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Introduction

Stellar customer experiences are profoundly 

meaningful. Customers expect them every 

time they interact with a brand. In fact, 

customers often rate satisfying customer 

experiences higher than they do price  

and product.  

Delivering a top-notch giving experience to 

your donors is just as important.

Why? Donors have the same expectations 

interacting with a nonprofit as with a for-
profit. They expect prompt, personalized 
communications that show genuine 

appreciation. These communications are not 
just a formality but a powerful tool to make 

donors feel valued and connected. Equally as 

important, they expect you to tell them how 

their gift made an impact.

But what about disability  

advocacy nonprofits?
This experience is critical for disability 
advocacy nonprofits, where we must  
deliver both fantastic client experiences 

and donor experiences.

This Donor Experience Report delves 
into the crucial first 30 days of a donor’s 
interaction with disability advocacy 

nonprofits nationwide. This initial phase is 
pivotal as it sets the tone for their future 

engagement and can significantly influence 
their decision to make repeat gifts.
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This detailed analysis covers two primary areas: 
the online donation process and the 30-day donor 
journey following the gift.

This research aims to help you determine how 
you stack up to your peers in your space and 

understand how factors like your donation process, 

gift acknowledgment, and follow-up communications 

influence donor behavior and repeat gifts.

What we researched and why

We reviewed the following areas:

• Was the donor given the opportunity to choose to cover transaction fees?

• Were multiple payment types offered (Google Pay/Apple Pay/Venmo)?

• Was there an option to pay towards a designated fund?

• Was there an option to give as a tribute or memorial?

• Was there an option to join a newsletter or other email communication?

• Did the donor receive a receipt for their donation via email?

• Did the donor receive a personalized or customized donation receipt?

• Did the donor receive a thank you letter in the first 5, 15, and 30 days after their donation?

• Did the donor receive a thank you call after their donation?

• Did the donor receive a personalized thank you email?

• Did the donor receive a newsletter in the first 30 days?

• Did the donor receive an ask to become a recurring donor? 
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Online giving experience

What did the data show?

of disability advocacy nonprofits did NOT 

offer multiple payment options for donors.

of disability advocacy nonprofits did NOT give donors the 

option to pay the transaction fees associated with their gift.

of disability advocacy nonprofits forced the donor to 
pay for transaction fees associated with their gift.

80% 

50% 

30% 

How can we improve the donor’s 

online giving experience? 
The majority of the 50 disability advocacy 
nonprofits in this study had homepages that 
lacked a brightly colored donate button 

and any call to action to give. This is a huge 
missed opportunity. Where, how, and how 

much to give need to be obvious and 

compelling on the homepage. 

A staggering 80% of these organizations 
did not offer multiple payment methods 

(for example, PayPal, Venmo, Apple Pay, 

Google Pay, credit card, and bank transfer). 

Providing a variety of payment options 

is not just a convenience for donors but 

can also potentially increase the amount 

of donations. By limiting payment options, 

disability advocacy nonprofits are leaving 
money on the table and making it harder 

for donors to give. 

In this study, we donated $25 to 50 disability advocacy nonprofits across the US. This study 
examined the giving process and donor interactions across this segment to gain insights to 

improve the donor experience.  

The Arc of Oconee County features a 
brightly colored donate button that stands 

out on its homepage.
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Half of the organizations in this study didn’t 
give donors the option to pay processing 

fees. Offering this option is not just a 
matter of convenience for donors, but it 

can also enhance their giving experience. 

All charities should provide donors with the 

option to pay the transaction fee if they 

wish to do so. Not doing so is a missed 

opportunity since over half of donors opt 

to cover the fee, and some platforms report 

this happening 65–92% of the time. This can 
potentially increase revenue. 

A surprising 30% of the disability advocacy 
organizations in this study made paying the 
fees associated with the donation mandatory. 

To avoid any backlash, make it optional. 
Include a rationale for how this helps you 

save on administrative costs and increases 

the impact of their gift. For example: “Make 
my gift go further by adding 3% to cover 
processing fees” or “If you opt to cover this 
small transaction fee, you’ll be helping make 
an even bigger impact.”

