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A Few Quick Things
• Thank you!  We are delighted that you 

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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Today’s	Speakers

Tim	Kachuriak
Chief	Innovation	&	Optimization	Officer,	NextAfter
@DigitalDonor

Brady	Josephson
Principal/Founder,	Shift	Charity
@bradyjosephson

Jeff	Giddens
SVP	of	Optimization,	NextAfter
@jagiddens
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Donation Page 
Optimization Primer
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Key Principle

I SIGHT:
Donor behavior trumps Fundraiser 
intuition.
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Version	A	- Control Version	B	- Treatment

NOT This BUT This

302% increase
in Donations
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BUT This

258.1% increase
in Donations

NOT This
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BUT ThisNOT This

46.3% increase
in Donations
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Key Principle

I SIGHT:
In order to see differently, you will 
need a different set of eyes with 
which to see.



DONOR LOGIC VS. ORGANIZATIONAL LOGIC

Fundraiser DonorValue 
Proposition
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1. The	funnel	is	often	presented	as	one	
potentially	useful	analogy	for	marketing.	It	is	
in	fact,	the	primary	analogy.	All	marketing	
should	influence	a	decision.

2. The	funnel	analogy	distorts	reality.	People	
are	not	falling	into	your	funnel,	they	are	
falling	out.	The	funnel	must	be	inverted.

3. People	don’t	travel	down	the	center	of	the	
funnel.	People	are	climbing	up	the	sides.

A New Perspective of the Funnel

Copyright ©  MECLABS
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The	Donor	Mountain
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The	Donor	Mountain
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The	Donor	Mountain
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Email

Landing	Page

Donation	Process

Optimizing	Each	Micro-Yes
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Value
Force

Cost
Force

The Value Proposition
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Email
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Donation	Process

Cost
Force

Value
Force

(Mi)	NO

Optimizing	Each	Micro-Yes
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Donation	Process

Value	
Force

Cost	
Force
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Optimizing	Each	Micro-Yes
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Donation Friction

/ˈfrikSHən/ Noun.  

Anything that causes psychological 
resistance to a given element in the 
online donation process.
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Key Principle

I SIGHT:
Friction kills conversion.  Reducing it 
must be a primary strategy.
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Identifying types of friction
in the online giving process.



Field Number Friction
A donation form with an exorbitant 
number of fields adds unwanted 
friction to the giving process.



Field Layout Friction
A donation form that has vertically 
aligned fields may be introducing 
additional mental cost or friction into 
the process.



Decision Friction

Unnecessary friction in the giving 
process is introduced when donors 
are forced to make unanticipated 
decisions about their donation.



Confusion Friction

Using organization-centric language
or “inside baseball,” or multiple 
conflicting calls to action elicits 
confusion that creates friction in 
the online giving process.



Error Friction

Using cryptic error messages or 
requiring users to re-enter 
information adds significant friction
to the online giving process.



Registration Friction

Requiring account registration
slows down the donation process 
by adding unnecessary friction to 
the online donation process.



Device Friction

Having to “pinch and zoom” in 
order to make a donation on a 
mobile device adds friction to the 
mobile donation process.



Waiting Friction

When a page takes too long to load or 
makes the user have to wait to access 
the page, this adds unnecessary 
friction to the process.
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LIVE Optimization
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How This Thing Works…
• Prior to the broadcast, viewers 

submitted pages:
üLanding Pages
üDonation Pages
ü Emails

• In rapid-fire, we will optimize as many 
as we can

• If we can’t get to your page, we will 
email you with optimization ideas
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“Wounds from a friend can be trusted,
but an enemy multiplies kisses.”
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Calgary	Health	Trust

www.nextafter.com/calgary



www.nextafter.com/calgary



Increasing the clarity of the value proposition

Control
NOT This BUT This

21.1% increase in 
conversion rate.



