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“How do you know that
your marketing really works?”

Discuss the big picture metrics that will change
the perception of your marketing

Discuss the specific performance metrics that
can help your bottom line
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Planned Giving Marketing

An Educated Donor is our Best Donor.




Find Your Return On Investment
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ROl Is Your Friend

WHY B0 YOU GET THAT
LOOK EVERY TIME WE
ASK ABOUT THE RO1?
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A Simple Formula

ROI (%) = Net Program Benefits x 100
Program Costs
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A Revenue Center, Not A Cost Center

ROl is a “macro” look backward, but it can push
your program forward in the right direction.
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Setting Goals And Targets
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Are Your Prospects Using Mobile?
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What You Can Give




Metrics Comes First

What will we measure?
How will we measure it?
When will we analyze it?

When will we apply what we learned?
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Focus On Improving Your Marketing
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GENERATIONS il
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Performance Metrics: Email

Open Rate: Tells you how many subscribers
opened your message.
(Not read or engaged)

Emails opened

Open rate =
Emails sent - bounces
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Performance Metrics: Email

Click-through Rate: Tells you how many and
which links were clicked. (This measure does
show engagement.)

CTR = Clicks.
Impressions
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Performance Metrics: Email

Bounce Rate: Tells you how many emails
never made it to your recipients inbox.

Two types: “Hard” and “Soft.”
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Performance Metrics: Email

Device Statistics: Tells you what devices your
subscribers are using.
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Performance Metrics: Email

Spam or Complaint Rate: Tells you how many
people mark your email as spam.

Spam Complaints

x100

Email Delivered
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Performance Metrics: Email

Unsubscribe Rate: Tells you how many people
opt out of your list.
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Performance Metrics: Events

Number of Attendees: Attendance is
important, but make sure it grows from year to
year.

I'm Attending!
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Performance Metrics: Events

Amount Registered: It is essential to know
what sources brought the most registrations.
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Performance Metrics: Events

Survey Data: The feedback you receive is
essential to improve future events.

45%
aren't willing
to spend filling out @
more than feedback
survey

feedback habits survey 2014
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Performance Metrics: Events

Social Mentions: It's a natural fit for
announcing, live reporting, and post-event
postings.
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Social Media

Social MEdia
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Performance Metrics: Social Media

» Facebook: Engagement and comments
* Twitter: Retweets
» LinkedIn: Comments, likes, and shares

» Video Channels: Views
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Website

Do you know il your
planned giving
website is working
for you.. or aganst
you?

som@cards
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Performance Metrics: Website
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What Will Your Legacy Be?
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Performance Metrics: Website
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Performance Metrics: Website

Sessions: These are the number of visits to
your site
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Performance Metrics: Website

New Sessions: These are the new visitors to
your site.

W MNow Visitor B Returning Visitor

% New Sessions

57.40%
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Performance Metrics: Website

Traffic Sources: Shows you the channels that
are driving your traffic.

+ Organic Search

» Referral

W Ovganic Search
W Direet

i W Ermail
« Direct a el
W Social
+ Social
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Performance Metrics: Website

Bounce Rate: Shows you what percentage of
visitors leave your website without clicking
forward.
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Performance Metrics: Website

Exit Pages: An “exit” is when a user visits multiple
pages and then leaves your site.
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Performance Metrics: Website

Top Traffic Pages: Shows you most popular
content pages.
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Performance Metrics: Website

Conversions. This shows the number of phone
calls, emails or submitted web forms.
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Direct Malil

Ihe purpose of our
dircel il is Lo
buld plarned

givng awareness
and dscover
existing bequest
intentons.
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Performance Metrics: Direct Mail

Response Rate: How many prospects do what
you've asked them to do in the mailer.

lotal responses
_ total responses X 100
total mailers sent
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Performance Metrics: Direct Mail
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Performance Metrics: Direct Mail

Creatively
Consider
Your Legacy

¥ To learn mone about estate planning and creating a wi
visit pifplanning, crru, ey YourVbil,

Piease contact
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Performance Metrics: Direct Mail

Tell Me More

I woald like information abowt
O Hew ta include Caltnch = my state e
O Paricpating in Cattech’s e incoma program

For tools and sample language that make it easy
o give through your estate, please go to:

http://plannedgiving.caltech.adu/YourWill
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Performance Metrics: Direct Mail

m A Gift By Wil -] # =]
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Performance Metrics: Direct Mail
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Performance Metrics: Direct Mail

It's about response and building awareness.

lotal responses
_ total responses X 100
total mailers sent
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Performance Metrics: Direct Mail

Constant Cultivation
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Conclusion

Establish your marketing and analytics goals
together and then collect your data.

Always make time to analyze results, modify
your strategy and tactics, and then use that
knowledge in your next effort.
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Questions?
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Still Have a Question?

Contact: Andrew Palmer,
Director of Marketing Services

E-mail: apalmer@pgcalc.com
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