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Maximizing End of Year Appeals



What is your all-time favorite holiday movie?

Chat it!

ICE BREAKER



Housekeeping



What to expect from today’s session

1

Understand the significance of the 
remainder of the year-end season.

2

Implement proven tactics to boost 
results in emails, your website, and 

your donation page.

Action Item

Implement at least 1 tactic to increase urgency on your website 
and/or donation page.



How did Giving Tuesday go?



65 Organizations, $12B in Annual Revenue, 25M Annual Donors

Revenue has been ahead 
in the days leading up.

Giving Tuesday
2024: $5.34 M
2023: $5.11 M
2022: $5.33 M



nextafter.com/avid

Get Free, Real-time Benchmarks for Life
&



nextafter.com/avid

Get Free, Real-time Benchmarks for Life
&



Any questions leading up to 
CO Gives Day?



What’s at stake after
CO Gives Day?



Online Revenue



Web Traffic

Average of 1.85% of traffic per day.



Conversion Rate

Visitors are 60% more likely to give 
on Dec. 31st than on Giving Tuesday.



Average Gift Size

The average donation is 163% higher from 
Dec 24-30 than on Giving Tuesday.



1. Your emails
2. Your website
3. Your donation page



1. Your emails
2. Your website
3. Your donation page
KEY CONCEPT

Send personal emails that 
increase urgency to give.
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22 23 24 25 26 27 28

29 30 31 1 2 3 4
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Christmas Day / 

Start of 
Hanukkah

New Year’s Eve New Year’s Day Last Day of 
Hanukkah

Last Week of the Year Timeline
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Depending on which religious 
holiday your list most closely 
identifies with, this generally 
consists of the organization 
acknowledging it on the day(s) it is 
designated without a donation ask. 

The December 
Holiday Email



❑ Acknowledge their name, their time, and their 
contribution

❑ Acknowledge your shared value in the 
holiday, and describe those shared values in a 
tangible, authentic way

❑ Call them to engage with some form of 
content to celebrate: article, blog post, thank 
you video, etc.

❑ DO NOT ask for money, even in the p.s.
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22 23 24 25 26 27 28
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Last Week of the Year Timeline



The first email of the final week’s 
push for generosity. It generally 
summarizes the most important 
points to the donor for starting 
the new year strong and brings 
focus to action, the deadline and 
the incentive for action.

The Only Days Left 
Email



❑ Acknowledge their name, your relationship, and 
the timeframe 

❑ Summarize the most important challenges and 
values at stake for the new year that are most 
valuable for the donor.

❑ Commit to attacking challenges / defending 
values emotively.

❑ Ask for an immediate donation and provide a clear 
place to click.

❑ Remind them of the time left (in text) and the 
incentive at stake.
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22 23 24 25 26 27 28
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Last Week of the Year Timeline



The second email of the final 
week’s push, it is extremely direct 
in its ask for a donation, and more 
often than not, announces the 
organization’s most attractive 
match / incentive of the whole 
year.

The December 30 
Email



❑ Acknowledge their name, your relationship

❑ Acknowledge the deadline, and urgency, for them 
to effect the strongest possible start / impact for 
their values in the new year.

❑ Announce any new incentives to give by the 
deadline

❑ Ask for an immediate donation and provide a 
clear place to click.



Sunday Monday Tuesday Wednesday Thursday Friday Saturday

22 23 24 25 26 27 28

29 30 31 1 2 3 4

Christmas Eve
Christmas Day / 

Start of 
Hanukkah

New Year’s Eve New Year’s Day Last Day of 
Hanukkah

Last Week of the Year Timeline



The final push emails on the last 
day of the year, they are 
extremely direct and utilize both 
inward as well as outward 
incentives.

The December 31 
Email(s)



The AM Email
❑ Acknowledge their name, your relationship

❑ Acknowledge the deadline, and urgency, for them to effect 
the strongest possible start / impact for their values in the 
new year.

❑ Announce any new incentives to give by the deadline

❑ Add inward incentive intensifiers like a moving countdown 
clock, a progress bar (or progress mention), social stats and 
a call to join in.

❑ Ask for an immediate donation and provide a clear place to 
click.



The (PM) Email
❑ Acknowledge their name.

❑ Acknowledge that you haven’t received their gift 
yet and wanted to make sure they had the link 
to do it.

❑ Ask for an immediate donation and provide a 
clear place to click.

❑ Show the email from the previous day below… 
as if it was forwarded to them.

❑ Test using a different sender, like someone from 
the fundraising department or customer service.



1. Your emails
2. Your website
3. Your donation page
KEY CONCEPT

Make it easier for people to find 
where 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



Control

Treatment

190%
In Donor Conversion

* Based on a 94% statistical level of confidence



Make it easy to see your “Donate” 
button in your navigation.



