
Beth: Hello, and welcome to Driving Participation. This is Beth Brodovsky, and I am here 

today with Steven Screen. Steven is the co-founder and creative director for The Better 

Fundraising Company. Thank you so much for joining me today Steven. 

Steven: Hi, Beth. Thanks for having me. Great to be here.

Beth: I always love to ask people how they ended up wandering into this world of fundraising 

because as I say, few of us have degrees in this area. Tell me a little bit about your 

background and how you ended up doing what you do. 

Steven: Sure. I can do it in one word, and then I can break it down for you.

Beth: Wow! Usually I try to get people to do things in six words or less, but one word will be 

impressive!

Steven: Nepotism!

Beth: Oh, that’s a good word!

Steven: My dad started fundraising for nonprofits in the really early ’60s and was at one of 

their earliest national agencies that was doing nonprofit fundraising and then later on founded 

his own agency so I grew up in a household that was doing direct response fundraising. I grew 

up seeing TV programs that we had produced on TV and learning what was a good lead-in 

and what wasn’t. After I graduated from college, I went to work for my dad’s agency for about 

eight years before going to work for another couple big agencies.

Beth: That’s fascinating. I grew up in a family business where my father made coin wrappers 

and those labels that you rip off of your mattresses and your pillows. Somebody actually does 

that, and at my brother’s wedding, I overheard my father say to somebody else that he made 
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us all work on the floor of the factory so that we would know that we didn’t want to work on 

the floor of a factory. I wish I had the opportunity to move into a business, but I think in some 

ways my father is more impressed that I went out and started up something of my own.

Steven: Yeah, absolutely right. I ended up leaving my dad’s firm and starting my own later 

for all the same reasons really, but I was very fortunate to learn from someone who had been 

doing it for 40 years at that point.

Beth: That’s so interesting because there weren’t a whole lot of people doing and specializing 

in this type of work in the ‘60s and ‘70s I would think. 

Steven: That’s right, and entertainingly if you talk to some of those old hands of fundraising, 

they’ll tell you two things. One, they’ll tell you how much easier it was in terms of you send 

out direct mail acquisition and the type of responses you would get, response rates, etc., and 

then they would tell you how much of today’s fundraising is lousy by comparison because 

there are so many other channels and so many people in our industry. There’s no real good 

training so back then you did it because you were passionate about it, and there were only a 

handful of jobs available. Now almost anyone can do it. 

Beth: What do you think about that? Do you think there’s any “Back in my day we had to walk 

uphill both ways”? Is it a generational thing? Was it better when we did it or do you think 

there is some actual merit to that because we live in this multi-channel world that everything 

is just sort of watered down and it is harder and the messages aren’t as good?

Steven: Yeah, combination really. There’s 1.5 million nonprofits in the country. There’s a lot 

of people working there that aren’t good communicators so I think the talent in terms of the 

total percentage of the pool is probably deleted from where it was 40 years ago and then a 

lot of stuff has happened in terms of what messages we like to send and receive so I think 

generally speaking nonprofit messaging is less powerful than it used to be.

Beth: That is really interesting. It kind of goes along with the core theme of what we like to 

talk about, which is what does it take to get people involved and the question I would ask you 

is in your world and the type of world that you do, what does participation mean to you and 

what matters?



Steven: Let’s see. Participation in almost every instance means giving a gift. That’s what we’re 

measured on and we would say that’s the ultimate measurement for most charities most of the 

time. Not all the time and not every charity. It’s whether they gave a gift or not. Usually what it 

takes to make that happen is for them to be presented with a, you know it’s the four elements 

of a successful fundraiser offer, a problem that’s easy to understand, a solution that’s easy to 

understand, the cost of the solution seems like a good deal and there’s urgency. If you put 

those in front of someone, they’re more likely to say yes than in any other combination.

