GiveWell Metrics – 2009

We focus on two types of metrics:

· Money moved. Donations that go to GiveWell-recommended charities due to our recommendations

· Web analytics. The number of visitors to the GiveWell site, engagement with the site, and presence in Google search rankings.

· Media presence. An overview of GiveWell in the media during 2009 giving season and the Haiti earthquake (January 2010).

These are the metrics we intend to update and review on, roughly, a quarterly basis.
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Money moved

Performance in 2009

The tables below summarize the direct impact of our research on donations this past year. Overall, we directly tracked $1,012,663 that went to our recommended charities because of our recommendations. 

The following table shows total money moved in 2009 by conceptual category:

	Overall money moved

	
	
	

	Type
	Amount
	Number of

	
	donated
	 donations

	
	
	

	Large gifts: staff didn't know pre-GiveWell
	$226,697 
	17

	Economic empowerment grant
	$250,000 
	1

	Direct grants from GiveWell to VillageReach and Stop TB
	$145,095 
	N/A

	Through website
	$143,063 
	644

	Donors reported by VillageReach
	$56,200 
	0

	Single large donor to AMF
	$117,151 
	1

	Pledgers
	$49,443 
	18

	Large gifts: people staff knew pre-GiveWell
	$25,015 
	12

	Total
	$1,012,663 
	693


· "Large gifts" refers to donors who made large gifts, and directly told us (and the charities they were giving to) that GiveWell's research had been the key factor in where they gave.

· "Economic empowerment grant" refers to a grant made directly by GiveWell, with funds from a single donor.  

· "Direct grants" refers to grants made directly by GiveWell, mostly with funds that were restricted by donors for regranting (we also granted just under $15,000 in unrestricted funds).

· "Through website" refers to gifts made through the "Donate Now" buttons on GiveWell.net (some through Google and some through Network for Good (NFG)).

· "Donors reported by VillageReach" refers to donations that VillageReach received, not through GiveWell's website, and believes it can confidently attribute to GiveWell (this is due to the fact that VillageReach is a relatively small organization that does not get many donations from unfamiliar individuals).  

· "Pledgers" refers to people who made GiveWell Pledges (advance commitments to give based on our research) in 2008, before our recent report was completed, and followed through on these commitments in 2009.

The following table shows the number of donations, bucketed by size.  Note that "Google" (Google Checkout) and "NFG" (Network for Good) are the two different payment processors we use for donations.

	Money moved by donation size

	
	
	
	
	
	

	Size
	Pledgers
	Large gifts
	Website
	Direct to

	
	
	
	Google
	NFG
	charity

	
	
	
	
	
	

	
	
	
	
	
	

	<$50
	0
	0
	23
	117
	5

	$50-249
	0
	2
	54
	77
	3

	$250-1,000
	7
	7
	23
	31
	1

	$1,000-2,499
	4
	6
	10
	15
	1

	$2,499-9,999
	5
	4
	5
	3
	2

	$10,000-24,999
	2
	3
	0
	0
	1

	$25,000-49,999
	0
	2
	0
	0
	1

	$50,000-99,999
	0
	2
	0
	0
	0

	Over $100,000
	0
	1
	0
	0
	0


Money moved, broken down by charity receiving support: (the not-yet-known is pledges committed that have yet to be distributed by donors)

	Money moved by charity

	
	
	
	
	
	
	
	

	Organization
	Pledgers
	Large gifts
	Through website
	Grants
	Direct to
	Total

	
	
	
	Google
	NFG
	
	charity
	

	
	
	
	
	
	
	
	

	VillageReach
	$21,990 
	$127,447 
	$53,597 
	$8,135 
	$72,547 
	$56,200 
	$339,916 

