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CONFIDENTIAL

HOUSEKEEPING

• Q&A à Ask questions for the hosts. We’ll leave 10-15 min at 
the end to answer questions.

• Chat à Engage with attendees and answer prompted 
questions from hosts. No soliciting please!

• Recording à Recording and slides will be sent via email.



THANKS!



A DIGITAL 
FUNDRAISING 
CONSULTANTCY
NEXTAFTER.COM



A DIGITAL 
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RESEARCH RESOURCES

TRAINING

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

MANY ORGANIZATIONS AS POSSIBLE.

nextafter.com



NEW DONOR WELCOME SERIES
WHAT AND WHY



WELCOME SERIES.
A series of emails that introduce people to your organization. A Welcome Series is 
one of the most important touchpoints in the donor lifecycle. It’s so much more than 
just an email to deliver the tax receipt after a donation. It introduces your donors to 
your brand, gets them excited about being involved  with you, and lets them know 
what they can expect from your brand. 

Modified from Drip, https://www.drip.com/learn/docs/guides/welcome-series



Impact on Engagement

Source: NextAfter clients compared to 2017 Luminate Benchmark Report

Welcome series offer conversion opportunities when 
engagement metrics are at their highest
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Impact on Engagement

Source: NextAfter clients compared to 2017 Luminate Benchmark Report

Welcome series offer conversion opportunities when 
engagement metrics are at their highest
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THE FIRST EMAILS YOU SEND ARE SOME OF THE 
MOST ENGAGED (OPENED AND READ) YOU WILL 

EVER SEND TO THAT PERSON.



WELCOME SERIES. WHY?
They engage new donors when they are most 
engaged and receptive to your communications.



SUBSCRIBERS WHO RECEIVE A WELCOME SERIES 
SHOW 33% MORE LONG-TERM ENGAGEMENT.

Emma, https://myemma.com/strategy/thinking-outside-the-inbox

SUBSCRIBERS



Engagement = at least one open and/or click in the past 11 emails, EXPERIMENT ID: 47190: How breaking your fundraising goal down into a smaller ask impacts revenue.

Gifts/Rev. by Engagement* & Donor Status
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5. Non-Donor
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91% of gifts & 96% of revenue came from “Engaged” email status. Ultimately, email sender reputation and 
email deliverability are paramount for the online program to continue to scale and grow.



• 61% of email recipients 
have not opened or 
clicked an email in the 
past 3 months.

• 58% have not opened or 
clicked an email in the 
past 6 months.

• 22% have never opened 
or clicked an email.

Recent Email Engagement*

Source: One NextAfter client * At least one open and/or click within the past 6 months



WELCOME SERIES. WHY?
They help increase engagement and 
engagement leads to increased giving.



Overall retention is <44% and roughly 
half that for new donors

Source: Fundraising Effectiveness Project, Year-to-Date Fundraising Performance, 2020 and Blackbaud Institute, Charitable Giving Report, 2020



“…WHEN IT COMES TO IMPROVING LIFETIME VALUE —
THE ONLY TRUE METRIC THAT MATTERS — THE 

TACTICS/TECHNIQUES/FREQUENCY OF ACTIVITY FROM 
THE FUNDRAISING DEPARTMENT ACCOUNTS FOR LESS 
THAN 20% OF THE ULTIMATE VALUE ON A DONOR FILE.”

- Roger Craver, Author of Retention Fundraising



WELCOME SERIES. WHY?
They help proactively answer questions, provide 
support, and focus on customer/donor support.



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.



WELCOME SERIES. WHY?
They can help build up enough trust and relational equity that 
you can move people to consider making a gift much sooner 
than you, or they, may think.



Why a Welcome Series?
• They engage new donors when they are most engaged and receptive to your 

communications.

• They help increase engagement and engagement leads to increased giving.

• They help proactively answer questions, provide support, and focus on 
customer/donor support.

• They can help build up enough trust and relational equity that you can move people 
to consider making a gift much sooner than you, or they, may think.



WELCOME SERIES. HOW?





THREE ISSUES.



ISSUE #1:
Most of the advice out there comes from vendors, especially 
technology platforms, and many don’t even send emails.



DONATION PLATFORMS.



CRMS (NOT ALL HAVE EMAIL 
FUNCTIONALITY).



ONE CONSULTANT/SERVICE
PROVIDER.





ISSUE #2:
There is little to no evidence, research, or data 
behind the suggestions, templates, and strategies.



WHY?
SAYS WHO?



BASED ON WHAT?
WHAT’S THE GOAL?



ISSUE #3:
Very few organizations are actually sending a 
new donor welcome series.



74% OF RESPONDANTS 
DID NOT HAVE OR 
DIDN’T KNOW IF THEY 
HAD A WELCOME 
SERIES.

