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LEGAL CAVEAT

The Advisory Board Company has made efforts
to verify the accuracy of the information it
provides to members. This report relies on data
obtained from many sources, however, and The
Advisory Board Company cannot guarantee the
accuracy of the information provided or any
analysis based thereon. In addition, The
Advisory Board Company is not in the business
of giving legal, medical, accounting, or other
professional advice, and its reports should not
be construed as professional advice. In
particular, members should not rely on any
legal commentary in this report as a basis for
action, or assume that any tactics described
herein would be permitted by applicable law

or appropriate for a given member’s situation.
Members are advised to consult with
appropriate professionals concerning legal,
medical, tax, or accounting issues, before
implementing any of these tactics. Neither

The Advisory Board Company nor its officers,
directors, trustees, employees and agents shall
be liable for any claims, liabilities, or expenses
relating to (a) any errors or omissions in this
report, whether caused by The Advisory Board
Company or any of its employees or agents, or
sources or other third parties, (b) any
recommendation or graded ranking by The
Advisory Board Company, or (c) failure of
member and its employees and agents to abide
by the terms set forth herein.

The Advisory Board is a registered trademark of
The Advisory Board Company in the United
States and other countries. Members are not
permitted to use this trademark, or any other
Advisory Board trademark, product name,
service name, trade name and logo, without the
prior written consent of The Advisory Board
Company. All other trademarks, product names,
service names, trade names, and logos used
within these pages are the property of their
respective holders. Use of other company
trademarks, product names, service names,
trade names and logos or images of the same
does not necessarily constitute (a) an
endorsement by such company of The Advisory
Board Company and its products and services,
or (b) an endorsement of the company or its
products or services by The Advisory Board
Company. The Advisory Board Company is not
affiliated with any such company.

IMPORTANT: Please read the following.

The Advisory Board Company has prepared this
report for the exclusive use of its members.
Each member acknowledges and agrees that
this report and the information contained herein
(collectively, the “Report”) are confidential and
proprietary to The Advisory Board Company. By
accepting delivery of this Report, each member
agrees to abide by the terms as stated herein,
including the following:

1. The Advisory Board Company owns all right,
title and interest in and to this Report.
Except as stated herein, no right, license,
permission or interest of any kind in this
Report is intended to be given, transferred
to or acquired by a member. Each member
is authorized to use this Report only to the
extent expressly authorized herein.

2. Each member shall not sell, license or
republish this Report. Each member shall
not disseminate or permit the use of, and
shall take reasonable precautions to prevent
such dissemination or use of, this Report by
(a) any of its employees and agents (except
as stated below), or (b) any third party.

3. Each member may make this Report
available solely to those of its employees
and agents who (a) are registered for the
workshop or membership program of which
this Report is a part, (b) require access to
this Report in order to learn from the
information described herein, and (c) agree
not to disclose this Report to other
employees or agents or any third party.
Each member shall use, and shall ensure
that its employees and agents use, this
Report for its internal use only. Each
member may make a limited number of
copies, solely as adequate for use by its
employees and agents in accordance with
the terms herein.

4. Each member shall not remove from this
Report any confidential markings, copyright
notices and other similar indicia herein.

5. Each member is responsible for any breach
of its obligations as stated herein by any of
its employees or agents.

6. If a member is unwilling to abide by any of
the foregoing obligations, then such member
shall promptly return this Report and all
copies thereof to The Advisory
Board Company.
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Distinguishing Strategic and Managerial Dashboards

High-level Versus Day-to-Day

The strategic dashboard and managerial dashboard are familiar concepts to many advancement
leaders and yet the lines between them are often blurred. Traditionally, the strategic dashboard is
used to report high-level, advancement office progress to external audiences like the board,
president, or other campus leadership. Managerial dashboards are internal documents used to
oversee and guide performance of staff (e.g., activity levels, fundraiser totals). With such different
aims, they contain different data points and use different formats.