	Economic empowerment grant
	$0 
	$0 
	$0 
	$0 
	$250,000 
	$0 
	$250,000 

	AMF
	$253 
	$123,151 
	$4,945 
	$25 
	$0 
	$0 
	$128,374 

	Stop TB
	$8,200 
	$23,500 
	$0 
	$19,583 
	$72,547 
	$0 
	$123,830 

	PSI
	$500 
	$75,215 
	$0 
	$17,439 
	$0 
	$0 
	$93,154 

	Not yet known
	$15,000 
	$0 
	$0 
	$0 
	$0 
	$0 
	$15,000 

	NFP
	$1,250 
	$5,950 
	$9,845 
	$2,369 
	$0 
	$0 
	$19,414 

	KIPP
	$750 
	$1,100 
	$11,375 
	$510 
	$0 
	$0 
	$13,735 

	Pratham
	$0 
	$10,500 
	$0 
	$2,146 
	$0 
	$0 
	$12,646 

	PIH
	$1,000 
	$1,000 
	$0 
	$7,909 
	$0 
	$0 
	$9,909 

	GFATM
	$500 
	$1,000 
	$0 
	$2,160 
	$0 
	$0 
	$3,660 

	Interplast
	$0 
	$0 
	$0 
	$750 
	$0 
	$0 
	$750 

	Teach for America
	$0 
	$0 
	$0 
	$2,275 
	$0 
	$0 
	$2,275 

	Total
	$49,443 
	$368,863 
	$79,762 
	$63,301 
	$395,095 
	$56,200 
	$1,012,663 


Donors broken down by source:

Donors who gave through the website (only includes Google Checkout donations – we don’t capture source for NFG and only sometimes can find it for AMF)

	Website donors

	
	
	
	
	

	Source
	Amount
	Number
	Amount
	Number

	
	donated
	of donors
	donated
	of donors

	
	
	
	% total
	% total

	
	
	
	
	

	Unknown
	$31,306 
	53
	39%
	34%

	Searching for GiveWell
	$18,598 
	21
	23%
	13%

	Advertising (AdWords and MarginalRevolution)
	$10,075 
	24
	13%
	15%

	Email update
	$7,625 
	8
	10%
	5%

	Regular media
	$2,770 
	14
	3%
	9%

	Peter Singer
	$2,060 
	11
	3%
	7%

	Other
	$2,428 
	9
	3%
	6%

	Target blogs
	$1,900 
	5
	2%
	3%

	Talked to us
	$1,750 
	4
	2%
	3%

	Searching
	$850 
	5
	1%
	3%

	Charity media
	$150 
	3
	0%
	2%

	Total
	$79,512 
	157
	
	


Donors who gave directly and told us about their gift

	Other donors

	
	
	

	Source
	Number
	Amount

	
	
	

	Internet -- I.e., ppl looking around for charity evaluation
	6
	$236,151 

	Peter Singer
	3
	$42,000 


Based on our surveys of donors, we conservatively estimate that Peter Singer directly accounted (through his book, the book’s website, or a speech or article mentioning GiveWell) for approximately 50% of donations for which we don’t know the source.  In 2009, we estimate that Mr. Singer accounted for $128,887.

It is also likely that Mr. Singer had a larger impact than this as we only attempt to estimate direct gifts and not indirect gifts, i.e., those donors that found us through a source that found us in Peter Singer’s book.  For example, a Slate (http://slate.com/id/2238732/) article that referred a significant number of visitors to the site may have mentioned GiveWell because of Mr. Singer’s book.

Performance in 2009 relative to 2007-08

The following chart shows cumulative, annual donations through the website, comparing 2007-2009.  [image: image1.emf]Amount donated through website: cumulative
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We've attempted to strip out donors we have had personal contact with (we aren't able to see the source of all donations, so some could be included, although we were able to see the source of - and thus strip out - many donations in 2009 than previously).

While the aggregate money moved figure (which includes all money donated to charities due to GiveWell’s recommendation) is ultimately the more meaningful measure of GiveWell’s impact, we believe that donations by website visitors whom GiveWell staff don’t know personally is a more meaningful measure of GiveWell’s progress as these donations represent (a) use of the GiveWell tool as we ultimately envision it (i.e., retail donors coming to the site and using it to give) and (b) are less susceptible to large, one-off circumstances that lead to large variations in the aggregate money moved figure (e.g., a $250,000 grant from an institutional funder).

