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GENEROSITYFREAKSHOW.COM

LISTEN IN 
WHEREVER YOU 
GET YOUR 
PODCASTS.

http://generosityfreakshow.com/


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 Q&A.



A Few Quick things…

Use the Chat window 

to ask a question or 

drop in a comment.



Today’s Speaker

Brady Josephson
Vice President of
Innovation & Optimization 

brady@nextafter.com

@bradyjosephson

mailto:brady@nextaft.com




WHY DO THIS STUDY?



1. UNLEASH GENEROSITY.



There are only three ways 
you can really increase online 
revenue.



1. Get more people to your website



2. Get more people who visit to donate.



3. Inspire those that give to be 
more generous.



Your donation page plays a 
critical role in two of them.



AND WE HAVE ROOM TO 
IMPROVE.



Conversion Rates

Source: 2019 NextAfter Benchmark Study (left) and M + R Benchmarks Study 2019



Conversion Rates

Source: 2019 NextAfter Benchmark Study (left) and M + R Benchmarks Study 2019

98.6% TO 99.9% OF 
WEBSITE VISITORS

DO NOT MAKE A 
DONATION.



Conversion Rates

Source: 2019 NextAfter Benchmark Study (left) and M + R Benchmarks Study 2019

83% OF PEOPLE WHO 
CLICK DONATE DO NOT 

END UP MAKING A 
DONATION.



2. UNDERSTAND THE GIVING 
EXPERIENCE FROM THE 
DONOR’S VIEWPOINT.



FUNDRAISERS DONORS
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FUNDRAISERS DONORS



FUNDRAISERS DONORS



FUNDRAISERS DONORS

EMPATHY.



3. GET AND SHARE MORE 
IDEAS AND INSIGHTS.



HOW DO I COMPARE?
- Everyone



Fundraising Benchmarks.

Source: M + R Benchmarks, Blackbaud Charitable Giving Report, NextAfter Benchmark Report



The Recurring Giving 
Benchmark.



Online Fundraising 
Scorecards.



Donation Pages.



WHAT CAN I TEST?
- Almost Everyone



Where Do Experiment Ideas Come From?

1. Data – what does your data say or suggest is a change you should make or try?

2. Experiments – when you run experiments you’ll see interesting things and ideas for 
additional tests

3. Peers – seeing what others are doing can inspire ideas for you to test

4. Academia – understanding how people make decisions, why they give, are influenced by 
peers, etc. can lead to testing concepts

5. Association – seeing what for-profit organizations, real estate agents, or sports teams are 
doing
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WHAT DO YOU NEED TO 
KNOW ABOUT THIS STUDY?



We Became Donors and Tracked the 
Giving Experience
1. Identified the 204 organizations we wanted to include across 12 verticals, collected key 

info like their website URL, revenue and fundraising expense from their 990’s, created a 
name and email persona for each organization and put it all in a spreadsheet

2. From February 27 to March 4 2019, we visited the homepage of each of the 204 non-
profit organizations, found the donate button, and went on to complete a $20 donation

3. During that process, we answered 27 different questions related to the giving process and 
5 related to the thank you/confirmation page

4. We then analyzed and scored each organization using the same scoring system from last 
year’s Canadian Online Fundraising Scorecard and 2014’s Online Fundraising Scorecard



Who Is In the Study?
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WHAT WERE THE FINAL 
RESULTS?



Scores by Vertical
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EVERYONE CAN IMPROVE. 
(some more than others)
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Scores by Size
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Scores by Size
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BUT BEING ‘HUGE’ DIDN’T SEEM TO MAKE A HUGE 
DIFFERENCE.

MEDIAN SCORE 57%



KEY CONCEPTS.



THERE IS A DIFFERENCE 
BETWEEN GIVING AND BUYING.



Status Quo

Sparkline of a Donation
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IT’S NOT A DONOR FUNNEL.
IT IS A DONOR MOUNTAIN.



The Donor Mountain

Email

Landing 
Page
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CONVERSION MOTIVATION VALUE 
PROPOSITION 
(CLARITY)

INCENTIVE FRICTION ANXIETY
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YOU NEED DIFFERENT DONATION 
PAGES TO MEET DIFFERENT 
DONOR MOTIVATIONS.



