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INTRODUCTION

Let’s kick things off with a little exercise. Grab your mobile device and do two 
things...

1. BUY SOMETHING ONLINE. Head over to Amazon.com. You don’t have to break 
the bank. Just buy something you need or something that costs a dollar or two. If 
you don’t want to actually make a purchase, that’s fine too. Just go through the 
buying process without making that final-purchase click.

While you’re doing this, pay close attention 
to the purchase experience. How easy is it to 
buy something from your phone? How quick? 

(Track the amount of time from start to finish.) 
Are there any frustrations in the process?

2. Make a donation online. Think of a charity you like or already support. Even better, 
make a donation to your organization. Head over to the website on your mobile 
device and make a contribution. Again, no need to empty your bank account. Give 
as much as you’re comfortable with, the minimum amount necessary, or just go 
through the process without actually making that final click.

Answer the same questions you did for 
your purchase above. Was it quick, easy, 
or frustrating? Also, ask yourself how the 

donation experience compares to the 
Amazon purchase experience. Was it better 
or worse, faster or slower, easier or harder?

Whether you actually completed the exercise and took both of these actions or just 
thought about some recent experiences you’ve had making purchases or donations 
via mobile, it’s likely the Amazon experience was the easier, quicker, and overall 
more enjoyable experience. The takeaway is this: The bar has been raised when it 
comes to the digital experiences we create for our constituents.
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IS YOUR ORGANIZATION LIVING UP TO TODAY’S AMAZON 
EXPECTATIONS?

It doesn’t matter whether you’re a business or nonprofit, a big charity or a small 
one, the expectations people have of the digital experience an organization should 
provide today are the same. And those expectations are significantly higher than 
they were just a few years ago.

Today’s digital donors are approaching their philanthropic priorities with a 
subconscious expectation – putting organizations under increased pressure to 
deliver an Amazon-esque experience. It doesn’t matter if your organization isn’t as 
big as Amazon or doesn’t have the vast resources that Amazon does, people expect 
you to deliver the same personal, relevant, and convenient digital experiences 
that Amazon provides.

REVOLUTIONIZING THE DIGITAL EXPERIENCE TO BETTER 
CONNECT WITH DONORS

The good news is that your organization can provide an Amazon-level experience 
for your donors. And you don’t need Amazon-level resources to do it. In this paper, 
we’ll identify some key tactics you can start using today to provide a better digital 
experience – and potentially help reduce some of your costs in the process.

While the specific tactics we identify in this resource might change in the next few 
years, the key principles driving them will remain the same:

 ▶ Make it as easy as possible for your donors to take action – Whether it’s on 
mobile or on a desktop, you want to remove as much friction as possible from 
the donation process.

 ▶ Meet donors where they are – Create personal, relevant, and timely digital 
experiences based on the individual’s relationship with your organization.

As an agency built by fundraisers and marketers for fundraisers and marketers, we 
at Pursuant are constantly looking for ways to help our clients determine which 
digital tactics are best for their organizations. In this resource, we will highlight five 
proven tactics revolutionizing the digital donation experience.

www.pursuant.com | 4

http://www.pursuant.com


TACT IC  #1 :  
MOB ILE-OPT IM IZE 

YOUR WEBS ITE



Take a look at these eye-popping stats:

(Source: https://www.mobilecause.com/statistics/)

The message is simple: Mobile isn’t on the rise; mobile has risen. More Americans 
are turning to mobile devices to find businesses and organizations, get information, 
and take actions like making purchases or donations. They are doing so from 
anywhere and everywhere.

Check out these figures from MobileCause showing the importance of the mobile 
experience when it comes to connecting with donors:

(Source: https://www.mobilecause.com/statistics/)

All of this to say, mobile is where your donors are. As we mentioned in the 
introduction, you need to meet your donors where they are in order to provide 
them with the best digital experience.

95%
of Americans now own a 
cell phone of some kind

81%
of Americans 
have adopted 
smartphones

51%
of Americans no longer 

have a landline

17%
of all online 

giving comes 
from mobile 

devices

38%
more 

submissions are 
made due to 

mobile-friendly 
pages

54%
of nonprofit 
emails are 

read on mobile 
devices

60%
of donors 

researching 
your nonprofit 
online before 

making a 
donation do 

it on a mobile 
device
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4 WAYS TO CONNECT WITH MORE DONORS ON MOBILE

Here are some tips to take your nonprofit’s mobile presence to the next level:

1. THINK MOBILE FIRST

You should no longer assume that only a few people will visit your website from a 
mobile device. You should now assume the majority of your website visitors will be 
on mobile. You never want a donor to come to your site on mobile with the intent 
to give and – because the experience is lacking – decide they’ll do it later from their 
desktop. There’s a good chance they won’t.