A note on unrestricted donations

The above analysis does not include unrestricted donations to GiveWell (except to the extent that we granted unrestricted funds at our 7/09 Board meeting, adding $14,229.90 to our total "money moved" figure).

We have also seen increases in unrestricted donations from non-personal connections over time.  The following charts present figures on donations direct to GiveWell that were:

· Unrestricted.

· Under $5,000 in size (to prevent a small number of donors with idiosyncratic giving histories from skewing the picture).

· Made by individuals whom we had no connection to prior to starting GiveWell.  All donations by people who know us personally from a non-GiveWell context, donations by people who were referred (one degree away) by those people, corporate matches on such donations, and donations from our former employer are excluded.

· Made after March 2008, when we implemented the option for people to give unrestricted donations through our website.  (Prior to this, all donations from people we had no personal connection to were marked as restricted to grants.)

Small unrestricted donations from donors we had no prior connection to: monthly and cumulative dollars
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Small unrestricted donations from donors we had no prior connection to: monthly and cumulative # donations
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Web analytics

Web visitors and engagement

The chart below shows web visitors (monthly) and visitors who signed up for email updates since GiveWell started. Note:

1. On 12/20/2007, we received significant media coverage, resulting in over 38,000 visitors coming to the site in the following week. The left-axis on the chart below is set to 30,000 to remove the distortion stemming solely from that day of media coverage.

2. Due to an error made by Holden or Elie during a website revision in May 2008, we lost web tracking from May – December 22, 2008. Monthly visitors are shown as zero for that period.
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Notes:

1. The rise in email sign-ups near the end of 2008 coincides with Holden’s appearance on NPR.

2. The rise in email sign-ups at the beginning of 2009 coincides with the release of Peter Singer’s book, The Life You Can Save, which prominently features GiveWell.

3. The rise in email sign-ups at the end of 2009 coincides with (a) significantly increased web traffic and (b) a website redesign which places the sign-up button more prominently on the website.

4. Our tracking for the dates of sign-ups is not perfect and in some cases we had to manually find sign-up dates by manually searching our email for sign-up notifications. Because of this factor, we do not list the exact date for all sign-ups, though the chart above is a reasonable approximation.

Improvements in website

One of the main focuses of late-2009 was improving our website to make it easier to use and more engaging.

Because a user’s engagement with the site will depend heavily on what referred him/her to GiveWell, we compare data from visitors who came from AdWords (who all came from a Google search for a relevant keyword and landed on our homepage).

The table below compares website engagement and use for comparable periods of 2008 and 2009 (December 26-31 of each year). We did not run AdWords before December 26, 2008, so we cannot compare performance.  We also show performance from 2007 for context.

Engagement stats show significant improvements in 2009 relative to 2008 and 2007.

	Website engagement/use: AdWords visitors

	
	
	
	

	
	2009
	2008
	2007

	
	
	
	

	Engagement
	
	
	

	Visits
	1,067
	2,589
	1,099

	Pages/Visit
	5.61
	4.00
	2.74

	Avg. Time on Site (min)
	3.76
	2.59
	1.46

	Bounce Rate
	12%
	38%
	49%

	Donations
	
	
	

	$ donated
	$5,310 
	Unknown
	Unknown

	# of donors
	12
	Unknown
	Unknown

	ROI
	
	
	

	Cost
	$658 
	$2,752 
	$1,373 

	Cost-per-visitor
	$0.62 
	$1.06 
	$1.25 

	Cost per minute on site
	$0.16 
	$0.41 
	$0.86 

	Cost per page visited
	$0.11 
	$0.27 
	$0.46 

	Cost per dollar donated
	$0.12 
	Unknown
	Unknown

	Cost per donor
	$55 
	Unknown
	Unknown


We also note here that our AdWords efficiency (dollars spent per unit of value to GiveWell) increased significantly over the past year, likely due to (a) website improvements and (b) a more carefully managed AdWords campaign.