Different Pages for Different Situations

GENERAL CAMPAIGN



Different Pages for Different Situations

GENERAL CAMPAIGN

FOCUSED ON GENERAL 
DONATION PAGE FOR 

THIS STUDY.



Donor Lifecycle

NEW DONOR

2nd YEAR

13 – 24 LAPSED

KEY MULTIYEAR

25+ LAPSED

REACTIVATED 
2nd YEAR

NON DONOR



Donor Lifecycle

NEW DONOR

2nd YEAR

13 – 24 LAPSED

KEY MULTIYEAR

25+ LAPSED

REACTIVATED 
2nd YEAR

NON DONOR

FOCUSED ON A NON 
DONOR BECOMING A 
FIRST TIME, ONE-TIME 

DONOR.



EARLY INSIGHTS FROM THE 
STATE OF NONPROFIT 
DONATION PAGES STUDY.
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WHY SHOULD I TRUST YOU?



IS MY INFORMATION SECURE?



Do You Perceive That This Web 
Page Is Secure And That Payment 
Information That You Share Will 
Be Sent Securely?

No
6%

Yes
94%



Experiment
FROM THIS TO THIS

9.5%
In Donations



Is My Information Secure?
LIKE THIS OR MAYBE THIS



TRY SHOWING DONORS THEIR 
CREDIT CARD INFORMATION IS 
SECURE WHEN IT MATTERS MOST.



AM I MAKING A GOOD DECISION?



Did They Use Third-party 
Endorsements?

No
58%

Yes
42%

No Yes



Some trust marks are 
better than no trust 
marks. And some trust 
marks are better than 
other trust marks.

Source:  DonorVoice study with the DMA Nonprofit Federation

https://agitator.thedonorvoice.com/external-validators-are-vitally-important-except-when-they-arent/




Where Do You Put It?
LIKE THIS OR LIKE THIS



Where Do You Put It?
LIKE THIS OR LIKE THIS



TRY ADDING TRUST MARKS WITHIN 
THE EYESIGHT OF THE DONOR.



Use the Space Under the 
Donate Button?



TRY REINFORCING YOUR MESSAGE AT 
THE TIME OF FINAL DECISION.



Reducing Anxiety and Building Trust 
Checklist
qMake sure your page is secure!

qCan you keep your donation page on your URL or a subdomain (as opposed to linking out to 
another domain)?

qCan you make sure your donors know your page is secure where it matters – Credit Card 
area

qDo you have a link to your privacy policy?

qCan you use third-party ‘evidentials’ or ‘trust marks’ in the eye sight of your donor?

qCan you reinforce your message below the donate button?
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Increase The Chance Of Conversion By 
Reducing Friction.







Types of Donation Page Friction

1. Field Number Friction

2. Field Layout Friction

3. Form Error Friction

4. Confusion Friction

5. Decision Friction

6. Device Friction

7. Steps Friction
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7. Steps Friction

CAPTURED DATA ON 
THESE SPECIFICALLY.
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Experiment
FROM THIS TO THIS

50.6%
In Revenue



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



Do They Require Extra Information Not Needed To 
Process A Gift Like Phone Number, How You Found 
Out About Them, Spouses Name, Etc.?
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Field Number Friction
NOT THIS BUT THIS



LIMIT THE AMOUNT OF REQUIRED 
FIELDS AND INFORMATION TO 
PROCESS A GIFT.



Types of Donation Page Friction

1. Field Number Friction

2. Field Layout Friction

3. Form Error Friction

4. Confusion Friction

5. Decision Friction

6. Device Friction

7. Steps Friction



Experiment
FROM THIS TO THIS

39.4%
In Donations



Can You Feel the Difference?
NOT THIS BUT THIS



USE HORIZONTAL SPACE ON YOUR 
FORMS FOR BETTER SPACING AND 
LESS OF A DIGITAL FOOTPRINT.



Types of Donation Page Friction

1. Field Number Friction

2. Field Layout Friction

3. Form Error Friction

4. Confusion Friction

5. Decision Friction

6. Device Friction

7. Steps Friction



Form Error Friction



SHOW DONORS A MISSED FIELD OR 
ERROR BEFORE THEY GET TO THE 
END/BOTTOM AND CLICK ON.