How clarity affects conversion

85.8% increase
in donor conversion

BUT ThisNOT This



Increasing the clarity of the value proposition

Control

27.4% increase in 
conversion rate.

BUT ThisNOT This



www.nextafter.com/calgary



Experiment: Reducing Form Friction

PhoneNo Phone

Version B - TreatmentVersion A - Control

42.6% decrease
in donations

Experiment ID: #2112



www.nextafter.com/calgary



onlineforlife.org

How does form layout 
affect friction on a 
donation form?
Experiment #1007



Donation Form Friction

Background:
• Primary donation form on 

the website
• Default settings of the 

payment form had vertically 
aligned fields

Control



Donation Form Friction
Treatment

Treatment Changes:
• Grouped similar fields 

together to shorten donation 
form

• As a result of the grouping, 
reduced the width of several 
fields



Donation Form Friction
Control Treatment

39.4% increase
in conversion rate



Donation Form Friction

Key Learning:

Even though the horizontal field layout required the same amount of 
data, it created the perception that less was required, thereby 
reducing friction and creating an increase of 39%.  This is a great 
reminder that friction doesn’t exist on the page, it lives in the mind.

✓

39.4% increase in conversion rate

Version Conv. Rate Relative Diff Stat Confidence

C: Vertically Aligned 5.2%
T1: Grouped Fields 7.2% 39.4% 100.0%



Boys and Girls Club of Bristol

www.nextafter.com/bbgc



Boys & Girls Club of Bristol



Boys & Girls Club of Bristol



Boys & Girls Club of Bristol



Boys & Girls Club of Bristol



Boys & Girls Club of Bristol



Boys & Girls Club of Bristol



Boys & Girls Club of Bristol



Boys & Girls Club of Bristol

Adjust the height of the 
iFrame that contains your 
donation form. 



The Trust for Public Land

www.nextafter.com/trust-public-land



www.nextafter.com/trust-public-land



www.nextafter.com/trust-public-land
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How much should I give?

Should I give this every month?

Do I want to receive emails?

How am I going to pay?

Why should I give today?
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Proper	Eye-Path
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Version	A	- Control Version	B	- Treatment

NOT This BUT This

Experiment ID: #779

302% increase
in Donations
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Population	Research	Institute

www.nextafter.com/pop
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Population	Research	Institute
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Population	Research	Institute
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Population	Research	Institute
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Population	Research	Institute
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Christian	Broadcasting	Network

www.nextafter.com/cbn



www.nextafter.com/cbn



www.nextafter.com/cbn
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Field	A	

Field	B	

Field	C

Field	D	

Field	E

Field	F

Field	G

Field	H	

Quantity 
of emails obtained

Quality
of emails obtained

Form Page 
1

Form Page 
2

Adjusting the Friction of Your Forms
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Adjusting the Friction of Your Forms
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Adjusting the Friction of Your Forms
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How the amount of 
required information 
impacts conversion
Experiment #289



Impact of Required Form Fields

Background:
• Client: Hillsdale College
• Name acquisition offer for their 

Imprimis publication
• The form historically required both 

email and home address so it 
could be send through mail and 
online

Control



Impact of Required Form Fields

Tested Elements:
• Reduced the required form 

fields by removing address 
information

• Removed image of Imprimis
issues

Treatment



Treatment

Impact of Required Form Fields

136.0% increase
in conversion rate

Control



Impact of Required Form Fields

136.0% increase in conversion rate

Version Conv. Rate Relative Diff Stat Confidence

C: Full Address 32.2%
T1: Email Only 76.0% 136.0% 100.0%

Key Learning:

By removing the friction associated with the home address fields, 
Hillsdale was able to more than double the number of emails acquired

✓



Reducing Form Friction
Control Treatment

Step 1 Step 2

Experiment ID: #1651

93.7% increase
in donations



Park Pride

www.nextafter.com/park-pride



www.nextafter.com/park-pride



www.nextafter.com/park-pride



CitySquare

www.nextafter.com/city-square



CitySquare



CitySquare



CitySquare



First United

www.nextafter.com/first-united 



www.nextafter.com/first-united 



NOT This BUT This

Experiment ID: #1039

36.7% increase
in Donations



www.nextafter.com/first-united 



Family Services of Northeast WI

www.nextafter.com/family-services



www.nextafter.com/family-services
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Key Principle

The most important factor that influences 
conversion is your value proposition.  The 
words you use to communicate that value 
proposition is your most important tool.  In 
copy, clarity equals persuasion.