Homepage Ads



Donate



Homepage Banners

Timeframe: 12/6 - 12/13 Timeframe: 12/21 - 12/27

1.1% Conversion Rate 4.6% Conversion Rate

Homepage Banner



Control Treatment

35%
In Donations



Use prime real estate on your homepage 
to increase traffic to your donation page.



Timed Pop-ups



On Pop-ups



On Pop-ups

What happened when we removed it?



On Pop-ups

Didn’t make a difference

Pop-Up = More Conversions

Pop-Up Hindered Conversions



On Pop-ups

Didn’t make a difference

Pop-Up = More Conversions

Pop-Up Hindered Conversions

MOTIVATION LOW = NOT RELEVANT

MOTIVATION HIGH = HELPFUL (SPEED UP)

MOTIVATION SKY HIGH = NOT HELPFUL (SLOW 
DOWN)



Exit-Intent Pop-ups



Control Social proof

12%
In Donations



Use both timed and exit-intent pop-ups to 
drive donation page traffic.



Slide-Outs



Emergency Alert Banner Micro-goal Slide-in Banner

21%
In Donations



In-Article Ads



Control Treatment

695%
In Donor Conversion



Add a “dear reader” ad to articles, blogs, and 
news during the year-end season.



High Urgency Banners





Total Goal

* Based on a 94% statistical level of confidence

A life depends on you.

Lorem ipsum odor amet, consectetuer adipiscing elit. Ornare magnis metus natoque, 
morbi adipiscing nec aliquet egestas. Torquent conubia sodales ad, tristique varius 
purus. Libero conubia auctor montes; dapibus phasellus dictum non. Condimentum 
senectus integer dolor class ornare massa mauris.

Yes, I’d like to become 1 of 39,313, donors needed 
to save twice the lives!

Daily Goal

A life depends on you.

Lorem ipsum odor amet, consectetuer adipiscing elit. Ornare magnis metus natoque, 
morbi adipiscing nec aliquet egestas. Torquent conubia sodales ad, tristique varius 
purus. Libero conubia auctor montes; dapibus phasellus dictum non. Condimentum 
senectus integer dolor class ornare massa mauris.

Yes, I’d like to become 1 of 675 donors needed 
TODAY to save twice the lives!

35%
In Donations

27%
In Donations

Versus No Goal At All



Homepage Takeover



Control Homepage takeover

31%
In Donations





Use a homepage takeover during the last 
day of the year.



All these tactics are trying to 
drive more traffic to your 
donation page.



1. Your emails
2. Your website
3. Your donation page
KEY CONCEPT

Emphasize your incentives and 
increase urgency throughout.



An Ad
Post Card 
or Letter

Your Site

An Email



An Ad
Post Card 
or Letter

Your Site

An Email

Regular Ol’ 
Donation Page



Whiplash

12 3



An Ad
Post Card 
or Letter

Your Site

An Email

Cohesive Year-End 
Donation Page



Essential Year-End Donation Page Optimizations

✓Clearly reference the year-
end campaign and any 
unique campaign messaging.

✓Add a countdown clock 
during the final week to 
increase urgency.

✓Clearly articulate your 
campaign goal—and make it 
tangible.

✓Highlight your incentives so 
they don’t get missed!



Control Stickybar

151%
In Revenue

Test Reinforcing the Message with a Sticky Bar



Control Start My Gift Button

50%
In Donations

Test Adding an Anchor Link for Mobile Users



Tools You Can Use

POWR.IO
Website Countdown Clocks • Email Countdown Clocks
powr.io

BDOW & Unbounce
Timed Pop-Ups • Exit-Intent Pop-Ups • Slide Outs
bdow.com | unbounce.com

VWO
Website A/B Testing • Dear-Reader • Homepage 
Takeovers • Other Customizations
affiliates.vwo.com/be0kn1lz3gcl

https://powr.io/
https://bdow.com/
https://unbounce.com/
https://affiliates.vwo.com/be0kn1lz3gcl


Homework



1. Implement at least 
1 tactic to increase 
urgency on your 
website.

2. Show us what you 
did by submitting 
the Google Form.

Instructions
Sticky bar

X

Slide out

X

Donate

Homepage “Ad”

Pop Up

X



1. Implement at least 
1 tactic to increase 
urgency on your 
website.

2. Show us what you 
did by submitting 
the Google Form.

Instructions



Dive Deeper



Both courses are included in your 
NextAfter Institute membership.



https://nextafter.com/level-up-membership

Dive Deeper with Digital 
Fundraising Courses
from the NextAfter Institute



Questions?





Level Up Resources
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