
Starting at 1pm central



Virtual Certification Workshop

Donation & Landing 
Page Optimization

July 1st | 10am-4pm CST

• Core principles of effective landing pages

• Email acquisition pages

• Main donation pages

• Campaign donation pages

• Instant donation pages

NextAfter.com/virtual-workshop  

$199/person



NextAfter.com/5Questions

Get the free checklist 
and white paper



Donation Pages Are Just One Piece in

Your Online Fundraising Program
Let us help you grow your revenue based on 
data-driven and proven strategies

At NextAfter, we’ve conducted over 2,500 online 
fundraising experiments to learn exactly what 
works to grow online fundraising programs.

And we use these learnings to help a select amount 
of nonprofits reach more people, acquire more 
donors, and grow their revenue.

If you’d like to see how data-driven strategies, 
proven-tactics, and research-driven fundraising 
solutions can help you hit your fundraising goals
and grow your organization’s impact, we’d love to 
chat.

To see how we can partner and 
unleash generosity together, just 
let us know you’re interested at:

NextAfter.com/work-with-us

https://www.nextafter.com/work-with-us


Today’s Speaker

Nathan Hill
Marketing Director

NextAfter

nathan@nextafter.com

http://nextaft.com
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General Donation Page



Let’s start with an 
EXPERIMENT



Experiment #6623

ResearchQuestion: 

Which main donation page design will increase 
donations, if at all?



Original
Experiment #6623



Treatment

Experiment #6623



Treatment

Experiment #6623



Original
Experiment #6623

Treatment

150%
DONATIONS 



WHAT!?



“But wait… aren’t 
they ready to give?”



Well yes… and no.



Want to accomplish the 
mission they ALREADY

have in mind.

Want to second-guess 
their choice, find reason 

to turn back.
And yet…



Why the Treatment Won
Treatment

150%
In Donations

The treatment understood 
that the donor was not yet 
fully motivated to donate.



You can’t assume that 
people are already 

motivated to donate.



How are we 
doing?



Source: M+R Benchmarks 2020

How many 
visitors are 
actually 
donating?

22% 

22% 



Visits your donation page

Starts to read

Reads all the way to the form

Begins the donation process

Completes donation



Completes donation 22%



Completes donation 22%

78% Failure!
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THE STATE OF 
NONPROFIT 
DONATION PAGES
STATEOFDONATIONPAGES.COM
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Everyone, yes 
even you, can 

improve.



OUR GOAL:
By the end of this webinar, you will discover how 
to craft a main donation page that connects to the 
motivations of your potential donors.



Key Question
How do I create a donation page that is 

optimized?







5 Key Areas Where We
Often Fail Our Donors
• Main Message

• Template Design

• Donation Selection

• Personal Information Input

• Support Message
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The Main Message





Experiment
From This To This

150%
In Donations







KEEP THE MESSAGE BROAD, 
ALL-ENCOMPASSING, 
TANGIBLE AND SCANNABLE.



Experiment
A B

30.6%
In Donations



Experiment
A B



Experiment
A B



Experiment
A B



Experiment
A B

30.6%
In Donations



ALLOW VISITORS TO USE THEIR 
OWN MIND, LIFE FOR VISUALS.



ALLOW VISITORS TO USE THEIR 
OWN MIND, LIFE FOR VISUALS.
No videos, please :)



Experiment
From This To This

560%
In Donations



REMIND THEM OF THE DESIRED 
ACTION AND ITS EFFECT.



Experiment

From This To This

49.4%
In Donations



The Communicating Inclusively 
CHECKLIST
q Do you have a main message at all? Is it longer than just two lines? 

q Does your main message stay broad and focus primarily on your values 
and common points of value and differentiation?

q Is your main message quickly scannable? Does the format lend itself to 
imagination?

q Do you include text that calls them to action and reinforces the value 
of their action? 



30% OF NONPROFITS HAD 
LESS THAN 1 SENTENCE ON 
THEIR DONATION PAGE.
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5 Key Areas

• Main Message

• Template Design

• Donation Selection

• Personal Information Input

• Support Message



Make your main message as 
INCLUSIVE as possible.

Without DISTRACTION or 
MISDIRECTION.

#2



DESIGN MUST SERVE A PURPOSE, NOT 
JUST LOOK NICE.



Experiment
From This

To This

195%
In Donations



Experiment
From This To This

5.5%
In Donations



DESIGN IS

THE DEVIL!



DESIGN IS

THE DEVIL!