Types of Donation Page Friction

1. Field Number Friction

2. Field Layout Friction

3. Form Error Friction

4. Confusion Friction

5. Decision Friction

6. Device Friction

7. Steps Friction



Experiment
FROM THIS

TO THIS

195%
In Donations



No
62%

Yes
38%No

45%
Yes

55%

Unnecessary Links & Distractions
MENU & NAVIGATION DISTRACTION? MULTIPLE CALLS TO ACTION?



Confusion Friction
NOT THIS BUT THIS



Confusion Friction
NOT THIS BUT THIS



REMOVE ANY/ALL DISTRACTING LINKS AND 
CONFLICTING CALLS TO ACTION.



Types of Donation Page Friction

1. Field Number Friction

2. Field Layout Friction

3. Form Error Friction

4. Confusion Friction

5. Decision Friction

6. Device Friction

7. Steps Friction



Limiting Decision Friction
CONTROL TREATMENT

14.4%
In Donations



How Do You 
Decide?



How Do You 
Decide?



TRY REDUCING THE DECISIONS 
DONORS NEED TO MAKE AND/OR 
CLEARLY PRIORTIZE ONE FOR THEM.



Types of Donation Page Friction

1. Field Number Friction

2. Field Layout Friction

3. Form Error Friction

4. Confusion Friction

5. Decision Friction

6. Device Friction

7. Steps Friction



Mobile Is and Increasingly Crucial.
BLACKBAUD M + R BENCHMARKS



6% OF NONPROFIT DONATION PAGES 
WERE NOT OPTIMIZED FOR MOBILE.



Device Friction
NOT THIS BUT THIS



Experiment
FROM THIS TO THIS

18.4%
In Donations



Experiment
FROM THIS TO THIS

18.4%
In Donations

64.3% INCREASE ON MOBILE DEVICES (WHICH WAS 
64% OF THE TRAFFIC TO THIS PAGE).



AND MAKE SURE YOU 
DON’T CUT OUT THE VALUE 
PROPOSITION ON MOBILE.



14% OF NONPROFITS 
REMOVED THEIR VALUE 
PROPOSITION FROM MOBILE.



DESKTOP MOBILE



DESKTOP MOBILE



TEST YOUR GIVING PROCESS ON 
MOBILE AND ENSURE YOU CAN STILL 
SEE THE VALUE PROPOSITION.



Types of Donation Page Friction

1. Field Number Friction

2. Field Layout Friction

3. Form Error Friction

4. Confusion Friction

5. Decision Friction

6. Device Friction

7. Steps Friction



Experiment
FROM THIS TO THIS

176%
In Donations

Straight to 
Thank You 

Page



How Many Pages Does It Take to Complete 
Your Donation?
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How Many Pages Does It Take to Complete 
Your Donation?
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30% OF NONPROFITS HAD 3 OR MORE 
STEPS REQUIRED TO COMPLETE A 

DONATION.



Could Do This



But Don’t Do This



TRY TO LIMIT THE NUMBER OF STEPS 
IN A GIVING SEQUENCE AND REMOVE 
ANY ’ARE YOU SURE’ PAGES.
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Increase The Chance Of Conversion By 
Reducing Friction.



The Donor Mountain

Email

Landing 
Page

Donation Process

VALUE
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IF I AM YOUR IDEAL DONOR, WHY SHOULD I 
GIVE TO YOU RATHER THAN SOME OTHER 
ORGANIZTION OR NOT AT ALL?



The 4 Main Ways to Answer the Value 
Proposition Question
•Do they want it?

•Can they get it anywhere else?

•Do they understand it?

•Do they believe you?
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The 4 Main Ways to Answer the Value 
Proposition Question
•Do they want it? APPEAL.

•Can they get it anywhere else? EXCLUSIVITY.

•Do they understand it? CLARITY.

•Do they believe you? CREDIBILITY.



HOW ARE ORGANIZATIONS DOING?



Do They Have A Strong Value Proposition?
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33% OF NONPROFITS HAD A STRONG 
VALUE PROPOSITION.







Do They Have A Strong Value Proposition?

0 10 20 30 40 50 60 70 80 90

No

Kind of

Yes

SUBJECTIVE

67% OF NONPROFITS HAD AN AVERAGE 
OR WEAK VALUE PROPOSITION.







TO ANSWER THE VALUE 
PROPOSITION QUESTION, 
YOU NEED TO USE WORDS.