I SIGHT:
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How copy on a donation 
page affects the force of 
the value proposition.
Experiment ID: #111



Power of the Value Proposition

Background:
• Client: Senator John Cornyn
• Primary donation page for 

JohnCornyn.com
• Minimal copy on the page

Control



Value Proposition Question

“If I am your ideal donor, why should I give to 
you rather than some other organization, or 

no one at all?”



Power of the Value Proposition
Treatment

Treatment Changes:
• Changed headline to convey 

value
• Added copy outlining reasons 

why donors support the 
Senator.

• Included evidentials to back 
up each claim



Power of the Value Proposition
Control Treatment

258.1% increase
in Donations



Power of the Value Proposition

Version Conv. Rate Relative Diff Stat Confidence
C: No Value Prop 0.11%

T1: Value Prop on Page 0.38% 258.1% 96.3%

Key Learning:

There is a danger in assuming that your potential donor firmly grasps
your organization’s unique value proposition.  By simply adding copy
to the donation page to communicate value, conversion increased by
by 258%.

✓

258.1% increase in conversion rate



NOT This BUT This

Experiment ID: #1780

186.5% increase
in Donations



NOT This BUT This

Experiment ID: #3793

186.5% increase
in Donations



NOT This BUT This

127.6% increase
in Donations
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Email Appeal 
Optimization Primer
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The	Fundraiser’s	Creed
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The	Fundraiser’s	Creed
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The	Fundraiser’s	Creed
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10 Elements of a 
Fundraising Email Appeal
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Element	#1:	Sender
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Element	#2:	Reply	Email
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Element	#3:	Send	Time
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Element	#4:	Subject	line
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Element	#5:	Preview	Text
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Element	#6:	Design
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Element	#7:	Copy
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Element	#8:	Tone
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Element	#9:	Images
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Element	#10:	Call-to-action
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People give to People.
Not email machines
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Principle #1

People have a first and last name.
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Principle #2

People naturally build trust with recipients 
through the sender, subject line and preview text.
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Principle #3

People don’t use email templates.
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Principle #4

People talk conversationally.
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Principle #5

People reply to emails.
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People give to People.
Not email machines
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Email Appeals



onlineforlife.org

Boys	and	Girls	Club	of	Bristol

www.nextafter.com/bbgc-email

Sender:
Boys	&	Girls	Club	of	Bristol	Family	Center

Subject	Line:
Give	a	Holiday	gift	to	a	child	that	lasts	a	lifetime.
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Boys	and	Girls	Club	of	Bristol
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How email preheaders
affect open rate
Experiment #4221
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How	email	preheaders affect	open	rate
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How	email	preheaders affect	open	rate

Control
• Preview	text	uses	a	preheader
configured	in	Mailchimp

• Preheader copy	doesn’t	flow	
with	the	actual	preview	
content	and	obscures	
personalization
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How	email	preheaders affect	open	rate
Treatment

• Treatment	removes	preheader,	
allowing	the	actual	copy	to	be	
previewed.	

• Email	starts	with	personal	
greeting,	which	is	apparent	in	the	
preview	text.
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How	email	preheaders affect	open	rate

Control Treatment

2.2%	increase in	
open	rate.

2.2%	increase in	
open	rate.

