CONVERSION SERIES
The Donor

Conversion Playbook

A practical guide to turning more visitors into donors

FOR FUNDRAISING & DEVELOPMENT PROFESSIONALS

Every development team wrestles with the same

gap: traffic to a giving page does not equal gifts. INSIDE THIS GUIDE
Industry benchmarks put average donation form 01 Reduce friction at checkout
conversion between 15-20%, meaning most 02 Build monthly giving into the ask

visitors who start giving abandon before 03 Test, don't guess: A/B testing

completing. Closing even part of that gap ) o .
04 Design mobile-first, not mobile-

outperforms most acquisition spend. adapted

This guide breaks down four proven levers for
lifting conversion, plus the best practices high-
performing programs use to implement them
— each with specific, actionable steps for

this quarter.
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Reduce Friction at Checkout

Friction is the single biggest silent killer of online conversion. Every additional field, click, redirect, or
moment of confusion between a donor's decision to give and their confirmation screen is an
opportunity for them to abandon. Treat your donation form with the same scrutiny an e-commerce
team applies to checkout.

Audit your form length

Every fundraising study on this topic reaches the same conclusion: shorter forms convert better.
Map every field on your current form and ask whether it is truly required to process the gift. Common
offenders that can be removed or made optional:

» Mailing address fields, unless a physical acknowledgment or tax receipt requires them at the
point of donation
e Phone number, unless used for a specific follow-up workflow

e “How did you hear about us?” and similar research questions — move these to a post-gift
survey instead

¢ Account creation or password fields before the gift is complete

Cut the number of steps

Multi-page donation flows lose donors at every transition. Where possible, consolidate the ask
amount, payment details, and confirmation onto a single scrollable page rather than a multi-step
wizard. If a wizard is unavoidable, show a visible progress indicator so donors know how many
steps remain.

Remove login walls and forced account creation

Requiring a donor to create an account or log in before giving is one of the most common causes of
first-time donor abandonment. Offer guest checkout by default, and present account creation as an
optional convenience after the gift is confirmed, not a gate beforehand.

Pre-fill and auto-detect wherever possible

o Auto-format credit card fields and detect card type as the donor types

o Auto-fill city/state from ZIP code entry
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o Persist entered data if a payment is declined, so the donor never has to re-enter everything

e Surface real-time, inline validation errors instead of a form-wide error after submission

Offer the payment methods donors already trust

Digital wallets (Apple Pay, Google Pay, PayPal) routinely outperform manually entered card numbers
on completion rate because they remove typing entirely. At minimum, offer one-click digital wallet
options alongside traditional card entry, and consider ACH/bank transfer for larger gifts where card
processing fees are a donor concern.

Quick wins checklist: Friction

(J Time yourself completing your own donation form on a mobile phone — if it takes more than
90 seconds, reduce fields

() Remove any field not strictly required to process and receipt the gift
(J Add at least one digital wallet payment option

() Test guest checkout as the default path
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Build Monthly Giving Into the Ask

Recurring donors give more over their lifetime, are less expensive to retain, and provide the
predictable revenue base every development plan depends on. Yet most organizations still treat
monthly giving as an afterthought — a small toggle donors have to notice and choose themselves.
Best-in-class programs make monthly giving the default conversation, not a footnote.

Default the ask to monthly, not one-time

Reframe the giving form so that recurring is the pre-selected option, with one-time available as the
alternative rather than the default. This single change is consistently cited across the sector as one
of the highest-leverage adjustments to recurring gift volume, because most donors simply go with
the pre-set option.

Anchor around impact, not amount

Rather than presenting a blank dollar field, present suggested monthly amounts tied to a specific,
tangible outcome (“$25/month provides .."). Donors convert better when they can visualize what
their recurring gift accomplishes rather than evaluating it as an abstract subscription.

Nudge at the moment of highest intent

The instant after a donor completes a one-time gift is the single best moment to invite them into a
recurring relationship — they've just demonstrated intent and trust. Make the ask before they convert
and allow for an easy transition into monthly: “Would you like to turn this into a monthly gift?” with a
one-click upgrade.

Design a dedicated nudge cadence

Don't rely on a single ask. Build a light-touch nudge sequence for lapsed or one-time donors:

Immediate One-click offer to convert the gift to monthly, on the confirmation screen
Day 3-5 Thank-you email highlighting recurring impact, with a soft monthly invitation
Day 60-90 After a repeat one-time gift: “you've given twice; want to make it automatic?”
Anniversary An annual recurring invitation tied to the donor's own giving history
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Make managing a recurring gift painless

Donors are more willing to start a recurring gift when they trust it will be easy to adjust or cancel
later. A self-service portal where donors can update payment methods, change amounts, pause, or
cancel without calling staff reduces the perceived risk of committing in the first place — and reduces

involuntary churn from expired cards.

