


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.
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FUNDRAISING AND MAKE IT ACCESSIBLE TO AS 

MANY ORGANIZATIONS AS POSSIBLE.
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GIVE US FEEDBACK!



globalonlinefundraising.com

630 ORGANIZATIONS
585 ONLINE DONATIONS

535 EMAIL SIGNUPS
5,976 EMAILS
9 COUNTRIES



Thanks!

In-Country Research Partners



TODAY.



GOAL:
Help you get ideas and insights to optimize and improve 
your fundraising from your own country, from other 
countries, and from the experiment library.



• Organizations in the 
United States 
accepted donations 
online via bank on 
their main donation 
page 27% of the time.

Was there an EFT/ABM/ACH/Bank Account 
option?
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• There were huge 
discrepancies from the 
global average for 
accepting bank account 
payments with countries 
like France, Canada, and 
Australia under 10% but 
the United Kingdom and 
Germany at 97%.

• The Netherlands appears 
lower than the global 
average but Ideal, which 
89% of organizations 
accepted, functions in a 
similar way to giving via 
bank account. 
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Experiment ID: #5981
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How Additional Payment Options Impacted Long-term Revenue
Experiment ID: #5981

CONTROL

55.2%
In Lifetime Value

NO SIGNIFICANT DIFFERENCE IN CONVERSION 
RATE BETWEEN THE TWO FORMS.DO YOU? SHOULD YOU?



LET’S GO!



8 OPPORTUNITIES 
TO OPTIMIZE ONLINE 

FUNDRAISING
Based On A Mystery Donor’s Look At The Online Giving 

Experience And Email Communications Of 630 
Organizations In 9 Countries



1. TEST YOUR FORMS, 
INTEGRATIONS, AND SYSTEMS.



WE COULD NOT SIGN UP FOR EMAIL 
SUCCESSFULLY 27% OF THE TIME AND COULD NOT 
COMPLETE DONATIONS 20% OF THE TIME.



• We experienced significant 
issues making donations 
and signing up for email in 
Brazil and Mexico with 
success rates less than half 
the global average

Donation Completion Status by Country

Email Signup Status by Country



• When Brazil and Mexico are 
removed the global 
average goes to 92% for 
online donation success 
and 83% for email sign up 
success

• That still means we could 
not complete a donation 
successfully to 1 in 10 
organizations or sign up for 
email from 2 in 10 
organizations 

Donation Completion Status by Country

Email Signup Status by Country



• France had the highest 
success rate for both email 
sign ups and online 
donations

Donation Completion Status by Country

Email Signup Status by Country



WHAT ABOUT FOR 
RECEIVING EMAILS?



27% OF ORGANIZATIONS DID NOT SEND THE EMAIL 
SUBSCRIBER AN EMAIL IN 90 DAYS AFTER EMAIL SIGN UP 
AND 17% DID NOT SEND THE ONLINE DONOR AN EMAIL 
WITHIN 90 DAYS OF THEIR DONATION.



1. TEST YOUR FORMS, 
INTEGRATIONS, AND SYSTEMS.



2. OFFER VALUE IN EXCHANGE FOR 
AN EMAIL AND COMMUNICATE IT.



3 OUT OF 4 ORGANIZATIONS DID NOT 
PROVIDE AN ‘AVERAGE’ OR ‘STRONG’ REASON 
TO SIGN UP AND HALF THE TIME IT WASN’T 
CLEAR WHAT YOU WERE SIGNING UP FOR.



Why Should I…



HOW WOULD YOU SCORE THESE 
EMAIL SIGN UP OPPORTUNITIES?



A & B C
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Why Should I…



• Overall, just 25% of 
organizations had an 
‘above average’ score for 
their email signup 
offer/messaging while 
just over half (53%) 
scored a 0.

• 6 out of 10 organizations 
in the United Kingdom 
(60%) scored average or 
above average 
compared to 1 out of 20 
organizations in 
Germany (5%).

How ‘strong’ is the email signup offer?



BUT WHY?



Why Do Only 1 out of 4 Organizations Have a 
“Strong” Email Signup Offer?

