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Executive
Summary

An introductory note from the
researchers and summary of
key findings




The Number One Problem in Nonprofit Fundraising

The number one issue that plagues the nonprofit
sector is poor donor retention. Donor retention stats
vary depending on which benchmark report you look
at, but the high-level assessment is that the majority
of your donors will not donate to your organization
again next year.

The Fundraising Effectiveness Project reports poor donor
retention rates as far back as 2005 when nonprofits
were losing 82 donors for every 100 new donors gained.?
With this kind of donor attrition, nonprofits have to
relentlessly focus on new donor acquisition to offset
their annual losses.

This type of acquisition-first fundraising is not
sustainable, yet it's often the primary focus of most
organizations we interact with at NextAfter. Our
hypothesis is that it's easier to justify an investment
in donor acquisition than it is to justify an investment
in donor retention. There are many proven strategies
for new donor acquisition, but the payoff for donor
acquisition is much shorter-term and does not always
lead to a sustained base of reliable donors.

' 2012 Fundraising Effectiveness Factsheet

Retention, on the other hand, is a long game. And the
Return on Investment (ROI) for donor retention isn't as
easily calculated as direct response donor acquisition.
On top of that, despite all that's been written about
tactics and strategies to improve retention, no one has
truly cracked the code on what actually works.

Which is why we're pointing all of the tools at
our disposal at this singular question: How do you
meaningfully improve donor retention?

The Research Process & Key Findings

Over the past 10 years, our team at NextAfter has
published 17+ iterations of what we call a Mystery
Donor Research Study. These studies analyze the
donation experience from the perspective of a
motivated donor, looking at opportunities to improve
the giving process based on our learnings from more
than 5,000+ online fundraising a/b tests.



The Research Process & Key Findings

To isolate potential donor retention strategies that The reason why your donors give is one of the

actually work, we've joined forces with our friends most significant organizational factors impacting

at Virtuous to look at the overall retention rates donor retention.

for 211 nonprofit organizations. By combining

their donor retention data with our Mystery Donor Great donor retention rates are often a

Research process, our aim is to pinpoint the tactics and combination of value-focused fundraising and a

strategies that both help and harm donor retention. strategic investment in building a recurring giving
program.

In the first iteration of this report, you'll discover how

a nonprofit's value proposition can impact donor Donor retention is not dependent upon the

retention. There's a lot of data to dive into, but I'll clarity of your website navigation. But a lack of

summarize the key findings for you here: clarity can keep someone from giving in the first
place.

One-off tactics have minimal impact on long-
term retention. But they can greatly improve
performance at the point of conversion.

Every organization - regardless of size and
vertical - has a tremendous opportunity to
improve the strength of its value proposition.



It's my sincerest hope that this study and these findings will encourage you to do one thing: test your
hypotheses about how messaging and value proposition impact your donors both in the short and long terms.

We're never going to solve donor retention by reading a single research report. But these findings can serve as
a great starting place for you to test and optimize your way to longer term donor relationships — and more
meaningful impact on your cause.

Nathan Hill
Vice President, NextAfter Institute




Overview

A summary of why and how we
studied the value propositions of 211
nonprofit organizations




What is a Value Proposition?

If you asked 10 marketers and fundraisers this
question, you'd probably get 10 different answers.
At NextAfter, we define it as the answer to one
fundamental question that every donor asks when
they're considering giving:

If | am your ideal donor, why should | give to you rather
than to some other organization, or even at all?

Donors don't necessarily ask this question out loud or
even consciously, but the question must be answered
satisfactorily if they're going to donate. If you can't
answer this question in their mind, they won't give.

Over the course of 5,000+ online fundraising
experiments, we've found that the strength of the
value proposition has the biggest impact on a potential

donor's likelihood to give. And our hypothesis is that
the reasons used to influence someone to give shape
their long-term view of an organization, which has a
rippling impact on things like donor retention.

A value proposition is not your mission statement.
Your mission statement is important, essential, and
even vital for your nonprofit. But a mission statement
is rarely written to be a clear, donor-centric message.

A value proposition is not an incentive.

Getting a free book as a thank you for a donation is a
reason that someone might give now rather than later,
or maybe even give more rather than less. But it is
not the fundamental reason for why someone would
donate to your organization in the first place.



4 Elements of a Value Proposition

Throughout this report, you'll see several examples of  To simplify how we analyze the strength of the value

how nonprofits articulate their value proposition on proposition, our researchers were asked to rank the
their donation pages. And when we evaluate the value  strength of these 4 key elements on a 3 point scale for
proposition on a page, we look at 4 key elements. each organization's donation page.

1 Low 2 Neutral 3 strong

You'll see these findings for these scores in the next section.
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Research Methods

The aim of this report is not just to look at each answering a series of questions about key elements

organization's value proposition. Instead, it's to see of the donation experience. The donation experience

what correlations we can find between the strength of analysis included the homepage, the donation page,

a nonprofit's value proposition and its retention rates.  any pages in between as well as the confirmation page.
We paid special attention to the value proposition on

We partnered with Virtuous to develop a list of 211 the donation page, grading it using the scoring model

nonprofit organizations that we included in this above.

research. For each organization, we've analyzed

their online and offline retention rates. We then All the data was then blended to look at how each
split the list of organizations into three equal tiers of donor retention tier performed as it relates to the
donor retention performance (combining online and value proposition.

offline retention): high, middle, and low performing
organizations.

