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@bradyjosephson

WARNING!
There’s a lot in here… get your pencils 
ready…
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Forensic 
Research

APPLIED 
Research

ACADEMIC Research
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FORENSIC RESEARCH.
NEXTAFTER.COM/RESOURCES



203 NONPROFITS ACROSS 12 VERTICALS.

27 DATA POINTS FROM THE GIVING 

PROCESS.

5 DATA POINTS FROM THE THANK YOU PAGE.

Get it at: stateofdonationpages.com



Which Incentives Were Used?
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36% OF ORGANIZATIONS USED 
SOME KIND OF ‘INCENTIVE’ ON 

THEIR DONATION PAGE.



Social Proof and Nudges

LIKE THIS OR THIS
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FORENSIC RESEARCH.
NEXTAFTER.COM/RESOURCESWHAT ARE ORGANIZATIONS DOING?
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APPLIED RESEARCH.
NEXTAFTER.COM/RESEARCH
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APPLIED RESEARCH.
NEXTAFTER.COM/RESEARCH
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APPLIED RESEARCH.
NEXTAFTER.COM/RESEARCH
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APPLIED RESEARCH.
NEXTAFTER.COM/RESEARCH



How Visually Emphasizing A Gift Amount On A Primary Donation Page Impacts Revenue
Experiment ID: #16415

CONTROL TREATMENT

14.9%
In Average Gift

23.8%
In Revenue

7.8%
In Conversion Rate

AND A 44% INCREASE FOR PEOPLE ON 
MOBILE DEVICES.
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APPLIED RESEARCH.
NEXTAFTER.COM/RESEARCHWHAT DO PEOPLE DO.
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‘ACADEMIC’ RESEARCH.



Social Proof: 
Also called ‘consensus’ or ‘social influence’, it is a 
psychological and social phenomenon wherein people 
copy the actions of others in an attempt to undertake 
behavior in a given situation.



Robert Cialdini’s Famous Washroom Experiment

CONTROL

TREATMENT 1

Source: https://www.influenceatwork.com/principles-of-persuasion/

75% percent of people who have stayed in this room have reused their towel.

75% of our guests reuse their towels at some time during their stay, so please do so as well

TREATMENT 2

Environmentally focused message
35% OF PEOPLE WILL REUSE 

TOWELS.

26%
In Towel Reuse

33%
In Towel Reuse

https://www.influenceatwork.com/principles-of-persuasion/


Source. The Science of Giving



Source. The Science of Giving
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Forensic 
research What 
Do 
Organizations?

APPLIED 
research
What Do 
People Do?

ACADEMIC research
What Could/Should People Do?
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Try using social proof and ‘social 
nudges’ to increase donations, 
average gift, and recurring 
donors.
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Today:
Not about how to do online fundraising 
but to give you ideas and information to 
focus in your online fundraising efforts 
and try new things based on research in 
2020.
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What about COVID-19?
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Forensic 
research What 
Do 
Organizations?

APPLIED 
research
What Do 
People Do?

ACADEMIC research
What Could/Should People Do?
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CORONAVIRUS 
NONPROFIT 
FUNDRAISING 
RESPONSE TOOL.
NEXTAFTER.COM/NONPROFIT-CORONAVIRUS-RESPONSE/
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Here’s the big problem.
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New Donor Retention Rates
ONE-YEAR MULTI-YEAR

Source: 2019 Blackbaud Charitable Giving Report
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We have a communications problem.



Strategy #1
Do Better Thanking



@bradyjosephsonSource: State of Nonprofit Email Cultivation

All Email Types to Donor Over Time
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Confirmation/Receipt Cultivation

15% OF NONPROFITS DID NOT ACKNOWLEDGE A 
DONATION IN THE FIRST 2 DAYS.
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Make sure your donors are 
being thanked for their 
gifts.



@bradyjosephson

But how?
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But how? Message.



@bradyjosephsonSource: 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.



