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What is a New Donor 
Welcome Series?

not



“We send a thank you email!”

“Once we get a new donor, it takes us about 
2 weeks to put them into our system — and 

then they get an email welcome series.”
“They get the receipt. And then they’ll 
get a thank you note in the mail in a 

couple weeks.”

“We’ll send them a thank you, and then 
they’ll get our monthly newsletter.”

“If they opt-in to emails on the donation 
form, then we’ll add them to our email 

system.”



New Donor Welcome Series

Definition

A fixed-length email series that is automatically sent to 
new donors once they give—designed to thank donors, 

cultivate them, activate a 2nd gift, and lead to better 
retention.



How do you know when 
you need a new one?



Reason #1

If you don’t have one, you need one!



45% of nonprofits 
sent nothing to new 
postal donors.



18% of nonprofits 
sent nothing to new 
online donors.



Your welcome series emails are sent 
from your organization’s name, not a 

real person.

Reason #2



Control Personal Style

330%
In Opens



The emails look like “best practice” 
marketing emails using designed 

HTML templates with images, logos, 
etc.

Reason #3



Templatized Newsletter Simplified Newsletter

77%
In Clicks



Your current welcome series isn’t 
focused on cultivation.

It mainly shares updates about your organization and offers 
other ways to give.

Reason #4



7

Survey » About » Story with Donation Ask (x3) »
Direct Appeal » Newsletter Handoff

9

Survey » About » eBook Offer (x6) »
Newsletter Handoff

Control Treatment

No Direct Donation Appeals920%
In Donations



What’s the purpose?
Donor Retention



First-party data from NextAfter clients from July 1, 2020 – June 30, 2021, excluding Major donors ($10k+ donations).
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28% Higher Ed

There’s significant 2nd gift 
opportunity in a new 
donor’s first 90 days.



Based on a 2023 analysis of NextAfter client performance.

21%
likelihood to retain in year 2

New Donor
Gave 1 Donation in Year 1

45%
likelihood to retain in year 2

New Donor
Gave a 2nd Gift in Year 1

VS 114%
increase in new donor retention

if we can get them to give a 2nd gift in year 1.



The Framework
of a New Donor Welcome Series



Goal: Connect with donors and 
establish trust

Goal: Share the values and 
beliefs of your organization
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Recommended minimum emails

Goal:  Show commitment by 
sharing a resource

Goal:  Engage with donors and 
learn what is important to them

Goal: Remind the donor of their 
impact Goal: Promote monthly giving Goal:  Engage with donors with a 

relevant question

Goal:  Give a sense of what they 
can expect from you moving 

forward



Goal: Connect with donors and 
establish trust

Goal: Share the values and 
beliefs of your organization

8 
em

ai
ls 

to
 se

nd
 in

 th
e 

fir
st

 2
4 

da
ys

Recommended minimum emails

Goal:  Show commitment by 
sharing a resource

Goal:  Engage with donors and 
learn what is important to them

Goal: Remind the donor of their 
impact Goal: Promote monthly giving Goal:  Engage with donors with a 

relevant question

Goal:  Give a sense of what they 
can expect from you moving 

forward



The Thank You Email



Email Checklist

q Sole focus is to thank new donors
q Confirm the donation and the tax deduction 

eligibility
q Express your gratitude for the donation
q Refer to the donor as a generous person
q Share how the donation will be put to use
q Provide your contact information for follow-up
q Do not ask for any further action

Email #1
The Thank You 

Email

Goals: Trust • Competency • 
Connectedness

Recommended Sender: 
Chief Development Officer or 
equivalent

The Thank You Email



Email #1
The Thank You 

Email

SAMPLE EMAIL
Saying thanks and encouraging 

the donor’s generosity.



Email #1
The Thank You 

Email

SAMPLE EMAIL
Showing how the gift is being 
used through impact stories.



