


1. Topline metrics to obsess about
2. Benchmarks
3. Strategies to improve your KPI’s
4. Q&A

Agenda



Session Aims:

● Performance benchmarks and insights
● Ways to remove friction points across the user 

experience
● Tools to acquire and activate more pages
● Ways to evaluate and how to raise more per page
● Solutions to build loyalty for the long run

We hope you take away



Funraisin is a full service 
digital agency and digital 
fundraising platform.

Team of 85+ worldwide (30 in UK-EU)

5000+ campaigns & events each year

Raised over 1.5 billion since launch 

We are an all in one fundraising 
platform with developer tools

Every charity has their own dedicated 
platform (not sharing templates or 
databases)

100% fully charity branded



Events DIY Appeals

Assets Leaderboards Rewards

Corporate In Memory In Celebration

Raffles Live streaming Ticketing

Matched giving
Facebook 

Fundraising+ Shop Fitness Apps Brand sites Gamification

The platform



Total Amount Raised

What you focus on

We obsess about Three Key Levers:

1. Activated pages 2. Number of Gifts 3. Value of Gifts

Increase the number of 
Activated Fundraising 
Pages

Increase Number of 
Donations, Raffle 
Tickets, Merchandise 
and all transactions

Increase Average 
Transaction amount



Let’s take a traditional 
funnel and benchmarks



£28

£65,856

1,000

490

294

Benchmarks - Unoptimised

8% of site/ad 
traffic/impressions 

acquired

70% Reg converted

60% Activation rate

Average Page

Amount raised

12,500

£224

700

70% page creation rate

More biased to raise with extra click

No of page Donations

Average Gift Donation £

88



£30

£243,000

1,500

1,350

810

Benchmarks - Optimised

12% of site/ad 
traffic/impressions 

acquired

90% Reg converted

60% Activation rate

Average Page

Amount raised

12,500

£300

1,350

100% page creation rate

No of page Donations

Average Donation £

10

Over 3 x more 🙌



Paul’s Polls



How?

We will show you 🔥
Reduce friction points in the acquisition and registration conversion flow 

Create and activate more pages

Get more donations per page

Increase the average donation 



Acquisition and 
conversion



Acquisition and Conversion
Interacting with and/or completing registration

Problem & friction point Tactic

● Registration drop off - 1st Step ● Personalised Acquisition Page

● Remove Account Creation / Guest

● Ask data later on in Next Steps or Dashboard/Webform

● Dedicated Mobile- Facebook & Social Flows (90 second rule)

● Incomplete messaging sequence

● Registration drop off - Step 2/3 ● Step and Field Labelling

● Take out one element/field at a time

● Cost of acquisition ● Invite & Challenge a Friend

● Short URLS to track best channel

● Review Best time day and time people are signing up



On average, each additional question 
can reduce conversion by 2%

Refined 
registration flows



Invite others
● No cost per acquisition as the 

supporters are doing that for you
● High quality fundraisers
● Raise more
● And…it is free! 

Are referred by family and friends
24%



Page activation



Activating Pages
Problem & friction point Tactic

● Activation time Lag ● Facebook Fundraising CTA and set up messaging triggers

● Create Self Donation in the reg flow, Targets, or personalisation

● Personalise page from reg and emails (Dear Paul and Pooch)

● Integrate SMS trigger

● Page Tour

● Not Engaging with Fundraising 

Page

● Join Facebook group CTA to drive nudges & Community

● Exclusive Content & Partner Offers

● Personalised website message banner to “check page out” 

● Random acts of kindness - giving day

● Connected Fitness App with broadcast features

● Review Page Engagement Data and Filter personalised behavioural 

comms/inc SMS



Page tour and Facebook

Get updates from event Facebook Group
72%



Campaign data and insights



More donations



Getting more donations
Problem & friction point Tactic

● Fundraisers and Donors not 

engaged with Hitting Targets

● Creative targets (£1=4 meals) and focus on specific audiences

● Smart Merchandise Levels & Tiers

● Create VIP upsells

● Donation nudges for donors

● Giving Transaction Conversion Rate ● Test wording, flows 

● Add Apple Pay and Google Pay

● Upsell regular giving

● Low amount of donations per page ● Sharing CTA Layout by mobile vs desktop vs ipad

● Create and test share copy

● Giving Day

● Review best time of day and align marketing







Bonus Tactic!
54%

Not offered payment method

Security concerns

Complex checkout process

45%

29%

Share details with 3rd party
31%



Increase average value



Increase the gift value
Problem & friction point Tactic

● Low average donation amount ● Create bespoke service values

● Most Popular

● Service Values per audience and campaign

● Review data of owned amount

● Google & Apple pay increases average purchase

● Send PURLS

● Donation Nudges



Business Leader Page General Public Page



Recap of the tools 
Driving More Giving & 
Donations
● Mobile Experience
● Donation Nudges
● Digital Wallet

Increase Giving Value
● Bespoke Service 

Values

Acquisition & Conversion 
● Bespoke Registration 

flows with Next Steps
● Invite a Friend

Increase Page Activation
● Page Tour 
● Insights Tab



Bonus - Other Quick Wins 

Smart 
nudges

Merch 
Tiers

Target 
Upgrade

SMS 
Nudge

Mobile 
app

Digital 
Wallets

Self 
Donations

Service 
ValuesIMPACT

Amount 
Raised

Social 
Acquisition 

Flows

Onsite 
CRO

Quality 
of share 
content

Speed of 
Shares

Personalised 
giving askMultiple 

Channels

Offsite 
sharing 

(eg email)

Collect 
personalised 
content

Import 
RGs Expert 

advice

RG 
Upsell

Abandoned 
Cart Flows

Automated 
Upsells

Personalised 
transaction 

value
Registration 
Conversion

Speed of 
support

Activated 
Pages

Number 
of Gifts

Value of 
Gift

Shares

AI 
Assistant



Vic-trivia 
Pursuit

How much 
more do self 

donators 
raise?



🥳 Self donators raise 
3x more! 🥳



Paul’s Polls



Summary
To dramatically improve your event performance, we 
recommend that you…

1. Measure all performance throughout fundraising 
funnel

2. Review performance regularly
3. Optimise based on low effort, big reward tactics

● Activated pages
● Number of Gifts
● Value of Gifts



Share your feedback



Question time



Thank you 👋
Keep an eye out for the full recap and recording in 
your inbox early next week!

paulp@funraisin.co
Chat with Paul  

victoria@funraisin.co
Chat with Victoria 

mailto:paulp@funraisin.co
mailto:victoria@funraisin.co