1. Everyone is offering a newsletter (86% of organizations at least)



How Offering Something With A Higher Perceived Value Impacts Name 
Acquisition

Version A

Version B
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Why Do Only 1 out of 4 Organizations Have a 
“Strong” Email Signup Offer?

1. Everyone is offering a newsletter (86% of organizations at least)

2. Less than half the time (45%) it wasn’t clear what you’re signing up for

3. Very few organizations are using copy/text to communicate why 
someone should sign up for email (62% used less than 1 sentence)



Why Should I… REVIEW



How Adding Clarity And Specificity Increased Newsletter Signups
EXPERIMENT ID: 9740

CONTROL TREATMENT



How Adding Clarity And Specificity Increased Newsletter Signups
EXPERIMENT ID: 9740

CONTROL TREATMENT

276%
In Emails Acquired



Clarity > Persuasion
British Heart Foundation Medecins sans Frontieres (UK)



2. OFFER VALUE IN EXCHANGE 
FOR AN EMAIL AND 
COMMUNICATE IT.



3. HAVE A DEDICATED CONFIRMATION 
PAGE THAT CONFIRMS, THANKS, AND 
PRESENTS A CLEAR NEXT STEP TO TAKE.



7 IN 10 ORGANIZATIONS HAD NO IMMEDIATE 
NEXT STEP FOR A NEW EMAIL SUBSCRIBER TO 
TAKE AND 1 IN 10 HAD NOTHING AT ALL.



• The United Kingdom 
has the highest 
percent of 
organizations that 
offered a next step 
(61%) while Australia 
had the lowest (31%)

• The most common 
actions were ‘social 
share’ and ‘read 
something’

What Was the Next Step/Action Presented 
After an Email Sign Up?



BUT WHY?



Why Do 7 in 10 Organizations Not Have A Next 
Action for Email Subscribers?

1. Less than half of organizations (45%) used a dedicated thank 
you/confirmation page



Same Page vs. Dedicated Page
SAME PAGE DEDICATED PAGE



1. Thanks for signing up

2. Details to confirm your sign up

3. Tips to avoid SPAM

4. Donate Now call to action

1

2

3

4



ASK FOR A DONATION 
AFTER AN EMAIL SIGNUP?



FOOT-IN-THE-DOOR TECHNIQUE
the idea that people are more likely to agree to a 
larger request after having agreed to do a smaller 
request



Offer Promotion
Email 

Acquisition 
Page

Instant 
Donation Page

A Model for List Building that Leads to Donors



Offer Donor Time 
Investment

Donor Conv. Rate as 
high as…

Petition 10 seconds 0.33%

eBook 10 minutes 3.11%

Online Course 8 weeks 5.97%

Perceived Value VS Conversion Rate



ASK WITH BUTTON ASK WITH FORM



ASK WITH BUTTON ASK WITH FORM



How Presenting A Donation Page Instantly After An Acquisition 
Offer Impacts Donor Conversion

CONTROL TREATMENT



How Presenting A Donation Page Instantly After An Acquisition 
Offer Impacts Donor Conversion

CONTROL TREATMENT

349%
In Donations



3. HAVE A DEDICATED CONFIRMATION 
PAGE THAT CONFIRMS, THANKS, AND 
PRESENTS A CLEAR NEXT STEP TO TAKE.



PUTTING IT ALL TOGETHER:
EMAIL SIGNUP CASE STUDY



You have to scroll to the bottom of 
the page to find out where to sign up.



You have to scroll to the bottom of 
the page to find out where to sign up.



Could this be a slider or pop-up that 
shows up as you scroll or after you’ve 
been on the homepage for a certain 
amount of time?



It’s not a very appealing offer and not 
exclusive at all.



Can you use/re-use high performing 
content in an eBook format?



It’s a 2 step form so on the 2nd step 
you have to complete the sign up.

1. They don’t expand on the offer at 
all even at this stage

2. You have the opportunity to 
choose topics that interest you

3. You have to put in your email 
again even though you already did 
that to get here

4. Title and Postal Code are required 
before you can sign up

1

2

3

4



It’s a 2 step form so on the 2nd step you have 
more time and attention.

