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• 2 full days of innovative 
speakers

• 2 pre-conference online 
fundraising workshops

• Absurdly fun parties and 
networking
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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.
will do our best to…



Today’s Speakers

Kevin Peters
CTO

Jeff Giddens
President



The Best New
Online Fundraising Research
From Studies, Testing & Experimentation in 2021



Mystery Donor Studies Testing & Experimentation



Mystery Donor Studies Testing & Experimentation



The Global Online 
Fundraising Scorecard





Nonprofits need better 
reasons for people to give 
them their email address.

KEY FINDING #2

45% of email opt-ins gave minimal clarity about what 
you’d actually get if you gave your email address.



Minimal Value Prop

Expanded Value Prop

276%
In Emails Acquired



A Health Organization
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Email brings in 199% more revenue 
than direct traffic.



A Higher Education 
Institution
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Email brings in 606% more revenue 
than organic traffic.
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A Public Policy Organization

Email brings in 117% more revenue 
than organic traffic.



“The size and quality of your email file is 
the number one indicator of your ability to 

raise more money online.”



Get your copy of the Global 
Online Fundraising Scorecard.
globalonlinefundraising.com



Donation Page Friction



There are too many 
distractions in the online 
giving process.

KEY FINDING #1

6 in 10 organizations had a menu, navigation, or 
other visible links on their donation page that took 
visitors away from the giving process.



With Navigation Without Navigation

195%
In Donor Conversion*

* Based on a 86% statistical level of confidence



Get your personalized 
donation page friction score.
donationpagefriction.com/assessment



Multi-Channel Fundraising
Year-End Edition



There’s a significant lack of 
donor cultivation in both 
the inbox and mail-box.

KEY FINDING #3

2 out of 5 organizations sent zero cultivation to active 
online donors during year-end.

4 out of 5 organizations sent zero cultivation to active 
postal donors during year-end.



No Additional Cultivation Additional Cultivation Group

42%
In Online Revenue



Get the full study on year-
end multichannel fundraising
multichannelnonprofit.com/year-end



Mystery Donor Studies Testing & Experimentation

nextafter.com/research



Mystery Donor Studies Testing & Experimentation

Lightning Round



Jeff Giddens
President



How a campaign-specific "unsubscribe 
interruptor" affected opt-out rate



Control Treatment #1

14%
In Unsubscribes



How the principle of inclusion affected 
donor conversion rate on a match appeal



Control Treatment #1

16%
In Donations*

* Based on a 61% statistical level of confidence



How including a story of impact in a 
calendar year-end campaign affects 
donor conversion



Control Treatment #1

42%
In Donations



How giving the donor autonomy during a 
match affects conversion rate



Control Treatment #1

10%
In Donations*

* Based on a 62% statistical level of confidence



Questions for Jeff?



Kevin Peters
CTO | Aka “Director of IT”



The Downgrade 
Experiment

We’re accepting suggestions for new names



"A gift of any amount" "Will you be one of X donors to give 
$Y?"



"A gift of any amount" "Will you be one of X donors to give 
$Y?"

348%
In Revenue



Chart of Standards
Largest Gift Range Ask Num Donors

$1-$19 $15 50

$20-$29 $25 50

$30-$39 $35 50

$40-$59 $50 50

$60-$99 $75 25

$100-$149 $125 15

$150-$249 $200 10

$250-$499 $500 5

$499-$999 $750 3

$999-$4,999 $2,500 2

$5000+ $5,000 1





Recent Donors



Recent Donors

Likely to UpgradeNot Likely to Upgrade



Recent Donors

Likely to UpgradeNot Likely to Upgrade

Downgrade Treatment Upgrade Treatment

Control Control



Charts of Standards

Largest Gift 
Range Ask Num 

Donors
$1-$19 $15 50

$20-$29 $25 50

$30-$39 $35 50

$40-$59 $50 50

$60-$99 $75 25

$100-$149 $125 15

$150-$249 $200 10

$250-$499 $500 5

$499-$999 $750 3

Control
Largest Gift 

Range Ask Num 
Donors

$1-$19 $5 50

$20-$29 $15 50

$30-$39 $25 50

$40-$59 $35 50

$60-$99 $50 25

$100-$149 $75 15

$150-$250 $125 10

$250-$499 $200 5

$499-$999 $500 3

Downgrade Chart
Largest Gift 

Range Ask Num 
Donors

$1-$19 $25 50

$20-$29 $35 50

$30-$39 $50 50

$40-$59 $75 25

$60-$99 $125 15

$100-$149 $200 10

$150-$250 $300 5

$250-$499 $750 5

$499-$999 $1,250 3

Upgrade Chart



Variations
Standard Language Downgrade Language

Upgrade Language



Standard Language Upgrade Language

8%
In Revenue*

* Based on a 60% statistical level of confidence



Standard Language Downgrade Language

31%
In Revenue*

* Based on an 88% statistical level of confidence





? Mystery Client

The Adventurous Organizations



Standard Language Downgrade Language

194%
In Revenue



Standard Language

Downgrade Language

34%
In Revenue



? Mystery Client

The Results

* 89% LoC. ** 5% LoC

194%
In Revenue

96%
In Revenue*

5%
In Revenue**

34%
In Revenue

134%
In Revenue



Questions for Kevin?



Activate 
Your Free 
Certification 
Course
nextafter.com/intro-course



Activate 
Your Free 
Certification 
Course
nextafter.com/intro-course

• Foundations of online 
fundraising optimization

• Acquire new email 
subscribers

• Get more donations from 
your email appeals

• Increase conversion on 
your donation page

• Discover the power of 
A/B testing

Here’s what you’ll learn



Activate 
Your Free 
Certification 
Course
nextafter.com/intro-course
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Questions for Kevin?


