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BETH: Hello, this is Beth Brodovsky, and welcome to Driving Participation. Today 

I have Abby Jarvis with me. Abby is a contact director at an organization called 

Qgiv down in Florida and they are a digital fundraising platform. Abby and I got 

connected over exchanging blogs with each other and we got to talking and we 

started talking about the things that are happening on their platform that are 

really making a difference to getting people to give, specifically on donation 

form. What I love is how she talked about some really small little changes that 

may not seem significant that could make a big, big difference. Abby, thank you 

so much for joining me today to come on and talk about the things that you’re 

seeing happening with the organizations that are using your tools.

ABBY: Yes, of course. I’m happy to be here.

BETH: I always like to start off by asking people about participation. Now you’re 

not a nonprofit, but you’re a business. Over the years that I’ve been doing this, 

I’m really definitely seeing that there isn’t really a lot of difference. In the work 

that you’re doing at your company, what does participation mean to you and 

what kind of things do you count in a way that helps you thrive?

ABBY: Well, one thing that is kind of a hallmark for what we do here is we believe 

in building relationships with the nonprofits with whom we work. We’re on a first-

name basis with many of them. I’ve gotten pictures of people’s kids and we’ve 

noticed that nonprofits thrive and we thrive when we build relationships with 

the people with whom we’re working. We don’t want to be just a transactional 

business and that kind of model is very effective for nonprofits as well. A great 

nonprofit is not interacting with their donors as you would interact with a cashier 

at the grocery store. Really great participation means building a relationship 

between a nonprofit and our donor, and then at Qgiv with the nonprofit and 
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their platform, which is us. So we really empathize building a relationship, not 

being transactional, having a reciprocal kind of dialog between all of the people 

involved in raising money and changing the world.

BETH: I love that. It’s so true and one of the things that we see time and time 

again when we talk to people is that the more you get to know people as people 

and not as a segment, the more things change for the better. What you can 

do differently when you understand what somebody’s hopes and dreams are 

as far as giving them great experience and changing their problems changes 

dramatically when you kind of know their first name. 

ABBY: Absolutely, and especially since we do most of our work online and we’re 

an online fundraising platform so our nonprofits are doing their work online also 

and being online makes having that personal relationship a lot more difficult. You 

have to work at building those relationships, but for a nonprofit, it’s necessary 

to have this relationship if you want to build a sustainable nonprofit. Really 

participating in that dialog, even online …

BETH: What are you guys doing? Like what, you said you’re an online business. 

I’m sure all of your clients are all over the country if not more than that. What 

kind of things do you do to actually turn something into a stage where you know 

what somebody’s kids’ names are? How do you do that?

ABBY: Well, a lot of it is although we operate online, our support team is all live 

answer. So if you email us, you will get an answer from a real person who is sitting 

in an office across the hall from me. If you call, you’re not gonna dial through an 

answering machine. You’re gonna get one of us, and our team is small enough 

that even if you’ve only called in a few times, you’re gonna talk probably to 

someone you’ve spoken with before. So we’ve got people who have been working 

with us for five or more years so when they call in and they talk to Jennifer 

every day, you get to know each other. So that’s been really helpful and then we 

are trying to be better about interacting with people online and not just on the 
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phone. I mean Twitter is a great tool. We’ve met and followed some really great 

nonprofits doing beautiful things, and if you can see someone pop up on Twitter 

then you can just send them a quick tweet saying, “Hey, your forum looks really 

great, and you’re doing an awesome job, and we’re happy to work with you.” 

That’s a good impression because people don’t do that on the internet these 

days.

BETH: They really don’t, and I think that’s a really good point about these human 

contact things and finding it wherever you can. I know for me, one of my sort of 

little thing that I’ve been doing over the last couple of months is I’ve been trying 

to make a conscious effort to make eye contact with people wherever I am. It’s 

amazing how it is to be in the checkout line of the grocery store and go through 

an entire transaction with another human being without ever having looked them 

in the face. I don’t know. It’s the weirdest thing, but I’ve started to notice that 

over time that that was happening and now that I’m making a conscious effort 

to do it, I’m realizing how easy it is to not do it, even when you actually are in 

the physical presence of people. It made me think where does that come from? 

Does it come from we’re doing so much stuff online we’re starting to lose that 

interactive ability in person or is it just that we’re getting lazy in person and that’s 

carrying on over into our online behaviors and what are the things that we can do 

to kind of stop that and put the person back into interactions?

ABBY: I think it’s a little bit of both. I think, I mean this is kind of a goofy example, 

but I went through the drive-thru at Taco Bell last night, which is probably not 

the best choice, but the girl at the drive-thru window gave me my change or she 

was getting my change, and I asked her, “Hey, how is your night going? You have 

to work late tonight. Have you guys been busy?” and she was so taken aback by 

the very simple question and that’s in person. I think online if you make even the 

tiniest little effort to get to know the person that you’re interacting with, it can 

make a huge difference because that just doesn’t happen.