1. Can you remove distracting links

2. Does the image help convey an emotion or 
add value?

3. Can you expand on what I’m signing up for, 
what I get, and/or how I’m living out my 
values?

4. Can you pass through the email so I don’t 
have to re-enter it? And remove it as I’ve 
already entered my email once.

5. Do you need to require this information? 
Do you even want to display it (feels like 
work)?



After you sign up, you go to a 
dedicated confirmation/thank-you 
page that:

1. Thanks you and confirms your 
sign up

2. Has a message on data privacy

3. Offers no additional next step or 
action

4. The sign up slider/pop-up is still 
present

1

2

4

3



After you sign up, you go to a 
dedicated confirmation/thank-you 
page:

1. Image add value?

2. Expand the thanks and what I can 
expect

3. Provide a clear next step/action to 
take and a reason to do so

4. The sign up slider/pop-up is still 
present… remove it



4. USE COPY TO PROVIDE A CLEAR 
REASON TO GIVE ON YOUR 
DONATION PAGE.



WHICH ARE YOU MOST 
LIKELY TO GIVE TO?



Which Are You More Likely To Give To?
Option BOption A

WHAT YOU ARE ABOUT TO 
DO COULD CHANGE A 
CHILD'S LIFE FOREVER

Your Donation Gives You 
Closeness!

With your donation you help 
families of seriously ill 
children. You will of course 
receive a donation receipt from 
us that documents your 
commitment to McDonald's 
Children's Aid. Give closeness!

Together Against The Corona Crisis

We haven’t faced a global crisis like this 
since the Second World War and it impacts 
us all. Keep your distance and stay indoors 
they say and yet we are more connected 
than ever. Heartwarming initiatives 
strengthen us in the belief that we can do 
anything together. 

This crisis is particularly hard on people who 
are already in need of emergency help and 
protection. How do you keep a distance of 
1.5 meters in a crowded refugee camp? And 
how can a hospital in Northern Syria provide 
medical care while there are air raids? 

You can help reduce the impact of the 
coronavirus worldwide. With your help, we 
can install soap and hand wash stations and 
scale up water supplies. 

Yes, I will give a one-time gift to provide life-

Option C



Which Are You More Likely To Give To?
Option B Option COption A

WHAT YOU ARE ABOUT TO 
DO COULD CHANGE A 
CHILD'S LIFE FOREVER

Your Donation Gives You 
Closeness!

With your donation you help 
families of seriously ill 
children. You will of course 
receive a donation receipt from 
us that documents your 
commitment to McDonald's 
Children's Aid. Give closeness!

coronavirus worldwide. With your help, 
we can install soap and hand wash 
stations and scale up water supplies. 

Yes, I will give a one-time gift to 
provide life-saving assistance with: 
• 35 euros provides 2 containers with 

20 liters of clean water each; 4.5 kg 
hand soap; 3.6 kg of detergent and 
hygiene products for women, for one 
household of 6 persons, for 3 
months. 

• 50 euros provides a hand wash 
station with soap, installed on key 
locations such as public toilets, 
schools, markets. 

• 75 euros provides 20 liters of clean 
water per person daily for 150 
people. 

Or donate an amount of your choice 
that you can spare. For just 6 euros you 
can give two families clean water every 
day! 

What does CARE do? 
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WEAK

SOMEWHAT 
STRONG

STRONG



6 OUT OF 10 ORGANIZATIONS DID NOT 
HAVE A “STRONG” REASON TO GIVE ON 
THEIR DONATION PAGE.



• Globally, 4 in 10 
organizations had a 
“Strong” value 
proposition.

• Less than a 1 in 4 
organizations in 
France and Germany 
were deemed to have 
a ‘strong’ value 
proposition compared 
to 7 in 10 Brazil and 6 in 
10 the UK.

Global Average for strong: 40%

Do they have a strong value proposition?



BUT WHY?



Why Do 6 in 10 Organizations Not Have A 
Strong Reason to Give on Their Donation Page?

1. 3 in 10 organizations used no copy at all on their donation page and 4 in 
10 organizations used more than 4 sentences



MORE COPY ON A 
DONATION PAGE?