2. THINK FAST

People should be able to quickly make a donation from your website on any device, 
from anywhere. Statistics show mobile sites that load in five seconds earn almost 
double the revenue of sites that take 19 seconds or more to load. Alternatively, 53% 
of mobile users abandon mobile sites that take longer than three seconds to load. 
If your mobile donation process is slow and your website is slow to load, donors 
won’t stick around.

3. THINK EXPERIENCE

Providing a strong mobile experience means more than just having a “mobile-
friendly” website. You want people who visit your site on mobile to be informed 
and impacted. You want your message to be delivered in a way that engages and 
moves them. Often these things are considered for desktop, but not fully thought 
through when it comes to mobile.

4. THINK BEYOND YOUR SITE

It’s not just your organization’s website that needs to be optimized for mobile, any 
landing pages or personalized URLs (PURLS) you provide supporters to fundraise on 
your behalf should be mobile-optimized as well. A mobile-optimized personalized 
page can lead to increased contributions, greater constituent engagement, and a 
much easier experience raising money.
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ACT ION STEPS: 
CHECK YOURSELF
1. Is your organization’s website mobile-friendly or do you have to pinch-and-

zoom to see things? Is it easy to navigate and get around? Is it easy to find the 
donate page?

2. What is the donation experience like on mobile? Is it easy to make a donation 
to your organization? Is the page quick to load? Is making a donation on your 
mobile site as simple as making a purchase on Amazon?

3. How could your organization’s mobile experience be improved? What could be 
better about it? How could you make donating quicker and easier?
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TACT IC  #2:  
BE  GOOGLE-FR IENDLY



In what year and in what city did the first YMCA open in the United States?

If you had to find the answer to that question, where would you look first? If you’re 
like most people today, your first move would be to pick up your smartphone and 
do a Google search. Google is our go-to when we need everything from answers to 
ingredients for a recipe to business locations to general information. (The answer 
to the above question, by the way, is 1851 in Boston. Thanks, Google.)

Remember how we talked in the introduction about meeting your donors where 
they are? Your donors are on Google. They are there to look up your organization, 
other organizations, or search ideas related to your mission. When they go on 
these quests, you want to be there to meet them.

IN MANY WAYS YOUR ORGANIZATION’S HOME PAGE IS 
GOOGLE.COM

How your organization appears in search results matters. Not only is search the 
most used resource, it’s the resource 87% of people turn to first. If an individual 
searches for a term related to your organization (for example “cultural activities for 
kids” or “arts in my city”) and you do not show up high in the results, then you will 
not even be considered.

People are Googling your organization and your mission, and if you’re not there 
to respond and direct people to information, someone else will be. We once had a 
client that was surprised to learn other nonprofits were popping up at the top of 
the page in Google searches for their organization. If you don’t make an effort to 
own your search terms, someone else will.

HOW YOUR NONPROFIT CAN GET FREE SEARCH 
ADVERTISING WITH GOOGLE GRANTS

One of the best ways to ensure your organization is effectively represented in 
Google search results is through Google advertising. Here’s a quick primer on how 
Google ads work and how – if you’re not already – your nonprofit may be able to 
get free advertising from Google.
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GOOGLE ADWORDS

For those who don’t know, Google offers paid advertising called Google AdWords. 
When you do a Google search, you’ll often see results on the page that look similar 
to everything else, but with a little box next to the URL that says “ad.” This is Google 
advertising. People pay to have these ads appear for specific search terms, typically 
related to their organization, product, or service.

GOOGLE GRANTS

One of the awesome things Google does is offer free advertising to nonprofits 
through its Google Ad Grants program. To qualify for the program, nonprofits must 
apply and meet certain eligibility requirements (such as holding valid charity status 
and having a live website). Qualifying nonprofits receive free in-kind advertising 
from Google Adwords.
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If you are a nonprofit organization that has not yet applied for Google Ad Grants, you 
should do so immediately. You don’t want to miss this fantastic opportunity. Most 
nonprofits qualify for this program. The benefits are clear and immediate – helping 
more people find your nonprofit on the web when they are actively searching for 
things related to your organization or your mission.

Learn more about Google Grants here.
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ACTION STEPS: 
CHECK YOURSELF

1. Is your organization already receiving Google Ad Grants? If not, you should 
apply immediately.

2. Do some Google research. Is your organization turning up in search results for 
terms related to your mission? Your location? Other similar organizations?

