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This presentation contains forward-looking statements about the Company’s financial and operating results, which may include expected GAAP and non-GAAP financial 
and other operating and non-operating results, including revenue, net income, earnings per share, operating cash flow growth, operating margin improvement, expected 
revenue growth, expected current remaining performance obligation growth, expected tax rates, stock-based compensation expenses, amortization of purchased 
intangibles, shares outstanding, market growth, environmental, social and governance goals, expected capital allocation, including mergers and acquisitions, capital 
expenditures and other investments, expectations regarding closing contemplated acquisitions and contributions from acquired companies. The achievement or success 
of the matters covered by such forward-looking statements involves risks, uncertainties and assumptions. If any such risks or uncertainties materialize or if any of the 
assumptions prove incorrect, the Company’s results could differ materially from the results expressed or implied by the forward-looking statements it makes. The risks and 
uncertainties referred to above include those factors discussed in Salesforce’s reports filed from time to time with the Securities and Exchange Commission, including, but 
not limited to: risks associated with our ability to successfully integrate Slack Technologies, Inc.’s operations; our ability to realize the anticipated benefits of the Slack 
Technologies, Inc. transaction; the impact of Slack Technologies, Inc.’s business model on our ability to forecast revenue results; disruption from the transaction making it 
more difficult to maintain business and operational relationships; the impact of, and actions we may take in response to, the COVID-19 pandemic, related public health 
measures and resulting economic downturn and market volatility; our ability to maintain service performance and security levels meeting the expectations of our 
customers, and the resources and costs required to avoid unanticipated downtime and prevent, detect and remediate performance degradation and security breaches; 
our ability to secure and costs related to data center capacity and other infrastructure provided by third parties; our reliance on third-party hardware, software and platform 
providers; the effect of evolving domestic and foreign government regulations, including those related to the provision of services on the Internet, those related to 
accessing the Internet, and those addressing data privacy; current and potential litigation involving us or our industry, including litigation involving acquired entities such 
as Tableau; regulatory developments and regulatory investigations involving us or affecting our industry; our ability to successfully introduce new services and product 
features, including any efforts to expand our services beyond the CRM market; the success of our strategy of acquiring or making investments in complementary 
businesses and strategic partnerships; our ability to compete in the market in which we participate; the success of our business strategy and our plan to build our 
business; our ability to execute our business plans; our ability to continue to grow unearned revenue and remaining performance obligation; the pace of change and 
innovation in enterprise cloud computing services; the seasonal nature of our sales cycles; our ability to limit customer attrition and costs related to those efforts; the 
success of our international expansion strategy; the demands on our personnel and infrastructure resulting from significant growth in our customer base and operations; 
our dependency on the development and maintenance of the infrastructure of the Internet; our real estate and office facilities strategy and related costs and uncertainties; 
fluctuations in, and our ability to predict, our operating results and cash flows; the variability in our results arising from the accounting for term license revenue products; 
the performance and fair value of our investments in complementary businesses through our strategic investment portfolio; our ability to protect our intellectual property 
rights; our ability to develop our brands; the valuation of our deferred tax assets and the release of related valuation allowances; uncertainties regarding our tax obligations 
in connection with potential jurisdictional transfers of intellectual property; uncertainties regarding the effect of general economic conditions; and risks related to our debt 
and lease obligations.
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INSTRUCTIONS ON REPLACING IMAGES:

To fit an image into a round shape in (like 
the sample customer logo you see on this 
slide), follow these steps:

1. Download or screenshot the logo or 
image you would like to use and save to 
your downloads or desktop
2. Click the image you want to mask
3. Right Click and select “Replace Image” 
4. Select the Image you want from your 
desktop or downloads



We are

We are a social impact centre of Salesforce 
focused on partnering with the global 
community to tackle the world’s biggest 
problems.



Today’s 
Agenda

● Speaker Introductions (5mins)

● Global Fundraising Scorecard Highlights (20mins)

● Panel Discussion: Best practices to reduce online 

friction (15mins)

● Q&A (15mins)



Today’s presenters



Global Fundraising 
Scorecard Highlights
Top 5 tips for better online 
fundraising results.



About the study

630 Organisations
585 Donations
9 Countries



About the study



Our goal today...

To give you some ideas on how you 
can optimise your digital fundraising 
– drawing from case studies and 
tests across the world.



Tip 1
Regular test your forms, 
integrations & systems



What percentage of 
donation forms do you 
think failed when we 
tested them?

We could not complete 
donations 

20% of the time.



Mexico and Brazil brought down the global average considerably

Donation completion status by country



● We had a 92% completion rate for donations
● That’s still 1 in 10 donations failing
● In Australia, our donations failed 9% of the time.

Donation completion status by country



How good were the
follow-up emails?

17% did not email the 
donor within 90 days of a 

donation.



Make sure you 
regularly test 
your donation 

forms, and make 
sure they work.

Monitor the 
failure rates, and 

the uptime of 
your payment 

gateway.

Then start to  
build and 

optimise your 
onboarding 

journey flows.

This is an easy win!



Tip 2
Provide a clear reason to 
give on your donate page



● Only 40% Australian 
organisations had a strong 
value proposition.

● Less than 25% had one in 
France and Germany.

Do they have a strong value proposition?



Which are you most likely 
to give to?



OPTION A

Your donation will help 
Red Cross support the 

most vulnerable people in 
our local communities, 

here in Australia and 
across the Asia Pacific.

