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Chapter1     Introduction

If you are new to fundraising, or just looking for a refresher, Analytical Ones Guide to Fundraising  
Metrics will give you a quick understanding of the type of metrics you should be tracking to manage a 
successful fundraising program.

Our goal is to give you a summary of the top metrics we believe you should be paying attention to, why 
they are important to measure, and how to measure them. 

Our view at Analytical Ones is that metrics fall into four groups: 

1

Overview  
Metrics

2

Win  
Metrics

3

Lift  
Metrics 

4

Keep  
Metrics 

Measuring trends 
in new donor  

activity

Measuring trends  
in existing donor 

performance

Measuring trends  
in retention

There are only 3 ways to raise more money:  
   Win, Lift or Keep donors. 

Our Guide will discuss the most important metrics in each of these groups.

At the back of the Guide, we’ve included links to our most read blogs over the past several years.  
We have been told that these blogs are helpful resources.

Our hope is that this Guide and our blogs will allow everyone in your organization to get on the same 
page and communicate better with one another. 

Lastly, this Guide is meant to be dynamic. So, if you have any questions, let’s have a conversation. We’d be 
happy to follow up with you.

Thanks for reading.
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Chapter2					Definitions

LIFECYCLES

Donors are typically divided into six Lifecycle segments:

New
first time donor

Lapsed
did not give a 
gift in previous 

year, but gave at 
least 1 gift in the 
last 24 months.

Extended
Lapsed

has given a gift 
in the past, but 
not within the 
last 24 months.

Second-Year
gave first gift in 
the previous year.

Win-Back
two years ago lapsed, 
but gave at least 1 gift 
in the previous year.

Multi-Year
gave at least one gift in each 

of the previous 2 years.
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Chapter2					Definitions

All	these	Lifecycles	are	tied	to	fiscal	years.	A	donor	stays	in	their	Lifecycle	for	the	full	fiscal	year.	 
This is done so standardized benchmarking can be done on donor performance. To make the following 
definitions	easier,	let’s	assume	we	are	in	FY17.

New Donors	gave	their	first	gift	in	FY17.	They	will	be	considered	New	Donors	for	all	of	FY17,	no	matter	
if	they	were	acquired	on	the	first	day	or	the	last	day	of	the	fiscal	year.	The	definition	of	an	organization’s	
fiscal	year	will	have	an	effect	on	New	Donor	metrics.	For	example,	since	most	organizations	acquire	
most	of	their	donors	in	the	October-December	period,	those	with	a	Jan-Dec	fiscal	year	will	have	leaner	 
performance from their New Donors since they have so little time to give a second gift. Conversely, an 
organization	with	an	October-September	fiscal	year	will	have	much	better	New	Donor	metrics.

Second-Year	Donors	are	defined	just	as	it	sounds	–	they	are	in	their	second	fiscal	year	relationship.	 
They	gave	their	first	gift	in	FY16.	Retention	in	FY17	is	the	key	metric	for	this	group.

Multi-Year	Donors	are	those	that	have	given	in	both	of	the	previous	two	fiscal	years	(FY15	and	FY16).	
These are an organization’s most valuable donors. They usually generate two-thirds of an organization’s 
revenue.	The	whole	goal	of	fundraising	is	to	acquire	and	cultivate	donors	into	a	Multi-Year	relationship.

Lapsed 13-24 Donors	did	not	give	in	the	previous	fiscal	year	(FY16),	but	gave	in	the	one	prior	to	that	
(FY15).	About	one	in	five	of	these	donors	will	reactivate	in	FY17.	It’s	critical	to	“Win-Back”	these	donors,	
because	if	they	do	not	give	in	FY17,	they	will	become	“Extended	Lapsed	25+” donors. Once a donor 
reaches this category, typically less than 5% will ever reactivate again. 

The	final	Lifecycle	is	called	Win-Back. These are donors who have reactivated from being Lapsed or  
Extended	Lapsed	in	FY16.

