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The connection of data and stories

Metrics we all know and put us to sleep

Good metrics, transparency, and communication
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Correlations of Data

‘Unfriendly’ countries according to Russia
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Correlations of Data

‘Unfriendly’ countries according to Russia Countries where you can drink tap water
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Pictures Tell Stories
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Data Tells Info
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Nonprofit KPIs/Metrics that Put us to Sleep
The primary KPIs that bear weight:

* Program efficiency (0 — 10)
* Total Revenue (0 — 10)

* Size of endowment (0 — 10)
* Fundraising ratio (0 - 10)

* Operational ratio (0 — 10)
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Nonprofit KPIs/Metrics in a Story

Program Metrics
* Program efficiency (0 — 10)
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Nonprofit KPIs/Metrics ..snorefest/useless

Program Metrics

* Programrefiicrercy (0—10)
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Nonprofit KPIs/Metrics Make a Story
Program Metrics
* Prograrmrefircrercy (0—10)
o What do we do?

o How well did we do it?

o Why are we the best to do it?

o How can you help do it?
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Nonprofit Program KPIs/Metrics ...A Better Story

Program Metrics

* TNC example
o Debit Land — Credit Cash problem

* Wounded Warriors Story
 ABC and The Resident
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Nonprofit KPIs

Fundraising

* Gifts secured

* Donation growth

* Average qift size

* Average gift size growth

* Pledge fulfillment percentage

* Fundraising return on investment
* Cost per dollar raised

* Online gift percentage

* Percentage of contribution matches through corporate

philanthropy . SHARP[

This Photo by Unknown Author is licensed under CC BY-NC-ND

[a
-]
o
[am
)



http://www.wildapricot.com/articles/build-an-effective-nonprofit-board
https://creativecommons.org/licenses/by-nc-nd/3.0/
https://creativecommons.org/licenses/by-nc-nd/3.0/
https://creativecommons.org/licenses/by-nc-nd/3.0/
https://creativecommons.org/licenses/by-nc-nd/3.0/
https://creativecommons.org/licenses/by-nc-nd/3.0/

Nonprofit KPIS (con't)

Donor Retention

* Donor retention rate

* Donor growth

* Recurring gift percentage
* Donor churn

* Donor lifetime value

* Giving capacity This Phioto by Unknown Author s licensed under CG BY-NG-ND
* Conversion rate
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https://jobsanger.blogspot.com/2012/02/candidate-taxes-and-charitable-giving.html
https://creativecommons.org/licenses/by-nc-nd/3.0/
https://creativecommons.org/licenses/by-nc-nd/3.0/
https://creativecommons.org/licenses/by-nc-nd/3.0/
https://creativecommons.org/licenses/by-nc-nd/3.0/
https://creativecommons.org/licenses/by-nc-nd/3.0/

Nonprofit KPIS (con't)

Email Marketing

Open rate

Click through rate @

Email conversion rate e C I A

Opt-out rate

Outreach rate E D IA O
- - ARKETING

Social Media @A
* Amplification rate ‘

* Applause rate

* Social media conversion rate
* Landing page conversion rate SHARP[
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Strategic Balance

Length of Time

* Vision/Values

* Culture

* Strategy

* Financial model
* Budget

* Today’s cash

30 years
10 years
O years
S years
1 year

1 day

SHARPE
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Which nonprofit
employee thinks in
terms of 30 years
out?




We Just Don't Think Ahead

Recalled pencils from an anti-drug campaign. 1998.
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Thinking Short Term Bias

"NAW... T DON'T WANT OUR SouL. T UST WANTTo
N%o‘\% WHERE the CLOSEST AIR CONDITIONING 1S, " SH ARP[
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Ok..What Lasts 10 to 30 Years?

Financials

Technology and changes in technology

Risk and Value propositions

People




Who Are People and What Metrics are Important?

* Donors
* Employees
* Stakeholders

o Does your org have core values?

o Do you know your org’s culture
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Donors: Nonprofit Trends-Measurables?

Reasons affluent donors give to causes/organizations?