BETH:  It really doesn’t. You’re so right. Taking that little bit of extra effort to do 
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something, I took my granddaughter to a nonprofit playground in Philadelphia 

here the day after Thanksgiving, and as I was leaving, I turned around to the 

women that, there was a group of women that were sitting there at the front 

desk checking people in and working, and I said, “Thank you for working today,” 

and the woman’s head popped up and she looked at me and she said, “Thank 

you so much for saying that,” because I’m sure she’s thinking it’s the day after 

Thanksgiving and everyone that was there as an attendee, we were all off that 

day, but the only reason we could go was because they agreed to say yes and 

to work that day. I thought instead of just saying thanks, like let’s say something 

that says not just thanks for having us, thanks for being here today and I’m trying 

to work on being more specific like that and it’s amazing how that specificity, that 

thing that touches the thing that someone might be feeling right at that moment, 

it’s transformative. I didn’t know this person at all, but if she just went home that 

day and said, “My day was a little bit better today,” I feel like it’s good energy 

we’re putting out there in the world.

ABBY: It absolutely is, and online especially, if asking how someone’s day is going 

is enough to startle them …

BETH: Isn’t that sad?

ABBY: So we encourage our nonprofits. Simple things. Instead of just sending out 

the thank you for your donation note. Really great that you donated to us. We 

hope you do it again soon or something like that.

BETH: Right. Here’s this for your tax records.

ABBY: Exactly. We encourage people to take their receipts and actually go over 

them and make them an actual thank you note. One really small change that you 

can make even in your donation receipt, use their first name and you say, “Hey 

Abby, thank you for donating to this. You’re helping make a difference.” That one 

personalization is a huge thing. It makes people open their receipts. It makes 
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them pay attention and it connects you to them on an emotional level and then if 

you can go even further and just mention, say I donated to a specific dog shelter, 

and they said, “Thank you for donating to our dog shelter. The money you gave 

us is gonna buy food.” It’s a personal detail and you just don’t see those. It’s such 

a small thing. It takes three minutes to throw an extra sentence in your donation 

receipt, but it can have such an intense impact on a donor’s day, on the emotional 

connection they have with you on the likelihood that they’re gonna participate in 

additional conversations or volunteer opportunities or even making an additional 

gift down the line. So real true personalized details are so important. I’m gonna 

use a marketing term, and I hate when I do it.

BETH: We’ll translate if we need to.  Jargon, ugh!

ABBY: Ugh, it’s the worst. It’s low-hanging fruit. It’s an easy thing that you can 

do. It’s not a lot of effort. It doesn’t cost any money. Just adding the two or three 

little extra sentences to turn your receipt from a receipt into a thank you. It makes 

a huge impact.

BETH: You know it’s funny. I’ve been hearing a lot of people talking lately about 

how do you turn the first-time donor into another donor and how do you thank 

people and how do you treat them and a lot of people have been talking about 

the fact that what they’re doing, I’ve heard donors even saying this, that they’ll 

give a $25 gift to an organization just to see what happens, just to see how do 

they thank me and what happens next and it’s so easy to think that was just a 

$25 gift when you don’t know if that $25 gift is a test of your interest, of your 

ability to care about even the little things or if there’s a lot more behind that if 

you draw people in. It’s like how you treat the worst person can be an indicator 

of how you treat the best person. I heard Tony Hsieh, who is the founder of 

Zappos, speak at a conference one time, and they said their whole culture is like 

the culture of happy and great service and he has amazing books that he has 

written, but he said in this speech that one of the things that they did was they 

would send a driver to go pick up, if they were interviewing somebody, they’d 
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send a driver to go pick them up at the airport, and then the driver would drop 

them off at the office and before they would even go in and do the interview with 

the interviewee, this was their driver that they hired, they would go downstairs 

and talk to the driver and say, “How did that person treat you on the drive over?” 

I always remembered that. As anybody who listens to this podcast knows, I’m 

a raging extrovert and I love people. I feel like if the first person that I talk to in 

any city I go to is the cab or the Uber driver to find out where’s your favorite 

restaurant. This is a person that’s here with you, but we don’t always remember to 

do that.

ABBY: Absolutely, and I’m extremely introverted, so I’m a bit different, but I think 

because I tend to be a little introverted, I tend to be in the background. I do talk 

to the cabbies all the time, but awkward silence. I don’t know if that’s a good 

thing or not, but when someone, it happened recently at a nonprofit event, seeks 

you out and goes out of their way to talk to you, it always makes me feel kind of 

grateful I guess would be the word, but they actually saw me kind of lurking back 

there and went out of their way to talk to me, but if people remember something 

about me, that always leaves a big impression. So when we look at donor 

retention and practices and stuff like that, one of the things that makes a really 

huge impression on donors is if you remember what they did to support you and 

you speak to that interaction. So I’m sure you talked about donor segmentation 

before so I won’t get super into it, but just a little bit of effort to target your 

messages to people, I know cerebrally when I get an email from a local nonprofit 

that I support that they didn’t actually sit down and hand write that email just 

to me that day, but I still like it and I appreciate the effort and it makes me more 

likely to donate to them again in the future.

