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What was your favorite animated TV 
show as a child?

Chat it!

ICE BREAKER



Housekeeping



What to expect from today’s session

1

Learn how to build your content 
offer landing and donation pages

2

Email your housefile your content 
offer and promote it on organic 

social media

Action Items

Create your landing and donation pages
Email your Content Offer to your housefile



Get an Email

Implementing 
Your Email 

Acquisition Page

Get a Donation

Implementing an 
Instant 

Donation Page

Build a network

Getting People 
to See Your 

Offer



How to create a landing page



LANDING PAGE:

The designated web page you want people to 
land on after clicking an ad or some other 
web link.

\ˈlan-diŋ\ˈpāj\



Landing Pages work for visitors 
because they have the ability to

MATCH
intention and interest

with your 
MOST RELEVANT

information.



The key to making
A GREAT PAGE IS

to make it properly
C ON V E R S A T I ON A L



EMAIL ACQUISITION 
L A N D I N G  P A G E :

✔ Sell the offer
✔ Gather visitor information
✔ Redirect them to an instant donation page

The email acquisition landing page has three goals:



1. Main Message

1. Design

1. Form Fields 

1. Supporting Content

Four Shortcuts



From This

To This

A winning headline

6.2%
In Emails Acquired



A Winning Call to Action 

100%
In Email Signups

From This

To This



NOT This BUT This

134%
In Emails Acq.



The main message 
CHECKLIST

❑ Does your headline clearly focus on 
what they get (without being clever)?

❑ Does your body copy focus on what 
they are getting (without focusing too 
much on YOU, the giver)?

❑ Does your call to action header
reinforce simply what they are getting and 
then how (in that order)?

❑ Does your call action button also 
reinforce what they get, and when they 
will get it? (immediately we hope…)
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The Communicating Clearly 
CHECKLIST
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what they get (without being clever)?
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1. Main Message

1. Design
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Four Shortcuts



Communicate CLEARLY
what they GET and how to 

get it.



Communicate CLEARLY 
what they GET and how to 

get it.
…without DISTRACTION

or MISDIRECTION. 



Experiment
Version A Version B

19%
In Emails



The No Distraction/Misdirection 
CHECKLIST

❑ Does your layout lead people through each 
piece of content in the proper order (and not 
allow them to read different parts in different 
order)?

❑ Does your design reinforce that proper 
information processing path (and not 
accidently point them to the wrong thing 
next)?

❑ Do your design elements make the main 
message clearer (and not cause people to skip 
over parts of it)?

❑ Is your design optimized for mobile (don’t cut 
copy but hide some supporting content)?



1. Main Message

1. Design

1. Form Fields 

1. Supporting Content

Four Shortcuts



Form Fields Test
CONTROL TREATMENT

136%
In Email Signups 



The form fields 
CHECKLIST

❑ Are your form fields grouped 
together, making the ask to 
feel/perceive shorter?

❑ Do you have any form fields that 
are perceived unnecessary to the 
visitor? Have you eliminated them?

❑ Is there any information the visitor 
perceives you should be asking for 
to make the offer more customized 
or authentic?



Will reducing the number of form fields and using 
horizontal space increase conversion?

CONTROL TREATMENT

48%
In Emails



1. Main Message

1. Design

1. Form Fields 

1. Supporting Content

Four Shortcuts



Experiment
FROM THIS TO THIS

8.4%
In Email Signups 

LOGO LOGO



eBook image Dora image

15%
In Email Acquisition



The Supporting 
Content CHECKLIST

❑ Are you using social proof (how 
many others have signed up 
already)?

❑ Are you using social learning
(testimonials and how people learn 
from other people)?

❑ Have you considered other 
supporting content (like a 
countdown)?

“The best eBook I’ve read in years. Easy to understand and so 
rich with data” – John Q, Maryland

Join 8,726 others in learning about tax hikes & tax cuts 
and their impact on economies.



A few helpful resources



Download the 
template:
Nextafter.com/EmailLandingPage



A EASY TO USE LANDING 
PAGE TOOL.
UNBOUNCE.COM



A TEMPLATE TO START 
FROM.
http://nextafter.com/ub-
offer-page



How to create an instant 
donation page



Email and Promotion
Email Acquisition

Landing Page

Instant 
Donation 

Page

EBook
Offer

Model for New Donor Acquisition



Email Acquisition 
Offer

Model for New Donor Acquisition

COST

Online Advertisement 
& Promotion

Email Acquisition
Landing Page

Instant 
Donation 

Page

RECOVERED



5 Key Items

• Confirmation & Introductory Message
• Main Message & Ask
• Donation Selection & Amounts
• Form on Page & Required Fields
• Trust Marks & Security Reinforcement



CONFIRM receipt of the 
free offer, quickly.



Experiment #8971
From This To This

165%
In Donations



Experiment

From This To This

502%
In Donations



5 Key Items

• Confirmation & Introductory Message
• Main Message & Ask
• Donation Selection & Amounts
• Form on Page & Required Fields
• Trust Marks & Security Reinforcement



Make the ask IN CONTEXT 
of the offer just received.