We	analysts	spend	a	lot	of	time	studying	these	segments	because	there	are	specific	benchmarks	that	
allow us to understand whether an organization’s donors are performing to industry standards.

AVERAGE GIFT
Average Gift is a donor’s total dollars given divided by the total number of gifts given.

GIFT FREQUENCY
Gift Frequency is the average number of gifts a donor gives each year.



Notes:
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OVERVIEW METRICS

Overview metrics are summary metrics. These metrics describe big picture trends.

The three summary metrics we will review in this Guide are:

OVERVIEW METRIC 1: REVENUE
Revenue	is	the	amount	of	money	your	organization	raises	during	the	fiscal	year.

We	can	never	take	our	eyes	off	the	reason	we	are	here:	To	raise	MORE	revenue	than	last	year.

That’s because money fuels completing the organization’s mission. And need always seems to outpace 
revenue. Think of it this way: without the money the mission is solely aspirational.

So, revenue is the most important metric. It ultimately measures the success of our efforts.

All the other metrics we will discuss in this Guide are used to give us insight on how to raise  
more money.

When we look at revenue, we typically cut it two ways: 1) Revenue from donors whose largest gift is 
under $10,000, and 2) donors with gifts of $10,000 or more.

The reasons for this are:
1) These two groups of donors behave very differently. 
2) These two groups of donors are treated very differently.
3)  If they are not separated, oftentimes trends in the $10,000 plus donor segment can mask critical 

trends in the under $10,000 donor segment.

1) Revenue 2) Active Donor 
Counts

3) Donor 
Replenishment



18 Analytical Ones Guide to Fundraising Metrics

Chapter3     Overview Metrics

Therefore, we recommend that you also study revenue in these two segments. We look at it like this.

Always keep your eyes on the prize: Revenue. It’s what turns your great ideas into great works.

How is your organization’s revenue trending?

FY11 FY12 FY13 FY14 FY15

10.6%

$0

$5,000,000

$10,000,000

$15,000,000

$20,000,000

$25,000,000

$30,000,000

$35,000,000

$40,000,000

$7,882,046

$25,793,66

$8,643,151

$24,171,43

$8,173,927

$28,495,38

$7,392,773

$27,576,76

$11,942,80

$26,740,52
$10K +HPC
Under $10K
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OVERVIEW METRIC 2: ACTIVE DONOR COUNTS
Active	Donor	Counts	are	the	number	of	donors	who	gave	to	you	in	a	particular	fiscal	year.	 
The	5-year	trend	of	Active	Donor	Counts	is	one	of	the	first	metrics	we	look	at	when	performing	 
fundraising analysis.

It’s a fact - you can’t raise money if you don’t have donors. So, one key to maintaining or growing  
revenue is maintaining or growing the number of donors on file.

Three groups of donors make up the number of Active Donors:
1) Active	Donors	in	the	previous	fiscal	year	who	give	again	the	current	fiscal	year 
2) New Donors who were acquired in the current year, and 
3) Lapsed Donors who were reactivated that year

The	graph	below	shows	a	typical	nonprofit	organization.	The	number	of	Active	Donors	peaked	in	FY13	
and has gone steadily down since then.

In	FY16,	the	number	of	active	donors	decreased	2.9%	–	or	709	donors.

It’s not unusual to see the number of Active Donors decreasing each year and the revenue still  
increasing. But that only happens if donor upgradation exceeds the decline in the number of  
Active Donors.

That has been the trend lately, but can it continue? 

Or,	will	nonprofits	have	to	find	ways	to	Acquire,	Retain	and	Reactivate	more	donors	instead	of	relying	on	
fewer donors to dig deeper and give more every year? Time will tell. Best to keep close track of this.

Is your organization’s Active Donor count increasing?

26,129 26,582 26,006 24,456 23,747

FY12 FY13 FY14 FY15 FY16

-2.9%
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OVERVIEW METRIC 3: DONOR REPLENISHMENT
Donor Replenishment is the comparison of how many donors the organization acquired, retained and 
reactivated	against	how	many	donors	lapsed	in	a	fiscal	year.