High Performers: 60.6% to 100%

We then made a $20 donation to every organization,

Low Performers: 0% to 44.6%
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Verticals & Revenue Size

The organizations included in this research span a wide variety that roughly represent the verticals of
organizations across the nonprofit sector.
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The size of the organizations was limited to those with $1 Million or greater in annual donations. This was
intentionally done to isolate organizations with a significant volume of donors so that we can find more
conclusive trends in retention performance.
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Part I:

Overall
Findings On
Retention

A quick look at how verticals, revenue,
and web traffic impact donor retention
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Retention Rates by Revenue

An analysis of retention rates based on an organization's revenue

Does revenue make

a difference in an
organization's ability

to retain donors? We
overlaid the data on these
organizations' retention
performance and annual
revenue to see if there were
any correlations between
the two. By and large, the
results are mixed.

Many organizations with
smaller budgets have high
retention rates. Yet, as
revenue goes up, there
were fewer organizations
that have low retention
rates.

% of Organizations Per Revenue Tier
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When looking at revenue and retention, you can get stuck with a “which came first” dilemma. Do larger

revenues empower strategies that lead to an increase in donor retention? Or is it that better donor retention
strategies are leading to higher overall revenues?

Depending on the organization and the maturity of their program, both could be true. More revenue and
resources may allow an organization to invest in new technologies, bring in more strategic talent, and provide
the donor volume to test innovative ideas. At the same time, there are many smaller organizations manage to
have high donor retention rates without access to big budgets.
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Retention Rates by Web Traffic Volume

An analysis of retention rates based on web traffic

It's easy to assume that more website traffic might lead to lower retention rates. If you reach a very large
audience with your web content, it can be difficult to pinpoint a user's motivation and convert them into a
donor.

But comparing web traffic to donor retention performance tells a slightly different story.

Donor Retention by Web Traffic

100% B High
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Low
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There is a slight downward trend in donor retention as web traffic increases. When looking at organizations
that receive 5 million or more website visits per year, the percentage of high-performing donor retention
organizations appears to go down significantly. But the change in the overall retention rate is less drastic.

On average, the low-traffic organization (0 to 50K visits per year) has a 55% overall donor retention rate. The
average high-traffic organization (over 5 million visits per year) has a 45% donor retention rate.
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Retention Rates by Vertical

An analysis of retention rates based on the type of organization

It stands to reason that an organization's cause might
impact the likelihood that donors will stick around for
the long term. And in the chart below, you'll see that
the vertical an organization works in truly does matter.

The verticals with the highest percentage of high
retention organizations are Faith-Based and
International Organizations. And most international
organizations in our sample have a mission or

relief focus. Faith-based and international missions
organizations have intrinsic values that they share with
their donors, and these values are often unchanged by
current events & politics.

By contrast, some of the lowest retention verticals
include Public Policy and Health organizations. While
these two verticals may seem significantly different
on the surface, we see a major commonality. Public

Policy organizations are often driven by current events,
politics, and legislation. This potentially leads to many
one-off donors who care about the policy, but have
minimal attachment to the organization.

Health-related organizations may face a similar
challenge. They may receive many one-off tribute
donations in honor of a family member, friend, or
loved one who has been impacted by a particular
disease. But that may not lead to long-term affinity
with the organization.

Our Hypothesis — Fundraising based on current
events, news cycles, immediate disasters, and other
short-term messages may lead to lower affinity and
poor retention rates. But fundraising from a place
of shared values and core beliefs may lead to higher
affinity and better retention.

19



% of Organizations Per Vertical
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Key Finding
The reason why your donors give is one of

the most significant organizational factors
impacting donor retention.
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Retention Rates and Recurring Giving

Retention rates based on the size of the recurring giving program

A common strategy to boost retention rates is to But before you conclude that recurring giving is the
invest heavily in a recurring giving strategy. This means  only factor in high retention, let's compare recurring
focusing on acquiring donors who give automatically donations to retention performance by vertical.

on a monthly recurring basis. While there is ample data
to show that recurring donors stick around longer, we
wanted to look at how intentionality in recurring giving Average % of Recurring Donors by Retention Tier
impacts overall retention rates for an organization. o
The chart on this page shows the average percentage
of active donors that are giving recurring donations for
each of the donor retention performance tiers.

29%

30%

19%

; 20%
To no surprise, the highest-performing organizations -
in terms of donor retention have the largest 10%
percentage of active donors that give recurring
donations. 0%
High Mid Low

Donor Retention Tiers

Average % of Donors that are Recurring
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Recurring Donors by Vertical

Comparing verticals to the average size of the recurring giving program

Finally, we compared the average percentage of Faith-Based & International Organizations have high
recurring donors to each key vertical. We wondered recurring donor rates and are both high retention
if the high-performing verticals in terms of donor performers.

retention were simply a result of having larger

recurring giving programes. These trends lead us to believe that, although an

ingredient in donor retention, recurring giving is not
But a high percentage of recurring donors does not always the silver-bullet retention strategy that many

appear to be the only ingredient in donor retention. expect. However, coupled with what we observed

Arts, Culture, & Humanities has high recurring donor about each vertical's retention performance, it may
rates but is a mid-performing retention vertical. Public,  be that a combination of value-centric fundraising
Policy, & Advocacy organizations have high recurring and investment in recurring giving are essential to

rates but are low-performing retention verticals. And growing retention rates.
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Average % of Donors that are Recurring

