DIGITAL METRICS
THAT MATTER:

What Nonprofits Should
Track and Why

WFF Communications
Capacity-Building Seminar

February 2026 - Led by Tim Whitley




mhp-si

Fewer numbers. \\
Better ‘
Q0

decisions.
CLARITY > VOLUME




What is the main problem you
to solve through marketing?

Use the chat G- or unmute to share

@ Reaching the right people more consistently

09 Understanding who our real audience is

¢ Helping people understand who we are and what we do
Turning interest into real action

T3 Using limited time and budget more effectively
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want



the problem is
reporting # decisions

i




Your Takeaway

How to turn marketing data

into an effective strategy
that drives results




Data follows strategy.

AnChor one primary goal + definition of success
° A1y
AUdlence O@QO specific people + one action
C ha n nEI ‘ﬁ\\\ avoid the "everywhere trap”
make the plan real (ownership +
Map 30/60/90)

Ch k choose 3 KPlIs; avoid vanity metrics;
ec course-correct, don't panic




The metrics that matter...

For any channel, you are looking for three things:

1. Outcome: Did we get the result we needed?

/ 2. Leading indicator: Are we building momentum before the outcome
shows up?

X" 3. Quality: Was it the right audience and the right action, or just noise?



Marketing Funnel + Channels for Nonprofits

Reaching new or lightly familiar audiences
> Earned media / news placements

> Organic social media

R : . > Paid social media (advertisements)

. AWARENESS § 1 -

Building familiarity and credibility

> Partnerships (co-promotions, shared content, newsletters)
> Organic social media

> Website (informational pages)

s

_ \: = Encouraging participation/action
" "-%\ INVOLVEMENT > Email (event invites, reminders, follow-ups)

e < . > Website (high-intent action pages: registrations, downloads)
\\ 2 P > Paid social media (retargeting ads)

. Driving commitment and conversion
\ INVESTMENT b > Email (targeted calls to action)
e ’ , > Website (high-intent action pages: donations, applications)
> Partnerships (referrals, co-hosted campaigns)

/G;\\ ¢ \™ Deepening relationships and maintaining long-term trust

STEWARDSHIP > Email (thank-yous, impact updates, reports)
. ) > Organic social media (recognition, storytelling)
\ / > Partnerships (ongoing collaboration, shared wins)

mhp-si






AN
& What's your primary goal?

Donation Volunteer Newsletter
Completions Form Registration Sign-ups
Submissions s

Contact
Form
Submissions
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Leading Indicators for Website Performance

If your website reports are showing:

More sessions on "high-intent” pages = website visitors are visiting pages where they can
take an action (Donate, Contact Us, Register, etc.)

More engaged sessions = website visitors are visiting pages where they can
take an action

More returning users = users won't always act on the first visit, this means
you're still in their decision-making journey

It's moving in the right direction!



True or False:
More website traffic = better
website performance

i




Conversions are /°

Review conversion rates on your website
by landing page and by traffic source

Find which pages inspire action

=

Understand which messages resonate

ax

See which channels reach audiences

=

Conversion = action completed on page






What's your primary goal?

Y

Donation from Volunteer Traffic to Phone
Email Sign-ups from Registrations high-intent Calls from
Email from Email web pages Email
from Email
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Leading Indicators for Email Performance

If your email reports are showing:

Click-through rate = to the primary action

Click-to-open rate = if available—helps separate subject line from content

It's moving in the right direction!
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Quality Metrics for Email Performance

o ©

List Growth Unsubscribe Rate Donations from
Rate & Spam Flags Performance Email

Volunteer Sign- Event Registrations Traffic to High
Ups from Email from Email Performance Pages
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n What are your goals with social media?

