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ONLINE GIVING TRENDS.



MEASURING THE TRENDS

THE GIVING REPORT 2020 
INTRODUCED THE ONLINE GIVING 
INDEX (OGI), PROVIDING DATA & 
INSIGHTS ABOUT THE GROWTH OF 
ONLINE GIVING THROUGH 
CANADAHELPS

CANADAHELPS’ DATA SOURCES 
REPRESENTS A SUBSTANTIAL 
SAMPLE OF CANADIAN ONLINE 
GIVING



DATA SOURCES

15K
CHARITIES

GIVING PORTAL FUNDRAISING SOFTWARE APPS/API/PARTNERSHIPS

CANADIAN DONORS



DONATIONS
ONE-TIME SCHEDULED SECURITIES & MUTUAL FUNDS

PEER-TO-PEER FUNDRAISING
TICKETED EVENTS

INDIVIDUAL FUNDRAISING

APPS / EMPLOYEE GIVING /
SPECIAL CAMPAIGNS / CORPORATE DONATIONS



ONLINE GIVING INDEX (OGI)

2016
GROWTH

INDEX BASELINE

100.0

12 MONTHS OF DONATIONS 
ENDING IN JANUARY 2016

12 MONTHS OF DONATIONS 
ENDING IN JANUARY 2017



OGI 2017 - 2019



ONLINE GIVING IN 2020.



ONLINE GIVING IN 
2020 WAS GROWING 
BEFORE MARCH BUT 
HAS REALLY GROWN 
SINCE.

103.7 103.5
107.0

120.3
125.1



INCREASED GROWTH 
ACROSS ALMOST 
EVERY CATEGORY 
AND ACROSS EVERY 
PROVINCE AND THE 
TERRITORIES.



AVERAGE GIFTS HAVE 
INCREASED, BUT 
THIS DOESN’T 
NECESSARILY MEAN 
THAT INDIVIDUAL 
CANADIANS ARE 
GIVING LARGER 
AMOUNTS.



SO GIVING IS UP?



SO GIVING IS UP?

NO. ONLINE GIVING IS 

UP.



IMAGINE CANADA’S
SECTOR MONITOR
CHARITIES & THE COVID-19 
PANDEMIC
IMAGINECANADA.CA

https://imaginecanada.ca/


SO GIVING IS UP?

NO. ONLINE GIVING IS UP.

BUT OVERALL GIVING IS DOWN.



SO WHAT ARE CHARITIES DOING 

WHEN IT COMES TO EMAIL AND 

WHY SHOULD YOU CARE?



THE MORE (GOOD) EMAILS YOU SEND 

TO MORE (ENGAGED) PEOPLE THE 

MORE MONEY YOU’LL RAISE ONLINE.



Average Revenue Per Channel
Average Revenue

Direct

Display

Email

Organic

Paid Search

Paid Social

Referral

Social

0 5000 10000 15000 20000 25000 30000 35000

 $                   30786.51

 $                        467.87

 $                   29179.23

 $                   22532.45

 $                   17017.98

 $                     2449.12

 $                   22627.74

 $                     3316.67

Made with



Average Conversion Rate Per Channel
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Average Revenue Average Conversion Rate

Made with

Email has a 4.67%

average conversion 

rate.



Average Conversion Rate Per Channel
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Made with

That’s 160% higher than 

the next highest channel.



WHAT ABOUT NOW AND 

WITH COVID-19?



EMAIL VOLUME HAS 
BEEN TRENDING UP 
WITH A SPIKE AROUND 
#GIVINGTUESDAYNOW.



VOLUME INCREASED 
ACROSS 
ORGANIZATION 
TYPES WITH HEALTH 
AND WELFARE 
RAMPING UP A LOT.



METIONS OF COVID-
19 STARTED MID-
MARCH, SPIKED END 
OF MARCH AND HAS 
BEEN PRETTY 
CONSISTENT SINCE.



THE PERCENT OF 
EMAILS ASKING FOR 
MONEY IS RELATIVELY 
CONSTANT WITH A 
SPIKE AROUND 
#GIVINGTUESDAYNOW.



BUT ARE PEOPLE 

RESPONDING TO EMAIL?



ONLINE REVENUE FROM 
EMAIL HAS BEEN 
GROWING STEADILY 
AND IS MUCH HIGHER 
THAN 2019 YTD.



EVEN WITH MORE EMAILS, 
THERE IS A BETTER 
CONVERSION RATE 
WHICH LEADS TO MORE 
GIFTS AND THE AVERAGE 
GIFT IS STRONGER THAN 
2019 AS WELL.