@bradyjosephson

Some Good Examples
LIKE THIS OR THIS
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Some Good Examples
LIKE THIS OR THIS
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Make sure donors are not just 
acknowledged but thanked with how 
their donation is needed and being used.
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FROM “LEARNING TO 
SAY THANK YOU”
PHILANTHROPY-
CENTRE.ORG/REPORTS
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Thank-You Communications and the Influence on 
Engagement and Downstream Behavior

• Goodwill shoppers and members of the 
rewards club

• Shoppers received 3 thank you emails 
over a few weeks after their purchase

• Sent a survey 4 months after the first 
thank-you email
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Thank-You Communications
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Thank-You Communications
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Thank-You Communications
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Thank-You Communications



Key Findings - Behavior
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People (generally) care more 
about their impact than the 
collective impact.
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Try thanking and acknowledging the 
donor’s specific impact — not yours or 
even the community at large.



@bradyjosephson

Your communications — including thank 
you’s — can shape how donors feel about 
past actions and influence future actions.
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But how? Phone.
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From Penelope Burk’s “Donor Centered Fundraising”

NO THANK-YOU CALL THANK-YOU CALL

Source: Penelope Burk’s ‘Donor Centered Fundraising’

39%
In Revenue
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From Samek & Longfield’s “Do Thank-You Calls Increase Charitable 
Giving”

NO THANK-YOU CALL THANK-YOU CALL

Source: “Do Thank-You Calls Increase Charitable Giving? Expert Forecasts and Field Experimental Evidence”, Samek & Longfield

0%
In Revenue
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THIS

BECAME THIS
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@bradyjosephsonSource: “Actually, Calling Donors To Thank Them Does Make Them More Likely To Give Again (and Give More“  https://bloomerang.co/blog/actually-calling-donors-
to-thank-them-does-make-them-more-likely-to-give-again-and-give-more/

What Does Some Other Data Have to Say?

• Bloomerang examined the stewardship 
habits of a random customer sample:

• 3,729 nonprofit organizations in the US and 
Canada and 1,915,939 donors. 

• The organizations span a wide variety of sizes 
and cause types.

• They looked at first-time donations made 
between 2012 and 2018, and what effect a 
phone call or multiple phone calls within 90 
days of that first gift made on their retention 
rates, second gift size and second gift timing.

https://bloomerang.co/blog/actually-calling-donors-to-thank-them-does-make-them-more-likely-to-give-again-and-give-more/


@bradyjosephson

Bloomerang Analysis of Thank You Calls Within 90 Days of 1st Gift

NO THANK-YOU CALL ONE THANK-YOU CALL

Source: “Do Thank-You Calls Increase Charitable Giving? Expert Forecasts and Field Experimental Evidence”, Samek & Longfield

8% pts
In Donor Retention

100%
In 2nd Gift Avg. Gift

203
Days Quicker to 

2nd Gift
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Try calling your donors to say 
thanks quickly after their gift and 
focus on gratitude and their 
impact.
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Why are you talking about 
phone…
I don’t have time… 
I don’t have money…



@bradyjosephson

6 FUNDRAISING HACKS 
YOU CAN USE TO GROW 
REVENUE THIS YEAR
NEXTAFTER.COM/RESOURCES
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6 Fundraising Hacks

1. Google Analytics – To find unexpected content

2. Rev – Audio transcription

3. Fiverr – To get designs done on the cheap

4. Unbounce – Landing page and popup creation 

5. Optimize – Changing the unchangeable pages

6. SlyBroadcast – The personal-touch done at large scale



In Donations

How does it work?

1. Campaign information

2. Upload or record your voicemail

3. Upload recipients

4. Send or schedule campaign



In Donations

How does it work?

1. It does a half of a ring.

2. It shows up as a missed call from 
“Unknown”

3. Voicemail is delivered to the top 
of your voicemail messages with 
the call back number.
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Sly Broadcast + CRM + Zapier
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Try automated thank you calls to save 
time and money while being timely.
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Do Better Thanking Checklist

Thank donors personally, quickly, and specifically

Focus on the impact of their gift and how it’s already being put to work

If you call your donors, do so sooner after their donation and focus on gratitude 
and the difference their donation makes

Try automating your thank you process to include phone calls or voice mails to 
save time and resources



Strategy #2
Do More Cultivation
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Experiment ID: #18608 
How additional cultivation content impacts 
engagement, donations, and revenue.
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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*



No Additional Cultivation With Additional Cultivation

54%
In Engagement

No Additional Cultivation

42%
In Online Revenue
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Try sending more cultivation 
only emails.
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2,589 EMAILS ANALYZED AND CLASSIFIED.

