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Part 2: The New Donor Welcome Series



What’s your favorite winter activity?

Chat it!

ICE BREAKER



Housekeeping



What to expect from today’s session

1

Able to develop a cohesive New 
Donor Welcome Series aimed at 

retaining new donors.

2

Equipped to assess the data & 
technology needs to deploy a new 

donor welcome series.

Action Item

Complete your New Donor Welcome Series framework.



Why are we talking about 
retention?



Data According to Giving USA 2024 Annual Report

-15%
Individual Giving Since 2021 (Adjusted for Inflation)



New Revenue Acquisition is Not 
Compensating for Declining 

Retention Rates

KEY INSIGHT

Data Powered By:



“Returning donors give at least 
3X more than new donors on 

Coloradogives.org”



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



The Content Offer Email



Email or Promotion

Email Acquisition
Landing Page

Instant 
Donation 

Page

Offer Delivered via Email



Email Checklist

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

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

they get it.
❑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.



Other Content Offer Types

• eBooks

• Quizzes

• Petitions

• Surveys

• Video Series

• Online Course



Blogs?

Videos?

Podcasts?

Stories of Impact?

News or Articles?



Blogs?

Videos?

Podcasts?

Stories of Impact?

News or Articles?



ColoradoGives.org Tools
Embedded Donation Pages





Customize your form.

Customize your Thank You message and Receipt.

Copy your embed code to place on your website.



dcl.org/donate/



The Survey Email



Email Checklist

❑ Communicate the importance of the new donor in 
your work.

❑ Share how you value their input and perspective 
and desire to hear them.

❑Give a sense of how long the survey will take (i.e. 
“just 10 questions” or “just a 3-4 minutes”).

❑Use one call-to-action: take the survey.

Email #4
The Survey Email

Goals: Competency • 
Autonomy • Commitment

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

The Survey Email



Email #4
The Survey Email

SAMPLE EMAIL

Stating that you value their input.



Email #4
The Survey Email

SAMPLE EMAIL

Giving context for how much work the 
survey will take.



Tools to Build Your Survey

Any web form tool!



Organization Centric Language Donor Centric Language



Organization Centric Language Donor Centric Language

86%
In Clicks



The Impact / Story Email



Email Checklist

❑ Restate the problem your organization exists to 
solve.

❑ Restate how crucial the donor’s gift is in helping 
solve the problem.

❑ Share an impact story that illustrates how the 
problem is being solved.

❑ Provide a link to read more, read another story, 
watch a related video, etc.

Email #5
The Impact/Story 

Email

Goals: Satisfaction • 
Connectedness

Recommended Sender: 
Head of programs • Someone 
connected to the story

The Impact/Story Email



Email #5
The Impact/Story 

Email

SAMPLE EMAIL

Sharing an impact story that’s 
connected to the impact that the 

donation will make.



Email #5
The Impact/Story 

Email

SAMPLE EMAIL

Providing an additional way to engage 
that is not a donation appeal.



Branded Personal Tone

146%
In Donor Conversion



The Monthly Ask Email



Email Checklist

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

monthly donation.
❑ Let them know they can change, pause, 

and/or cancel at any time.
❑Give a clear call-to-action to make a monthly 

recurring donation.
❑ 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



The Reply-Back Email



Email Checklist

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

know the answer to.
❑ Ask them to reply with their answer.
❑ Be ready to filter emails and reply-back accordingly.
❑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



The Transition Email



Email Checklist

❑ Thank them again for the donation re-articulate 
how it is helping.

❑ Tell them what they can expect with email 
communication next (weekly/monthly newsletter, 
event invitations, critical campaign communication, 
etc.)

❑ Let them know they can change their preferences 
and unsubscribe at any time.

❑ Allow replies and provide contact information for if 
they have any questions.

Email #8
The Transition 

Email

Goals: Trust • Satisfaction

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

The Transition Email



Email #8
The Transition 

Email

SAMPLE EMAIL



Email #8
The Transition 

Email

SAMPLE EMAIL

Setting expectations for future 
communication.



Email #8
The Transition 

Email

SAMPLE EMAIL

Open door for an ongoing relationship 
and communication.



When should you send all 
these emails?