Beth: I think that’s why it’s so good to ask this question in the beginning because there’s 

plenty of people that I talk to when I say “what’s participation mean to you,” they might 

say somebody signing up to become a member or somebody joining an organization or 

becoming a student or showing up at an event. It is a broad word and all those things, 

depending on the type of nonprofit you are or charity that you are, you could be measuring 

something different so I love to frame the conversation with understanding the perspective 

that you’re coming to this from and you’re looking at it very much from the concept of the 

charitable fundraising situation as opposed to as we were talking about when we were in our 

pre-call, the broader scheme of nonprofits, that there are plenty of organizations that have a 

nonprofit structure that are often managed much more like businesses. I have my experience 

eight years working for a nonprofit medical research company that did the research and 

published the research and made all our revenue through distributing publication so we were 

a nonprofit that did absolutely zero fundraising. To be clear on what type of an organization is 

it, what’s important to them really does make a difference.

Steven: It makes a huge difference because there are some words in our industry that 

can mean multiple things. At least as far as this conversation goes, I’ll be talking about 

fundraising.

Beth: Excellent. One of the things that is really interesting that you do is a home page 

take over and when I first learned about it, it’s not something that we’ve done before, I 

haven’t actually even seen a lot of this in the charitable fundraising world. I have seen it 

actually in higher education around specific days and specific events and for fundraising for 

higher education, but I haven’t seen it outside this world and I thought it was a really, really 

interesting topic and maybe something more people could know about and could benefit 



from so I would love for you to talk a little bit about what one page take over is and how 

organizations are using them.

Steven: Absolutely, and let me begin by saying I can’t recommend doing this strongly 

enough. In every instance that we’ve done it for the organization, the revenue has increased 

far more than the cost to make it happen. 

Beth: That’s a key point and I really think that’s something that we can never emphasize 

enough. So many organizations say “We can’t afford this,” or “We can’t mail a newsletter 

because it’s too expensive to print,” and people don’t always look at it as an actual business 

exchange of did you raise more than it costs. You’re right. I’m sure there’s a cost to completely 

changing or majorly changing your website, but that shouldn’t in and of itself be a detractor 

from considering this.

Steven: That’s right. Just wanted to reinforce that. This thing will pay for itself, which is great 

and then increase your net revenue. What it is that we’re talking about generally speaking is 

taking over your home page for a certain amount of time at the end of the year and in place 

of your standard home page, putting a really clear call to action with an offer and a very easy 

to find donation button and making that set of stuff the first thing that a person sees when 

they get to your website home page or any page on the website really, but usually it’s the 

home page. Does that make sense?

Beth: Absolutely. That’s a perfect definition and what are some of the different ways that 

people are doing this?

Steven: There are three main ways. One is we can call it just a total takeover where you 

remove your standard home page and replace it with what I just talked about. Usually it’s one 

image, it’s a clear call to action with an offer, usually three sentences max and a really big 

donate button. That’s it. Your home page almost doesn’t exist for this amount of time. The 

second way is often called a light box because that’s one of the software tools that are used 

and that is that your standard home page is sort of grayed out and on top of it is a box that’s 

well lit so to speak with those same elements, an image, a call to action, an offer and a donate 

button. 



Beth: People might be familiar with that concept and they might think they hate that concept 

because a light box is a way that a lot of people use to get people to sign up for an email list. 

You’ll often go to a site to read a blog post and something that you connected to through 

LinkedIn or Facebook or something and the minute you get there, something will pop up 

and cover it and show it. Everybody that I talk to about this, it’s a groan. I hate those things, 

everybody says. Explain to people listening why despite that they might personally not like it, 

why it’s worth considering.

Steven: It’s sort of like, just to make an analogy, direct mail. Nobody likes getting direct mail, 

but it’s a proven effective tool for getting people to take action and make the world a better 

place. Even though we don’t like it, this tool works and it’s not like we’re using the tool to 

make them smoke crack or buy cigarettes. We’re using the tool to break down the barrier 

between them and making a donation that helps your organization and makes the world a 

better place and we know, because all our recent evidence and studies show that the people 

who make donations are happier and healthier and more connected and even wealthier than 

people who don’t. This is in service of a pretty good thing. Don’t let a personal preference 

about a technique stand in the way of helping your beneficiaries.