The Arc of Oconee 
County has done a 

great job pre-filling 
a suggested giving 

amount on their 

donation form.

https://bloomerang.co/blog/ask-an-expert-should-we-ask-donors-to-cover-donation-processing-fees/
https://fundraiseup.com/blog/real-impact-donors-cover-fees/#:~:text=With%20our%20data%2Ddriven%20approach,revenue%20for%20your%20good%20cause.


Gift designations 

of disability advocacy nonprofits did NOT give 
donors the option to contribute to a specific fund.

of disability advocacy nonprofits did NOT offer donors 
the option to make a memorial or tribute donation.

76% 

48% 

What are gift designations, and which ones are important?   
A gift designation enables a donor to give to a specific fund or give in honor or memory of someone.

Not offering a list of fund options is perfectly acceptable. It’s human nature to believe that the more 
options we offer people, the better. However, being presented with lots of options and forcing a 

choice can easily overwhelm a donor and result in them abandoning the donation process.  

As long as you have a clear and compelling case for support on your donation form, you needn’t 
complicate or add clutter with a dropdown of multiple fund designations—most of which your donor  

is not familiar with and which could (a) confuse them and (b) make them abandon the donation process.

This screenshot shows an example of offering donors too many fund choices at checkout. Too 
many options distract your donor and reduce gift conversion. This donation page also lacks any 
automation with memorial and tribute gifts; as noted in the description, the donor has to go back 

to their email and send a separate communication to let the development department know who 

they’re honoring. 

The 24 different fund 
designations at this 

nonprofit can quickly 
overwhelm and confuse 

potential donors.  

Too many options 

distract visitors and 

reduce conversions.
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The most popular gift designation is 
memorial or tribute gifts. This is a must-have 
for nonprofits in the disability advocacy 
space since friends and family of a loved 

one with disabilities would naturally want 

to give in their honor. Equally important is 

offering memorial giving since disability 

advocacy organizations serve a population 
with a lower life expectancy than the 

general population and may have many 

prospects who want to give in memory of 

their loved ones.  

The right way to do tributes  

and memorials

When someone opts to donate in honor or 

in memory of someone else, your platform 

should prompt them to fill out the honoree’s 
information so that the donor can properly 

and promptly recognize them, as shown in 
the Arc of the Upper Valley’s donation form.

This form asks if the gift is a tribute  
or memorial.

Next, it asks if the donor would like to  

notify the recipient.  

Then, it invites the donor to write a note 
and ask for the recipient’s mailing address 
and email to ensure they can forward the 

message to the recipient.  

Offering donors the ability to make 
memorial or tribute gifts requires a  

platform that prompts donors to share  

their information so you can properly 

recognize them. The Arc of the Upper Valley’s 
donation form makes it easy for 

donors to make an honorary or 

tribute donation.
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Invite donors to receive more 
communications from you 

of disability advocacy organizations did NOT offer donors the 

option to receive further communications from them at checkout.88% 

If you add an opt-in box for future 

communications on your donation form, 

make sure that it displays after the donor 

made their gift and offers value to the 

donor. Signing up to “receive a monthly 
newsletter” is not as enticing as “click here 
to get exclusive offers and special invites” 

or “click here to stay updated on all the 
ways your gift is making a difference.” If 

the donor doesn’t elect to sign up after 
making their gift, entice them to sign up in 

your thank you email.

Do I really need to ask permission 

to email them in my donation form? 
When donors make donations and share 

their email addresses on your form, the 

CAN-SPAM guidelines allow you to email 

them. (Yes, you can email them even if you 

did not expressly state that you would 

email them when they filled out your form.)

As a fundraising consultant, I advise 

leaving out the question of receiving future 

emails from your donation form. 

Why? For starters, you want to streamline 

the process for donors to make a gift, 

and any non-critical fields can slow them 
down or, in the worst case, lead them to 

abandon the check-out process.  

Secondly, I want your donors to receive a 

prompt, meaningful, and personal thank you 

from you. If that comes through email, asking for 

their opt-in and having them decline to grant it 

could jeopardize that. 

