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What We are Going to Discuss Today: 

•   How to Design a Test 
•   How to Pick a Winner 
•   Tests that are Making a Difference! 
•   Questions 



If You are Going to Test … Do it Right! 

•   Determine what you are trying to achieve. 

•   Only test one thing at a time. 
 
•   Split your data proportionally and randomly. 

•   Test enough quantity to provide readable, replicable 
results.  



How Do I Pick a Winner? 
•   Set a goal for the test i.e. have a hypothesis 
•   Look at test results in relation to the desired goal 

−   Did you increase your response rate? 
−   Did you increase your average gift? 
−   Did you lower your costs? 
−   Did you decrease your cost to acquire a donor? 

•   Was the test result statistically significant? 
•   Do no harm! 



What Tests are Winning:  
4 Overall Trends 

•   Make your donors feel special. 

•   Give your donors a chance to be a part of something. 

•   Make the most of your package elements. 

•   The offer is more important than ever! 



Show Your Donors You Know Who They Are! 
 



Adding “Supporter Since” Language: 
Response Rate Up / Average Gift Up! 

  % Average 
Segment Response Gift 

 
Control 6.63% $26.35  
 
Test - "Supporter Since . . . " 7.09% $28.94  



Reference the Donor’s City! 



Personalized Region Test: 
Response Rate Up/Average Gift Up! 

  % Average 
Segment Response Gift 

Control Teaser 0.87% $39.26  
Test  - City included in teaser 1.03% $41.60  



Give Them the Royal Treatment! 



Hi $ Treatment to Over $100 Donors: 
Response Rate Up/Average Gift Up! 

  % Average 
Segment Response Gift 

Control Package 5.12% $170.15  
Test  - Hi$ Package to $100 Donors 6.09% $185.66  



Invest in the Relationship –  
Cultivation Pays Off! 

•   Welcome Packets 
•   Timely acknowledgements that relate to the gift 

•   Thank you calls 

•   Cultivation Post Cards 
•   Memos from the President 

•   Invitations to insider events 
•   E-newsletters 
 



Give your 
Donors a 
Chance to Be 
Part of 
Something 



  % Average 
Segment Response Gift 

Control Package 7.32% $65.07  
Test  - Supporter Card Package  8.49% $63.73  

Supporter Card for Non-Member Orgs: 
Response Rate Up! 





Donors Want to Do More than Give 



  % Average 

Segments Response Gift 

Control Package (with petition) 1.10% $16.19  

Test – Survey Reply 0.82% $16.72  

Test  - No Engagement Device 0.59% $21.29  

Engagement Device Test: 
Response Rate Up! 



Make the Most of Your Package Elements 



  % Average 
Segment Response Gift 

Control 9.64% $55.89  
Test – Sustainer option 9.91% $53.02  

Secondary Monthly Donor Ask: 
No Difference in Revenue! 



Reply Coupon in the 
Newsletter 



  % Average 

Segment Response Gift 

Control – no coupon 2.14% $65.58  

Test – includes coupon 2.37% $68.21  

Reply Coupon on Newsletter: 
Larger Response and Gift! 



Be Careful What You Ask For … 



Adding Request for CVV Code: 
Response Rate Down! 

  % Average 
Segments Response Gift 

Control Reply 6.52% $38.20  
Test  - Credit Card Security Card on Reply 5.70% $40.74  



Ask Amounts are More Important Than Ever! 



Reverse Ask String: 
Larger Response and Gift! 

  % Average 
Segments Response Gift 

Control ascending ask string 8.48% $51.95  
Test  - descending ask string 9.28% $62.73  



“Just $5 More” Can Make a Difference! 



Adding $5 to Each of the Ask Amounts: 
Higher Gift with No Negative Impact on Response!  

  % Average 
Segments Response Gift 

Control ask string 4.89% $42.80  
Test  -  Additional $5 Ask 
String 4.99% $48.21  



Another take on this! 
Adding $5 to the lowest ask amount: Same result! 

  % Average 
Segments Response Gift 

Control ascending ask string 1.41% $53.43  
Test  -  $5 increase to lowest 
ask amount 1.44% $56.21  



Other Testing Ideas … 
•   Outer envelopes: to tease or not to tease – keep 

asking the question! 
•   Font size: sometimes size does matter. 
•   Premiums and freemiums: does it pay to give it 

away? 
•   Member versus supporter 
•   Personalization: how much is too much? 
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