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A Room Audit: 
Who’s Tried!? 01
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How many of us… ? 
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Let’s make a donation.
● Make a $5 donation on your phone (more about why later)

● Finish the donation in ~1 minute

● Show me the donation email/receipt later and I’ll give you $5
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Did you get an 
acknowledgement and 

receipt?



Average time to complete a donation

vs 2.3’ with modernized donation platforms
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4’+
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We ask donors all day, every day, 
to donate.

We often don’t know what 
we’re asking them to do.



The Friction 
Tolerance Threshold 02
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“Friction Tolerance 
Threshold”

What do you think that 
means?



Friction Tolerance Threshold: 
How much friction will I, as a human, 
tolerate to complete a transaction.

FRICTION

Almost no friction:
EASY

Lots of friction: 
DIFFICULT
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FRICTION

Buying
● eCommerce removes friction wherever 

possible because it’s known to decrease 
revenue

○ One click, into the cart and let’s 
complete the purchase

● However, the human will tolerate a 
significant level of friction regardless

○ Ever try to get Taylor Swift tickets?

FTT: HIGH

FRICTION LEVEL:
LOW





FRICTION

Giving
● Donation forms are riddled with 

unnecessary frictions
● Because of this, conversion rates suffer 

and ROI/ROAS is low
● Trust and connection is damaged

Examples:
● One or few payment methods
● Unclear errors
● Dated UI/UX (trust/usability)
● Mobile-difficult
● No “auto complete”

FRICTION LEVEL: 
HIGH

FTT:
LOW
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We’re shooting ourselves 
in the foot.

Both feet.
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When buying, tolerance is higher because 
we want to get the thing.

When giving, we get the thing when we click Donate.

Not when we finish. 
We almost look for an excuse to not give. 
Especially with impulse giving e.g. ads.
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What’s the thing we get 
when giving?
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The bar is higher for nonprofits.

WE NEED TO WORK HARDER AND 
BE BETTER THAN ECOMM!
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But they have money.
We don’t.

(we’ll talk about that later)



Data That 
Screams Urgency 😱 03
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Source: https://doublethedonation.com/nonprofit-fundraising-statistics/

All web traffic Purchases

Mobile Desktop

77% 23%
Mobile Desktop

65% 35%

https://doublethedonation.com/nonprofit-fundraising-statistics/


Source: https://doublethedonation.com/nonprofit-fundraising-statistics/

Org web traffic Donations

Mobile Desktop

57% 43%
Mobile Desktop

25% 75%

https://doublethedonation.com/nonprofit-fundraising-statistics/


● Mobile conversion triples

● Personalized experience for mobile 
ascending/descending, payment methods, 
address autocomplete, etc

● Apple Pay, Google Pay, Venmo, etc.

● Cost coverage impact

When using an AI-powered, , 
personalized, mobile-optimized digital 
giving platform

Mobile Desktop

51% 49%



Speed Tax

Each 1s delay in nonprofit page load = 
7% donation drop vs. 3% in retail

3s+ = 32% Abandonment Increase

RKD Group, Statista, ZEN



Payment Friction
Nonprofits miss 53% of 

mobile-first donors by lacking 
Apple Pay/Wallet options

RKD Group, Statista, ZEN



Digital Payment Adoption

RKD Group, SheltersUnited, Fortunately, Statista



Pulse of the Donor
(Nonprofits Using FRU)

Industry Benchmark
(M+R Benchmark)

Average One-Time Gift: $206
+79% Average One-Time Gift: $115

Average Monthly Gift: $45
+87% Average Monthly Gift: $24

Average Conversion Rate: 30%
+114%

Average Conversion Rate: 14%

% Donations on mobile: 51%
+54% % Donation on mobile: 33%

The technology used can reverse negative trends and amplify 
positive trends. It is critical to remove friction and level up.



How Do We Fix This? 04
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Level up!

Technology exist to make this possible.
(and it doesn’t cost you anything)

Do the things they’re already used to.



Dynamic donation experience
Today (with legacy technology) Also Today (with modern platforms)

Same interface for everyone Personalized interface for each donor



AI

● Predicts the best donor experience 
that will result in donating

● Auto-Adjusts:
○ UI
○ Ask Amount
○ Currency
○ Language
○ Frequency
○ Payment methods





“Subscribe 
and Save”
● AI determines when (and 

when not) to propose a 
switch to monthly

● Convert 3-10% of OTG to 
Monthly
○ 3-10x Monthly Donor 

Acquisition



“Convenience Fee”
● When providing a smooth UX, 

donors are very willing to cover 
all costs

● Eliminate software costs and 
most processing costs



“Self Service 
Dashboard”

● Give control

○ Increase trust

○ Increase retention

○ Reduce internal 
admin work
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Bonuses 

● Modern Digital 
Fundraising CFRE 
Certificate ‘25

● Pulse of the Donor 
Benchmark Report

● LinkedIn Connection

● Uncharitable Streaming



🙌, 💬, ❓ 06
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Thank you!
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