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Why is the last week of the year so 
important?

If you only looked at how nonprofits spend most of their efforts during year-end 
fundraising season, you might think that Giving Tuesday is the most  
important giving day of the year.

However, the data tells a different story. 

• Giving Tuesday brings in 4.3% of online year-end revenue.

• December 31st brings in 15.5% of online year-end revenue.

• The last week of the year as a whole brings in 37% of online  
 year-end revenue.
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What you’ll get from this eBook
I’m not sure if you’ve even started your year-end fundraising campaign. Maybe you went all-in 
on Giving Tuesday and are trying to figure out where to go from here. Or maybe you already 
have the whole month of December planned and are looking for a few new ideas to maximize 
your results.

No matter your starting place, the rest of this guide will be of great value to you to equip you 
with strategies and tips to maximize donations during the biggest giving week of the year.

Here’s what’s in store:

 Part 1:  Maximizing Donations from Your Web Traffic...............................pg. 3

 Part 2:  Crafting Your Emails During the Last 3 Days.................................pg. 9

 Part 3: Optimizing Your Donation Page to Increase Revenue..............pg. 13
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Part 1:

Maximizing Donations from  
Your Web Traffic
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1. Make Your Donation Page Easy to Find

There will never be another time of year where the people visiting your website are more 
motivated to give. And it’s our job as fundraisers to make it as easy as possible for donors to 
find where to give.

In one experiment, an organization’s homepage had a “Donate” link in the top navigation. But 
they wondered if formatting the link as a button and calling it out in a different color would 
lead to more donation page traffic.

The result?

Making it incredibly easy to see the donate button didn’t just lead to more traffic: it led to a 
74% increase in donations and a 133% increase in average gift size. 
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2. Use a Banner or Ad on Your Homepage

Another way to make it easy for your web traffic to see your donation page, the deadline, and 
any of your specific incentives to give is to use a banner on your homepage.

While this is a helpful tool all year-end season, it’s particularly effective during the last week of 
the year.

One organization used a homepage banner during the month of December and observed how 
donations were affected over time.

From Dec. 6 – Dec. 13, they saw a 1.1% conversion rate on their banner.

From Dec. 21 – Dec. 27, they saw a 4.6% conversion rate.

So make sure you utilize banner ad placements like this as you get closer to the last week of 
the year. It serves as an extra help to your website visitors to guide them towards a donation.

4.6%  
Conversion
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3. Utilize Pop-Ups to Catch Your  
 Visitors’ Attention

Pop-up ads are one of the most frustrating things on the internet. Particularly if they have an 
auto-play video and try to guilt you into filling 
out a form.

However, when used well, pop-ups can be a 
very powerful tool to remind donors of the 
need and the deadline to give.

And they can be particularly effective to 
showcase a specific incentive to give–like a 
matching challenge.

In one experiment, an organization used a  
pop-up to make sure donors knew of the 
deadline to give. But they wondered if using 
the pop-up to emphasize a matching challenge 
would be more effective.

The result?

Emphasizing the matching challenge in the pop-up led to a 56% increase in traffic to the 
donation page.
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4. Add Donation Asks Within Your Articles  
 and Blog Posts

Not all your website visitors in December are coming with the intention to give.

Many visitors during December (and even the last week of the year) may be coming to read an 
article, blog, or story on your site.

One way to use this type of article content to lead towards a donation is using an in-line 
donation ask called a “Dear Reader.”

One organization that has a significant amount of traffic reading articles decided to test an  
in-article dear reader donation ask. The original article had no direct donation call-to-action.

The treatment added a called-out block of text at the end of the article explaining why  
a donation was important. It included a call-to-action button asking readers to support  
the organization.

The result?

The dear reader ad led to a 568% increase in article visitors giving a donation. 
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5. Add a Donation Form Right on  
 Your Homepage

If you’re looking to really go all-in on the last week of the year, you might test using a  
homepage takeover.

In this experiment, the organization had already tested into using various donation banners 
and call-to-actions on their homepage. And they wondered if converting the homepage into a 
donation page for the last few days of the year could improve donations.

For their treatment, they took over their homepage with a donation form including:

This homepage takeover led to a 24% increase in donations from visitors coming to their homepage.

- Copy explaining why someone should give

- A progress bar outlining their goal

- A donation form embedded right on the page



Part 2:

Crafting Your Emails  
During the Last 3 Days
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During the last 3 days of the year, email is one of the biggest drivers 
you can use to get your donors attention, invoke a sense of urgency, 
and lead them towards a year-end donation.

And there are 3 emails that you’ll want to send during the last 3 days 
of the year.
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1. The December 30th Email

On December 30th, you’ll want to send an email to your donors and subscribers emphasizing 
the year-end deadline.

Ideally, you’ve been explaining why someone should give to you all season long. If so, this 
email can be fairly short and to the point. You’ll want to remind donors of key reasons to give, 
emphasize the deadline, and announce any new incentives you may have.

However, if you haven’t emailed your donors in December yet, you might want to spend a little 
more time answering the question, “Why should I give to you this year-end season, rather 
than some other organization, or not at all?”

Here’s quick checklist of what to include in 
 your December 30th email:

 □  Call your donor by name.

 □  Acknowledge the deadline and the  
  urgency to give. 

 □  Announce any new incentives to  
  give now.

 □  Ask for an immediate donation.
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2. The Morning of December 31st

On December 31st, the last day of the year, you’ll want to send two emails: one in the morning 
and one in the evening. 

The morning email doesn’t have to be long. Again, you should be explaining why someone 
should give to you in your communication all season long.