As mentioned previously, one of the key metrics in analyzing fundraising performance is the number of 
Active Donors. 

Three groups of donors make up that number:
1) Active	Donors	the	previous	fiscal	year	who	are	retained	in	the	next	fiscal	year.
2) New Donors who are acquired in that year, and
3) Lapsed Donors who are reactivated in that year.

A Donor Replenishment graph looks at how many donors make up the groups #2 and #3 above and 
compares that number to the number of Active Donors who lapsed during the year.

Donor replenishment analysis answers the question: “Did the active donor file grow or shrink?”

The graph below shows the Replenishment of an Active File. It adds the number of New Donors PLUS 
the number of Reactivated Donors in a year compared to the number of previously Active Donors who 
lapsed in that same year.

In this case, the organization gained 7,113 new donors and reactivated 3,943 lapsed donors, but  
11,765	previously	active	donors	lapsed.

So,	the	Active	Donor	file	shrank	by	709	donors.

And unless the remaining donors have lifted their value and are worth a whole lot more, then the  
organization’s income is going down.

Donor	replenishment	is	one	crucial	factor	in	looking	at	the	overall	health	of	the	donor	file.	Every	 
organization should know their Donor Replenishment number and the counts for each group of donors 
that make up that number.

Is your organization acquiring and reactivating more donors than are lapsing?

3,943

7,113
1 1,765

new

reactivated

lapsed
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Notes:
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WIN METRICS

Win metrics are all about measuring the quantity and quality of the new donors your organization  
is acquiring.

The four WIN metrics we will share in this Guide are:

 1) New and 
Reactivated Counts

2) Donor 
Penetration

3) New Donor 
Average Gift Size

4) Long Term Value
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WIN METRIC 1: NEW AND REACTIVATED DONORS

The	first	Win	metric	counts	the	number	of	New	and	Reactivated	Donors	in	a	fiscal	year. 
There	are	only	3	ways	to	grow	an	Active	Donor	file:

Since the recession, the area we analysts spend the most time on is Win.

How	many	new	donors	came	onto	the	file?	From	what	channels?	What	direct	mail	packages,	strategies	
and offers drove those new donors to give? What were the direct mail sources? How do those numbers 
compare with the previous year or years?

Then,	how	many	new	donors	were	acquired	versus	how	many	lapsed	donors	(13+	months	since	they	
gave a gift) were reactivated?

It’s always more expensive to acquire new donors – you must buy a list or purchase advertising of some 
sort – than to reactivate a lapsed donor.

A	lapsed	donor	gave	to	you	at	least	ONCE	in	the	past.	It	could	have	been	10	years	ago.	That	means	that	
donor has more of a relationship with your organization than a prospective donor who has never given 
to your organization before.

Chapter 4     Win Metrics

3) New Donor 
Average Gift Size

 1) Retain more of 
the donors who gave 
in the previous year

 2) Acquire more 
New Donors, or

 3) Reactivate more 
Lapsed Donors
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The	graph	below	is	an	example	of	a	5-year	trend	for	a	nonprofit	for	new	donors	acquired	and	the	 
number of donors reactivated.

From the graph above we see that overall, the organization had a high in number of new  
donors acquired 5 years ago and a low 3 years ago. 

Their	combined	new	and	reactivated	count	was	down	7%	in	FY17. 
The number of new donors was down 8% and the number of reactivated donors was down 3%.

That’s	the	beginning.	Now	we’ll	go	further	and	ask	WHY:

1) Did the organization increase their number of acquisition mail pieces 5 years ago and decrease  
 the number of mail pieces 3 years ago?
2) Was the budget shifted from acquisition mail to reactivation mail in any of those years?
3)  Was	there	a	natural	disaster	or	other	outside	event	that	would	have	caused	MORE	–	or	FEWER	–	

donors to give in one of those years?
4)  Was there a special event or special campaign (public relations, capital campaign or online campaign) 

in those years that would have caused more donors to give?
5) Was there more investment in non-direct mail marketing or advertising in those years?

