
A National Study Analyzing Online 
Fundraising Habits & Donor Experience 



What key area of your online fundraising 
program do you believe needs the most help?  

A. 	
  Email	
  Sign	
  Up	
  
B. 	
  Email	
  Communica3on	
  
C. 	
  Dona3on	
  Experience	
  
D. 	
  Gi9	
  Acknowledgement	
  
E. 	
  All	
  of	
  the	
  above	
  



Online Behavior Statistics 

• 88% of Americans talk to friends online 
• 78% get news online 
• 61% bank online 
• Only 50% have given online 



Online Behavior Statistics 

• 47% of 60+ year olds have given online 



Then why is online 
income only 6% of most 
charities total income? 





The guide I was looking for. 







Over 10,000+ Paths Tested 
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Email Optimization Methodology 	
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Optimization Methodology 
 

eme = rv(of + i) – (f + a) © 

 

Value Factors rv(of + i) 
 
Relevance (rv) 
Offer (of) 
Incentive (i)  

Inhibitors (f + a)  
 
Friction (f) 
Anxiety (a) 
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  “Toothpaste	
  is	
  peddled	
  with	
  far	
  more	
  
sophis3ca3on	
  than	
  all	
  of	
  the	
  world’s	
  life-­‐
saving	
  causes.”	
  
	
   	
   	
   	
   	
   	
   	
   	
   	
  -­‐	
  Nick	
  Kristof	
  



The most unlikely 
friendship began. 



The original experiment. 



Version	
  A	
  -­‐	
  Control	
  

139%  Increase in Clickthrough Rate 
42% Increase in Revenue 

Version	
  B	
  -­‐	
  Treatment	
  



Impact of Increasing the Perceived Value 

Op5mized	
  

Original	
  

139% Increase in Clickthrough 
42%   Increase in Revenue 





We have met the enemy and he is us 



Four Key Stages of the Online Donor Funnel 

Email	
  Capture	
  

Email	
  Messaging	
  

Dona3on	
  
Experience	
  
Donor	
  

Cul3va3on	
  



Methodology 
1.  Signed up to receive emails. 
2.  Watched our inbox; time/date stamped 

and analyzed each email. 
3.  Waited for an opportunity to give and then 

gave a $20 donation. 
4.  Scored the donation process. 
5.  Monitored and recorded the 

acknowledgement and follow-up process. 



Methodology 
•  Analysis of Four Key Functions 

–  Email Capture 
–  Email Communication 
–  Donation Pages 
–  Gift Acknowledgement 

•  Data collected 10/2012 thru 
5/2013 

•  46-Point Assessment 
•  $20 Gift to each organization 



Scoring Criteria 

Based on MECLABS 
optimization heuristics: 
 
eme = rv(of + i) – (f + a) 
ec < op < ct < lp 



So what 
did we 
learn? 



We Had to Grade on a Curve 



Some Verticals Do Better Than Others 





Email Capture 



Email Capture 



Email Capture 



Email Value Proposition Assessment 
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Email Value Proposition Assessment 
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Email Value Proposition Assessment 
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Question 1:  
 

If I signed up to receive emails from an 
organization, what might I expect to receive in 
the first 30 days? 





Question 2:  
We’ve been talking about the importance of 
doing a Welcome Series for new email 
subscribers for almost a decade now.  How many 
organizations are actually doing it? 





Question 3:  
How long after subscribing do organizations start 
asking for money? 





Getting people to click 







Mr. Owl, how many clicks does it take to 
get to the end of a donation form? 







Friction: Defined 

/ˈfrikSHən/	
  Noun.	
  	
  	
  

The	
  resistance	
  that	
  one	
  surface	
  or	
  object	
  encounters	
  
when	
  moving	
  over	
  another.	
  



Friction (in fundraising): Defined 

/ˈfrikSHən/	
  Noun.	
  	
  	
  

Anything	
  that	
  causes	
  psychological	
  resistance	
  to	
  a	
  
given	
  element	
  in	
  the	
  dona3on	
  process.	
  



Friction in the online giving  
process is best understood  
when it is experienced. 



Friction in the Giving Process 



Friction in the Giving Process 
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Friction in the Giving Process 



Friction in the Giving Process 
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Friction in the Giving Process 
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Friction in the Giving Process 
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Friction in the Giving Process 
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Friction in the Giving Process 
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Friction in the Giving Process 
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Friction in the Giving Process 
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Friction in the Giving Process 
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Donors Don’t Like Friction 



Not Suitable for Smartphones 



Give Me a Reason! 



How About Now? 













What about Multichannel Communication? 

Sent mail by 61 
organizations or 
41% of the groups 
we gave gifts to.  



Got mail from 48 
organizations 
that were not in 
the study! 



Final Report 





What is the bottom line impact of 
optimization?"

Organizations that had an 
optimized donation form saw 
166% increase in online income 
compared to those organizations 
that didn’t. "

166% 
Increase"



5 ways to start"
1.  Have a great email signup"
2.  Send regular relevant 

communications"
3.  Mobile optimize"
4.  Remove elements of friction 

on your donation page"
5.  Have a next step for donors"



Organizations to imitate: 
" Ducks Unlimited"

Environmental Defense Fund"
Feeding America"
Special Olympics"
United Way"



Why are we so obsessed with 
this stuff? 



“Adequacy is the 
enemy of 

excellence”"
"

Peter Drucker"



Download the complete 48-page study"

www.OnlineFundraisingScorecard.com "
 

" "Brad Davies"
" "Brad@DunhamAndCompany.com"
" "@BradJDavies 

 
" ""