The Arc of Knox County did ask, 
and they did a good job asking this 

question after the donor had already 

done the most essential thing—

completing their gift.

https://www.ftc.gov/business-guidance/resources/can-spam-act-compliance-guide-business
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How should I invite donors to sign up to hear from me?
Give everyone—donors included—frequent and compelling reasons to give you their email 

addresses. Consider how you might entice them with an item of value, content they want, or 

take an action like a pledge.

Here are some ideas for items of value that website visitors could 

download that are specific to disability advocacy organizations:

• Guide to accessible activities in your community.

• Transition planning toolkit to help individuals with intellectual disabilities and 
their families navigate major life transitions by sharing advice on transitioning from 
school to adulthood or moving to a new living environment.

• Assistive technology resources that compiles a list of assistive technology tools to 
support individuals with intellectual disabilities.

• Inclusive recipe collection that solicits favorite easy-to-follow recipes from clients. 

• Advocacy starter kit that provides an introduction for individuals and families 
interested in advocacy. It could include tips for self-advocacy, advice on 
communicating with policymakers, and resources for getting involved in disability 
rights campaigns.
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Saying thanks

of the disability advocacy organizations in 
this study sent a thank you email receipt.

made an actual phone call to thank the donor.

did NOT personalize their email thank you receipt.

did NOT follow up with a mailed thank you letter.

100% 

2% 

68% 

80% 

An immediate email gift acknowledgment 

is essential; it informs the donor you 

received their gift. However, it doesn’t tell 
the donor how their gift made a difference. 

Research on donor behavior tells us that the 

communications content that most influences 
whether a donor gives again is knowing the 

results achieved by their gift.

Therefore, it’s not enough to simply thank a 
donor; we must report back to tell them how 

their gift made a meaningful impact.  

80% didn’t follow up with a mailed thank you 
letter, and 68% of the thank you emails had no 
personalization. Those donors are unlikely to 
give again.  

When you consider that just 23% of new 
donors will make a second gift—and for donors 

giving less than $100, that rate drops to 18%—
you can see how following up with donors 

to tell them how their gift made a difference 

makes a significant impact on your bottom line.    

This is a missed opportunity to make donors 
feel like the heroes they are for helping people 

with intellectual disabilities.  

The bright spot in this study is that one 
disability advocacy organization was thoughtful 
enough to call its donors to thank them.
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Since donors making a second gift to an organization are 60% more likely to give another gift, I 
recommend you craft a new donor honeymoon for the first 90 days to show your appreciation and 
how their gift made a difference with personal touches before you make another ask.  

Here’s a timeline you can use to get started that’s loaded with personal touches to show you care and 
opportunities to learn more about your new donor—from a quick donor survey to an invite for a tour.

Keep in mind—the invitation is the cultivation. Even if your new donor doesn’t come for a 
tour—and even if they don’t answer your call and you have to leave a thank you voicemail 
message—it still makes an impact.

Picking up the phone to thank a new donor within 48 hours of their gift increased the odds 
of them giving again by 400%.

Who doesn’t want donors who are four times as likely to give to you again?

Recommended donor 
appreciation timeline

New donor cultivation timeline (first 90 days)

Send a signed thank you 
letter from the CEO or ED 
(bonus if it’s handwritten!).

Research shows 
improved retention 
rates when you call 
a new donor within 

48 hours.

Inform your donor 
about the impact of 
their gift; make it 

personal and share 
a story from  

your organization!

Have a staff member 
or volunteer call 
your donor and 
tell them what a 
difference they  

are making.

Allow your donor to 
see your operations 
firsthand, and give 

yourself an opportunity 
to share more about  

your mission.

If you send a monthly newsletter, they 
should receive 2–3 in the first 90 days.

https://fano.org/how-quickly-should-you-thank-a-new-donor/


Disability Advocacy Nonprofits Donor Experience Report 13bloomerang.com

Summary

Sadly, this study revealed that most Disability Advocacy organizations aren’t giving 
donors a meaningful welcome, thank you, and follow-up communications that let the 

donor feel the impact they are making.  

The good news for any Disability Advocacy organization reading this report is that you 
can quickly implement a new donor cultivation timeline to change all that!  

The opportunity to surprise and delight donors simply by saying thank you is easier to 
put in place than you might think.
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