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A Few Quick things…

A video recording of this live webinar will be sent to you afterwards.



A Few Quick things…

Links to the slide deck and other featured resources will be sent 
out with the recording.



A Few Quick things…

We have time for additional Q&A.
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Key findings from analyzing 643 donation pages



79% OF MAIN 
DONATION PAGE 
VISITORS DO NOT MAKE 
A DONATION.

mrbenchmarks.com



VALUE COST

CONVERSION MOTIVATION VALUE 
PROPOSITION 
(CLARITY)

INCENTIVE FRICTION ANXIETY



FRICTION
the psychological resistance that your visitors experience when 
trying to complete an action. Friction is a conversion killer

https://unbounce.com/conversion-glossary/definition/friction-2/.com



ON A MISSION TO DECODE WHAT WORKS IN 
FUNDRAISING AND MAKE IT ACCESSIBLE TO AS 
MANY ORGANIZATIONS AS POSSIBLE.

RESEARCH



THE WORLD’S LARGEST 
ONLINE FUNDRAISING 
EXPERIMENT LIBRARY.
NEXTAFTER.COM/EXPERIMENTS



How The Design Of A Donation Page And Value Proposition Affect 
Donor Conversion
EXPERIMENT ID: #8808
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In Donations

87%
In Average Gift
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In Revenue
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ON A MISSION TO DECODE WHAT WORKS IN 
FUNDRAISING AND MAKE IT ACCESSIBLE TO AS 
MANY ORGANIZATIONS AS POSSIBLE.

RESEARCH



globalonlinefundraising.com

95% OF ORGANIZATIONS HAD 
SOME FORM OF FRICTION IN THE 
ONLINE DONATION PROCESS 
PROVEN TO HURT OR HINDER THE 
CHANCES OF A DONATION.



ON A MISSION TO DECODE WHAT WORKS IN 
FUNDRAISING AND MAKE IT ACCESSIBLE TO AS 
MANY ORGANIZATIONS AS POSSIBLE.

RESEARCH



donationpagefriction.com



• Organizations completed a 36
question self-assessment while 
making a $20 donation

• But only 25 of those questions 
received a positive or negative 
point based on our experiment 
research proven to help or 
hinder conversion

• In the end, 643 organizations 
contributed to the study results

What We Did



Friction Scores 
Across Verticals

• 17 verticals total

• The top 3 largest verticals

• Human Services (20%) 

• Other (18.5%)

• Christian Ministry 
(13.5%)

• Verticals with less than 10 
organizations were nullified 
(veterans, political and 
public broadcasting)

Sample Size<10
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• Other (18.5%)

• Christian Ministry 
(13.5%)

• Verticals with less than 10 
organizations were nullified 
(veterans, political and 
public broadcasting)

Higher Education organizations scored 
the ‘worst’ on average and Disaster & 

International Relief was the ‘best’. 

Sample Size<10



Overall Results



Overall Results

• Animal Care Trust
• Feeding America
• National Audobon Society, Inc.
• PETA Foundation
• Terra Peninsular
• Texas Public Policy Foundation
• United Arts Council Greensboro



BUT WHY?
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Field Number Friction:
Why does it matter?

The more form fields you 
present and the more 
information you are 
collecting the greater the 
chance that someone will 
abandon the process.



How Adding One Required Field Affects Donor Conversion
EXPERIMENT ID: #4928

FROM THIS TO THIS

42.6%
In Donors



Does the donation form require 
anything more than basic billing info?

83%
Of organizations said no
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Does the donation form require a phone number?

71%
Of organizations said no



Not This But This

Option to add 
phone number



Remove unnecessary required form fields

Only ask for information that is needed to complete the 
transaction
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Field Layout Friction:
Why does it matter?

How form fields are 
displayed, grouped, and 
spaced impacts the 
perceived cost or effort 
required to complete an 
action.



Experiment
NOT THIS BUT THIS

39.4%
In Donations



Are the form fields grouped together?
60%

Of organizations said yes



Not This But This



Group form fields and use horizontal space to reduce 
the perceived work required to complete a donation
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Form Error Friction:
Why does it matter?

When incomplete fields or 
incorrect information isn’t 
displayed clearly or until 
after the form is submitted. 



Does the form highlight the missing fields?