BETH: You know, it’s funny that you should say that because there is psychology 

around that, the fact that even though you know it, that the logical brain knows it 

but the emotional brain still feels it the same way. Tom O’Hearn talks about this a 

lot that a lot of times we resist doing things that we feel like “Oh my gosh, they’re 

gonna see right through this,” but there’s tons of studies that show “Yeah, you’re 
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right. They are gonna see through it,” but it doesn’t change how they feel or how 

they react to it. It still triggers the same, I guess, positive endorphins. I don’t 

know the physics behind it, but it still triggers the same positive reaction even 

when people know they’re getting buttered up or that it’s not custom. It still feels 

a certain way. I think that’s good to know. 

ABBY: It is and it’s funny. I think because I’m in marketing, so I know all of the 

tricks that we use to like get you to finish reading the blog entry or get you to 

click that button, I know it when it’s happening, and I like laugh at myself because 

I’ll click a button and like, “Yeah, they totally made me do that.” It doesn’t phase 

me.

BETH: Exactly.

ABBY: Then even too because of the industry that I’m in, if someone’s donation 

form and they’ve done a good job kind of setting it up, it’s like I know you 

read that article that so and so published a couple years ago where it said if 

you put this phrase here and move this thing here that you are gonna get me 

to give a donation to you and it totally worked because I’m donating to you. 

The psychology of what we do, especially online, is fascinating and you totally 

sometimes know that the experiences you’re having have been constructed and 

strategized, but it doesn’t diminish those experiences at all.

BETH:  So that’s a perfect segue to talk about the specifics of a donation form 

and I think that’s sort of surprising that there is some psychological aspect to 

where you place things, what you say, what colors they are, what size they are. All 

those different things people react to and when we were first talking about this 

you let me know there’s some really small things that people might not think of 

that can actually produce really, really big results and I think this is brilliant. We’ve 

got to get this out there. Why don’t we start off by just talking about it. What’s 

one of the things that you would recommend?
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ABBY: Definitely. Well one of the reasons that Qgiv was founded was two of 

our founders needed to support or needed to build a campaign for a political 

campaign and there were no platforms that really let them do what they wanted 

to do. One of the things they really wanted to do was connect with donors on a 

very emotional level. I’m sure anyone who works in the nonprofit industry knows a 

donor’s decision to give is not usually, it can be sometimes, it’s not a rationalized 

thing. People are engaging with you emotionally and they are emotionally driven 

to support your work. That’s why we put so much emphasis on story telling. 

That’s why images are so powerful. People are connected with the work that you 

are doing and they want to support that. So imagine you’re a donor and that 

you’re on Facebook. This is how I found one of my favorite nonprofits. I was on 

Facebook scrolling through and I saw this adorable picture of a baby bear and 

I read this baby bear’s story. He got hit by a car and was in bad shape. He was 

being rehabilitated by this group and at the end of the story, there’s a link I could 

click to get on their website to learn more about them. I’m going through this, it’s 

emotional and they’re doing beautiful work and pictures of little baby bears are 

everywhere. I land on the landing page or on the donation page and none of the 

elements inspired me to want to support them are there. I ended up supporting 

them anyway, but the emotional connection that I had established previously 

that had established from Facebook, through the post, through their website, 

to the about me, to the donate page was severed as soon as I clicked “donate.” 

Although I finished my transaction, one thing we found at Qgiv is if the donation 

page doesn’t look like the rest of the site and I mean you can accomplish this on 

varying levels. Sometimes nonprofits don’t have the bandwidth r, but people are, 

let’s see, they’re almost 40 percent more likely to make a gift if the donation form 

carries some of the elements of the rest of the website. So the number of people 

who land on a donation page and then don’t finish the donation skyrocket when 

the page doesn’t look like the rest of your site. So that’s …

BETH: That’s a huge thing for people to know. Especially organizations that 

haven’t gotten to the stage that they’re thinking, “We haven’t quite figured out 

like what we’re gonna do for that,” or “We’re not gonna do it.” It’s like a chicken 
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and egg thing. You haven’t maybe grown enough to get into the kind of online 

platform or giving tool that you might want and you think ‘we’ll get to that when 

we grow’ and the question then becomes how much of your growth is being held 

back because you don’t have the ability to deliver on that. I’m sure there’s no 

perfect answer to that.