Recurring Donor % by Vertical

35%
i i Low Retention
— Low Retention High Retention
30%

25%

20%

15%

10%
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0%

Animal Welfare,  Arts, Culture, & Education Faith Based Health Human Services International Public Policy &
Environment, & Humanities Affairs & Public Advocacy
Agriculture Safety

The chart above shows that the verticals with the highest percentage of donors giving recurring donations are:

e Arts, Culture, & Humanities e Public Policy & Advocacy e Faith Based e International Organizations
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Key Finding
Great donor retention rates are often a

combination of value-focused fundraising and
a strategic investment in building a recurring

giving program.
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Part I
Overall
Findings
On Value
Proposition

The high—level findings and data on
how value proposition relates to donor
retention performance
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Finding Where to Give

How quickly and easily can | find where to give?

If we look at donor retention as a product of the
holistic experience that a donor has with an
organization, the first chance we have to start on

the right foot is when a potential donor first shows up.
For this research, we're assuming the visitor has some
level of intention of making a donation when they

land on the homepage.

While we may not typically think of the navigation
path from the homepage to the donation page as a
part of the primary value proposition, experimentation
shows that this pathway has a significant impact

on someone's likelihood to give. The primary value
proposition element at work in this step is "Clarity."

a N
Analyzing Clarity in the Donation Pathway Overall High Mid Low
The donate button is |n.the.top-r|ght 899 799 849 849
corner of the navigation.
The donate button clearly stands out. 69% 65% 75% 66%
The donate button uses clear language. 92% 92% 7% 89%
o %
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Comparing the Donation Pathway to Donor Retention

Clarity in the donation pathway is critical to converting donors. In the experiment on the next page, you'll see
small improvements to the donation pathway can radically improve donor conversion. For example, making
your "Donate" button stand out in a high-contrast color can generate more traffic to your donation page, and

sometimes leads to significant increases in overall giving.

Analyzing clarity in the donation pathway revealed two key observations:

Nearly one-third of organizations have a "Donate" button that is difficult to find.
31% of nonprofits did not use a high contrasting color or treatment on their "Donate"
button to make it stand out to users on the website.

There is no direct correlation between clarity in the donation pathway and an
organization's ability to retain donors. The highest-performing organizations in terms
of donation pathway clarity were the mid-performers in terms of donor retention.
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The donate button is in the top-right
corner of the navigation.

The donate button clearly stands out.

The donate button uses clear language.
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Examples of Donation Pathways

Volunteer  Employment  Get Help

WhoWe Are v Our Services v Ourlmpact v SupportUs v Tc
HOME GIVE NOW ABOUT US START A KLIFE JOIN OUR TEAM RESOURCES

'—, s Bz

Together, we can

Reach heartgs

The "Donate" button is located

Chqnge the I in the top right corner of the e
those in crisi navigation.
CIevelqnd Rise: Women’s

(Y

S
-

The "Donate" button uses a
high-contrast color to stand out

from the other options.

Our Mission:

To provide help and hope to all people
:hrough the transforming power of God's
ove.

The "Click Here To Donate Now"
button is located below the
navigation and hero image.

empowers men, women, and

children in crisis to overcome their

comprehensive S S

building their stabilized and independent future. Our
mission to reach hearts and change liv

has not wavered since 1910, and we will continue to CLICK HERE TO DONATE NOW
provide basic needs, critical recovery resources, and
practical paths to a sustainable future to all seeking

help and hope here.

READ MORE ABOUT OUR MISSION

In the example on the left, the homepage has the "Donate" button in the top right corner of the page for
visibility. The organization also uses a high-contrast color to stand out from the other options. In the example
on the right, the homepage uses a ghost "donate" button below the navigation bar and image - potentially
reducing clarity.
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An Experiment on Clarity in the Donation Pathway

In this experiment, the control version of the website  The high-contrast button led to a 27.8% increase in
navigation had a "Give" button in the right corner. But  traffic to the donation page.
the link used a "ghost button" design. This type of

design treatment looks very clean on a website, but it
doesn't stand out as clearly from the navigation as a
button using a high-contrast color.

While this one tweak to clarity in the donation
pathway does not radically change long-term donor

retention, it can lead to more donors giving in the first

place.
The treatment tweaked the copy to say "Donate to

TGC'" and the button was changed to use a bright

green color — clearly setting it apart from the rest of
the website navigation.

See the full experiment

.

www.nextafter.com/experiments/how-a-visual-redesign-of-a-main-donate-button-on-the-website-impacted-clicks/
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Ghost "Give" Button

CUEXPLORE I (c(of EDITORIAL  PODCASTS  EVENTS  ABOUTUS
THE GOSPEL COALITION

US EDITION v THE GOSPEL FOR ALL OF LIFE

High contrasting "Donate To TGC" Button
Q exPLORE [ (c(@4 EDITORIAL  PODCASTS  EVENTS  ABOUT US

@ THE GOSPEL COALITION

US.EDITION v THE GOSPEL FOR ALL OF LIFE

ﬁz

8%

In Clicks
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Key Finding

Donor retention is not dependent upon the

clarity of your website navigation. But a lack
of clarity can keep someone from giving in the
first place.
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The Donation Page

How do organizations use copy on their donation page?

