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POLL

What key performance indicators does your organization tracke
None yet, but we want to start
Donor/Member retention
. Average gift

Donor lifetime value

1.

2

3

4. Fundraising ROI
5

6. Donor growth rate
/

. All of the above



Strategy

° S TI'C] Te g y Objective

« Objective

 BEvaluate
» Optimize
Perform

« Measure
Evaluate




Key Performance Indicators

- Data driven metrics for critical activities
* Provide insights on past

» Projections for the future

» Resource allocation

« Continuous iImprovement
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 Focuses on ultimate vision
» Defines priorities

« Looks at infernal and
external factors

« Examines the “why”




KPIs —

But what if we don’'t have a formal strategy<
Perform a mini-strategy analysis

- Why do we want this informatione

- What is mission-criticale

- Where do we need to improvee

- How can we changez®e
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« Determined from strategic analysis

» AcTivities or goals to achieve
vision/mission

» Track responsibilities
 |dentify milestones
» Progress updates
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KPIs —

Examples:

- Develop a donor engagement program with a goal to
iIncrease donor retention 1o 75% resulfing in a revenue
increase of $50,000 by 12/31/2024.

o Implement a moves management process to identify
10 new major donors and secure $75,000 in major gifts
oy 7/15/2024.

- Purchase a new CRM software by 3/17/2024 to
consolidate various platforms and improve efficiency.
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« Determine what metrics will
show progress fowards goal

« Don’'t need to measure
everything

» Establish reporting
frequency

 Takes time to see results
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« Compare KPIs over fime

* Look for tfrends

* Are actions producing Q /
expected results? @«-. (P N@

*  Are milestones being mete¢ 6
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«  Adjust processes
 Redallocate resources
« Set new targefts
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* New level of performance
« Continually:

> Measuring /

o Evaluating

o Optimizing
- Update/revise in next
strategic analysis

"‘DONORVIEW



KPIs —

« Cost metrics @*—» Va
« Engagement metrics Sl

- People metrics
« Performance metrics

* Fundraising metrics
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Donations

Total Donations

Type $ Range Lr;? r:fJ;Jch Ihi?rglmr % Change Thjﬁ}{s: :Jeﬂclzr
Planned Gifts N/ A $ 48,976 | § 50,000 2%| % 25,000
Major $£5.000+ % 150,000 | $ 200,000 3% % 225,000
Corporate $5k - $50K 1 10,000 | % 50,000 400%| 52,000
Large $501 - 34999 | § 20,000 | $ 100,000 1% % 104,587
Srmall <3500 % 180,000 | $ 200,000 %] $ 198,760
Matching /A B 4000 (% 10,000 150%] 3 11,454

TOTAL % 482976 | § 410,000 26%| % 616,803

Total Donations Progress Tracking Q1

et | Suater ! | o [ttt coal Medcter
hajor 3 25000 | % 35,000 140% T0% N
Corporate 3 25,000 | & 0% 0% Y
Large 3 10,000 | % 20,000 200% 40% M
Srmcll i 20,000 | % 22,000 1105% 22% M
Matching 3 1000 | % 280 28% 0% M

Goals

Breakdowns from
annual plan

Sort by type

Reasonable
Resources

Regular reviews for
adjustments
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* Increasing by small

° MCI ke The cqase for 'e Average Gifl{AKA Revenue Per Donor)

Actual Total Actual Average Gift %

| O r e r if 'l' Average Gift | Goal Average Dlgitlscl}r:?flchlis Number of | Average Gift = | Change Last A;ZTSUQEDGH_'IH
g g Last Year Gift This Year Donations This | Total $/Total Year to This
Year Goal
Year Number Year

¢ SuggeSTed OmOUI’TI'S $ 30 |3 35|% 100,000 2987 | $ a3 12% 4%

What does the
donation equate to
INn service delivery or
value
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« Acquiring new donors
IS expensive