Experiment #900
FROM THIS TO THIS

28%
In Donations



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

CONTROL TREATMENT

150%
In Donations



31%
In Donor Conversion

Will Additional Copy at the Very End of the Giving Process 
That Communicates Value Help Increase Giving?

CONTROL TREATMENT



IT’S NOT JUST ABOUT COPY, IT’S HOW 
YOU USE IT. AND NOT JUST ONCE BUT 
THROUGHOUT THE PROCESS.



Why Should I… REVIEW



Appealing?

Exclusive?

Clear?

Credible?

WHAT YOU ARE ABOUT TO 
DO COULD CHANGE A 
CHILD'S LIFE FOREVER

Your Donation Gives You 
Closeness!

With your donation you help 
families of seriously ill 
children. You will of course 
receive a donation receipt from 
us that documents your 
commitment to McDonald's 
Children's Aid. Give closeness!

Together Against The Corona Crisis

We haven’t faced a global crisis like this 
since the Second World War and it impacts 
us all. Keep your distance and stay indoors 
they say. and yet we are more connected 
than ever. Heartwarming initiatives 
strengthen us in the belief that we can do 
anything together. 

This crisis is particularly hard on people who 
are already in need of emergency help and 
protection. How do you keep a distance of 
1.5 meters in a crowded refugee camp? And 
how can a hospital in Northern Syria provide 
medical care while there are air raids? 

You can help reduce the impact of the 
coronavirus worldwide. With your help, we 
can install soap and hand wash stations and 
scale up water supplies. 

Yes, I will give a one-time gift to provide life-
saving assistance with: 
• 35 euros provides 2 containers with 20 

liters of clean water each; 4.5 kg hand 
soap; 3.6 kg of detergent and hygiene 
products for women, for one household 



UNICEF-UK World Society for the Protection of 
Animals (UK)



4. USE COPY TO PROVIDE A CLEAR 
REASON TO GIVE ON YOUR 
DONATION PAGE.



5. REMOVE UNCESSARY FORM FIELDS, 
DISTRACTING LINKS, AND STEPS 
FROM THE ONLINE GIVING PROCESS.



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



95% OF ORGANIZATIONS HAD SOME 
FORM OF FRICTION IN THE ONLINE 
DONATION PROCESS.



Why Did 95% of Organizations Have Some Element of Friction Proven to 
Reduce Donations in their Online Giving Experience?

1. Almost 7 in 10 organizations required non-essential information to 
complete a gift



• 37% of organizations 
globally required title/Mr. 
or Mrs. (most common in 
France and then 
Germany).

• 30% of organizations 
required a phone 
number (most common 
in France then Australia).

• And 8% required the 
donor’s birthday to 
complete a gift (most 
common in Brazil and 
then France).

What non-essential information was 
required to process a gift?



How Adding One Required Field Affects Donor Conversion
EXPERIMENT ID: #4928

FROM THIS TO THIS

42.6%
In Donors



Why Did 95% of Organizations Have Some Element of Friction Proven to 
Reduce Donations in their Online Giving Experience?

1. Almost 7 in 10 organizations required non-essential information to 
complete a gift

2. 6 in 10 organizations had distracting links on their donation pages and 3 
in 10 had competing calls to action on the page



Experiment
FROM THIS

TO THIS

195%
In Donations



• Over half of Australian 
organizations (53%) 
had other CTA’s 
(besides donate) on 
their donation page 
compared to just 16% 
of organizations in 
France and 21% in 
Germany.

Are there other calls-to-action (besides 
donate) present on the page?

Global Average 34%



DISTRACTIONS NO DISTRACTIONS



Why Did 95% of Organizations Have Some Element of Friction Proven to 
Reduce Donations in their Online Giving Experience?

