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Metrics & Strategies for Success
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Who We Are

Insert Photo Here

Innovation. Creativity. Responsiveness.

These are the hallmarks of Brad Cecil & Associates’ 

relationships with the organizations we are privileged to 
serve. 

For more than 25 years, BCA has been set apart as a leader 
in custom direct response fundraising solutions. Our 

unparalleled service and attention to detail have resulted in 
the total transformation of dozens of fundraising programs.

We are so much more than a “direct response vendor.” We 
are true partners with you every step of the way. We have 

the knowledge and experience to help you cultivate donors 
at every level, from $10 to $10 million. 

We believe that generosity is fundamental to what it means 
to be human and believe that the act of giving returns 

benefits to both donors and the organization. We believe 
asking for and receiving donor gifts is a positive thing for 

everyone involved. We are passionate about working hard 

to advance hunger solutions and see our primary 
partnership goal as driving revenue to support that end.  

DIRECTOR OF DIGITAL 
STRATEGY

Bryce Johnston is the Director of Digital Strategy 
for Brad Cecil & Associates and has been a 
digital fundraiser since 2013.



Today's Objectives

1. Why benchmarks matter.

2.  Understand Key Digital Fundraising Benchmarks
• Email
• Paid Ads

3.    Now that I know my benchmarks, what now? 



Why is it important for me to know 
my benchmarks



Why should I know my benchmarks

• You can’t improve what you don’t measure.
• Know your baseline performance.

• Digital benchmarks show us where to focus.
• Every improvement starts with measurement.

• Build a strategy rooted in real performance.



Understand Key Digital 
Fundraising Benchmarks



Evaluate Email Effectiveness
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2024 Avg. Email Results Compared to  M&R 2024 Email 
Benchmarks

Open Rate

Click To Open Rate

Conversion Rate

Average Gift

BCA 2024 email 

numbers

M&R 2024 email 

benchmark numbers



Why CTOR > Click Rate



Evaluate Email Effectiveness

• Click rate = clicks ÷ emails sent
• Example: 100 clicks ÷ 10,000 sends = 1% Click Rate

• CTOR = clicks ÷ opens
• 100 clicks ÷ 3,000 opens = 3.3% CTOR

• CTOR reflects engagement after open
• Engagement is the reason we track clicks



Optimize & Improve Performance



Testing & Optimization

Insert Photo Here

The Focus . . . 

Traffic:  How do we consistently drive more views of 
website/donation page?

Conversions:  How do we also convert those visitors 
into new names, new donors, monthly donors or 
upgraded donors?

Average Gift:  We also frequently test gift arrays on 
donation pages so while we are maximizing donations, 
we are also maximizing average gift.



How Can I Test Into Traffic?



Control Treatment #1

62%
In Clicks



Control Treatment #1

11%
In Opens



How Can I Test Into Conversion 
Rate?



Control Treatment #1

109%
In Revenue*



Control Treatment #1

16%
In Donations*



Control Treatment #1

45%
In Donations*



How Can I Test Into Avg. Gift?



Control Treatment #1

60%
In Revenue



Track & Analyze Ad Performance



Identify What We Want to Accomplish with 
our ads

• Depending on our goal, it will change the setup of our digital ads 
and what platform we use.

• Example goals
• To acq. new name
• To acq. new donors
• To get donations (new and or existing)
• To drive traffic to our website
• To reinforce a campaign that we are promoting via other efforts 

(Email or Direct Mail)



Who Do I Target

• Create multiple ad sets
• Look A Like Audiences (donor LAL, Website Visitors LAL, Fans LAL, etc...)
• Website Visitors
• Interest based audiences
• Open Targeting (Let Facebooks algorithm determine who would be most 

likely to make a gift or provide their email address)

• Set up Custom Conversions
• Tell Facebook the goal of this campaign.

▪ For someone to make a gift
▪ For someone to provide their email address
▪ For someone to go to our website



$5.00

$100

Between 1% and 3%

$74

What should I expect to pay to acquire a new name or donor on 
Facebook

Cost Per Name

Cost Per Donor

Conversion Rate

Average Gift



New Name and New Donor 
Acquisition Using Facebook



Acquisition

OFFER PROMOTION EMAIL ACQUISITION 

PAGE

INSTANT DONATION 

PAGE

WELCOME SERIES

Offer could be a 

multitude of 
offerings such as 
an eBook, quiz, 

survey, or 
download.

Offer promoted 

using paid media 
on Facebook & 

Instagram

Invitation to 

provide email in 
exchange for 

promotional item.

Instant donation 

page allows for 
an initial soft ask 
while we have 

their attention.  
Doubles as 

confirmation 
page.

Acquired emails 

are then dropped 
into an email 

welcome series to 

cultivate and 
educate about 

the mission and 
orient them 

toward 

philanthropic 
engagement.



Why Do We Want To Capture 
Email?



Email results in 1/3 of online 
fundraising revenue. 



Control Treatment #1

69%
In Revenue



What is the value of an email address?
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Benchmark → Test → Optimize

• Measure performance
• Test strategies
• Learn and improve continuously



Start Small, Think Big

• Small improvements in all areas add up.
• Begin with one metric or channel.



Questions?

Email Me: 
bjohnston@cecilcommunication.com

Insert Client Logo Here



Want a FREE $50 Amazon gift card?

Provide your name and email address to be entered into a drawing for a $50 Amazon gift card!
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