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Introduction

From reaching supporters to generating sustainable revenue to maximizing impact, meaningful metrics 

make it easier for social impact organizations to track progress and improve.  When your organization 

observes and applies the right metrics, you reveal what works and what doesn’t, what is worth the 

time and effort and what isn’t. It’s also important to note that more and more funders and donors want 

access to insightful metrics before contributing to your cause.

To help you measure your organization’s performance and find areas for improvement, each chapter in 

this guide offers…

• Useful metrics for evaluating your organization.

• Insight around what these metrics tell you about your performance.

• Key industry benchmarks.

At the end of each section, click the link to the worksheet to apply these metrics to your organization. 

Let’s get started!
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Chapter 1
Communication Metrics

Communication may be an art, but that doesn’t mean nonprofits can’t track and measure it. In order to 

fundraise and advance their mission, organizations need to share their work with their community.

This chapter breaks down some useful metrics for nonprofits’ most important communication channels: 

their organization’s website, their emails, and their social media. Track these data points to see how 

effective you are at reaching and engaging supporters.

Website

Your website is one of the most important assets you have for speaking to existing and potential 

supporters. There are several telling metrics that reveal not only how many people are visiting your site, 

but also how they are exploring and engaging with it. Each metric provides valuable insights about your 

site and can illuminate opportunities for improvement.

There are several tools you can use to gather these metrics…

• Google Analytics

• Hubspot

• Wordpress

 Remember that numbers will vary slightly from one platform or tool to another because they may have 

minor differences in sensitivity or methodology. That’s why it’s best to use the same platform or tool 

consistently to get an accurate picture of your progress.
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PAGEVIEWS

Definition. The number of times users viewed a page on your website. This includes repeat 

viewings, so if someone visits the same page multiple times, the number of pageviews will be 

greater than the number of individual people who visited the page.

It’s important to note that this is different from 

unique pageviews, which is the number of people 

who visited a webpage. If a page of your site 

received 1,000 pageviews last month, 1,000 

is also the highest possible number of unique 

pageviews. The numbers would only be the same 

if each visitor viewed the page only once. In 

reality, some visitors return to a page multiple times. This is why unique pageviews are nearly always 

less than pageviews.

Pageviews are an important metric for gauging the overall traffic to your site. It reflects how many 

people are engaged with your organization. Furthermore, a small percentage of pageviews will result in 

a visitor converting to a contact or even making a donation. More pageviews usually means more email 

subscribers, fundraising pages, event attendees, and donations.

To understand the importance of pageviews through a traditional media channel, think of television 

commercials. Companies pay more for slots during popular programs because they know that a bigger 

audience can lead to bigger sales. Similarly, more pageviews tends to lead to more donations and 

fundraisers.
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TIME SPENT

Definition. The average amount of time a visitor spends on a webpage or site.

Time spent obviously tells you how long 

people are staying on your page, but 

the implications of this metric depend on 

the page’s purpose. For example, if your 

organization has a blog, more time spent on 

those pages usually means that people are 

reading more. If people only spend 30 seconds 

on a 1,000-word post, you know they are abandoning it too quickly. If the average time spent is 2 to 4 

minutes, your visitors are actually sinking their teeth into your post. In this case, the more time spent, 

the better. 

On the other hand, there are some pages where the opposite applies. If visitors are spending an 

inordinate amount of time on an Frequently Asked Questions or About page, it could mean the visitor 

can’t find the information they want. 

CONVERSION RATE

Definition. The percentage of people viewing a page who also complete a form or call to action 

(CTA).

For example, if your homepage has a CTA asking visitors to join your email list, its conversion rate 

would measure how many of the visits to your site resulted in someone joining your email list.
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The conversion rate tells you how effective a page is at prompting visitors to complete a form or action, 

such as joining your email list.

CONVERSION RATE

20

1,000

2.00%

email  
subscribers

pageviews

This is one of the most important metrics for optimizing a campaign or “get involved” page. Once you 

measure a page’s current conversion rate, you can test new colors, text, and design elements to find 

out what might improve it. 