First Time vs. Repeat Donor Revenue

1 1 1 Goal Actual
¢ CommU HICOTIOH IS key Type thl Lost Goal This Year % change T:r::.rul %ch;ﬁge
sar [TY-LY)/LY s rear (TY-LY)/LY
° 1 f 1 g First Time Donors % 20,947 | § 30,000 43%| $ 29,475 41%
B e N e fl TS O re C U i Repeat Donors $ 290,876 | $ 350.000 20%| 3 330.784 21%
Recuring Donors 3 49712 | % 75,000 S51%) 3 77N S5%
donors

o AuUto payments
o AuUto touch poinfts

o Small increases lead to big
results
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* Reduce loss

through beftter
communication

Donor

(DLY) RD] Donor .
Donor Donors who | Retention Rate Chum Rate this Donor Donar Churn

A 1 4 4 97 : Donors -

. O 5 * T

VerO g e IS o Retenfion Rate | gave | gave lastyear | this year % year Retention Rate o e % change
100% - Donar % change

Last Year .
last year and this year RD/DLY Retention

¢ O f-l-e n d e p e n d S O n 52% 4982 3475 T4% 267 22% -22%

o How they were
acquired

o Connection fo
cause
*AFP Global 2022
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- More detail, more

insight

Goal Actual

Type # Last Year # Goal This % change # Actual This % change

PY S O r-I- by -|-yp e Year (TY-LY)/LY Year (TY-LY) /LY
Legacy Members 24 &0 150% a2 158%
Major Donors 100 125 25% 124 265
o Focus on those Corporate 8 15 88% 9 13%
. . Recurring Donors 39 100 154% 114 192%
W|'I'h 'I'he blggeST Donors 2987 3500 17% 3451 16%
R Members 346 400 7% 433 18%
Im p @ C'I' Event Aftendees 24] 275 4% 280 16%

- Bigger impact
requires more
effort & resources
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« Like repeat
donors, but with

more recurring

Frequency %

d O n O rS ’ fre q U e n Cy Lot Yeor Gaal This Year Total Mumber | Total Mumber Frequency = Change Last Frequency

. h . h Giving Giving of Donations of Donors Tatal #5/Total Year o This Delta fram

Frequency Frequency Donors Year Goal

1.2 1.4 10.000 4,000 1.67 39% 19%

* Improves with
communication
and engagement
opportunities
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 Autfo cc payments
are best

« Autoreminders

- Still requires good
communication
and engagement

Pledge Fulfillment

Tatal Mumber Actual Pledge
Pledge Goal Pledge | Total Number of Pledae Fulfilment Rate
Fulfillment Rate | Fulfillment Rate of Pledge Pa megm = Payments
Last Year This Year Payments Due Y Mode/
Made
Payments Due
80% P07 300 290 7%
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- Offline requires

more work
« Focus on sources Online Giving vs. Offline Giving
for online giving 3% of Giving Lo
I Total Last Y Goal Total Actual Total Year = % of Giving % of Giving
. YPe olalLast Tear This Year This Year Online/Total or | Goal This Year |Actual This Year

O We b S | '|'e Offline/Total

. . Online $ 400,000| % 450,000 | % 435,000 98% S0% 89%
O SOC|Q| MedK] Offline g 10,000 | 50,000 | $ 54,000 2%, 10% N%
o Texting

o Alternate payment methods

« Yes, there are cc processing
fees, but offset by reduced labor

M2 bonNoRVIEW
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KPIs —

«  More difficult to
calculate

Focus on
expanding
ifespan through
engagement

Cauvution: Numbers
can be skewed by
a few big donors

Donor Lifetime Value

Average Donor Average Average DLV = Lifespan | DLY % Change
) ) : Annual _ | DLY Delta from
Lifespan in Donation % XAvg B x Last Year to This
Frequency of Goal
Years Amount ) Freqency Year
Donations
Last Year 55| % 30.00 1.20] % 198.00
Goal This Year & 35.00 1.40) % 294.00
Actual This Year & 33.00 167 % 330.64 &7 12%
=DATEDIF{D2,E2,"y")
D E F G

1/1/2014

Start date  End date  Result

5/6/2016

2

TIP: To calculate duration between two dates in Excel, use the
DATEIF formular. In this example, the start date is in cell D2, and
the end date is in E2. The “y” returns the number of full years
between the two dates.
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« Often overlooked

