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An Example of a
Donation Landing Page

How design attracts Donors

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.

01 URL 05 Mobile friendly/responsive
02 Banner 06 The Fold
03 The Body 07 Thank You Page

04 The Footer



01 URL

WILL BE USED. _—

- Money for good II Report -

OF DONORS WANT T0
/@ KNOW HOW THEIR MONEY

02 Banner

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
e i g ——— correct place - your nonprofit logo verifies just that.

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

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.

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.

@ OF NONPROFIT DONATION LANDING
@ PAGES ARE NOT OPTIMIZED FOR MOBILE.

- Online Marketing Scoreboard -




03 The Body

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.

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.

%

04 The Footer

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.

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.

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.

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.

05 Mobile friendly/responsive

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.



@ OF PEOPLE WHO VISIT YOUR WEBSITE
@ DO SO ON A MOBILE DEVISE.
- Mobile Cause -

’r

06 The Fold

@ OF YOUNG DONORS ARE TURNED
@ OFF BY OUT-OF-DATE WEBSITES.
-qgiv -

07 Thank You Page

OF NONPROFITS DO NOT OFFER A
@ “SHARE” OPTION AFTER MAKING
D @ AN ONLINE DONATION.

Online Marketing Scorecard