BUT ARE PEOPLE 

RESPONDING TO EMAIL?



HOW CAN YOU OPTIMIZE YOUR 

FUNDRAISING EMAILS TODAY?



Experiment #1

A B

272%
DONATIONS



Experiment #2

A B

28%
In Email Opens



Experiment #3

A B

71.4%
In Clickthrough Rate



Experiment #3

A B

81%
In Donations



Y’ALL DON’T KNOW.
(BUT NEITHER DO I)



THE BIGGEST TAKEAWAY FOR 

OPTIMIZING FUNDRAISING EMAILS 

BASED ON OUR RESEARCH IS…





THE MORE PERSONAL LOOKING, SOUNDING, 

AND FEELING AN EMAIL IS THE MORE LIKELY 

YOU ARE TO GET DONATIONS.



Components of an Email

1. The Sender

2. Reply Email

3. Send Time

4. Subject Line

5. Preview Text

Email Envelope



Components of an Email

Email Body

6. Design & Format

7. Salutation

8. Copy

9. Tone and Voice

10. Call to Action

1. The Sender

2. Reply Email

3. Send Time

4. Subject Line

5. Preview Text

Email Envelope



Components of an Email

Email Body

6. Design & Format

7. Salutation

8. Copy

9. Tone and Voice

10. Call to Action

1. The Sender

2. Reply Email

3. Send Time

4. Subject Line

5. Preview Text

Email Envelope



5 WAYS YOU CAN OPTIMIZE YOUR 

FUNDRAISING EMAILS TODAY!



How To Craft An Email Envelope That Gets More 
Opens.

1. The Sender

2. Reply Email

3. Send Time

4. Subject Line

5. Preview Text

Email Envelope





SEND EMAILS FROM A PERSON.



Remember This?

A B

28%
In Email Opens



HOW DO PEOPLE MANAGE

THEIR INBOXES?





PEOPLE CAN ONLY TRIAGE BY

IMPRESSION.



• The human sensory system sends 

the brain about 11,000,000 bits of 

information each second.

• The actual amount of information 

our conscious mind can handle 

has been estimated to be 

somewhere between 16 and 60 

bits per second.

Importance of Impression



How Do We Triage Our Inboxes



YOU CAN GET MORE OPENS.



Experiment #11246

A

B
38%

In Email Opens



Experiment #11472

CONTROL - CEO TREATMENT - VP

150%
In Donations

85%
In Email Opens



YOU CAN STAND OUT FROM 

OTHERS.



Type of Email Sender

Source: The Canadian Online Fundraising Scorecard



Type of Email Sender

Source: The Canadian Online Fundraising Scorecard



TEST IT!



How To Craft An Email Envelope That Gets More 
Opens.

1. The Sender

2. Reply Email

3. Send Time

4. Subject Line

5. Preview Text

Email Envelope



How To Design Fundraising Emails That Lead To 
Donations, Not Just Clicks.

Email Body

6. Design & Format

7. Salutation

8. Copy

9. Tone and Voice

10. Call to Action



TRY REMOVING DESIGN 

ELEMENTS.



Remember This?

A B

272%
DONATIONS



And This?

A B

81%
In Donations



IF IT DOESN’T DEFINITIVELY 

HELP, REMOVE IT. 



THIS IS WHAT OUR 
“OPTIMIZED” EMAILS 
LOOK LIKE…





TEST IT!



29%
In Conversions

28%
In Clicks

Will A Less Designed, More Text Based Email Lead To More Donations?
EXPERIMENT ID: #20996

CONTROL - DESIGNED TREATMENT - PLAIN



ALMOST EVERY 
CANADIAN CHARITY 
IS SENDING EMAILS 
THAT LOOK LIKE 
THIS…



NOT JUST A US THING. 
IT’S A HUMAN THING.



NOT JUST A US THING. 
IT’S A HUMAN THING.



NOT JUST A US THING. 
IT’S A HUMAN THING.



NOT JUST A US THING. 
IT’S A HUMAN THING.



TRY USING MORE COPY TO ENSURE 

DONORS KNOW WHY THEY SHOULD 

GIVE TO YOU TODAY.



Does the Length of an Email Impact Conversion?

A B

106.3%
In Donations



From This To This

105%
In Clicks

383%
In Donations

5.9%
In Average Gift



From This To This

481%
In Clicks

38.1%
Average Gift

NO DIFF
In Donation Rate



LONGER IS BETTER.