Matching Gifts

« Collect employer

n O I I IeS mMatching Gifts | Percentage of Goal Actual Percentage of mMatching Gifts

. . Goal Matching | Percentage of , . Matching Gifts
Received Last | Gifts Matched Gifts This Year | Matching Giffs Mc:urr:_l"mg Gifts This Year = Delta fram
Year Last Year This Year Goal

 |nclude on donation e CitaTorel s
pOgeS & in OSkS i 4 000 1%] % 10,000 2% % 11,454 2% 15%

Greatidea for
corporate
Sponsorships to
demonstrate support
IN The community
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Where have new donors
come from in the paste

Brainstorm sources
o Social Media
o Outreach
o Direct Maill

o Peerto Peer Campaigns

Have a plan fo welcome
new donors

Focus on engagement

New Donor Acquisition Rate

Hew Donor
Mew Donor Mew Donor New Donors Total Donors Acquisition Acquisition
Time frame Acquistition Acquisition This Quarter This Quarter = REate = Mew Rate Delta
Rate Last Year Goaal Sl Mew + Existing | Donors/Total from Goal
Donors
Guarter | 5% 78 5439 2% -44%
Quarter 2 1% &04 4,987 12% 10%
Guarter 3 &% a8 2,398 4% -39%
Guarter 4 20% 2,135 12,098 18% -12%
Annually 7% 15% 2925 24,922 12% -27%
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« Costs more to acquire new

donors

o ':iiw DSZ:: Mew Danor Actual Total Acquisition Acauisition

- Base goal on potential iy | CSon | Acaustion | Acaustion | oo | Costper | AeaEon

o corrton | (Cope | o oopcon |
lifetime value

Guarter | $1.00 % 10& P8 & 1.08 B%
P Quarter 2 $1.00 % 578 04| % 0946 4%
* AddreSS attrifion Ond Quarter 3 $1.00 |3 134 88| s 152|  s2%
Quarter 4 $1.00 % 1.876 21350 % (.88 -12%
g rOW-I- h Annually i 1.25 $1.00 b 2,694 29251 % 0.92 -8%

*  Focus on finding and
connecting with those
who share your values

« Requires knowing your people
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Cost-benefit

Events typically have
low ROI

Include staff fime in
calculations

May consider dropping
or modifying activities
to free up resources for
more lucrative
endeavors

- ROl Goal This | Fundraising | Revenue This | RO ACMUaITRiS | ooy e tta from
Activity ROI Last Year Year Cests This Year Year Year = [Raized- Goal
! Cost)/Cost
Golf Event 150% 175%( % Bl 485 | % 239,763 187% 7%
Gala Event 75% B0%| % 147,655 | § 268,740 82% 3%
5K Run & P2P P S50% % 45987 | 73,449 S0% 20%
Annual Appeal 2100% 2300%] % 8000 1% 194,765 2335% 2%
mMajor Gifts 1400% 1500%| % 20,000 | % 1,250,000 14435% -3%
Special
Appeal 1459% 1400%| % 7500 0% 122,745 1537% -4%
Online
Compaigns 13% 19%| § 3000(% 3,545 18% -4%
TOTAL 130% 75607 | 3 2,153,067 AT73I% 2647
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Similar to RO
«  Global view
* |Include staff costs

«  Smaller/newer

orgs will have
nigher costs due
to outsourcing,
nigher labor %,
and smaller donor
base

Cost Per Dollar Raised

Cost Per Dollar | Goal Cost Per | % Change Last Tmc.". Total Cost Per Dollar
. . Fundraising - . . Delta from
Raised Last Dollar Raised | Year to Goal Revenue This Fundraising Raised This Goal
Year This Year This Year Year Costs This Year Year
3 0201 % 0.15 -25%| % 2153067 | B 375607 | % 0.17 16%

