


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.



ON A MISSION TO DECODE WHAT WORKS IN 
FUNDRAISING AND MAKE IT ACCESSIBLE TO AS 

MANY ORGANIZATIONS AS POSSIBLE.
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Today You Will Learn…
The Fundamental, Not-So-Secret, Super Easy to 

Follow, But Surprisingly Hard to Implement
Rule Of Effective Email Fundraising…

Demonstrated by 5 Not-So-Great Examples from our 
Aggregate Donor Inbox



Let’s start with an EXERCISE.



How would you improve 
this email campaign?







Where would you start?

Why?



Original



Treatment Email



Original Treatment

272%
DONATIONS



ü No added incentives
ü Same donation offer

ü Same Sender
ü Same core message

272%
DONATIONS



Why did it win?



Email Marketing demands
TRUST



About this Test (7403)
Background

This nonprofit was running a campaign for North Texas Giving Day, a huge 
fundraising opportunity each year for North Texas nonprofits. As they planned for 
this campaign, they wanted to understand the effect of allowing people to opt-out of 
a specific campaign.

Objective

Determine which email campaign will result in the least amount of unsubscribes.



Version A Version B



Version A Version B

33%
UNSUBSCRIBES



What Can Happen If We Ignore
TRUST?
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A PERIOD OF 
SILENCE.

A PERIOD OF HIGH 
ASKING. A PROLONGED 

PERIOD OF 
DISENGAGEMENT .
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78% weighted 
inboxing

48% weighted 
inboxing



Email Marketing demands
TRUST

and
ENGAGEMENT



Email Marketing demands
TRUST

and
ENGAGEMENT
But how?



Side-by-Side
Version A Version B

80.3%
CLICKS

112.5%
DONATIONS



Experiment #4171
TREATMENT

145.5%
DONATIONS

CONTROL



Which gets the most opens? (#8010)
VERSION A VERSION B



Which gets the most opens? (#8010)

28%
In Email Opens

B
A



What’s the commonality?



Side-by-Side
Version A Version B

100%
More Like a Human



Experiment #4171
TREATMENT

100%
More Like a Human

CONTROL



Which gets the most opens? (#8010)

100%
More Like a HumanB

A



People Give to People.

The Fundamental, Not-So-Secret, Super Easy to 
Follow, But Surprisingly Hard to Implement

Rule Of Effective Email Fundraising Is…



People Give to People.
Not Marketing Machines.



People Give to People.

The Fundamental, Not-So-Secret, Super Easy to 
Follow, But Surprisingly Hard to Implement

Rule Of Effective Email Fundraising Is…



Default preview text Customized preview text

9%
In Opens



The Missing [First Name] The Apology



Reminder of an event on 
the wrong day



Let’s look at 5 examples.



The “Button” Button

2/22/2021 Gmail - Fwd: Giving Tuesday

https://mail.google.com/mail/u/2?ik=98bddadd5c&view=pt&search=all&permthid=thread-f%3A1651939608180322499&simpl=msg-f%3A1651939608180322499 1/2

Billy Sanderson <nashitbox@gmail.com>

Fwd: Giving Tuesday 
1 message

Jeff Giddens <jeff@nextafter.com> Tue, Dec 3, 2019 at 4:32 PM
To: nashitbox@gmail.com, Tim Kachuriak <tim@nextafter.com>, Kevin Peters <kevin@nextafter.com>, Greg Colunga <greg@nextafter.com>, Courtney Gaines
<courtney@nextafter.com>

The button says "button"

thanks, 

Jeff Giddens 
NextAfter
214.799.8450

---------- Forwarded message --------- 
From: Lady Veterans Connect <mail@networkforgood.com> 
Date: Tue, Dec 3, 2019 at 4:26 PM 
Subject: Giving Tuesday 
To: <jeff@nextafter.com> 

 

 

Today, is the day, when we consider giving back by donating to organizations that
are dear to our hearts. Please consider Lady Veterans Connect as your organization
to help us to reduce the growing number of women veterans who are becoming
homeless (1 in 25) and creating the awareness that women veterans have a higher
rate of committing suicide than their male counterparts (which has been kept out of
the media). 
 

Lady Veterans Connect is working hard to change this data by providing a home
where healing can happen and programs and resources are made available to all
women veterans, especially our marginally housed or homeless women veterans.
 

We need your help to make this happen.

Button

Lady Veterans Connect
P. O. Box 34033
Lexington, Kentucky 40588
 
Phone: 859.806.4297
 
Website: www.lv-connect.org

ladyveteransconnect-JPG_(3)_(1).jpg
564K

1
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Control Treatment #1

35%
In Opens2



2



Save a Child Give

31%
In Revenue per 

Visitor2



2
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The “We” Appeal

3



The “We” Appeal

• Sent from an “info@” address. 
Not from a person.3
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• Design, wrapper, branding 
colors, etc.
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The “We” Appeal

• Sent from an “info@” address. 
Not from a person.

• Design, wrapper, branding 
colors, etc.

• Big donate button, out of the 
eyepath, before the reasons to 
give.

3



The “We” Appeal

• Sent from an “info@” address. 
Not from a person.

• Design, wrapper, branding 
colors, etc.

• Big donate button, out of the 
eyepath, before the reasons to 
give.

• The “We” problem

3



Organization Centric Language Donor Centric Language

281%
In Donations*

* Based a 92% statistical level of confidence

3



Logo

4



Link to homepage, not 
donation page

4



People Give to 
Authentic Humans

5



People Give to 
Authentic Humans

5



People Give to 
Authentic Humans

5



Free: [Limited Time] Nonprofit 
Copywriting “Faster Class”

A free copywriting training 
class for you

42%
In Registrations

5
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Button No Button

18%
In Clicks6
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Standard Gift Array (low to high) Reverse Gift Array (high to low)

16%
In Donor Conversion6
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The “Invitation to 
Hogwarts” Appeal

7



THIS THURSDAY

Get Certified in
Email Fundraising 
Optimization

nextafter.com/workshop



THIS THURSDAY

Optimization

nextafter.com/workshop

• Proven and tested principles

• Live instructors

• Virtual classmates

• Breakout discussions

• Q&A time

• Live Optimization

Non-
Members

Basic 
Member

Standard 
Member

$99 $49.50 No Charge



Question Time!