Email #1
The Thank You 

Email

SAMPLE EMAIL

Providing a clear means for the donor 
to follow-up and ask questions.



No Personalization With Personalization

270%
In Clicks



Colorado Gives 365 Tools



Add your custom thank 
you message here.



Customize the whole checkout 
flow on ColoradoGives.org including 
the form, thank you page, and receipt.

coloradogives.org/p/nonprofits/pastwebinar

https://www.coloradogives.org/p/nonprofits/pastwebinar


Use the “Integrations” to 
connect to your email 

automation tool of choice.



PRICING ZAPIER INTEGRATIONS

Advanced features offer 
integrations to thousands of external 
marketing tools.

zapier.com/apps/mightycause/integrations
coloradogives.org/p/pricing

https://zapier.com/apps/mightycause/integrations
https://www.coloradogives.org/p/pricing


The Welcome Email



Email Checklist

q State your values, beliefs, mission, and who you 
seek to serve.

q Reflect on the community they’ve joined by 
becoming a new donor.

q Invite them to learn more with a link to an article, 
welcome video, or other content.

Email #2
The Welcome 

Email

Goals: Trust • Competency • 
Connectedness

Recommended Sender: 
Executive Director, CEO, or 
Chief Development Officer

The Welcome Email



Email #2
The Welcome 

Email

SAMPLE EMAIL



Email #2
The Welcome 

Email

SAMPLE EMAIL

Inviting the donor into a community 
with shared values, goals, and beliefs.



Email #2
The Welcome 

Email

SAMPLE EMAIL

Showing how you will continue to 
follow-up with them.



Multiple CTA Links One CTA Link

96%
In Clicks



The Content Offer Email



Email Checklist

q Share what the resource is.
q Share how the resource is connected to your work 

& mission.
q Share how the resource will benefit them when 

they get it.
q Use one call-to-action: download the content offer.

Email #3
The Content Offer 

Email

Goals: Competency • 
Autonomy • Commitment

Recommended Sender: 
Executive Director, CEO, or 
Chief Development Officer

The Content Offer Email



Email #3
The Content Offer 

Email

SAMPLE EMAIL

Offering a free, valuable resource



Email #3
The Content Offer 

Email

SAMPLE EMAIL

Showing the connection of the 
resource to the mission.



The Email The Landing Page The Instant 
Donation



Colorado Gives 365 Tools



Create a donation widget to add a 
donation form on any page.

Embed Your Donation Widget Today for Free



Broomfieldfish.org/donate

Collect Donations Directly from 
Your Website
with no redirects and the same low 
fees through ColoradoGives.org



Upgrade to the premium version to get 
even greater customization with 

Embedded Donation Forms.

Embed Customizable Donation Forms for $19/Month



dcl.org/donate/



dcl.org/donate/

Customizable Form to collect 
data you need while keeping 
conversion high on your website

Average Monthly Donations:
• Widget: $578 per organization
• Custom Form: $2,729 per org



The Monthly Ask Email



Email Checklist

q Reference and thank them for their past gift.
q Remind them of how their gift has helped.
q Explain the unique impact of a regular monthly 

donation.
q Let them know they can change, pause, and/or 

cancel at any time.
q Give a clear call-to-action to make a monthly 

recurring donation.
q Explain any unique benefits of being a monthly 

donor (i.e. special gift, unique invitations, exclusive 
content, etc.)

Email #6
The Monthly Ask 

Email

Goals: Connectedness 
• Autonomy • Commitment

Recommended Sender: 
Executive Director, CEO, or 
Chief Development Officer

The Monthly Ask Email



Email #6
The Monthly Ask 

Email

SAMPLE EMAIL

Reminding them of and thanking them 
for their previous donation.



Email #6
The Monthly Ask 

Email

SAMPLE EMAIL

Showing them that there is ongoing 
need on a daily and recurring basis.



Email #6
The Monthly Ask 

Email

SAMPLE EMAIL

Providing a clear call-to-action paired 
with a specific goal.