It's easy to assume that someone who has landed on your donation page is already motivated to give. After all,
why would they have gone to the page if they weren't going to donate? But experimentation shows that the
messaging on your donation page plays a major role in helping someone decide to give. And we hypothesize
that the messaging used to acquire a donor may play a major role in that donor's retention as well.

Let's look next to see if organizations are using copy at all on their donation pages to articulate why someone
should give.

. ™
Analyzing the Donation Page for Copy Overall High Mid Low
"Donate" is the only call-to-action. 54% 46% 45% 70%
There is copy on the page. explaining why 24% 64% 80% 80%
you should give.
There are 4+ sentences on the donation 37% 999, 46% 379
page.
There are 8+ sentences on the donation 20% 149 30% 179%
page.
The copy on the page is written in a
way that encompasses a wide variety of 53% 49% 57% 53%
g potential donor motivations. )
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Comparing Donation Page Copy to Donor Retention

There is no strong correlation between these individual donation page copy tactics and donor retention.
Interestingly enough, high-performing donor retention organizations tend to underperform in these donation
page tactics. This implies that strong donor retention rates have little to do with one-off tactics and have
more to do with the holistic experience of the donor with the cause and the organization.

That said, these donation page copy tactics make a dramatic impact on the likelihood of someone converting
in the first place. In the experiment on the next page, you'll see that even small tweaks to the donation page
copy can make a dramatic impact on total donations.

Donation Page Results

100% Overall
90% B High

80% 80% B w™mid
80% 74%

Low

70%
70%
60% 549% 53%

50%

46%  45%

% of success

40%

30%

20%

10%

0%

"Donate" is the only call-to- There is copy on the page There are 4+ sentences on There are 8+ sentences on The copy on the page
action. explaining why you should the donation page. the donation page. is written in a way that
give. encompasses a wide variety of

potential donor motivations.
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Examples of Donation Page Copy

TR — ..
ur Worl our Impac 08 HOME THE CRISIS WHAT WE DO ABOUT US

Donate

YOU ARE HELPING TO MAKE MORE COMMUNITIES
LOOK LIKE THE KINGDOM OF GOD \
30 year®\We partner

s registered 501(c)3 charitable organization. We are independently audite

Because of faithful supporters like you, has been reaching unreached people groups for over member of the ECFA where we meet the highest standards of responsible stewardship.
with indigenously led organizations to plant churches, build schools, open clinicspaad = o SEND MAILED DONATIONS TO:
When you support ,youare partnering with the Global church toinv  The headline communicates the |
serving their communities' greatest needs. . .
€ & value of making a donation.

i e equip and train the Global Church to transform families, child . .
Join us as w equipand train lobal Church to transform families, children, - Gift Information
and communities in the hardest places.

« $100 a month supports entire communities in India to learn to read
the Bible in their own language. Donation Amount*
« $50 a month can support a pastor in Togo and their family while they
engage in outreach and plant churches in both urban and rural areas.

 ebresang reasons Wiy you BRI
expressing reasons why you
« $35amonth can supportawoman in Kenya as she learns the trade of .
sewing to support her family and earn a dignified wage. _ ShOUId gIVe.
Your generous support has a tangible impact on indivi , but more than - O Make Recuring Gift

Gift array uses clear and tangible gift|" Titer
handles to highlight the impact of |T COMMUNITIES TO LOOK [ ]
a donation. GDOM OF GOD. M M. M,
To give by check mail to: First Name* Last Name*
Donation Amount* [ l [ ‘

Email Address*
$35 $75 $100 Other i l

O Make Recurring Gift

Phone Number

First Name* Last Name* ‘ ‘
Email Address* Phone Number It's okay to contact me at this number.
l ] l ‘ Address Line 1 Address Line 2
AddressLine1 AddressLine2 [ l [ ‘
City State/Province Postal* Country* city StatelProvince Postal* Country*
- United States X~ > United States X~

Use my funds for
l Where Needed Most .. Credit Card Number*
Gift Notes 1234 1234 1234 1234 ‘

B

Card Expiration* cver

g

[ | [ove \

I Credit Card

Credit Card Number*
l Credit Card Bank Account

Alltransactions are secure and encrypted.

Is this donation In Honor of or In Memory of someone?

v @2 = ’

Card Expiration* CVv*

[ J | \ it otes

In the example on the left, the donation page copy utilized copy to express reasons why one should
give. The organization also used clear, tangible gift handles to highlight the value of each donation
amount.



An Experiment on Donation Page Copy

In this experiment, the organization had little to no copy on its original donation page. It had a headline asking
people to give, but no additional information as to why they should give, what the need was, or how the gift

would be used.

In the treatment, this organization added significant copy articulating the organization's core value proposition.

In other words, they answered this question: "Why should an ideal donor give to you, rather than some other
organization, or even at all?"

This additional copy led to a 116% increase in donations on the page.

.

www.nextafter.com/experiments/how-concisely-communicating-the-value-proposition-impacted-conversions-on-a-main-
donation-page/ —
—
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Minimal Donation Page Copy

L e

Amplify'the GospelOnline
by MaKing a GiffToday"!
!