ABBY: There isn’t a perfect answer to it and it’s a hard question. No nonprofit will 

ever totally be able to answer that for themselves, but even if you do need to use 

something that doesn’t have your branding, there are some things you can do. 

You can add a picture that ties in with the content on your website up at the top 

or you could have maybe two sentences up at the top saying “you’re donating to 

this nonprofit. If you support us, you’re supporting this beautiful work we’re doing 

in the world” and it’s not perfect, but it’s better than just landing on a generic 

page.

BETH: Right and I agree with you. You’re never gonna be able to have everyone 

say if everything is gonna be perfect, we’re gonna start up, we’re gonna be at 

whatever stage we are and hopefully we’ll invest in the system and it’s gonna 

get us more things. Not everybody has the capacity to make that decision and 

I am a firm believer in incremental decisions. Like take little decisions and move 

forward. One of my favorite, favorite books that I’ve read is called “Essentialism.” 

Love it, love it, love it! It’s about how getting one giant big bang in the beginning 

doesn’t always last and sometimes taking all of the tiny steps that you take along 

the way that when you take a moment and look back and see where you’ve 

come, you’ve made tremendous progress and so by saying “we can’t change 

our back end system right now, but what can we do” and I love your idea of just 

something as simple as putting a picture on it or specifically I would say put the 

same picture on it that you’re using on all of the initial communications that led 

them to clicking on it. Maybe it’s a Facebook post and so the picture that’s on the 

Facebook post is the same because for us, repetition is huge. People under rate 

repetition so much, especially like I’m a designer and I talk about this all the time 

that we love nothing more than to change things and do new things all the time, 
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but that consistent story and sameness is what builds trust for people.

ABBY: Absolutely. Anything you can do to create continuity from your website to 

your donation form will only help your donor conversion rate. If you can’t build a 

whole page and put a widget in it so it’s exactly the same, then build a donation 

form that has the same color scheme. If you can’t build a donation form that has 

the same color scheme right now, add a picture at the top or do something. Just 

build that sense of continuity and you have to protect that emotional connection 

that a donor feels toward your work if you want them to give. Anything you can 

do to protect that connection is going to result in better donations. We found 

that not only do more people actually finish their donations, but the donations 

they give are generally 160 percent higher than the donation that was completed 

on an unbranded page. It’s remarkable.

BETH: I mean for me it’s sort of like it’s good to know that that’s true because 

that’s what I’ve always believed. We preach branding. We talk about consistency 

and continuity and that it’s telling a story throughout and building that trust, but 

to see that that idea actually plays out in the numbers is, it sort of surprises me 

and it doesn’t surprise me.

ABBY: Yeah. We compared the branded pages we had to non-branded pages and 

this is for similar nonprofits and then we looked at industry numbers and kind of 

averaged them out. I’m not a mathematician. There are people in my company 

that can tell you much more effectively how we came to these numbers, but I 

just looked and if you have a page that is branded versus an unbranded page, 

the branded page gets 39 percent more donations. So 39 percent increase 

and people actually clicking the button to submit their donation. The gift that 

they give are 160 percent higher than the donations that are completed on the 

unbranded page. I always have kind of laughed at psychology because it seems 

really hard to pin it down and categorize it and I like to be able to categorize 

and quantify everything, but that’s an indicator that the psychology behind the 

donation form is really important and a relatively minimal change can have a 
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huge effect on a nonprofit and it has a huge effect on the donor. People are very 

leery about giving information to a third party site that doesn’t look like you.

BETH: Everyone always talks about the fact that donors are retired people, 

but the reality is that people who are in their 60s and 70s now are people that 

worked in the digital culture. My mother is 75, and she’s been retired for 10 

years, but she worked on the internet and in the computers and used email, so 

she’s an active donor at 75 and is very savvy about it. She will see if something 

doesn’t look right, and then on the flip side, you’ve got people that, we were 

just talking about somebody recently here. A family member that got scammed 

by something. It was confusing to them. How you put together the trust is a 

combination of what you say, how it’s all put together and really doing things 

so that people know and believe that it’s you so they feel comfortable moving 

forward.

ABBY: Absolutely and that’s another small thing that we tell our nonprofits to 

look at. Donors want to support you emotionally, but also in the back of their 

heads are all these examples. Was it Experian …

BETH: Yeah.

ABBY: It was Experian.

BETH: There’s Target.

ABBY: … breach happen. They think of all of these organizations that haven’t 

guarded their information and are a bit leery about doing anything online. So one 

thing we encourage our donors, our nonprofits to look at a few things that donors 

are looking for. When you land on a donation form and you look at the URL, you’ll 

either see at the beginning of the URL, there’s http or there’s https and the little 

padlock next to it and it shows that you’re on a secure page. That is something 

that I have actually been surprised. People put a lot of emphasis on that.

www.iriscreative.com
http://iriscreative.com/


Contact Iris Creative at www.iriscreative.com • 267.468.7949

BETH:  I was gonna ask you. Which people? Are you guys starting to see that 

the donors, the people that are giving are starting to ask about that and ask 

questions about it?

