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Agenda  

The connection of data and stories

Metrics we all know and put us to sleep

Good metrics, transparency, and communication



Correlations of Data



Correlations of Data



Pictures Tell Stories
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Data Tells Info
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Merging Data and Stories
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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)

8



Nonprofit KPIs/Metrics in a Story
Program Metrics

• Program efficiency (0 – 10)
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Nonprofit KPIs/Metrics …snorefest/useless
Program Metrics

• Program efficiency (0 – 10)
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Nonprofit KPIs/Metrics Make a Story
Program Metrics

• Program efficiency (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 gift 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
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Nonprofit KPIs (con’t.)

Donor Retention 

• Donor retention rate

• Donor growth

• Recurring gift percentage

• Donor churn

• Donor lifetime value

• Giving capacity

• Conversion rate

This Photo by Unknown Author is licensed under CC BY-NC-ND
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Nonprofit KPIs (con’t.)
Email Marketing

• Open rate

• Click through rate

• Email conversion rate

• Opt-out rate

• Outreach rate

Social Media

• Amplification rate

• Applause rate

• Social media conversion rate

• Landing page conversion rate

• Fundraiser participation rate
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Strategic Balance

   Length of Time

• Vision/Values    30 years

• Culture      10 years

• Strategy            5 years

• Financial model    5 years

• Budget       1 year

• Today’s cash   1 day



Which nonprofit 
employee thinks in 

terms of 30 years 
out?



We Just Don’t Think Ahead

The Knowledge Institute, LLC, Bob Mims and John 
Daly, © 2026 18



Thinking Short Term Bias

19Marshall Ramsey



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



Donors: Nonprofit Trends-Measurables?

RSM US 202522



Donors Data: Top Charities by Funding
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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 A data update refreshes existing information, such as fixing an incorrect mailing address. 

• 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 

• Identifying whether a donor has passed away.







The Unrestricted Donor Is Becoming Extinct



Understanding Donors is Critical



Donors Are Looking for Real Value



Relationships are Key



Generational Divide



Are Donors in Your Family Funnel?
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Planned Giving is Not Automatic



Employees Should Be #1

Vantage Circle



Recognition Statistics



You’re Such a Good Dog



Planned Giving Leadership Can Build Family



Communicating Numbers Can Be Hard but Vital



Meeting Deadlines



Importance of Story and Metrics
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• 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





How do we do that?
 Personality Quiz
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• Do we know ourselves?

• Do we know others?

• Why is this important?



• Playful

• Sociable

• Promoter

• Funny

• Lively

• Popular

• Undisciplined

• Interrupts

• Wants credit

• Scatterbrained

• Restless

• Changeable

• Strong-willed

• Competitive

• Resourceful

• Self reliant

• Confident

• Decisive

• Frank

• Impatient

• Domineering

• Stubborn

• Rash

• Crafty

• Analytical

• Persistent

• Planner

• Scheduled

• Thoughtful

• Behaved

• Unforgiving

• Critical

• Loner

• Introvert

• Hard to please

• Suspicious

• Adaptable

• Peaceful

• Diplomatic

• Tolerant

• Listener

• Balanced

• Unenthusiastic

• Hesitant

• Indecisive

• Compromising

• Nonchalant

• Timid

__ Total  I           __ Total   D             __ Total    C         __ Total  S



Results

• Sanguine
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• Melancholy • Phlegmatic

• Choleric



Most of Us Are Dogtroverts



Dogtroverts Are Awesome!



Optimistic vs Pragmatic

• Overexuberant vs pessimist
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CEO-Choleric
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CEO-Cholerics

• Ambitious

• Brave

• Decisive

• Determined

• Quick-tempered

• Bully

• Stubborn

• Not prone to 
listen
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Sales-Sanguine
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Sales-Sanguines

• Flexible

• Light-
hearted

• Persuasive

• Flighty

• Exaggerates

• Needy
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Accountant-Melancholy
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Accounting-Melancholy

• Dependable

• Logical

• Unemotional

• Detailed

• Judgmental

• Tactical only

• Close minded

• Dogmatic
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HR - Phlegmatic
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HR - Phlegmatics

• Kind

• Patient

• Reliable

• Empathetic

• Indecisive

• Lack of focus

• Nonchalant
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Do You Speak English?





Urgent Versus Important-Optional
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