Source: 2019 NextAfter Benchmark Survey, n=270

SUBSCRIBERS



All Email Types to Donor Over Time
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Confirmation/Receipt Cultivation

Source: The State of Nonprofit Email Cultviation, 2019, Kindful

IF MORE ORGANIZATIONS WERE USING A 
WELCOME SERIES (MORE THAN 2 EMAILS) WE 

WOULD EXPECT TO SEE MORE VOLUME IN THE 
FIRST 2 WEEKS AFTER OUR DONATION.



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

Source: The Global Online Fundraising Scorecard, Salesforce.org, 2021

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



THE QUEST





nextafter.com/resources



TODAY’S GOAL
Provide research based concepts to build your own new donor 
welcome series from and share real examples to provide ideas 
and tips to create your own.



Four Caveats…
1. There is no perfect structure, cadence, template for all organizations

2. Something is better than nothing

3. This isn’t tested (and welcome series’ are very difficult to test)

4. I am not an academic, behavioural scientist, or cognitive psychologist



…But I Have Had The Chance 
To Speak With Many…



Driving Human Behaviour & Long-Term Loyalty

COMPETENCE AUTONOMY CONNECTEDNESS

TRUST SATISFACTION COMMITMENT COMMUNAL
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HUMANS ARE COMPLEX.
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NEW DONOR WELCOME SERIES
8 EMAILS YOU COULD SEND



8 New Donor Welcome Emails You Could Send

1. The Thank You Email

2. The Welcome Email

3. The Content Offer Email

4. The Survey Email

5. The Impact/Story Email

6. The Ask Email

7. The Reply Back Email

8. The Transition Email



THE THANK YOU EMAIL.



Source: Retention Fundraising and The Agitator

• Saying thank you is easy retention win #1.

• It should be timely and confirm the 
donation was received

• Should focus on 

• Why the gift is appreciated

• Why the gift matters and 

• How the gift was put to work.



q From Donor Relations or ED/CEO
q Confirm the donation and tax deduction 

eligibility
q Express gratitude for the donation
q Refer to them as a generous person
q Share how the donation is or will be put 

to use
q Provide contact information
q Do not ask for any further action

The Thank You Email

COMPETENCE

TRUST

AUTONOMY CONNECTEDNESS

SATISFACTION COMMITMENT COMMUNAL



q From Donor Relations or ED/CEO
q Confirm the donation and tax deduction 

eligibility
q Express gratitude for the donation
q Reflect them as a generous person
q Share how the donation is or will be put 

to use
q Provide contact information
q Do not ask for any further action

The Thank You Email

COMPETENCE

TRUST
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SATISFACTION COMMITMENT COMMUNAL



THE WELCOME EMAIL.



q From ED/CEO or Community
q State your values, beliefs, mission, 

and/or who you seek to serve
q Reflect who they are as a 

supporter
q Refer to the community they’ve 

joined and/or are a part of
q Invite them to learn more

The Welcome Email
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THE CONTENT OFFER EMAIL.



920%
In Donations

How An Offer-focused Welcome Series Impacts 
Donor Conversion Rate

ORG-FOCUSED OFFER-FOCUSED

42%
In Unsubscribes

SUBSCRIBERS



q From ED/CEO or Communications
q Share what the resource is, how it is 

connected to your work, and how it will 
benefit them if/when they get it

q Only call to action is to download the 
content offer

The Content Offer Email

COMPETENCE

TRUST

AUTONOMY CONNECTEDNESS

SATISFACTION COMMITMENT COMMUNAL



q From ED/CEO or Communications
q Share what the resource is, how it is 

connected to your work, why it was 
developed, and how it will benefit them 
if/when they get it

q Make sure they know that is free
q Only call to action is to download the 

content offer

The Content Offer Email
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q From ED/CEO or Communications
q Share what the resource is, how it is 

connected to your work, why it was 
developed, and how it will benefit them 
if/when they get it

q Make sure they know that is free
q Only call to action is to download the 

content offer
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THE SURVEY EMAIL.



JUST 1.5% OF SUBSCRIBERS AND 4.5% OF 
DONORS RECEIVED A SURVEY.

Source: State of Nonprofit Cultivation, 2019, Kindful



q From ED/CEO or Community
q Communicate the importance of 

the donor in your work, value of 
their input and perspective, and 
desire to hear them

q Give a sense of how long the 
survey will take

q Only have one CTA to take the 
survey

The Survey Email
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q From ED/CEO or Community
q Communicate the importance of 

the donor in your work, value of 
their input and perspective, and 
desire to hear them

q Give a sense of how long the 
survey will take

q Only have one CTA to take the 
survey

The Survey Email

COMPETENCE

TRUST

AUTONOMY CONNECTEDNESS

SATISFACTION COMMITMENT COMMUNAL

CAN COLLECT ADDITIONAL 
INFORMATION YOU DON’T 

HAVE (PRE-FILL IT IF YOU 
DO)

IDENTITY.
PREFERENCES.
SATISFACTION.
COMMITMENT.



