


How many licks does it take to get 
to the center of a tootsie pop?

Question of the Day



“NIO obviously is a good time.

It’s not only been really valuable
educationally, but it’s been a ton of fun!”

Marissa Stein
Coral Reef Alliance



niosummit.com

“There was so much information that was 
applicable.

It won’t just change the way we approach 
our donors, but our philosophy of why we’re 
talking to them in the first place.”

DeNail Sparks
EveryNation



A Few Quick things…

A video recording of this 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.



We have time for additional Q&A.

A Few Quick things…





Did you hit your Giving 
Tuesday goal?

CHAT IT

We crushed it! 🥳 | We missed it 😞 | What is Giving Tuesday? 🤔



Why Should You Care About 
Year-End Fundraising?

Sooo much



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



Percentage of 2021 online revenue that the average 
nonprofit brought in during year-end season.

45%

Data from an analysis of 30 NextAfter clients from Nov. 15 – Dec. 
31, 2021, representing $72M in donations.



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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December 31st

After December 25th

Percentage of Online Year-End Revenue

4%
Data from an analysis of 30 NextAfter clients from Nov. 15 – Dec. 

31, 2021, representing $72M in donations.
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Giving Tuesday

December 31st

After December 25th

Percentage of Online Year-End Revenue

Data from an analysis of 30 NextAfter clients from Nov. 15 – Dec. 
31, 2021, representing $72M in donations.

334% More Revenue
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Giving Tuesday

December 31st

After December 25th

Percentage of Online Year-End Revenue

Data from an analysis of 30 NextAfter clients from Nov. 15 – Dec. 
31, 2021, representing $72M in donations.

924% More Revenue



18%
Sent Mail

58%
Sent Email

During the Last Week of the Year

Get the full study on year-end multichannel fundraising



So how do we get the most 
out of the last week?



1. Your emails
2. Your website
3. Your donation page



1. Your emails
2. Your website
3. Your donation page
KEY CONCEPT

Increase urgency without rehashing 
all the reasons to give.



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...



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
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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
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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
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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







Giving Tuesday Resend

Control



Control



Forward Style Resend

Treatment



Forward Style

Treatment

Original Email



Giving Tuesday Resend Forward Style Resend

73%
In Donations



1. Your emails
2. Your website
3. Your donation page
KEY CONCEPT

Make it easier for people to find 
where to give.



X



Sticky bar X

Slide out

X

Donate

Homepage “Ad”

Pop Up

X



Navigation



Ghost Button

High Contrast Button

28%
In Clickthrough



Control

Treatment

190%
In Donor Conversion

* Based on a 94% statistical level of confidence



Make it easy to see your “Donate” 
button in your navigation.



Homepage Ads



Donate



Homepage Banners

Timeframe: 12/6 - 12/13 Timeframe: 12/21 - 12/27

1.1% Conversion Rate 4.6% Conversion Rate

Homepage Banner



Control Treatment

35%
In Donations



Use prime real estate on your homepage
to increase traffic to your donation page.



Timed Pop-ups



Experiment #8190

FROM THIS TO THIS

56.7%
In Clicks



Exit-Intent Pop-ups



Control Social proof

12%
In Donations



Abandon “Cart” Pop-Ups



Control



Abandoned Donation Pop Up

41%
In Donations



Use pop-ups to drive new donation page 
traffic, capture exiting visitors, and remind 
donors to complete their gift.



In-Article Ads



Control Treatment

695%
In Donor Conversion





Add a “dear reader” ad to articles, blogs, and 
news during the year-end season.



Homepage Takeover



Homepage Takeover

11%
In Donations*

* Based on a 93% statistical level of confidence

Donations increased by…
• 19.8% for mobile traffic

• 16.8% for email traffic

• 18.8% for returning traffic



Use a homepage takeover during the last 
2 days of the year.



1. Your emails
2. Your website
3. Your donation page
KEY CONCEPT

Emphasize your incentives and 
increase urgency throughout.



An Ad
Post Card 
or Letter

Your Site

An Email



An Ad
Post Card 
or Letter

Your Site

An Email

Regular Ol’ 
Donation Page



Whiplash

12 3



An Ad
Post Card 
or Letter

Your Site

An Email

Cohesive Year-End 
Donation Page



Original Headline

Treatment Headline

10.9%
In Donations

•Headline
• Body Copy
• Countdown Clocks
• Progress Bars
• Incentives

Essential CYE 
Donation Page 
Adjustments You can help secure a better future

Make your year-end gift to ORGANIZATION



#8172 - *Approaching validity

FROM THIS

TO THIS

12.2%*
In Donations

• Headline
• Body Copy
• Countdown Clocks
• Progress Bars
• Incentives

Essential CYE 
Donation Page 
Adjustments



#323

• Headline
• Body Copy
• Countdown Clocks
• Progress Bars
• Incentives

FROM THIS

TO THIS

61.8%
In Donations

Essential CYE 
Donation Page 
Adjustments



On the importance of timing
Countdown clock had no significant impact until the we got closer to the end of the 

campaign.

With Countdown Clock No Countdown Clock



#5976

FROM THIS

TO THIS
• Headline
• Body Copy
• Countdown Clocks
• Progress Bars
• Incentives 20.5%

In Revenue/Visitor

Essential CYE 
Donation Page 
Adjustments

NO PROGRESS BAR



Thermometer Power Hour

25%
In Donations



#5976

FROM THIS TO THIS

• Headline
• Body Copy
• Countdown Clocks
• Progress Bars
• Incentives

Essential CYE 
Donation Page 
Adjustments

44%
In Donations



Tools You Can Use
Sticky Bars & Pop-Ups
• Unbounce
• Sumo
• Wordpress Plugins

Countdown Clocks
• MotionMailApp
• Powr.io
• Wordpress Plugins

Dear-Readers, Testing, &
Other Customizations
• Google Optimize



Bonus Tactics to Test
Learnings from Brand New Giving Tuesday Experiments



Control Humanized sticky bar



Humanized sticky bar

39%
In Donations

Test Idea: Add a “humanized sticky-bar” on 
your campaign donation page to increase 

clarity of your goals & incentives.







Control Recurring Gift Popup

210%
In Recurring 

Donations

Test Idea: Ask one-time donors to 
upgrade to a recurring donation with 

a pop-up prompt.



Control $10 ask



Control $10 ask

65%
In Donations

Test Idea: Ask non-donors for a small 
dollar donation in order to secure 

their first gift.



Get the best return 
from the last week 
of the year.

nextafter.com/maximize-your-online-fundraising

Get the free eBook at



Even more
data-driven (and free)
year-end resources.

nextafter.com/year-end

Course • eBooks • Research • 
Blogs • Email Timeline



Even more
data-driven (and free)
year-end resources.

nextafter.com/year-end

Course • eBooks • Research • 
Blogs • Email Timeline



Questions?