3. Where do you see opportunities for your organization to appear or move up in 
the search rankings? Make a list of search keywords you may want to focus on 
with your Google advertising.
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TACT IC  #3: 
ACCEPT DONAT IONS 
D IRECTLY THROUGH 

GOOGLE  &  FACEBOOK



Let’s say you have 10 people who want to buy milk. If you tell them they can walk 
right across the street and buy it, nine out of 10 will take action. However, if you tell 
them they have to drive a few miles and make a few turns, that number drops to five 
or six. It’s human nature. The more complex things get, the less likely we are to act.

That’s why when it comes to digital donations, 
immediacy is incredibly valuable. The fewer 

steps there are between the donor’s decision to 
contribute and the completion of the process, 

the more likely they are to reach the finish line.

The challenge for nonprofits is when an individual decides to make a donation, no 
matter where they are on the web, how to make that happen quickly and in as few 
clicks as possible. Fortunately, Google and Facebook have recently made this a 
little easier by providing some handy tools.

3 RESOURCES THAT MAKE IT EASY FOR PEOPLE TO DONATE 
FROM OUTSIDE YOUR WEBSITE

These digital tools can make it easier for more people to give online to your 
organization. It relates back to meeting people where they are:

1. GOOGLE DONATE BUTTON

Today people can do more than just find your organization on Google. They can 
actually donate through the search engine. When you do a branded search for some 
U.S.-based nonprofits, you’ll see a new “Donate” option. Tap or click on Donate, and 
you can give to your favorite organization as easily as you can look up its history, 
phone number, or website.

The Google Donate button provides people who are ready to give with an 
immediate way to take action. No extra clicks required. This could be particularly 
valuable in times of crisis when people are doing specific Google searches with the 
intent to give. While Google does cover all processing fees for these donations, they 
do not provide individual donor information to organizations for future relationship 
development.
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You can apply for the Google donate button through your google.com/nonprofits 
account.

2. FACEBOOK DONATE BUTTON

For years, nonprofits were asking for a button on Facebook that would allow 
individuals to make donations on nonprofit pages without having to leave the site. 
That dream is now a reality. Charities can add a donate button to the header of their 
Facebook pages (as well as to ads, posts, and live videos), allowing supporters 
to donate right then and there. Facebook does not charge a processing fee for 
donations made via the donate button.

Additionally, once the transaction’s done, donors can share on their wall with 
their friends and family, that they just donated to the nonprofit. They also have 
the opportunity to opt-in to communications with the organization. You can then 
transfer that data from Facebook to CRM to communicate with them off-channel, 
through email or another medium.

To learn how to add a donate button to your organization’s Facebook page, check 
out this resource (and click on #3).
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3. FACEBOOK FUNDRAISERS

Because of the capabilities of the donate button, you can also unlock Facebook 
Fundraisers – which gives your supporters an easy way to fundraise on Facebook 
on your charity’s behalf. For example, individuals can donate their birthdays to your 
organization and ask friends and family to make a donation instead of giving them 
presents.

It’s an easy way to get people who are passionate about your cause more engaged 
and involved, and to encourage them to spread the word to their friends. Facebook 
makes all of this super easy and effective. Fundraisers has progress thermometers, 
shows the number of donors, and also enables people who make donations to 
invite their friends to join the fundraiser.

Additionally, incentivizing your constituents to fundraise through Facebook is a 
great way for your organization to continue to be seen and heard on Facebook, 
even as Facebook continues to alter the game as we saw earlier this year with the 
algorithm changes to the News Feed. (Learn more about how Facebook’s News 
Feed changes impact nonprofits at Pursuant.com/blog.)
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ACTION STEPS: 
CHECK YOURSELF

1. Does your organization have a Google Donate button?

2. Does your organization have a donate button on its Facebook page?

3. Is your organization using and promoting Fundraisers among your supporters 
on Facebook? Have you considered using Facebook Fundraisers in your year-
end fundraising campaigns? Are you monitoring your nonprofit’s Fundraisers 
and offering words of encouragement to your fundraisers?
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TACT IC  #4: 
CREATE  SMARTER 

SOC IAL  ADVERT IS ING



How is this relevant to me?

That’s the question people ask themselves subconsciously every time they visit a 
website or flip through a social feed. In today’s online world, users have developed 
the ability to quickly scan content, push aside the irrelevant, and hone in on only 
what is relevant to them. This all happens in a matter of seconds.