1. Almost 7 in 10 organizations required non-essential information to 
complete a gift

2. 6 in 10 organizations had distracting links on their donation pages and 3 
in 10 had competing calls to action on the page

3. 1 in 2 organizations had 2 or more full pages/steps (besides the 
homepage) to complete a gift



Step 1

Step 3

Step 2

Step 4

How a Donation Platform Can Impact Donor Conversion
EXPERIMENT ID: #6092

CONTROL TREATMENT



18%
In Donations
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18%
In Donations

Step 1

Step 3

Step 2

Step 4

How a Donation Platform Can Impact Donor Conversion
EXPERIMENT ID: #6092

CONTROL TREATMENT

64.3% INCREASE ON MOBILE DEVICES.



• Roughly half of all 
organizations required 
2 or more steps/pages 
(besides the home 
page) to complete a 
donation.

• This was most 
common in the United 
Kingdom (86%) and 
Brazil (76%) and least 
likely in France (19%) 
and the United States 
(24%). 

How many steps were needed to complete 
a donation?

G
lob

al A
verag

e 53%



WHAT IF YOU “CAN’T” 
REMOVE STEPS?



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

CONTROL TREATMENT



14%
In Donations

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

CONTROL TREATMENT



Get Your Personalized

Donation Page
Friction Score

DonationPageFriction.com

Take the free assessment

http://donationpagefriction.com/


5. REMOVE UNCESSARY FORM FIELDS, 
DISTRACTING LINKS, AND STEPS 
FROM THE ONLINE GIVING PROCESS.



6. FOCUS MORE ON RECURRING GIVING WITH 
EASY WAYS TO MAKE A MONTHLY GIFT AND 
CLEAR REASONS WHY.



How Can Organizations Improve the Online Giving Experience for 
Recurring Donors?

1. Make sure you can accept recurring gifts on your main donation page

• 1 in 10 organizations did not have a way to accept recurring donations on their main 
donation page

2. Have a reason as to why someone should make a recurring gift

• 8 in 10 organizations did not have a message to encourage monthly donations on 
their page



• Only 1 in 50 German 
organizations gave a 
reason as to why 
someone should make 
a recurring gift 
compared to 1 in 4 for 
the United States, 
Australia, Canada, and 
Brazil.

Do they have a specific monthly giving 
value proposition?

Global Average 19%



Giving a Reason Examples



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

TREATMENT CONTROL



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

TREATMENT CONTROL

48.4%
In New Recurring Donors



How Can Organizations Improve the Online Giving Experience for 
Recurring Donors?

1. Make sure you can accept recurring gifts on your main donation page

• 1 in 10 organizations did not have a way to accept recurring donations on their main donation page

2. Have a reason as to why someone should make a recurring gift

• 8 in 10 organizations did not have a message to encourage monthly donations on their page

3. Test defaulting to a monthly gift (ideally in a subtle way like a tabbed donation form)

• 17% organizations defaulted to monthly globally



• Just over half of all 
organizations globally 
default to a one-time 
donation with Canada 
(72%), the United States 
(68%), and Australia (68%) 
being the most likely to 
do so.

• 4 out of 10 organizations 
in the Netherlands 
default to a monthly gift 
which was the highest 
followed by the United 
Kingdom (and Brazil 
(both 3 in 10).

What was the default giving option?



CHECK BOX TABBED LAYOUT

367%
In Recurring Gifts



STATUS QUO BIAS
the idea that we will stick to a pre-specified course 
of action laid out for us like a default selection or 
that we’ll keep doing what we’re doing



How Can Organizations Improve the Online Giving Experience for 
Recurring Donors?

1. Make sure you can accept recurring gifts on your main donation page

• 1 in 10 organizations did not have a way to accept recurring donations on their main donation page

2. Have a reason as to why someone should make a recurring gift

• 8 in 10 organizations did not have a message to encourage monthly donations on their page

3. Test defaulting to a monthly gift (ideally in a subtle way like a tabbed donation form)

• 17% organizations defaulted to monthly globally

4. Try starting your suggested gift array with a lower amount



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.



What Were The Most Common Recurring Gift 
Array Amounts?