OPTION B

We are 100% funded by 
our supporters. To stay 

independent, Greenpeace 
doesn't accept any money 
from corporations or the 

government. We rely 
entirely on people like you. 
That’s why your donation is 

so important, it literally 
powers every campaign we 

work on.

OPTION C

Thank you for your kind 
gift. Our doctors are on the 

ground in places like 
Afghanistan, South Sudan 

and Yemen. They need 
your help to provide 
emergency medical 

assistance, wherever they 
are.

Which are you more likely to give to?



OPTION A

Your donation will help 
Red Cross support the 

most vulnerable people in 
our local communities, 

here in Australia and 
across the Asia Pacific.

OPTION B

We are 100% funded by 
our supporters. To stay 

independent, Greenpeace 
doesn't accept any money 
from corporations or the 

government. We rely 
entirely on people like you. 
That’s why your donation is 

so important, it literally 
powers every campaign we 

work on.

OPTION C

Thank you for your kind 
gift. Our doctors are on the 

ground in places like 
Afghanistan, South Sudan 

and Yemen. They need 
your help to provide 
emergency medical 

assistance, wherever they 
are.

Weak
Fairly 

StrongWeak



Examples
A B



Examples
A B

Quite 
StrongQuite 

Strong





Experiment: adding a clear value proposition

A B



Experiment: adding a clear value proposition

150%
in donations

A B



● Only 40% Australian 
organisations had a strong 
value proposition.

● Less than 25% had one in 
France and Germany.

Do they have a strong value proposition?



What is the #1 reason 
you’re missing
potential donations on 
your website?

Friction
The psychological resistance 
that your visitors experience 
when trying to complete an 

action. 

Friction is a conversion killer…



Tip 3
Remove unnecessary form fields, 
distractions and steps



A simple example

CONTROL



A simple example

CONTROL

TREATMENT



A simple example

CONTROL

TREATMENT



A simple example

CONTROL

TREATMENT

340%
In Revenue

87%
In Average Gift

135%
In Donations

+

=



● Over half of Australian 
organisation (53%) had 
other CTA’s (besides donate) 
on their donation page.

● Let’s drop them! You’ll see 
your conversion rates 
improve.

Are there other calls-to-action 
(besides ‘donate’) present on the page?



Example: CTA distractions

A B



Tip 4
Focus more on regular giving 
with easy ways to give



How can you improve 
the online giving 
experience for regular 
givers?

1. Make sure you accept 
regular gifts on your 
main donation page

2. Give the reason as to 
why someone should 
make a recurring gift



● Australia sat around 26% 
with the option to give 
regularly and a reason for 
giving

● Example:

Do you have a specific monthly giving 
value proposition?



Communicate the impact a regular gift can 
make to increase conversion

What % increase do you feel the impact note had? 

A

B



Communicate the impact a regular gift can 
make to increase conversion

A

B

48.4%
in NEW recurring donors



● Just over half of all 
organisations globally 
default to a one-time 
donation. 

● Australia sat around 68%.

Test regular giving as the default option



“Status Quo Bias”
A psychological insight that shows 
we will stick to a pre-specified 
course of action laid out for us 
(like a default selection).



Communicate the impact a regular gift can 
make to increase conversion

What % increase do you feel this had on regular givers?

CHECK BOX TABBED LAYOUT
BA



Communicate the impact a regular gift can 
make to increase conversion

CHECK BOX TABBED LAYOUT
BA

367%
in recurring gifts



Suggest bigger gift arrays with lower amounts

$15 lowest gift 
across 3 options

$10 lowest gift 
across 5 options

B

125.5%
in recurring donors

A

N.b. – No difference in average gift
Most common Australia minimum/maximum arrays - $25/$200



Tip 5
Cultivation – send more cultivation 
emails in the first 14 days (and in 
the future)



Why is 14-day cultivation so important?

People are likely to make a 2nd gift or regular gift sooner 
than you might think.

The frequency of a second gift.



● On average, just 1.4 emails 
sent to subscribers and 1.8 
emails sent to donors within 
the first 14 days in Australia.

● United States and Brazil 
leading the way with 
frequency.

Number of emails in the first 14 days after a 
signup/donation



How to build a 14 day + subscriber 
welcome series



How to build more emails in the first 60 days

Move to smaller, more frequent & 
snackable updates

EDM 1

EDM 2

EDM 3

EDM 4

EDM 5



Bonus Tip
To brand, or not to brand, your 
emails?



Will removing design elements in a 
fundraising email increase response?

A B



Will removing design elements in a 
fundraising email increase response?

A B

80.3%
Clicks

112.5%
Donations



5 tips for better online fundraising results

1. Regularly test your forms, integrations and systems

2. Provide a clear reason to give on your donation page (IE: a strong proposition)

3. Remove unnecessary form fields, distractions and steps from your donation form

4. Focus on regular giving: make it easy to give a monthly gift + provide a reason why

5. Send more cultivation emails in the first 14 days (and beyond)



Panel Discussion
Best practices to reduce 
online friction



Q&A
Please submit your 
questions in the Q&A 
window.



Final thoughts
Thank you for joining us



Footnote

The Global Online 
Fundraising Scorecard

A Mystery Donors look at 
the Online Giving 
experience.

Download your copy from 
https://globalonlinefundraising.com

https://communitydirectors.com.au/research/covid19-community-sector-impact-survey