THE IMPACT/STORY EMAIL.



q From ED/CEO or Programs Person
q Restate the problem your organization 

exists to solve
q Restate how crucial the donor’s gift 

is/was in helping solve the problem
q Provide a link to read, watch, hear, and 

learn more about a specific project

The Impact/Story Email
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q From ED/CEO or Programs Person
q Restate the problem your organization 

exists to solve
q Restate how crucial the donor’s gift 

is/was in helping solve the problem
q Provide a link to read, watch, hear, and 

learn more about a specific project
q Do not make an ask or have a link to a 

donation page

The Impact/Story Email
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q Restate the problem your organization 

exists to solve
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learn more about a specific project
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THE MONTHLY GIFT ASK EMAIL.



q From ED/CEO or Development
q Reference and thank them for 

their past gift and how it’s helped
q Build from that to make the case 

for how a regular monthly 
donation can do more

q Let them know they can change, 
pause, and/or cancel at anytime

q Only link to a monthly focused 
donation page

The Monthly Gift Ask Email
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q From ED/CEO or Development
q Reference and thank them for 

their past gift and how it’s helped
q Build from that to make the case 

for how a regular monthly 
donation can do more

q Let them know they can change, 
pause, and/or cancel at anytime

q Only link to a monthly focused 
donation page

The Monthly Gift Ask Email
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Control Treatment #1



Control Treatment #1

58%
In Donations



THE REPLY BACK EMAIL.



q From ED/CEO or Community
q Write very personally and style 

like a Gmail or Outlook email
q Ask a relevant question that they 

can easily respond to and you’re 
truly interested in knowing

q Be ready to filter emails back and 
respond accordingly

q No additional ask or link

The Reply Back Email

COMPETENCE

TRUST

AUTONOMY CONNECTEDNESS

SATISFACTION COMMITMENT COMMUNAL



q From ED/CEO or Community
q Write very personally and style 

like a Gmail or Outlook email
q Ask a relevant question that they 

can easily respond to and you’re 
truly interested in knowing

q Be ready to filter emails back and 
respond accordingly

q No additional ask or link

The Reply Back Email
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THE TRANSITION EMAIL.



q From ED/CEO or Communications
q Thank them again for the donation and 

how it is helping or has helped
q Give them a sense of what they can 

expect from you moving forward
q Restate how they can change their 

preferences and unsubscribe at anytime
q Allow replies and/or provide contact 

information for if/when they have any 
questions at all

The Transition Email

COMPETENCE

TRUST

AUTONOMY CONNECTEDNESS

SATISFACTION COMMITMENT COMMUNAL



q From ED/CEO or Communications
q Thank them again for the donation
q Restate how they can change their 

preferences and unsubscribe at anytime

The Transition Email

COMPETENCE

TRUST

AUTONOMY CONNECTEDNESS

SATISFACTION COMMITMENT COMMUNAL



8 New Donor Welcome Emails You Could Send

1. The Thank You Email

2. The Welcome Email

3. The Content Offer Email 

4. The Survey Email

5. The Impact/Story Email

6. The Ask Email

7. The Reply Back Email

8. The Transition Email



NEW DONOR WELCOME SERIES
TIMING



Four Caveats…
1. There is no perfect structure, cadence, template for all organizations

