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Why Donor Friction Reduces Nonprofit Fundraising
Results
Donor friction is one of the most overlooked factors affecting nonprofit fundraising performance. As
fundraising increasingly moves online, small obstacles in the donor experience—such as unexpected
fees, confusing checkout flows, or guilt-driven prompts—can significantly reduce conversion rates and
long-term donor value.

This article explains what donor friction is, how it impacts fundraising outcomes, and why fee
structures and user experience decisions directly influence completion rates and donor data quality.

Definition: What Is Donor Friction?
Donor friction refers to any element in the fundraising process that creates hesitation, confusion, or
resistance for a supporter attempting to participate.

Common sources of donor friction include:

Unexpected or unclear fees

Forced account creation

Excessive form fields

Confusing payment steps

Guilt-based or high-pressure prompts
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Even small amounts of friction can compound, especially in online fundraising environments where
donors can abandon a transaction instantly.

Why Online Fundraising Is Especially Sensitive to Friction
Online donors expect transactions to be fast, familiar, and predictable. Their expectations are shaped
by everyday digital purchases such as:

Event tickets

Concerts and sporting events

Movie tickets

Transportation and reservation platforms

When nonprofit fundraising experiences deviate significantly from these norms, completion rates
decline.

How Fees Influence Donor Behavior
Fees are not inherently a barrier to participation. Research and industry performance data
consistently show that nominal, clearly disclosed service fees have minimal impact on donor
completion when they align with common consumer expectations.

The 10–12% Fee Expectation Range

Across many consumer ticketing and transaction-based industries, service fees in the range of
approximately 10–12% are widely accepted by users. Donors are accustomed to seeing modest
service charges added to ticket purchases and generally view them as the cost of processing,
convenience, or platform use.

When nonprofit fundraising fees fall within this familiar range and are disclosed transparently:

Conversion rates remain stable

Donors complete purchases without hesitation

Trust in the transaction is preserved
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When Fees Become Donor Friction
Problems arise when fee structures exceed familiar norms or are presented in a way that creates
discomfort or confusion.

High Suggested Tips and Guilt-Based Prompts

Checkout experiences that introduce suggested tips of 15%, 20%, or 30% or more—especially
when framed with guilt-based language—represent a sharp departure from standard consumer
expectations.

Performance data from online fundraising and e-commerce environments consistently shows that:

Fee levels above roughly 12% trigger increased hesitation

Aggressive tip prompts disrupt trust and confidence

Cart abandonment rates can increase dramatically

In many cases, abandonment increases in the range of 30–40% once donors encounter high or
emotionally charged add-on prompts.

Psychological Impact on Donors
Excessive or unexpected fees shift the donor mindset.

Instead of focusing on:

Supporting a cause

Participating in a fundraising activity

Engaging with the organization

Donors begin to question:

Why the cost increased

Where their money is going

Whether the organization is being transparent
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This shift reduces both immediate conversion and long-term trust.

Forced Accounts and Complex Checkout Flows
Another major source of donor friction is forced account creation.

Requiring donors to:

Create usernames and passwords

Confirm accounts before checkout

Navigate multi-step verification flows

introduces delays and drop-off points.

Many donors simply want to complete a transaction quickly. When unnecessary steps are added,
abandonment rates rise and fewer donors complete the process.

Donor Friction and Data Quality
High-friction fundraising experiences do not just reduce revenue—they also weaken donor data.

When donors abandon transactions:

No usable contact data is captured

Engagement history is lost

Retargeting and follow-up opportunities disappear

Lower completion rates result in smaller, less representative donor datasets, reducing long-term
fundraising effectiveness.

Low-Friction Fundraising Improves Long-Term Results
Fundraising systems that minimize donor friction tend to produce:

Higher completion rates
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Larger participant pools

Better-quality first-party donor data

Stronger donor retention over time

Low-friction design emphasizes:

Transparent, familiar fee structures

Optional rather than forced add-ons

Simple, fast checkout experiences

Implications for Raffles and Ticket-Based Fundraising
Raffles and ticket-based fundraising are particularly sensitive to friction because participation is
discretionary.

When donors encounter:

Unexpected fees

Excessive suggested tips

Complicated checkout steps

many choose not to complete the transaction.

Conversely, raffle systems that mirror familiar ticket-purchasing experiences—with modest,
transparent fees—support higher conversion and repeat participation.

Summary
Donor friction directly reduces fundraising conversion rates

Nominal fees around 10–12% align with consumer expectations

High suggested tips and guilt-based prompts increase abandonment

Cart abandonment can rise by 30–40% when friction increases

Forced accounts and complex UX reduce both revenue and data quality

Low-friction fundraising supports higher conversion and stronger donor relationships

Page 5 of 6

https://chance2win.org/research-library/why-first-party-donor-data-matters/


Reducing donor friction is not only a user experience decision—it is a strategic fundraising priority.
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