This email does not need to rehash every reason why someone should give. It should serve as 
a reminder of the deadline to give and focus on creating urgency to achieve the goal.

Here’s your checklist for the morning of December 31st email:

□ Call your donor by name.

□ Acknowledge the deadline and the urgency to give. 

□ Tell them that you haven’t received their donation yet.

□ Announce any new incentives to give before the deadline.

□ Add a countdown clock.

□ Ask for an immediate donation.
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3. The Evening of December 31st

Finally, on the evening of December 31st, you’ll want to send one final email to prompt donors 
to give. With inboxes often being flooded at the end of the year, it’s likely that many of your 
donors didn’t see your first two emails.

The purpose of this email is to send a personal note to check-in and make sure your donors 
saw the opportunity to give before the deadline.

This email does not need to be overly complicated. We recommend writing a short, personal 
note and simply copy/paste your earlier email below. It should look like an email forward.

Here’s your checklist for the evening of December 31st email:

□ Resend your email from the morning.

□ Add a short and personal note at the top restating the deadline.

□ Ask for an immediate donation.



Part 3:

Optimizing Your Donation Page to 
Increase Revenue
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1. Headline

Orient your headline around the year-end season, rather than using something more general. 
In one experiment, clearly saying “Make your year-end gift” instead of “You can help secure a 
better future” led to a 10.9% increase in donations.
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2. Body Copy

The words you use on your donation page are often the single biggest factor influencing 
someone’s likelihood of completing a donation. And on your year-end donation page, you’ll 
want to make sure your copy accomplishes two things.

1. Make sure your copy is contextual and continuous.

You likely have traffic coming to your donation page from a variety of sources: emails, ads, 
social media, your homepage, etc. You’ll need to make sure your donation page copy makes 
sense to visitors coming from each of these different sources.

If you mention a key reason to give in an email, but it’s not represented on the donation page, 
your donor may experience whiplash and not end up giving.

Ensure that your donation page is written to align with the motivations and reasons to give of 
all your various page visitors.

2. Emphasize the  
year-end campaign  
and specific goals.

Your donation page shouldn’t be a 
carbon-copy of your normal, year-
round donation page. You’ll want 
to adjust your copy to emphasize 
specific year-end goals, the year-end 
deadline, and any specific incentives 
you may have (matching challenge, 
unique goals, etc.).

In one experiment, the organization 
tested using more year-end focused 
language instead of their year-round 
donation page copy. The year-end 
focused language led to a 12% 
increase in donations.
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3. Countdown Clocks

Add a countdown clock to your donation page to emphasize the rapidly approaching deadline. 
In one experiment, adding a countdown clock led to a 61.8% increase in donations.

But be careful. Adding a countdown clock too early in your campaign could give donors an 
excuse to put their gift off until later.
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4. Progress Bars

Add a progress bar to your donation page to clearly show donors how they can contribute 
to your year-end goal. In one experiment, adding a progress bar led to a 20.5% increase  
in revenue.

A word of caution: Don’t use a countdown clock and progress bar in the same place on your 
page. This can actually create more confusion and has led to a 28% decrease in donations.
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5. Incentives

Incentives are not a reason to give. But they can be a reason to give now or to give 
more. Consider using a matching challenge to further incentivize donors to give now.

In one experiment, simply highlighting a matching challenge using a sticky bar led to a 
44% increase in donations.
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Other Year-End Resources
Cut Through the Clutter with Your Year-End Fundraising

This free eBook will give you 5 year-end fundraising insights from an 
in-depth analysis of 2400+ emails sent by real organizations during 
year-end 2019. And then, you’ll find 10 proven strategies that you 
can implement in your campaign to bring in more donations.

You can download your free copy of Cut Through the Clutter here: 
https://www.nextafter.com/cut-through-the-clutter/ 

The Year-End Fundraising Accelerator

In the free 3-session Year-End Fundraising Accelerator training, you’ll find ideas to:
• Help potential donors understand the importance of your   
 organization and cause
• Prime and prepare your donors for a forthcoming year-end   
 donation appeal
• Make your year-end donation appeal in a way that leads to   
 maximum results
You’ll find new ideas to write more compelling copy, weave in 
credibility-boosting testimonials, and optimize your calls-to-
action to see even greater donor response.

You can get started on the free year-end fundraising class here: 
https://www.nextafter.com/year-end-fundraising-accelerator/ 

Year-End Fundraising Certification Course

During this 4-session certification course, you’ll learn all of the 
essential ingredients needed for a successful campaign, as well  
as ideas on how to optimize each part based on data, research,  
and learnings from thousands of online fundraising experiments. 

Get access to the certification course here:

 https://courses.nextafter.com/courses/year-end-fundraising-for-online-fundraisers 

nextafter.com/yearend



About NextAfter
NextAfter is Three Things…

An Institute for Online Fundraising

Equipping nonprofit fundraisers and digital marketers with data-driven
and evidence-based research, resources, and training.

These three things are unified in our mission to decode what works in 
fundraising and make it as accessible to as many nonprofits as possible. 
It is our belief that if we can truly deliver on our mission we can, together, 
unleash the most generous generation in the history of the world.

Learn more about the research lab at nextafter.com/research, our 
consulting at nextafter.com, and the institute at nextafter.com/institute.

nextafter.com

A Digital Fundraising Consultancy

Working side-by-side with nonprofit organizations to help them develop 
and execute research-backed digital fundraising strategies designed to 
generate sustainable online revenue growth.

A Fundraising Research Lab

Conducting marketplace research, A/B testing, and digital 
experimentation to discover what works to attract, acquire, and retain 
more donors and raise more money online.
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