



Experiment
FROM THIS

TO THIS

195%
In Donations

CONFUSION FRICTION



Large 
University

64% OF HIGHER ED 
ORGANIZATIONS HAD DISTRACTING 
LINKS ON THEIR DONATION PAGE.



REMOVE DISTRACTING LINKS.



32%
In Donor Conversion

How a radical redesign on a product page can impact donor conversion 
and overall revenue
Experiment ID: #7157

CONTROL TREATMENT



32%
In Donor Conversion

How a radical redesign on a product page can impact donor conversion 
and overall revenue
Experiment ID: #7157

CONTROL TREATMENT

CONFUSION FRICTION



Large 
University

43% OF HIGHER ED 
ORGANIZATIONS HAD MULTIPLE 

CALLS TO ACTION (BESIDES 
DONATE) ON THEIR DONATION 

PAGE.



REMOVE DISTRACTING LINKS AND 
REMOVE OTHER/ADDITIONAL CALLS 
TO ACTION.



Control Stepped Form

31%
In Donations



BE VERY CLEAR WITH WHAT THEY 
NEED TO DO AND IN WHAT ORDER 
TO GIVE.



Types of Donation Page Friction

1. Field Number Friction

2. Field Layout Friction

3. Form Error Friction

4. Confusion Friction

5. Decision Friction

6. Device Friction

7. Steps Friction

WHEN THERE ARE TOO MANY 
DECISIONS TO BE MADE EITHER AT ANY 

ONE POINT OR THOUGHOUT THE 
PROCESS ESPECIALLY WITHOUT 

CONTEXT AND CLARITY (CLOSELY 
RELATED TO CONFUSION FRICTION). 



How a simplified decision process and contextual landing page design 
affects conversion
EXPERIMENT ID: #9172

CONTROL TREATMENT

14.4%
In Donations



Original One Child

48%
In Conversions



Original One Child

48%
In Conversions

DECISION FRICTION
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What nonessential information was 
required to complete a gift?
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FAIRLY UNIQUE TO HIGHER ED



Fund Designation
MAYBE NOT THIS OR THIS



PARADOX OF CHOICE
the idea that when too many available options to choose 
from can lead to regret or indecision



Which gets the most sales?
A selection of 24 exotic jellies

A selection of 
6 exotic jellies

Stopped by to look 505%
In Purchases



Fund Designation
BUT MORE LIKE THIS OR THIS



LIMIT THE NUMBER OF DECISIONS A 
DONOR HAS TO MAKE AND THE 
NUMBER OF AVAILABLE OPTIONS 
WITHIN THAT CHOICE.



How Visually Emphasizing A Gift Amount On A Primary Donation Page 
Impacts Revenue
Experiment ID: #16415

CONTROL TREATMENT

14.9%
In Average Gift

23.8%
In Revenue

7.8%
In Conversion Rate

REVIEW



LIMIT THE NUMBER OF DECISIONS A DONOR 
HAS TO MAKE AND THE NUMBER OF 
AVAILABLE OPTIONS WITHIN THAT CHOICE 
AND USE DEFAULTS, SUGGESTIONS, AND 
SOCIAL NUDGES TO HELP.



Types of Donation Page Friction

1. Field Number Friction

2. Field Layout Friction

3. Form Error Friction

4. Confusion Friction

5. Decision Friction

6. Device Friction

7. Steps Friction

THE MORE STEPS — COULD BE CLICKS 
BUT MORE SO PAGE LOADS — YOU HAVE 

REQUIRED TO COMPLETE A 
TRANSACTION THE GREATER THE 

CHANCE OF ABANDONMENT 
(ESPECIALLY WHEN YOU HOP DOMAINS 
AND FOR PEOPLE ON MOIBLE DEVICES).



Experiment
FROM THIS TO THIS

176%
In Donations

Straight to 
Thank You 

Page



Experiment
FROM THIS TO THIS

Straight to 
Thank You 

Page
176%

In Donations

STEPS FRICTION
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How many steps were required to complete a 
donation from the home page?
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How many steps were required to complete a 
donation from the home page?