Primary

4

Traffic & Actions to

Website

Donations
Sign-ups

Event Registration
Calls

Secondary

S

Audience Trust Message Amplification

& Brand Awareness

Repeat engagement

(likes, comments, Post reach and
saves) impressions

Profile visits Shares and reshares
Content shares by Mentions or tags by
peers or partners aligned organizations



Leading Indicators for Organic Social
Performance

If your reports are showing:

Shares / Saves /| Comments = Messages are resonating with audiences

Video completion rate = Messaging is clear and story is being told (not just
views of the video then clicking off)

Profile actions = Profile visits, link clicks — one way to route traffic to
your website for further actions

It's moving in the right direction!
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Quality Metrics for Organic Social Media

Performance
Look to your website for supporting data on organic website performance

Y

Landing page engagement Conversion rate Audience mix
from social traffic from social traffic
(engaged sessions, time on (completion of (are you reaching
page) contact/donation/register donors/volunteers? or mostly
forms) peers/staff?)




Which metrics are most useful for
tracking social media
performance?

A. Likes, Comments, Shares
B. Reach & Engagement




For the big picture: Reach &
Engagement

“Going Viral” # Social Media Success

Performance

Reach ©@

292 + sem

100

50

Content interactions @

155 + coasx%

Lifetime

442

Followers @ Link clicks @

OO%

Mar 16

== Reach

From organic

Mar 26

== From ads

Apr5

Daily Cumulative

Reach breakdown

Total
292 1 56.1%

From organic

292 1 56.1%

From ads
0 o%

®
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Engagement

Post reactions, comments and shares (i)

495 1 125%

Total from last 90 days vs 90 days prior

400
300
200

100

0
90 days prior Last 90 days
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Outcome Metrics for Paid Social Media (ads)

Understand the value of your conversions. When determining spend,
identity the values of:

e Cost per donation

e Cost perlead
o Volunteer
o Newsletter
o Event registration
o Call
e Returnon ad spend
o If it can be measured reliably



The key to
running
successful ad
campaigns?
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Starting Strong is the /°

1. Strong Messaging

Use data to understand what
messaging points are already
resonating with viewers

2. Strong landing page

Use data to build pages that inspire
action
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Quality Metrics for Paid Social Media Performance

What leads/conversions are you getting, and how's the cost per action?

Conversion rate by audience and creative Cost per qualified action

Donations from email
Volunteer sign-ups from email (not just cost per click)
Event registrations from email
Traffic to high-intent pages from email
Phone Calls







J§ & Diagnose

Awareness issue?

low reach / low opens
When the _
Message issue?

numbers reach/opens are fine, but clicks are low

change.. Offer/CTA issue?

” ° clicks exist, but conversion is low
don’t panic. '
Friction issue?

conversion drops on mobile, forms are long,

Instead steps are confusing

Audience issue?
activity exists, but it is the wrong people or
low-quality actions
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How do you
review your data
without
drowning in
numbers?




Pick 3 KPIs
per primary
goal

1. One outcome KPI

achieves mission/business result
2. One leading indicator

shows momentum early

3. One quality KPI

proves it's the right audience
and/or action
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Data Reporting Tutorials

Google Set up Analvytics for a website and/or app

.' Analytics

Google Marketing Platform

Tag Manager

+ Use Analvtics with vour site

Introduction & getting started with Gooqgle Tag Manager



https://support.google.com/analytics/answer/9304153?hl=en
https://support.google.com/sites/answer/97459?hl=en
https://support.google.com/tagmanager/answer/6102821?hl=en&sjid=10894148584714804836-NC&visit_id=639064285965848331-464707598&ref_topic=15191151&rd=1

Data Reporting Tutorials

Google Set up Analvtics for a website and/or app
0. Analytics + Use Analytics with vour site

m MetCI About Meta Ads Reporting (paid)

+ Create reports in Meta Ads Reporting
+ Navigate to Meta Ads Reporting
+ View and manage reports in Meta Ads Reporting

Insights on your Facebook Page (organic)

+ How to see Insights for your Page or professional profile
on Facebook
+ Navigate to Meta Business Suite