These many factors play a role in the number of new donors acquired and lapsed donors reactivated.

How many donors is your organization reactivating and acquiring?

Chapter4     Win Metrics

FY 13

14,877

2,997

14,418

4,209

FY 14

11,819

4,129

FY 15

13,283

4,749

FY 16

12,162

4,609

FY 17
new donors reactivated donors
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WIN METRIC 2: DONOR PENETRATION

Donor Penetration is simply dividing the number of active donors your organization has in a particular 
geography (often postal codes) by the number of households in that geography.

We did a national study of donor penetration. Overall, the average Donor Penetration for 17 local  
nonprofits	that	participated	in	the	study	was	2.3%.	In	other	words,	on	average,	there	were	2.3	donors	for	
every 100 households. That doesn’t sound too bad, of course, until one considers that 97.7% of the local 
households are NOT donors.

The study also discovered that overall Donor Penetration ranged from a low of 0.9% to a high of 4.3%. 
There are many factors that affect this metric, such as longevity of the organization in the community, 
the	awareness	of	the	services	it	provides,	the	size	of	the	community	and	the	number	of	nonprofit	 
competitors, to name a few.

Now,	the	interesting	fact	is	between	40-60%	of	households	support	nonprofit	organizations,	depending	
upon the local community.

And while not every donor is going to support every cause in their community, it does suggest that a 
Donor	Penetration	of	4.3%	should	not	be	considered	the	limit.	(You	can	get	much	higher	than	4.3%.)

What is your organization’s Donor Penetration?

Chapter 4     Win Metrics

Sacramento

Penetration by ZIP Code

 < 5+%

 < 3-4%

 < 1%

Sacramento

Penetration by ZIP Code

 < 5+%

 < 3-4%

 < 1%
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WIN METRIC 3: NEW DONOR AVERAGE GIFT

New Donor Average Gift Size is a key metric for insight into the health of an acquisition program.

Typically, there is an inverse relationship between the number of donors an organization acquires and 
their	average	gift.	So,	the	MORE	new	donors	who	are	acquired,	the	LOWER	the	new	donor	average	gift.

For	instance,	maybe	an	organization	only	brings	in	a	handful	of	the	VERY	best	new	donors	in	a	year.	These	
new donors are very committed and so they give very large gifts. Then the organization will have a very 
high new donor average gift.

Similarly, an organization may choose to send a targeted direct mail piece to prospects either with very 
high incomes or those who are known to give large gifts to other organizations. 

These new donors – without a doubt – will have a higher average gift than a wider acquisition effort that 
goes out to more people and acquires more new donors.

Balancing the number of New Donors acquired and the size of the Average Gift (along with the cost to 
acquire a donors) is key.

How is your organization’s balance between New Donors and their Average Gift?
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FY 13 FY 14 FY 15 FY 16 FY 17

$62

$37

FY 13

3,360

FY 14 FY 15 FY 16 FY 17

5,040

7,470

3,020
2,480

$92
$78 $86

New Donors New Donor Average Gift
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WIN METRIC 4: LONG TERM VALUE (LTV)

Once	upon	a	time	in	the	direct	marketing	fundraising	world,	nonprofits	were	fixated	on	the	number	 
of new donors acquired.  

While the number of new donors acquired is certainly important – a fundraising program will eventually 
DIE	with	no	new	donors	to	replace	the	ones	who	lapse	–	it’s	not	the	ONLY	thing.	Other	factors	are	also	
important when looking at how many and what type of new donors to acquire.

The Long Term Value of donors is also critical to the health of a fundraising program. 

There	are	many	ways	to	measure	Long	Term	Value	(LTV).	Often	LTV	is	defined	as	the	gross	value	a	 
donor	generates	in	their	first	5	years.

There are two reasons we prefer 5-year values. First, your organization must know whether acquisition 
investments will pay out ASAP. For 85% of donors, they have given all of the revenue they are going to 
give	in	that	first	5	years.	Second,	the	changes	in	the	fundraising	environment	are	too	dynamic	to	trust	
values beyond 5 years.