What that means for your nonprofit is, when it comes to advertising on social 
media sites like Facebook, you need to be relevant to even be seen. Your message 
needs to connect with the individual so that it grabs their attention during that 
quick scan and speaks to them directly. There must be a personal connection.

3 FACEBOOK ADVERTISING TACTICS TO MORE EFFECTIVELY 
REACH DONORS

Here are three smart ways your charity can make your social advertising more 
relevant:

1. TARGET YOUR DONORS

By uploading your lists to Facebook, you can connect with your existing donors 
who are active on the social site. You can then create ads that reinforce the content 
they receive from you through other channels. For example: Donors who are part 
of a multi-channel campaign could receive a mail piece, then an email, and then see 
a Facebook ad driving home the same message. This is a great strategy to drive 
brand recognition and stand out in an increasingly noisy world.

You can also take it few steps further to increase the personalization and relevancy 
of the ad content even more. You can do this by segmenting your audience into 
different groups (for example: donors, activists, and advocates or recency of 
donation), then creating a custom Facebook audience for each group, and writing 
ad copy that speaks directly to each audience and their personal relationship with 
your nonprofit. The more relevant the ad, the better the results.

www.pursuant.com | 20

http://www.pursuant.com


2. RETARGET DONORS

Retargeting is a great way to stay in front of donors and provide them with personal, 
relevant, and timely content based on what you know about them. Did they visit a 
donation page, but not make a gift? With retargeting, you can show them ads on 
Facebook, Google, or other sites encouraging them to take that action by adding a 
pixel to your website that tracks people based on their IP address.

Giving History

Current Donors

Lapsed Donors

Activist

0-6 month activist

6-12 month activist

Audiences

Groups

Segment ad groups and tailor creative
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There are many ways to retarget people. You can retarget someone who visited 
your donation page but didn’t make a donation as mentioned above. Or someone 
who completed a transaction but hasn’t been back to the website in 90 days. You 
could also retarget someone who visits a specific page. For example: If someone 
went to the American Cancer Society website and visited only the breast cancer 
page, you can serve up ads that drive them to donation forms, advocacy events, 
etc., related to breast cancer research efforts.

Retargeting on Facebook

Prospect Prospect 
visits your 
website

Prospect 
is tracked

Prospect 
later 

returns to 
Facebook

Facebook 
displays 

retargeted ad

Visitor returns to your website

Every time someone sees your 
retargeting ad, you’re building brand 

equity and cause awareness while 
presenting another opportunity 

to get them involved.
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3. TARGET LOOK-ALIKE DONORS

Using what you know about your existing donors, you can use Facebook to find 
others who share things in common with them and who may be interested in 
supporting your cause too. This is called targeting “look-alike” donors. How it works 
is, you take a Facebook custom audience you’ve already created and Facebook 
can then find people with similar demographic traits or interests (who in terms of 
certain data points “look like” your donors).

You can then create Facebook ads specifically targeting this look-alike audience, 
using the insights you already know about your similar, existing donors (what 
they care most about, what inspires them to act, etc.). Because these individuals 
share traits in common with your most passionate, active, or involved donors, it 
increases the likelihood they will respond to your message and your mission. This 
is a smart way to find and reach new donors.

www.pursuant.com | 23



ACTION STEPS: 
CHECK YOURSELF

1. Have you loaded your lists into Facebook so you can start targeting your existing 
donors and supporters?

2. Have you created custom, segmented audiences on Facebook and developed 
specific ad copy for each audience?

3. Have you installed Facebook pixel on your website so you can retarget donors 
with your ads?
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TACT IC  #5:  ACT IVATE 
WEBS ITE  SL IDERS 

& CHATBOTS
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Imagine yourself in these two scenarios:

 ▶ Scenario #1: You walk into a store where you’ve never been before looking for 
a specific product. You find it on the shelf. You read the box and check out the 
price. You decide not to buy it right now and walk out.

 ▶ Scenario #2: You walk into a store for the same reason, find the product, and 
check it out. Before you leave, a store associate engages you to ask what you’re 
looking for. She listens, shares some information, and shows you a few other 
related products that might interest you.

Based on these two scenarios, which store are you more likely to remember 
and return to? Because there’s more engagement, information, and involvement, 
Scenario #2 is the more memorable experience. The same thinking applies to your 
nonprofit’s website.

Many people may find their way to your organization’s website from Google, 
Facebook, or other sources, looking for specific information. Maybe it’s an article, 
event registration, or reference material on a specific topic, like breast cancer. The 
challenge for nonprofits is, once that individual finds what they need, to keep the 
conversation going.