Key Differences Between Strategic and Managerial Dashboards

_ Strategic Dashboards Managerial Dashboards

Intended Audience

Timeline

Medium

Purpose

©2015 The Advisory Board Company

University Board, President

Quarterly (at minimum)

Emailed report

« To demonstrate progress
towards annual or campaign
goal

» Possibly highlight areas for
alterations in resource
allocation

For More on Metrics

Director of Major Giving, Major
Gift Officers, Vice President of
Advancement, Associate Vice
President

Monthly, weekly, or daily

Emailed report or
independently accessible
dynamic system

To demonstrate progress
towards intra-office goals

To update managers on staff
performance

To keep staff abreast of their
own progress towards
individual goals

”m

EAB'’s publication, Making Meaning of Metrics:
Leveraging Accountability and Analytics to Enhance
Fundraiser Productivity, further explores metric
selection, metric system implementation, and best-

practice dashboard case studies.

Source: EAB interviews and analysis.
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Strategic Dashboard Compendium

Providing High-Level, Advancement-Wide Information

Through our research we have compiled a number of common strategic dashboard metrics in three
categories: fundraising totals, investment, and participation. Due to these dashboards’ external
audiences, the metrics focus on production and shop efficiency. To help advancement offices make
their strategic dashboards clear and persuasive, we have also included best practices in dashboard
design. See the dashboard samples we have included on the following pages for examples of these
design tips in action.

Sampling of Strategic Dashboard Metrics

=

Fundraising Totals Investment

+ Total campaign donations + Cost to raise a dollar

« Donations by monetary level + Return on investment

« Donations by campaign pillar + Advancement expenditure
- Donations by school/unit - Development expenditure

- Donations by donor type (e.g., alumni, faculty,
foundation)

- Donations by monetary level .’.‘g Participation
+ Percent of donations restricted/unrestricted «  Number of donors
» Donations by region *  Number of alumni donors
- Gift pipeline « Donations from board
« Type of donations (e.g., cash, pledge,
endowment)

- Donations to the annual fund

Best Practice Design Checklist

[

OO 0o oo O

Organize your dashboard into categories to guide the eye of the reader through the larger
themes (e.g., Total Dollars, Investment, Donors)

Begin with the highest-level information as a summary, then allow for deeper exploration of
the data by providing filters for different categories (e.g., department, campaign pillar) or
using the additional pages for more specific, unit-level information.

Use bar charts and line graphs where you can; visualizations are more compelling and easier
to understand than text.

Include data on past years to contextualize current performance and allow for tracking of long
term trends.

When slicing one number (e.g., production) by multiple variables (e.g., type of donor, gift
size), locate the displays near each other so that trends and outliers can be compared with one
another.

Display progress on metrics with a goal marker to communicate how far is left to go.

Color-code your graphs and charts. Remain as consistent as possible with regards to which
color represents which category.

Source: EAB interviews and analysis.
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Strategic Dashboard Exemplars

We have provided examples of strategic dashboards from George Washington University, California
Institute of Technology, and the California State University System. We’ve chosen these for their
extensive use of data visualization, as opposed to just a spreadsheet of numbers, because they
give a quick yet rich view of multiple data points. Note how they contain little fundraiser activity
data, information that is not typically of concern to a board of trustees. Instead the focus is on
comparison of performance year-over-year broken out across strategically important categories
(e.g., level of gift, designated unit, campaign use).