89%
Of organizations said yes



Not This But This

Option to add 
phone number

REVIEW



Enable the ability for any missing or incorrect fields to 
be highlighted as the donor is completing the form

Show donors which fields are required with text or design
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Confusion Friction:
Why does it matter?

When there are 
unexpected items to 
navigate, competing calls 
to action, or distracting 
links and messages not 
related to the act of 
giving. 



Experiment
FROM THIS

TO THIS

195%
In Donations



Are there links, buttons, menus or other 
navigation elements?

60%
Of organizations said yes



Are there other calls to action on your donation page?

70%
Of organizations said no



Not This But This



Remove distracting links

Remove other calls to action that may distract the donor
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Decision Friction:
Why does it matter?

When there are too many 
decisions to be made 
either at any one point or 
throughout the process 
especially without context 
and clarity (closely related 
to confusion friction). 



NOT This BUT This

107%
In Donations
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WHY SHOULD I GIVE?
WHAT DO I WANT TO SUPPORT?
HOW OFTEN DO I WANT TO GIVE?
HOW MUCH DO I WANT TO GIVE?
HOW DO I WANT TO PAY?
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How Visually Emphasizing The Donate Button Affects Traffic
Experiment ID: #1698

*94% level of confidence 

TREATMENT #2190%
In Donations

TREATMENT #1

CONTROL

160%
In Donations*



Does it take more than 5 seconds to 
find where to give? 85%

Of organizations said no



WHERE DO I GIVE?
WHY SHOULD I GIVE?
WHAT DO I WANT TO SUPPORT?
HOW OFTEN DO I WANT TO GIVE?
HOW MUCH DO I WANT TO GIVE?
HOW DO I WANT TO PAY?
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Does the donation page have more than 1 
sentence of copy?

75%
Of organizations said yes



Experiment #900
FROM THIS TO THIS

28%
In Donations



Does the donation page have more than 4 sentences 
of copy?

55%
Of organizations said no



How The Addition Of Value Proposition Impacts Donor Conversion
Experiment ID: #6623

CONTROL TREATMENT

150%
In Donations



WHERE DO I GIVE?
WHY SHOULD I GIVE?
WHAT DO I WANT TO SUPPORT?
HOW OFTEN DO I WANT TO GIVE?
HOW MUCH DO I WANT TO GIVE?
HOW DO I WANT TO PAY?



Original One Child

48%
In Conversions



Does the form have more than 4 gift designation 
options?

76%
Of organizations said no



Is a gift designation required to complete your gift?

76%
Of organizations said no



Not This But This



WHERE DO I GIVE?
WHY SHOULD I GIVE?
WHAT DO I WANT TO SUPPORT?
HOW OFTEN DO I WANT TO GIVE?
HOW MUCH DO I WANT TO GIVE?
HOW DO I WANT TO PAY?



Is there an option to make recurring gifts?
87%

Of organizations said yes



Defaulting to Monthly Tabbed Treatment

CONTROL

TABBED - SINGLE TABBED - MONTHLY
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Defaulting to Monthly Tabbed Treatment

CONTROL

TABBED - SINGLE TABBED - MONTHLY

62.5%
In Conversion Rate

91%
In Conversion Rate

366%
In Recurring Donors

NO DISCERNIBLE EFFECT ON ONE-TIME DONOR 
CONVERSION.



Not This But This REVIEW
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Not This But This REVIEW
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How Visually Emphasizing A Gift Amount On A Primary Donation Page 
Impacts Revenue
Experiment ID: #16415

CONTROL TREATMENT
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a

14.9%
In Average Gift

23.8%
In Revenue

7.8%
In Conversion Rate



Does the gift array have more than 6 options?

84%
Of organizations said no



75% OF ORGANIZATIONS HAD 3 
OR 4 SUGGESTED GIFT OPTIONS.

Source: The Global Online Fundraising Scorecard, Salesforce.org, 2021



WHERE DO I GIVE?
WHY SHOULD I GIVE?
WHAT DO I WANT TO SUPPORT?
HOW OFTEN DO I WANT TO GIVE?
HOW MUCH DO I WANT TO GIVE?
HOW DO I WANT TO PAY?