(
Quick wins checklist: Monthly giving
() Set recurring as the pre-selected default on your main giving form
(J Add a one-click “make this monthly” offer to your gift confirmation screen
() Build a 4-touch nudge sequence for one-time donors
() Confirm donors can self-manage their recurring gift without contacting staff
\
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STRATEGY 3

Test, Don't Guess: A/B
Testing Your Campaigns

Assumptions about what donors respond to are frequently wrong, even among experienced
fundraisers. Organizations that systematically test outperform those that rely on instinct or “what
we've always done,” because small, compounding wins across a campaign season add up to
significant revenue differences.

Start with high-traffic, high-leverage pages
Don't try to test everything at once. Prioritize the pages and moments with the most traffic and the

most direct revenue impact: your primary giving form, your year-end campaign landing page, and
your post-gift upsell screen.

Test one variable at a time

Isolate variables so you know what actually caused a lift:

Suggested gift amounts and the number of Headline and subject line framing (impact-driven
amount tiers shown vs. urgency-driven)

Button copy (“Donate Now” vs. “Give Today” vs. Presence and placement of donor testimonials or
“Join the Mission”) impact photos

Form length and field order

Let statistical significance drive decisions, not gut feel

Define your sample size and confidence threshold before launching a test, and resist the urge to call
a winner after a few days of promising-looking data. A test ended too early is one of the most
common ways well-intentioned teams draw the wrong conclusion.

Test across the full donor journey, not just the form

The highest-performing programs treat testing as a continuous discipline across email subject lines,
landing page headlines, ask-string amounts, and even send times — not a one-time project. Build a
simple testing calendar so every major campaign includes at least one live test.
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Document and reuse what wins

Keep a living record of test results so learnings compound across campaigns instead of being re-
discovered (or re-argued) every year. A simple shared log of “what we tested, what won, by how
much” becomes one of the most valuable internal assets a development team can build.

(
Quick wins checklist: A/B testing
(J Identify your 3 highest-traffic donor-facing pages as your testing priority list
(J Run one single-variable test on your primary giving form this quarter
() Set your significance threshold and minimum sample size before launching, not after
() Start a shared “test results” log for your team
\
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Design Mobile-First, Not Mobile-Adapted

The majority of nonprofit giving traffic now happens on a phone. Yet many giving experiences are
still designed on desktop first and merely “responsive” on mobile. That often means a donor is
dealing with tiny tap targets, cramped forms, and slow load times that quietly bleed conversions.

Design for the smallest screen first

Start every new giving page or campaign layout on a mobile mockup, then scale up to tablet and
desktop — not the reverse. This forces ruthless prioritization of what actually needs to be on the
page, which tends to improve the desktop experience too.

Make tap targets and fields thumb-friendly

e Buttons and form fields sized for a thumb, not a mouse pointer

¢ Numeric keyboards that auto-launch for amount and card number fields
¢ Generous spacing between form fields to prevent mis-taps

o A sticky, always-visible “Donate” button rather than one buried below the fold

Treat page load speed as a conversion metric

Mobile donors abandon slow-loading pages within seconds, particularly on cellular connections.
Compress images, minimize third-party scripts on the giving page, and periodically test load time on
a throttled connection, not just office wifi.

Optimize for one-handed, on-the-go giving

Many mobile gifts happen in short windows of attention: during a commercial break, a live event, or

a text-to-give prompt. Support digital wallets and saved payment methods so a returning donor can

complete a gift in two taps, and make sure any campaign-specific landing page works cleanly inside
in-app browsers (social media apps, email apps) where many mobile donors will actually land.

Test on real devices, not just browser previews

Browser “mobile view” simulators miss real-world issues like keyboard overlap, 0S-level autofill
quirks, and app-embedded browser rendering. Periodically test the live donation flow on actual i0S
and Android devices before major campaign launches.
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Quick wins checklist: Mobile-first

() Complete a full test gift on your own phone, on a cellular connection, not wifi
(J Confirm numeric keyboards auto-launch for amount and card fields

() Add or verify a sticky, always-visible donate button on mobile

() Test your giving link inside a social media app's in-app browser
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Putting It Together

These four levers reinforce each other. A mobile-first, low-friction form makes it easier to introduce a
monthly ask at the moment of highest intent, and A/B testing is what tells you which specific version
of each of those choices actually moves the needle for your donors. Rather than tackling all four at
once, most teams see the fastest results by sequencing the work:

1 Audit your current giving form for friction and cut what isn't essential.

2 Rebuild the mobile experience around thumb-friendly, fast-loading design.
3 Introduce a recurring-giving default and a post-gift monthly nudge.

4 Layer in structured A/B testing to keep refining every piece above.

None of these levers require a complete overhaul to start; most begin with small,
testable changes. Organizations that treat donor conversion as an ongoing discipline,
not a one-time project, see the biggest compounding gains.

Talk to iDonate about turning your donation forms
into conversion workhorses.

idonate.com
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