Where do visitors come from and where do they land?

These visitors include both visitors to the main site and the GiveWell blog. The charts below distinguish between the two showing visits to the blog and the site separately. 

The portion of visitors starting at the blog has continued to account for approximately 25% of visits as overall site traffic has grown.
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Note: these charts count visits not visitors, so it may overstate the contribution of the blog as we would guess that blog readers are more likely to repeatedly visit. (It may also understate the role of the blog as (a) many blog readers may follow the site through RSS readers (which don’t register as site visits unless they click to the come to the site) and (b) this group may comprise many of the most passionate GiveWell followers who don’t frequently visit the main site.)

The chart below shows web visitors by source, showing that the increase in site visits during the last quarter of 2004 came from multiple sources (i.e., we had more referral links, our Google search rankings improved, and more visitors came directly). The rise was not due to just one source and was not (largely) due to paid search traffic through Google AdWords (as it was in December 2008).
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This table shows the number of recipients of GiveWell updates that we send every 1-2 months: (Note: numbers fall largely due to emails that are no longer active)

	Email update list size

	
	

	10/5/08
	1,357

	12/18/08
	1,525

	3/5/09
	1,745

	6/1/09
	1,838

	7/16/09
	1,781

	10/23/09
	1,919

	12/1/09
	1,871

	12/28/09
	2,082


GiveWell search engine presence

The most direct measure of our success at improving GiveWell visibility in search rankings is visits to GiveWell from organic (i.e., non-paid) search.

The following chart shows the number of visits to the GiveWell site from searches, excluding (a) paid-search (i.e., Google AdWords) and (b) searches that are already looking for GiveWell (i.e., searches containing givewell, give well, holden karnofsky, clear fund, etc.) 

The chart demonstrates that GiveWell’s visibility in search rankings has risen significantly in 2009, likely due to both (a) improved search engine optimization on the website and (b) improved page-rank due increased links to GiveWell from other sites.
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Note that the rise begins on approximately 10/11/09 (when monthly search visitors doubles from approximately 1,500/month to 3,000/month). This coincides with Natalie Stone’s focused work to improve GiveWell’s search rankings by creating search-engine-friendly links on the givewell site (e.g., http://www.givewell.net/international/economic-empowerment/microfinance vs http://www.givewell.net/node/537). Natalie completed this work on 10/8-10/9/09.

Other factors that likely also contributed to the rise were:

1. Creating new pages with titles that had keywords we wanted to appear for in Google (e.g., “Microfinance charity”)

2. Increased searching for charity-related words as giving season approached

3. Improved page-rank in Google due to increased external links to GiveWell

We can test #2 by looking at the performance of top keywords that led to the recent rise. The table below compares the top keywords for the periods of 1/1/09-10/11/09 vs 10/12/09-12/31/09.

The improved search results appear to come largely from: 

1. Improved rankings for searches for charities GiveWell has reviewed. Examples are: population services international, smile train review, smile train reviews, alliance for smiles, smile train, gfatm, worldwide fistula fund. Note that search traffic fell for healthstore foundation and something external to GiveWell likely occurred in the “middle” period which led to increased search for highbridge community life center.

2. Improved rankings for terms related to GiveWell’s work evaluating charities. Examples are: top charities, top rated charities, water charities, international charities, charities rated. We would guess that the large improvement in search visibility for these keywords (not only during “giving season”) reflects a significant improvement in GiveWell’s visibility for individuals looking for the type of research we offer. These terms are bolded in the table below. 