&"DONORVIEW




KPIs —

Moves Management Lifecycle Migration

i . Goal Actual Consfituents Percentge
Constituents in : . - : Delta From
) Constituents in | Constituents in | Dropped Fram Dropped =
Stage this Stage Year | . A Goal =
Beain this Stage Year | this Stage Year | Program in this Actual/Goal Dropped/
gl End End Stage v Actual
Iddentify 5 30 30 1 100% 3%
Qualify 0 30 23 12 775 52%
Culitvate 18 50 52 & 104% 12%
Solicit ? 20 24 4 120% 17%
Steward 40 45 L] 2 102% 3%
Donor Engagement
i . Goal Actual Consfituents Percentge
Constituents in . . - , Delta Fram
) Constituents in | Consfituents in | Dropped From Dropped =
Stage this Stage Year| . s Goal =
Begin this Stage Year | this 3tage Year | Program in this Actual/Goal Dropped/
End Begin Stage Actual
Inspire 0 5000 3457 0 73R 0%
Connect 0 3000 2978 20 Fo% 3%
Learn 18 &00 &87 14 115% 2%
Engage g 100 106 22 1065 21%
invite 350 550 700 150 127% 21%
Appreciate 2500 2800 278% 1000 100% 36%
Maotivate a7 100 119 4 119% 3%

Looks at
constituents in
each stage

Resource
allocation

Track with CRM
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* Helps to know how

many asks are

Success Rate =

needed, not just oy | soasomton | Secomicte | Codsuees | seaenms | (UL | ey

ear Year Mumber of

Requests
outcomes T = I T
Sponsorships 10 &0% 75% 12 g 75%
[ CO n help |den'|'|fy Major Gifts 18 50% 0% 25 20 80%
Planned Gifts 4 100% 75% 10 ] 80%
unreasonable gocﬂg Recuring 400 12% 20% 1000 140 1%

- Feedback for moves
management process
effectiveness

&"DONORVIEW



Email & Text Marketing

Email Open Rates

Last Year Open Rote =
Goal This Year Mumber of Mumber Mumber Delta From
Average Open .
Open Rate Ermails Sent Opened Opened/ Goal
Rate
Mumber Sent
Ermicil 1 6% A0% 5230 2454 51% 27%
Ermicuil 2 6% A0% 5489 3268 S07 49%
Ermiail 3 6% A0% 5389 1987 7R -8%
Ermicuil 4 6% A0% 5286 35481 &7 % &8%
Email 5 6% 40% 5318 2888 54% 346%
Emiail & 36% 40% 5455 1765 32% -19%
Email Opens Click Rates
) Click Rate =
M'LE?;T Leg:;ck GSGIET:EEE ' Mumber of Humber of Mumber of Delta From
9 P Emails Opened Clicks Clicks/ Number Goal
Rate Rate
sent
Ermiail 1 16% 20% 2654 558 21% 5%
Email 2 16% 20% 3268 1234 38% 89%
Email 3 146% 0% 1987 247 12% -38%
Erricuil 4 146% 0% 3561 745 21% 5%
Email 5 16% 20% 2888 &11 21% &%
Email & 16% 20% 1745 344 20% -5

Track each message

Clicks are more
valuable than opens

Solicit feedback from
readers

Donor-centric!!ll

Make It fun — add
polls and games

Call fo action

&"DONORVIEW




KPIs —

«  Breakdowns from
annual plan

Email Monetization Rates

) S '|' by Typ Last Year i Open Rale =
O r e Average Godl Th.” Y.Em Hurmber of Mumber of Mumber of Delta Frorm
= Monetization ) . :
Moneatization Clicks Transactions Trarsactions/ Goal
Rate
Rate Mumber Sent
«  Godl
OO S Ermiail 1 10% 15% 558 a3 15% -1%
Ermail 2 10% 15% 1234 227 18% 23%
Email 3 10% 15% 247 45 18% 21%
o Reasonable _
Ermail 4 10% 15% 745 104 14% -5%
Email 5 10% 15% &11 &7 1% -27%
O ? esources Email § 10% 15% 344 37 1% 29%

O Plan

*  Monthly or
quarterly updates

&"DONORVIEW




KPIs —

«  Breakdowns from
annual plan

Email Unsubscribe Rates

Y S '|' by ‘|'y p Last Year ) Unsubscribe
O r e Average %J?El E;'i:s:r MNumber of Number Rate = Mumber| Delta From
Unsubscribe Y ! Ermails Sent Unsubscribed | Unsubscribed/ Goal
Rate