199 NONPROFITS ACROSS 12 VERTICALS.

2 PERSONAS (SUBSCRIBER & DONOR).

Get it at: cultivatingdonors.com
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We Were Only Able To Subscribe, Give, And Get Emails To Both 
Persona’s From 48% Of Nonprofits.
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Test your forms, signup, and 
giving process.



@bradyjosephson

A subscriber gets 3.0 cultivation emails for 
every solicitation they receive compared to 
1.6 for donors.

Source: The State of Nonprofit Email Cultivation



Emails by Persona Over Time
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Are you cultivating your donors? 
As time goes on?



@bradyjosephson

How else?
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How else? Multi-channel.



@bradyjosephsonSource: Analysis of 20 U.S. nonprofit organizations across verticals including faith, education, politics/advocacy, and health/human services

Average Revenue per Donor by Channel Cohort
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OFFLINE DONORS WHO HAVE A VALID 
EMAIL ON FILE WERE WORTH 84% MORE 

THAN THOSE THAT DID NOT.
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Average Donor Retention by Channel Cohort

43%

56%

36%

67%
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• Source: Analysis of 20 U.S. nonprofit organizations across verticals including faith, education, politics/advocacy, and health/human servicesSource: Analysis of 20 U.S. nonprofit organizations across verticals including faith, education, politics/advocacy, and health/human services

OFFLINE DONORS WHO HAVE A VALID 
EMAIL ON FILE WERE SAW A 13% POINTS 

INCREASE IN DONOR RETENTION.
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Get and send emails to offline donors.
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Remember These?
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First Year Donor Retention Rates by Age and Channel
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Send cultivation communications 
in other channels.
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Likelihood to Become a Multi-Channel Donor by 
Cohort

OFFLINE TO MULTI-CHANNEL

OFFLINE W/ EMAIL TO MULTI-
CHANNEL

Source: One NextAfter client

ONLNE TO MUTLI-CHANNEL

2.15%
Multi-Channel Conversion Rate

0.47%
Multi-Channel Conversion Rate

9.32%
Multi-Channel Conversion Rate 1883%

In Multi-Channel 
Conversion Rate
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Look at acquiring donors online and 
converting to multi-channel through 
offline channels.
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Do More Cultivation Checklist

Are you sending emails that don’t contain asks (at all)?

Can you create engaging content that talks about your work, impact, and need for 
giving from a donor’s perspective that doesn’t ask? 

Then send content to your donors before an ask or a campaign

Can you break up the ‘one big newsletter’ email into 2, 3, or 4 smaller, more 
specific emails?

Can you use mail, phone, and email to engage online AND offline donors?



@bradyjosephson

HOW ARE OFFLINE AND 
ONLINE DONORS 
COMMUNICATED WITH IN 
THEIR FIRST 3 MONTHS?
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People give to people, 
not marketing machines.
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Why email?



Average Conversion Rate Per Channel
Email has a 4.67%
average conversion 
rate.



Average Conversion Rate Per Channel
That’s 160% higher than 
the next highest channel.
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But how?
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But how? Email sender.



Experiment #8010
VERSION A VERSION B

28%
In Email Opens



Experiment #5930

A

B 18%
In Email Opens
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TRY SENDING EMAILS FROM A 
PERSON (OR A PERSON, 
ORGANIZATION IF YOU MUST).
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But how? Design.



Experiment #4174
CONTROL TREATMENT

80.3%
CLICKS

112.5%
DONATIONS
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TRY A MORE PLAIN TEXT STYLE OF 
EMAIL DESIGN.
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But how? Tone.



