
28
How to Design a Magical Generosity Experience 
Using Your Nonprofit’s Website
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Nonprofit Tech for Good



Director of Corporate Brand

Tim Sarrantonio

With over a decade of experience in the nonprofit 
technology industry, Tim has worked toward creating 
the core foundations of Neon One’s ecosystem to 
empower nonprofits with the technology and 
resources to create magical generosity experiences. 
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01    |    Started fundraising career in 2008

02    |    Vice President, Fundraising Effectiveness Project

03    |    Holds a Certificate in Philanthropic Psychology

04    |    Long time Neon One client

05    |    Favorite Pie - Pumpkin or Dutch Apple



Overview

What You’ll Learn:

■ What do we mean by generosity experience?

■ Establishing SMART Goals for Websites + 
Constituent Relationship Management (CRM)

■ Applying audience design against your 
website and CRM

■ Creating a giving moment for donors

■ Using technology to scale generosity 
experiences

■ Supporting Resources
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Generosity Experience Design



Let’s learn about you
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How many different systems do 
you use to track marketing and 
fundraising activities?

How long have you been fundraising 
money from individual donors?

Do you struggle with making 
technology work alongside your 
growth goals?



“The demise of philanthropy is coming if we do not change 
course - in fewer than 50 years, we could be living in a world 
in which inequality has never been as stark or as 
dangerous.”

- The Generosity Crisis

● Only half of US households are donating to charity, 
the worst rate in decades (Lilly School)

● Profit focused technology solutions abandon the 
nonprofit sector during times of economic crisis 
(e.g. Meta, Salesforce, MailChimp)

● Donor retention continues to be in free-fall, with 
18% of donors citing poor communication as the top 
reason they stop giving (Dr. Adrian Sargeant)

We are facing a Generosity Crisis

https://scholarworks.iupui.edu/bitstream/handle/1805/26290/giving-environment210727.pdf?sequence=1&isAllowed=y
https://charitablegiftplanners.org/sites/default/files/sargeant-donor-retention-what-do-we-know-and-what-can-we-do-about-it.pdf


Generosity Experience
Using three simple rules, nonprofits can begin to 
put people first and build a community of 
generosity. 

● Focus on people, not their money 

● Focus on the experience of connecting 
with people

● Use technology to accelerate the 
experience

Connect Marketing, Revenue, and Impact data 
together to best understand the flow of your 
own generosity experiences you’re designing.

Building awareness for your cause is a 

critical first step in the journey that your 

supporters will be taking

Marketing

Tailoring your giving channels to support 

fundraising, membership, ticket sales, and 

more is essential for sustainable growth

Revenue

Report back your progress and build 

ongoing trust with your community

Impact



Offer popular payment 
methods

Website Automatic Receipting

Build the relationship! 
Convey Impact through 
storytelling

What nonprofits are taught about engagement



Offer popular payment 
methods

Website Automatic Receipting

Build the relationship! 
Convey Impact through 
storytelling

What generosity experiences actually look like
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91% 68%
of nonprofits have a website have redesigned their website within the 

last three years

3-5
data sources for fundraising operations



Technology can accelerate the generosity experience:



SMART Goals & Success KPIs



SMART Goals
Make sure to use the SMART approach to your goal setting: Specific, Measurable, Achievable, 
Relevant and Timely. 

For example:

Specific: Raise $1000 dollars by the end of December to support the nature center’s new program.

Measurable: 150 donors raising $1000 between October 17 and December 31 through online donations.

Achievable: Last year, we raised $700 dollars online from 100 donors between November 1 
and December 31, so we expect that by starting a couple weeks early this year, 
we can raise the additional $300 to meet our goal. 

Relevant: Every year, our educational programming updates to make sure people in need in our 
community have access to up to date insights relating to nature, especially during times when 
families may be spending more time indoors.

Timely: October 17 - December 31, 2022.
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Key Performance Indicators
None of these investments matter if you do not prioritize tracking their effectiveness. The following 
are the key metrics your nonprofit should be tracking when optimizing your generosity 
experiences. Your website and CRM will likely have separate reporting areas so keep that in mind!

Donation Page Conversion Rate

Recurring Giving Revenue Projections

Growth In Giving Rate

The number of unique visits to an 
online donation page divided by total 
donations processed by that page. 

Number of recurring donors and 
their aggregate amount of giving 
that comes in on a monthly basis 
multiplied by number of months left 
in the calendar year

The net of gains and losses in 
giving from last year to this year, 
divided by the total value of gifts 
received last year. 

Donor Retention

Total number of donors who gave 
both this year and last year, 
divided by the number of donors 
who gave last year.



Rule #1

Focus on people, not money



Nonprofit Web Design: Storytelling
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Designing a website optimized for generosity 
experiences can seem daunting at first. 