Beth: I feel like that’s a message we cannot get out there enough. It’s so common for 

people to take their own personal feelings about whether they like something or don’t like 

something. We see it a lot in creative, we see it in color or in font or in choice of medium, all 

kind of things where this comes up and people say “No, I don’t like that,” and ignore that 

the actual data that shows the revenue that can be generated from something and often 

because we can’t even try it, there’s such a fear of upsetting a donor or making somebody 

unhappy. We see it a lot and I’m sure you see it, people do direct mail or do anything, you’ll 

get an email that you sent out and you may have sent out a thousand emails and 20 people 

unsubscribe and the instant reaction is to react to the negative reaction after the 20 people 

that unsubscribed and think “People don’t like our email. We need to stop sending emails,” 

and ignore the 90 percent of the people who thought it was just fine and they ignored it or 

liked it enough to take an action. 

Steven: Exactly right. An email in particular, if you look at the people who unsubscribe, 

they’re almost always non-donors.



Beth: Right. Great. Goodbye. Get off my list!

Steven: Great. I’m not talking to you anyway. 

Beth: People forget you’re paying for them too. It’s not free. Email is not free. You’re paying 

for everyone. What’s the third way?

Steven: The third way, we call it a bump down. That’s often times the easiest to execute and 

cheapest for smaller organizations where they basically bump down their main home page 

content by about six inches and put the stuff that I was talking about before, call to action, 

clear offer, big button and so that all of that is above the fold and is the primary focus, the 

first thing a person sees when they get there.

Beth: Okay so there are three different main ways that you can do this kind of thing. Have you 

seen any correlation between the type of technique, which type of technique, is there one 

that works best, sort of hands down or is your answer going to be it depends?

Steven: It depends a little, but basically the easier you make it for the donor to give a gift, 

the better your results are going to be. All three can work and generally speaking the total 

take over or the light box work the best because those two things are the best at curating the 

donors attention, curating the visitors attention.

Beth: That makes a lot of sense. Let’s go technical, and talk about everybody has a website. 

Most of them are in some degree of aging and not all of them are the most modern, the most 

malleable. I’ve talked to people that can’t even get into their websites, don’t have the log 

ons. Does it need to be a certain technology? Does it need to be anything? What can people 

work with?

Steven: That’s a really good question. The answer is complex, but I’m going to try to simplify 

it. If your website is modifiable, talk to whoever modifies it and try to get as close to curating 

the donors’ attention to focus on one thing and for every organization that’s different. 

Whether it’s WordPress or Blogger or it’s a custom-made thing, there you go and then there’s 

another class of organization of sites where the organization basically can’t change anything 

or it is very limited. In those cases we do one of two things. If you have some of those, they’re 



often called sliders, you’ve got five sliders on the home page, we suggest making one of the 

sliders, the first one, filling that content with the offer and the ask and then disabling your 

other sliders. 

Beth: That’s a really simple do it yourself way and so just like you said, there’s a bunch of 

architecture that’s locked and they can’t fool around with, but there’s a set of sliders that for 

them is as simple as adding a new file to the list that rotates and plugging in or plugging off 

the ones that are in there. Anybody that can create a gif or a jpeg file depending on how 

yours is set up should be able to implement some of this technology either in house or with 

the freelancers that they have available to them.

Steven: That’s absolutely right and we’ve even seen where they weren’t able to turn off the 

sliders and they had three of them so we made all three sliders the same thing.

Beth: I love that idea. I think that would be a really cool way to tell a story and have it be a 

sequential message. Did you literally make them all exactly the same thing so they rotated or 

was it like a, b, c?

Steven: It was the same slide three times because the organization didn’t have, just that one 

thing was sort of overwhelming the staff in this case. We didn’t want to tell a story. We just 

wanted to do one thing and it worked. It worked great. The other way that’s really simple is 

often times organizations if you don’t have a slider, you have some sort of header image, yiou 

can swap that out or there’s one main column of content in the middle of your page that is 

variable text and you can swap out the main story and put this thing in there.