Experiment #4171
TREATMENT

145.5%
DONATIONS

CONTROL



Look Closer TREATMENT

• Logo placement 
reduced

CONTROL



Look Closer

• Call to action 
button moved to 
text/link

TREATMENTCONTROL



Look Closer

• More personal 
and relevant 
salutation

TREATMENTCONTROL



Look Closer

• More human 
sounding 
introduction to 
the campaign

TREATMENTCONTROL



Look Closer

• It’s written to 
YOU

TREATMENTCONTROL



Look Closer

145.5%
DONATIONS

• Logo placement 
reduced

• Call to action button 
moved to text/link

• More personal and 
relevant salutation

• More human 
sounding 
introduction to the 
campaign

• It’s written to YOU

TREATMENTCONTROL
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TRY A MORE PERSONAL AND HUMAN 
TONE IN YOUR EMAIL COPY.
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COPYWRITING FOR 
ONLINE FUNDRAISERS.
COURSES.NEXTAFTER.COM
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And be ready for replies 
and engagement…



@bradyjosephson

Personal Example
PERSONAL EXTRA PERSONAL
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Personal Example
PERSONAL EXTRA PERSONAL
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Personal Example
PERSONAL EXTRA PERSONAL

* 47.9% Signficance

53.2%
CLICKS

186.5%
IN REPLIES

-11.2%*
IN CONVERSIONS
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Personal Example
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So what are nonprofits doing?



Email Sender

74% OF EMAILS WERE SENT 
FROM THE ORGANIZATION 

ONLY.



Email Sender

17% OF ALL EMAILS WERE 
SENT FROM A PERSON, 

ORGANIZATION.



Email Sender

9% OF ALL EMAILS WERE 
SENT FROM JUST A 

PERSON.



KIND OF LIKE THIS BUT MORE LIKE THIS



KIND OF LIKE THIS BUT MORE LIKE THIS



WHY NOT LIKE THIS?
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Be More Human Checklist

 Can you send emails from a person as opposed to your organization?
 Make sure you have a good reply email and not “donotreply@”

 Can you remove big design elements that can easily be perceived as marketing
 Unless images 100% support, they most likely distract…

 Can you write in a more personal, human way (from a person to a person)
 Use ‘you’ and ‘your’ a lot
Read it out loud to yourself or a colleague as a quick check

 Make sure the entire email is consistent with it’s personal nature and tone, not just one 
element
 Be ready for replies and engagement



Strategy #3:
Focus More on Recurring Giving
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Why recurring?
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Remember These?
ONE-YEAR MULTI-YEAR

Source: 2019 Blackbaud Charitable Giving Report
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Remember These?
MULTI-YEAR

RECURRING

Source: 2019 Blackbaud Charitable Giving Report



6 Year Value of 1,000 Donors

2017 Target Analytics donorCentrics Sustainer Summit
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6 Year Value of 1,000 Donors

2017 Target Analytics donorCentrics Sustainer Summit
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Cumulative Revenue per 1,000 Donors After 5 Years

2017 Target Analytics donorCentrics Sustainer Summit
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Cumulative Revenue per 1,000 Donors After 5 Years

2017 Target Analytics donorCentrics Sustainer Summit
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One Time Recurring

RECURRING DONORS ARE EVEN 
MORE VALUABLE FOR SMALL AND 
MEDIUM SIZED ORGANIZATIONS.
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But how?



@bradyjosephson

The secret to growing recurring 
giving is…
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The secret to growing recurring 
giving is… focusing on recurring 
giving.



@bradyjosephson



@bradyjosephson

203 NONPROFITS ACROSS 12 VERTICALS.

27 DATA POINTS FROM THE GIVING 

PROCESS.

5 DATA POINTS FROM THE THANK YOU PAGE.

Get it at: stateofdonationpages.com
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How Are They Communicating The Recurring 
Option?
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74% OF NONPROFITS USED A SIMPLE 
APPROACH TO COMMUNICATE RECURRING 

IN THE ONE-TIME FLOW.
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Only 7% of nonprofits had a value 
proposition for why you should become a 
recurring donor. 

