
The work isn’t over just because someone has clicked on a link in your email. 
 
 
 

 
  
  
 
 
 
 

 
 
Let's say you’ve done everything right so far. 
  
Someone has signed up for your email list, they have noticed your email in their 
overcrowded inbox, and your compelling email has resulted in a click to a 
donation page. This person is ready to give to support your organization when, 
suddenly, they abandon the whole process. What could have happened to 
change their mind? 
  
Well, a number of things could have caused this. A major problem could be a 
lack of congruency between your email and landing page. Or possibly, they are 
using a smartphone and your landing page isn’t optimized for mobile viewing. So 
let’s look at some of the best ways to ensure that donors don’t abandon your 
donation process. 
  
Highly-Converting Donation Page Characteristics 
  
It's very important for donation pages to stick with the same look as the email. 
Essentially, "the tie has to match the shirt.” We found this to be commonplace in 
the organizations we studied, which is good. However, we found some other 
trends that are easy to correct that could lead to more conversions. 
  
#1: The less clicks the better. 
  
Despite the widely known fact that the more clicks a donor has to get through to 
give, the higher the abandonment rate, many organizations that we studied still 
require their donors to click three or more times! 
  
Donation pages shouldn't require someone to click through more than three 
pages to give a gift. The more steps, the more likely someone is to not give to 
your organization. 
  
#2: Mobile mobile mobile! 
  



Studies have shown that over half of donors use smartphones yet, of the 151 
organizations we surveyed, only 16% had donation pages that were optimized 
for mobile. Mobile usage is only expected to increase, so make sure your 
website is mobile optimized. You don’t want to miss out on donations because a 
donor has to run home to give a gift from their computer. 
  
#3: Inspire! 
  
You can improve the process and optimize your donation page for mobile, but no 
one will give to you if you don’t provide them a reason to give. Tell donors what 
the impact of their gift will be. Tell them who or what will be helped by their gift. If 
there's a premium offer that goes along with their gift, stress that again. They 
need to be reassured throughout the process that what they are doing is 
accomplishing the goal they want. 
  
Create a sense of urgency. Donors need to know why they should give “now” 
instead of next week or next year. Compel them to give today. 
  
#4: You need security. 
  
Add a certified third-party credibility seal somewhere on your donation page. In 
addition to a badge or seal, a testimonial or endorsement from other donors puts 
people at ease and lets them know that your organization is trustworthy. 
  
How does your giving form score and how can it be improved? 
  
Getting your donation page right is the single most important part of your online 
fundraising efforts. That's why we developed a donation page assessment 
report, which our research team uses to score the effectiveness of a giving form 
and to show you how to improve it. 
  
This practical 20-point assessment will help you optimize the online giving 
experience for your donors. The results are tabulated, and you are provided will 
a final report of findings with actionable insights into how to improve areas of 
your online giving experience that may produce friction, anxiety, and ultimately, 
lead to donation abandonment. 
  
For a limited time we are offering this service for a measly $20. So if you want to 
know how you can improve your giving form, request your assessment today. 
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