Beth: Usually people even within, a lot of people in web design we call it the blob, that 

there’s a way in a standard web page that you can put an image in and change up your text 

even within the main body content of your site. Do you find images work better than text or a 

combination? If someone was trying to do something like this on their own, what should they 

be leaning towards to have the biggest impact?

Steven: Good question. By the way, I’m really glad you’re pursuing this line of thinking 

because the vast majority of nonprofits aren’t able to do the light box or takeover, but all 



these other things that we’re talking about now are perfectly acceptable, great, cheap tactics 

to increase your revenue.

Beth: Right. I know there’s people of all different stages listening so I always like to make sure 

that when they leave, everybody that’s rogue and has to strap it together at night after their 

day job and they’re working on it on a volunteer basis has an option all the way up to I’m sure 

we’re going to continue on and talk about for people who really want to do a comprehensive 

solution, what are some of the best tactics for them as well. 

Steven: Totally agree, we’re on the same page, Beth, and to answer your question, because 

of your design background this may sound goofy, but it doesn’t really matter what it looks like 

as long as it’s clear.

Beth: Ugh! You’re killing me!

Steven: I know, but you would use design to make it clear or even if you’re trying to make it 

a little corny. It doesn’t matter. The main ingredients are a clear call to give a gift right now, a 

deadline and a really big button.

Beth: I think that’s really key and I think that brings back to another thing you and I were 

chatting about before we started recording is what really is design and that it’s easy for 

designers, and I am a designer, to think of design as really decoration and about making 

things pretty or attractive and I’m all for making things look fabulous and amazing, but not at 

the expense of paying attention to who the audience is and what do they want and how can 

visuals be used to facilitate action and communication or whatever the goal is of the fact that 

the visual exists because if it’s not doing what you’re intending it to do, then it’s literally just 

decoration and decoration does more to drag people away from doing what you want than it 

does to get them to do what you want. 

Steven: Yeah, so we see this to put the rubber on the road there. We see this all the time in 

type treatment from 25-year-old designers who don’t know that the core audience for who is 

going to read this letter is on average a 69-year-old woman, and she can’t freaking read the 

11-point san serif type that you’ve  done in brown.



Beth: Right, exactly.

Steven: She can’t read it. You can have a letter that would make the apostles weep, and if she 

can’t read it, it doesn’t matter.

Beth: That’s so true. The key thing is that I mentioned that we’re focusing on is that we 

are specifically talking about fundraising communications here. There’s other reasons to do 

different things in marketing. Other organizations may be selling product or getting people to 

come to a theater play and have a broader sense of audience, but Steven specifically talking 

about your donor audience and making sure you really do understand who they are and 

understand the visual language that most likely works with the people that you’re creating any 

specific communication for and so making sure that you have your persona in place for this 

specific task that you’re trying to create is a critical thing. Would you say that as well?

Steven: Yeah, absolutely. We have to know who we’re talking to and what they care about 

and what they know about. Just as a for instance, we did a direct mail package for a client and 

we formatted it like a telegram. 

Beth: Nobody 25 years old even knows what a telegram is.

Steven: Right and the president of the organization, a very smart 45-year-old guy was like 

“Why are we doing this? This makes no sense. This doesn’t align with our brand standards,” 

and so we got into a really fruitful discussion where I said, “This speaks to people of a certain 

age about the urgency and a great need,” and he didn’t really buy it so we tested and we 

sent the exact same letter in two formats, one that was aligned with their brand standards and 

one that was telegram-format. The telegram format made like 1.5 times more money.

Beth: If I could do anything else with this podcast, I would love it if it could bring marketing 

together with fundraising as opposed to always having us be on opposite sides of the 

table fighting. It’s so much stronger when it’s cohesive because both languages, both 

methodologies have validity and I’m hoping that we can start getting people to talk about 

brand guidelines, brand range, brand language and take the word “standards” out of it 

because the rigidity is sometimes the thing that causes these problems. I always like to talk 



about the point of a brand is to create that guideline that you can ride your tricycle from the 

fire hydrant to the driveway, but it can’t just be this narrow one point wide line that if you step 

off it, you’re going to brand jail. I do think that there’s a lot of value in creating a language 

and a structure and an architecture so the visual aspect and the language and the experience 

all line up and cues somebody in that the message is coming from this organization that they 

value, but when it’s in a fundraising methodology, you’re right. The numbers are the answer.

