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Optimizing Your Donation Page for Colorado Gives Day



What is your favorite Thanksgiving food?

Chat it!

ICE BREAKER



Housekeeping



Upcoming Session

DE CEMBE R

4
1 Day After GivingTuesday

6 Days Till CO Gives Day



What to expect from today’s session

1

Implement the core principles of an 
effective donation  page.

2

Adjust and optimize your donation 
page for a high urgency campaign.

Action Item

Review your Colorado Gives Day donation page using the 
provided checklist and optimize accordingly.



Review from Last Month



Standard ColoradoGives.org 
Donation Page



Control Dedicated Year-End Page



81%
In Donations



How do you make your CO Gives 
donation page look like this?



ColoradoGives.org Tools
Embedded Donation Pages



Edit your donation form as needed.

Click on “Embedded Donation 
Form” under “Fundraising Tools”.

Customized your receipt & thank 
you message.



Click on “Get Embed Code”

Paste your embed code onto a landing 
page hosted on your website.



This would be your embedded form.

All copy is controlled on your 
website / landing page.

Other widgets can be embedded 
within your page.



Why is there no navigation?

Why is the copy sooooo long?

Are these really effective?

What should I include on my form?

Don’t I want my form “above the fold”?

Why aren’t there any pictures?



Donation Page Essentials



But First! A Pop Quiz 



Express Checkout No Express Checkout

29%
In Donations

Express



Single Step Multi-step
Step 1

Step 2

Step 3

52%
In Donations



6 Gift Array Options 4 Gift Array Options

16%
In Donations



1. Page Layout

2. Form Fields

3. Value Proposition

4. Add-Ons



Organize the donation 
page to reduce 
distractions and 
logically lead towards 
the call-to-action.

Key Principle

Copy come first; 
form comes second.

No other links or 
calls-to-action.

Single column page.



Focus the donation 
page on a singular call-
to-action.

Proven Tactic #1 

Remove the 
navigation.

Remove all other ads, 
banners, and CTAs.



From This

To This

195%
In Donations



Use copy to craft a 
compelling value 
proposition.

Proven Tactic #2 



Just a Headline Value Prop Copy

150%
In Donor Conversion



527%
In Donations



Order your page like a 
logical conversation, 
starting with why and 
ending with the call-to-
action.

Proven Tactic #3 
Explain why someone 

should give…

…before you ask for 
the donation.



Giving Form First Value Proposition First

27%
In Donations



1. Page Layout

2. Form Fields

3. Value Proposition

4. Add-Ons



Perception is reality—
reduce friction, address 
anxiety, and order the 
form logically.

Key Principle

Ask for information 
in the right order.

Use the layout to reduce 
the perception of work.

Address anxiety right when 
it happens.



Gift Array Tactics

Ask for the gift 
frequency first.

Order the array 
from low to high. Test an open gift 

amount field.



Control Tabbed Donation Form

15%
In Donations



Standard Gift Array (low to high) Reverse Gift Array (high to low)

16%
In Donor Conversion



6 Gift Array Options 4 Gift Array Options

16%
In Donations



Six-Button Array Open Field

126%
In Donor Conversion



Use a single-step form 
unless you’ve tested 
otherwise.

Form Field Tactic #1

The entire form is 
visible from the start.



Control Multi-step

52%
In Donations

Step 1

Step 2

Step 3



Limit decision friction 
and only ask for what’s 
truly necessary.

Form Field Tactic #2

The only fields are the 
essentials for the transaction.



Control Top 5 Designation List



Control Top 5 Designation List

11%
In Donations



Control Removed Steps

107%
In Donations



Organize fields to build 
momentum and reduce 
the perception of work.

Form Field Tactic #3

Grouping related fields.

Payment info comes after the 
contact info.



Experiment
From This To This

39.4%
In Donations



Credit Card in Middle Credit Card Last

36%
In Donations



Address potential 
anxiety immediately in 
your form design & 
copy.

Form Field Tactic #4



Without Perceived Security With Perceived Security

20%
In Donations



No security or privacy statement Increased perceived security and 
privacy

11%
In Donations



1. Page Layout

2. Form Fields

3. Value Proposition

4. Add-Ons



What are the 4 elements of an 
effective value proposition?



What are the 4 elements of an 
effective value proposition?

Appeal Clarity Exclusivity Credibility



Don’t forget to give a 
clear call-to-action at 
the end of your copy.

Proven Copy Tactic



Experiment

From This To This

49.4%
In Donations



Format your page and 
copy to make it 
scannable and easy to 
read.

Proven Copy Tactic



Control Treatment - Radical redesign

82%
In Revenue



Bulleted List Graphic

236%
In Donor Conversion



Campaign Page Optimizations



Creating Continuity

Key Strategy #1



Email Campaign Donation PageInbox

MOTIVATION ANALYSIS

STRONG KNOWN



An Ad
Post Card 
or Letter

Your Site

An Email



An Ad
Post Card 
or Letter

Your Site

An Email



When the page doesn’t match the source, 
people experience whiplash.





Increase Urgency
Key Strategy #2

During Year-End & Other High Urgency Campaigns



#GivingTuesday / Early December



Mid December…



December 31…



Key Principle

It’s all about the goats.



Make sure your page clearly 
communicates the campaign.

Original Headline

You can help secure a better future

Treatment Headline

Make your year-end gift to ORGANIZATION

10.9%
In Donations



Use a countdown clock during the last 
week to visually increase urgency.

FROM THIS TO THIS

61.8%
In Donations



But don’t start them too early!
Countdown clock had no significant impact until the we got 

closer to the end of the campaign.

With Countdown Clock No Countdown Clock



Use a progress bar to visually increase urgency.

FROM THIS TO THIS

20.5%
In Revenue/Visitor

NO PROGRESS BAR



Sticky Bar - Control Sticky Bar - Lottie Moon

16%
In Donations

Use specificity in your copy.



Thermometer Power Hour

25%
In Donations

Use a more tangible goal.



Leverage incentives to increase urgency.

FROM THIS
TO THIS

44%
In Donations







Removed the navigation.

Specifically mentioning the 
campaign & goal.

Added a countdown clock.

Added significant copy!



Clear call-to-action.

Progress bar, separated from 
the countdown clock.

Tangible impact.



Main Donation Page Campaign Donation Page

81%
In Donations



Live Optimization



caee.org/ColoradoGives



Homework



1. Copy the donation 
page checklist.

2. Review your CO 
Gives page using 
the checklist.

3. Submit your 
results using the 
Google Form.

Instructions



1. Copy the donation 
page checklist.

2. Review your CO 
Gives page using 
the checklist.

3. Submit your 
results using the 
Google Form.

Instructions



Dive Deeper



https://www.nextafter.com/general-donation-page-guide/



Both courses are included in your 
NextAfter Institute membership.



https://nextafter.com/level-up-membership

Dive Deeper with Digital 
Fundraising Courses
from the NextAfter Institute



Questions?





Level Up Resources



DE CEMBE R

4 Year-End Rally
Maximizing Your Year-End Appeals

Next Month’s Topic



Image Experiments



Praying Image Teaching Image

27%
In Donor Conversion



Site Ad – No Image Site Ad – With Image

10%
In Clickthroughs



Control Image

118%
In Transactions



Control Human Imagery

53%
In Donor Conversion
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