One study found that an average of 2.04 percent of nonprofit website visitors convert to  

email contacts.1 

1 Blackbaud, “Online Marketing Benchmark Study for Nonprofits.” https://www.blackbaud.com/files/resources/
downloads/Nonprofit_Online_Marketing_Benchmark_Study.pdf

FUN FACT

https://www.blackbaud.com/files/resources/downloads/Nonprofit_Online_Marketing_Benchmark_Study.pdf
https://www.blackbaud.com/files/resources/downloads/Nonprofit_Online_Marketing_Benchmark_Study.pdf
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DONATION RATE

Definition. A specific kind of conversion rate in which the action you want visitors to complete is 

making a donation. 

For example,

DONATION RATE

9

1,000

0.90%

donations

pageviews

Donation rate tells you how effective a webpage is at getting visitors to make a donation. As with any 

type of conversion rate, it can be influenced by many factors, such as placement of the CTA, length of 

the donation form, or language of the appeal. 

A 2015 study by M+R Benchmarks found that, on average, 0.76 percent2 of nonprofit website 

visitors make a donation.
FUN FACT

2 M+R Benchmarks, “M+R 2015 Benchmarks Report.” http://www.mrbenchmarks.com/ 

http://www.mrbenchmarks.com/
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Email

Email is a chance to communicate specifically to people who have already expressed interest in your 

work. Individuals on your email lists are some of your best prospects for donors and fundraisers. 

Measuring the effectiveness of your emails is a vital part of cultivating long-term support.

Many email providers like Mailchimp or Constant Contact make it easy to track these metrics, but you 

need to know what they mean in order to improve the effectiveness of your messages.

OPEN RATE

Definition. The percentage of people who received an email and opened it.

Let’s say you sent an email to 1,000 people. Ten do not receive the email due to spam filters or 

incorrect email addresses. This means 990 emails are received. If 200 of those recipients open the 

email, your open rate is 20.20 percent.

It doesn’t matter what’s 

inside your email if it’s never 

opened. Your open rate tells 

you how effective your subject 

line and “from” name are at 

getting people to click on your 

message. Similar to pageviews, 

more opened emails means 

more potential conversions and 

OPEN RATE

1,000 990

200

990

20.20%

emails sent recipients

opened emails

recipients

10
 unreceived

donations. Studies have found that email open rates for nonprofits can vary according to the type of 

email. For instance, advocacy emails were opened at higher rates than newsletter emails.
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Studies have found average nonprofit email open rates range from 14 to 25.38 percent. 3,4

3 M+R Benchmarks, “M+R 2015 Benchmarks Report.” http://www.mrbenchmarks.com/
4 Mailchimp, “Email Marketing Benchmarks.” http://mailchimp.com/resources/research/email-marketing-

benchmarks/

FUN FACT

CLICK THROUGH RATE

Definition. The percent of email recipients who clicked on a link in your email.

Click through rate (CTR) tells you how effective your emails are at getting readers to take action and 

learn more. While you certainly want your audience to open and read your emails, the next step is 

encouraging them to click a link to another page such as your website, a blog post, a petition, or 

a donation page. It’s important to note that CTR can be measured either by dividing link clicks by 

received messages or dividing link clicks by opened messages. The latter gives a clearer look at the 

ability of your message to get people to click because it only includes recipients who opened the email 

and encountered the links. 

Average nonprofit 

email click through 

rates range from 

1.60 to 2.88 

percent.3,4

CLICK RATE

2,350

47

2%

link clicks

opened emails

FUN FACT

http://mailchimp.com/resources/research/email-marketing-benchmarks/
http://mailchimp.com/resources/research/email-marketing-benchmarks/


The Guide to Meaningful Nonprofit Metrics        © Classy.org 11

Social Media

According to Pew Research4, “76% of online adults use social networking sites.” With so many 

people going to channels like Facebook, Twitter, and Instagram for news, entertainment, and brand 

engagement, social media has become extremely important for communicating and engaging with 

donors.  Fortunately, these mediums also lend themselves well to metrics and data tracking. Many 

platforms offer their own dashboard or analytics page, but you can also use social tools like HubSpot or 

Bitly to track performance. 

