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Strength:
Storytelling

Weakness:
Breakfast tacos



Poll: 
If your website were an employee, 

how well would it be doing its job?



▪ Establish goals and strategize solutions
▪ Develop compelling content
▪ Understand what makes for a better user experience
▪ Make quick website fixes that result in immediate 

improvements
▪ Raise more money!

By the End, You’ll Be Able to:



State of the Union
Where we’re winning:
▪ Mobile: We’re collecting 

donations on mobile, but it’s not 
always as easy as desktop

▪ Why: We’re sharing why we exist
▪ Sustaining: Most are offering 

monthly donation options
▪ Suggesting: We’re offering 

donation amounts



State of the Union
Where we struggle:
▪ Accounts: Don’t make me create an 

account!
▪ Nudges: Few are using psychology 

to further our fundraising
▪ Segmentation: Not collecting data 

about our audiences
▪ Thank you pages: We’re not taking 

advantage of our thank you pages



Start with Strategy



Strategy is the making of an 
integrated set of choices. 



Let the Heart Lead



Why Should They Care?
▪ A mission-centric message must be woven into your 

website’s DNA
▪ Again, think of all the ways your users will discover you
▪ Put your mission-centric content first
▪ Tell the stories your users want to hear



Creating Compelling Content
Focus on your visitors’ top questions:

▪ What does this org do? 
• Show who you are and whom you serve immediately

▪ How are you making change? 
• Include a statement on the impact of your work

▪ How can I take action?



Create clear goals 
for each page



Start with Goals
▪ What are you trying to accomplish with the site?

• This becomes your main Call To Action (CTA)
▪ Get early buy-in from all stakeholders
▪ Document your goals and how you’ll measure them



Awareness as a Goal
▪ If the job of your website is to raise awareness, that 

happens outside of your website. 
• Ads, digital marketing, SEO are activities that drive 

new awareness and visits to your website. 
• A new site typically doesn’t drive awareness. 

▪ You want to drive awareness so that ____ can happen. 



Have Clear Goals for Each Page
▪ A website is a collection of goals – both overall and for 

each page
▪ What are you trying to accomplish with this page?

• This becomes your main Call To Action (CTA)
▪ Be sure to speak with owners of that page/section



ID Page Name Purpose of 
the Page

Ideal User Actions Audience 
(by Priority)

1.0 Join Make the case for 
membership

Sign up to become a 
member

General prospects

1.1 Advocacy Showcase advocacy 
work

Learn more about 
advocacy issues

Members
General prospects

3.0 Education Feature available 
professional devel. 
programs

Review all 
educational 
events/trainings

Members
General prospects

3.1 Indiv. Education 
Event/Training

Share learning 
objectives

Sign up for event Members
General prospects

ID Page Name Purpose of 
the Page

Ideal User Actions Audience 
(by Priority)

1.0 Make the case for 
membership

Sign up to become a 
member

General prospects

1.1 Advocacy Showcase advocacy 
work

Learn more about 
advocacy issues

Members
General prospects

3.0 Education Feature available 
professional devel. 
programs

Review all 
educational 
events/trainings

Members
General prospects

Have Clear Goals for Each Page

Website Content Audit Template: mightycitizen.com/insights



Several Types of Users to Consider
Who are your users?
▪ Donors/Funders/Sponsors
▪ Volunteers
▪ Clients
▪ Partners
▪ New users
▪ Returning users



New Users AND Returning Users
▪ How will you bring new users to your site?

• Consider all the ways they’ll discover you
▪ How will you keep existing users returning?



Understanding the User Journey



Users Should Navigate with Ease
▪ Also known as cognitive ease
▪ Success or failure often depends on the ease with which 

visitors can navigate your site
▪ Your job is to sacrifice for the greater good
▪ Make the journey pathways clear
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Search Engine Optimization Is a Must
▪ SEO is essential for getting your target audience to your site
▪ Best to plan for SEO in the Strategy phase

• Keyword research
• Keyword selection
• Most importantly = good optimized content

▪ Moz.com



Accessibility Is a Must
▪ 60 million in the U.S. have a disability
▪ How will your website work for those with disabilities?

• Thoughtful page structure
• Alt-tags
• Visual contrast

▪ Accessibility Resources for Mission-Driven Organizations



I’ll show you a few webpages.