• TheSource: The State of Nonprofit Donation Pages



Recurring Value Proposition Examples

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

CONTROL TREATMENT

48.4%
In New Recurring Donors
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Try giving donors a reason to 
become a recurring donor.



@bradyjosephson

14% of organizations had a ‘prompt’ 
to upgrade to a monthly gift.

Source: The State of Nonprofit Donation Pages
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Sierra Club Testing
Nudges and Nudges with Social Proof

CONTROL – NO SOCIAL TREATMENT – SOCIAL PROOF

30%
In Recurring Donors
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Try nudging donors to make a recurring 
gift.
And try adding social proof.



How Presenting The Opportunity To Make A Recurring Gift At The Moment Of A Person’s One-time Gift 
Transaction Affects Recurring Gift Conversion.
Experiment ID: #9024

CONTROL TREATMENT

64%
In Recurring Gifts

THE POP-UP DIDN’T SIGNIFICANTLY IMPACT THE 
LIKELIHOOD OF A PERSON GIVING A ONE-TIME GIFT.





@bradyjosephson

Try a pop-up/prompt in the one-time 
donation flow to upgrade to a recurring 
gift.
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11% of organizations defaulted to a 
monthly gift.

Source: The State of Nonprofit Donation Pages
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Sierra Club Testing
Defaulting to Recurring Gift

CONTROL – ONE-TIME TREATMENT - MONTHLY

$200K to 
$1M

In Recurring Revenue 
Over 2 Years
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Defaulting to Monthly Tabbed Treatment

CONTROL

TABBED - SINGLE TABBED - MONTHLY

62.5%
In Conversion Rate

91%
In Conversion Rate

366%
In Recurring Donors
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Defaulting to Monthly Tabbed Treatment

CONTROL

TABBED - SINGLE TABBED - MONTHLY

62.5%
In Conversion Rate

91%
In Conversion Rate

366%
In Recurring Donors

NO DISCERNIBLE EFFECT ON ONE-TIME DONOR 
CONVERSION.
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Try defaulting to a recurring 
gift (and consider a tabbed 
layout).



@bradyjosephson

Default how? Smaller 
donations.



@bradyjosephson

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
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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.
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How the minimum gift amount asked on a recurring pop-up impacts overall revenue
EXPERIMENT ID: #18640

CONTROL $15

TREATMENT $19 43.3%
In Revenue per Visitor
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Try lowering your first and default 
recurring gift amounts.
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Focus More on Recurring Giving Checklist

Make recurring giving a priority for you and your team internally
Set goals, assign responsibility, offer rewards, recognition, and incentives

Try having a reason why someone should make a recurring gift present on your donation 
page
Try ‘nudging’ one-time donors to make a recurring gift

Include social proof if you can

Try defaulting to a recurring gift on your donation page
Try lowering your first and suggested recurring gift amount(s)
Offer an EFT/Direct Debit option on your donation page
Make sure you monitor the differences of new visitors/donors and repeat visitors/donors



Strategy #4
Use Small Actions To Lead To Bigger Actions
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VALUE

COST

Email Signup

Email 
Envelope 
and Body

Optimizing Each Micro-Decision
Dec

(mi) 
Decision

(mi) 
Decision

(mi) 
Decision

(mi) 
Decision

Donation Page and 
Process

Dec

(mi) 
Decision

(mi) 
Decision

(mi) 
Decision

Cost

Value 
(mi) Yes



COGNITIVE MOMENTUM.
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“Support 
Us” Ad Donation

The

Ask

0%
Conversion Rate

Facebook Ad Direct Ask
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Free 
Offer

Free 
Offer 

Landing 
Page

Donation
The

Ask

Facebook Ad Email Ask

1.18%
Conversion Rate
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Version A Version B

Which Strategy Resulted In More Donors?

∞%
In Revenue

∞%
In Conversion Rate

∞%
In Average Gift
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A Donor Acquisition Model Through Content 
Offers and Email Acquisition

Offer Promotion
Email 

Acquisition 
Page

Instant 
Donation 

Page
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Try acquiring emails first as a 
route to acquiring donors.
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TURNING FACEBOOK 
LIKES INTO DONORS.
COURSES.NEXTAFTER.COM



@bradyjosephson

But how else?