	Unique
	Overall
	
	Beginning
	Middle
	End
	Oct 12 to
	
	Oct 12-Dec 31

	Keywords
	rank
	
	traffic
	traffic
	Traffic
	Dec 31
	
	minus

	
	
	
	Per month
	per month
	per month
	traffic
	
	Jan 1-Oct 11

	
	
	
	
	
	
	per month
	
	traffic

	
	
	
	
	
	
	
	
	per month

	
	
	
	
	
	
	
	
	

	Population services international
	1
	
	31
	55
	41
	65
	
	34

	highbridge community life center
	2
	
	5
	50
	6
	35
	
	30

	top charities
	3
	
	7
	17
	32
	35
	
	28

	smile train review
	4
	
	4
	19
	45
	46
	
	42

	healthstore foundation
	5
	
	10
	0
	5
	4
	
	-6

	top rated charities
	6
	
	3
	15
	42
	41
	
	38

	water charities
	7
	
	1
	32
	29
	42
	
	41

	smile train rating
	7
	
	4
	23
	15
	26
	
	21

	what is daly
	9
	
	6
	9
	15
	17
	
	11

	toby ord""
	10
	
	0
	23
	34
	40
	
	40

	international charities
	10
	
	3
	16
	19
	25
	
	22

	alliance for smiles
	12
	
	5
	8
	6
	9
	
	4

	smile train reviews
	13
	
	2
	16
	25
	29
	
	27

	life expectancy sub saharan africa
	14
	
	5
	7
	5
	8
	
	3

	dots program
	15
	
	4
	7
	12
	13
	
	9

	smile train
	16
	
	2
	11
	24
	25
	
	24

	charities rated
	17
	
	2
	11
	16
	20
	
	18

	Gfatm
	18
	
	2
	13
	12
	17
	
	15

	worldwide fistula fund
	19
	
	0
	11
	28
	28
	
	28

	life expectancy in sub saharan africa
	20
	
	3
	7
	4
	7
	
	4


Note:

· Overall rank is the keywords rank among that sent traffic to GiveWell in 2009

· The “beginning” period is 1/1/09-10/11/09; “middle” is 10/12/09-11/30/09; and, “end” is 12/1/09-12/31/09.

· The data in this table is a function of both (a) GiveWell’s presence in search results and (b) the frequency with which a given term is searched for

· Because there are so many different keywords, although these are the 20 most frequently visited words, they account for less than 6.6% of total search visitors. The top 50 account for approximately 10% and the top 500 for approximately 30% of search traffic.  In 2009, visitors came to the GiveWell site using over 20,000 keywords.

We also show the change in GiveWell’s Google search rankings for 50 important keywords. We identified and started tracking these keywords in mid-October 2009. We show changes as of 1/14/2010 (the date on which we collected data). 

It is unclear from this data whether our rankings improved or not on these keywords.

Our initial ranking therefore may be somewhat influenced by work we had already completed aimed at improving our search engine presence.

	Change in Google ranking by search volume

	
	
	
	
	
	
	

	
	100k+
	10k+
	1k+
	100+
	Negligible
	Total

	
	/ month
	/ month
	/ month
	/ month
	
	

	
	
	
	
	
	
	

	Nowhere to frontpage
	0
	0
	0
	0
	1
	1

	Improve on frontpage
	0
	0
	2
	1
	1
	4

	Improved in top 100
	0
	2
	1
	0
	0
	3

	Worse on frontpage
	0
	0
	1
	1
	3
	5

	Worse in top 100
	0
	0
	2
	2
	2
	6

	Appeared in top 100
	0
	0
	2
	0
	0
	2

	Fell out of top 100
	0
	0
	0
	1
	0
	1

	No change
	0
	1
	5
	3
	2
	11

	Never in top 100
	4
	4
	5
	2
	2
	17

	Total
	4
	7
	18
	10
	11
	50


Definitions:

· Nowhere: not in top 100

· Frontpage: top 10 results

· Search volume estimates come from Google’s Keyword tool

The full list of Keywords we tracked, initial and final position is in the table below: (sorted by change in GiveWell ranking)

	GiveWell Google keyword ranking for relevant keywords

	
	
	
	
	

	Keyword
	Global monthly
	Average GiveWell rank
	Change

	
	search volume
	10/18-10/24/09
	1/8-1/14/2010
	

	
	
	
	