Exemplar One
George Washington University’s Strategic Dashboard

Total Campaign Donations® Donations by Monetary Level Fiscal Year
* All grandfathered donations are displayed on O7/0L/2011 2003 fryn) 1

Full Transaction Vakue

: _ 500 $100.000,000.0C Portray
E 5 e == Dproduction
. : Campaign Pillar over |Ong
) 168 - time periods
- . — Tl ... to explore
b ' o i s - long term
Donations vs. Total Campaign Goals by School / Unit Entity Type trends

(AR -

Maonatary Level

Marks progress

> [ -
(blue) against goal
(red) US Mairo Region
S— e -
- Sehoollnit
S [ -
— . l Transaction Typs
— [ -
Donations by Entity Type - Individuals Denations by Campaign Pillar Can be
B e ———) filtered by
Faculty/Seafl Enhance Acsdemes fiscal yearl
raeec | p—— transaction
value
Parent _ Wnresl i ted -
. campaign
R pillar, unit,
etc.
Donations by Entity Type - Organizations Donations by Campaign Use
comorations [ capitas! [
loun;::g Curent Use
oy —

CXher
organiztins T vnesoced [

The same metrics
pra— P— sliced by different
variable are located
next to one another
for easy comparison

Reveals trends in
data according to
type of donor and

campaign pillar
and use allocation

Source: EAB interviews and analysis.
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George Washington University’s Strategic Dashboard (cont.)

Yoar-by-Year Companson

THE GLORGE Color coding
UNIVERSITY Year-by-Year Comparison simplifies reading

S of the graphs

Total Attainment vs. Annual Goals by Fiscal Year Running Total of Attainment by Year
Fiscol Yoar

Fiscal Year

Transaction Vake

000 51000 0
Qs D
; Allocation Category
“Average” 3 4 v
dotted line 3 Allocation Use
provides % A v
context for
results Allocation Description
' g -
Entty Type
at -
Monetary Level
Cash Received by Fiscal Year Running Total of Cash Received by Year -~ -
Fiscal Year Power and Promise
=] a v
a
a8 School | Unit
o AR Y
. Transacton Type
b 3 o A v
: i
LT S WA N e 14 . & US Metro Region
§' i =
Dollar goals, like
these, are of more
strategic interest
than activity goals

(e.g., visits)

Source: EAB interviews and analysis.
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Exemplar Two
California Institute of Technology’s Campaign Dashboard

DIR DASHBOARD . FY2o1a
CalteCh FY 2014 FY2013 = oiona  coa ROGRESS
1. CAMPAIGN Comparison
1. TOTAL CUMULATIVE CAMPAIGN COMMITMENTS 2 TOTAL CUMULATIVE TRUSTEE COMMITMENTS against the

cowey
e

previous year

1. Total cumulat g TET

2 ol st commirns -
3. Total cumulative trustoe ¢ s e

11. MAJOR AND PRINCIPAL GIVING
A NEW COMMTMENTS — PLEDGES A0 QUTRIGHT GIFES Pipeline information is
less common but can
help provide context for
performance

4. Now commitmants — plodges and outright gifts BN . . | | | Strategic
5. Cash — outright gifts and plodgo paymants ¢ BN SN dashboards
-l typically do not
6. Planned solicitations | S include activity
7. Pending solictations - metrics
C. Fundraiser Activity
8. All face-to-face visits by full-time major gift officers HS 5
0."Top 25" visits N -

Provide context

for performance
10. Total advisory council giving to Caltech ’ by including goal
11. Total advisory council participation % i A

12. Total giving to the Caltech Fund
13. Total alumni giving — including alumni trustoes

— - Metrics broken
14, Total trustoo annual gi —
— — = out by category
-

15. Undergraduate alumni particip rato” (grad & X
*FY 200 3 median undergadste partcipaton rates for - help guide the
pevale ingingons was (Blackbaud) reader
16. # first-time donors — = =
17. Caltoch Associates members (% non-alumni) T :
18. Total giving — excluding trustoas =5
19. # now Caltech Associates members
IV. OPERATIONS
21.COST TO RAISE $1 22 RETURN ON $ INVESTED
|
| e
A. Budget and Cost to Raise $1 !
20. % budgat axpanded v b4 w
21. Cost to raise $1° e *

Tndustyy average is $0.15 par Assocason of Govrning Boweds Resowrch Study

22. Return on $ invested®
Tndusey average is 4.27 per CASE AMS survey

23. # lines filed puss 4
24.% linas filled with first-choice candidates =
25. % of empk who would rec d DIR as empk