Long Term Value is usually measured for different groups acquired:

• for different channels (online, direct mail, special events, etc.)
• for different marketing efforts, campaigns or packages
• for donors acquired during different seasons or months of the year
• and even for different acquisition lists used to acquire new donors

The Long Term Value adds up the total gift revenue of a donor over the period of time. The size of gifts, 
the number of gifts and a donor’s retention are in play here. 

The number of gifts is important – the MORE gifts per year that a donor makes, the higher their value. 
The average gift is also important – if a donor gives LARGER gifts, they have more value.

It’s also crucial that the organization keeps the donor – that the donor is retained each year. If the  
donor’s number of gifts goes to zero, then they have no value to the organization after that point. Zero 
times zero is zero.

You	can	acquire	a	large	number	of	new	donors,	but	if	the	new	donors	acquired	aren’t	QUALITY donors 
– if they won’t stay around and continue to give – then you may invest a lot of money bringing on new 
donors who will only cost the organization money to acquire and cultivate, rather than generating  
money for the organization’s mission.

On the other hand, as in the graph below, if a donor is acquired and continues to give, he or she can be 
worth hundreds of dollars over a 5-year Long Term Value timeframe.

Chapter 4     Win Metrics
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In this example, even if it cost $50 to acquire the donor and cost $10 to cultivate the donor over each 
of the 5 next years, that’s $100 spent on a donor who, on average, was worth $355 to the organization.  
That’s a net per donor of $255 for the 5-year time period. And remember, retention is already  
factored in.

So, if you acquired 1,000 new donors that year, they would be worth $355,000 over the 5 years, or 
$255,000 in net revenue. If you acquired 10,000 new donors, they would be worth $3,550,000 gross 
and $2,550,000 net!

Now, before you get carried away and decide all your organization needs to do is acquire more new 
donors, check out the graph below.

 

There	is	a	strong	positive	correlation	between	a	donor’s	first	gift,	and	their	LTV.	The	higher	the	first	gift,	
the higher the LTV. 

So, not only is the number	of	new	donors	acquired	important	but	at	what	first	gift	size.	The	new	 
donors’ Long Term Value determines the real value of a new donor acquisition program. 

How many donors is your organization acquiring in each of these first gift  
categories? And, what’s your donors’ LTV?

Chapter4     Win Metrics
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LIFT METRICS

One of the best ways to increase your organization’s revenue is to increase giving from your current 
donors.

The two LIFT metrics we will share in this Guide are:

LIFT METRIC 1: REVENUE PER ACTIVE DONOR 

This is a metric that nearly everyone pays attention to. It’s calculated by multiplying average gift size by 
average gift frequency.
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This is important, of course, because increases in donor value will generate more revenue for  
the organization. 

One note of caution: there needs to be a balance with this metric. Organizations can improve their 
Revenue per Active while at the same time seeing declining revenue.  If an organization focuses solely on 
higher value donors and stops cultivating lower value donors, Revenue per Active can go up, but overall 
revenue	can	go	down.	Just	because	donors	are	of	lower	value	does	not	mean	they	are	not	still	profitable.	

As we discussed in the Overall Metric section, the trend over the past few years is that average Donor 
Value has been steadily increasing while active donor counts have been steadily decreasing.

As long as Donor Value increases at a greater absolute value than the decrease of the donor counts, 
then revenue will increase. Otherwise, revenue will decline.

Is your organization’s Donor Value trending in the right direction?

LIFT METRIC 2: DONOR UPGRADATION 

Upgradation is the percent of donors who were active last year who gave more this year.

An active donor this year can do only one of four things next year:

3) Give the 
same as they 
gave last year

 

1) Not give 
at all

2) Give less 
than they gave 

last year
(Downgrade) 

4) Give more 
than they gave 

last year
(Upgrade) 
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This one metric can reveal much insight into upgrade and ask strategies. This metric is also closely tied 
to retention – the number of donors with no gift are the number not retained. It’s important to track 
what percentage of donors are behaving in these four ways.