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

CONTROL TREATMENT

150%
In Donations



Experiment #900
FROM THIS TO THIS

28%
In Donations



“PEOPLE DON’T LIKE TO READ”
- Your Board Member



Will People Read?
NOT THIS BUT THIS

146.5%
In Conversion Rate



Can We Take a Shortcut?
From This

To This

28.2%
In Donations

LOGO

LOGO



What About Video?
A B

In Donation Conversion

560%
In Donations



SO ARE ORGANIZATIONS 
USING COPY AT ALL?



29% OF NONPROFITS HAD 
LESS THAN 1 SENTENCE ON 
THEIR DONATION PAGE.





61% OF NONPROFITS HAD 
LESS THAN 4 SENTENCES 
ON THEIR DONATION PAGE.





39% OF NONPROFITS HAD 
MORE THAN 4 SENTENCES 
ON THEIR DONATION PAGE.









IS LONGER ALWAYS BETTER?



Experiment
A B

30.6%
In Donations
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The 4 Main Ways to Answer the Value 
Proposition Question
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•Do they want it? APPEAL.
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•Do they believe you? CREDIBILITY.









TRY ADDING MORE COPY/TEXT ON YOUR 
DONATION PAGES THAT CLEARLY EXPLAINS 
WHY THEIR DONATION IS NEEDED AND 
WHAT THEIR DONATION WILL DO.



TRY ADDING MORE COPY/TEXT ON YOUR 
DONATION PAGES THAT CLEARLY EXPLAINS 
WHY THEIR DONATION IS NEEDED AND 
WHAT THEIR DONATION WILL DO.



Experiment
FROM THIS TO THIS

22.9%
In Donations





WE ARE ALL GUILTY.



TRY TURNING ‘WE’ OR ‘US’ LANGUAGE 
TO BE ‘YOU’ OR ‘YOUR’ LANGUAGE.



VALUE COST

CONVERSION MOTIVATION VALUE 
PROPOSITION 
(CLARITY)

INCENTIVE FRICTION ANXIETY



WHAT HAPPENS AFTER I GIVE?



Almost everyone had a 
thank you page that said 
thanks.

95% OF NONPROFITS HAD A CONFIRMATION PAGE.
97% OF NONPROFITS THANKED THE DONOR.



But some didn’t say much 
or lead us forward.

36% DIDN’T NOTE THE GIFT AMOUNT.
46% DIDN’T HAVE ANY ‘VALUE’ OR IMPACT ORIENTED LANGUAGE.



And some that did felt cold 
and transactional and the 
conversation didn’t make 
sense.



But there were some that 
felt warmer and the 
actions made sense in the 
context of the donor 
journey.



What Did They Offer as a Next Step?
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Employer Match
LIKE THIS OR THIS
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ADDITIONAL 
ONE-TIME 

ASK

How Testing The Call-to-action On Thank You Page Affects Conversion
Experiment ID: #262

CONTROL TREATMENT
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ADDITIONAL 
ONE-TIME 

ASK

How Testing The Call-to-action On Thank You Page Affects Conversion
Experiment ID: #262

CONTROL TREATMENT

42.4%
In Revenue

73.6%
In Average Gift

493%
In Conversion Rate

28.9%
Conversion Rate

RECURRING 
‘UPGRADE’ 

ASK5.4%
Conversion Rate



COGNITIVE MOMENTUM.





Source: AJC website, courtesy of Springboard



Give Again?
OR THIS OR THIS



Thank You/Confirmation Page Checklist

qThank the donor

qReinforce the impact of their gift and your value proposition

qIn context and after they’ve been thanked, suggest a next action that makes sense 
and, ideally, relates to the donation they just made



OTHER INTERESTING FINDINGS IN 
THE STUDY.



What Language Did They 
Use In The Headline?
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Was the Headline in a 
Banner/Image?

No
74%

Yes
26%



What Was the Emotional 
Sentiment in the Copy?
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Sentiment in the Copy?

0

0.5

1

1.5

2

2.5

3

3.5

0

10

20

30

40

50

60

Fun
Hate

Anger

W
orry

Love

Relie
f

Enth
usiasm

Happin
ess

Surprise

No sentim
ents

No sentim
ents

How Many Average ScoreUNTESTED



36% OF NONPROFITS 
USED AN INCENTIVE.