VView account and ad insights on Instagram



https://support.google.com/analytics/answer/9304153?hl=en
https://support.google.com/sites/answer/97459?hl=en
https://www.facebook.com/business/help/487269218011981?id=546584395398812&utm_source=chatgpt.com
https://www.facebook.com/business/help/924647297736315
https://www.facebook.com/micro_site/url/?click_from_context_menu=true&country=US&destination=https%3A%2F%2Fbusiness.facebook.com%2Fadsmanager%2Freporting%2F&event_type=click&last_nav_impression_id=0kHc0rdgKDqW4XQr5&max_percent_page_viewed=56&max_viewport_height_px=1293&max_viewport_width_px=2258&orig_http_referrer=https%3A%2F%2Fwww.facebook.com%2Fbusiness%2Fhelp%2F487269218011981%3Fid%3D546584395398812%26utm_source%3Dchatgpt.com&orig_request_uri=https%3A%2F%2Fwww.facebook.com%2Fbusiness%2Fhelp%2F924647297736315&primary_cmsid=924647297736315&primary_content_locale=en_US&region=noam&scrolled=false&session_id=0XTQXLv3CGsgJb2GK&site=fb4b&extra_data%5Bview_type%5D=v3_initial_view&extra_data%5Bsite_section%5D=help&extra_data%5Bplacement%5D=%2Fbusiness%2Fhelp%2F924647297736315
https://www.facebook.com/business/help/258751574748790?id=768381033531365
https://www.facebook.com/business/help/144825579583746?id=939256796236247
https://www.facebook.com/business/help/2287863711300965?id=939256796236247
https://www.facebook.com/business/help/2287863711300965?id=939256796236247
https://www.facebook.com/micro_site/url/?click_from_context_menu=true&country=US&destination=https%3A%2F%2Fbusiness.facebook.com%2Flatest%2F&event_type=click&last_nav_impression_id=0r8ijrvk10pOZ0fL4&max_percent_page_viewed=46&max_viewport_height_px=1293&max_viewport_width_px=2258&orig_http_referrer=https%3A%2F%2Fwww.facebook.com%2Fbusiness%2Fhelp%2F700570830721044%3Fid%3D765488040896522&orig_request_uri=https%3A%2F%2Fwww.facebook.com%2Fbusiness%2Fhelp%2F942827662903020%3Fid%3D916550222172854&primary_cmsid=942827662903020&primary_content_locale=en_US&region=noam&scrolled=false&session_id=0XTQXLv3CGsgJb2GK&site=fb4b&extra_data%5Bview_type%5D=v3_initial_view&extra_data%5Bsite_section%5D=help&extra_data%5Bplacement%5D=%2Fbusiness%2Fhelp%2F942827662903020
https://help.instagram.com/1533933820244654
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Data Dictionary

Reach

Impressions
Frequency

Clicks

Link Clicks

CTR (Click-Through Rate)
CPC (Cost Per Click)
CPM

Spend / Cost
Session

Users

Engagement
Engagement Rate
Conversion

Conversion Rate

Unique people/accounts who saw your ad/content at least once.

Total times your ad/content was shown (includes repeat views).

Average times each person saw your ad (impressions + reach).

Total clicks on the ad (may include multiple clicks by the same person).
Clicks that specifically go to a destination (website/landing page/app store).
% of impressions that resulted in a click (clicks + impressions).

Average cost per click (spend + clicks).

Cost per 1,000 impressions ((spend =+ impressions) x 1,000).

Total amount spent during the reporting period.

A visit to your website/app (starts when a user arrives).

Unique visitors/accounts during the reporting period.

Interactions with content (Meta: reactions/comments/shares/clicks; GA4: engaged behavior).
% of sessions that were engaged (GA4: engaged sessions + sessions).

A completed action you value (purchase, lead, signup, call, etc.).

% of clicks/sessions/users that produced a conversion (varies by platform).
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