Py

of choico (n’ol promoter 5coro)

Source: EAB interviews and analysis.
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Exemplar Three
California State University System Dashboard

GOAL MATRIX DASHBOARD
Compares Actual = Goal
average to Gift Commitments
9 Total Advancement Investment
goal » 51200 -
=
_—— k=] i
— — = $100.0 | _— — _—
= 3800
2600 4
3400 4
£20.0 |
3 YT Ane® oM 112 1213 m'n - 3 Yr Ave" o1 1112 1213
Tt §58,723.445 $54,155. 666 1551516 $60,353 058 Fundraising 51,165,225 45,540,448 §50,362.855 $53.203,568
Curent Gifts $263562 872 $283,157 407 $232589.384 FITasd 548 Mon-=R Invt $521.957 485 §52,568,107 $52,663,500 $53.235,745
—Goal §331 207 265 §315.511 310 §335.454 184 F3A0 415404 —Goa $100,444 361 F58 576,073 01 241553 §55 537,431
Pesrformance 9% 107% &% £ Pesformance 108% M3k A% 107%
Campus Min 49%: IS 3% % Campus Min 3% 5% 68% T2%
Campus Max 123% 8% 181% 3% Campus Max 125% 136% 131% 14T%
Provides a Number of Individual Donors Number of Alumni Donors
three year
average to — — — 100,000
75,000 _—— —

smooth out
anomalous
years, but also
provides year
by year details

Strategic
dashboards may
compare against

peer groups,

managerial MEASURING ADVANCEMENT (Three Year Average*)

typically do not

Cost to Raise a Dollar

$0.25 -
®mC3SU Average $0.20 4
B Peer Group 1
m Peer Group 2 $0.15 4
B Peer Group 3 s0.10 4 $0.16
$0.05 -
) ) $0.00 -
Gift Commitments per
FTE Fundraising Professional Return on Investment
$1,200,000 $8.00 -
1,500,000 57.00
¥1,400,000 $6.00 -
§1,.200,000 55.00 4
#1,000,000
34.00 4 $7.07
o 0 g
$800.000 i I E o 53.00 $6.30
el -5 [5]=
sencce | BN P 4 B 32001 $4.51
B Y e S 51.00 4
000K - 3‘ = -
50 & | 50.00 4

Investment as a Percentage of State General Fund

WSt Other

Total Advancement Expenditures

8.00%

7.00% -
5.00% -
5.00% -
2.00%
3.00% -
2.00% -
1.00%
0.00%

csu Group 1

Group

2 Group 3

Fundraising Expenditures

Highlights state

contributions within overall

advancement funding
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Source: EAB interviews and analysis.
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Choosing the Metrics for Your Managerial Dashboard

Focus on Metrics Tailored to Your Institutional Needs

Activity Metrics Train Officers to Get Out on the Road

Advancement shops that are new, in a very early campaign stage, or focusing on building fundraising
skills in their employees typically focus their dashboards on activity metrics. A dashboard that displays
progress towards a monthly visit goal, for example, is a great way to encourage fundraisers to “hit the
pavement,” and conduct face-to-face meetings with their prospects.

Sample MGO Activity Chart

60
50

40

30

20

10 —

Visits Solicitations

0

= Goal

Actua

Activity metrics demonstrate the behavior and time allocation of staff. Some advancement leaders
prefer activity metrics to results because they represent only what is within the fundraiser’s control,
because of which they more accurately measure productivity of a shop during times of economic
downturn. Still, as activities tend to emphasize quantity over quality they can lead to lower quality
activities (e.g., “chasing the numbers”). Through our research we uncovered a wealth of activity
metrics in use. A sample of the most frequently used metrics can be found below. Typically only three
to four are chosen depending on the needs of the office.