Personal values
or beliets

69.5%
nterest in the

issLIe area

60.5%

Recognizakble o
reputable nonprofit

{ 8]
51.8%
Percelved need of the
organizationsissuearea

48.5%

"l"[:IIJ-ZZ-r Smecre :,,'[]IJ
know benefited from
the oar EHH Zatlian

48.4%

fSesaciation with
another institution

21.0%
MNanprofit report rankings 19.8%

Campelling pitch

11.8%

=MNOAQresment Or pressure
from social circle

0.2%

Affinity group discussions I 2.0%
RSHLUS 2025

SHARPE
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Donors Data: Top Charities by Funding

Fidelity Charitable Gift Fund |G s15.38
National Philanthropic Trust — $8.6B
Schwab Charitable Fund [N s7.18
Vanguard Charitable Endowment Program [ $4 .38
Feeding America - $4.1B
Silicon Valley Community Foundation [N $4.08
United Way Worldwide [ $2.8B , "
American Endowment Foundation - $2.6B " ,
ALSAC/St. Jude Children's Hospital [ $2 .48
Morgan Stanley Global Impact Fund [ $2.4B
Salvation Army I $2.3B
Direct Relief [ $2.2B
Goldman Sachs Philanthropy Fund Il $2.18
Chicago Community Trust - $1.8B
Good360 [ $1.7B
American Online Giving Foundation - $1.5B
Renaissance Charitable Foundation . $1.5B
Goodwill Industries Intemational [ $1.48
TheY [ $1.4B
Stanford University [ $1.48

SHARPE
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Best Data Best Results: The Three C's

 Complete data: Include as much information about a donor as available
o Giving history - date, amount & gift type,
o Demographics - age, gender, marital status,
o Financial - income, net worth, and value of donor’s primary residence.

* Correct data guarantees that the information you’re using is accurate

o When was the last time it was updated for donors who move, marry, divorce or pass away, suffer financial
losses or enjoy capital gains?

o Adata update refreshes existing information, such as fixing an incorrect mailing address.

e Current data ensures that your insights reflect donors’ present circumstances, not outdated
assumptions.

o A data append adds entirely new information, such as:
* Adding financial indicators
 |dentifying whether a donor has passed away.
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Year of Birth 29370 records enhanced 95.6% of file

Vissipmisid s Count | % of matched | Age in 2028% % of metched Agein 2l
1 0.00% 113 3.09% 65
z 0.01% 12 3.05% B4
1 0.00% m 3.04% 63
5 0.02% 110 277% 62
5 0.02% 109 2.43% 61
5 0.02% 108 2.16% 60 Gen Z - 37 Names Py
g 0.03% 107 2.10% 59 5
5 0.02% 106 1.85% 55 Millennials - 1120 e ... 483 0rl6%of the
17 0.06% 105 1.56% 57 or 3.8% of the Total Total
29 0.10% 104 1.54% 56
47 0.14% 103 1.45% 55
40 0.14% 102 1.29% 54
65 0.23% 101 1.06% 53
70 0.24% 100 1.03% 52
90 0.31% 99 0.59% 51
84 0.32% 98 0.87% 50 Silent Generation -
117 0.40% 97 0.76% 49 Gen X - 5,619 or S
138 | 047% 9% 0.70% 43 < 6,445 or 21.9% of
197 | 067% 95 0.61% 47 19.1% of Total
191 0.65% o4 0.70% 45 Total
211 0.72% 93 0.57% 45
243 0.83% o2 0.45% 44
758 0.58% o1 0.50% 43
304 1.04% a0 0.45% 42
364 1.24% B9 0.36% 1
355 1.21% B8 0.30% 40
377 1.28% a7 0.26% 39 Boomer Generaﬁon &
411 1.40% B6 0.28% 35
a6 | 165% 85 0.18% 57 15,666 or 53.3% of Total
501 1.71% B4 0.18% 36
585 1.99% B3 0.19% 35
594 2.02% B2 0.14% 34
545 1.86% &1 0.16% 33
568 1.93% B0 0.10% 32
686 2.34% 79 0.11% 3
807 2.75% 75 0.08% 30
746 2.54% 77 0.04% 29
752 2.56% 76 0.04% 25
765 2.60% 75 0.05% 27
757 2.58% 74 0.01% 26
798 2.72% 73 0.00% 25
808 2.75% 72 0.01% 24
B6S 2.95% 71 0.01% 23
B23 2.50% 70 0.00% 22
84z 2.87% 69 0.00% 7
921 3.14% 65 0.00% 19
875 2.98% &7
938 3.19% 66




Under $250K
17%
Over $2 Million
29%

$250K to S500K
15%

$1 to $2 Million
19% S500K to S1 Million
19%

Estimated Net Worth

Varnable ID

M I O 00 = & o oda Ll R

Wariable Value
Under $4,999
45,000 - 9,999
410,000 - §24,999
$25,000 - $49,999
$50,000 - $99,999
$100,000 - $249,999
$250,000 - $499,999
$500,000 - $999,999
$1,000,000 - $1,999,999
$200,000,000+

30,027 records enhanced

Count

342
159
418
431
961
2,827
4,628
5818
5,706
8,731

97.8% of fil

% of Matched

1.14%
0.53%
1.39%
1.44%
3.20%
0.42%
15.42%
19.38%
19.071%
29.08%
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“One more game, then we'll get on the ark.”