These are the most useful metrics for evaluating your social media performance.

FOLLOWERS

Definition. The people who automatically receive your updates and posts in their social  

media feeds. 

Individuals opt in by clicking a “follow” or “like” button. Generally, the more followers you have, the 

more people see and engage with your content (engagement rates, however, are also important to 

your effectiveness on social media—more on that later).

Along with giving you 

a general idea of how 

big your existing social 

media audience is, what 

may be more important is 

the fact that these people 

Human Rights Watch’s 

Twitter page shows that 

they have 2.84 million 

followers.
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identify with and have a public interest in your organization. Although it’s a smaller commitment than 

making a donation, becoming a social media follower is still a proactive choice by the user. 

According to the M+R Benchmarks 2015 report, for every 1,000 email subscribers, nonprofits had an 

average of 285 Facebook followers and 112 Twitter followers. “But those social media numbers grew 

much faster than email audiences,” the report noted.5 This may be due to more people joining social 

channels or nonprofits becoming more social media savvy.

IMPRESSIONS

5 M+R Benchmarks, “M+R 2015 Benchmarks Report.” http://www.mrbenchmarks.com/

Definition. Impressions refer to the number of times users viewed a social media post. This 

includes repeated views by individual users, so impressions may be greater than the number of 

unique viewers.

Impressions are like pageviews, but the difference is that on social media platforms your post will 

usually not be the only thing on the page. While a pageview means you definitely have the viewer’s 

attention, an impression can mean you are just one of many posts.

When you visit a 

website like Mama 

Hope’s, all your 

attention is on 

the organization’s 

message. On social 

media, posts appear in 

a feed with lots of other 

content. An impression, 

therefore, doesn’t 

guarantee the user’s 

attention.
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While followers tell you how many people have opted to continuously receive your updates, 

impressions tell you how many times a post was viewed, including views from both followers and non-

followers. An organization with 400 Twitter followers could get garner far more than 400 impressions. 

For example, if several of those followers share a post with their network, it could get thousands of 

impressions. This is why shares and retweets are such an important tool for increasing your content’s 

visibility.

Tweets related to #GivingTuesday 2015 generated 32.7 MILLION IMPRESSIONS on Twitter.6 

FUN FACT

6 #GivingTuesday, http://www.givingtuesday.org/about/

Just as more pageviews can often lead to more conversions, more impressions on social can lead to 

more likes, comments, shares, clicks and even donations.

ENGAGEMENT

Definition. Engagement refers to 

when people interact with your social 

media content (as opposed to simply 

viewing it). Engagement includes likes, 

favorites, shares, comments, link clicks, 

Facebook reactions, and replies. 

NaNoWriMo’s supporters like, share, and comment 

on Facebook posts to show their interest and 

appreciation.

http://www.givingtuesday.org/about/
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You can measure your engagement rate by dividing the number of these actions on a post by the 

number of impressions.

ENGAGEMENT 
RATE

6 9

9

316

2.8%

favorites engagements

engagements

impressions

2 1
shares reply

If you know this post received 316 

impressions, then the post has an 

engagement rate of 2.8 percent. Some 

social platforms will calculate your 

engagement rate for you, but you can also 

use social media management tools to 

monitor your engagement. 

Engagement tells you how effective your social media posts are at getting people to interact, respond 

to, and share your content. This is important because it shows people taking action in response to your 

posts and work. Furthermore, platforms like Facebook and Twitter take engagement into account when 

determining how your posts show up in searches, trends, and suggested posts. This means a lot of 

engagement with your posts can help get your content in front of new audiences.

Engagements rates vary depending on the social media platform. For Facebook and Twitter, 1 to 2 

percent is considered a healthy level of engagement. On Instagram, however, organizations should aim 

for 3 to 6 percent.7

7 Fanbridge, “What is a Good Engagement Rate?” https://www.fanbridge.com/blog/what-is-a-good-
engagement-rate#.Vtm5wJMrLq1

https://www.fanbridge.com/blog/what-is-a-good-engagement-rate#.Vtm5wJMrLq1
https://www.fanbridge.com/blog/what-is-a-good-engagement-rate#.Vtm5wJMrLq1
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CLICK RATE

Definition. The percentage of people viewing your social media post who also clicked on a link 

in the post.