Steven: Yeah, and from sort of the fundraiser side of the fence, in principle, I agree with 

everything you just said so long as the fundraisers are brought in in the creation of those 

standards so that you don’t get standards that are more or less against some of the direct 

response best practices.

Beth: Right, and I’m sure that there are a lot of struggle with that. I come to this world of 

nonprofit from the marketing side, and Steven comes to it from the fundraising side and it’s 

so easy for people to say “No, my way,” and put a stake in the sand and to ultimately realize 

what is the goal of the organization, what are their marketing needs and if everyone is at the 

table, you come up with such better solutions.

Steven: Yeah, I totally agree. 

Beth: Let’s talk a little bit about marketing now. You’re going to take over your home page. 

For example, in one of these either completely overwhelming methods down to something a 

little bit more moderate. I could imagine that the unprepared person might come to this page 

and think “Where did my nonprofit go?” Do you just let it go? OK, great. They’re coming to 

it. They’re going to take the action that we want or their marketing plans and programs that 

people are putting into place to guide people to this to prepare them for it and also to turn it 

into kind of an event. 

Steven: Yeah, interesting question and to answer it I’ll give a little bit of context and the 

context ultimately is a marketing, a pure marketing move, which is in December we know 

that, generally speaking, traffic to your website is going to go up. In December, we know a 

significant portion of gifts are made. It is a truth that a lot of people who are going to your 

website in December are going there with the intention of making a gift so we are making a 



purely marketing move here of making it really easy for them to make a gift. Does that make 

sense? It’s not really fundraising there. It’s just being aware of what’s happening in the market 

and marketing to those fish. Around here we say “The fish are running. Put a net in.”

Beth: Exactly. That’s not fundraising. That’s providing people with the easier experience that 

they’re looking for.

Steven: Yes, and if you are to get back to sort of the specifics of your question, we 

don’t usually prepare donors for this because it would be inefficient to do so, another 

communication to them to drive them to the website, but if they go to the website usually 

during the last couple of weeks in December, it’s a very good, very safe assumption that 

they’re interested in making a gift and by making it easier for them, that is the goal of these 

takeovers or these bump downs, by making it easier for them, more of them will give you a 

gift.

Beth: That’s really interesting because I would have thought you would needed, because 

I’m from the marketing side, that you would have needed some sort of a prep campaign to 

say “We’ve got this thing going on,” but what you’re saying is because you’re aligning the 

change with the time of year that people are focused on this message, focused on the idea 

of “I’m going to give my gift now,” that it means that the additional communications just isn’t 

needed, and is extra work that doesn’t translate into anything that adds anything into the 

program.

Steven: Yeah. 

Beth: That’s fascinating! That’s really interesting and that does make a really key point that 

you use a tool like this at the right time for the right reasons. It’s not like a random thing 

that you throw out there. One of  the things I asked Steven as we were prepping is “Is there 

an example that I can attach to this file so I can show people?” and at the moment we’re 

recording this months in advance and it’s not the time of year that people would be doing 

this so there’s nothing live at the moment, so hopefully what we’ll do is when this goes live, 

Steven and I will check in, I’ll grab a live example and we’ll be able to have some things to 

send you to on the show notes page. How’s that sound, Steven?



Steven: That sounds great, and let me sort of add a really interesting finding here, which is 

we started doing these things, these takeovers at the end of the year. We started doing them 

on December 31 and income on December 31 went up like crazy so we said “Let’s try it on 

the 30th and the 31st.” Income for both of those days went up like crazy. We kept going back. 

A lot of times, this is an aside, but a lot of times nonprofits use this technique. It works great 

and they think “We shouldn’t use that again because donors will get tired of it.”

Beth: You’re right. 

Steven: Which is the exact opposite of marketing theory and repetition. 

