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Give to Your Donors First
An Online Fundraiser’s Guide to 

More Donations on Giving Tuesday



We help nonprofits 
grow their digital 
fundraising.
Research Lab. Digital-First Agency. Training Institute.





Is Giving Tuesday really 
that important?
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How far reaching is Giving 
Tuesday?



20.1 billion
social media impressions

Data according to GivingTuesday.org
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20.1 billion
social media impressions

85 countries
With official Giving Tuesday movements

Your donors will see Giving Tuesday everywhere,

even if your organization does not participate.

Data according to GivingTuesday.org
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during Giving Tuesday Week

Data according to firsthand analysis of 119 nonprofits in 2021.
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Data according to firsthand analysis of 119 nonprofits in 2021.
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20.1 billion
social media impressions

60 countries
With official Giving Tuesday movements

Data according to a primary analysis of 2500+ year-end emails from 2019.

43% sent no emails
during Giving Tuesday WeekDon’t expect donations if you 

don’t ask.



Okay…but how do you ask 
for donations on Giving 

Tuesday?



Giving Tuesday Emails
If you can only send one email…



This email can be viewed as 
the kickoff to your year-end 
fundraising season.

Keep in mind, GivingTuesday 
is the start of the campaign—
not the endgame.

The #GivingTuesday 
Campaign



#GivingTuesday emails

When should you send?

Giving Tuesday morning

What should you say?

Explain the significance. Ignite urgency. Ask them to give.



Urgency Language



Articulating the 
significance of the donation



Clear and specific 
call-to-action



Define the problem(s)

Propose the solution(s)

How your gift will be 
used

Promote Incentive

Make the ask

12 million children need shelter, education, and support from the pandemic.

More children living in conflict and warzones now than at any time in the past 20 years.

Your gift will provide enough food to keep children from going hungry; it will help 
wrap blankets around children affected by conflict; it will provide facemasks to refugee 
health workers on the front lines.  

Your gift today will be matched dollar-for-dollar up to $25,000.

Will you donate today and directly support children living in conflict around the world?

Building a Case for Support



The #GivingTuesday Emails How-To

q Acknowledge their name, the 
reason for your email (reminder)

q Remind them of what’s at stake, as 
well as the physical deadline

q Make a direct donation ask



NOT THIS BUT THIS

60.7%
IN TOTAL DONATIONS

2-3 paragraphs to 
setup the email.

Jumps right into the 
reason for the email.



The Giving Tuesday Email 
Timeline

Since you have 4 months to prepare…



The Sunday Before

Nov. 26

Giving Tuesday Morning

Nov. 28
Morning

Giving Tuesday Evening

Nov. 28
Evening

The Giving Tuesday Email Timeline
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The Giving Tuesday Email Timeline



The Sunday Before

Nov. 26
The Goal
Educate donors on the significance of Giving 
Tuesday, announce a match or goal if you 
have one, and call them to participate 
immediately.



Key Elements to Include
Email 1 - The Sunday Before

q Acknowledge their name and the reason 
for your email (Giving Tuesday is coming)

q Educate them on the day itself and why 
it’s important for them to participate.

q Ask them for a donation now as a result 
of your shared values.

q Announce a match if available.

The Sunday Before

Nov. 26



Lead-up Example

First name 
personalization

Specific and 
tangible goal

Matching incentive

Clear call-to-action



No Personalization With Personalization

270%
In Clicks

First Name Personalization



Designed VS Human
Control - Designed Treatment - Plain

29%
In Donations



Thermometer Power Hour

25%
In Donations

Financial VS Donor Goal



Quick Email Optimization 
Reminders

1. Send from an actual human being, not your 
organization’s name.

2. Personalize the emails using the donor’s first 
name.

3. Avoid HTML design. Use an email design that 
looks authentic and human.

4. Write copy in a warm, friendly, and personal way.

5. Ask donors to do one thing per email. Don’t 
include multiple kinds of calls-to-action.



The Sunday Before

Nov. 26

Giving Tuesday Morning

Nov. 28
Morning

Giving Tuesday Evening

Nov. 28
Evening

The Giving Tuesday Email Timeline



Giving Tuesday Morning

Nov. 28
Morning

The Goal
Provide a free offer without making a 
donation ask. Ask them to get the offer in 
exchange for their email address.