2. Something is better than nothing

3. This isn’t tested (and welcome series’ are very difficult to test)

4. I am not an academic, behavioural scientist, or cognitive psychologist

REVIEW



8 New Donor Welcome Emails You Could Send

1. The Thank You Email

2. The Welcome Email

3. The Content Offer Email 

4. The Survey Email

5. The Impact/Story Email

6. The Ask Email

7. The Reply Back Email

8. The Transition Email

BEGINNER

• 4 Emails over 14 days

• Day 1 – The Thank You Email

• Day 4 – The Welcome Email

• Day 9 – The Reply Back Email

• Day 14 – The Transition Email

• Remove from other appeals and asks 
during this time-frame



8 New Donor Welcome Emails You Could Send

1. The Thank You Email

2. The Welcome Email

3. The Content Offer Email 

4. The Survey Email

5. The Impact/Story Email

6. The Ask Email

7. The Reply Back Email

8. The Transition Email

INTERM
EDIATE

• 6 Emails over 18 days

• Day 1 – The Thank You Email

• Day 2 – The Welcome Email

• Day 6 – The Reply Back Email

• Day 10 – The Impact/Story Email

• Day 14 – The Ask Email

• Day 18 – The Transition Email

• Remove from other appeals and asks 
during this time-frame



8 New Donor Welcome Emails You Could Send

1. The Thank You Email

2. The Welcome Email

3. The Content Offer Email 

4. The Survey Email

5. The Impact/Story Email

6. The Ask Email

7. The Reply Back Email

8. The Transition Email

ADVANCED

• 8 Emails over 24 days

• Day 1 – The Thank You Email

• Day 2 – The Welcome Email

• Day 6 – The Content Offer Email

• Day 10 – The Survey Email

• Day 15 – The Impact/Story Email

• Day 18 – The Ask Email

• Day 21 – The Reply Back Email

• Day 24 – The Transition Email

• Remove from other appeals and asks during 
this time-frame



NEW DONOR WELCOME SERIES
DESIGN & DELIVERY





42% look to see who 
the email is from first.



Experiment #5930

A

B 18%
In Email Opens



MYSTERY UTILITY YOU RECENCY AUTHENTICITY



STOPnextafter.com/subjectline



LESS LIKE THIS MORE LIKE THIS



THIS IS WHAT OUR 
“OPTIMIZED” EMAILS 
LOOK LIKE…





THIS IS WHAT OUR 
“OPTIMIZED” EMAILS 
LOOK LIKE…



YOU + MYSTERY.



FROM A PERSON.



PERSONAL/RELEVANT 
INTRODUCTION & 

MENTIONS PANDEMIC.



PROBLEM/SOLUTION & 
CONNECTS PANDEMIC TO 

PEOPLE THEY SERVE.



CLEAR CALL TO ACTION.



NO “DESIGN”.



Email Series Control

Email 1: Marriage 
Resources

Email 2: 
Product Offer

Email 3: 
Product Offer

Email 4: Digital 
Resources

Email 5: Digital 
Resources

Email 6: Digital 
Resources

Email 7: Digital 
Resources

SUBSCRIBERS



Email Series Treatment

Email 1: Reply 
Back

Email 2: Digital 
Resource

Email 3: Digital 
Resource

Email 4: Reply 
Back

Email 5: Product 
Offer

Email 6: Digital 
Resource

Email 7: Direct 
Ask

SUBSCRIBERS



33%
In Opens

42%
In Clicks

875%
In Donations

99%
In Revenue

TREATMENTCONTROL

RECEIVED OVER 
1500 RESPONSES

SUBSCRIBERS



EMAIL FUNDRAISING 
OPTIMIZATION 
CERTIFICATION COURSE

courses.nextafter.com

$299 NOW
 FREE 

THANKS TO KINDFUL



NEW DONOR WELCOME SERIES
TOOLS



DONATION PAGE

CRM

EMAIL SERVICE PROVIDER



NEW DONOR WELCOME SERIES
OTHER CHANNELS



From Penelope Burk’s “Donor Centered Fundraising”

NO THANK-YOU CALL THANK-YOU CALL

Source: Penelope Burk’s ‘Donor Centered Fundraising’

39%
In Revenue



Buckner Offline Donor Welcome
1 – THANK YOU & RECEIPT 2 – THANK YOU POSTCARD

Source: The State of Multi-Channel Donor Communications, Virtuous, 2020 

3 – IMPACT POSTCARD 5 – APPEAL LETTER4 – IMPACT POSTCARD

2 WEEKS 0 WEEKS 1 WEEK 2 WEEKS

35 DAYS17 DAYS

52 DAYS

DAY 33



WHAT HAPPENS AFTER YOUR 
NEW DONOR WELCOME SERIES?



Engagement Needs to Continue!
REVIEW



How Increasing Cultivation Impacts Revenue

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



No Additional Cultivation With Additional Cultivation

54%
In Engagement

No Additional Cultivation

42%
In Online Revenue

6 M
O

NTHS



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

Percent of Organizations Sending Cultivation 
to the Online Donor Over Time

Source: The Global Online Fundraising Scorecard, 2021, Salesforce.org



CHILDREN CHILDREN

ENVRIONMENT INTERNATIONAL

ONLINE
DONOR



GO DEEPER.



RESEARCH RESOURCES

TRAINING

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

MANY ORGANIZATIONS AS POSSIBLE.

nextafter.com



V I S I T  U S  O N  T H E



info@onecause.com

888.729.0399

www.onecause.com
Brady Josephson

brady@nextafter.com
@bradyjosephson
in/bradyjosephson

nextafter.com

http://www.onecause.com/
mailto:brady@nextafter.com
http://www.twitter.com/bradyjosephson
http://www.linkedin.com/in/bradyjosephson
http://www.nextafter.com/