If you know that 12 people clicked on the link in your post and the post received 1,000 impressions, 

then the click rate is 1.2 percent.

As with an email’s click through rate, your click 

rate on social media shows how effective your 

content is when it comes to getting people to 

click a link and learn/do more. Link clicks are 

the gateway to website visits, donations, event 

registrations, and more. 

CLICK RATE

12

1,000

1.2%

link clicks

impressions

Check out the Communications Metrics Worksheet  to analyze and set targets for your 

organization. 
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Chapter 2
Development Metrics

Social impact organizations need to succeed in development to succeed in their mission. Not only do 

you need money to fund programs, but you also need to build reliable streams of revenue to keep your 

organization solvent. Development and organizational stability go hand in hand.

This chapter explains several meaningful development metrics to help you analyze and grow your 

nonprofit’s fundraising arm. We’ll begin with broader organizational metrics for your development team 

to monitor and move on to important data points to track regarding individual donations and donors. 

Although annual budgets come in every size, every organization benefits from assessing the past and 

present and setting goals for the future.

Overall Development

There are a few basic measures used to gauge the size of an organization and its development 

success. Understand these terms to better analyze your performance, set goals, and monitor your 

progress toward achieving them.

ANNUAL BUDGET

Definition. An annual budget is a prediction of all the organization’s income and expenses over 

a twelve-month period. 

Just like a personal or household budget, an organization projects how much money they will make 

and how much their expenses will be. 
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ANNUAL REVENUE

Definition. The total amount of funds an organization earns and collects in the course of a  

fiscal year. 

This can include donations, grants, sponsorships, event revenue, and fee-for-service. Generally, social 

impact organizations want to increase their annual revenue to improve the quality of their programs, 

reach as many people as possible, and invest in their infrastructure and future.

RECURRING REVENUE

Definition. This is income that an organization receives on a monthly or annual basis. 

For example, if your nonprofit has a monthly donation program that brings in $3,000 each month, that 

is $3,000 in monthly recurring revenue (MRR). The sum of the entire year’s monthly recurring revenue 

is part of your Annual recurring revenue (ARR). Income you collect on a regular basis (quarterly or 

annually) such as a multi-year grant or sponsorship, is also considered ARR. Only revenue that is 

already committed should be considered in ARR. Even if you expect to raise $10,000 from an event 

each year, it’s not recurring because it is dependent on the success of the event.
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$3,000

$1,500

$12,000

in MRR

12

4

1

months

quarters

year

Monthly Giving

Quarterly Sponsorship

Multi-Year Grant

$36,000

$6,000

$12,000

ANNUAL 
RECURRING 
REVENUE

$54,000

YEAR-OVER-YEAR GROWTH

Definition. The percent you increased your revenue or budget in one year when compared to 

the year before. 

If your nonprofit brought in $880,000 in revenue in 2014 and $1,150,000 in 2015, you would subtract 

the first number from the second. This gives you the dollar amount your revenue grew: $270,000. 

When you divide this number by 2014’s revenue, you see that your YOY growth rate is 30.7 percent.
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YOY REVENUE 
GROWTH

YEAR-OVER-YEAR 
REVENUE GROWTH

$1,150,000

30.7%
2015 revenue

2015 revenue

$880,000

$880,000





2014 revenue

2014 revenue

2014 revenue

2014 revenue

Calculating your year-over-year growth allows you to compare your revenue or budget over an entire 

year. Growth percentage reflects what a dollar amount really means for your development department. 

A $270,000 increase is significant for the nonprofit in our example, but for a $20 million organization, it 

would mean only 1.35 percent YOY revenue growth.