C ]( ]
- i ]
JP—

[ 1= = | ]

[ == ]

[ 1= ][ ]

(9 GivingFuet

Crecx ANNUAL QUESTIONST

The Gosoel REPORT Email Us >

Coaltion 2020 Armnual Call Us ~ 1-844-

:S“n:.‘:r&m Report cwb;r&

Feny 2021 Asoual Looking for
Report Giving Records?

Every dollar you give reaches 10 people
around the globe with gospel-centered
resources that encourage believers,
strengthen the church, and provide hope to
the searching.

OeAR UPOATES

nveosvs

P ROUET  w— Wow Somare

Donation Page Copy Articulating Value
Proposition

F

Thank you for your interest in making a gift today. It
will help share gospel-centered resources with
believers and churches around the globe!

poupel Bght 10 the nternet and Meipiag people durk w

When you make & gift to TGC today, you will help:

1f you're willing 15 Delp us encourage believers, strengsien the hunch, and provide hoge

$or the seanching, please make your g now using the secere form below

[ = [ )
[ ] [ ]

Every dedlar you gve will resch N poophe arvasd dhe ghobe w it gaped costerod roweusve!

In Donations




Key Finding
One-off tactics have minimal impact on long-

term retention. But donation page copy can
greatly improve performance at the point

of conversion.
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Value Proposition Scoring

How strong is the value proposition on the donation page?

While we often score the value proposition on 4 primary elements, a value proposition is only as effective as
the sum of its parts. You might provide incredible clarity about what is going to happen with my donation, but
if there's no appeal, no one will donate. The weighted overall score helps show the overall effectiveness of the
value proposition messaging present on the donation page.

Let's look next to see how strong these donation page value propositions scored.

Combined Value Proposition Scores

Scores by Retention Performance Tier

Scores by Vertical

( Overall High Mid Low W
t 1.7 1.6 1.8 1.7 J
Animal Arts, . Faith- Human |Int'| Affairs | Public
Welfare & | Culture, & Seluezisian Based e Services | & Public | Policy &
Environment| Humanities Safety Advocacy
2 2.1 1.7 1.7 1.5 1.7 1.5 1.8
4 N
$100M  |$50M-$100M| $10M-$50M | $5M-$10M | $1M-$5M
Scores by Annual Revenue
1.8 1.9 1.7 1.7 1.7
\ %




Comparing Value Proposition to Donor Retention

The average overall value proposition score for this Overall, there is a tremendous amount of room for

sample of organizations was 1.7 out of 3. While improvement when it comes to articulating the core
higher revenue organizations tended to perform reasons why a donor would give on the donation page.
slightly better, the difference was marginal. When

looking at vertical performances, Arts, Culture, Common reasons for low scores include little to no

& Humanities organizations and Animal Welfare, copy on the donation page, vague language, and no
Environment & Agricultural organizations tended to intentional efforts to increase credibility testimonials,
score the highest. stories, quotes, or other 3rd—party validation.

Value Proposition Scores

Overall B High B w™mid Low
3.0

Value Proposition Scores

Overall value Appeal Score Exclusivity Score Clarity Score Credibility Score
proposition score
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An Experiment on Value Proposition

In this experiment, the organization had 3 different
versions of copy on a dear reader appeal on their
article pages.

In version A, the organization used statements
expressing that the reader would not be bombarded
with "negative views and agendas" but they would
only receive messages about "truth and hope."

In version B, they used the approach of exclusivity by
sharing how "it's reporting that you aren't likely to see
anywhere else — information you've relied on for
many years."

In version C, they used the same approach of
exclusivity, but also included a statement "that only 1%
of readers give to make the network available."

After running an a/b/c test, they saw a 77% increase
in donations using the approach of exclusivity and
including the 1% statistic. Donors were more inclined
to donate when positioning it as something that can
be taken away if funding is depleted and that they are
the only news outlet that can provide the information
in which the donor is interested.

a

www.nextafter.com/experiments/how-a-dear-reader-appeal-for-article-readers-impacts-donor-conversion-outside-of-a-high- —
—

urgency-campaign/

—



Dear Reader,

Can you imagine facing the challenges and misinformation of last year without the
faith-focused articles, stories, and reports you rely on from CBN News? Truth and the
Christian Perspective would be missing.

We don't bombard you with negative views, secular agendas, skewed statistics, or
reporters’ political viewpoints. We're here to tell you the truth, and to give you hope.
And every CBN News story that you read and watch relies on the generosity of readers
like you.

Will you make a special gift right now to help ensure that CBN News will be here for you
and your family ? Your gift will make a huge difference to our team.

Thank you! Please click the secure link below to make your gift.

Comparison to other
news outlets with
language of negativity

See the full experiment

Dear Reader,

Can you imagine facing the challenges and misinformation of last year without the
faith-focused articles, stories, and reports you rely on from CBN News? Truth and the
Christian Perspective would be missing.

Our award -winning journalists give you 24/7 breaking news, U.S. and international
news, health, and Christian entertal t news. It's ing that you aren’t likely to
see anywhere else—information you've relied on for many years! And the CBN News
stories you read and watch depend on the generosity of readers like you.

Will you make a special gift right now to help ensure that CBN News will be here for you
and your family? Your gift will make a big difference to our team.

Thank you! Please click the secure link below to make your gift.

Comparison to other
news outlets with
exclusive language

Dear Reader,

Can you imagine facing the challenges and misinformation of last year without the
faith-focused articles, stories, and reports you rely on from CBN News? Truth and the
Christian Perspective would be missing.