Beth: Do you all wish that they remembered us that much that they would actually get tired of 

it?

Steven: I know. It’s sort of an absurd self-centeredness that happens at some nonprofits 

and just a lack of marketing training. Anyway, we started doing this starting on the day after 

Christmas, worked great. Started doing it on December 15, worked great. Started doing it 

on December 1, worked great. This was for me, sort of proving my theory that at that time of 

year a lot more people are going to the site to give gifts, that that’s their intention and this 

just does a better job of converting them. 

Beth: That’s interesting. 

Steven: That’s my overall theory in general about nonprofit websites. It’s that most nonprofits 

want to tell everybody about themselves, but most of the times when people go there, a 

much larger percentage of their audience are going there with the intention of giving a gift 

than nonprofits realize, and nonprofits lose a lot of people there. Abandonment rates are 

really high because they make it hard to give so we decided to test it like any good direct 

response people and we did one of these takeovers in the month of September. There was 

nothing else going on. There was no acquisition campaign. There was no special offer. We just 

did it for a month and revenues for the month of September were up 25 percent.

Beth: Wow! That leads to the question of  is this just how people should be designing their 



websites with a giant donate button? Is there a point where this would flip over and say “This 

is what you need to do”? You did say “It’s January. People aren’t really thinking about giving 

now so now isn’t really a good time.” Do you think that it’s the driving people to donate 

functionality of it or the it’s different and it’s new and here’s a change? What do you this is 

about it that made it continue to work from September through December 31, but makes it 

not a good choice to do in January or February?

Steven: I should be specific. We just did it for the month of September, not September 

through December.

Beth: Correct, right, but you’ve tried other tests that were December tests.

Steven: Yeah, yeah, and let’s see. My personal theory is it’s really hard to give a gift on most 

nonprofit websites and if it were easier, these websites would be getting more gifts online 

so that’s sort of the baseline thinking. Could we absolutely go too far with doing this all day, 

every day? Absolutely, but we have not yet discovered the outer end of how often we can 

be doing it, and I also think it speaks to nonprofits in general, particularly small ones, which 

is that they think that they sort of educate people into giving and people who go to their 

website want to know all about their programs and processes and they’re in love with those 

things, sort of reasonably so because they live it every day and they know it’s making a big 

difference, but the donor who thinks about the organization maybe five times a year for five 

seconds at a time is usually more interested in “I’m going to go to the site and make a gift.”

Beth: Right so it’s more transactional than people expect.

Steven: Yeah, we ought to be applying best practices from retail sites to our nonprofit sites. 

That doesn’t mean doing a bad job explaining our mission or the need we’re trying to meet in 

the community, but we ought to make it really stupid simple to make a gift. 

Beth: I think that’s great. Tell me what things are people, we’re got all these nonprofit 

websites out there, and you’re saying that most nonprofit websites make it hard to make a 

gift. Can you list maybe some of the top things that people are doing that are making it hard 



to make a gift?

Steven: Yeah, absolutely. They only have one donate button. Usually that donate button is in 

a part of the page where if you look at a heat maps of where people look on web pages, 

Beth: Define a heat map.

Steven: A heat map is where, that’s a good question. How do you define a heat map? It 

shows via how bright a color is where people tend to look at on web pages because there’s 

sort of a scanning thing that most humans do and web design sort of takes our eyes to certain 

places and these heat maps show us where we’re most likely to look. 

Beth: OK, great, and I’ll make sure I put a link to more information about heat maps on it. 

There you go.

Steven: We put one link to donate, we put it in a place where people aren’t really looking and 

then often times it’s small or in reverse type. A lot of that comes out of inexperienced design 

and a lot of that comes out of fears about fundraising. 

Beth: Interesting. I feel like I’ve been to a lot of nonprofit sites that literally just have the word  

“donate” in line in their navigation mixed in with everything else with absolutely no 

differentiation between that and contact and events and everything else that’s going on. 

I always say that it’s like you come to their site, and it’s “Join us on Facebook,” “donate,” 

whatever, which ever one works for you, fine with us because they’re equally important.