	

	hiv/aids charity
	-1
	57
	10
	48

	best charities
	8,100
	41
	29
	12

	smile train
	14,800
	27
	21
	6

	international charity
	12,100
	25
	22
	4

	top rated charities
	480
	8
	6
	2

	water charities
	1,600
	10
	8
	2

	top charities
	8,100
	9
	8
	1

	recommended charities
	-1
	6
	5
	1

	all charities
	1,000
	12
	11
	1

	united states charities
	590
	10
	10
	0

	clean water charities
	170
	7
	7
	0

	advantages of microfinance
	110
	5
	5
	0

	best water charities
	-1
	1
	1
	0

	saving lives
	14,800
	7
	7
	0

	rated charities
	1,600
	7
	7
	0

	givewell
	1,000
	1
	1
	0

	charities evaluated
	28
	3
	3
	0

	charities rated
	1,600
	9
	9
	0

	international charities
	5,400
	8
	9
	-1

	top charities in the united states
	16
	7
	8
	-1

	education charities
	2,400
	8
	9
	-1

	top rated foundation
	390
	11
	12
	-1

	life expectancy africa
	2,900
	11
	12
	-1

	top international charities
	73
	5
	6
	-2

	best international charities
	73
	6
	8
	-2

	malaria charity
	390
	2
	4
	-2

	maternal mortality in developing countries
	73
	10
	14
	-4

	malaria donate
	170
	42
	49
	-7

	top global charities
	22
	15
	32
	-17

	charity evaluation
	1,000
	67
	87
	-21

	charity
	3,350,000
	-
	-
	-

	unicef
	1,220,000
	-
	-
	-

	oxfam
	450,000
	-
	-
	-

	save the children
	165,000
	-
	-
	-

	donate charity
	49,500
	-
	-
	-

	where to donate
	40,500
	-
	-
	-

	charitable giving
	33,100
	-
	-
	-

	online donation
	12,100
	-
	-
	-

	donate charities
	9,900
	-
	-
	-

	charity ratings
	6,600
	-
	69
	-

	charity research
	6,600
	-
	-
	-

	charity evaluator
	4,400
	-
	-
	-

	disease in africa
	4,400
	-
	-
	-

	charity reviews
	1,600
	-
	74
	-

	nonprofit evaluation
	1,600
	-
	-
	-

	charity evaluations
	390
	47
	-
	-

	charitable organization ratings
	320
	-
	-
	-

	nonprofit reviews
	320
	-
	-
	-

	hiv/aids donate
	-1
	-
	-
	-

	malnutrition donate
	-1
	-
	-
	-


Notes:

· -1 for search volume means negligible volume

· a “-“ means that we did not appear in the top 100

Media presence

The table below provides a summary of GiveWell’s presence in the media during giving season 2009 and the aftermath of the Haiti earthquake (January 2010). For comparison, we also provide media mentions of other well-known sites which provide public information about charities.

Media coverage of philanthropy: 2009 giving season and Haiti earthquake
	
	Major media*
	
	All media**

	
	Both
	Giving season
	Haiti
	
	Both
	Giving season
	Haiti

	
	
	
	
	
	
	
	

	Charity Navigator
	48
	18
	30
	
	173
	79
	94

	GuideStar
	13
	3
	10
	
	57
	31
	26

	American Institute of Philanthropy
	6
	1
	5
	
	42
	24
	18

	GiveWell
	4
	1
	3
	
	12
	9
	3

	Great Nonprofits
	1
	0
	1
	
	5
	3
	2

	Philanthropedia
	0
	0
	0
	
	0
	0
	0


* Major media is national TV, NPR, New York Times, Wall Street Journal, USA Today, Washington Post, and LA Times.

** All media is all newspapers included in LexisNexis, major online sites (e.g., msnbc.com, Slate), and magazines

We collected this data by searching the LexisNexis database for the period 11/2/09-2/2/2010. Because the Wall Street Journal is not included in the Lexis database, we separately searched the Wall Street Journal’s website.

A list of notable GiveWell-media appearances is available at www.givewell.net/press.