 

The overall benchmark for Upgradation (yeah, upgradation is a real word) is 25%. If less than 25% of 
your organization’s donors are upgrading, you need to pay attention.

What percent of your organization’s donors upgraded last fiscal year? 

 

Chapter 5     Lift Metrics

42.2%

FY15

22.9%

15.5%

19.4%

39.3%

FY16

25.7%

15.9%

17.4%

Upgrade
No Change
Downngrade
No Gift





Chapter 6
KEEP METRICS 





41Analytical Ones Guide to Fundraising Metrics

KEEP METRICS

KEEP	metrics	are	all	about	measuring	donor	retention	to	your	organization.

The three KEEP metrics we will share in this Guide are:

KEEP METRIC 1: OVERALL RETENTION

Retention	is	a	metric	almost	all	nonprofit	organizations	watch	closely.		To	calculate,	look	specifically	at	 
the	donors	who	gave	to	your	organization	last	fiscal	year	and	measure	the	percent	that	gave	in	the	 
current	fiscal	year.

A	general	range	for	overall	retention	is	45-60%,	although	overall	retention	rates	will	vary	by	the	 
nonprofit’s	category	and	the	file	composition.

Chapter	6					Keep	Metrics
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For example, local and faith-based organizations (the graph above represents an organization that is  
local	and	faith-based)	tend	to	have	higher	retention	rates.	Younger	organizations	or	those	that	have	 
been investing heavily in acquisition over the past few years will have lower retention. So, it is always 
important to keep these things in mind when evaluating overall retention.

What’s your organization’s overall retention?

KEEP METRIC 2: RETENTION BY DONOR VALUE

One	of	the	key	views	of	retention	is	looking	at	it	by	a	donor’s	value	the	previous	fiscal	year.	 
To	calculate	this	metric,	create	dollar	ranges	of	all	donors	who	were	active	in	the	previous	fiscal	year,	
and	then	measure	what	percent	were	active	in	the	current	fiscal	year.

Here’s an example of what it can look like.

In the graph, we look at the donors’ annual value from the previous year and place them into six categories. 
Then we compare the retention of these value groups over a two-year period. We also include the  
number of donors in each group so we have a picture of the size of the universe for each value category.

This organization’s trends are pretty typical of what we see for many organizations. The higher the value 
of a donor the higher their retention rate. And that makes sense. Donors who give more have more 
invested (literally) in the organization and tend to stick around better. They’re more committed to the 
organization.
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<$10

$10 - $24

$25 - $49

$50 - $99

$100 - $999

$1000+

FY15

1,235

10,380

12,955

11,817

21,045

2,100

FY16

1,245

9,745

12,428

11,440

21,069

2,093

31%
27%

47%
40%

56%
50%

75%
70%

78%
76%

64%
59%



Lifecycle

Multi-Year

Second-Year

Win-Back

Trend FY12

75%

40%

53%

FY13

74%

38%

49%

FY14

72%

39%

46%

FY15

72%

40%

47%

FY16

75%

39%

50%
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The concern for this organization is that retention slipped in each of the value groups. And while their 
retention rates are still good, it did point to the fact that a change in communication tone had an  
adverse effect on donor retention.

Other organizations see that their highest value donor groups have lower retention. This is usually due 
to one of several reasons. The high value donors may have given through a special event, and they don’t 
have a relationship with the organization per se. Sometimes the decrease in high value retention is  
directly correlated with turnover at the organization. Or, in some cases, organizations start removing 
high value donors out of the normal communications streams, and they fall through the cracks.

In any case, it is critical to understand more than just overall retention. This metric allows you to focus 
on retention strategies and tactics that are economically appropriate given the value of the donor group. 

Are your organization’s most valuable donors retaining?

KEEP METRIC 3: RETENTION BY DONOR LIFECYCLE

As we mentioned at the beginning, there are six Lifecycle segments:

1) New

2) Second-Year

3) Multi-Year

4) Lapsed (13-24 month since their last gift)

5) Extended	Lapsed	(25+	months	since	their	last	gift)

6)	 Win-Back

We	analysts	spend	a	lot	of	time	studying	these	segments	because	there	are	specific	benchmarks	that	
allow us to understand whether an organization’s donor performance is on track.