77% OF HIGHER ED 
ORGANIZATIONS HAD 3 OR MORE 

STEPS TO COMPLETE A DONATION.



Small/Liberal Arts
HOMEPAG

E
STEP 1 STEP 2 THANK 

YOU
STEP 3



89% Large University’s Had 3 Or More Steps Compared To 53% 
Of Small/Liberal Arts Organizations And 82% Of Community 
Colleges.
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Large University
HOMEPAG

E
STEP 1 GIVING FLOW



GET A DEEPER LOOK AT 
A GIVING TO A 
UNIVERSITY VS. A 
UNIVERSITY 
FOUNDATION
HIGHEREDONLINEFUNDRAISING.COM



REDUCE THE NUMBER OF 
STEPS AND REMOVE 
UNNECESSARY ONES.



Types of Donation Page Friction

1. Field Number Friction

2. Field Layout Friction

3. Form Error Friction

4. Confusion Friction

5. Decision Friction

6. Device Friction

7. Steps Friction



Types of Donation Page Friction

* do not track or analyze in a quantitative way in research studies

1. Field Number Friction

2. Field Layout Friction*

3. Form Error Friction*

4. Confusion Friction

5. Decision Friction

6. Device Friction

7. Steps Friction

HIGHER ED ORGANIZAITONS SCORED 
HIGHER OR SIGNIFICANTLY HIGHER THAN 

OTHER NONPROFITS IN 4 OF THE 5 TYPES OF 
FRICTION WE ANALYZE. 



Types of Donation Page Friction

* do not track or analyze in a quantitative way in research studies

1. Field Number Friction

2. Field Layout Friction*

3. Form Error Friction*

4. Confusion Friction

5. Decision Friction

6. Device Friction

7. Steps Friction

WITH THE ADDITIONAL LINKS, EXTRA 
STEPS, DESIGNATIONS GETTING TO THE 

FORM WAS SIGNIFICANTLY MORE 
FRICTION FILLED THAN OTHER 

NONPROFITS.



WHAT ABOUT MOBILE
DEVICES?



96% OF HIGHER ED ORGANIZATIONS 
HAD A MOBILE OPTIMIZED (NO 
PINCHING AND ZOOMING) DONATION 
PAGE 
(compared to 94% of other nonprofits)



Types of Donation Page Friction

* do not track or analyze in a quantitative way in research studies

1. Field Number Friction

2. Field Layout Friction*

3. Form Error Friction*

4. Confusion Friction

5. Decision Friction

6. Device Friction

7. Steps Friction

HIGH FRICTION DOESN’T JUST 
ADD UP WHEN ON A MOBILE 

DEVICE BUT IT ACTUALLY 
COMPOUNDS.



OPPORTUNITY #1

REMOVE UNECESSARY AND UNHELPFUL 
FRICTION.



OPPORTUNITY #2

PROVIDE A BETTER, STRONGER, MORE CLEAR 
REASON TO GIVE.



ONLY 22% OF HIGHER ED 
ORGANIZATIONS HAD A STRONG 
REASON TO GIVE ON THEIR 
DONATION PAGE.
(compared to 33% of other nonprofits)



VALUE COST

CONVERSION MOTIVATION VALUE 
PROPOSITION 
(CLARITY)

INCENTIVE FRICTION ANXIETY



IF I AM YOUR IDEAL DONOR, WHY SHOULD I 
GIVE TO YOU RATHER THAN SOME OTHER 
ORGANIZTION OR NOT AT ALL?



The 4 Main Ways to Answer the Value 
Proposition Question
•Do they want it?

•Can they get it anywhere else?

•Do they understand it?

•Do they believe you?
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The 4 Main Ways to Answer the Value 
Proposition Question
•Do they want it? APPEAL.

•Can they get it anywhere else? EXCLUSIVITY.

•Do they understand it? CLARITY.

•Do they believe you? CREDIBILITY.



WHY DID HIGHER ED’S 
DO POORLY?



Large 
University

54% OF HIGHER ED 
ORGANIZATIONS USED LESS THAN 1 

SENTENCE OF COPY ON THEIR 
DONATION PAGE.



