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Janna Fiester 
(she/her)
Vice president of UX 
and Creative
Drupal.org: jannafiester

Joanna Jackson 
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purpose-driven brands 

Certifications: 
CPACC (accessibility), AWS 
Cloud, Pantheon, Acquia, Drupal, 
DEIB, and WBENC 
(women-owned) 

Deep expertise with Global 
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AI, strategy, technology, 
analytics

UX practice started by Ph.D 
in human factors 
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Fun facts about Sandstorm®



THE CHALLENGE

Since March 2025, trust in nonprofits 
has fallen to 35%  

Source: Johnson Center

https://johnsoncenter.org/blog/public-trust-in-transition/


Most nonprofit websites fail in 
the same ways
○ Users don’t understand what the organization does
○ Navigation is vague or confusing
○ Impact is buried or abstract
○ Trust requires too much effort
○ It’s unclear what to do next



OPPORTUNITY

In a low-trust internet, the job of UX 
isn’t persuasion. It’s proof.



7 Actionable 
UX Plays: 
What you can do today



The site needs to clearly 
and quickly say who you are 
and what you do. 1 You navigation builds trust

Users said

Users need the navigation to 
quickly say who you are and what 
you do.











NON-PROFIT PLAY  1

Your navigation needs to answer questions 
like what you do, how you help, and where the 

money goes.
 

NON-PROFIT PLAY  1

Structure navigation to answer common 
questions like what you do, how you help, and 

where the money goes.
 



2 Earn the right to simplify 
navigation

A minimal navigation only 
works when users already 
understand who you are and 
what you do.



UNICEF wanted 
to see if their 
navigation 
helped or 
hindered 
engagement



Experiment through A/B studies



THE RESULT

Donations increased by 
almost 7% 

when the navigation was 
moved into a hamburger menu 



NON-PROFIT PLAY  2

Simplify navigation only when users 
already trust and recognize your brand

NON-PROFIT PLAY  2

Don’t stop testing once you have an 
effective menu. Continue to A/B test the 

navigation to optimize for donations.



People give to outcomes, 
not ideas3 Big impact numbers 

inform, but small, 
tangible outcomes 
motivate.



Large numbers 
are impressive 
but are hard to 
relate to and 
quickly 
understand.



Numbers 
based on real 
results from 
donations  are 
easier to 
understand and 
more inspiring.



Interactive 
tools make 
the donation 
experience 
more personal



NON-PROFIT PLAY  4

Don’t say “we helped thousands.” 
Show exactly what someone’s 

$5 can do.

NON-PROFIT PLAY  5

Don’t say “we helped thousands.” 
Show exactly what someone’s 

$5 can do.



Financial docs 
increase perceived 
credibility, even when 
not opened4



Transparency 
builds trust 
even when 
people don’t 
read the 
details.



Explain the 
numbers clearly 
before linking 
to the 
documents.



NON-PROFIT PLAY  4

Promote third-party ratings if you have 
them, but always show a clear spending 

breakdown and publish your financial 
reports.



Use your CTAs to 
create empathy5

Guide users to take 
the next step
Don’t assume users know what to do

Every page should answer:
“What should I do next?”
Flexible CTA components
Page-level call-to-action fields

Don’t assume 
users know what 
to do next



Consistently use CTAs to guide the user and reflect their journey.

Don’t assume 
users know 
what to do

Every page 
should answer:
“What should I 
do next?”
Flexible CTA 
components
Page-level 
call-to-action 
fields



CTAs should 
reflect the user 
goalsDon’t assume 

users know 
what to do

Every page 
should answer:
“What should I 
do next?”
Flexible CTA 
components
Page-level 
call-to-action 
fields



NON-PROFIT PLAY  5

Make the next step clear and reflect the user journey 
on every page



Visuals carry meaning 
users don’t forget6

Source: Yao & Kuo, NordDesign 2024 (Eye-tracking study on charity donation behavior)

Users in positive moods 
tend to exhibit greater 
generosity 



Imagery and wording 
can actively turn users 
away.



Choose imagery that builds 
trust, not friction
Avoid images that:

○ Feature polarizing individuals 
without clear, positive context 

○ Feel manipulative or AI-generated 
○ Create doubt about the 

organization’s intent or value

Use images that:

○ Shows real impact and outcomes
○ Feel real and authentic







NON-PROFIT PLAY  6

Use inclusive, outcome-focused imagery that 
reflects your audience



Sometimes fewer 
clicks is not the 
answer7 Multi-step donation 

forms often 
outperform 
single-page forms



Normally we want 
to reduce clicks, 
but forms are are 
exception. 

A/B study of two 
forms:
Multi-page form

Source: The Engage Blog

https://blog.blackbaud.com/donation-form-a-b-test-single-page-or-multi-page/


VS:
A one-page form

Source: The Engage Blog

A/B tests show 
multi-step 
donation forms 
outperform 
single-page forms:

○ +75% higher 
conversion rate

○ +54% higher 
average 
donation

https://blog.blackbaud.com/donation-form-a-b-test-single-page-or-multi-page/


Multi-step donation 
forms outperform 
single-page forms:

○ +75% higher 
conversion rate

○ +54% higher 
average donation

Source: The Engage Blog

https://blog.blackbaud.com/donation-form-a-b-test-single-page-or-multi-page/


NON-PROFIT PLAY  7

Break long forms up to give users 
control when donating 

DRUPAL TIP: You can easily connect your Drupal site with Optimizely to A/B test your own 
forms. 



UX Playbook
1. Make sure your navigation answers who you are and what you do
2. Test your brand and navigation via A/B test to optimize for donations
3. Show exactly how someone’s donations are used
4. Promote third-party ratings and share financial reports
5. Guide the user through your site and have CTAs reflect their journey
6. Use outcome-focused imagery that reflects your audience
7. Break long forms up to give your users control



Say Hello

Janna Fiester (she/her)
jannafiester (Drupal.org)
VP of UX and Creative
janna@sandstormdesign.com

Joanna Jackson (she/her)
joannajackson (Drupal.org)
UX Researcher & Designer
jjackson@sandstormdesign.com

We Would Love 
Your Feedback 

sandstormdesign.com
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