Retention is one of those metrics we look at by Lifecycle. There are three Lifecycles eligible  
for retention. 
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The retention rates shared in the table above are typical of what is seen at the Lifecycle level. 

Multi-Year	donors	have	the	highest	retention	rates.	They	usually	range	from	mid	60%	to	mid	70%.	

Second-Year	donors	have	retention	rates	in	the	30%	-	40%	range,	depending	upon	the	mode	of	 
acquisition. For example, if an organization acquires most of their donors through events or donors 
were	acquired	because	of	a	disaster	event,	their	Second-Year	retention	rates	will	be	lower.	

Win-Back donors usually have retention rates in the high 40% range.

What are the retention rates of your organization’s donors by Lifecycle?
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RESOURCE: TOP DONOR PROFILE 

Big gifts are driven by the intersection of two key factors: Capacity and Passion.

The	Top	Donor	Profiles	(TDP)	are	a	great	way	to	identify	donors	on	your	file	that	have	capacity.	It’s	the	
organization’s	MGOs	(Major	Gift	Officers)	job	to	cultivate	that	passion.

OK, maybe the TDPs aren’t a metric per se. But we believe the information they can provide is critical 
for your organization’s ability to lift donor performance.

Not too long ago, a lot of the information we provided about major donor model scores and rankings 
was in the form of spreadsheets.

But then we decided to talk with a few MGOs. Turns out, a lot of them aren’t spreadsheet people. Of 
course	as	analysts,	we	find	this	odd.	But	apparently	a	good	chunk	of	the	population	are	not	spreadsheet	
people.

That got us thinking. Maybe the value of the model or ranking is not in the predictive score. Maybe the 
real	value	is	in	creating	a	donor	profile	that	quickly	allows	the	MGO	to	access	the	information	they	
need.

And thus, the TDP.
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Sidney Altman

23 Main Street

Saratoga Springs NY 10528

Segment Quantity
High level prospect 50

 MD $1,000-$2,499 Single 16

 MD $1,000-$2,499 Multi 16

 MD $2,500-$4,999 Single 4

 MD $2,500-$4,999 Multi 1

 MD $5,000-$9,999 Multi 3

 MD $5,000-$9,999 Single 2

 MD $10,000+ Single 2

 MD $10,000+ Multi 6

First Gift Amount $500

First Gift Date 8/14/2008

Single Largest Gift Amount $2,500

Single Largest Gift Date 4/8/2010

Lifetime Giving Amount $20,600

Lifetime Number of Gifts 12

Most Recent Gift Amount $2,500

Most Recent Gift Date 11/17/2016

$0
$1,000
$2,000
$3,000
$4,000
$5,000
$6,000

2012 2013 2014 2015 2016 YTD

Annual Value

Potential Gift: Median HH Income: Real Estate: Political Donations:

$1,100,000 $73,732 $3,121,500 $280,568
Index Score: Index Score: Index Score:96 180 339

Out of 100
4

Donor Account Number: 1120
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How many major donors do you have hidden on your database?

Page 2Sally Jones

$0

$300,000

$0 $6,500

$0 $0
$0
$0

$50,000

$0 $0 Animal Related

Arts, Culture and Humanities

Health

Education

Religion

Human and Social Services

Environment

Food, Agriculture & Nutrition

Voluntarism & Grant Making

Science & Technology

Blank (Unidentified)