Does Having PayPal Help?
NO PAYPAL WITH PAYPAL

Source: Research: Showing PayPal As A Donation Method Leads To A Nearly 7% Conversion Hike

https://blog.fundraiseup.com/research-finding-showing-paypal-as-a-donation-method-leads-to-a-nearly-7-conversion-hike


Does Having PayPal Help?
NO PAYPAL WITH PAYPAL

Source: Research: Showing PayPal As A Donation Method Leads To A Nearly 7% Conversion Hike

20%
Users Used PayPal

6.6%
In Conversion Rate

https://blog.fundraiseup.com/research-finding-showing-paypal-as-a-donation-method-leads-to-a-nearly-7-conversion-hike


Is PayPal an option?
59%

Of organizations said no



ONLY 15% OF ORGANIZATIONS SAID THEY 
HAD MOBILE WALLET PAYMENTS ENABLED.



Does Having Mobile Wallet Payments Help?
GOOGLE PAY APPLE PAY



Does Having Mobile Wallet Payments Help?
GOOGLE PAY APPLE PAY

Source: Impact of the availability of mobile payments on the conversion to donate, Fundraise Up, 2021

21%
Android Users Used

21%
iOS Users Used

1.2%
Projected Conversion Rate

2.2%
Projected Conversion Rate



Are there any mobile wallet or express payment 
methods?

85%
Of organizations said no



Make it easy for people to find the Donate call to action in 
your navigation
Limit the number of decisions a donor has to make
Reduce the number of available options within that 
choice
Use defaults, suggestions, and social nudges to help guide 
the donor
Try enabling mobile payment options



Make sure you have a reason to give on your page and 
throughout the giving process
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Steps Friction:
Why does it matter?

The more steps — could be 
clicks but more so page 

loads — you have required 
to complete a transaction 
the greater the chance of 
abandonment (especially 

when you hop domains and 
for people on mobile 

devices).



Step 1

Step 3

Step 2

Step 4

How a Donation Platform Can Impact Donor Conversion
EXPERIMENT ID: #6092

CONTROL TREATMENT



18%
In Donations
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Step 2
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How a Donation Platform Can Impact Donor Conversion
EXPERIMENT ID: #6092

CONTROL TREATMENT



Once you are on the donation page, does it take more 
than 1 full page load to complete?

63%
Of organizations said no



Is there a confirmation page with gift details before 
you complete your gift?

70%
Of organizations said no



Experiment
FROM THIS TO THIS

176%
In Donations

Straight to 
Thank You 

Page



Do donors have to create an account?
96%

Of organizations said no



Not This But This

Option to add 
phone number

REVIEW



Do donors have to add their donation to a 
check-out cart?

92%
Of organizations said no



Does the donation page open in a new tab or 
window?

60%
Of organizations said no



Does the URL show the organization or 3rd party 
URL?

72%
Of pages displayed on the organization’s URL



Not This But This



Reduce the number of steps and remove unnecessary 
ones

Keep the donation process on one page
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Device Friction:
Why does it matter?

Needing to pinch & zoom to 
navigate, unable to complete 
a transaction, or encounter 
some other issue preventing 
or slowing the giving process 
unique to a mobile device or 
tablet.



• Half of all website visits 
are on a mobile device

• 25% of all online giving 
is on a mobile device

BUT…

• The conversion rate on 
mobile is ~1/3 of that 
on desktop

• The average gift on 
desktop is 90% larger
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EVERYTHING IS WORSE ON A MOBILE DEVICE.



18%
In Donations

Step 1

Step 3

Step 2

Step 4

How a Donation Platform Can Impact Donor Conversion
EXPERIMENT ID: #6092

CONTROL TREATMENT

REVIEW

64.3% INCREASE ON MOBILE DEVICES.



How Visually Emphasizing A Gift Amount On A Primary Donation Page 
Impacts Revenue
Experiment ID: #16415

CONTROL TREATMENT

a

14.9%
In Average Gift

23.8%
In Revenue

7.8%
In Conversion Rate

44% INCREASE ON MOBILE DEVICES.



Is your page mobile friendly?
81%

Of organizations said yes



NOT THIS BUT THIS



Reduce and/or eliminate other friction because on a 
mobile device doesn’t just add up, it compounds!

At a minimum, ensure the donation page is mobile 
friendly – but aim for mobile optimized pages, if 
possible
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Waiting Friction:
Why does it matter?

Anything that causes the 
donor to wait, such as 
the spinning wheel of 
death and page loads.