ABBY: Yes. They absolutely are. We don’t get to talk to a ton of donors. We 

actually tend to think that if we’re doing our jobs well, your donors don’t know 

we exist. We don’t talk to a lot of donors, but people are very cautious and I know 

I check for the https tag on any form that I’m on whether I’m shopping online or 

picking my nose or whatever, but especially in this day and age where there are 

so many issues with security and data leaks and breaches and everything. People 

are absolutely looking for that. The other thing you can do and this is something 

we emphasize a lot. If you’re using a fundraising platform, they should have 

security certificates associated with them and those security certificates will be 

at the bottom of the donation form and we’ve had a number of people ask about 

removing them, but they’re not pretty. They don’t match your branding. It kind of 

sticks out like a sore thumb but seeing those security certificates gives donors a 

peace of mind that their information is safe.

BETH: Right. They don’t know. I know those companies use, you know those 

companies. They don’t know who they are, but it does help, that visual thing of 

having that there makes a big difference, and it does make them start thinking 

about that.

ABBY: And especially these days as online fundraising gets a little more flexible, 

a bit more agile, there’s a lot of ways that you can, like with our forms. There’s a 

way to get a snippet of code that you embed on any website and the donation 

form pops up and if you don’t have that http tag at the beginning of your URL 

it’s not because the form is not secure. It’s because maybe your website isn’t. 

Having the security certificates at the bottom of the page is a huge reassurance 

to donors that don’t see that extra little “s” in the URL. 

BETH: You’re right because a lot of times, we see this on the marketing side 
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because Google is now putting out a lot of media, a lot of press releases about 

the fact that they’re gonna be reducing the exposure in sites that are not secure. 

That’s been coming up in the world of Google now, but the challenge is that on 

the front end of many websites that don’t collect any data, that it’s just like here’s 

our next events and here’s our stuff. The front end sites don’t necessarily have 

to be secure at this time, but once you jump over to the place where you put 

your information then it does, but the challenge is people are starting to see this. 

They’re hearing on the news about these data breeches. They’re hearing about 

what Google is doing and then they’re gonna go to your main site and they might 

look up, some people are savvy, and they might look up and go that just says 

http. You don’t actually need it on that site so anything that you can do rather 

than having to rebuild or redo your website, is to just visually put a graphic on 

your website that says we’ve got security really helps mitigate that when people 

think that they understand things, like they know enough to get confused I guess 

is the best way to put it. 

ABBY: Yeah. It’s not super common. Most people kind of acknowledge that the 

security certificates are ugly, but we’ve had a few people ask can I get rid of 

these ugly badges at the end of the form. We say yeah you can, but we really 

don’t suggest it.

BETH: We don’t do it.

ABBY: People are just very leery.

BETH: What other things, one thing that I’m curious about is I have a design 

background. I’m interested in things like page layout, things like, have you guys 

seen anything when it comes to positioning or font size or color that has changed 

the outcome of forms? The reality is that we, a lot of people will do this kind of 

stuff in what’s called a split test. Let’s test an orange button and a green button. 

Most smaller nonprofits, they just don’t have the capacity to do that kind of a 

thing. Are there any kind of universal lessons that you guys have learned from 
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watching so many nonprofits do it that could help listeners?

ABBY: Yes, absolutely. One of the biggest things a nonprofit can do is make, I 

mean it’s not even on the donation forms, before you get to the donation form. 

Please make your donate button big and easy to see. 

BETH: I was gonna say, like what’s your definition of “easy to see?” I remember 

this one page that I looked at once. It was a really long page of like, “You can 

donate to us,” “You can volunteer,” “You can give us your goods,” and it’s like 

going down and down and down and asking people a million different things 

and at the very bottom of the page were these two black buttons right next to 

each other and it said “Join us on Facebook” or “Donate.” They were two black 

buttons. They were exactly the same size and exactly the same color. I remember 

thinking whatever. Like us on Facebook or donate. They’re equal. Visually they 

were equal and I was like, “People, that’s a mistake.”

ABBY: Yeah...

BETH: But it’s a designer, like a designer that maybe doesn’t know, I want 

these things to look the same color because it’s gonna make the page look 

more attractive. I think that’s an important thing to talk about, is where does 

attractiveness versus functionality show up?

ABBY: Well, there’s a really fine line to walk between attractiveness and 

functionality and one way you can kind of balance, there are a few things. Any 

more if you look at a website, any website, the action that you really want people 

to take is generally in the top right hand corner. Top right hand corner, that’s 

where people kind of automatically gravitate if they want to do something. If you 

are a website and you have a donate button and that’s what you want people to 

see, put your donate button at the top right hand side of your page and make it 

a contrasting, but complimentary color. If you look at Qgiv’s website, our colors 

are green and orange and on our website, the button at the top right hand corner 
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is bright green and it stands out from the rest of the elements in that line. We 

had a nonprofit who had a color scheme that was orange and purple and white 

and they had a purple navigation menu with white text and their donate button 

was orange. It fit their brand and it fit their color scheme, but it contrasted nicely 

against the purple. So the first thing your eyes are drawn to when you’re on that 

website is that donate button.