Our award-winning journalists give you 24/7 breaking news, US. and international
news, health, and Christian entertainment news. It’s reporting that you aren't likely to
see anywhere else—information you've relied on for many years! And the CBN News
stories you read and watch depend on the generosity of readers like you.

Will you make a special gift right now to help ensure that CBN News will be here for
years to come? You might be surprised to discover that less than 1% of our readers give
to keep CBN News available. Whatever you can afford, please give a gift today to keep
this exclusive, award-winning Christian reporting available to you and your family!

Thank you. Please click the secure link below to make your gift.

Comparison to other
news outlets with
exclusive language
and statistic

77%

In Donations
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Key Finding
Every organization — regardless of size and

vertical — has a tremendous opportunity to
improve the strength of its value proposition.
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Part lll: The &
Elements of
an Effective
Value

Propostion

A deeper dive into the how 211

organizations scored across each key
element
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Appeal

How badly does your ideal donor want to make this impact?

If your messaging around why someone should give to you doesn't align with their values, core beliefs, and

motivations — then you're going to have a hard time getting them to give. One of the biggest challenges to
writing effective copy is getting the appeal of your value proposition right.

The only people who can tell you if the appeal of your value proposition is effective are your donors. Which is
why we always have to test our copy and messaging.

While our researchers can't determine the most effective appeal for every organization in this study - they
did score the perceived strength of the appeal on a three-point scale. A 1 means there are little to no reasons
why someone should give on the page. A 2 means there are some reasons to give, but they might be vague

or generic. A 3 means that the reasons to give appear to be aligned around a unique set of shared values and
missional focus.
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Benchmarking the Appeal

Appeal Score
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Appeal Score
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An Experiment on Appeal

In this experiment, you see 4 different versions of
copy on a giving widget. When someone clicks the
"Donate" button, they're taken to a donation page to
complete their gift.

This organization had 4 different ideas of what kind
of messaging would be most appealing to their
potential donors:

The straight-forward version: "Honor Kade and
Kallan with a donation to CaringBridge. You make
Kade and Kallan's website possible."

The reverse order: "Help Kade stay connected to
family and friends. Make a donation to CaringBridge
in honor

of Kade."

Impact Focused: "Help Kade stay connected to
family and friends. Make a donation to CaringBridge
to keep Kade's site up and running.”

www.nextafter.com/experiments/how-different-value-propositions-on-an-in-site-donation-ask-affect-revenue

Emotional Appeal: "Show your love and support for
Kade. Make a donation to keep Kade's site up and
running.”

Each one of these messaging angles touches on a
different potential motivation. They each answer the
"How badly do | want to make this impact?" question
differently.

After running an a/b/c/d test, they saw a 67%
increase in donations using the Emotional Appeal
messaging angle. Donors were more likely to give
when the donation appeal was framed around the
outcome of showing love and support for Kade —
rather than focusing too much on the function of
the website.

&
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&

Honor Kade and Kallan with a donation to CaringBridge.

O Gl

Make a donation to CaringBridge to keep Kade's site up and running.

You make Kade and Kallan's website possible.
The Straight-Forward Version

) Kade's CaringBridge site is supported by generous donors like you. -
P Make a donation to CaringBridge in honor of Kade

The Reverse Order
" Help Kade stay connected to family and friends. -
P Make a donation to CaringBridze to keep Kade's site up and running. -

The Impact Focused

5, Show your love and support for Kade. m

67%

In Donations

The Emotional Appeal

See the full experiment
50



Exclusivity
Can your ideal donor make this kind of impact somewhere (or anywhere) else?

Countless organizations are vying for support from donors. And like it or not, you're competing with them for
your donors' attention. In addition to having a compelling appeal, your value proposition also has to be unique
and exclusive.

What does it mean for your value proposition to be exclusive?
Our researchers scored each value proposition for its exclusivity on a three-point scale. A 1 means that a donor
could potentially make this kind of impact at any other similar organization. A 2 means that a donor could

make this impact at some other similar organizations. A 3 means that a donor can only make this impact at your
organization.
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Benchmarking Exclusivity

Exclusivity Score by Vertical
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Exclusivity Score
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An Experiment on Exclusivity

When someone considers giving to you, they're not
reading your donation page in isolation. In the back
of their mind, donors know that other nonprofits do
similar work to you. To earn their donation, you need
to explain your unique approach to impacting your
cause.

In the experiment below, you can see how
CaringBridge used exclusivity to strengthen its value
proposition.

In version A, this giving widget used generic
language to make their donation ask:

» "Make a WonderFull Tribute Donation" — |
can make a tribute donation to nearly any other
organization.

e "Connect people with love and support" — Almost
any other organization can say they connect people

See the full experiment

www.nextafter.com/experiments/how-clarifying-the-call-to-action-affects-donor-

conversion/

with love and support.

In version B, however, they used more specific and
exclusive language to make their donation ask:

e "Honor Deborah With Your Tribute Donation" — A
website visitor who has been looking at Deborah's
page is only able to honor Deborah with a donation
here.

» "Make sure the website that brings them joy...
stays up and running" — A donor can only make this
specific impact by giving to CaringBridge.

By making their donation appeal more exclusive -
focusing on an impact that can only make through
CaringBridge — they saw an 86% increase in
donations.