Which Incentives Were Used?
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Which Incentives Were Used?
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What Impact Does A Matching Gift Have On Donor Conversion?
Experiment ID: #9546

NO MATCH MATCH

87.9%
In Conversion Rate



TRY USING A MATCHING 
INCENTIVE TO INSPIRE GIVING 
AND MONTHLY GIVING.



Which Incentives Were Used?
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Experiment ID: # 8622

HOW INCREASING THE CLARITY OF 
THE VALUE PROPOSITION AFFECTS 
DONOR CONVERSION RATE.



How Increasing The Clarity Of The Value Proposition Affects Donor 
Conversion Rate
Experiment ID: #8622

CONTROL TREATMENT 1

TREATMENT 2

7.7%
In Conversion Rate 

8.3%
In Conversion Rate 



How Increasing The Clarity Of The Value Proposition Affects Donor 
Conversion Rate
Experiment ID: #8622

CONTROL TREATMENT 3

TREATMENT 4

64.4%
In Conversion Rate 

78.4%
In Conversion Rate 



Quantifiable Impact Examples
LIKE THIS OR MAYBE THIS



How Are They Communicating The 
Recurring Option?
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74% OF NONPROFITS USED A SIMPLE 
APPROACH TO COMMUNICATE 

RECURRING IN THE ONE-TIME FLOW.
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ONLY 7% OF NONPROFITS HAD A VALUE 
PROPOSITION FOR WHY YOU SHOULD 
BECOME A RECURRING DONOR. 



Recurring Value Proposition Examples
LIKE THIS OR THIS



10% OF NONPROFITS HAD A PROMPT TO 
BECOME A MONTHLY DONOR DURING 
THE ONE-TIME GIVING PROCESS.



How Presenting The Opportunity To Make A Recurring Gift At The Moment Of A 
Person’s One-time Gift Transaction Affects Recurring Gift Conversion.
Experiment ID: #9024

CONTROL TREATMENT

64%
In Recurring Gifts

THE POP-UP DIDN’T SIGNIFICANTLY IMPACT THE 
LIKELIHOOD OF A PERSON GIVING A ONE-TIME GIFT.



COGNITIVE MOMENTUM.





Gift Arrays

• Median 1st suggested amount: $50

• 45% of organizations had a pre-selected 
amount

• $100 was the most common pre-selected amount

• 26% of organizations using array buttons had 
radio style

• 36% of organizations had 4 suggested options

• 61% used 4 or 5 options

• 25% of organizations had a reverse array



Reverse Your Gift Array?
ORIGINAL TREATMENT

15.7%
In Donations

11.3%
In Average Gift



Use Good Buttons for Your Array?
NOT THIS BUT THIS

22.9%
In Donations



Have a Gift Array?
CONTROL TREATMENT

126%
In Donations



Where/Who to Use an Open Field?

NEW DONOR

2nd YEAR

13 – 24 LAPSED

KEY MULTIYEAR

25+ LAPSED

REACTIVATED 
2nd YEAR

NON DONOR



WHO IS DOING IT WELL?
- A Lot of People



Scores by Vertical
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Environment Organization Growth

Source: M + R Benchmarks 2019, Giving USA Report 2018



Some Organizations to Check Out
ENVIRONMENT OTHERS

• Sierra Club

• Defenders of Wildlife

• Nature Conservancy

• The Wilderness Society

• National Audubon Society

• Family Life

• Operation Smile, Inc.

• CARE

• Americans for Prosperity

• Innocence Project Inc.



GO DEEPER RESOURCES.



Interactive Donation Page & Guide

NEXTAFTER.COM/INTERACTIVE-DONATION



DONATION & 
LANDING PAGE 
OPTIMIZATION 
COURSE
COURSES.NEXTAFTER.COM



THE NONPROFIT 
RECURRING 
BENCHMARK
RECURRINGGIVING.COM



Free Resources, Guides, Tools, & Webinars.

NEXTAFTER.COM



Any Questions?

Use the Chat window 

to ask a question or 

drop in a comment.



• 2 Days
• 16+ Speakers
• 500+ Fundraisers and Marketers
• Pre-Summit Certification 

Workshop
• Absurdly Fun Networking



Buy One Ticket

Get One Free
NIOSUMMIT.COM/TICKETS

ONLY 1 DAY LEFT


