
An Example of a 
Donation Landing Page

Your donation page is an essential part of your nonprofit’s 
website. For some nonprofits, this may be your primary way of 
receiving donations. Therefore, it is crucial to design a donation 

page that converts. If a viewer has already landed on your 
donation page it is important to reward them with an exciting, 

simple, and secure donation experience. 

The 7 key features to a successful donation landing page. 
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of donors want to 
know how their money 
will be used.

Your non profit donation page URL should be short and sweet, contain your focus 
keyword, and start with https. When a donor is ready to donate they need to know 
your page is secure. SSL ( or the s at the end of http) allows for all confidential 
information (credit card numbers, social security numbers, addresses, etc.) To be 
transmitted securely through your websites server. 

This is the first thing your viewer will see - make it worthwhile. Your banner 
should include:

Your logo: It it imperative that your nonprofit’s logo 
is visible on the banner. When making a donation, a 
donor wants to be certian they are donating in the 
correct place - your nonprofit logo verifies just that.

- Money for good II Report -

Title: The title is key. Page titles indicate what 
the content on that page is all about. Keep it 
short and engaging, make sure your keywords 
are towards the beginning, and that your URL 
matches the title you choose for SEO purposes.

Captivating image: Pictueres are worth a 
thousand words. The anner of your donor landing 
page needs to be powerful, or high-quality, and 
visually pleasing.

navigation/menu: No need for this feature on your donor laning page. By having a navigation/menu your 
donors and/or supporters are distracted and tempted to go elsewhere on your site - the opposite of what your 
donation landing page is trying to accomplish.

01 URL

02 Banner

of nonprofit donation landing 
pages are not optimized for mobile.
- Online Marketing Scoreboard -

TITLE GOES HERE



The body is where the focus of the donor landing page lies. Identify exactly what 
your goal is and execute it with simplicity and precision. The more text on the 
page the less drive your donors experience.

Nearly two-thirds of Americans own smartphones and 7% are smartphone dependent. 
It is becoming way more popular to connect to the Internet on your smartphone 
rather than your desktop or laptop computer. 

Although the footer may be located at the end of the page, it is just as important 
as any other part of your landing page.

of nonprofits require 3 or more 
clicks to make a donation.
- Online Fundraising Scoreboard  -

Payment options: Allow donors to decide how 
they would like to pay - credit card/paypal. include 
your payments options directly below where your 
donors choose a donation amount. It is ideal to use an 
online payment platform that allows donors to make 
a donation it should be as simple as possible, leaving 
the donor at ease with their purchase.

Social Media: Include your social media links for your donors and supporters to connect with you.

Security: As mentioned in the URL section make sure it is clear to the donor that your donations 
landing page is extremely secure. There should be visual indication that payments are made through a 
secure platform.

Nonprofit info: Just like any other page on your website, there should be links connecting the user to 
your other website pages (about us, blog, fundraise, etc.) This is also a great place to include your 
nonprofit’s address and contact info.

Call-to-action: Your nonprofit’s call-to-action is a 
key player in the landing page. This button needs to 
stand out from the rest of the page (contrasting 
color), be clickable, and create a sense of urgency. The 
text should be large, legible, and concise. This is the 
converssion piece.

Donation amount: The donation amounts should 
stand out on the page. There should be no 
distractions around this area, leaving the page simple 
and straight to the point. white space is not a bad 
thing. it is always best to provide your donors with 
giving levels, allowing them to decide how much 
they are willing to give.

Frequency: Provide your donors with the option to 
donate one-time or monthly. By giving your donors 
the choice it puts them in control of their donation 
schedule. No one likes to be told how much they are 
required to donate.

The result: Enclose interesting information as to 
where the donations are going. Add appealing 
videos, images, statistical data, info-graphics, etc. 
When giving a donation it is always nice to see 
directly what it is going towards.
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Create a landing page that will resize itself according to the devise being used, 
allowing for optimal viewing. Your donors, supports, and members are expecting this, 
so make sure you deliver. 

This is the space the viewer sees on the page without scrolling. All crucial information 
should be placed within this area. This way the viewer is not tempted to scroll when 
making their donation. 

With so much importance on the donations page itself, the “thank you” page is many 
times overlooked. After making a donation, the donor will be redirected to the “thank 
you” landing page. It is vital that your nonprofit create a page that says thank you, 
encourages donations from friends/share on social media, and /or provides other 
resources for the donor. This way your nonprofit can further engage with its donors. 

of people who visit your website 
do so on a mobile devise.
- Mobile Cause  -

of nonprofits do not offer a 
“share” option after making 
an Online donation.
- Online Marketing Scorecard  -

of young donors are turned 
off by out-of-date websites.
- qgiv  -
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