Sample Activity Metrics

* Visits

+ Solicitations

« Size of solicitations

+ Contacts

* Unique visits/Prospect pool penetration

« Prospects identified

©2015 The Advisory Board Company

Assists

Contacts in each stage of the pipeline
Written strategies

Stewardship contacts

Trustee interactions

Source: EAB interviews and analysis.
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Outcome Metrics Drive Competition and Focus Officers on Delivering Results

More mature advancement operations or those in the final stages of a campaign may prefer to
focus their fundraisers on results or outcome measures (e.g., gifts closed, dollars raised, average
gift closed). These displays can reveal plateaus in fundraising and stimulate positive competition
amongst frontline fundraisers to close the gap between current production and a year end goal.

Sample MGO Production Chart

$7,000,000

$6,000000 — Goal~—~~——-~——---
$5,000,000 /

$4,000,000 /

$3,000,000 / /-/

$2,000,000

//
$1,000,000 //
L

$0
Jan Feb Mar Apr May Jun

| MGO1 MGO2 emmmm MGO3

Results metrics focus fundraisers on the ultimate goal of the advancement shop: raising money for
the institution. They also help demonstrate the return on investment of the fundraisers and focus
staff on high quality interactions that lead to proposals submitted and closed gifts. From our
research we collected the following common outcome metrics. Only two to three are typically used
at a time.

Sample Outcome Metrics

+ Gifts closed

+ Dollars raised

+ Average gift size
« Conversion rate

« Donor satisfaction

« Annual fund upgrades

Source: EAB interviews and analysis.
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Focus on Metrics Tailored to Your Institutional Needs

The metrics appropriate for your institution depend on a number of factors including the
institution’s history in advancement, staff maturity, and office culture. Many administrators also
differ in opinion regarding the appropriate emphasis of metrics. Should we prioritize results or
should we prioritize the intermediate actions? Should we stress dollars raised or good fundraising
behaviors? Regardless of the framework a CAO selects, what is most important is an understanding
that the strategic use of metrics by management with staff will inflect behavioral change and
influence the production of the office.

Activity vs. Outcome Metrics

If... Then...
» Advancement shop is new &
+ MGOs are not as skilled ¢

— LT
* MGO results are not improving &

L 3

+ Advancement shop is far from goal
« Focus is long-term Focus on Activities
If... Then...

Advancement shop is mature

MGOs are highly skilled

MGO results are improving

Advancement shop is near goal

Focus is short-term Focus on Outcomes

In our research we found that most institutions balance their metrics system by including a few of
each: activities and outcomes. For example:

« Number of visits

* Number of solicitations

+ Dollars raised

» Percent of portfolio visited

This should ensure that any negative behaviors created by focus on one type of metric or the other
is counterbalanced.

Source: EAB interviews and analysis.
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Create Metric Ratios to Reveal Training Opportunities

Although many of the most common metrics are listed above, often the most powerful insights
can be found when these metrics are put in conversation with one another. Creating ratios out
of already collected key performance indicators can reveal trends and highlight areas for

improvement.
(a0
"'o . .
Pool Coverage Effective Use of Yield Rate Accurate Ask
Visits Estimates
# of Unique Visits # Total Visits # Asks Ask Amount
# Total Prospects # Asks # Major Gifts Gift Amount

If the total number of visits over the number of asks is too high, this may prompt managers to
initiate training sessions on guiding the conversation towards an ask. If the number of asks
over the number of major gifts is too high this may indicate that fundraisers are asking too
soon or overestimating prospect capacity. When compared against each other these metrics
often create more actionable insights.

Source: EAB interviews and analysis.
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How Transparent is Too Transparent?

Selecting the Audience for Your Dashboard

Performance transparency, or the amount of staff that can see performance reports, varies greatly
among institutions. Some advancement leaders feel that achievement of performance targets is
information too sensitive to be widely shared. These decisions depend largely on what data and
personal information is included in the dashboards.