Rate Humber Sent
«  Goals sor | o o ; o
Ermail 2 5.00% 1.00% L489 28 0.51% -49%
Ermail 3 5.00% 1.00% 5389 137 2.54% 154%

o Reasonable _

Ermcuil 4 5.00% 1.00% 5284 a8 1.68% &6
Ermail 5 5.00% 1.00% 5318 198 372% 273%
O ? e S O U rC e S Email 6 5.00% 1.00% 5455 45 0.82% 18%

O Plan

*  Monthly or
quarterly updates

&"DONORVIEW




KPIs —

« Click = interest

Text Response Rates

° —_— Response Rate

¢ TI’O NSAC Tl oNn = f‘” Year | GoalThis Year | Number of Number of = Number Delta From

. o . Res Eir;gsﬂre Response Rate Texts Sent Responses Opened/ Coal
INnspiration + i Numbes S

. Text 1 10% 15% 558 a3 15% %
commitment x| o o 2o
Text 3 10% 15% 247 45 18, 21%
° Al y Text 4 10% 15% 745 106 14% 59,
wdays dn Text 5 10% 15% 611 67 % 27%
opportunity for a 15% 7 %

survey or poll — Why
did or didn't you?

&M ponoRVIEW




KPIs —

« Can't improve unftil you understand

*  Free tools available
«  Google website analytics

hitps://www.google.com/nonprofits/resourc

es/how-to-quide/googleanalytics/

«  Each platform has free analytics tools

» Low-cost social media analyfics & scheduling

Buffer.com ($6 a month/channel)

"‘DONORVIEW


https://www.google.com/nonprofits/resources/how-to-guide/googleanalytics/
https://www.google.com/nonprofits/resources/how-to-guide/googleanalytics/

Website Analytics

Website & Social Media Analytics

. Last Year | Goal This Year | Change Actual é Actual Final | 1ndl Delta fram
Metric LY Ty From Previous = Months AF Goal = [AF-
(GTY-LY)/LY GTY )/ GTY
Bounce Rate £ 55% -20% 62% 5% T
Session
Duration 0.45 1.5 233% 0.58 1.2 -205%
[minutes)
Pages per 1.4 2 43% 1.5 2.1 5%
Session
Visitors 18132 20000 10% 10454 22344 12%
Email Sign Ups 60 250 7% 20 24] -4%
Caonversions 1% 2% 100% 1% 1.30% -35%
Denations 355 500 41% 398 648 30%
Other CTAs I

Bounce rate: 60% average
for nonprofits

Session duration: 2 -3 minutes
is good

Pages/session: higher = more
engagement

Visitors
Email sign ups

Conversions: Average is 1%
for all CTAs

# of Donations
Other Calls to Action

"‘DONORVIEW




KPIs —

Social Media Analytics

e LostYear | Gool Tis Year o anee Actulé | Actual Fino rnaloer ':{';;‘:‘m ¢ Followers
[GTY-LY)/LY GTY)/GTY
«  Engagement
Followers 1243 2000 61% 1456 2244 12%
Engagement 0.50% 2% 300% 2.30% 3.35% 4B M
Conversions 0.08% 1.00% 1150% 0.50% 0.89% -11% O L I ke S
X (Formerly Twitter)
Followers 509 800 57% 511 563 -30% O S h O re S
Engagement 0.50% 1.50% 200% 0.70% 0.80% -47%
Caonversions 0.01 1. R0 0.25 0.35 -65%
o Comments
Followers 5789 10000 73% 4587 9865 1% .
Engagement 3% 5% 7% 3.30% 5.10% 2% ® C onversions
Conversions 1.00% 2.00% 100% 1.60% 2.40% 20%

"‘DONORVIEW




Strategy
Objective
Measure
Evaluate
Optimize
Perform

Strategy

Objective

Evaluaie



Download the free Fundraising Plan Excel worksheets

Donorview.com/AFPwebinars




THANK YOU!

Request a Demo

Scan to visit our
website and set
up a free demol!

DonorView.com/Demo

Contact Us:
508-205-0243
sales@donorview.com

donorview.com M oonorVIEW
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