


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.



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



Learn More and 
Get Your Tickets

NIOSummit.com

Standard Price: $1295
Your Discount: $400 Off
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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



Today’s Speaker

Courtney Gaines
Vice President, NextAfter





Let’s start with a few
TESTS



Which will get a greater
response?



A Facebook Ad



Version A



Version B



Version BVersion A



A Landing Page



Version A



Version B



Version BVersion A



An Instant
Donation Page



Version A



Version A



Version B



Version B



Version BVersion A



What’s the difference?
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Looking back at our 
experiments…



Version BVersion A

27%
In Clicks



Version BVersion A

46%
In Course Signup



Version BVersion A

14%
In Donations
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What is a value 
proposition?



What is a value 
proposition?

not



A value proposition is not…

Your mission statement

Sierra Club

To explore, enjoy and protect the planet. To practice and promote 
the responsible use of the earth's ecosystems and resources; to 
educate and enlist humanity to protect and restore the quality of 
the natural and human environment; and to use all lawful means 
to carry out those objectives.



A value proposition is not…

Your mission statement

An incentive



VALUE PROPOSITION:
An answer to one critical question:

“If I am your ideal supporter, why should I 
donate to you rather than another 

organization (or at all)?”



Breaking down the question

If I am your ideal supporter, why should I donate to you 
rather than another organization (or at all)?

You need to be able to answer the question in the mind of 
the donor. Everything must be framed in the mind of the 
person you are trying to reach.



Breaking down the question

If I am your ideal supporter, why should I donate to you 
rather than another organization (or at all)?

A value proposition is the conclusion to the question in a 
donor’s mind. It’s what the person recalls later when asked.



Breaking down the question

If I am your ideal supporter, why should I donate to you 
rather than another organization (or at all)?

Even though we are not trying to compete, donors will use 
comparison to come to their own conclusion. This 
requires you to differentiate and assist them in the process.



Breaking down the question

If I am your ideal supporter, why should I donate to you 
rather than another organization (or at all)?

Just as people come online to get, not to give, our 
reason/conclusion must be strong enough to inspire action 
against the distraction of life as a whole. 



Adding to the question

If I am your ideal supporter, why should I [desired action] 
rather than [alternative action]?

The value proposition question doesn’t just occur at the 
time of donation, it occurs every step up the mountain.
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Adding to the question

If I am your ideal supporter, why should I read the body 
copy rather than tap the back button after the headline?

In fact, it can occur multiple times throughout a piece of 
marketing! Every aspect of our marketing must connect.



4 Elements of an Effective
Value Proposition



#1

Appeal
How badly do I want it?
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Control

Treatment 1

Treatment 2
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Impact of the site

Emotional appeal

6%
In Donations* 

1%
In Donations* 

67%
In Donations 



Control

Treatment 1

Treatment 2

Treatment 3

Reverse Order

Impact of the site

Emotional appeal

6%
In Donations 

1%
In Donations 

67%
In Donations 

No Difference in Clicks



#2

Exclusivity
Can I get this somewhere (or anywhere) else?



Newsletter Control Newsletter Value Prop Treatment

276%
In Emails Acquired



#3

Clarity
How quickly and easily do I understand it?



Control Short Text - Card Long Text - Card

31%
In Sites Created

* Based a 57% statistical level of confidence

10%
In Sites Created*



“Give Now” “Get Your Resource for a Gift of Any 
Amount Here”

“For a Gift of Any Amount, Get Your 
Resource Here”

18%
In Donations

* Based a 89% statistical level of confidence

12%
In Donations* 



#4

Credibility
Do I believe what you’re claiming is true?



Control



With Review

27%
In Donor Conversion



How are nonprofits 
performing?



127 Organizations.
Phone. Email. Social. Donation Page.







I’m looking at making a donation, but I’m wondering 
if you can answer a quick question for me…

Why should I give to [Organization] rather than some 
other organization? Or maybe not at all?

Hi, Mary. Thanks for your message. You can learn 
more about our mission at 
www.ourorganizationwebsite.org.
FAIL



Hi, Jeff. Thank you for considering [Organization]. Very 
generally, what distinguishes [Organization] is what we 
do and how we do it. [Organization] was founded in 
1945 to deliver Packages to survivors of WWII.

The term [redacted term] comes from us. We're one of 
the oldest, most experienced and most efficient 
emergency relief organizations in the world. But that's 
only part of why we're different.

Over the years, experience taught us how to address 

I’m looking at making a donation, but I’m wondering 
if you can answer a quick question for me…

Why should I give to [Organization] rather than some 
other organization? Or maybe not at all?
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Scoring your own value 
proposition.



APPEAL: How badly do I want it?

No Interest

Possible Interest

High Interest

1pt

2pts

3pts



EXCLUSIVITY: Where else can I get this?

Anywhere Else

Somewhere Else

Nowhere Else

1pt

2pts

3pts



CLARITY: How quickly do I understand it?

It takes 4+ seconds

It takes 1-3 seconds

Instant understanding

1pt

2pts

3pts



CREDIBILITY: Do I believe you?

Unbelievable

Somewhat Believable

Easily Believable

1pt

2pts

3pts



Activity
1. Write your value proposition statement with these 4 

elements in mind:
• Appeal

• Exclusivity

• Credibility

• Clarity

2. Share your value proposition with a colleague.
Brainstorm ideas together to improve each of the 4 elements.



Questions?



JUNE 29TH

Get Certified in

Email Fundraising 
Optimization

nextafter.com/workshop



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

Optimization
JUNE 29TH
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