Country Most Common 
Minimum

Most Common 
Maximum 
Amount

Australia $25 (19%) $200 (14%)

Brazil R$35 (38%) R$100 (31%)

Canada $10 (19%) $100 (16%)

France €10 (39%) €20 (27%)

Germany €10 (24%) €10 (23%)

Mexico $250 (20%) $500 (20%)

Netherlands €5 (39%) €50 (17%)

United Kingdom £5 (39%) £20 (14%)

United States $25 (23%) $500 (14%)

Most Common Recurring Minimum Amount 
as % of GNI per Capita (USD)



• Mexico and Brazil’s 
most common 
minimum recurring 
amount were 
significantly higher 
than the rest of the 
world

• Netherlands and the 
UK had the smallest 
starting amount

Most Common Recurring Minimum Amount 
as % of GNI per Capita (USD)



6. FOCUS MORE ON RECURRING GIVING WITH 
EASY WAYS TO MAKE A MONTHLY GIFT AND 
CLEAR REASONS WHY.



PUTTING IT ALL TOGETHER:
ONLINE DONATION CASE STUDY





1. Copy to state why a donation is needed 
today

2. Default to one time

3. 4 gift amount options from smallest to 
largest with 50 Euros pre-selected

4. What your donation actually ‘costs’ you 
after tax deduction

5. Credit, Cheque, PayPal, or Withdrawal 
payment options

6. Payment security in the payment area

7. “Trustmark” on the page and in view 
while completing the donation

2

3

4
4

5

1

6

7



• Remove the distracting links

• Take the headline out from the image (remove it) 
and make it more value focused

• Would a more linear form work better?

• Put trustmarks and supporting content in view but 
off to the side while people are choosing their 
amount

• Could they default to monthly to get more 
recurring donors (and not negatively impact one-
time gifts)?

• Could they default to a different payment type?

• Use more horizontal space so the form looks and 
feels shorter

Your Gift Today Can Save Bees



7. SEND MORE CULTIVATION EMAILS IN 
THE FIRST 14 DAYS AND AS TIME GOES 
ON.



ONLY 1 COUNTRY AVERAGED MORE THAN 2 
EMAILS IN THE FIRST 14 DAYS.



When Are Donors Most Likely To Make A Second Gift — One-
Time or Recurring?

Source: The State of Modern Philanthropy 2019



When Are Donors Most Likely To Make A Second Gift — One-
Time or Recurring?

Source: The State of Modern Philanthropy 2019

PEOPLE ARE LIKELY TO MAKE A 2ND GIFT OR 
RECURRING GIFT SOONER THAN YOU MAY 

THINK.



• For organizations that 
sent at least 1 email, 88% 
sent a cultivation email 
to the Email Subscriber 
within 14 days and 98% 
sent a cultivation to the 
Online Donor

• Globally, from 
organizations who sent 
at least 1 email, the Email 
Subscriber and the 
Online Donor received 2 
emails in the first 14 days

Number of Emails in the First 14 Days After 
Signup/Donation



BUT HOW?



Subscriber Welcome Series

New 
Subscriber

Cultivation
Welcome, align 

beliefs

Cultivation
Links, get 

connected

Cultivation
eBook/Content 

offer 

Cultivation
Response 

opportunity
Solicitation

Donation Ask

Day 1 Day 4

Day 7 Day 14 Day 20



1 DAY 3 DAYS0 DAYS EM
AIL SUBSCRIBER



5 DAYS 12 DAYS0 DAYS

ONLIN
E D

ONOR



THE SURPRISINGLY 
SIMPLE SECRET TO A 
SUCCESSFUL EMAIL 
WELCOME SERIES.
NEXTAFTER.COM/RESOURCES



BUT WHAT ABOUT OVER TIME?



ONLY 3 IN 10 ORGANIZATIONS SENT A 
CULTIVATION EMAIL TO THE DONOR AFTER 
60 DAYS.



