


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.



Today’s Speakers

Nathan Hill
Marketing Director, NextAfter

Guy-Manuel de Homem-Christo
Robot, Daft Punk





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

MANY ORGANIZATIONS AS POSSIBLE.



RESEARCH



RESEARCH RESOURCES



RESEARCH RESOURCES

TRAINING



Which version will get the 
best results?



A/B Test #1



Version A





Version B





Version A Version B



A/B Test #2



Version A





Version B





Version A Version B



A/B Test #3



See More

Version A



Version A Version B



How did you decide?
Put it in the chat.



INTUITION

Subjective

Constantly 

changing based 

on experience

Why is yours 

better than 

someone else’s?

“BEST 
PRACTICES”

What if it 

conflicts with 

other “best 

practices”?

Not specific to 

your donors and 

your organization

FAMILIARITY 
BIAS

Less inclined to 

consider new 

ideas

How do you 

know what others 

are doing is good?



How should you decide?



Aggregate Benchmarks



Aggregate Benchmarks
Pros
• Research & data that can expose you to 

new ideas and tactics

• Insights into where you might be 
underperforming

Cons
• Aggregate data that’s not specific to your 

context

• Comparing to the median could keep you 
at the status quo



Interviews / Surveys
Pros
• First-hand accounts provide context that 

analytics can’t show you

• Direct feedback to help you put yourself 
in the shoes of your donor

Cons
• What people say and what people do are 

often two different things

• Tendency to react to loud or strong voices

• Tend to hear from really great or really 
bad experiences – not in between.



A/B Testing
Pros
• Statistical proof of what actually works

• Results are contextual to your donors and 
audiences

• Removes bias and cuts through 
subjectivity

Cons
• What cons?



A/B Testing
Pros
• Statistical proof of what actually works

• Results are contextual to your donors and 
audiences

• Removes bias and cuts through 
subjectivity

Cons
• Requires more expertise to do well.

• Hard to test complex goals and outcomes.

• Takes time and volume



Version A Version B



Best Practices

• Donate button above the 
fold in email

• Imagery and branding 
throughout

• HTML Donate buttons in 
email

• Design styling throughout 
donation page

• Social icons included in 
footer

• Other ways to give in footer 

“BEST PRACTICES”



Version A Version B

272%
In Donor Conversion



Version A Version B



Best Practices

• Branding & Logos

• Top nav donate button

• Hero image to emphasize value prop

• Progress bar to increase urgency

• HTML donate button

• Picture of sender

• Social icons below

“BEST PRACTICES”



Version A Version B

29%
In Donations





Uhhhhh…
“That’s waaaay too long for a 

Facebook Ad.” 
- Everyone who has ever seen this 

experiment

INTUITION FAMILIARITY BIAS



22%
In Email Acquisition



22%
In Email Acquisition

316%
In Email Acquisition



Testing and 
Optimization

1. Mitigates Risk
Reduces the potential downside of failure

2. Builds Credibility
Demonstrates the power of perpetual performance improvement

3. Leads to Innovation
Uncovers new ideas and proves the unproven

4. Transforms Cultures
Decentralizes ideation and focuses on data, not opinions



How do I start testing?



What is a test, 
really?



5 Common Phrases
of fundraisers that almost certainly did not run a real a/b test

1. We tried that last year, but 
we didn’t really see any 
results.

2. We did that in our year-end 
campaign, and we more than 
doubled our goal!

3. We added that to our emails, 
and our open rates have never 
been better!

4. “Our board suggested we 
___________”

5. We tried it, but our donors 
didn’t like it.



PROPER TESTS LOOK TO… 
ISOLATE VARIABLES, 
DOCUMENT THE INPUT, AND 
PREDICT AND MEASURE THE RESULT, 
IN THE SAME TIMEFRAME.
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PROPER TESTS LOOK TO… 
ISOLATE VARIABLES, 
DOCUMENT THE INPUT, AND 
PREDICT AND MEASURE THE RESULT, 
IN THE SAME TIMEFRAME.



This Is an A/B or Split Test



Ok, but how
do I run one?



1. Identify the goal.

2. Make sure you can 

measure.

3. Craft your hypothesis.

4. Calculate your sample 

size.

5. Design your treatment.

6. Set up your experiment.

7. Validate and document

your findings.

8. Share it!



When it comes to online 
fundraising, there are really 
only 3 key metrics.

1. Identify your goal.



“How can we get more people 
to our website?”

CLICKS.

1. Identify your goal.



“How can we get more people 
to donate?”

COMPLETIONS.

1. Identify your goal.



“How can we inspire people to 
be more generous?”

CASH.

1. Identify your goal.



Each one of these metrics influences 
the most important metric: revenue.

Conversion
Rate

1. Identify your goal.



2. Make sure you can measure.

Essentials for Measuring Traffic

• Google Analytics
• UTM Parameters

utmmaker.com

http://utmmaker.com/


2. Make sure you can measure.

Essentials for Measuring 
Conversions

• Google Analytics
• UTM Parameters
• Google Analytics Goals



2. Make sure you can measure.

Essentials for Measuring Avg. 
Gift & Revenue

• Google Analytics
• UTM Parameters
• Google eCommerce Tracking



3. Craft your hypothesis.

A good hypothesis should:

• Define why you think a 
problem is occurring.
• Be testable (and measurable).
• Provide insight about your 

donors.