Advantages and Disadvantages of Dashboard Transparency

_

« Clear Understanding of performance » Difficult to include context (e.g.,
expectations variability in prospect quality)

* No secrets * May breed jealousy among staff
+ Best MGOs are often competitive
» Clarity of purpose

Transparency Increases Understanding of Performance and Drive to Reach Goal

Advocates for increased transparency publish weekly reports, emailing them to the entire staff or
displaying them on screens during development meetings. They argue this visibility in peer
performance can create positive competition and pressure to perform. It creates opportunity for
fundraisers to share their successes and ask for advice. Finally it, allows fundraisers to understand
how their performance fits into the context of the office.

Less Transparent Offices Use Dashboards for One-on-One Discussions With Staff

Other advancement shops prefer to use managerial dashboards only as tools for managers to oversee
their staff and do not share the dashboards with fundraisers themselves. Managers can see the
performance of those who work for them, notifications, warnings, and trends and use these to inform
their conversations with staff. This ensures fundraisers benefit from dashboards’ insight, but don't feel
that their performance is being displayed to peers without an opportunity for them to explain their
behavior.

Source: EAB interviews and analysis.
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Designing Your Managerial Dashboard

Top Tips for Making Your Dashboard Interesting and Useful

The most important rule for dashboard design is that it be both compelling and concise. This means
that only the most salient elements should be selected and visualizations should be used whenever
possible to interest the viewer.

The dashboards below demonstrate some of EAB'’s ‘top tips’ for design. Although some of those
displayed are part of analytics platforms (e.g., ADVIZOR) or use other visualization tools (e.g.,
Tableau) they demonstrate best practices that are easily replicable.

ADVIZOR’'s MGO Management Dashboard

/

!D”M ‘ mmlcmmimwmmmgpmu-m;nm,umlcmnw!cml Iwm}n.p
Stats # MGO Assignments & # Visits LTM w
Total Ak Ame 4373333501 Ashford, Heashes Ashiord, Mesther 192
CY Expected Axxt 399461323 Asnis Daniet 831 Asns Daniel
= Proposals 1.206 Sasiiis Don Bastilis. 000 w33
= Prospects 8.593 Benedicl, Reed Beneoict, Reed Jq
= Qaff » HBeroos, Nancy Bernos. Nancy ummss
SO IEo8 Srown, JONN EeEE— 194
Camp, Jersiyr .
Carecla Albist . Camagie, Abert o7
9 Samaglon Amands gammg
Carnngton Amsnds . Pan
B) " %'wvr:- g Cerstos, Dan |y
Soad ‘: T:r‘ Geidman Tl §q
Group Filter ber Josiph Haber, Joseah E——.74
AN O (None) Loshy, Miches! Leshy, Wichas gg
O ADVIZOR Conage Fund Uayd. Kamberty Uoyd, Ximberly smmed
O A2ZMS MSchado, Justing Machadeo, Justing |
0 Corporate & Venaue intiatives Meyer, Gretchen - o teyer Gretcher mummmmmlnmme1 12
O Foundaticn and Corporste Retalions Machedi Kathi 2 \bicrell Kathizen
0 Gin Panning " Ortz 1A = Orbz. thicnast §
o - Oz Mcnse! edod = )
; f::\VCaD Devetopment Office Pawii, Matybe Pawli. Macviin g8
& Leatorship Gwving Prachies Francisca Peachires, Franoiscs g7
¥ Mayer > Procrostor, Ahizi Procrostor, Alics gy
ONA Robverts, Tracee gy Morels Tracee puu—_s

# Farenis Funa
O Principal Giving

& VP of Development &

] Summary Numbers

The most important figures should be highlighted and easily visible. These provide a summary for
the audience and context to understand the following more specific metrics. that follow. These
numbers are usually totals such as total dollars solicited, dollars closed, number of proposals, and
number of prospects. They provide a very high-level perspective on the shop.