You can also compare your revenue month-over-month, but because social sector fundraising is so 

cyclical, those time periods may not be comparable. Consider comparing a month’s revenue not to 

the previous month, but the same month of the previous year. For example, compare October 2015 to 

October 2014, not September 2015.
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Individual Donation Metrics

While a high-level understanding of your nonprofit’s revenue and budget is important for seeing the 

big picture, 72 percent8 of nonprofit revenue comes from individual donations. Tracking the details of 

the gifts you’re receiving can help you nurture donor relationships and create long-term, sustainable 

revenue.

COST OF ACQUISITION

8 Giving USA, “Giving USA 2015 Highlights.” http://givingusa.org/

Definition. The average amount of money your organization spends to acquire one new donor. 

Don’t worry, you don’t need to do any complex calculations about the 

amount of resources you spent to get a $50 donor. Cost of acquisition 

(sometimes called donor acquisition cost) is just about gauging the 

overall amount you spend on donor acquisition compared to how many 

donors you are gaining. Simply divide your total expenses for donor acquisition over a certain period 

by the number of new donors gained in that period.

For example, if you spent $12,000 on marketing and outreach efforts to gain new donors last year and 

in that time you acquired 387 new donors, then your cost of acquisition is about $31 per person.

COST OF 
ACQUISITION PER 
PERSON

$12,000

387

$31.00
donor acquisition expenses

new donors

http://givingusa.org/
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AVERAGE DONATION SIZE

Definition. The average dollar amount of a one-time individual donation. This average is often 

calculated annually with individual donations in the past year.

This metric helps organizations understand their average donor’s commitment and/or ability to give. It is 

also a great stat for evaluating the efficiency of your donor acquisition efforts. If your cost of acquisition 

is larger than your average donation size, you could actually be losing money on new donors, at least in 

the short term. While a subsequent donation could swing the ratio in your favor, as many as six in ten9 

donors only give once, so it’s far better to come out ahead on a single donation.

To find your average donation size, divide the total revenue from individual donations in a given time 

period (such as one year) and divide by the number of donations made in that time period.

AVERAGE 
DONATION

$163,500

2,037

$80.27
total revenue from individuals

individual donations

9 Bloomerang, “A Guide to Donor Retention,” https://bloomerang.co/retention

https://bloomerang.co/retention
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It’s nearly impossible to build up a reliable 

stream of revenue if your donors aren’t giving 

more than once. It costs more to acquire a 

new donor than to retain an existing donor, 

so maximizing donor retention should be a 

development priority for any organization.

DONOR 
RETENTION 
RATE

421

1,000

42.1%repeat donors

original donors

You can also express your nonprofit’s 

ability to keep donors as churn (also 

called donor attrition). Churn is the 

percent of donors who DO NOT 

give again. (100% - 42.1% retention = 

57.9% churn) The 2015 Fundraising 

Effectiveness Project Survey Report 

DONOR RETENTION

Definition. The percent of donors who 

give again in the next year. 

Find your donor retention rate by dividing the number of donors who gave repeatedly by the total 

number of donors. For instance, if your organization had 1,000 donors in 2014 and 421 also made a gift 

in 2015, your donor retention rate is 42.1 percent.

found that 43 percent10 of donors surveys gave to the same organization in subsequent years. 

10 Association of Fundraising Professionals, “2015 Fundraising Effectiveness Project Survey Report.” http://www.
afpnet.org/files/ContentDocuments/FEP2015FinalReport.pdf

http://www.afpnet.org/files/ContentDocuments/FEP2015FinalReport.pdf
http://www.afpnet.org/files/ContentDocuments/FEP2015FinalReport.pdf
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According to The Nonprofit Times, average donor churn has hovered in the mid-fifties for the 

past nine years.11

11  The Nonprofit Times, “New Donors Elusive; Retention Sitting At Just 43%.” http://www.thenonprofittimes.
com/news-articles/new-donors-elusive-retention-sitting-at-just-43/

Definition. The amount an average donor gives to your organization over the course of your 

entire relationship. 

The lifetime value of individual donors varies wildly according to capacity and number of donations, but 

your average donor lifetime value communicates your ability to retain and upgrade donors over long 

periods of time. Keep your donor database or CRM updated with each supporter’s gifts to calculate 

your average donor lifetime value regularly. 