Metric

Single Largest Gift Amount

Single Largest Gift Source

Lifetime Giving Amount

Lifetime Number of Gifts

Most Recent Gift Amount

Most Recent Gift Source
Lees-McRae College 

Incorporated

Your Organization

$650

PAWS on the Green

$4,445

23 

$50

PAWS on the Green

Reported

$50,000

Broward Performing 

Arts Foundation Inc

$356,500

19 

$1,000 

Organization Amount Year
Broward Performing Arts 
Foundation Inc $50,000 2012
Broward Performing Arts 
Foundation Inc $50,000 2011
Broward Performing Arts 
Foundation Inc $50,000 2009
Broward Performing Arts 
Foundation $50,000 2003
Broward Center for the 
Performing Arts $50,000 1999
Broward Center for the 
Performing Arts $50,000 1998
Broward Center for the 
Performing Arts $50,000 1996
Lees‐mcrae College 
Incorporated $2,500 2010
Lees‐mcrae College 
Incorporated $1,000 2013
Lees‐mcrae College 
Incorporated $1,000 2012
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CONCLUSION

Thanks again for reading our Guide to Fundraising Metrics.

As we said at the beginning, this Guide is meant to be dynamic. If you have any questions, we would love 
to have a conversation. 

You	can	find	us	at	www.analyticalones.com	or	bill@analyticalones.com.

We look forward to talking with you.
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Chapter 9
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OUR MOST POPULAR BLOG LINKS
TRENDS

 • Unsustainable Trends I  
  http://www.analyticalones.com/unsustainable-trends/ 

 • The Pains of Replenishment 
  http://www.analyticalones.com/unsustainable-trends-iii-the-pains-of-replenishment/

 • Why Direct Mail Acquisition is Still Viable 
  http://www.analyticalones.com/why-direct-mail-acquisition-is-still-viable/

DATA ANALYTICS

 • Analytics or Reporting 
  http://www.analyticalones.com/analytics-or-reporting/

 • The Big Limitations of Big Data 
  http://www.analyticalones.com/the-big-limitations-of-big-data/

ACQUISITION

	 •	 The	Nonprofit	Paradox 
	 	 http://www.analyticalones.com/the-nonprofit-paradox/

 • LTV SchmeLTV  
  http://www.analyticalones.com/ltv-schmeltv/

 • Granny’s $5 Birthday Surprise Won’t Cut It Any Longer 
  http://www.analyticalones.com/grannys-5-birthday-surprise-wont-cut-it-any-longer/

RETENTION

 • We Don’t Have a Retention Problem: Part I 
  http://www.analyticalones.com/we-dont-have-a-retention-problem-part-1/

 • We Don’t Have a Retention Problem: Part II 
  http://www.analyticalones.com/we-dont-have-a-retention-problem-part-2/
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CROWDFUNDING

	 •	 Should	Your	Nonprofit	Embrace	Crowdfunding? 
	 	 http://www.analyticalones.com/should-your-nonprofit-embrace-crowdfunding/

 • 5 Misconceptions about Crowdfunding 
  http://www.analyticalones.com/5-misconceptions-about-crowdfunding/

 • How to Choose a Crowdfunding Platform 
  http://www.analyticalones.com/how-to-choose-a-crowdfunding-platform/

WEBSITES

	 •	 Quick,	You’ve	Got	10	Seconds 
  http://www.analyticalones.com/quick-youve-got-10-seconds/

SURVEYS

	 •	 An	Effective	Framework	for	Evaluating	a	Volunteer	Program 
  http://www.analyticalones.com/an-effective-framework-for-evaluating-a-volunteer-program/

	 •	 Donor	Surveys	–	Do	it	Yourself	or	Hire	a	Professional? 
  http://www.analyticalones.com/donor-surveys-do-it-yourself-or-hire-a-professional/

MAJOR DONORS

 • Major Donor Moves Management is Like a Game of Chess 
  http://www.analyticalones.com/major-donor-moves-management-is-like-a-game-of-chess/

 • What is a Model? Part I 
  http://www.analyticalones.com/what-is-a-model-part-i/

 • Modeling – Art versus Science (What is a Model? Part II) 
  http://www.analyticalones.com/modeling-art-vs-science-what-is-a-model-part-ii/

 • The Power of a Major Donor Model 
  http://www.analyticalones.com/the-power-of-a-major-donor-model/

PLANNING FOR SUCCESS 
  http://www.analyticalones.com/planning-for-success/



Notes:
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