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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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A lesson here, there is.





Survey Email
• Acknowledge their name
• Describe the opportunity and reason
• Call them to take the survey with a raw link
• DO NOT ask for money, even in a P.S.

#anksgiving Email
• Acknowledge their name, time,
  and contribution
• Call them to consume something free
• DO NOT ask for money, even in a P.S.

Giving Tuesday Emails
• 1st Email - Educate them on what Giving 
Tuesday is and ask for a donation
• 2nd Email - Give them free content
• 3rd Email - Make a direct donation ask

Year-End Overview Email
• Acknowledge their name, your relationship, 
and why they should keep reading
• Segue into what’s at stake in the new year
• Give evidentials of your organization’s impact
• Announce a match (if any) and the deadline
• Ask for an immediate donation

Testimonial Pass-Along Email
• Acknowledge their name, your relationship, and
  your desire for them to see their impact
• Share a real and compelling testimonial
• Give credit to them because of their generosity
• Ask them to donate now

Free Offer Email
• Acknowledge their name, your relationship
• Describe the free thing you want to give them
• Call them to get the free offer
• DO NOT ask for money in the email
• Once opted in to your offer, use an instant 
  donation page to make your donation ask.

Accomplishments Email
• Acknowledge their name, and that you want to
  see positive results from their generosity
• Show a list of accomplishments from the
  donor’s generosity
• Thank them again for their generosity
• DO NOT ask for money, except in a P.S if you
  have a special deadline approaching

Authority Acknowledgment Email
• Acknowledge their name, relationship with you.
• Thank them for their support to date.
• Describe what their support means to the 
authority figure (CEO, President, Chair Person, etc)
• Ask them to give a specific amount

Mid-December Reminder Email
• Acknowledge their name
• Give a reason for wanting to quickly connect
• Quickly remind them of where their gift will go
• Ask them to complete their donation

December Holiday Email
• Acknowledge their name, time, and contribution
• Acknowledge your shared value in the holiday
• Call them to get free content to celebrate
• DO NOT ask for money, even in a P.S.

Only Days Le* Email
• Acknowledge their name, your relationhship, 
and timeframe
• Summarize the most important challenges 
and values at stake in the new year
• Commit to attacking these challenges
• Ask for an immediate donation
• Remind them of the time left using text.

December 30th Email
• Acknowledge their name, your relationship
• Acknowledge the deadline and urgency
• Announce any new incentives to give
• Ask for an immediate donation

December 31st Emails
• AM Email - Ask for an 
immediate donation, utilizing a 
countdown clock, progress bar, 
social stats, etc.
• PM Email - Ask for an 
immediate donation, stating that 
you haven’t received their gift 
yet. Include AM Email below.

We Did It! Email
• Announce that you hit your 
goal (or a certain percentage 
of it).
• Thank them for their 
generosity and support
• DO NOT ask for an 
additional donation

Year-End Fundraising Email ,meline

10
January

15
November

For the super-advanced fundraiser...



Why Should You Care About 
Year-End Fundraising?

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



Percentage of 2020 online revenue that the average 
nonprofit brought in during year-end season.

35%

Get the full study on year-end multichannel fundraising



NEARLY ONE THIRD OF ANNUAL GIVING 
OCCURS IN DECEMBER

31%

According to a study from Neon One



OF NON-PROFITS RECEIVE A MAJORITY 
OF THEIR ANNUAL DONATIONS 

50%
FROM OCTOBER THROUGH DECEMBER

According to a study from Bloomerang & Pursuant



37%
Sent Nothing to
Postal Donors

13%
Sent Nothing to
Online Donors

During Year-End

Get the full study on year-end multichannel fundraising



A Common Misconception
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After December 25th
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253% more 
revenue



Data according to an analysis of 17 nonprofits with active online fundraising programs.0.00% 5.00% 10.00% 15.00% 20.00% 25.00% 30.00% 35.00% 40.00% 45.00%

Giving Tuesday

December 31st

After December 25th

Percentage of Online Year-End Revenue

734% more 
revenue



20%
Sent Mail

57%
Sent Email

During Giving Tuesday Week

18 58
Get the full study on year-end multichannel fundraising



18%
Sent Mail

58%
Sent Email

During the Last Week of the Year

Get the full study on year-end multichannel fundraising



18%
Sent Mail

58%
Sent Email

During the Last Week of the Year

There is

Minimal Difference
in how nonprofits treat Giving Tuesday

versus the Last Week of the year.



1. Send Something. Send Anything!

2. Send During the Last Week of the Year.

3. Send During Giving Tuesday.
Prioritize them in that order.

The Bare Minimum Playbook



How do you tell your story 
over the whole season?