You’ll tell me the primary goal of the site.

Let’s play “What’s the goal?”









Craft a great 
hero message



Crafting Hero Messages
▪ A hero message is a short, intriguing statement that captures 

the essence of what your organization does
▪ Be simple, compact, and concrete
▪ Don’t get too flowery with it









Carousels/sliders? Nope!
▪ They lessen the emotional impact of your home page’s 

hero message
▪ Often feels like clutter
▪ Metrics: Click throughs generally drop off a cliff after the 

first one



Home Page Essentials 
1. Hero message
2. Obvious calls-to-action

• Every department wants real estate, but the main 
CTA should represent the overall driving goal 

3. Clear contact information
4. Impact information
5. Social proof (testimonials, 3rd party endorsements, etc)



Home Page Essentials 
For donors whose browsing session lasts between 10 and 35 
seconds before viewing the donation form, the conversion 
rate peaks at 35%.



Get your form 
buttoned up



Your Forms Are Critical
▪ Connect your organization to your donors’ money.
▪ Keep it as simple as possible.
▪ Notice what the private sector is doing.
▪ Keep research questions separate from the information 

you need for someone to donate, become a member, 
or renew. 



Your Forms Are Critical
Keep it as simple as possible



Your Forms Are Critical
Consider multi-step forms for better tracking



Your Forms Are Critical
Consider multi-step forms for better tracking



Your Forms Are Critical
Include nudges



Your Forms Are Critical
Use AI

Suggested Amounts
● Based on 100+ data 

points
● AI learns donor behavior 

over time
● Over time, builds 

personas to help 
determine what 
amounts should be 
shown to lookalike 
donors



Your Forms Are Critical
Use AI

Recurring upsells
● 300% growth in 

recurring donor 
acquisition rates

● Amounts shown are 
calculated using machine 
learning

● Psychological cues 
including color and 
iconography are used to 
encourage donors to give 
the highest recurring 
amount



Your Forms Are Critical
Use AI

Cover costs
● 92% of donors cover all 

costs
● Layout and design has 

been heavily A/B tested
● Psychological cues 

including color and 
iconography are used to 
encourage donors to 
cover costs



Your Forms Are Critical
A/B testing leads to constant improvement



Put your confirmation 
pages to work



▪ Your customers are happiest in this moment.
▪ Encourage them to explore more content.
▪ Ask for additional data.

Don’t miss an opportunity



Put Your Thank You Page to Work 





Give them a one-stop source



So, what can we do TODAY 
to improve our website? 



Give your site 
the 5 second test



Give It the 5-Second Test
Does it pass the 5-second test:
▪ Why does the organization exist?
▪ How do they impact the world? 
▪ How can I take action?



Why? Impact? Action?



Give It the 5-Second Test
▪ Why does the org exist?
▪ How do they impact the world? 
▪ How can I take action?



Why? Impact? Action?



Give Your Site the 5-Second Test
▪ Show the page for 5 seconds.
▪ Cover up the page and have them write down what they 

remember.
▪ Do they articulate whom the organization serves and how 

they can participate?
▪ You can also ask them any other questions in those 5 

seconds. Ex: what org is the website for? What are our 
brand colors? How did you feel about the photos you saw?



▪ Make phone numbers tappable on mobile
▪ Include descriptive links for those with disabilities
▪ Move social icons to the footer
▪ Simplify your donation form 

• Ex. don’t require a phone number
• Ex. Is a mailing address required?

▪ Improve your thank you page

Quick and Easy Updates



The Mighty GPS
• An overall marketing maturity 

score and stage for your 
organization.

• Scores across six categories to 
identify areas of strength and 
opportunities for improvement.

• A customized report with next 
steps for each category to help 
you move into the next stage of 
marketing maturity.

A 10-minute self-assessment to 
measure your organization’s 
marketing maturity.

Get started at: 
themightygps.com



Recap
Start with strategy
▪ What are your goals, who has buy-in, how you’ll 

measure?
Let the heart lead
▪ People don’t take action unless you make them care

Keep it moving
▪ Smart, iterative improvements lead to engagement



Thank you!
Get the Slides and a 
Website Evaluation Kit:
mightycitizen.com/iteration

Bonus tools and templates:
mightycitizen.com/insights

http://mightycitizen.com/iteration
http://mightycitizen.com/insights

