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Part 1: The New Donor Welcome Series



What’s your biggest fundraising priority in 2025?

Chat it!

ICE BREAKER



Housekeeping



What to expect from today’s session

1

Understand how a New Donor 
Welcome Series impacts critical 

metrics.

2

Create an effective Welcome Email 
for your New Donor Welcome 

Series.

Action Item

Write (or re-write) your new donor welcome email.



https://docs.google.com/spreadsheets/d/1Y5XreTP6fH3clM085Lb2M8F2BbcSF6ovmInL0Gr_YJ4/copy

Make a Copy First

Worksheet



What is a New Donor 
Welcome Series?



“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.



33%
of organizations did not send any 

cultivation within the first 90 days 
of donating.



51%
of organizations made no attempt 

to ask for 2nd gift within the first 90 
days of donating.



*https://www.getresponse.com/resources/reports/email-marketing-benchmarks

*GetResponse customer data analyzing 7 billion emails sent in 2021

90%

29%

47%



https://www.campaignmonitor.com/resources/infographics/how-effective-are-welcome-emails/

Welcome email read rates are 42% 
higher than the average email.



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

real person.

Reason #2



Control Treatment

7%
In Opens

Sender:
Jay Goldberg, Director – 

Canadian Taxpayers Federation

Sender:
Jay Goldberg, Director



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



Version A Version B



Version A Version B

37%
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



Email Landing Page Instant Donate Page

Framed as cultivation – 
not another appeal.

Read more about the offer 
and fill out a form to get it.

Makes a donation appeal 
with a form on the page.



You’ve never run an a/b test in your 
new donor welcome series.

(Or haven’t touched it in 2+ years)

Reason #5



Traditional Welcome Series Humanized Welcome Series

Organization

• Plain-text style

• Relational and conversational

• Focused on aligning beliefs

• Providing value (not just 

information)

• Singular call-to-action in each email

• Sent from people, not a brand name

• Encouraged reply-backs

• Specific donation asks

Email 1: Marriage 
Resources

Email 2: 
Product Offer

Email 3: 
Product Offer

Email 4: Digital 
Resources

Email 5: Digital 
Resources

Email 6: Digital 
Resources

Email 7: Digital 
Resources

Email 1: Reply 
Back

Email 2: Digital 
Resource

Email 3: Digital 
Resource

Email 4: Reply 
Back

Email 5: Product 
Offer

Email 6: Digital 
Resource

Email 7: Direct 
Ask

33%
In Opens

42%
In Clicks

875%
In Donations

99%
In Revenue

RECEIVED OVER 
1500 RESPONSES



If you’re still not convinced 
it’s really that important…



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

0%

2%

4%

6%

8%

10%

12%

14%

16%

18%

1 2 3 4 5 6 7 8 9 10 11 12

% of 2nd Gifts by Month

36%
Missions Org
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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.



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.



ACTIVITY

Make a live donation to your organization. 
Answer the questions on your worksheet as you go!

Your gift could be as low as $5.

5 Minutes





GROUP SHARE

What did you learn?
Anything interesting or surprising you observed?



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
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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



The Thank You Email



Email Checklist

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

eligibility
❑ Express your gratitude for the donation
❑ Refer to the donor as a generous person
❑ Share how the donation will be put to use
❑ Provide your contact information for follow-up
❑ 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



ColoradoGives.org Tools
Custom Confirmations & Integrations



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.



The Welcome Email



Email Checklist

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

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

❑ 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



ACTIVITY

Outline Your Welcome Email
Fill out the questions in the worksheet to get started.

10 Minutes





GROUP SHARE

1. Who is your email sender?

2. What is one core value you are going to reinforce?

3. What will you ask the donor to do next?

10 Minutes



Homework



https://forms.gle/BJUy9xSoZrmxkX79A

1. Write (or re-write) 
your New Donor 
Welcome Email.

2. Show us what you 
came up with by 
submitting the 
Google Form & 
sharing in Slack.

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



Questions?





Level Up Resources


	Slide 1: Level Up | New Year, New Donors
	Slide 2
	Slide 3: Housekeeping
	Slide 4
	Slide 5
	Slide 6: What is a New Donor Welcome Series?
	Slide 7
	Slide 8
	Slide 9: How do you know when you need a new one?
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20
	Slide 21
	Slide 22
	Slide 23
	Slide 24
	Slide 25
	Slide 26
	Slide 27
	Slide 28
	Slide 29: If you’re still not convinced it’s really that important…
	Slide 30
	Slide 31
	Slide 32
	Slide 33
	Slide 34
	Slide 35
	Slide 36: The Framework of a New Donor Welcome Series
	Slide 37
	Slide 38
	Slide 39: The Thank You Email
	Slide 40
	Slide 41
	Slide 42
	Slide 43
	Slide 44
	Slide 45
	Slide 46
	Slide 47
	Slide 48
	Slide 49: The Welcome Email
	Slide 50
	Slide 51
	Slide 52
	Slide 53
	Slide 54
	Slide 65
	Slide 66
	Slide 67
	Slide 68: Homework
	Slide 69
	Slide 70: Dive Deeper
	Slide 71
	Slide 72
	Slide 73: Questions?
	Slide 74
	Slide 75