8.0%	increase in	
clickthrough rate.
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How	email	preheaders affect	open	rate

2.2%	increase in	open	rate

Version Open	Rate Relative	Diff Stat	Confidence

Control 24.7%
Treatment 25.2% 2.2% 100.0%
Key	Learning:

The	use	of	a	preheader may	create	a	confusing	preview	for	the	recipient
and	may	obscure	personalization	that	could	lead	to	a	higher	open	rate.	
✓
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How	email	preheaders affect	clickthrough rate

8.0%	increase in	clickthrough rate

Version CTR Relative	Diff Stat	Confidence

Control 1.3%
Treatment 1.4% 8.0% 98.0%
Key	Learning:

There	is	a	quantifiable	relationship	between	the	subject	line	and	click-
through	rate,	which	implies	that	the	sender,	subject	line,	and	preview	text
are	all	key	elements	of	building	trust	with	our	recipients.	

✓
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Boys	and	Girls	Club	of	Bristol
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Population	Research	Institute

www.nextafter.com/pop-email

Sender:
Population	Research	Institute

Subject	Line:
You'll	Agree	This	is	The	Best	Gift	Ever!
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Population	Research	Institute

Sender:
Population	Research	Institute
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Population	Research	Institute
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Population	Research	Institute
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• Does	this	belong	after	the	ask,	or	
is	it	a	key	part	of	the	ask?

• Should	this	be	featured	in	the	
email,	or	just	on	the	landing	
page?

Population	Research	Institute
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Population	Research	Institute
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How the design of a 
fundraising email affects 
clickthrough rate
Experiment #4174
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How	fundraising	email	design	affects	clickthrough rate

Control
• Sender	is	unknown	to	audience
• Templated email	is	intended	to	
give	context	to	the	ask	and	
reinforce	the	brand

• Images	give	context	to	
donation	ask
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How	fundraising	email	design	affects	clickthrough rate

Treatment
• Branding	and	images	are	stripped	
out,	creating	a	personal	feel	for	
the	appeal

• Email	still	contains	templated
elements,	but	is	responsive	and	
not	designed.
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Treatment

How	fundraising	email	design	affects	clickthrough rate

Control

80.3%	increase in	
clickthrough rate.
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How	fundraising	email	design	affects	clickthrough rate

80.3%	increase in	clickthrough rate

Version CTR Relative	Diff Stat	Confidence

Control .17	%
Treatment .30% 80.3% 100.0%

Key	Learning:
Email	templates	may	reinforce	the	brand	and	increase	the	authority	

of	an	email,	but	they	also	tip	our	hand	to	the	recipient	that	our	email	is	
“marketing”.	Thus,	fewer	people	to	take	the	intended	action	and	click.	

✓
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Park	Pride

www.nextafter.com/park-pride-email

Sender:
michael@parkpride.org

Subject	Line:
Sister	Shalom	changes	the	image	of	her	
community.
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Park	Pride
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Park	Pride
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Park	Pride
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Park	Pride
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Park	Pride
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Park	Pride
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Truth	for	Life

www.nextafter.com/truth-for-life-email

Sender:
Truth	for	Life

Subject	Line:
A	Doctor	Finding	Hope	in	Christ	Through	Truth	
For	Life	...

12/8/2016 A Doctor Finding Hope in Christ Through Truth For Life ...

https://preview.hs-sites.com/_hcms/preview/content/4408875717?preview_key=Nf8wRUb7&from_buffer=false&_preview=true&portalId=331596 1/2

Can’t read this email? View it in browser

When you invest in the teaching of God’s Word, God’s

Spirit will change lives.

Please give generously to Truth For Life and make a

di�erence in the life of someone you’ll likely never meet

this side of eternity!
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Truth	for	Life
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Truth	for	Life
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Truth	for	Life
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Free	Year-End	Fundraising	eBook

www.nextafter.com/cut-through-the-clutter/

Cut	Through	the	Clutter
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Questions?