Understanding Donors 1s Critical

SHARPE
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Donors Are Looking for Real Value

| still can’t believe Aldi sells these for 25
cents. I've got 8 of them now and don't
really even have a use for them, it was just
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Relationships are Key

The Key to Happiness?

Share of U.S. respondents who say each of the following
is extremely/very important for a fulfilling life

71% 61%
Having a job or Having
career they enjoy close friends
26% 24% 23%
Having Having Being
children a lot of money married

5,073 U.S. respondents (18+ y/o) surveyed Apr. 10-16, 2023
Source: Pew Research Center

statista %a

SHARPE
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Generational Divide




Are Donors in Your Family Funnel?

. Period of Recency [llReminiscense Bump | Period of Childhood Amnesia

S50 -

a0 Age Memories are retained from Post 50

Memory 3Q
Range

20
10

0
S 10 15 20 25 30 35 40 45 50

Years of Age NCBI.NLM.NIH.GOV
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Planned Giving is Not Automatic

Steve Martin & e X
3d-

| brought my dog here AND HE DID
NOTHING!
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Employees Should Be #1

of US workers leave
their jobs because of
a lack of appreciation.
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Recognition Statistics

Of employees say they would Higher profits were recorded in
leave their job if they didn't feel organizations with high employee
appreciated engagement levels

Recognition does not have to
be a significant outlay.

65% 41% SHARP[
Of employees prefer 5 Of employees want to be

non-monetary incentives i recognized by a peer
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You're Such a Good Dog
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Planned Giving Leadership Can Build Family







Meeting Deadlines

PREVIEW

e
e
y
/
"4
l" <
/ .
! .

SHARPE



Importance of Story and Metrics

* Data without stories are already forgotten

* Focus on the long term of 10 to 30 years

* What data is important to donors?

* \What data is important about donors?

* Track data on your employees to support them
* Take care of your employee and donor family

SHARPE
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How do we do thate

Personality Quiz

* Do we know ourselves?
* Do we know others?
* Why is this important?

SHARPE
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Playful
Sociable
Promoter
Funny

Lively
Popular
Undisciplined
Interrupts
Wants credit
Scatterbrained
Restless

Changeable

__Total 1

Strong-willed
Competitive
Resourceful
Self reliant
Confident
Decisive
Frank
Impatient
Domineering
Stubborn
Rash

Crafty

__Total D

Analytical
Persistent
Planner
Scheduled
Thoughttul
Behaved
Unforgiving
Critical
Loner
Introvert
Hard to please

Suspicious

__Total C

Adaptable
Peaceful
Diplomatic
Tolerant
Listener
Balanced
Unenthusiastic
Hesitant
Indecisive
Compromising
Nonchalant
Timid

SHARPE
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Results

*  Melancholy * Phlegmatic SHARP[
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Most of Us Are Dogtroverts

DOGTROVERT
£ (NOUN)
¢person who prefers

PR or thanpeopte. | g8 SHARPE
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Dogtroverts Are Awesomel
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Optimistic vs Pragmatic

* Overexuberant vs pessimist
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CEO-Choleric

SHARPE -
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CEO-Cholerics

Ambitious Quick-tempered
 Brave . Bully
* Decisive e Stubborn
* Determined *  Not prone to
listen

SHARPE
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Sales-Sanguines

* Flexible

* Light-
hearted

e Persuasive

* Flighty
* Exaggerates
* Needy

51
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Accountant-Melancholy

SHARPE
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Accounting-Melancholy

o0
N4

Dependable
Logical
Unemotional
Detailed

°o 0
_—

Judgmental
Tactical only
Close minded

Dogmatic

SHARPE
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HR - Phlegmatic

SHARPE
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HR - Phlegmatics

o0
N A

« Kind  Indecisive
 Patient  Lack of focus
 Reliable  Nonchalant

*  Empathetic

SHARPE
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Do You Speak English?
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Urgent Versus Important-Optional
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