2, Goal Markers

One of the most frequently overlooked but easy to implement elements of a good dashboard is the
context provided by goal markers. These lines allow a fundraiser and their manager to easily
understand how far they are from goal and identify any possible obstacles. For example, knowing
that an fundraiser has conducted 10 visits this month is much less helpful than knowing that a
fundraiser is 10 visits behind where they should be at this point in the month. Of course this
makes goal setting at the beginning of the year all the more important.

Source: EAB interviews and analysis.
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Temple University’'s Management Dashboard

Fundraising Progress Select up to 5 schools you would like to filter on:

B OO | Acely |
Goak Art, Tyler School

B Activity Athletics

B Activity Business & Mngmnt, Fox School

Continuing Education
Dentistry, Kornberg School
Education
Engneering
4 adh Environmental Desion
Fox Chase Cancer Center
3 Law, Beasley School
Liberal Arts
Media and Communication

Medicine
Music & Dance, Boyer College
Pharmac,

Y
Podiatric Medicine
Scence & Technology
Socal Work

Temple Health System ot
A Temple University Press |

Temple University Zelememia

Proposal Pipeline - 3yearsout |« 4 0 chm:;

W (denutication

% EEEE

B Qualfication

Development | Pending Funded Declined | Never Presented | Withdrawn & Cuktaton
B Sobcation

5,000 B Stewardship

- - [T PO S - B pgh Potential, No Inclination
3 W Permanent tewardihip

R R I R R

2 of Frespect

.- . ‘.. . 45 [ Ta—— PN -
LIRS - - - . - e A LR

** Click the fiscal year to see All Stages S

Year-Over -ear Performance

Although not necessary for every metric displayed on the dashboard, year-over-year performance
can be helpful information to guide activity and monitor growth of the advancement shop.
Performance over the last few years can help MGOs and managers better understand current
performance and identify areas where MGOs are falling behind.

Proposal Pipeline

The proposal pipeline is one of the most difficult to visualize as it requires capturing movement of
a prospect and proposal through the stages of fundraising. Typically institutions turn to an Excel
chart such as the one seen above at Temple University. Each cell contains the dollar amount in
each category (e.g., In Development, Pending, Funded, Declined, Never Presented, Withdrawn).
While this can help managers foresee fundraising totals, it still struggles to capture the number of
proposals in each stage and the status of each proposal.

O

For More on Metrics

EAB’s publication, Making Meaning of Metrics:
Leveraging Accountability and Analytics to Enhance
Fundraiser Productivity, profiles a number of
innovative proposal pipeline displays.

Source: EAB interviews and analysis.
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Quick Starter Guide for Managerial Dashboards

Step 1: Select Your Metrics

Activities or Results (review pages 10-12)

Select approximately five metrics: activities, results, or a mixture of both. Pay close attention
to the resultant behaviors associated with each.

Ratio Metrics (review page 13)

Consider metric ratios (e.g., yield, pool coverage) to inform fundraiser training.

Step 2: Select Your Audience

Transparency (review page 14)

Consider how dashboard transparency will affect your particular staff’s culture and its effect
on productivity, competition, and collaboration.

Step 3: Design Your Dashboard

Summary Numbers (review page 15)
Highlight the most important and high-level numbers at the beginning of the dashboard.

Goal Markers (review page 15)

Make sure to display progress towards the goal set for each metric so fundraisers understand
how far they have left to go.

Year-Over-Year Performance (review page 16)

Provide previous year performance data to contextualize current performance.

Proposal Pipeline (review page 16)

Consider a visualization of each fundraiser’s pipeline so that they can identify next steps,
stagnant solicitations, and overdue actions.

Align With Best Practice Design Tips (review page 9)

Organize your dashboard so that it is both attractive and simple to navigate.

Source: EAB interviews and analysis.

©2015 The Advisory Board Company 17 eab.com



- Education Advisory Board
- A B 2445 M Street NW, Washington DC 20037
e P 202.266.6400 |F 202.266.5700 eab.com