• 3 in 10 organizations 
sent at least 1 
cultivation email to the 
Online Donor beyond 
60 days

• 4 in 10 organizations 
sent at least 1 
cultivation email to the 
Email Subscriber 
beyond 60 days

Percent of Organizations Sending Cultivation to the 
Online Donor Over Time



• 3 in 10 organizations 
sent at least 1 
cultivation email to the 
Online Donor beyond 
60 days

• 4 in 10 organizations 
sent at least 1 
cultivation email to the 
Email Subscriber 
beyond 60 days

Percent of Organizations Sending Cultivation to the 
Email Subscriber Over Time



• 3 in 10 organizations 
sent at least 1 
cultivation email to the 
Online Donor beyond 
60 days

• 4 in 10 organizations 
sent at least 1 
cultivation email to the 
Email Subscriber 
beyond 60 days

Percent of Organizations Sending Cultivation to the 
Online Donor Over Time

Percent of Organizations Sending Cultivation to the 
Email Subscriber Over Time



DOES CULTIVATION MATTER?



How Increasing Cultivation Impacts Revenue
EXPERIMENT ID: #6395

CONTROL TREATMENT

* Revenue increase has 98% LoC but has not yet reached statistically significant sample size

80%
In Avg. Engagement

8.1%
In Donors

21%
In Revenue*

3 M
O

NTHS



How Increasing Cultivation Impacts Revenue
EXPERIMENT ID: #6395

CONTROL TREATMENT

54%
In Avg. Engagement

42%
In Revenue

6 M
O

NTHS



BUT HOW?



ONLIN
E D

ONOR



Try moving in this direction

ONLIN
E D

ONOR



FOR EVERY SOLICITATION RECEIVED, THE EMAIL 
SUBSCRIBER RECEIVED 1.4 CULTIVATION EMAILS 
COMPARED TO THE ONLINE DONOR WHO 
RECEIVED 0.9 CULTIVATION EMAILS.



• Globally from those who 
sent emails the Online 
Donor received an average 
of 3 cultivation emails and 4 
solicitation emails over 90 
days

• Globally from those who 
sent emails the Email 
Subscriber received an 
average of 5 cultivation 
emails and 5 solicitation 
emails over 90 days

Average Number of Emails by Type to the Online 
Donor

Average Number of Emails by Type to the Email 
Subscriber



• Globally from those who 
sent emails the Online 
Donor received an average 
of 3 cultivation emails and 4 
solicitation emails over 90 
days

• Globally from those who 
sent emails the Email 
Subscriber received an 
average of 5 cultivation 
emails and 5 solicitation 
emails over 90 days

Average Number of Emails by Type to the Online 
Donor

Average Number of Emails by Type to the Email 
Subscriber



7. SEND MORE CULTIVATION EMAILS IN 
THE FIRST 14 DAYS AND AS TIME GOES 
ON.



8. MAKE EMAILS MORE PERSONAL TO 
SUBSCRIBERS AND DONORS.



PEOPLE GIVE TO PEOPLE, NOT 
EMAIL MARKETING MACHINES.



POWER IN THEIR NAME.



“Remember that a person’s 
name is, to that person, the 
sweetest and most important 
sound in any language.”

-Dale Carnegie



How Mystery and Personalization Affect Open Rate
EXPERIMENT #5694

VERSION A VERSION B

22.5%
In Email Opens



Experiment #5707
CONTROL TREATMENT

270%
In Clicks



83%
In Donations

How Personalizing A Response On An Instant Donation Page Affects 
Conversion
EXPERIMENT ID: #21354

CONTROL TREATMENT



OVER HALF OF EMAILS TO THE EMAIL 
SUBSCRIBER DID NOT MENTION THEIR 
NAME.



• 42% of emails to the email 
subscriber did not use their 
name

• Canada was the most 
likely to use their name 
(84%) while the United 
States was the least likely 
(26%)

• 69% of emails to the donor 
included their name

• Canada was the most 
likely (9 in 10 emails did) 
while France, the 
Netherlands, and the 
United Kingdom were the 
least likely (4 in 10 emails)

Did they use the Email Subscriber’s Name in the Email?

Did they use the Online Donor’s Name in the Email?

G
lob

al A
verag

e 4
2%

G
lob

al A
verag

e 69%



You Can’t Use It If You Don’t Capture It…



• 42% of emails to the email 
subscriber did not use their 
name

• Canada was the most 
likely to use their name 
(84%) while the United 
States was the least likely 
(26%)

• 69% of emails to the donor 
included their name

• Canada was the most 
likely (9 in 10 emails did) 
while France, the 
Netherlands, and the 
United Kingdom were the 
least likely (4 in 10 emails)

Did they use the Email Subscriber’s Name in the Email?