How The Addition Of Value Proposition Impacts Donor Conversion
Experiment ID: #6623

CONTROL TREATMENT

150%
In Donations



HAVE AT LEAST SOME COPY ON 
YOUR DONATION PAGE.



Small/Liberal Arts

REASON TO GIVE NOT IN THE 
DIRECT EYELINE BEFORE MAKING 

YOUR GIFT.



Small/Liberal Arts

HOW WOULD YOU SCORE THIS?

APPEALING?
EXCLUSIVE?

CLEAR?
CREDIBLE?



Small/Liberal Arts

20% OF HIGHER ED 
ORGANIZATIONS USED MORE THAN 

4 SENTENCES OF COPY ON THEIR 
DONATION PAGE.



Small/Liberal Arts

HOW WOULD YOU SCORE THIS?

APPEALING?
EXCLUSIVE?

CLEAR?
CREDIBLE?



Small/Liberal Arts

HOW WOULD YOU SCORE THIS?

APPEALING?
EXCLUSIVE?

CLEAR?
CREDIBLE?



HAVE AT LEAST SOME COPY ON YOUR 
DONATION PAGE TO SHARE WHY A GIFT 
IS NEEDED AND WHAT IT WILL DO.



Do they have a strong value proposition where they try to 
answer why you should give to them compared to another 
organization or not at all
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Do they have a strong value proposition where they try to 
answer why you should give to them compared to another 
organization or not at all

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Large University Small/Liberal Arts Community College

Yes Kind Of No

COMMUNITY COLLEGES WERE 4.5X AND 2.5X MORE 
LIKELY TO HAVE A STRONG VALUE PROPOSITION 

COMPARED TO LARGE UNIVERSITY’S AND 
SMALL/LIBERAL ARTS ORGANIZATIONS.



Community 
College

COMMUNITY COLLEGES USED 4 OR 
MORE SENTENCES ON THEIR 

DONATION PAGE 55% OF THE TIME 
COMPARED TO 9% FOR LARGE 

UNIVERSITY’S AND 13% FOR 
SMALL/LIBERAL ARTS 

ORGANIZATIONS.



BUT THEY ALREADY KNOW US 
AND WHY THEY SHOULD GIVE…





Control Stepped Form

31%
In Donations

REVIEW



Experiment
FROM THIS TO THIS

31.3%
In Donations



14%
In Donations

How will the presence of a value proposition banner in 
checkout affect conversion?
Experiment ID: #15988

CONTROL TREATMENT



HAVE AT LEAST SOME COPY ON YOUR DONATION 
PAGE AND THROUGHOUT THE GIVING 
EXPERIENCE TO SHARE WHY A GIFT IS NEEDED 
AND WHAT IT WILL DO EVEN IF THEY DO 
ALREADY KNOW YOU.



OPPORTUNITY #2

PROVIDE A BETTER, STRONGER, MORE CLEAR 
REASON TO GIVE.



OPPORTUNITY #3

FOCUS MORE ON RECURRING GIVING.



6 Year Value of 1,000 Donors

2017 Target Analytics donorCentrics Sustainer Summit
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THE SUBSCRIPTION E-COMMERCE 
MARKET HAS GROWN > 100% A YEAR 
FOR THE PAST 5 YEARS.

McKinsey & Company



THE SUBSCRIPTION E-COMMERCE 
MARKET HAS GROWN > 100% A YEAR 
FOR THE PAST 5 YEARS.

McKinsey & Company

PARTICULARLY FOR 25 – 44 YEAR OLDS.



10% OF HIGHER ED 
ORGANIZATIONS DID 
NOT ALLOW FOR A 
RECURRING GIFT.



10% OF HIGHER ED 
ORGANIZATIONS 
PROVIDED A REASON 
TO MAKE A RECURRING 
GIFT.



How Communicating The Impact Of A Recurring Gift Can Increase 
Conversion With New Visitors
EXPERIMENT ID: #18659

CONTROL TREATMENT

48.4%
In New Recurring Donors



PROVIDE A REASON FOR WHY 
SOMEONE SHOULD GIVE MONTHLY 
(especially for new visitors/donors)



3% OF HIGHER ED 
ORGANIZATIONS 
DEFAULTED TO A 
MONTHLY GIFT.