Donor lifetime value is calculated by dividing the amount an average donor gives in a single year by 

your churn rate. Let’s say that your average donor gives $100 over the course of a year and 60 percent 

of your donors churn.

DONOR 
LIFETIME 
VALUE

$100

0.60

$166.67average contribution

churn

FUN FACT

DONOR LIFETIME VALUE

http://www.thenonprofittimes.com/news-articles/new-donors-elusive-retention-sitting-at-just-43/
http://www.thenonprofittimes.com/news-articles/new-donors-elusive-retention-sitting-at-just-43/


The Guide to Meaningful Nonprofit Metrics        © Classy.org 24

Because lifetime value is so dependent 

on donors giving year after year, lowering 

churn can greatly improve donor lifetime 

value. If you reduced churn to 50 

percent, donor lifetime value would be 

$200, a increase of nearly 20 percent.

DONOR 
LIFETIME 
VALUE

$100

0.50

$200average contribution

churn

Complete the included Development Metrics Worksheet  to evaluate your development 

team’s success and set goals for your organization. 
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Chapter 3
Impact Metrics

Measuring and communicating your impact is perhaps the most important part of attracting and 

retaining support. Beyond that, it should guide many of the programmatic and development decisions 

you make.

Beyond Vanity Metrics

Most organizations have some sense of the importance of measuring impact, but just because 

something can be put into numbers doesn’t mean it is a meaningful metric. To satisfy the desire for 

measurement and progress, some nonprofits get into the bad habit of primarily tracking and reporting 

vanity metrics.

Vanity metrics are numbers that sound impressive but don’t really tell you much about how effective 

a program or organization is. The number of people an organization has served, for example, often 

reveals next to nothing. A city’s literacy program could tell the public they served 8,000 people in the 

past year, but we are left with tons of questions. What does “served” mean? Does a person who attends 

one lesson or meeting count as one of that 8,000 or did each of those 8,000 people complete a 

twelve-week course? Your social impact organization must track metrics that convey specific outcomes 

and results in order to show donors that your programs are truly advancing your mission. 
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While these vanity metrics can be used sparingly, social impact organizations must focus on metrics 

that truly reflect the change they are making on a cause. For this reason, nonprofits can often look to 

their mission for inspiration when trying to determine the best impact metrics.

Output Versus Outcomes

An important distinction for social impact organizations to make when measuring and analyzing their 

work is how output differs from outcomes. Output refers to the action an organization carries out, while 

outcomes refers to the change this action made.

Let’s say a company makes inexpensive, 

lightweight bicycles. Last year, they produced 

10,000 bicycles. That is their output.

But how is the community different because of that output? 

Those 10,000 bicycles provided transportation for thousands of people to school and work. Attendance 

may have improved and the bicycles may have resulted in fewer people driving to work, alleviating 

some traffic and lowering emissions. These are the outcomes.

You can set goals for output, but they should always be in support of your outcome goals. For example, 

an education organization might set an output goal of building 10 schools in a region. Their target 

outcome, though, is for every child in the region to receive a primary school education. To reach that 

outcome, the region not only needs schools but it needs community buy-in to ensure its children attend 

and succeed. 

Unlike email communications or online donations, nonprofit organizations can’t all rely on the same 

impact metrics. Even two organizations in the same cause category will use different measurements 
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to determine program success, depending on their area of focus or type pf programs. With output and 

outcomes in mind, however, you can generate metrics for just about any mission. 

Follow the examples below to see how different organizations can choose meaningful metrics to gauge 

their impact.

Example 1

MISSION

“Our mission is to break the 

cycle of poverty, illiteracy and 

low expectations through 

service and education. We empower urban youth to transform their neighborhoods through intensive 

community service and to change the world by building schools in some of the economically poorest 

countries in the world.”

IMPACT METRICS

Many factors contribute to the education crises in both the United States and abroad. buildOn 

measures the impact of their six American urban centers by tracking both the time committed by 

students and how their programs change the students’ outcomes in life.