CONTROL TREATMENT



CONTROL TREATMENT



CONTROL TREATMENT

30%
In Donations
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Try asking for an easier, non-
financial action before asking 
for a donation in context.
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Sierra Club Testing
Defaulting to Recurring Gift

$200K to 
$1M

In Recurring Revenue 
Over 2 Years

THIS IS ACTUALLY AN 
INSTANT DONATION PAGE 

WITH A RECURRING GIVING 
DEFAULT PUSH.
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Try a recurring default on an 
instant donation or confirmation 
page.
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It applies to mental processes 
as well, not just actions.
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Remember These?

Your job throughout the giving process is to keep people saying “Yes” and/or ensure 
they don’t say “No”. A high first gift amount, suggested donation, or even recurring 
ask can stop people while a lower or one-time amount allows them to keep going 
and, often, choose a higher amount (either one-time or over time).



@bradyjosephson

So what are nonprofits doing?
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61% OF CHARITIES DID NOT 
HAVE A CONFIRMATION 
PAGE AFTER EMAIL SIGNUP 
AND ONLY 22% HAD ANY 
KIND OF CALL TO ACTION.
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Have a confirmation/thank-
you page.
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60% OF NONPROFITS 
OFFERED US NOTHING TO 
DO AFTER WE SIGNED UP 
TO GET THEIR EMAILS.
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Offer a next step or action 
after an email signup.



Usefulness of Confirmation Pages

1. User experience
2. Continued 

engagement
3. Tracking, measuring, 

and testing
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Usefulness of Confirmation Pages

1. User experience
2. Continued 

engagement
3. Tracking, measuring, 

and testing
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GOOGLE ANALYTICS FOR 
NONPROFITS.
COURSES.NEXTAFTER.COM
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Use Small Actions to Lead to Bigger Actions Checklist

Focus on getting possible donors to say yes — either in their actions or in the minds — to 
keep cognitive momentum working for you
Consider a secondary action — pledge, email reminder, survey, etc. — for less motivated 

donors to get an email or small commitment
For donor acquisition, consider acquiring email signups through content offers and then 

move to an instant donation ask
Try a default recurring gift ask

Try an instant upgrade or additional gift on your donation thank you page
Offer some action on your email signup and donation thank you pages (oh, and make 

sure you have one of those)





@bradyjosephson* assumes you are collecting and sending great emails frequently that don’t only ask and look, sound, and feel more like a person

5 Strategies for Your Online Fundraising in 2020

 Do better thanking

 Do more cultivation

 Be more human

 Focus on recurring giving

 Use small actions to lead to bigger actions 
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Bonus Ideas!

 Focus on boomers
Try using social proof to encourage donation amounts and types 
 Frontload communications after a donation or email signup
Show branded Facebook ads to your direct mail donors
Try using a match to incentivize greater giving or a giving type
Structure actions as part of a set (pseudo-set framing)
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Go deeper.
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ACCESS A FREE ONLINE 
FUNDRAISING 
CERTIFICATION COURSE.
COURSES.NEXTAFTER.COM

USE THE CODE “LEARNFROMHOMETRY” TO GET 1 
FREE COURSE.
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ACCESS ANY & ALL 
COURSES FOR JUST 
$24.50/MONTH.
NEXTAFTER.COM/MEMBERSHIP

USE THE CODE “LEARNFROMHOMEJOIN” TO 
SAVE 50%.
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GET LINKS, DISCOUNTS, 
& SLIDES FROM TODAY.
NEXTAFTER.COM/ONECAUSE-WEBINAR
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Questions.
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QUESTIONS?
BRADY@NEXTAFTER.COM
/IN/BRADYJOSEPHSON
@BRADYJOSEPHSON

nextafter.com/membership

courses.nextafter.com

niosummit.com

USE THE CODE “LEARNFROMHOMETRY” 
TO GET 1 FREE COURSE AND 

“LEARNFROMHOMEJOIN” TO GET 50% 
OFF YOUR MEMBERSHIP.
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