Your donors are falling asleep as they 
wait for donation pages to load!



THE AVERAGE MAIN 
DONATION PAGE TAKES 
2.66 SECONDS TO LOAD 
ON DESKTOP AND 2.77
SECONDS ON MOBILE.

mrbenchmarks.com



18%
In Donations

Step 1

Step 3

Step 2

Step 4

How a Donation Platform Can Impact Donor Conversion
EXPERIMENT ID: #6092

CONTROL TREATMENT

REVIEW



Does it take longer than 5 seconds for your 
donation page to load?

87%
Of organizations said no



THE FORM THAT WENT TO A 
NEW PAGE SAW AN 8% 
DECREASE IN DONATION PAGE 
VIEWS COMPARED TO ONE 
THAT LOADS ON THE PAGE.

blog.fundraiseup.com



Have others test and report what areas have lag

Reduce wait time by formatting your donation page to fit onto 
one page (when possible)

Reduce the number of steps needed to complete the transaction



OTHER FINDINGS.



TRUST MATTERS.
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WHY SHOULD I TRUST YOU WITH MY MONEY?
WHY SHOULD I TRUST YOU WITH MY INFO?



WHY SHOULD I TRUST YOU WITH MY MONEY?
WHY SHOULD I TRUST YOU WITH MY INFO?



64%
In Donations*

How Trustmarks On A Donation Page Impacted Donations And Revenue
EXPERIMENT ID: 38276

CONTROL TREATMENT

* Based a 92% statistical level of confidence



Does the donation page include credible 3rd party 
endorsements?

70%
Of organizations said no



WHY SHOULD I TRUST YOU WITH MY MONEY?
WHY SHOULD I TRUST YOU WITH MY INFO?



Experiment
FROM THIS TO THIS

9.5%
In Donations



Is there some kind of security message or 
reinforcement around the credit card area?

52%
Of organizations said no



CREDIT CARD SECURITY 
REINFORCEMENT

3RD PARTY TRUSTMARKS



Try using some ‘trustmark’ from a 3rd party to build trust and 
ensure it’s ‘in view’ while making a donation

Reinforce the security of the page and in particular the Credit 
Card area with shading, lockboxes, and/or copy/text



YOU CAN’T OPTIMIZE WHAT 
YOU CAN’T MEASURE.



ONLY 10% OF ORGANIZATIONS KNEW 
THE CONVERSATION RATE FOR THEIR 
MAIN FUNDRAISING PAGE.  



52% OF ORGANIZATIONS HAVE NOT 
MADE ANY CHANGES TO THEIR 
DONATION PAGE IN THE LAST 3 MONTHS.



92% OF ORGANIZATIONS HAVE NOT 
CONDUCTED A/B TESTS ON THEIR DONATION 
PAGE IN THE PAST 6 MONTHS.



Make donations to your organization regularly

Install eCommerce or other way to get conversion rates and 
revenue besides CRM

For more proven tactics, just implement them but for riskier ideas 
or less proven, run an A/B test



ONE MORE IDEA…



Marcus Blease
Co-Founder 
Donor Republic
@bleasem
DONORREPUBLIC.COM.AU



Integrating personalisation into the online journey  







Integrating personalisation into the online journey  

177% increase in
gross income!

X 3 conversion to donate



How prefilling a donation form on mobile devices 
impacts donor conversion

CONTROL PRE-FILL

* 88% LoC

280.5%
In Rev/Visitor

60%
Mobile Conversions*





Try passing through personal details like name to the donation 
page

Try passing through key information like name, email, and even 
payment information into the form



GO DEEPER.



SEE HOW YOUR PAGE 
COMPARES AND WHERE 
YOU CAN IMPROVE.

donationpagefriction.com



DONATION PAGE 
FRICTION CHECKLIST.

nextafter.com/resources



& LANDING

nextafter.com/donationcourse



& LANDING
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& LANDING

nextafter.com/donationcourse

This course will show 

you how to:
• Craft and implement 3 unique 

types of donation pages in 

your fundraising

• Write more effective donation 

page copy

• Craft a design that leads 

towards more conversions

• Create landing pages that lead 

to new email subscribers

• And much more.



QUESTIONS.

IN A LIL BIT







QUESTIONS.
brady@nextafter.com | nextafter.com
hello@fundraiseup.com | fundraiseup.com