BETH:  So you think you have to go as far as so your color scheme is purple and 

orange so you should put a red button on there? I mean I’ve heard people say 

things like literally do something that’s completely different color that contrasts 

from everything and as a designer myself that makes me cringe. Let’s just throw 

a hideously unbranded color up there so that people’s eyes go there. So are you 

saying that that’s not necessary to go that far?

ABBY: I wouldn’t go that far. I’m not a designer I’m a writer. If I as a lay person, 

as someone who does not understand design, much to my colleagues dismay, if I 

land on your website and your colors are purple and orange and white and I saw 

red, one I would think it looked kind of sloppy and two it would seem aggressive 

or I mean, it just sticks out like a sore thumb. It doesn’t fit with the emotional 

perception that I have of your organization.

BETH: That’s why I wanted to ask you that because I think people get advice from 

lots and lots of different people. So I think it’s good to have this conversation 

about how far is too far and if you go to that stage, what’s the potential 

outcome of that? What’s the impression? That’s what we talk about a lot, is what 

impression are you creating? It may work. It may show up. It may be functional, 

but if it leaves people with a bad taste in their mouth or feeling like I don’t really 

know if these people are the pros that I thought they were, over time that’s not 

really helping your organization.

ABBY: Right and kind of in that same vane, the other thing you can do that is 

simple is please, when I click your donate button, do not give me 18 options for 
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donating! I landed on one website awhile ago. I clicked the donate button and 

it was you can shop on our Amazon wish list or you can donate goods or you 

can do this or you can donate online or you can donate on Facebook. I was just 

kind of overwhelmed so a general rule what we tell our nonprofits is if I can’t get 

to your donation form in one click I’m probably not gonna donate. I’m certainly 

not going to donate if I have to click twice on your donation form. Limiting the 

number of options a potential donor has will really help. If you want donors to 

give to you in other ways, if you have an Amazon wish list, if you need in-kind 

donations, there are other ways to get that appeal out. You can put it on social 

media. You can put it even on your front page of your website. If you’re an animal 

shelter and you’re out of food, there’s a time and a place to ask for that. Your 

donation form isn’t that place.

BETH: It’s like it needs to be a before the click message. It’s funny. One of the 

things that we talk about a lot in printing because believe it or not we still 

do a lot of printed things, that if people are finding a mistake or a problem in 

something, the further down the food chain that it gets, the more expensive it 

is to change. So like you’re a writer. The easiest place to change something is 

when it’s in a word document and then when that word document goes to a 

designer and it goes into a design, changing it there gets more expensive. When 

the design goes from there to press it gets more expensive. When it’s off the 

press and like delivered, it’s really no different. Like if you think about digital as 

the capital of the money you invested in getting people to take that action, if you 

put all that effort into getting them to make that click and say “I want to donate,” 

then no, no, wait. We have to make one more decision. People hate making 

decisions. I think that’s such good advice. That’s really good advice because 

all of our clients get really stuck on this. It’s the whole “but I want to tell them 

everything because what if there’s this one thing over here that they really want 

to do and they don’t take that action because we didn’t tell them about it and 

then we don’t give them that as an option.” It seems to me that it all comes down 

to what you were talking about, the relationship stuff. How well do you know the 

donor so that by the time you’re messaging them and offering them something 
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that they want.

ABBY: That’s kind of where I feel and I mean this probably isn’t backed up by as 

much science as the stuff we talked about today, but if I have a bunch of dog 

food that I want to donate to an animal shelter, I’m gonna figure out how to 

donate it. I don’t need to see that as an option where I make an online donation. If 

I want to support you on your Amazon wish list, I’m gonna think of that when I’m 

on Amazon or I’ll see it on your Facebook and then just go straight to Amazon. 

It doesn’t need to be on there. It’s not necessary. It’s just a barrier between me 

and actually finishing my donation. It is kind of funny. There is one major decision 

that you can put at the top as kind of the hierarchy of your donation form that 

makes a huge impact on donor conversion. When someone lands on your page, 

I’ve seen a lot of nonprofits do this, I’ll land on a donation page and the first 

thing I have to do is enter my personal information and then at the bottom or the 

middle indicate how much I want to give. We’ve seen an enormous increase in 

people actually finishing a donation if they choose the amount they want to give 

first. A year ago or so, maybe it was two years ago. I don’t know. The years start 

to blur together after awhile. We were talking to a partner of ours, a fantastic 

organization in California. It’s a nonprofit marketing group and they told us that 

they saw in their clients if they switched donation forms so the suggested amount 

for the donation amounts were at the top instead of personal information, the 

number of donors who were completing their gift went through the roof.