Sierra Club Testing
Defaulting to Recurring Gift

CONTROL – ONE-TIME TREATMENT - MONTHLY

$200K to 
$1M

In Recurring Revenue 
Over 2 Years

CAUTION



Sierra Club Testing
Defaulting to Recurring Gift

CONTROL – ONE-TIME TREATMENT - MONTHLY

$200K to 
$1M

In Recurring Revenue 
Over 2 Years

CAUTIONINCREASE:
ALL CHANNELS

CAMPAIGNS
PROSPECTS

NO INCREASE:
PAID SEARCH

ORGANIC SEARCH



TRY DEFAULTING TO A MONTHLY 
GIFT
(especially when you’re driving message & motivation)



How more donation options with a lower initial ask affects 
recurring donations
EXPERIMENT ID: #18815

3 OPTIONS, $15 LOWEST 5 OPTIONS, $10 LOWEST

125.5%
In Recurring Donors



How more donation options with a lower initial ask affects 
recurring donations
EXPERIMENT ID: #18815

3 OPTIONS, $15 LOWEST 5 OPTIONS, $10 LOWEST

125.5%
In Recurring Donors

NO DIFFERENCE IN AVERAGE GIFT.



How the minimum gift amount asked on a recurring pop-up impacts 
overall revenue
EXPERIMENT ID: #18640

CONTROL $15

TREATMENT $19 43.3%
In Revenue per Visitor



TRY STARTING WITH A SMALLER 
FIRST DONATION AMOUNT IN THE 
ARRAY.



OPPORTUNITY #3

FOCUS MORE ON RECURRING GIVING.



OPPORTUNITY #4

USE THE THANK YOU/CONFIRMATION PAGE 
MORE STRATEGICALLY.



HALF OF HIGHER ED 
ORGANIZATIONS DID 
NOT THANK THE 
DONOR WITH IMPACT 
FOCUSED MESSAGING.



MAKE SURE YOU HAVE A GOOD, 
CLEAR, TANGIBLE THANK YOU ON 
THE CONFIRMATION PAGE.
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If there is a next step or action 
for you to take, what is it?
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If there is a next step or action 
for you to take, what is it?

ALMOST HALF OF HIGHER ED ORGANIZATIONS 
HAD NO NEXT STEP FOR DONORS TO TAKE ON 

THEIR THANK YOU PAGE.



ADDITIONAL 
ONE-TIME 

ASK

How Testing The Call-to-action On Thank You Page Affects Conversion
Experiment ID: #262

CONTROL TREATMENT

42.4%
In Revenue

73.6%
In Average Gift

28.9%
Conversion Rate

RECURRING 
‘UPGRADE’ 

ASK5.4%
Conversion Rate

493%
In Conversion Rate



Give Again?
OR THIS OR THIS



HAVE AT LEAST ONE CLEAR ACTION 
FOR THE DONOR TO TAKE.
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If there is a next step or action 
for you to take, what is it?

LESS THAN 1 IN 10 HAD THE OPTION TO MAKE 
ANOTHER GIFT.



CONSIDER A RECURRING GIFT UPSELL 
OR ADDITIONAL ONE-TIME GIFT CALL 
TO ACTION.
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If there is a next step or action 
for you to take, what is it?

ONLY 2% HAD AN OPTION  TO DESIGNATE OR 
PROVIDE MORE GIFT INFORMATION 

AFTERWARDS.



TRY USING A POST DONATION 
DESIGNATION TO REDUCE DECISION 
FRICTION DURING THE GIVING 
PROCESS.



OPPORTUNITY #4

USE THE THANK YOU/CONFIRMATION PAGE 
MORE STRATEGICALLY.



RECAP.



4 Opportunities for Higher Ed Organizations to 
Improve the Online Giving Experience

1. Remove unnecessary and unhelpful friction.

2. Provide a better, stronger, more clear reason to give.

3. Focus more on recurring giving.

4. Use the thank you/confirmation page more strategically.



WHO IS DOING IT WELL?