WRONG







Experiment
From This To This

63.1%
In Donations



The No Distraction/Misdirection 
CHECKLIST
q Does your main donation page include header links or side links that 

could influence them to act on any hesitation?

q Does the formatting and color scheme make it more difficult to read 
and process the message?

q Are you using design elements when it is appropriate, such as with 
your suggested gift options?



No
62%

Yes
38%No

45%
Yes
55%

Unnecessary Links & Distractions
MENU & NAVIGATION 

DISTRACTION?

MULTIPLE CALLS TO 

ACTION?
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5 Key Areas

• Main Message

• Template Design

•Donation Selection

• Personal Information Input

• Support Message



INCLUSIVE as possible.

Without DISTRACTION or 
MISDIRECTION.

Avoid appearing too 
TRANSACTIONAL.

#3



Source: http://www.susanburnsllc.com/blog/put-it-in-writing-the-importance-of-written-business-agreements



Source: http://www.susanburnsllc.com/blog/put-it-in-writing-the-importance-of-written-business-agreements



Experiment
From This To This

126%
In Donations

TRY WITH REPEAT & RETURN DONORS.

TRY WHEN YOU HAVE A HIGH AVERAGE GIFT.

JUST TRY.



Experiment

From This To This

22.3%
In Revenue



THE POWER OF CHOICE.



Which gets the most sales?
A selection of 24 exotic jellies

A selection of 6 
exotic jellies

Stopped by to look 505%
In Purchases



Experiment
NOT This BUT This

14.4%
In Donations



EMPOWER DONORS TO CHOOSE 
WITHOUT OVERWHELMING 
WITH OPTIONS.



The Donation Selection CHECKLIST
q Does your main donation page have a higher than average gift size? 

Have you then tested an open field instead of suggested gift amounts?

q Are you trying to push a higher average gift unnaturally? Does it come 
off as opportunistic in any way?

q Are you offering choice but not too much choice?



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

CONTROL TREATMENT

14.9%
In Average Gift

23.8%
In Revenue

7.8%
In Conversion Rate

AND A 44% INCREASE FOR PEOPLE ON 
MOBILE DEVICES.
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5 Key Areas
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MISDIRECTION.

Avoid appearing too 
TRANSACTIONAL.

Minimize PERCEIVED 
INPUT.

#4









PERCEPTION IS REALITY.



Experiment
From This To This

39.4%
In Donations

FIELD LAYOUT FRICTION.



Experiment
From This To This

50.6%
In Revenue

FIELD NUMBER FRICTION.



Experiment
From This

To This

65.3%
In Donations

CONFUSION FRICTION.



Experiment
From This To This

176%
In Donations

Straight to 
Thank You 

PageSTEPS FRICTION.



How Many Pages Does It Take to Complete 
Your Donation?

0
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100

1 Step 2 Steps 3 Steps 4 Steps 5+ Steps

30% OF NONPROFITS HAD 3 OR MORE 
STEPS REQUIRED TO COMPLETE A 

DONATION.



Minimizing Perceived Input CHECKLIST

q Are your form fields grouped together, making the ask to feel/perceive 
shorter?

q Do you have any form fields that are perceived to be unnecessary to 
the visitor for the donation? Have you at least made them optional?

q Have you eliminated verification pages and unnecessary steps?



40% OF ORGANIZATIONS REQUIRED 
NON-ESSENTIAL INFORMATION TO 
COMPLETE A DONATION.
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5 Key Areas

• Main Message

• Template Design

• Donation Selection

• Personal Information Input

• Support Message



TRANSACTIONAL.

Minimize PERCEIVED 
INPUT.

Support your message in 
the PROPER PROXIMITY.

#5



Poor placement?



Poor placement?



Experiment From This

To This

48.5%
In Donations



Experiment

From This To This

9.5%
In Donations



Experiment

From This To This

31.3%
In Donations



Proper Support Placement CHECKLIST

q Are you testing your reviews before placing them in-line the main 
copy? Otherwise, are they in the peripheral view? 

q When it’s time to put the payment information in, do people perceive 
that they are in a secure area or on a secure page?

q Have you used the opportunity area below the donate button to 
remind donors of the impact of their gift?



5 Key Areas

• Main Message

• Template Design

• Donation Selection

• Personal Information Input

• Support Message



Let’s Review.
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5 Key Areas Where We
Often Fail Our Donors
• Main Message

• Template Design

• Donation Selection

• Personal Information Input

• Support Message

Support your message in the
PROPER PROXIMITY.



Questions?
Ask them here.
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