BETH: Interesting! I never heard that before. 

ABBY: Kind of the psychology behind it is when I land on a donation form, I want 

to give to you. I want to give to you, but there shouldn’t be an obstacle between 

us. If I really want to give to you and I’m passionate and I’m caught up in what 

you’re doing and I want to save all the baby bears, and I land on a page and I 

have to fill out a bunch of fields before I can get to the point that I’m going to 

make a donation, I get bored. It’s a hurdle that someone has to jump before they 
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get to why they landed on your page. In contrast to that, if I land on your page 

and I see the suggested donation amounts and I click $50, I’ve already decided 

in my head that I’m gonna give. Psychologically I’ve committed to giving you 

that $50. Instead of there being an obstacle, filling out my information is just 

a formality that I have to do to get the $50 to you. Everyone in the nonprofit 

industry had their personal information first and we switched it. Now all of our 

clients have forms that default to the donation amounts first and we’ve seen a 

really big uptick in the number of transactions that are completed.

BETH: That’s fascinating! I would never have thought. When you think about it, it 

makes total sense. You’re asking them to make a decision. Especially on things, 

like I use both Firefox and Chrome and on Chrome, I have auto fill. I love how 

easy auto fill is, but on the flip side, it’s also not asking you to think or to take an 

action. You almost don’t have to make a choice like you said. So the fact you said 

that the first thing you have to do is you make that choice and then for all you 

know, they’re doing auto fill after that and it just goes boom, boom, boom, but 

if they’re doing all of that and then, I never would have thought of that. That’s 

great! What a great tip for people!

ABBY: It’s really interesting. When we do our trainings, we kind of walk people 

through this system where people can customize their donation forms and 

you just drag and drop things around. We always tell people, “You can switch 

these two form areas, but again, we really suggest that you don’t. Keep the 

suggested amounts at the top,” and then ask people to fill out the forms where 

they’ve decided to give and they’ve committed to giving in their head and then 

everything else is just a formality.

BETH: I have to think of where I can use that.

ABBY: Look at like if you’re shopping online. You add something to your cart. You 

don’t fill out your information first and then go shop. You add something to your 

cart and then everything else is just a formality. It’s the same kind of concept. 
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With the suggested donation amount, something you can do to boost donor 

conversion even further is to give a little glimpse of what that donation can pay 

for. One big thing to remember about donors is that donors are not driven to 

donate to your organization, which is a hard pill to swallow, but your donors want 

to donate to you because you’re doing work that they find valuable. They love 

your mission and they love what you’re doing. They don’t love you. They love your 

work. If you can show them like, “Hey if you donate $50, that buys two bags of 

baby bear pellets,” or whatever. “If you donate $20 it pays for immunizations for 

an incoming bear.” “If you pay a few hundred dollars it gives a bear shelter for a 

week,” or whatever. I’m making all that up. Donors want to know that the money 

that they’re giving you is invested wisely and that they’re making a difference 

when they donate to you. Give them a way to visualize the work that they’re 

helping you to do is very powerful. It reinforces that emotional connection. It 

shows them that they’re actually helping to make a difference in the cause they 

care about and it cements the decision that they’ve already made when they 

click a suggested donation amount to give. So they’re much more likely to leave a 

page if there’s like I’ll give them $50 later, but if you’re like, “Our baby bears need 

food right now, and $50 will feed these baby bears,” they’re much more likely 

to finish. This is where you would want to be kind of careful because it’s a fine 

line between showing donors what they can do and then like a very literal donor, 

yeah, but I only want this to go to baby bear food …

BETH: Exactly, and that is a really good point to bring up with people because 

I’m sure a lot of people who are listening are saying we can’t do that because 

if the money doesn’t go, but there’s ways to word it and to talk about it. You’re 

talking about making something feel tangible and real and tie how that money 

goes to serve the outcome. You’re so right. We say that all the time that you exist 

to facilitate someone else’s dreams. That’s why you’re there and that nobody 

gives money for your existence. They give it for the impact. That’s so true. You’ve 

got to focus on that stuff, but you’re right. You still have to walk that fine line 

between not being so careful with someone saying, “I want to give $50 but I want 

it to go to that.”
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ABBY: Right. A way you can kind of get around that is if you are a bigger 

nonprofit that maybe has several expense accounts or several programs or 

campaigns, this is another change that you can do. Remember your donors don’t 

want to make the decision. Your donors are emotionally invested. They’re caught 

up in what they’re doing. I just want to give to you. One thing that’s tempting 

to a lot of nonprofits is to have one donation form and then to have multiple 

restrictions to which a donor can direct their gift. That’s fine to an extent, but 