Some Higher Scoring Organizations*

* even the best organizations can improve and higher ed, in general, rates poorly compared to its nonprofit peers

Large University

• Southern Methodist 
University

• University of Wisconsin 
Foundation

• Ohio State University

• University of Chicago

• Texas Christian University

Small/Liberal Arts

• Hillsdale College

• Dallas Theological 
Seminary

• Concordia University

• Hamilton College

• St. Olaf College

Community College

• Victor Valley College

• Santa Barbara City College

• Saint Paul College

• Brazosport College

• Maryland Community 
College



WHAT OTHER INTERESTING
THINGS DID WE FIND?



GET THE ONLINE GIVING 
EXPERIENCE STATS
HIGHEREDONLINEFUNDRAISING.COM



GET THE ONLINE GIVING 
EXPERIENCE STATS
HIGHEREDONLINEFUNDRAISING.COM



WHAT ABOUT EMAIL?



KEY FINDING #6

HIGHER ED ORGANIZATIONS SEND VERY 
FEW EMAILS IN THE FIRST 45 DAYS 
AFTER A DONATION COMPARED TO 
OTHER NONPROFITS



Email Volume by Organization
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Email Volume by Organization
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Higher Ed Average: 2.4

Other Nonprofit Average: 6.3



Email Volume by Organization
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76% OF HIGHER ED SENT LESS THAN 3 EMAILS 
OVER 45 DAYS.



Email Volume by Organization
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SEND MORE EMAIL.



WHAT ABOUT COVID-
19?



WE WERE TRACKING 
THE IMPACT OF 
CORONAVIRUS ON 
NONPROFITS AND 
THEIR FUNDRAISING.
NEXTAFTER.COM/NONPROFIT-CORONAVIRUS-RESPONSE/



In the time period of the study (end of Feb, 
March, part of April) every vertical 
increased the volume of emails sent.



GET THE EMAIL 
COMMUNICATION 
EXPERIENCE AND A 
DEEPER LOOK AT 
SOLICITATION EMAILS
HIGHEREDONLINEFUNDRAISING.COM

CAUTIO
N

SMALL SAMPLE



GO DEEPER.



The Higher Ed Online 
Fundraising Scorecard
Get answers & insights from 109 Higher Ed organizations 
to questions like:

• How are higher ed organizations communicating why someone 

should give on their donation page?

• How many steps does it take just to make a donation?

• How are higher ed organizations focusing on recurring giving?

• How are they using email to ask for donations?

• And much more.

higheredonlinefundraising.com/

FREE



JOIN 4,000+ OTHER 
FUNDRAISERS AND TAKE AN 
ONLINE FUNDRAISING 
CERTIFICATION COURSE.
COURSES.NEXTAFTER.COM

USE THE CODE “HIGHERED” TO GET 50% OFF 
ANY COURSE.



ACCESS ALL THE ONLINE 
FUNDRAISING CERTIFICATION 
COURSES AND GET SPECIAL 
ACCESS & PERKS .
NEXTAFTER.COM/MEMBERSHIP

USE THE CODE “HIGHERED” TO GET 50% OFF 
YOUR MEMBERSHIP.



GET YOUR 
FREE TICKET!

niosummit.com 



Questions?
Ask them here.
brady@nextafter.com
linktedin.com/in/bradyjosephson

Soo
n…



BUT FIRST… A WORD 
FROM OUR SPONSOR.



iDonate
The Best-In-Class Digital Fundraising Solution for All Nonprofits.
From quick web giving to powerful peer-to-peer campaigns and everything 

in between, the best way to reach today’s donor is here.

• Giving Experiences - With iDonate’s Digital Giving Suite, you can meet 

your supporters where they are in today’s digital world and give them the 

chance to be generous in the ways they desire.

• Giving Management - iDonate’s Giving Management is your online giving 

operating system enabling your digital marketing team to successfully 

execute your digital fundraising strategies.

• Success Coaching - With iDonate’s Success Coaching, your fundraising 

teams have access to our fundraising coaches and digital fundraising best 

practices to help you discover new ways to grow your online giving.

idonate.com



Questions?
Ask them here.
brady@nextafter.com
linkedin.com/in/bradyjosephson