54



"Make a WonderFull Tribute Donation" "Honor Deborah With Your Tribute Donation"

Make a WonderFull Tribute Honor Deborah with Your Tribute

Donation Donation

Make a gift to CaringBridge in honor of Deborah to
make sure that the website that brings them joy on
a daily basis stays up and running this holiday
season.

Honor Deborah with a Tribute donation and help
CaringBridge connect people with love and support
when they need it most

Add a message to your Tribute donation

\" /

255 characters remaining

I'll Help Now

In Donor Conversion
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Clarity

How quickly and easily does your ideal donor understand what you're
communicating?

You can have the most inspiring cause in the world and a unique way of approaching the issue. But if you don't
use clear language, potential donors won't understand.

A few common questions that can help bolster clarity in your copy are:

e How much time does it take to understand the message conveyed in the content?
e |s there a clear call-to-action clearly stated in the text?
e Does your copy show donors what their money will be used for?

Our researchers scored clarity on a three-point scale, focusing on one primary question: how well do you

understand what you're giving to? A 1 is little to no understanding. A 2 is some understanding. A 3 is an
abundance of clarity.
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Benchmarking Clarity
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Clarity Score

3.0
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Clarity Score by Annual Revenue
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An Experiment on Clarity

You can see in the experiment that there are 3
different versions of the call-to-action button on this
ad. Each one of them has the same appeal, promising
a free CD of the most recent broadcast from this
nonprofit's radio programming when you donate.

They wondered if they could increase clarity on the
call-to-action, and lead more people to say "Yes" and
donate.

Here are the 3 calls-to-action:

e Version A: Give Now

See the full experiment

www.nextafter.com/experiments/how-clarifying-the-call-to-action-affects-donor-conversion/

e Version B: Get Your CD For a Gift of Any Amount
Here »

e Version C: For a Gift of Any Amount, Get Your CD
Here »

Version B led to an 18% increase in donations by
providing the most clarity out of the 3 calls-to-
action. It addressed the primary appeal upfront: "Get
Your CD..." and clarified exactly how to get it "...For a
Gift of Any Amount.”

&
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= EpISOOe ranscript

Broadcast CD

Receive a CD of today’s broadcast for your donation of any
amount!

Give Now
Avadatie o U S rmicdem oy

11 ;
FEATURED BROADCASY RESOURCE ‘ G/V@ NOW” Donate BUttOn

<4 Episode Transcript

;";;:;;%"D““ PEARNALS ‘ "Get Your CD For a Gift of 1 8 O/

Receive a CD of today’s broadcast for your donation of any Any Amount Here."
amount!

In Donations

== Episode Iranscript

FEATURED BROADCASY RESOuURCE

Broadcast CD ‘ ) ,

B (0 AR Pemtoo £ ot domatcs sy For a Gift of Any Amount,
amount! Get Your CD Here."

For a Gift of Any Amount, Get Your CD Here »
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Credibility

Does your ideal donor believe and trust you?

The credibility of your message — or lack thereof — can make or break the strength of your value proposition.

A donor might love your cause, think that your approach is unique and exclusive, and have a clear understanding
of why you're asking them to give. But what if they don't trust you?

Some ways to boost credibility and trust on a donation page or in an appeal include:

e Donor testimonies
e Testimonials from people impacted by your work
e Narrative and story-driven appeals

e A third-party credibility like Charity Navigator or GuideStar seals near the donate button

Our researchers scored credibility on a three-point scale. A 1 does not attempt to build credibility. A 2 makes
some attempt. A 3 has clear language, copy, or other elements on the page to help increase trust.
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Benchmarking Credibility

Credibility Score by Vertical
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Credibility Score
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An Experiment on Credibility

In this experiment, you can see how something as Getting someone else who has benefited from the

simple as a testimonial can build credibility and make organization to share a testimonial helped build

a meaningful impact on donations. trust and credibility - leading to a 27% increase in
donations.

Version A and Version B of this experiment had the
same exact design, layout, donation form, images,
and reasons to give. The difference was that version
B added a testimonial illustrating the value of the gift
that a donor would receive after giving.

See the full experiment

a

www.nextafter.com/experiments/how-the-addition-of-a-readers-review-for-a-giving-premium-impacts-donor-conversion-2/ —
—

—
—




Donation Page-No Testimonial Donation Page-With Testimonial

<

. Teach kids about God'’s goodness
Teach kids about God's goodness it N,H,,m,,,m,‘,w_g,,
with a new picture book by Chris Tomlin! -

»{ greg laurie

Let’s instill God's truth in the hearts and minds of the children in our
very opportunity to point them to Jesus Wikh fantasti

Bear and b

lives, takin

With fantastic colorful pictures of Tucker the  § teaches ¢
Bear and his friends, Good Good Father h
teaches children about their loving heavenly

Father, and their identity in Christ

Nieces, nephews, kids, grandkids, and
neighbors—are there children in your life that Mere is what one reader had to say about Goo ather
you can reach with this good news?

