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A Few Quick Things

• Thank you!  We are delighted that have 
made time to join us today

• A video recording will be made available
• Also, links to all of the experiments and 

additional resources will be sent
• We want your questions!  
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It’s Been an Interesting 24 Hours…



Brian Carroll
• Former Chief Evangelist 

for MECLABS
• Author of Lead 

Generation for the 
Complex Sale

@brianjcarroll

Today’s Speaker
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The	Problem

Photo	credit:	http://jephmaystruck.com
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The	Problem

Photo	credit:	http://jephmaystruck.com
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It	begins	with	empathy

Photo	credit:	http://theleadingedgeblog.com/

Sharing	another's	feeling	and	thoughts	

Empathy	is	the	marketer’s	intuition.	
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Case	Study:	Empathic	Marketing

Watch	the	video

/

Source:	http://www.cfstwo.com/
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Karen	Thomas-Smith
Vice	President,	Provider	Marketing	
and	Reference	Management
Optum



@brianjcarroll

Results	to-date	
• An	integrated	campaign	 that	has	generated	over	12,000,000	impressions
• More	than 10,000	downloads	of	gated	content
• Results	that	have	surpassed	 the	team's	goals	by	250%
• Over $120	million	in	sales	pipeline	creation	to	date

Source:	http://www.marketingsherpa.com/video/how-optum-generated-closed-contract
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1)	Put	your	customers	first
Instead	of	trying	to	sound	interesting	to	others,	
be	interested	in	them.	

Photo	credit:	http://blog.referralinstitutenn.co.uk/



@brianjcarrollSource:	http://www.marketingsherpa.com/video/how-optum-generated-closed-contract
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2)	Understand	their	motivation
What	are	the	steps	they	need	take	to	say	“yes”?	



@brianjcarrollSource:	http://www.marketingsherpa.com/video/how-optum-generated-closed-contract
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3)	Stop	pushing,	start	conversing
Develop	conversations,	not	campaigns.	

Photo	credit:	www.openingabar.com
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Quality

Patient	
Access

Medical	
Necessity Reimbursement

Financial	and
Clinical	Analytics

Population	Health
Management

Aligned
Incentives

Providing	
Care

Clinical
Care

Coding	and
Documentation

Care	Delivery
Model

Managing	
Health

Prepare
for	Change

Optimize
Performance

Invest
New	Capital

Patient	Satisfaction

Cost

Navigating	the	journey	from	providing	care	to	managing	health

Source:	http://www.marketingsherpa.com/video/how-optum-generated-closed-contract
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4)	Focus	on	helping,	not	selling
The	best	marketing	feels	like	helping	(because	it	is)
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Client	learning	and	relationships

Source:	http://www.marketingsherpa.com/video/how-optum-generated-closed-contract
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5)	Give	content	they’ll	want	to	share
It’s	all	about	their	relationships	
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Landing	Pages

PRIMARY	CONTENT

Banner	Ads

Blog	Series

Email	Templates

Optum.com/PURL

Reimagining	content

SUPPLEMENTAL	CONTENT
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Content	machine

Source:	http://www.marketingsherpa.com/video/how-optum-generated-closed-contract
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6)	Remember	that	proximity	is	influence
Empower	those	closest	to	your	customer	achieve	this
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Connecting	Lead	Gen/Sales

Source:	http://www.marketingsherpa.com/video/how-optum-generated-closed-contract
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7)	Practice	empathy

Photo	credit:	https://www.flickr.com/photos/quinnanya/8043877054

Be	the	change	you	want	to	see
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7)	Practice	empathy

Photo	credit:	https://www.flickr.com/photos/quinnanya/8043877054

When	organizations	allow	a	deep	emotional	understanding	of	people’s	
needs	to	inspire	them—and	transform	their	work,	their	teams	and	even	
their	organization	at	large—they	unlock	the	creative	capacity	for	
innovation.																				~	IDEO’s	Empathy	On	The	Edge

Be	the	change	you	want	to	see
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Takeaways
• Empathy	is	your	marketing	intuition.	
• Companies	can	be	high-customer	or	high-self.	Be	high-customer.	
• People	don't	want	to	be	marketed	“to,”	people	want	to	be	communicated	
“with.”	
• People	don’t	buy	from	companies,	people	buy	from	people.
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Applying Empathy 
Marketing to 
Fundraising
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How a more empathetic 
messaging approach in an email 
solicitation affects donation 
conversion.
Experiment #616



Experiment: Background

Background: Think-tank soliciting year-end donations to meet annual fundraising goal.

Goal: To increase donations.

Research Question: Which email will generate the most revenue?

Test Design: A/B split test 

Experiment ID: #616
Record Location: NextAfter Digital Research Library
Research Partner: The Heritage Foundation



Experiment: Version A
• This email was sent by Jim DeMint, 

the president and most well-known 
leader of the Heritage Foundation, 
asking recipients for their support 
with a year-end gift

• Version A leverages continuity, as 
all support requests throughout the 
year have come from DeMint

• The tone of the email is formal and 
professional



Experiment: Version B
• The email was sent by Christie 

Fogarty, the foundation’s lesser 
known Director of Membership, 
requesting donations

• Version B breaks continuity, as all 
support requests throughout the 
year have come from the 
president of the nonprofit

• The email uses a much friendlier, 
informal, empathetic tone



Version A

Experiment: Side-by-side comparison 

Version B

? Audience Question:
Which email will result in more donations?

