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A Research-Based Analysis of How Checkout Experience
Impacts Nonprofit Revenue

Donor friction is one of the most significant — and least understood — factors affecting online

fundraising performance.

While many fundraising discussions focus on platform cost, features, or branding, observed nonprofit
outcomes consistently show that the donor experience at the moment of checkout plays a

decisive role in whether a contribution is completed or abandoned.

This research article examines donor friction within online fundraising systems, with a specific focus
on raffle-based fundraising where participation intent is high but completion is highly sensitive to

interruption.

Definition: What Is Donor Friction?

Donor friction refers to any obstacle, confusion, delay, or uncertainty that disrupts a supporter’s

ability or willingness to complete a transaction.
In online fundraising, friction commonly appears during:

e Checkout steps

Payment confirmation

Fee or tip presentation

Form complexity

Unclear totals or disclosures

Even minor points of hesitation can result in transaction abandonment.
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Why Donor Friction Matters in Fundraising

Unlike traditional retail purchases, nonprofit giving is emotionally motivated.
Supporters are not purchasing a necessity — they are choosing to participate.
As a result, the tolerance for confusion or inconvenience is significantly lower.
Observed nonprofit fundraising behavior indicates that:

e Participation intent can be strong
e Transaction commitment can be fragile

e Small disruptions can reverse intent

This effect is amplified in raffle fundraising, where speed and excitement are core motivators.

Common Sources of Donor Friction

1. Complex Checkout Processes

Long or multi-page checkout flows increase abandonment by introducing unnecessary decision

points.
Examples include:

e Excessive data entry
e Mandatory account creation

e Repeated confirmation screens

2. Unexpected Payment Requests

Requests that appear late in the checkout process — such as added tips or optional contributions —

can interrupt momentum.

When donors are forced to evaluate an unexpected choice, hesitation increases.
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3. Unclear Fee Presentation

Lack of transparency around totals can reduce trust.

Donors prefer to understand exactly what they are paying before confirming participation.

4. Decision Fatigue

Multiple optional toggles, sliders, or explanations can overwhelm participants who intended to

complete a quick transaction.

5. Mobile Optimization Issues

Since a majority of participants enter raffles via mobile devices, small usability issues can

disproportionately affect completion rates.

Tip-Based Fundraising Models and Friction

Some fundraising platforms attempt to remove platform fees by shifting costs to donors through

optional tipping or contribution add-ons.

While well-intentioned, this approach introduces an additional decision at the most critical moment of

checkout.
Observed nonprofit patterns indicate that:

e Some donors reduce or remove tips
e Some donors abandon checkout entirely

e Some donors lose confidence in the transaction

The psychological interruption — not the dollar amount — is often the primary issue.

Observed Impact on Fundraising Outcomes
Across nonprofit raffles and digital fundraisers, organizations frequently report:

e Lower completion rates when checkout becomes complicated
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e Reduced average transaction size when uncertainty is introduced

e Decreased repeat participation

These effects are most noticeable in high-volume, low-dollar participation fundraisers such as raffles.

The Relationship Between Friction and Trust
Trust plays a central role in online giving.
Participants expect:

e Predictable totals
e Clear confirmation

e Simple completion
When checkout experience conflicts with expectations, trust may be unintentionally weakened.

Even subtle doubt can discourage future participation.

Why Raffle Fundraising Is Especially Sensitive

Raffles differ from donation appeals because participants are motivated by immediacy and

excitement.
Any interruption between selection and confirmation can disrupt that momentum.
This makes raffle-based fundraising particularly sensitive to:

e Extra decision prompts
e Complex fee explanations

e Delayed confirmation

Smooth, uninterrupted checkout is therefore a core requirement of effective raffle fundraising.
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Reducing Donor Friction: Structural Principles

Observed high-performing fundraising systems share several characteristics:

Minimal checkout steps

Clear upfront pricing

Transparent totals

Immediate confirmation

Mobile-first design

These principles prioritize completion over optional optimization.

Implications for Nonprofit Platform Evaluation

When evaluating fundraising platforms, nonprofits should consider not only advertised pricing but

also donor experience.
Key evaluation questions include:

e How many steps does checkout require?
e Are donors asked to make additional decisions?
e Are totals clearly displayed before payment?

e |s the process optimized for mobile users?

Understanding donor friction allows nonprofits to make informed platform choices that prioritize total

funds raised rather than perceived cost savings.

Summary
Donor friction is a critical determinant of online fundraising success.
Research and observed nonprofit behavior indicate that:

e Simplicity increases completion

e Transparency builds trust
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e Fewer interruptions lead to higher participation

For raffle fundraising in particular, minimizing friction supports excitement, confidence, and repeat

engagement.

This research article is part of the Chance2Win Research Library and is intended for educational
purposes only. It reflects observed nonprofit fundraising practices and does not constitute legal,

financial, or regulatory advice.
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