donor, not donor fatigue. If you’re gonna include restrictions on your donation 

form, you should only include maybe three to five. Any more than that, donors 

get overwhelmed and can leave. If you are, I’m just gonna run with the baby 

bear thing here. If you have a restriction for food and you have a restriction for 

rehab and you have a restriction for reintroduction to the wild and you have a 

restriction for, I don’t know. Pick a thing. Consider building different donation 

forms for those restrictions if they’re popular enough. So that way you don’t 

clutter up your page. You don’t make donors think too hard. If a donor is really 

passionate about giving baby bears their food, then they can go to a form that 

maybe you posted on Facebook saying, “Hey, our bears need food. Click here 

to donate to the food fund,” or whatever. That’s a way that you can help donors 

channel their gifts where they’re passionate about without overwhelming them on 

the main donation page.

BETH:  Absolutely, and if people who are listening question this or are not sure 

they really believe in this concept, the book to read on this is called “The Paradox 

of Choice” by Barry Schwartz. It is really the book that explains why giving 

people too many things to do makes them do nothing. So that is so helpful. We 

need to wrap up now. I’m sure you have a million other tips that you want to give. 

I feel like the ones that you’ve given, I mean they’ve really opened my eyes and I 

always love it when I’m talking with somebody and I learn something that never 

would have occurred to me. Is there one last thing you want to make sure that 

you say to people or tell people or an idea that says, “If you do none of this other 

stuff, do this one thing first and it will make a huge difference”? What’s one sort 

of final idea that you want to share with people?
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ABBY: I tell people this all the time. If you’re a small nonprofit and you don’t 

have the bandwidth or budget to pay for a designer or if you have to focus your 

attention on one little thing, the best way to figure out what you need to fix 

first is do this. Take a family member or a friend or someone who hasn’t really 

donated to your nonprofit before and sit with them in a room and get them onto 

your web page and just watch how they go through the donation process and 

ask them to tell you their impressions. Do you see them kind of hovering around 

the navigation items because they don’t know where the donate button is?  You 

should make sure you bring in a donation button front and center. Are they 

overwhelmed with choices and they can’t choose between restrictions? What do 

you think about splitting your restrictions up to multiple forms? That is the best 

way to get a glimpse into your donor’s minds and where they get stuck. We in the 

nonprofit industry are not unbiased. We love our nonprofits, and we know why we 

made the decision to put the suggested donations out there, and so we can’t look 

at things objectively. If you can have a friend or a family member look at your 

page objectively and give you their feedback, you will get a really valuable insight 

into how your donors are thinking about you when they are trying to support you.

BETH: I think that is such great advice and just sort of generally great advice 

because we see that all the time, too, that a lot of times the decisions that are 

made, we’re a create a firm so when we’re presenting an idea to somebody, we’re 

presenting it to the director of communications or the director of development 

or the vice president or the board and all we’re really presenting it to is you, Mary 

Smith, director of development like this and then we get changes back on that 

by the staff and the people, but really what matters is whether the users like it, 

whether the users understand it and can use it. That piece of advice saying get 

out of your own heads, get out of your own way and make sure that the people 

who need to be able to use it know what to do, I completely agree. It’s the best 

thing you can do with your time. This has been so great!

ABBY: You don’t have to pay for, and there’s all kinds of fancy software and plug-

ins. It may be a testing platform. They’re fun, but you don’t need it. If you can sit 
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down with someone and just go through the process, it’s free and it gives you 

valuable insight into minor changes you can make to make it easier for people to 

give to you.

BETH: That is such great advice, Abby. Thank you so much for sharing all of your 

knowledge and experience and insights with both me and our whole nonprofit 

community. If people have more questions for you about testing or page design 

or even about the things that Qgiv does, how can they get in touch with you?

ABBY: Well, if you want to email me, my email address is abby.jarvis@qgiv.com. 

So it’s Qgiv.com and I’m pretty good at replying to emails quickly and if you have 

questions that I can’t answer I’ll find the person who can. Then we also have a 

page on our website. There’s a blog where we talk about all kinds of stuff and 

there’s actually a resources page. It has webinars that can be really interesting for 

you. We’ve got a few that cover donor retention methods. We’ve got some that 

talk about visual storytelling. The guy who did the visual storytelling is brilliant, 

and you should watch it. It’s wonderful.

BETH: That’s fabulous.

ABBY: We have tried to make knowledge really easy to come by because we want 

people to succeed.

BETH: Well, I will put links to those resources on the show notes page. Thank you 

so much for your time and thanks everyone for listening. I hope this has been 

helpful to you. I know I learned a bunch of new things. We’ll catch you next time.

www.iriscreative.com
http://iriscreative.com/
mailto:abby.jarvis%40qgiv.com?subject=
http://Qgiv.com
http://www.nonprofittoolkit.net/training/