No Explanation of Benefits Monthly Recurring Benefits



Control Treatment - with Benefits

123%
In Donations



Colorado Gives 365 Tools



Create a dedicated donation page for 
monthly donations—contextualizing your 

gift array accordingly.



The Reports tool will let you manage 
recurring donors and analyze retention.



Donor Retention Report on 
ColoradoGives.org

coloradogives.zendesk.com/hc/en-us/articles/7386215054740-
How-to-Access-and-Manage-Your-Donor-Retention-Report

https://coloradogives.zendesk.com/hc/en-us/articles/7386215054740-How-to-Access-and-Manage-Your-Donor-Retention-Report
https://coloradogives.zendesk.com/hc/en-us/articles/7386215054740-How-to-Access-and-Manage-Your-Donor-Retention-Report


The Reply-Back Email



Email Checklist

q Write copy that is uses a very personal tone.
q Style your email like a Gmail or Outlook email.
q Ask them a relevant question that you truly want to 

know the answer to.
q Ask them to reply with their answer.
q Be ready to filter emails and reply-back accordingly.
q Do NOT include any additional calls-to-action or 

links.

Email #7
The Reply Back 

Email

Goals: Trust • Satisfaction

Recommended Sender: 
Executive Director, CEO, or 
Chief Development Officer

The Reply-Back Email



Email #7
The Reply Back 

Email

SAMPLE EMAIL

Design looks just like an authentic 
email that Matt would send from 

Gmail.



Email #7
The Reply Back 

Email

SAMPLE EMAIL

Asking for a reply and reinforcing that 
their voice is valuable.



Email #7
The Reply Back 

Email

SAMPLE EMAIL

No other calls-to-action! 



Standard CTA Ask for a reply (No Link)

* Based on a 88% statistical level of confidence



Standard CTA Ask for a reply (No Link)

25%
In Emails Acquired*

* Based on a 88% statistical level of confidence



Other Things to Note
About Your New Donor Welcome Series



Choosing Your Email Sender

Key Principle

Send your emails from a believable person who is best 
suited to talk about the content of the email.



Albert Reyes JoAnne Cole



Albert Reyes JoAnne Cole

150%
In Donations



Multi-Channel Communication

Key Principle

Use other channels to reinforce the primary messages in 
your new donor welcome series.



https://bloomerang.co/blog/actually-calling-donors-to-thank-them-does-make-them-more-likely-to-give-again-and-give-more/

New donors who receive a phone 
call within 90 days are nearly 25% 
more likely to retain.



slybroadcast.com

Use the referral code 15724f100, you’ll get 
100 free messages.

Automated direct-to-voicemail calling.



How to Add a Custom Question 
for Phone Number

coloradogives.zendesk.com/hc/en-us/articles/7386058021012-
How-to-Adding-A-Custom-Question-A-Donation-Form

https://coloradogives.zendesk.com/hc/en-us/articles/7386058021012-How-to-Adding-A-Custom-Question-A-Donation-Form
https://coloradogives.zendesk.com/hc/en-us/articles/7386058021012-How-to-Adding-A-Custom-Question-A-Donation-Form


No Post Card Post Card

204%
In Donor Conversion

A Thanksgiving Message for You, [First Name]



Automated, personalized post-cards.

handwrytten.com

With integrations for Hubspot, 
Salesforce, and Zapier.



What we don’t have time 
for today…



Email Platforms

Data Requirements Audiences & 
Segmentation

A/B Testing in Your 
Welcome Series

A Deeper Dive on 
the Template Email Optimization The Survey Email

The Impact/Story 
Email

The Transition 
Email



New Donor Welcome Series

Get the Free Guide

https://www.nextafter.com/new-donor-welcome-series-timeline/



New Donor Welcome Series

Online Course
Take it for free by activating a 30-day 
NextAfter Institute Membership trial.