NOT This BUT This

148%
In Donations



5 Key Items

• Confirmation & Introductory Message
• Main Message & Ask
• Donation Selection & Amounts
• Form on Page & Required Fields
• Trust Marks & Security Reinforcement



    

Give them GUIDANCE on 
gift amounts.



Experiment #2802
From This To This

34.7%
In Donations

16.4%
In Average Gift



5 Key Items

• Confirmation & Introductory Message
• Main Message & Ask
• Donation Selection & Amounts
• Form on Page & Required Fields
• Trust Marks & Security Reinforcement



Have the DONATION 
FORM on the page itself.



How Presenting A Donation Page Instantly After An Acquisition 
Offer Impacts Donor Conversion

CONTROL TREATMENT



How Presenting A Donation Page Instantly After An Acquisition 
Offer Impacts Donor Conversion

CONTROL TREATMENT

349%
In Donations



Maximize space so forms 
FEEL LIKE LESS WORK.



Experiment
From This To This

39.4%
In Donations



5 Key Items

• Confirmation & Introductory Message
• Main Message & Ask
• Donation Selection & Amounts
• Form on Page & Required Fields
• Trust Marks & Security Reinforcement



Show and/or STATE HOW 
SECURE your page and 

form are.



NOT This BUT This

14%
In Donor Conversion



Control Stepped Form

31%
In Donations



Reinforce how CREDIBLE
you are and what a GOOD 

DECISION the donor is 
making.



Control No Trustmarks Charity Navigator 
Trustmark

49%
In Donations*

* Based a 82% statistical level of confidence

64%
In Donations**

** Based a 92% statistical level of confidence



How to promote your offer



If you build it, they will come.
- Field of Dreams

INTERNET



If you build it, they will most 
certainly not come unless 

you tell them about it.
- Me



Reaching Your Existing 
Email Subscribers



The Thank You 
Email

The Welcome 
Email

The Content Offer 
Email

The Survey Email

The Impact/Story 
Email

The Monthly Ask 
Email

The Reply Back 
Email

The Transition 
Email

8 NEW DONOR WELCOME SERIES
EMAILS YOU COULD SEND



13% of 
organizations sent 
zero cultivation to 
any of their donors.

Source: The Nonprofit Recurring Giving Benchmark Study
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Type of Emails – Cohort Organizations

DONORS RECEIVED 61% FEWER 
CULTIVATION EMAILS THAN SUBSCIBERS.



Key Takeaway #1
If you have a new offer, send 

it to your existing donors!



Competency
Autonomy

Commitment

The Impact/Story 
EmailThe 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.



If available, add some social 
proof



Control (no social proof) Treatment - with social proof

60%
In Donations*

* Based on a 88% statistical level of confidence



Don’t forget to make the email look 
like it is from a real person, not a 
marketing machine



Control Radical Redesign

272%
In Donor Conversion



Content offer Email checklist
❑ Does your Subject Line sound authentic and prompt interest? 

❑ Does your body copy focus on what they are getting (without focusing too 
much on YOU, the giver)?

❑ Does your call to action reinforce the value of the offer and the impact it will 
have on the reader? 

❑ Does your design look like an email from a real person or something sent using a 
marketing template? 



Now Send it to your 
subscribers!





OPTIONAL: Create Posts 
(organic or paid) to promote 

it on social media



KEY QUESTION

How do you create an 
effective Facebook post?



Messaging & 

Copy
Proven Strategy #1
Short copy often leads

to more clicks, but long 
copy leads to more

conversions.

NOT THIS

BUT THIS

316%
In Email Acquisition



* 86% level of confidence

Messaging & 

Copy
Proven Strategy #2

Focus on the value to the 
reader, not on your 

organization.

NOT THIS

BUT THIS

48%
In Conversions

*172%
In Donations



Messaging & 

Copy
Proven Strategy #3

Make your call-to-action 
abundantly clear.

NOT THIS

BUT THIS

31%
In Emails Acquired



Get an Email

Implementing 
Your Email 

Acquisition Page

Get a Donation

Implementing an 
Instant 

Donation Page

Build a network

Getting People 
to See Your 

Offer

You now understand how…



Homework



Homework: Part 1

Create your offer landing and 
donation pages



Homework: Part 2

Email your offer to your housefile
• Create an authentic email promoting the offer and 

leading to the landing page and send it to your housefile



https://forms.gle/Fb914aCxMzb5AdKD8

1. Take screenshots 
of your landing 
page, donation 
page, and email

2. Upload your 
Content Offer 
using the Google 
Form

Instructions



Dive Deeper



Included in your NextAfter Institute membership!



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

Dive Deeper with Digital 
Fundraising Courses
from the NextAfter Institute



Level Up Resources



Don’t forget to embed your 
donation form to streamline 
your campaign!

Don’t forget to embed your CO Gives donation form to streamline your campaign!



Questions?
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