YOU PROBABLY NEED A BIT MORE COPY TO ANSWER 

THIS QUESTION, WELL, IN THE MIND OF THE DONOR: 

“If I am your ideal supporter, 

why should I give to you rather 

than someone else or not at all, 

just continue my day?”



YOU PROBABLY NEED A BIT MORE COPY TO ANSWER 

THIS QUESTION, WELL, IN THE MIND OF THE DONOR: 

“If I am your ideal supporter, 

why should I give to you rather 

than someone else or not at all, 

just continue my day?”



If An Ask Is Made, Is It Clear What Your Donation 
Will Be Used For?

Source: The Canadian Online Fundraising Scorecard



HOW CAN YOU USE COPY IN YOUR 

EMAILS TO BE MORE CLEAR AND 

LEAD TO MORE DONATIONS?



Problem



Clearly and concisely address 

the

PRIMARY PROBLEM
your campaign is solving for.



Writing your own

• Unless you have already 

primed your donor audience 

thoroughly on the specific 

issue at hand, make sure you 

address it.

• It doesn’t have to be extreme 

and long. Just enough to 

credibly focus their attention.



Solution



Clearly and concisely address the 

specific

OPPORTUNITY
readers have

THROUGH YOU
to solve that problem.



Writing your own

• Draw attention to your plan/ 

approach in a very specific, 

tangible way.

• Make it easy for them to 

visualize in their own mind.



Trust



Clearly and concisely address the

REASONS
as to why you are the

BEST ORGANIZATION
to act with or on their behalf.



Writing your own

• Help donors understand your 

strategic placement to execute 

the plan.

• Help donors understand the 

success that you’ve had in the 

past.

• Help donors FEEL that you are 

the best organization for the 

job.



Act Now



Add references to both

EXTERNAL
and

INWARD
incentives to act now.



Writing your own

• At a minimum, reference these 

in writing.

• If you have the capability, add 

visual references to these 

different incentives to act.



LET’S LOOK AT AN EXAMPLE.









PROBLEM



SOLUTION



ACT NOW



TRUST



TRY A MORE PERSONAL 

AND HUMAN TONE.



Will Removing Design Elements Increasing 
Engagement and Giving?

80.3%
CLICKS

112.5%
DONATIONS



Experiment #4171
TREATMENTCONTROL



Experiment #4171
TREATMENT

145.5%
DONATIONS

CONTROL



Look Closer TREATMENT

• Logo placement 

reduced

CONTROL



Look Closer

• Call to action 

button moved to 

text/link

TREATMENTCONTROL



Look Closer

• More personal 

and relevant 

salutation

TREATMENTCONTROL



Look Closer

• More human 

sounding 

introduction to 

the campaign

TREATMENTCONTROL



Look Closer

• It’s written to 

YOU

TREATMENTCONTROL



Look Closer

145.5%
DONATIONS

• Logo placement 

reduced

• Call to action button 

moved to text/link

• More personal and 

relevant salutation

• More human 

sounding 

introduction to the 

campaign

• It’s written to YOU

TREATMENTCONTROL





WRITE YOUR EMAIL AND 

THEN READ IT OUT LOUD.



HAVE A VERY CLEAR, 

DIRECT CALL TO ACTION.



Remember This?

A B

272%
DONATIONS



Remember This?

A B

272%
DONATIONS



MAKE SURE YOUR CALL TO ACTION IS 

AFTER YOU’VE GIVEN ENOUGH REASON 

WHY THEY SHOULD TAKE ACTION.



Experiment #583

CONTROL TREATMENT

50%
In Donations

91%
In Clicks



How The Kind Of Ask In An Email Affects Click Through And Donations
EXPERIMENT ID: #5461

CONTROL TREATMENT

50%
In Clicks

9%
In Donations*



ACT NOW



5 Ways to Optimize Your Fundraising Emails 

1. Can you send from a person instead of your organization?

• Can you send from different people within your organization instead of the same person?

2. Do your design elements definitively help the donor engage? If not, remove!

3. Do you have enough copy to explain why a donation is needed?

• Is there a clear problem?

• Is there a clear solution?

• Is there a  clear reason to trust you?

• Is there a clear reason to act today?

4. Can you use a more personal tone and voice? (Tip: Read it out loud)

5. Do you have a clear, direct, straightforward Call to Action?

• Can you try a hyperlink or even raw link?



GO DEEPER.



COVID-19 CANADIAN 
CHARITY 
FUNDRAISING 
RESPONSE RESOURCE .
NEXTAFTER.COM/CANADIAN-CHARITY-COVID19-RESPONSE/



THANK YOU!



QUESTIONS?