136.2% increase in conv. rate
103.5% increase in average gift

380.7% increase in revenue



Power of Personalization

Version Rev. / Email Relative Diff Stat Confidence

C: Jim DeMint Sender $0.03

T1: New Sender $0.14 380.7% 100.0%

Key Learning:

People give to people, not email machines. The more that a solicitation
can “feel” like a genuine one-to-one communication, the greater the
potential for increased response.

✓

380.7% increase in revenue



Version B

Version A

Experiment

?
Why didn’t the more formal letter sent by 
the well-known organization president 
produce better results?



Version B

Version A

Experiment

?
Why didn’t the more formal letter sent by 
the well-known organization president 
produce better results?

The email illustrates three key principles 
of applied Empathy Marketing



This case study illustrates three ways you can 
use empathy in your email appeals:

1. Believability 
2. Readability
3. Clarity

What you can take away from this case study:



I. Ensure that your message is 
believable.



I. Believability

• The use of a well-known, high-
ranking sender with a long-form 
letter implies a mass, impersonal 
email send.

Version A



I. Believability

• The winning email 
hypothesized (and confirmed) 
that a lesser-known sender 
with a shorter, briefer 
message would imply a more 
believable, personal email 
send.

Version B



Treatment

Message Envelope Experiment
Control

137.2% increase in 
open rate.

Experiment ID: #4307



Treatment

Subject Line Experiment
Control

44.7% increase in 
open rate.

Experiment ID: #4116



Email Design Experiment 
Control Treatment 1 – “Urgency” Treatment 2 – “Outlook”

36.3% increase in 
conversion rate.

*90% LoC

116.3% increase in 
conversion rate.

Experiment ID: #4647



II. Ensure that your message is 
readable.



II. Readability

• The losing email uses a tone that 
reads very much like a formal 
lecture.

• This might make sense in other 
marketing materials, but seems 
out of place in a “personal” email.

Version A



II. Readability

• The winning email, however, 
takes a tone that matches more 
closely to the expectation of the 
medium. 

• In fact, it was designed to read 
like a conversation and is true to 
the style of the actual sender.

Version B



How personal tone affects open rate

Control Treatment

Experiment ID: #1039



Messaging Tone Experiment

Control Treatment

91.3% increase in 
clickthrough rate.

Experiment ID: #4117



III. Ensure that your message is clear.



Version A

III. Clarity

• The losing email asks donors to 
blindly give without establishing 
how donations will be used.

• In addition, the calls-to-action 
either omit the desired action or 
make it easily missed by placing it 
in the middle of a long sentence.



III. Clarity
Version B

• The winning email, however, 
walks through why donations are 
needed and how they will be 
used.

• In addition, the call-to-action is 
very clear and direct.



Control Treatment 1

6.6% increase
in conversion rate

Treatment 2

9.2% increase
in conversion rate

Headline and Header Experiment

Experiment ID: #2684



Clarity in Headline Experiment
Control Treatment

36.7% increase
in Donations

Experiment ID: #1039



DONOR LOGIC VS. ORGANIZATIONAL LOGIC

Fundraiser DonorValue 
Proposition
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The Donor’s Protest (a Problem)
I. I am not a target; I am a person: Don’t market to me, communicate with me.

II. Don’t wear out my name, and don’t call me “friend,” until we know each other.

III. When you say “give now,” I hear “hype.” Clarity trumps persuasion. Don’t sell; say.

IV. I don’t give to websites; I give to people. And here’s a clue: I dislike organizations for the 
same reason I dislike people. Stop begging. It’s disgusting.

V. And why is your fundraising “voice” different from your real “voice”? The people I trust don’t 
patronize me.

VI. In all cases, where the quality of the information is debatable, I will always resort to the 
quality of the source. My trust is not for sale. You need to earn it.

VII. Dazzle me gradually: Tell me what you can’t do, and I might believe you when you tell me 
what you can do.

VIII. In case you still don’t “get it,” I don’t trust you. Your copy is arrogant, your motives seem 
selfish, and your claims sound inflated. If you want to change how I give, first change how you 
communicate.

Adapted from the MECLABS MarketingExperiments’ Creed
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The Fundraiser’s Creed (a Response)

ARTICLE ONE: We believe that people give to people, that people 
don’t give to organizations, or from Websites; people give to people. 
Fundraising is not about programs; it is about relationships.

ARTICLE TWO: We believe that brand is just reputation; fundraising 
is just conversation, and giving is an act of trust. Trust is earned 
with two elements: 1) integrity and 2) effectiveness. Both demand 
that you put the interest of the donor first.

ARTICLE THREE: We believe that testing trumps speculation and 
that clarity trumps persuasion. Fundraisers need to base their 
decisions on honest data, and donors need to base their decisions 
on honest claims.

Adapted from the MECLABS MarketingExperiments’ Creed



Brian Carroll
@brianjcarroll

We would love to take your questions

Tim Kachuriak
@DigitalDonor

Hello@NextAfter.com
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