2 WEBSITE TOOLS TO HELP KEEP VISITORS ENGAGED AND 
INVOLVED

Here are a pair of ways to catch people before they leave your website and move 
the conversation forward:

1. SLIDERS

What are website sliders? Sliders are little boxes that slide over your website (hence, 
the name) to call attention to specific information for the user. You can use sliders 
in different ways to connect with visitors. They can ask people to sign up for a 
newsletter or direct them to another piece of content. Sliders are a great way to 
grab people and get them to take action.

Rather than have an individual bounce from your site and never return, a slider can 
help you capture their email address to start building a relationship. You can use 
sliders to offer visitors opportunities to opt in to different communication streams 
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based on where they are on the site. For example, if they are on one page, a slider 
could appear offering them the opportunity to download an ebook. On another 
page, a slider may enable them to sign up for email updates. This personalizes the 
visitor’s experience based on their interests.

2. CHATBOTS

You may have heard or read about the rise of bots recently. What are bots? Bots 
(or chatbots) are essentially virtual assistants that help answer a person’s questions 
or help them find information on a website. Chatbots are a great way to provide an 
extra layer of customer service and point people in the right direction – especially 
if your website has several different programs or ways to involve people.

You can have a chatbot box pop up on your website that allows visitors to ask 
questions or to get help finding certain information. Based on what they type in, the 
chatbot will provide an answer. Along with giving visitors to your site an additional 
resource for finding information, chatbots can reduce the amount of email, phone, 
or live chat requests your organization needs to respond to as a result of website 
questions.
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ACTION STEPS: 
CHECK YOURSELF

1. Are you using sliders to capture visitor information on your website?

2. Are you using chatbots to help people find information on your site?

3. Start testing the use of sliders and chatbots in different areas of your website to 
see if they help improve metrics like the amount of time people spend on your 
site, email, and newsletter signups, conversion rates, page views, etc.
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CONCLUSION

In the digital world, new tools for connecting and engaging donors pop up all the 
time. While there will always be “shiny object syndrome” when it comes to digital 
fundraising, we’ve seen these five tactics work time and time again:

1. Mobile-Optimized Websites

2. Google AdWord Grants

3. Donations Directly Through Google and Facebook

4. Smarter Social Advertising

5. Website Sliders and Chatbots

Regardless of which tactics you focus on in the immediate future, remember the 
core principles we identified in the introduction. These are the “why” behind all of 
the tactics above – and should be the “why” behind any other digital fundraising 
tactics you choose to employ:

 ▶ Make it as easy as possible for individuals to take action.

 ▶ Meet your donors where they are online.

 ▶ Create personal, relevant, and timely experiences for constituents.

Remember, it’s all about the donor experience. Think back to the introduction and 
that high bar Amazon has set for digital experiences, and set your sights on how 
your organization can use the tactics in this book to get there. Ask yourself:

 ▶ What is the online donation experience for someone who goes from searching 
for your organization to making a gift? How can that be improved?

 ▶ How can you use what you know about your donors (based on their passions 
and interests) to create more personal and relevant experiences for them in the 
digital world?

www.pursuant.com | 29



 ▶ What’s one way you can reach more people by meeting donors where they are 
online?

 ▶ How can you begin to test around an idea that could generate much larger 
returns in the digital space?

Think through your answers to these questions and start moving forward. Because 
of its immediacy and flexibility, the digital realm is an ideal place to test new 
efforts. The great thing about all of the tactics discussed here is they can be 
employed relatively quickly and easily and can be tweaked along the way.

Right now the opportunities are at your fingertips. Join the digital donation 
revolution and create experiences that will enable your organization to engage 
more donors and keep them coming back. We know you can do it!

NEXT STEPS
 ▶ Learn more about Pursuant’s digital fundraising services and 

how we can help you create digital experiences like those 
mentioned in this resource: pursuant.com/solutions/

 ▶ Learn how Pursuant’s 3D Assessment can help you get 
a comprehensive understanding of your file health and 
discover ways to accelerate revenue.

 ▶ Check out our entire list of fundraising resources for more 
content papers, fundraising tools, and webinars: pursuant.
com/resources

 ▶ Connect with us on Twitter, LinkedIn, and Facebook.

 ▶ Call us at 214.866.7700.

http://www.pursuant.com/3Dassessment
http://pursuant.com/resources
http://pursuant.com/resources
https://twitter.com/pursuant
http://
http://

