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We don’t know what 
works!



We don’t know what 
works…but we know how 
to find out. 
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How The Design Of A Donation Page And Value Proposition Affect 
Donor Conversion
EXPERIMENT ID: #8808

CONTROL TREATMENT135%
In Donations

87%
In Average Gift

340%
In Revenue
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APPLIED RESEARCH &
THE WORLD’S LARGEST 
ONLINE FUNDRAISING 
EXPERIMENT LIBRARY.
NEXTAFTER.COM/EXPERIMENTS

WHAT DO PEOPLE DO.
NOT JUST WHAT PEOPLE SAY.



FORENSIC RESEARCH 
ANALYZING THE FUNDRAISING 
TACTICS OF 1,000+ 
ORGANIZATIONS FROM THE 
DONOR’S POINT OF VIEW.
NEXTAFTER.COM/RESEARCH-STUDIES



RESOURCES

ON A MISSION TO DECODE WHAT WORKS IN 
FUNDRAISING AND MAKE IT ACCESSIBLE TO AS 
MANY ORGANIZATIONS AS POSSIBLE.

RESEARCH

TRAINING
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RESEARCH RESOURCES

TRAINING

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

MANY ORGANIZATIONS AS POSSIBLE.



2 Days.
16+ Speakers.
600+ Fundraisers 
& Marketers
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NextAfter
Quarterly 
Research 
Journal



How converting video to 
text affects donor 
conversion





52%
In Donations



“My reading bitrate is 
faster than my watching 
bitrate.”





Video based donation page Text based donation page

527%
In Donations



Statistical Validity



Autonomy is a powerful 
force.



How instituting a micro-ask
affects email acquisition 
rate



Control Treatment: Communal Language

1%
In Emails Acquired*

* Based a 13% statistical level of confidence



Control Value focused copy

7%
In Emails Acquired*

* Based a 77% statistical level of confidence



SIGN UP TO STAY INFORMED YOU ARE RIGHT TO BE CONCERNED

3%
In Emails Acquired*

* Based a 25% statistical level of confidence









Control Micro Ask

35%
In Emails Acquired



Statistical Validity



The first step is getting 
someone to care. 



How implied social proof 
affects email acquisition 
rate



Social 
Proof





• Liking leads to repeat behaviors and feelings of 
wanting in the presence of relevant cues, whereas 
disliking something can do the opposite.

• When people have a positive evaluation of a product, 
they are more likely to buy it (Ajzen, 1988).

• Under what conditions does liking occur?

Liking leads to behavior



7%
In Emails Acquired



Book as main image Social Proof

7%
In Emails Acquired



Statistical Validity



How using personalization
affects donor conversion



A person's name is, 
to that person, the 
sweetest, most 
important sound in 
any language.

- Dale Carnegie



I read this so you don’t have to.



I read this so you don’t have to.

Key concept: Name 
recognition increases 
compliance. 



Liking
One of the most recent definitions of 
liking used by psychologists is “one’s 
immediate and positive emotional/and 
or behavioural response to a specific 
person” (Montoya and Horton, 2004; 
Montoya et al, 2018).



· Smiling and laughter
· Longer eye-contact
· Self-touching (e.g. covering one’s mouth with one’s hand when 

looking at a picture)
· Nodding
· Leaning forward
· Head/body orientation (e.g. people move their body to be aligned with 

what they are looking at)
· Mimicking behavior

How do we know if we 
like something or 
someone?



eBook acquisition funnel



Control Treatment #1

83%
In Donations



Statistical Validity



Control Treatment

47%
In Donations



But be careful…



Control Treatment - Multi Personalization

24%
In Donations



Too much of a good thing is a bad thing





A situation
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www.nextafter.com

What your organization does

The problem your 
organization solves



Control Personalized Donation Page

69%
In Donations



Original Copy Value Proposition and Urgency Copy

39%
In Clicks



Control Main Child Sponsorship

25%
In Child Sponsored*

* Based a 52% statistical level of confidence



This is really difficult to 
remember!



OrganizationalPoint of View
Donor Point

of ViewFundraiser DonorValue 
Proposition



Fundraiser Sees:
• Clean design

• Minimal Copy

• Low Friction

Donor Sees:
• All cost and no value



Fundraiser Sees:
• Too much copy

• Too much scrolling

• Form below the fold

Donor Sees:
• A compelling reason to give



Organizational-Centric Donor-Centric

187%
In Donations

Experiment # 1780



Fundraiser Sees:
• Professional

• Polished

• Nicely designed

Donor Sees:
• Marketing



Fundraiser Sees:
• Unprofessional

• Boring

• Plain

Donor Sees:
• An email from a friend



Organizational-Centric Donor-Centric

272%
In Donations

Experiment # 6988



How you present the 
problem could be the 
difference 



How recontextualizing the 
problem affects donor 
conversion



In Donations



In Donations



In Donations



In Donations



Control Treatment #1

101%
In Donations



Statistical Validity



How can we see things 
through a donor’s eyes?



…become one!



4500+ COMMUNICATION TOUCHPOINTS.

115 NONPROFIT ORGANIZATIONS.

3 DIFFERENT DONOR TYPES.

2 CARDS LOST/CANCELED.

1 STUDY. 

recurringgiving.com



globalonlinefundraising.com

630 ORGANIZATIONS
585 ONLINE DONATIONS

535 EMAIL SIGNUPS
5,976 EMAILS
9 COUNTRIES



4500+ COMMUNICATION TOUCHPOINTS.

115 NONPROFIT ORGANIZATIONS.

3 DIFFERENT DONOR TYPES.

2 CARDS LOST/CANCELED.

1 STUDY. 

recurringgiving.com

WHAT IS IT LIKE TO BE A DONOR?
WHAT ARE ORGANIZATIONS DOING?



How communal language
affects donor conversion



Communal vs. Transactional Language

Transactional Communal



Communal vs. Transactional Language

Transactional Communal



• Cost and benefit is considered. 

• Each action is expected to be matched and returned. 

Transactional 
Relationships



• Premiums unrelated to the mission

• Promoting the brand above all else

• Using transactional language

Transactional Relationships 
in Fundraising





• More like friendships in nature

• Both parties are mutually invested

• Genuine concern is shown for the wellbeing of 
another

Communal Relationships



• Make the donor feel good unconditionally. 

• Add value for the donor in the communication. 

• Bring them into the communication. 

Communal Relationships in 
Fundraising





Control Treatment #1

58%
In Donations



Statistical Validity



We don’t know what 
works!
(and you don’t have to, either)



We don’t know what 
works…but we know how 
to find out. 



Questions?



Thank you!

Jeff Giddens
NextAfter
jeff@nextafter.com
214.799.8450

mailto:jeff@nextafter.com