This nonprofit empowers children to build confidence, civic engagement, and personal skills through 

community service. Each student participating in buildOn’s program tracks the number of hours they 

spend to better their community. This measure goes beyond tracking the number of students to reflect 

how much time and commitment they have given to the program. 
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Pantone 214C 100% Black

Knowing that education is one of the keys to breaking “the cycle of poverty, illiteracy and low 

expectations,” buildOn also tracks how many of their students graduate high school and enroll in 

college. By comparing these numbers to the general population, they know “Students who regularly 

serve with buildOn miss 2.5 times less school than their peers, and 93% of buildOn students graduate 

and go on to college.” These metrics show how buildOn has improved many students’ lives and future 

prospects.

MISSION

“We’re a 501(c)3 non-profit 

organization dedicated to the 

early detection of breast cancer, with an emphasis on women under the age of 40 and men. Inspired 

by athletes everywhere, local communities come together, fundraise, and help us detect potentially life 

threatening breast cancer occurrences.”

IMPACT METRICS

Barbells for Boobs mobilizes the fitness community to fundraise for breast cancer detection services. 

Peer-to-peer fundraisers and teams have funded services for underserved men and women in 22 

states. While the fact that they’ve raised more than $4.5 million is certainly impressive, it doesn’t fully 

illuminate their impact.

Example 2
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To measure the outcomes of their hard work, Barbells for Boobs works with their grantees to track the 

procedures they’ve funded. Not only have they provided more than 30,000 procedures, they have 

detected 199 cases of breast cancer. By serving younger, underserved people, Barbells for Boobs helps 

uncover the illness early, which maximizes survival rates. 

While it would be simple to just show their huge fundraising numbers, Barbells for Boobs knows that 

the outcomes of their fundraising is what matters most.

Complete the included Impact Metrics Worksheet  identify meaningful ways to track your 

organization’s work.
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Conclusion

The social impact sector has made great strides in measuring and evaluating their communications, 

development, and impact. In this new age of constant connection and transparency, tracking important 

metrics affects donor relations, program course corrections, and ultimately, your ability to achieve your 

mission. The process of becoming more metric-driven is never-ending, but every small step helps. To 

get started, review these measurements and identify which ones your organization will most  

benefit from.
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Communications Worksheet

Website

PAGEVIEWS

Track your website pageviews through a platform such as Google Analytics each month to see when you get the most traffic. Once you have a 

baseline, set goals for future months.

JAN FEB MAR APR MAY JUN JUL AUG SEPT OCT NOV DEC
ANNUAL 
TOTAL

2016

2017 
Goal

2017 
Actual
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EMAIL SUBSCRIBER CONVERSION 

RATE

Use this equation to calculate your 

website’s conversion rate. Make sure you 

measure each element over the same time 

period (monthly, annually, etc.). Compare 

rates over time and set goals to improve 

your conversion rate.

DONATION RATE

Use this equation to calculate the percent of 

website visitors who make a gift. Make sure 

you measure each element over the same 

time period (monthly, annually, etc.) and 

only count donations made through your 

website. Compare rates over time and test 

different design elements and appeals to 

increase donations.

EMAIL SUBSCRIBERS PAGEVIEWS CONVERSION RATE

DONATIONS PAGEVIEWS DONATION RATE
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Email 

Use these equations to calculate your 

open, click through, and donation rates. Fill 

in the table with results from your emails 

as a whole or with results from a certain 

campaign.

EMAILS OPENED EMAILS RECEIVED OPEN RATE

LINK CLICKS EMAILS OPENED CLICK THROUGH RATE

DONATIONS EMAILS OPENED DONATION RATE

OPEN RATE

CLICK THROUGH RATE

DONATION RATE

SENT TO (EMAIL LIST OR 
SEGMENT(S))

OPEN RATE CLICK THROUGH RATE DONATION RATE

All

Campaign 1

Campaign 2

Campaign 3
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Social Media 

Use the equations to find your engagement 

and click rates for each of your 

organization’s social platforms.

