
NEW COURSE COMING AUGUST 9th



KANSAS CITY, MO
SEPTEMBER 20-23

NIOSUMMIT.COM

SAVE $300 WITH CODE FLYINGMONKEY

DEADLINE IS TOMORROW





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.





Why do we need 
more acquisition?



https://mrbenchmarks.com/journeys#fundraising | https://institute.blackbaud.com/charitable-giving-report/overall-giving-trends/

M&R Benchmarks 2022

Blackbaud Institute 2021

https://mrbenchmarks.com/journeys
https://institute.blackbaud.com/charitable-giving-report/overall-giving-trends/


Nonprofits Will Lose at Least 
40% of Their Donors Every Year
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Let’s pretend you have 10,000 
multi-year donors.
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Next year, you’ll only 
have 6,000.



0

2000

4000

6000

8000

10000

12000

Year 1 Year 2 Year 3 Year 4 Year 5 Year 6 Year 7 Year 8 Year 9 Year 10

# of Donors With No Acquisition

# of Donors

In 5 years, you’ll have 
1296 left.
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And in year 10, you’ll have 
virtually no donors left.



How can you make sure you still 
have donors left in 10 years?



More AcquisitionFix Retention



Is Online Acquisition 
actually worth it?



Average Revenue per Donor by Channel Cohort
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MULTI-CHANNEL DONORS ARE WORTH 
MORE THAN 3X MORE THAN OFFLINE 

ONLY AND ONLINE ONLY DONORS.



Average Donor Retention by Channel Cohort

43%

56%

36%

67%

0%

10%

20%

30%

40%

50%

60%

70%

80%

Offline Only Offline w/ Valid Email Online Only Multichannel

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

MULTI-CHANNEL DONORS WERE 
RETAINED 24% POINTS MORE THAN 

OFFLINE ONLY DONORS AND 31% MORE 
THAN ONLINE ONLY DONORS.



Source: NextAfter Clients

Multi-Channel Conversion Rate by Cohort

Organization Offline Only Online Only
A Small Nonprofit .2% 1.8%

A $100m Nonprofit .03% 3.4%

Nonprofit Media Network .3% 4.5%

Broadcast Ministry 1.18% 3.96%

Higher Education Organization .4% 1.8%



Source: NextAfter clients

Multi-Channel Conversion Rate by Cohort

Organization Offline Only Online Only
Small Ministry .2% 1.8%

$100m Ministry .03% 3.4%

Media Network .3% 4.5%

Broadcast Ministry 1.18% 3.96%

Higher Education .4% 1.8%

ONLINE ACQUIRED DONORS ARE 463% TO 
11,200% MORE LIKELY TO BECOME A MULTI-
CHANNEL DONOR COMPARED TO OFFLINE 

ACQUIRED.



How do you effectively and efficiently
acquire quality donors online?

KEY QUESTION



The Power of Free



VS
26¢1¢



VS
26¢1¢

No difference
In Consumption



VS
25¢FREE



VS
25¢FREE

90%
Took the Kiss



VS
14¢FREE

People want free stuff.



Ok…but how does that 
lead to donations?





Get the Texas Almanac 
on CD for $19.95!
15 Units Sold | $299.95 in revenue



Get the Texas Almanac 
on CD for $19.95!
15 Units Sold | $299.95 in revenue

What if you gave it away for free?



Get the Texas Almanac for free!
• 61k visitors
• 16.8k emails acquired
• 258 new members
• $53 avg. gift size
• $13k in member revenue





$13k



$13k >



$13k > $299



Free > Paid



The Free » Donor Model
Content

Valuable
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Advertisement
Landing

Page
Instant 

Donation Page

Email Offer



Most of us have already tried this…

The Ad Donation
The

Ask



The Ad Donation
The

Ask

$0 Donations

...and experienced this:



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





Facebook AdFacebook Instant Donate Page

Facebook Ad Landing PageFacebook Instant Donate Page

∞%
In Donations



Found in the Why Should I 
Give to You? course on Value 
Proposition.



Found in the Why Should I 
Give to You? course on Value 
Proposition.





According to this theory, a person will be more likely to agree to do a large request if they first
agree to do a small request. The foot-in-the-door technique works due to a person feeling
obligated to go along with larger requests after proving they can fulfill smaller requests or
commitments.

Foot-in-the-Door Technique



Advertisement
Landing

Page
Instant 

Donation Page

Email Offer



Facebook Ad Landing PageFacebook Instant Donate Page

On Facebook to fill 
time and see content.

Looking at your ad 
because it provides 

value to them.

Filling out a form to 
get the valuable offer.

Considering giving as 
an act of gratitude » 

generosity.



This only works if it’s all 
working together.



Online Advertisement 
& Promotion

Email Acquisition
Landing Page

Instant 
Donation 

Page

Email Acquisition 
Offer
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The

Donor
Mountain





Your Donor

Your Goal



Your Donor

Your Goal



Your Donor

Your Goal

Should I read your ad?

Should I click your ad?

Should I fill out the form on 
the landing page?

Should I donate?



COST-HEAVYVALUE-LIGHT NO



VALUE-HEAVY COST-LIGHTYES



But why do I need their 
email address?



What’s the value of an 
email address?



Emails Activate
Down-stream Revenue



Average Revenue Per Channel
Average Revenue

Direct

Display

Email

Organic

Paid Search

Paid Social

Referral

Social

0 5000 10000 15000 20000 25000 30000 35000

 $                   30786.51

 $                        467.87

 $                   29179.23

 $                   22532.45

 $                   17017.98

 $                     2449.12

 $                   22627.74

 $                     3316.67

Made with

Source: NextAfter Benchmarking Cohort of 73 Organizations



Average Conversion Rate Per Channel

Source: NextAfter Benchmarking Cohort of 73 Organizations
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Made with

Email has a 4.67%
average conversion rate.



Average Conversion Rate Per Channel

Source: NextAfter Benchmarking Cohort of 73 Organizations
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That’s 160% higher than 
the next highest channel.



Source: 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.



Real Examples of
Instant VS Downstream



SOURCE: A NextAfter Client from Jan. 1, 2021 – Dec. 31, 2021

A Missions Organization
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SOURCE: A NextAfter Client from Jan. 1, 2021 – Dec. 31, 2021

A Higher Ed Organization



SOURCE: A NextAfter Client from Jan. 1, 2021 – Dec. 31, 2021

A Higher Ed Organization

Instant Donors
69%

Downstream 
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31%

Number of Donors by Acquisition Type
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Instant Donors
60%

Downstream 
Donors

40%

12 Month Revenue By Acqusition Type

Instant Donors Downstream Donors



Let’s Review



#1 Donor retention is a problem.
60% retention rate for multi-year donors.



#2 Online donor acquisition has 
tremendous potential.
>463% more likely to become multi—channel than offline donors.



#3 Free content is the key to grab 
attention and convert donors.
A consistent and efficient model to acquire new donors online.



Advertisement
Landing

Page
Instant 

Donation Page

Email Offer



The Strategy

The Execution



NEW COURSE COMING AUGUST 9th

You will be the first to know when it’s live



SESSION 2

Value 
Proposition 
Essentials

SESSION 3

Creating an 
Email 

Acquisition 
Offer

SESSION 4

Implementing 
Your Email 

Acquisition Page

SESSION 5

Implementing an 
Instant 

Donation Page

SESSION 6

Getting People 
to See Your 

Offer

Taught in the order you will build your campaign.



Questions?
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Don’t break the Tin Man’s 
heart by not coming to NIO.