3. Craft your hypothesis.

Because we saw data/impact, we expect that 
change will cause impact. We will measure 

this using metric.
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3. Craft your hypothesis.

Because we saw data/impact, we expect that 
change will cause impact. We will measure 

this using metric.



3. Craft your hypothesis.

Because we saw research on the power of 
communal language, we expect that using 

more communal language in a sticky bar will 
cause more clicks. We will measure this using 

sticky bar clicks.



Control

Treatment #1

29%
In Clicks



4. Calculate your sample size.

REQUIRED SAMPLE SIZE

The total number of people you need to see your 
experiment in order to make a statistically valid 

inference from your results.



4. Calculate your sample size.

How many people saw it?



4. Calculate your sample size.

How many people converted?



4. Calculate your sample size.

Percentage of samples that converted.



4. Calculate your sample size.

Percent difference in conversion rate 
between control and treatment.



4. Calculate your sample size.

What is the likelihood seeing 
this result again?



4. Calculate your sample size.

Samples have increased.



4. Calculate your sample size.

Conversion rate stayed the same.



4. Calculate your sample size.

Now we have a valid result.



4. Calculate your sample size.

Make sure you can get enough samples to get a 
valid result before you run your a/b test.

optimizely.com/sample-size-calculator/

https://www.optimizely.com/sample-size-calculator/


4. Calculate your sample size.

Make sure you can get enough samples to get a 
valid result before you run your a/b test.

optimizely.com/sample-size-calculator/

If you normally get 
a 20% open rate…

https://www.optimizely.com/sample-size-calculator/


4. Calculate your sample size.

Make sure you can get enough samples to get a 
valid result before your run you’re a/b test.

optimizely.com/sample-size-calculator/

…and you want to 
validate a 20% 

increase in opens…

(a 24% open rate)

https://www.optimizely.com/sample-size-calculator/


4. Calculate your sample size.

Make sure you can get enough samples to get a 
valid result before your run you’re a/b test.

optimizely.com/sample-size-calculator/

…and know you only 
have a 1 in 20 chance 

of being wrong…

https://www.optimizely.com/sample-size-calculator/


4. Calculate your sample size.

Make sure you can get enough samples to get a 
valid result before your run you’re a/b test.

optimizely.com/sample-size-calculator/

…you need 1,100 
people to see each 

email version.

https://www.optimizely.com/sample-size-calculator/


5. Design your treatment.

Key Principle
Anyone should be able to look 
at your treatment and know 

what you’re testing.



What is being tested?
Original Treatment

134%
In Clicks



Original Treatment

What is being tested?





Original Treatment

31%
In Clicks

What is being tested?



Original Treatment

What is being tested?

Hypothesis: Will featuring more links in a 
digest email affect clickthrough rate?



6. Set up your experiment.

EMAIL MARKETING LANDING PAGES DONATION PAGES

[INSERT YOUR EMAIL 
PLATFORM HERE]

OTHER



7. Validate and document.

Has it run for at least a week?

Has it run for no more than 8 weeks?

Did anything change during the testing time frame?

Did your treatments have an even sample size? (50/50)



1. Integrate your testing tools.

2. Monitor your performance.

3. Validate your experiments.

4. Document your results.



8. Share it!

If a tree falls in a forest 
and no one hears it, does 

it even make a sound?

If an 
google optimize
one 



8. Share it!

If an a/b test validates in 
google optimize and no 
one learns from it, does 

it even matter?

If a tree falls in a forest 
and no one hears it, does 



1. Integrate your testing tools.

2. Monitor your performance.

3. Validate your experiments.

4. Document your results.

5. Get a shareable link to pass 

on your learnings.

6. Auto-generate a PPT to 

share in your next team 

meeting.



Get All 8 Steps in the Free

A/B Testing Guide
nextafter.com/testguide



What should I test first?



Increase traffic to your donation page

We expect that making your “Donate” button 
stand out from the main navigation will lead to 
more visitors to the donation page.



Experiment #1698
ORIGINAL

CHALLENGER

190%
In Donations



Increase conversions on your 
donation page

We expect that using more value-focused copy on 
the donation page will lead to more donations.



Just a Headline Value Prop Copy

150%
In Donor Conversion



Increase donations from your email 
fundraising appeals

We expect that sending an email that looks and 
sounds more human will lead to more donations.



Control - Designed Treatment - Plain

29%
In Donations



Questions?



April 22nd

Get Certified in

A/B Testing
for Nonprofits

nextafter.com/workshop



April 22nd

for Nonprofits

nextafter.com/workshop

• Proven and tested principles

• Live instructors

• Virtual classmates

• Breakout discussions

• Q&A time

• Activities to help you launch your own experiment

Non-
Members

Basic 
Member

Standard 
Member

$99 $49.50 No Charge



2 Days.
16+ Speakers.
600+ Fundraisers 
& Marketers



Learn More and 
Get Your Tickets

NIOSummit.com

Standard Price: $1295
Super Early Bird: 50% Off



Learn More and 
Get Your Tickets

NIOSummit.com

Standard Price: $1295
Super Early Bird: 50% Off

Only 10 Days Left!



Question Time!