LIKES/
FAVORITES/
REACTIONS

SHARES
COMMENTS/

REPLIES
LINK 

CLICKS
ENGAGEMENT

ENGAGEMENTS IMPRESSIONS ENGAGEMENT RATE

LINK CLICKS IMPRESSIONS CLICK RATE

ENGAGEMENT RATE

CLICK RATE

FOLLOWERS IMPRESSIONS ENGAGEMENT RATE CLICK THROUGH RATE

    Facebook

  Twitter

  Instagram

  YouTube

  



The Guide to Meaningful Nonprofit Metrics        © Classy.org 35

ANNUAL BUDGET 

Complete this section with data from the 

past year to help you plan for the next.

ANNUAL REVENUE

Add up all of your organization’s sources of 

revenue in a given year.

EXPENSES

Add up all of your expenses for the year.

Development Metrics Worksheet

Organizational Metrics

Use these equations to understand the financial health of your organization. With baseline numbers, you can then set goals for the future.

Individual Donations

Grants

Event Revenue

Sponsorships

Fee-For-Service

Other Revenue

Total Annual Revenue

Programs

Development & 
Fundraising

Operations

Total Annual Expenses

• Does your revenue outpace your 

spending? 

• If yes , what do you plan to do with this 

surplus (invest in operations, contribute to 

savings or an endowment, etc.)?

• If no , do you have existing cash to cover 

your expenses? What adjustments can you 

make to become solvent in the next year?
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YEAR-OVER-YEAR GROWTH 

This equation can also be used to measure 

the growth of your donor base, your 

recurring giving, or almost any other metric.

RECURRING REVENUE 

Use these metrics to predict your future 

revenue and budget accordingly.

YEAR 2 REVENUE YEAR 1 REVENUE REVENUE DIFFERENCE

REVENUE DIFFERENCE YEAR 1 REVENUE % YOY GROWTH



 100

MRR
PLEDGED 

ANNUAL GIFTS
OTHER SECURED 

ANNUAL REVENUE

ANNUAL 
RECURRING 

REVENUE







SUM OF ALL  
MONTHLY GIFTS

OTHER SECURED 
MONTHLY REVENUE

MONTHLY RECURRING 
REVENUE (MRR)
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Donation Metrics

COST OF ACQUISITION

Use this equation to determine the average 

amount your organization spends to acquire 

a new donor. 

AVERAGE DONATION SIZE

Compare this average to your average 

cost of acquisition to make sure you 

aren’t losing money on first-time donors. 

Average donation size can also help you set 

suggested giving levels.

DONOR RETENTION RATE

AMOUNT SPENT ON DONOR 
ACQUISITION EFFORTS

NEW DONORS
COST OF DONOR 

ACQUISITION

SUM OF INDIVIDUAL 
DONATIONS

NUMBER OF 
DONATIONS

AVERAGE DONATION

YEAR 1 DONORS WHO 
GAVE IN YEAR 2

YEAR 1 DONORS
% DONOR 

RETENTION

 100



The Guide to Meaningful Nonprofit Metrics        © Classy.org 38

Impact Metrics Worksheet

Output and Outcomes

An effective way to determine the measurable results you want to create is to begin with the specific problem or part of a problem that you want 

to address. From there, explain what you want to change about it. Determine the best output by asking what action your organization can take to 

reach your desired outcome.

PROBLEM 
What is the current, unacceptable situation?

OUTPUT 
What measurable resource, service, or action will lead to 

the desired outcome?

OUTCOME 
What is the practical end goal? (Specificity helps)

Example: Milwaukee’s poor and uninsured do 
not have access to cancer detection services. 
This diminishes survival rates.

Example: Open a free cancer detection clinic 
that serves people without access.

Example: Everyone in the city will have access 
to examinations and procedures for detection. 
Survival rates increase.
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EVALUATING

Each year, look back to see whether you reached your intended outputs and outcome. If you are achieving your outputs and not your outcomes, 

reevaluate your programs and actions. Outputs should serve and make progress toward outcomes in order to effect meaningful change. 
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