Steven: Yeah, and they’re not equally important.

Beth: No, trust us, guys, if you’re listening. They’re not equally important. 

Steven: Yup. There ought to be much more focus in terms of design and strategy about 

where the button is and what it looks like and really in the framework of the website, what it is 

the donor can accomplish by making a donation. Did you read the thing from Nielsen, the TV 

ratings company, about the questions donors ask when they go to websites?



Beth: No. I’ll have to take a look at that. We’ll get a link to that and add it to the show notes.

Steven: This is fascinating and sort of a quick slight over-simplification. They ask themselves 

two questions. Is it for me, meaning do I like this sort of thing? Do I like pets or do I like 

hospitals or colleges or am I conservative or am I liberal? Is this for me? Does this align with 

my values? What does my gift do? Most nonprofits aren’t thinking about either of those 

things. They sort of get the first one right if they’re any good, but the second one, they 

usually talk about what they do, not what the gift does.

Beth: Right, exactly and so you get a lot of us, our, we and not enough you and because and 

thank you.

Steven: To really put this rubber on the road of what we’re talking about right now, there 

shouldn’t be just a donate button. There should be a button that says “Donate to send a 

goat,” “Donate to keep us on the air,” “Donate to keep thy symphony open.” It should be 

super clear what their gift is going to do because this is the most foundational thing I learned 

about fundraising is donors fund outcomes, not processes.

Beth: Right, and I always say they want to fund your impact, not your existence. 

Steven: Exactly right. Same concept. Make it about your impact and not support us or donate 

now.

Beth: Right. Nobody is giving money so that you can have an office in New Jersey and toilet 

paper. Granted they understand that those things are needed, but what they care about is 

what having those things allows them to do. You’re right. It’s interesting to think of it as how 

you can actually connect people with that just in the real estate of a donate button. That’s 

a really great idea. Anything else that you’d like to add? If somebody was thinking of trying 

to make some of these changes to their websites, do you have some advice for the very first 

thing that they should start thinking about or the first thing they maybe want to do to step 

into this direction?

Steven: Yeah, I can sort of think of three things off the top of my head. One, start planning in 



June or July. Don’t wait until November to start this because you’re in the middle of your busy 

fundraising season. Start planning it out in June or July. Get ready, get the art ready, etc. Two, 

keep it really, really simple. This is not an explanation of what you do. This is just a pure call to 

give a gift by the deadline of midnight December 31. By the way as an aside, we tested this. 

The word “midnight,” you raise more money than if you don’t use the word “midnight.” 

Beth: Really?

Steven: The more specific and real the deadline becomes, the more likely they are to take 

action.

Beth: That is really, really interesting. What do you use to test?

Steven: There’s a couple of software tools and again it sort of depends on how the website 

is built that does a/b split testing and serves up half the page one way and half the page the 

other way.

Beth: Interesting. There’s a lot of value. We’re going to have to do a whole separate episode 

on a/b split testing. 

Steven: Yeah. The third piece of advice is make sure your year-end emails, which you should 

absolutely be doing two or three of if not more, have the same general offer, language and 

deadline so that if a person accidentally ends up on your home page instead of the donation 

page, which your email should be linking to, everything will be singing from the same song 

sheet. 

Beth: That’s great advice. I really appreciate this. This has been so interesting. How can 

people get in touch with you if they want to learn a little bit more or maybe follow any of your 

content?

Steven: First of all, thanks for having me. I’m glad it’s helpful and interesting. Number one 

would be email me Steven@betterfundraising.com and Steven is with a “v,” not a “ph” 

so Steven@betterfundraising.com. You can visit our website and sign up for our emails at 



betterfundraising.com and then you could follow a podcast that I do with a blogger and 

author named Jeff Brooks at fundraisingisbeautiful.com.

Beth: Excellent. Those are terrific places to find people. Go check out Steven’s content, and 

Steven, thank you so much for joining me today and sharing your ideas with the nonprofit 

community. 

Steven: Thanks for having me, Beth. It’s a pleasure. 