Without asking 100M times
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Priming
& Framing



PRIMING
the process whereby a person is exposed to a 
stimulus that influences how they think or feel 
about something later on



Survey Email
Priming Email #1



Survey Email
Priming Email #1

Build alignment, and don’t 
even think about asking for 

a donation (in the email).



The Email



The Email



The Survey



The Survey



The Instant Donation



The Instant Donation



Thanksgiving Email
Priming Email #2



Thanksgiving Email
Priming Email #2

Thank donors (and subscribers) for 
their ongoing support. 

DO NOT ASK FOR MONEY.



Thanksgiving Examples











No Post Card Post Card

204%
In Donor Conversion

A Thanksgiving Message for You, [First Name]



The Free Offer
Priming Email #3



The Free Offer
Priming Email #3

Give your donors something 
of value for free (like an eBook).

Not “free with a donation.” Just free.



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



PRINCIPLE #1

Donors are relational people.
Invest in the relationship before asking for money.



How do you make your 
donation appeals?
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Personal
Appeals



The Overview
Personal Appeal 



The Overview
Personal Appeal

Explain the stakes heading 
into a new year – and ask for 

a donation right away.





The Problem

The Solution

Your Impact

Incentive

Call-to-Action
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The Problem

The Solution

Your Impact

Incentive

Call-to-Action

Other Incentives

• Have your gift matched

• Countdown clock

• Free gift with donation

• Threshold-based premium



The Problem

The Solution

Your Impact

Incentive

Call-to-Action



Designed VS Human
Control - Designed Treatment - Plain

29%
In Donations



An Optimized Example
“For a more civilized age”





The Problem

The Solution

Your Impact

Incentive

Call-to-Action

It is a dark time, [First Name].

Although the Death Star has been destroyed, Imperial troops 
have driven the Rebel forces from their hidden base and 
pursued them across the galaxy.

This means even more innocent civilians of what used to be our 
glorious and peaceful Republic have been enslaved – forced to 
work under the tyranny of the Empire and fuel their relentless 
war machine that is upending entire systems and killing millions 
of life forms.

But there is still reason for hope. 

Your Rebel Alliance is preparing for an all-out assault and the 2nd

Death Star with aims to end this galactic civil war once and for 
all. All we need now are the ships to bring down the Imperial 
fleet.

That’s where I need your help, [First Name]. Your donation of 
will help provide blasters for our ground troops, food to fuel the 
heroes on board cruisers, and critical equipment to help us blast 
through the star fleet and end this war.
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Your Rebel Alliance is preparing for an all-out assault and the 2nd

Death Star with aims to end this galactic civil war once and for 
all. All we need now are the ships to bring down the Imperial 
fleet.

That’s where I need your help, [First Name]. Your donation of 
will help provide blasters for our ground troops, food to fuel the 
heroes on board cruisers, and critical equipment to help us blast 
through the star fleet and end this war.

And when you donate 100 credits the Rebel Alliance today, we’ll 
send you a free piece of the 1st Death Star as a commemorative 
token and reminder of your critical role in the fight to save the 
galaxy.

Will you consider donating to the Alliance today? You can make 
your donation here: www.rebel-alliance.org/donate

Help us [First Name]. You’re our only hope.

- Princess Leia Organa

The Problem

The Solution

Your Impact

Incentive

Call-to-Action

http://www.rebel-alliance.org/donate
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all. All we need now are the ships to bring down the Imperial 
fleet.
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The Problem
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Your Impact

Incentive
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Sent from a Real Person

http://www.rebel-alliance.org/donate


PRINCIPLE #2

Donors are logical people.
Give them real reasons why they should give.



The 
Closers



The Deadline
Closer #1



The Deadline
Remind donors of the 
impending deadline 
without re-hashing 

everything.

Closer #1





Value VS Brevity
More Value Proposition Quick Reminder

778 Characters

32.1%
Value Prop Copy

1146 Characters

30.7%*
DONATIONS



The Reminder
Closer #2



The Reminder
A personal email to make 
sure they didn’t miss your 

deadline email.

Closer #2







Normal Follow-up Forward-Style Body Copy
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Normal Follow-up Forward-Style Body Copy



Normal Follow-up Forward-Style Body Copy

20%
In Emails Acquired



PRINCIPLE #3

Donors are busy people.
And sometimes people just forget.



1. Send cultivating emails.

2. Make your appeals personal and logical.

3. Send clear reminders to give now.
And don’t forget to communicate like a human.

The Slightly More Advanced Playbook



One More Thing…
And one more Star Wars reference







Cultivation Tip #1

Start sending a weekly cultivation 
email to you donors.



No Additional Cultivation Additional Cultivation Group

42%
In Online Revenue



Activate your free 
year-end course.

Nextafter.com/year-end-course
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fundraiseup.com

Fundraise Up uses machine learning, human-centered 
design—and magic to double your revenue.



Questions?
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