OWN-WEBSITE PLAYBOOK

Turn Your Own Website Into
a Donation Engine

No platform fees, no platform limits — but no built-in traction either.
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01 /05 OWN-WEBSITE PLAYBOOK

The Gap Between Your Site and Your Donation Page

The problem usually isn’t your cause — it’s everything in between.

THE UNCOMFORTABLE BENCHMARK

On average, only about 1% of nonprofit website visitors ever become donors. But once someone reaches a donation page, conversion jumps to
roughly 12-22% — top-performing pages hit 28%.

@ Audit your donor journey: track where visitors actually go after landing on your homepage
@ If they’re not reaching the donation page, that’s a navigation/messaging problem — not a conversion problem yet

@ Meet donors where they already are: floating donate buttons, embedded forms, and contextual prompts
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01 /05 OWN-WEBSITE PLAYBOOK

What Actually Moves The Conversion Number

The levers that matter, in order of leverage.

Fewer form fields Every extra field is a chance to abandon — ask only what’s needed
One-tap mobile payment Mobile pages built for mobile convert ~7% faster than desktop, not slower
Impact statements on the form “S75 feeds a family for two weeks” outperforms a bare dollar figure

Real photos, not stock Content with relevant visuals sees roughly 94% higher view rates

SEGMENT BEFORE YOU PERSONALISE

Past donors need less convincing than first-time visitors. Personalise a returning donor’s page with their name or a suggested amount based on giving
history; a first-time visitor needs the full trust-building story instead.
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META ADS PLAYBOOK
Amplify With Meta Ads — Full Control, No Workarounds

Your own domain is the only channel where you control tracking end-to-end.

THE ADVANTAGE

Unlike GoFundMe (no pixel on consumer pages) or third-party platforms, your own site lets you install the Meta Pixel and Conversions API directly, fire
value-based events on every gift, and build a real thank-you page for tracking — nothing borrowed, nothing capped.

@ Install Meta Pixel + Conversions APl before any ad spend, firing a Purchase event with donation value
@ Add a second custom event for recurring sign-ups — this is what you scale toward, not one-time gifts

@ Build a real thank-you page so it can be used as a conversion destination and retargeting exclusion

N I

Sales / Conversion Average gift under ~$40, page fires a value event
Leads (Instant Form) Recurring or major-gift pledges, needs follow-up
Traffic Almost never — remarketing only
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Audience Structure & Creative Rules

Full control means the standard three-tier stack works at its best.

AUDIENCE STRUCTURE

Donor Lookalike - 60% Warm / Site Visitors - 25% Cold - 15%

@ Lookalikes built from your own recurring-donor list beat lookalikes of one-time donors by roughly 2.4x on retention to month two
@ Retarget anyone who visited the donate page without converting — the highest-intent audience you have

@ Always exclude current recurring donors from acquisition ad sets; refresh the suppression list monthly

CREATIVE RULES

ONE ASK PROOF OVER PAIN RECURRING GETS ITS OWN AD

One beneficiary, one outcome, one dollar figure per Post-intervention proof outperforms pre-intervention

Never retarget a one-off ad with a monthly ask.
ad. misery by ~1.6x. g i y
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03 /05 CONVERSION & PSYCHOLOGY

The Donation Form Is Where Money Is Won or Lost

Traffic gets people to the page. What’s on the page decides whether they give.

Matching gifts Mention of a match lifts response rates ~71% and average gift size ~¥51%. Reveal it before the ask.
Progress bar / counter “We’re at $3,750 of $5,000 by Friday” — real numbers, real deadline, visible on the form.

Social proof “Join 40 others who've given this month” — honest numbers beat inflated ones.

Suggested amounts Pre-selected tiers with the middle option highlighted outperform an empty field.

Monthly toggle default Testing monthly as the pre-selected option is one of the highest-leverage tests available.
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CONVERSION & PSYCHOLOGY
Reduce Friction, Field By Field

Every step between click and confirmation is a chance to lose someone.

@ Cut every form field that isn’t strictly required to process the gift @ Test a single-page checkout against a multi-step one for your audience
@ Offer digital wallets (Apple Pay / Google Pay) for true one-tap giving @ Make sure the page loads fast — slow pages lose donors before the form renders

@ Show trust signals near the payment field — security badges, tax-deductible status @ Don’t force account creation before someone can give

TEST, DON’T GUESS

Example: “Donate S75” vs. “S75 provides food for a family of six for two weeks” — measure which produces more completed donations, not which sounds
better in a meeting.
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04 / 05 CAMPAIGN HEALTH CHECK

Is Your Website Leaving Money on the Table?

Score your own donation page against the patterns from pages 1-3.

Donate access
Form length
Mobile experience
Amount framing
Recurring default
Tracking

Segmentation

Website Donation Playbook

Floating button / embedded form
Minimal fields, one-page checkout
One-tap wallet payment, fast load
Suggested tiers with impact statements
Monthly option tested as real choice
Pixel + Conversions API firing correctly

Returning donors see a different journey

Donate link buried in a menu

Long multi-step form

Desktop-first design, clunky on mobile
Blank “enter amount” field

Monthly buried as afterthought

No tracking, or page-views only

Every visitor sees the same page

Grownex

- Page 4 — Diagnostic



CAMPAIGN HEALTH CHECK
Quick Self-Score

Most underperforming pages are missing 3—4 of these, not all of them.

0-2 gaps 3-4 gaps 5+ gaps

Strong donation page Meaningful money left on the table Underperforming its potential

WHY THIS MATTERS

The gap between a 12% and a 28% donation-page conversion rate isn’t a bigger budget — it’s fixing the handful of structural issues on this list.
Most in-house teams know this in theory but rarely have the hours to actually implement and test it.
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woRK Wit us
Want This Done For Your Website?

Grownex helps charities turn their own website into a real donation engine.

WHAT A WEBSITE AUDIT COVERS

. Full donor-journey audit — where visitors actually drop off . Meta Pixel / Conversions API set up correctly, once

. Donation form rebuild — fewer fields, mobile wallet, impact framing . Meta Ads structured properly — objective, audience stack, creative
. Suggested-amount tiers and monthly-default testing . Donor segmentation for returning vs. first-time visitors

. Trust-signal and copy review against what actually converts . A/B test plan so decisions are based on data, not opinion
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WORK WITH US
Book Your Free Website Audit

No obligation — just a straight look at what's working and what's not.

Free 15-Minute Website Audit

Send us your donation page link. We’ll walk through this exact checklist against your site and tell you — plainly — what’s working, what’s
costing you donors, and where your conversion rate could realistically land.

Prepared by Grownex Team
Email info@grownex.com.au

Website WWW.grownex.com.au

WHY THIS GUIDE, AND WHY US

This guide exists because most charity websites treat the donation page as an afterthought — a form bolted onto the site, not designed as its own conversion
asset. We work specifically with charities and community organisations, combining conversion strategy with hands-on Meta Ads and analytics execution.
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