If you break your work into these five steps, it 
will seem slightly less so:

● Create Wireframes

● Write identity-centric copy

● Visual design and consistent branding

● Coding and creating the assets

● Testing internally and externally 



What drives donor behavior?

The donor is not guilted 
into giving but made 
the decision themselves

Autonomous

The donor is made to 
feel that they achieved 
something by donating

Competent

The donor feels part of 
a larger community of 
supporters

Connected



Identity-Centric Audience Development

Personal Identities
(I am smart)

Relational Identities
(Son, Mother, Friend)

Group Identities
(Girl Scouts)

Organizational Identities
(Recurring Donor)

Geographic Identities
(Chicago, IL)

Moral Identity
(I am a kind and 
caring person)



Home Page
Who are you speaking to when 
someone first comes to your site?

● Focus on creating a great hero image 
that ties to your mission

● Write a powerful header to capture 
interest the moment someone visits

● Use subheader copy to establish 
further credibility toward your 
audience, such as explaining more 
clearly what you actually do and who 
you serve
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Donate Button
This small but mighty design 
element will be one of the most 
important choices you make

● Make the button prominent and 
colorful

● Plainly state Donate or Donate Now 
for the button text

● Link directly to your online donation 
page - or better yet, have a lightbox 
form appear!
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Multiple Calls to Action (CTA)
Audience design can help guide 
who you are appealing to

● Go into this process embracing that 
every page should have a CTA

● Make these calls to action clear for 
the audience you are appealing to

● Don’t make every CTA about money, 
embrace a people-centric approach 
as much as possible!

● Design elements can help here, such 
as a rotating carousel of images with 
a CTA included
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Exercise: Audience Segments Starting Point

If you could start with three primary audience 
segments, what would they be?



Rule #2

Focus on the experience of 
connecting with people



When Do Donors Give?

Understanding when donors are 
most likely to give can help you 
send appeals when they’ll be 
most effective and help adjust 
website content as well.

Do you currently track when your 
donors give to your nonprofit?
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When Do Donors Give?
Understanding when your donors give 
during the week will help you time your 
appeals. Check this out:

● Donors are most likely to give 
during the week

● Most transactions are processed in 
the late morning/early afternoon

● Our data revealed that the “golden 
hour” for donations is 11:30 a.m. on 
Thursdays. What’s yours?
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When Do Donors Give?
Adjust website and appeal content 
based on what you know of donors’ 
giving preferences

● Donors are most likely to give on 
weekdays during the early afternoon

● December is an indisputably 
important month of the year for 
fundraisers: continue to focus on 
creating high-quality campaigns for 
the end of the year

● Take advantage of giving days, cause 
awareness days and months, and 
other important giving moments 
throughout the year
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Giving Moment Essentials
We’ve covered how to get a donor ready to give. What is 
going into an optimized donation experience once they are 
ready to actually give?

Brand and Storytelling

Call To Action

Donation Fields

Donation Payments

Does your unique WHY come through in your 
experience? Can people tell it is for your nonprofit?

Are the campaign goals clear when someone visits your 
donation page? 

Are the amounts and information you are asking relevant 
to the donor and the experience you are creating?

Are you offering focused options when giving? Credit 
cards, digital wallets, ACH, and PayPal
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Exercise: The Tootsie Pop Question

How many clicks does it take to get from your home 
page to actually putting down payment information?



Rule #3

Use technology to accelerate the 
experience



Tech can help “dam the demand” for your cause
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How Can Tech Help Accelerate?

Be ready to steward gifts by:

● Review your email automation 
options for when gifts are made

● Video thank you messages 
through email and social media 
can be powerful one to many 
investments

● Review the copy in your printed 
thank you letters to be 
identity-centric

● Never underestimate the power of 
a simple text message thank you
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The Fundraiser’s Guide to 
Welcome Emails

Learn more about welcome email series and 
why they work, then use the included 

templates to create your own!





Exit Page Optimization

Got the gift? The experience is just 
beginning!

● Insert dynamic merge tags to 
reference their name and other 
transaction details

● Add social sharing buttons to give 
the option to spread the love

● Add a further call to action, such 
as a volunteer opportunity
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One to Many Essentials
The purpose of technology is to scale things. Once the 
foundations of building connections are established, then 
the bells and whistles can be properly activated.

Identity-Centric Copy In Receipts

Omnichannel Gratitude

Timing

Personalized Automation

“You are a generous person because of X gift”

Emails, letters, texts, videos, social media all are on the 
table, but what can you be AWESOME at? 

There is a direct correlation between the length of time 
the donor receives meaningful gratitude and their next 
gift to your nonprofit

Review workflow automation options in your tech stack 
to streamline the gratitude process
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Exercise: First 48 Hours

Understand each touchpoint that occurs within 
the first 48 hours of a new gift being made.



Visualize Your Generosity Experience



Questions?
(We have a present for you on the next slide!)



Let’s Keep Learning

Website Optimization Assessment



Thank you, 
NP Tech For Good.


