
Supercharge Your 
YEAR-END FUNDRAISING



Starting at 1pm central



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.



A Few Quick things…

Use the Chat window 

to ask a question or 

drop in a comment.





ON A MISSION TO DECODE WHAT WORKS IN 
FUNDRAISING AND MAKE IT ACCESSIBLE TO AS 

MANY ORGANIZATIONS AS POSSIBLE.



RESEARCH



RESEARCH RESOURCES



RESEARCH RESOURCES

TRAINING



Today’s 
Speaker

Greg Colunga
Executive Vice President

NextAfter

greg@nextafter.com

mailto:greg@nextafter.com


Due to COVID-19…
Today’s webinar is pre-recorded



Due to COVID-19…
Today’s webinar is pre-recorded

But we will have 
live Q&A afterwards



Starting at 1pm central



What is our goal for today?



Our Goal for Today:
•Quick tips on your value proposition.

•One thing your campaign might be completely missing.

• Four ways to make the most of your existing web traffic.

• Four ideas to jolt your campaign with paid advertising.
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Quick tips on your value 
proposition.



Elements of Value Proposition

Appeal
“I like it; I want it.”

Exclusivity
“I can’t get it anywhere else; no

one else does what you do.”

Credibility
“I believe it; I believe you.”

Clarity
“I understand it; I understand you.”

The force of a value proposition can be
measured by four essential elements:
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Elements of Value Proposition

Appeal
“I like it; I want it.”

Exclusivity
“I can’t get it anywhere else; no

one else does what you do.”

Credibility
“I believe it; I believe you.”

Clarity
“I understand it; I understand you.”

The force of a value proposition can be
measured by four essential elements:



Control Increased Value Proposition

293%
In Revenue



Control Simplified with Value Prop

94%
In Donations



Control Value Prop treatment

249%
In Donations



Control Value Prop Reinforced Under Button

42%
In Donations



Three Why’s of An Appeal

Why Care?

Why You?

Why Now?
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Why Care?
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Why Now?

END OF YEAR, YOUR MATCH, OR ANOTHER 
INCENTIVE IS NOT THE REASON TO GIVE. 



Three Why’s of An Appeal

Why Care?

Why You?

Why Now?

END OF YEAR, YOUR MATCH, OR ANOTHER 
INCENTIVE IS NOT THE REASON TO GIVE. 

THEY ARE A REASON TO GIVE MORE (MAYBE) 
AND/OR TO GIVE NOW.



One thing your campaign 
might be completely 
missing.





No Matching Gift Matching Gift

88%
In Donations



No Match With Match

50%
In Donations



Control Header (Personal 
Message)

Header (All Donations)

24%
In Donations

4%
In Donations*

* Based a 34% statistical level of confidence



Matching Gifts work.
• Stretch your high-capacity donors and inspire them to “create a 

movement” of others to join them.

• The matching gift inspires lower dollar donors to give when they 
otherwise wouldn’t—and often more generously.

• It provides opportunities for you to send more campaign messages as 
funds are running out.
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Matching Gifts work.
• Stretch your high-capacity donors and inspire them to “create a 

movement” of others to join them.

• The matching gift inspires lower dollar donors to give when they 
otherwise wouldn’t—and often more generously.

• It provides opportunities for you to send more campaign messages as 
funds are running out.



What if no single donor will 
put up a matching gift?



Consider building a match…

Higher 
Capacity

Unknown or 
Lower 

Capacity

Giving Tuesday NYE



Consider building a match…
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Match Build Phase



Consider building a match…

Higher 
Capacity

Unknown or 
Lower 

Capacity

Match Build Phase

Appeals to Use the Matching Funds

Giving Tuesday NYE



3 ways to make the most of 
your existing web traffic.



#1

Use your homepage 
and navigation to 
make it easy to give.



X



Sticky bar
X

Slide out

X

Donate

Homepage “Ad”

Pop Up

X



Navigation



Experiment #6991
Original

Treatment

74%
In Donations

133%
In Average Gift



MAKE SURE IT’S EASY FOR PEOPLE TO 
FIND OUT WHERE THEY CAN GIVE IN 
YOUR NAVIGATION.



#2

Get more from your 
existing articles or 
blogs.



Control
No Dear Reader at end of article

Treatment
Dear Reader at end of article

568%
In Donations



CONSIDER ADDING A “DEAR READER” 
ASK TO CONTENT PAGES IN THE FINAL 
MONTH AND WEEK OF THE YEAR.



#3

Turn your homepage 
INTO your donation 
page.



Control Homepage Redirect

24%
In Donations



Year-End 
Campaign Copy/Form



Year-End 
Campaign Copy/Form

THIS APPROACH PRODUCED MORE 
THAN 10% OF THEIR OVERALL 

REVENUE FROM MID-NOVEMBER 
THROUGH NEW YEAR’S DAY.



4 ideas to jolt your 
campaign with paid ads.



#1

Direct Mail 
Reinforcement 
through Facebook Ads



No Ads With Ads

20%
In Donations*

* Based a 94% statistical level of confidence



No Ads With Ads

20%
In Donations*

* Based a 94% statistical level of confidence

THE ROI WAS 2X+ ON THE 
INCREMENTAL EXPENSE TO RUN 

THESE ADS.



#2

Put your donation 
page copy in your 
Facebook ads.



Ads focused on generating a click Donation Page Copy in Ads

69%
In Donations*

* Based a 94% statistical level of confidence



#3

Redirect your brand 
keyword search traffic 
to your donation page.



Redirect your brand searches …



#4

Ad sitelink extension to 
all search ads



Redirect your brand searches …



Let’s summarize what we 
reviewed today…



Summary of today’s learnings …
• Focus first and foremost on your value proposition, then build 

upon and reinforce it throughout your campaign.

• Get a matching gift for your year-end campaign … and if you can’t 
find one, consider building one.

• Use the power of your existing website and make it easy for 
donors to give to your campaign.

• Be creative in how you use and target your paid ads to help boost 
your results.
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Summary of today’s learnings …
• Focus first and foremost on your value proposition, then build upon 

and reinforce it throughout your campaign.

• Get a matching gift for your year-end campaign … and if you can’t 
find one, consider building one.

• Use the power of your existing website and make it easy for donors 
to give to your campaign.

• Be creative in how you use and target your paid ads to boost your 
results.



THANK YOU!



12 Days
of Year-End 
Fundraising Ideas

nextafter.com/12days



nextafter.com/yearend



Get new ideas from

2500+
year-end emails

nextafter.com/yearend



nextafter.com/yearend