Sample Calendar
• March 3: Donation

• March 3: Thank You

• March 4: Welcome

• March 7: Content Offer

• March 12: Survey

• March 17: Story / Testimonial

• March 20: Monthly Upgrade

• March 25: Reply—Back

• March 28: Transition



Get Your Copy of the 
Framework Worksheet



Scan this to get a copy of the New Donor 
Welcome Series framework.



These key questions will help you think 
through all the details you’ll want to include 

in your copywriting.

Scan this to get a copy of the New Donor 
Welcome Series framework.



Scan this to get a copy of the New Donor 
Welcome Series framework.



Scan this to get a copy of the New Donor 
Welcome Series framework.

This timeline will help you plan exactly which 
emails you’ll send at what times.



ACTIVITY

Begin filling out the New Donor 
Welcome Series Framework 
worksheet.

10 Minutes



Email Platforms
Minimum Requirements to Setup an
Automated New Donor Welcome Series



Email Platforms

Minimum Requirements

Trigger-based Automations • Ability to Personalize Emails Based on the 
Contact Record • Receive New Donor Data from Your CRM (via native or 
3rd-party integration) • No Limits on Number of Emails in an Automation

Standard or Premium Plan Professional or Higher Plan



Data
Data Needs for Triggering Your Campaign



Trigger
(Enroll if…)

Suppressions
(Do Not Enroll If…)

Action
(i.e. Send this email)

Delay
(Wait for…)



Trigger
(Enroll if…)

Suppressions
(Do Not Enroll If…)

Action
(i.e. Send this email)

Delay
(Wait for…)

Who do you want to enroll?

A typical New Donor Welcome Series is sent to new 
online donors starting after the desired launch date.

Data Needs:
First Gift Date • Donor Type (Online Vs Offline)



Trigger
(Enroll if…)

Suppressions
(Do Not Enroll If…)

Action
(i.e. Send this email)

Delay
(Wait for…)

Who do you want to suppress?

Common suppressions include:
Offline Donors • Mid/Major Donors (if you already have 

dedicated communications) • Board Members • New 
Imports • Universal Suppression Flag



Trigger
(Enroll if…)

Suppressions
(Do Not Enroll If…)

Action
(i.e. Send this email)

Delay
(Wait for…)

What personalization data do you need for 
your copy?

Common copy personalizations include:
First Name • Gift Amount • Gift Date



Audiences
Suppressions, Exclusions, and Versioning



One Time VS Recurring Donors

One-Time Donors
Send them the “Monthly Donation” appeal 

in Email 6.

Recurring Donors
Ask them for an additional one-time 

donation in Email 6 instead.



Mids and Majors

Recommendation

Your main goal is to keep these donors subscribed and engaged.

Consider limiting the amount of content offers, removing instant 
donation pages from their content-offer funnels, and removing the 

additional donation ask email.



Other Audiences

Recommendation

Consider how / if you want to communicate with or version your emails 
for the following common audience segments:

Event attendees • Volunteers • eCommerce Purchasers • Peer-to-Peer 
Campaign Donors • Program Beneficiaries



Other Notes
and Considerations for Your Campaign 



Other Considerations

• Send Times
If possible, customize the send time of your campaign to send during working 
hours only (6am to 6pm).

• Tracking
Ensure that all your links use proper UTM Tracking, and a single UTM 
Campaign name to track all web analytics from the welcome series.

• Don’t Set It and Forget It!
Check on your campaign at least every 6 months to ensure it’s running as 
intended and the content is still relevant.

• Manual Import/Export
If you can’t automate your new donor data into your email tool, make sure 
you are manually importing data weekly at a minimum.



https://docs.google.com/spreadsheets/d/1O0xziOQOmOC7TNCHLnME4mxYLbl-JXduTMGK3365Qb4/copy

ACTIVITY

Complete your New Donor 
Welcome Series “Database & 
Technology Assessment.”

10 Minutes



GROUP SHARE

Any surprises or challenges to 
implementation that you’ve discovered?



Homework



https://forms.gle/Fb914aCxMzb5AdKD8

1. Finish filling out 
the New Donor 
Welcome Series 
framework.

2. Share your outline 
with us using the 
Google Form.

Instructions



Let’s Keep in Touch!



Nathan Hill
Vice President of Training
Avid

nathan@avidai.com

Nathan Hill
linkedin.com/in/nathan-peter-hill/



Meet Your New NextAfter Trainer

Ardee Coolidge
Senior Optimization Director
NextAfter



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



Questions?
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