Giving Tuesday Morning

Nov. 28
Morning

The Goal
Provide a free offer without making a 
donation ask. Ask them to get the offer in 
exchange for their email address.

*Even though you already have it.



Giving Tuesday Morning

Nov. 28
Morning

The Goal
Provide a free offer without making a 
donation ask. Ask them to get the offer in 
exchange for their email address.

*Even though you already have it.

Before we look at the email, let’s look 
at the larger strategy.

content marketing



Advertisement or Email

OR



Advertisement or Email

OR

Offer Landing Page



Advertisement or Email

OR

Instant Donation Page

$
Offer Landing Page



A Real Giving Tuesday Example



A Real Giving Tuesday Example

Instant Donation Page



A Real Giving Tuesday Example

Instant Donation Page



4 Key Differences from 
a Main Donation Page
• Introductory Message

Confirm receipt of the 
free offer. Fast.#1



Experiment #8971
From This To This

165%
In Donations



4 Key Differences from 
a Main Donation Page
• Main Message

Make your donation 
ask in context.#2



Experiment #4348
From This

To This

164%
In Donations



4 Key Differences from 
a Main Donation Page
• In-Line Premium

Avoid incentives with a required 
gift amount – unless you test it.#3



From This

To This

53%
In Average Gift

Experiment #5661

34%
In Donations



4 Key Differences from 
a Main Donation Page
• Donation Selection

Give them guidance on 
gift amounts.#4



Experiment #2802
From This To This

34.7%
In Donations

16.4%
In Average Gift



Giving Tuesday Morning

Nov. 28
Morning

The Goal
Provide a free offer without making a 
donation ask. Ask them to get the offer in 
exchange for their email address.

*Even though you already have it.



The Email The Landing Page The Instant 
Donation





We’ve tested that…



Did Version B work?

Email» Landing Page » Instant Email » Instant

41.2%
In Donations

31.9%
In Average Gift



Did Version B work?

Tested, Working Process Test Version B

41.2%
In Donations

31.9%
In Average Gift

How do you write the email?



Key Elements to Include

Giving Tuesday Morning

q Acknowledge their name, their time, and their contribution.

q Call them to download something free that you’ve made especially for 
them, as a way of showing your own participation in Giving Tuesday.

q DO NOT ask for money in the email or on the email acquisition landing 
page .

q Follow up by asking for a donation immediately after they have accepted 
your free offer (confirmation page).



The Sunday Before

Nov. 26

Giving Tuesday Morning

Nov. 28
Morning

Giving Tuesday Evening

Nov. 28
Evening

The Giving Tuesday Email Timeline



Giving Tuesday Evening

Nov. 28
Evening

The Goal
Remind them of the significance of Giving 
Tuesday, ignite urgency, and ask them to 
donate now.



Key Elements to Include

Giving Tuesday Evening

q Acknowledge their name and the 
reason for your email (reminder).

q Remind them of what’s at stake, as 
well as the physical deadline.

q Make a direct donation ask.







Normal Follow-up Forward-Style Body Copy



Normal Follow-up Forward-Style Body Copy



Normal Follow-up Forward-Style Body Copy



Normal Follow-up Forward-Style Body Copy

20%
In Emails Acquired



One More Thing…
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Giving Tuesday

December 31st

After December 25th

Percentage of Online Year-End Revenue

4%
Data from an analysis of 30 NextAfter clients from Nov. 15 – 

Dec. 31, 2021, representing $72M in donations.
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20%
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December 31st

After December 25th

Percentage of Online Year-End Revenue

Data from an analysis of 30 NextAfter clients from Nov. 15 – 
Dec. 31, 2021, representing $72M in donations.

47%
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December 31st

After December 25th

Percentage of Online Year-End Revenue

Data from an analysis of 30 NextAfter clients from Nov. 15 – 
Dec. 31, 2021, representing $72M in donations.

334% More Revenue
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Giving Tuesday

December 31st

After December 25th

Percentage of Online Year-End Revenue

Data from an analysis of 30 NextAfter clients from Nov. 15 – 
Dec. 31, 2021, representing $72M in donations.

924% More Revenue



nextafter.com/year-end

Get More
Free Year-End 
Resources



nextafter.com/year-end

Get More
Free Year-End 
Resources







info@onecause.com 888.729.0399www.onecause.com

mailto:info@onecause.com
http://www.onecause.com/