As @ grandmother, I want my grandchildren to know that our
Al Harvest, t's our passion to share God's Word with young God and King is not distant, but He is a good good Father who
alike, and your donation to this ministry allows us to reach more delights in their wanting to be with Him and know His great

love for them. I love how simple stories like this one can teach

people each and every day through
young children power ful truths about our good good Father!
* Radwo
* Television
Crusade evangelism
Daily Devotional e-mails
Sermon webcasts and archives
¢ Onine training
o Harvest Amel

* And more!
Harvest America
When you make a financial gift to Marvest Minist ay, we will
send you a copy of Chris Tomlin's simple yet profound picture book  Andmore
for children, Good Good Father When you ma > it 10 Harvest Ministries today. we w
send yet profound
for ch

Make your gift using the secure form below:
Make your gift using the secure form below:

B Get Good Good Father now with your &

CONTACT US | TERMS OF USE | PRIVACY POLICY

In Donor Conversion




NeXxt Steps and Conclusion

Driving high donor retention rates is more complicated 1. Invest in developing an organizational value

than one-off tactics and strategies. It appears that proposition that is strong in its appeals to ideal
organizations that have a combination of strong values donors, unique from other organizations, clear in its
alignment with their donors, as well as an intentional language, and credible in its presentation.

investment in building a recurring giving program,
have the best chance of securing high donor retention 2. Train and equip your staff to communicate this

rates. value proposition across channels including donation
pages, email communications, direct mail, advertising,

The one-off strategies around improving the value and more.

proposition on a donation page, although not directly

correlated to donor retention rates, are a key factor 3. Develop a proactive strategy to either build or

in influencing someone to give right at the point of expand your recurring donor program. By nature,

conversion. recurring donors tend to have higher retention and

value than one-time donors.

Taking all these findings into account, we'd recommend

3 main next steps for any nonprofit organization that The combination of a strong value proposition at

wants to increase retention rates: the point of conversion, value-focused messaging
woven throughout your communication, and an active
recurring donor base will put you on the path to
higher retention rates and more sustainable revenue
down the road.
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Additional Resource

How to Write Your Nonprofit Value
Proposition to Increase Donations

Crafting a compelling value proposition involves
understanding your donors and their preferences. This
article on 4 Proven Ways to Help Donors Understand
Why They Should Give provides specific and tactical
pointers to refine and improve your value proposition.

In the article, you'll dive deeper into using appeal,
exclusivity, clarity, and credibility to refine your value
propsition and test into more effective copy and
messaging.

https:/www.nextafter.com/blog/how-to-write-your-nonprofit-value-proposition/

After Services  Researc h  Leamn  About LETUSHELP ©

ltute  Resources  NIOSummit  Members Login Q suescrise

Nonprofit Value Proposition: 4
Proven Ways to Help Donors
Understand Why They Should
Give

€ ubiched by Nathan Hill

Whether you're trying to raise more money online, communicate with donors face-to-

face, or increase revenue from a direct mail appeal — your nonprofit value proposition is
the most valuable tool to influence someone to give to you.

Most nonprofits, however, fall short when it comes to articulating their value proposition.

In fact, when given a score based on proven strategies, most nonprofit value propositions
score a 2.3 out of 5 or lower.

The good news is that the opportunity to improve your value proposition is huge. And our
library of fundraising experiments has uncovered 4 key elements you can use to improve
your value proposition and increase giving.

Table Of Contents

AValue Proposition is Not Your Mission

AValue Proposition is Not an Incentive

#1. Appeal - Helping donors understand why they should want to give.

Rl S S

#2.Clarity - Communicating your value proposition using clear

language.

o

#4. Credibility - Building trust through your copy and design.

@ Ready to dive deeper already? You can activate they Why Should | Give to You?
course on nonprofit value proposition here »

What is a nonprofit value
proposition?

There are a lot of misconceptions about what a value proposition actually is. It's not your
mission statement. It's not an incentive to give. Instead, a nonprofit value proposition

answers one fundamental question that every donor asks when considering giving to
your organization: Why should | give to you, rather than some other organization, or at all?

»
Why should | give to you, rather than some

other organization, or at all?

You might answer this question slightly differently depending on the context:

adonation page

aaaaaa | anneal
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Additional Resources
Why Should | Give to You? | Online Course

This 6 session course will walk you through a proven

process for developing your organization's value

proposition — including worksheets, templates, and (N Nexatter Institute

guidelines for testing your best messaging ideas to get ot

real donor feedback. Why ShOUld
| Give Ta-w

Backed by tested and proven tactics and examples,
you'll learn:

e The 4 elements of an effective value proposition
e A proven process for developing and testing your
value proposition

e How to contextualize your message for the right
people at the right time

Why Should
1 Give ToYou? |v

Activate the Why Should | Give to You? course to
improve your value proposition and increase giving.

https://courses.nextafter.com/courses/why-should-i-give-to-you 68




N After

About NextAfter

NextAfter helps nonprofits grow their digital fundraising.

Combining the perpetual learning of a fundraising research lab, the practical application of a
digital-first agency, and the rigorous instruction of a training institute - we're on a mission to
decode what works in fundraising, make it accessible to as many nonprofits as possible, and
unleash the most generous generation in the history of the world.

If you want to learn more about how to partner with NextAfter to develop and grow a
digital-first fundraising program, you can learn more and get in touch at
nextafter.com/let-us-help.
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N Virtuous

Special Thanks to Virtuous

Special thanks to Virtuous for helping us assess the donor retention rates of the organizations
represented in this study. Their data contribution played a critical role in helping pinpoint how
impactful the value proposition can be on donor retention.

You can learn more about Virtuous at virtuous.org

[=!
=
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