Did they use the Online Donor’s Name in the Email?

G
lob

al A
verag

e 4
2%

G
lob

al A
verag

e 69%



ONLIN
E D

ONOR REVIEW



POWER IN YOUR NAME… NOT 
YOUR ORGANIZATION’S NAME…



Does an Email Sent From an Individual Produce a Higher Open Rate 
Than an Email Sent From an Organization?
EXPERIMENT ID: #6096

CONTROL TREATMENT

38%
In Opens



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

28%
In Email Opens



Experiment #11472
CONTROL - CEO TREATMENT - VP

150%
In Donations

85%
In Email Opens



7 OUT OF 10 EMAILS WERE SENT FROM 
THE ORGANIZATION ONLY.



There Types of Email Senders

ORGANIZATION ONLY

PERSON, ORGANIZATION

PERSON ONLY



1 DAY 3 DAYS0 DAYS EM
AIL SUBSCRIBER



BEING ‘PERSONAL’ CAN ALSO APPLY 
TO THE DESIGN, COPY, AND TONE 
WITHIN THE EMAIL.



99.9% OF EMAILS HAD DESIGN ELEMENTS.



THIS IS WHAT OUR 
“OPTIMIZED” EMAILS 
LOOK LIKE…





Will Removing Design Elements in a Fundraising Email Increase Response?
EXPERIMENT #4174

CONTROL TREATMENT

CONTROL

80.3%
CLICKS

112.5%
DONATIONS



BUT NOT FOR PUBLIC RADIO…



29%
In Conversions

28%
In Clicks

Will A Less Designed, More Text Based Email Lead To More Donations?
EXPERIMENT ID: #20996

CONTROL - DESIGNED TREATMENT - PLAIN



BUT NOT IN ITALY…



Save the Children Italy
CONTROL TREATMENT

300%
Donations 



BUT NOT FOR NEWSLETTERS…



How removing a newsletter’s marketing template impacted 
clickthrough rate
EXPERIMENT ID: #20949

CONTROL TREATMENT



How removing a newsletter’s marketing template impacted 
clickthrough rate
EXPERIMENT ID: #20949

CONTROL TREATMENT

68.5%
In Click Rate



BUT NOT [INSERT MOST LIKELY 
POOR REASON TO NOT TEST THIS]…



ONLIN
E D

ONOR REVIEW

WOULD THESE BE MORE EFFECTIVE WITHOUT 
ALL THE DESIGN ELEMENTS?

A MORE PERSONAL TONE?



1 DAY 3 DAYS0 DAYS EM
AIL SIGNUPS

WOULD THESE BE MORE EFFECTIVE WITHOUT 
ALL THE DESIGN ELEMENTS?

A MORE PERSONAL TONE?



5 DAYS 12 DAYS0 DAYS

ONLIN
E D

ONATIO
NS

WOULD THESE BE MORE EFFECTIVE WITHOUT 
ALL THE DESIGN ELEMENTS?

A MORE PERSONAL TONE?



8. MAKE EMAILS MORE PERSONAL TO 
SUBSCRIBERS AND DONORS.



SO…



8 Opportunities To Optimize Online Fundraising



GO DEEPER.



EXPLORE THE DATA, 
SEE EXAMPLES, AND 
COMPARE YOUR 
ORGANIZATION.

SOON!



globalonlinefundraising.com

630 ORGANIZATIONS
585 ONLINE DONATIONS

535 EMAIL SIGNUPS
5,976 EMAILS
9 COUNTRIES

SOON!



RESOURCES

ON A MISSION TO DECODE WHAT WORKS IN 
FUNDRAISING AND MAKE IT ACCESSIBLE TO AS 
MANY ORGANIZATIONS AS POSSIBLE.

RESEARCH

TRAINING

nextafter.com



THANK YOU! Questions?
brady@nextafter.com
@bradyjosephson
linkedin.com/in/bradyjosephson
nextafter.com


