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• 2 full days of innovative 
speakers

• 2 pre-conference online 
fundraising workshops

• 1 post-conference online 
fundraising workshop

• Absurdly fun parties and 
networking
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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.





What the heck is a high-
urgency campaign?

PART 1



Cumulative Revenue



Year-End

Special High-UrgencyGiving Tuesday

Fiscal Year-End

Year-EndGiving Tuesday

Special High-Urgency

Fiscal Year-EndCumulative Revenue



Why would I run one?



Non-Donors Existing Donors Lapsed Donors Recurring Donors

First-Time Donors 2nd / nth Gift Re-Activated “Above and Beyond”

ACTIVATION

Cultivation » Case for Support » Clear Deadline » Urgency » Incentives



What does it look like?



A Good Starting Point

Engagement Launch Appeals & Cultivation Urgency
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Engagement Launch Appeals & Cultivation Urgency

Why use a survey?
Because high urgency campaigns are notoriously bad at generating high click rates on appeal 
emails. Therefore, the survey gives you a few emails with high click rates, but the survey itself 
should align with building towards the campaign’s case for support so that you can get gifts, too.
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What is in the campaign kickoff email?
Once you have the donation page worked out for the campaign, take the donation page copy for 
the case for support and fashion an entire email out of it. Basically, this ”moves the ask” into the 
inbox level to kick off the campaign.
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What should we do for our appeal emails?
We’ll come back to this in a moment, but these emails should build upon your case for support 
and present a strong value proposition as to why someone should give.
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Don’t forget about your cultivation emails!
You shouldn’t just simply ask endlessly during this phase. Break up your appeals with a 
cultivation email … a good testimonial, thank you letter, or story of impact here will remind your 
prospective donors why they give in another way when you ask the next time.



A Good Starting Point
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What is in the urgency phase?
These are the countdown clock emails used at the end of the campaign to emphasize the 
urgency of the approaching deadline. By switching between two senders, you can keep this 
phase somewhat fresh even though the emails are tightly packed in a 36-hour window.



Determining your timeline
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Deadline-1 dayA week before
your kickoff

email

3-7 days between each email if possible.



Determining your timeline
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June 30thJune 29thUh oh. Am I out of time?



June 27th June 28th June 29th June 30th

Appeal
(Kickoff if you haven’t sent 

anything yet)
Cultivation Tomorrow is the last 

day!
Last Day to Give

(High Urgency)

A timeline for next week



5 Tips to Optimize the heck 
out of your campaign

PART 2



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





#1 Craft a strong case for support.



Appeal from CEO





Appeal from a Benificiary





Appeal from CEO Appeal from Personal Testimonial

54%
In Donor Conversion
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used
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Building a Case for Support
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No Match
“Your donation” 

Matched

24%
In Donations
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Experiment #583
Make Your Gift Stand With Us

50%
In Donations

91%
In Clicks



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



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?

1

2

3 4

5

Test your case for suppor
t.

Test increasing specificity
 about how a donation will be used.

Test using a match.

Test using a 
premium.Test using a direct call-to

-action – not a vague one.

Building a Case for Support



#2 Test using direct and specific language.



Control - Passive language





Treatment - Direct language



Control - Passive language Treatment - Direct language

219%
In Donations



49%
In Donations

Pop-Up with Passive 
Language

Pop-Up with Direct 
Language



If I am [audience segment], why should I give to 

you rather than some other organization or at all?

donoremail subscriber
volunteer

reader viewer



Ask yourself these questions about 
your donors…

1. What do they believe?

2. What are they concerned about?

3. What claims of value address their concerns?



#3 Use a sticky bar to humanize
your value proposition.



Standard Donation Page



Humanized Sticky Bar

114%
In Donations



Control Sticky Bar - Direct

839%
In Donations

LOW SAMPLE SIZE



How-To
1. Sign up for Unbounce.

2. Create a new “Convertable” and select 
a “Sticky Bar”.

3. Use the drag-and-drop editor to adjust 
your background, add in text, and drop 
in an image.

4. Set your targeting to display on your 
donation page and ”show on every 
visit.”

https://documentation.unbounce.com/hc/
en-us/articles/115003741046-Creating-a-
Sticky-Bar-in-the-Unbounce-

Detailed Instructions

Starts at $90/month

https://documentation.unbounce.com/hc/en-us/articles/115003741046-Creating-a-Sticky-Bar-in-the-Unbounce-


#4 Reduce your list churn & opt-outs.



Version A Version B



Version A Version B

33%
UNSUBSCRIBES



Control Treatment #1



Control Treatment #1

14%
In Unsubscribes



How-To
1. Add a link to your initial email that links 

to a landing page with opt-out form.

2. Apply a unique Tag to contacts who fill 
out the form.

3. Suppress contacts with the Tag in your 
next campaign.

1. Add a link to your initial email that links 
to a landing page with opt-out form.

2. Add all contacts who fill out the form to 
a dedicated suppression list.

3. Exclude contacts on the suppression 
list from high-urgency campaign emails.

How-To



#5 Test using a “number of donors” goal.



Emergency Alert Banner



Micro-goal Slide-in Banner

21%
In Donations



Thermometer Power Hour

25%
In Donations



Control

Broad Goal



Treatment #1

Specific Donor Goal



Control Treatment #1

74%
In Donations



Let’s Review



June 27th June 28th June 29th June 30th

Appeal
(Kickoff if you haven’t sent 

anything yet)
Cultivation Tomorrow is the last 

day!
Last Day to Give

(High Urgency)

Abbreviated Timeline for Your Fiscal Year-End

Ideas to Test in Your Campaign

1. Test a stronger case for support using a clear problem & solution, articulating the 

impact of a donation, and clearly calling donors to action.

2. Test using specific & direct language to address donors directly – giving them a 

clear need meet and goal to achieve.

3. Use a humanized sticky bar to strengthen your value proposition.

4. Reduce your list churn with a campaign opt-out option.

5. Test using a “number of donors” goal against the typical “revenue” goal.



Questions?
Drop them in the Q&A panel.



Get the 
Email Appeal
Template
nextafter.com/email-appeal-template/
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