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Questions we want to answer:

Prospects are complex individuals, and development officers (DOs) are 
being asked to view them as such. Our role in prospect development is 
evolving to reflect these complexities, but…

• How do we establish our metrics to account for these complexities? 

• How intertwined should prospect development (PD) metrics be with 
the success of frontline fundraisers?

• What do you need to begin tracking now in order to assess return 
on investment?



Here’s what we hope to do today:

Walk through strategies and ideas for 
establishing metrics for 
prospect development 

that align with our need to provide
value at every stage in our organization’s 

relationship with prospects.



INCONCEIVABLE!



What is in your metrics toolkit?
• Deliverables/Menu of Services

• Request Forms for Products/Services

• Work/Project Tracking Log

• Database Audit Trails

• Prospect/Constituent Source Codes

• Initial versus Reassessed



Prospect Development



Menu of Services: Example
Service Credits
Predictive Model 8

Each Additional Model (same dataset) 1

Campaign Planning Analysis 6

Annual Giving Analysis 6

Post-Campaign Analysis 6

Portfolio Analysis 10

Performance Metrics 10

50 Proactive Leads (names only) 1

15 Event Briefings 1

4 Short Profiles 1

2 Solicitation Profiles 1



Menu of Services: Example



Menu of Services: Example



Inconceivable? No! We can do this.



Metrics Measures

• Productivity
• Identified and provided XYZ referrals to DOs.

• Diagnostic
• X number of referred prospects have been visited and made 

a gift.



Example: Productivity Metrics



Example: Diagnostic Metrics



Metrics Categories

• Data-Focused
• Provided XYZ documents in FY17.

• Relationship-Focused
• DO satisfaction survey on products provided.

• Project-Focused
• Identified XYZ prospects towards ABC fundraising initiative.



Examples and Ideas: Let’s have FUN!



Examples: Data-Focused Metrics



Data-Focused Metrics
Data-Focused Performance Measures This Month Monthly Goal YTD YTD Goal FY Goal

Major Gift Prospects Identified via Analytics 2,500 30,000

Major Gift Prospects Verified via Prospect Research 100 1,200

Major Gift Prospects Assigned via Relationship Management 250 3,000

Analytics-Specific

Total Projects Completed 4 48

Major Gift Projects Completed 1 12

Special Initiative Projects Completed 1 12

Gift Planning Projects Completed 0.25 3

Prospect Research-Specific

Senior Leadership requests completed 10 120

Board nomination research completed 5 60

Ad Hoc requests completed 150 1,800

Number of event attendee research added 80 960

Number of standard profiles completed 50 600

Relationship Management-Specific

New qualified prospects discovered 300 3,600

New qualified prospects assigned 200 2,400

Disqualified prospects removed 150 1,800



Data-Focused Metrics: Prospect Research Team



Data-Focused Metrics: Prospect Research Individual



Data-Focused Metrics: Relationship Management 
Team and Individual



Data-Focused Metrics: Relationship Management 
Team and Individual



We’re only just getting started…



Examples: 
Relationship-Focused Metrics



Fundraisers are our Friends… 
Not our Enemies!



Relationship-Focused Metrics: 
Prospect Development

• Tie to Fundraiser Goals: Assigned Leads

• Proactive Referrals

• Create a “Contract” for PD Services within Liaison Areas 
(Menu of Services)

• Goal for Meetings with Fundraisers/Clients

• Fundraiser/Client Satisfaction Survey



Relationship-Focused Metrics:
Relationship-Focused Performance Measures This Month Monthly Goal YTD YTD Goal FY Goal

Analytics-Specific

% of Units Benefitting from Project 25% 100%

% of Modeled Prospects in top decile 80% 80%

Prospect Research-Specific

% major asks within 50% of Research Target 50% 50%

% requests completed before target delivery 33% 33%

% requests completed by targeted delivery 90% 90%

Relationship Management-Specific

% of portfolios within 10% of target size 90% 90%

% of portfolios with prospects in top 25% of predictive model 50% 50%

% of assigned with a F2F action in last/next 6 months 80% 80%

% of prospects moved at least one stage in cultivation 5% 60%

% of assigned with a solicitation plan, inc. ask amount 33% 33%

% of solicitations resulting in a commitment 66% 66%



Relationships are everything…



Relationship-Focused Metrics: Prospect Research 
Proactive Referral Goals vs. Actual (Sample)



Relationship-Focused Metrics: Prospect Research
Tracking Prospect Referral Follow-up Meetings



Relationship-Focused Metrics: Prospect Development
Client Satisfaction Survey



Relationship-Focused Metrics: Prospect Development
Client Satisfaction Survey



Relationship-Focused Metrics: Prospect Development 
Client Satisfaction Survey

Where do you go 
for the following 
requests? Please 
select all that apply.
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Relationship-Focused Metrics: Blended

How does 
the work we 
do support 
the work 
they do?

How should 
their metrics 
inform our 
metrics?



Best Practice Tip: Don’t Be Like Them:



Examples: 
Project-Focused Metrics



Project-Focused Metrics
Project-Focused Performance Measures This Month Monthly Goal YTD YTD Goal FY Goal

Major Gift Prospects Identified via Analytics 2,500 30,000

Major Gift Prospects Qualified via Prospect Research 100 1,200

Major Gift Prospects Assigned via Relationship Management 250 3,000

Analytics-Specific

Total Projects Completed 4 48

% of Units Benefitting from Project 25% 100%

% of Modeled Prospects in Top Decile 80% 80%

Major Gift Projects Completed 1 12

Special Initiative Projects Completed 1 12

Gift Planning Projects Completed 0.25 3

Prospect Research-Specific

Research-Identified Prospects Assigned 50 600

Ad Hoc Requests Completed 150 1,800

Relationship Management-Specific

New Qualified Prospects Discovered 300 3,600

New Qualified Prospects Assigned 200 2,400



Project-Focused: Analytics



Project-Focused: Analytics



Project-Focused Metrics: Blended
 GOAL: 150,000,000$ 

Prospects # Gifts Size Totals Cumulative

3 1 25,000,000$  25,000,000$   25,000,000$       

6 2 10,000,000$  20,000,000$   45,000,000$       

18 6 5,000,000$    30,000,000$   75,000,000$       

45 15 1,000,000$    15,000,000$   90,000,000$       

60 20 500,000$       10,000,000$   100,000,000$     

90 30 250,000$       7,500,000$     107,500,000$     

150 50 100,000$       5,000,000$     112,500,000$     

450 150 50,000$         7,500,000$     120,000,000$     

600 200 25,000$         5,000,000$     125,000,000$     

900 300 10,000$         3,000,000$     128,000,000$     

many smaller 22,000,000$   150,000,000$     

2322 774 150,000,000$     

Align Prospect 

Development 

Goals to Fill 

This Section



Brilliant Ideas? Discussion Time!



Group Discussion:

• What types of metrics for PD do you currently track that 
are data/relationship/project-focused?

• What metrics do you WISH you tracked in each category?



Incorporating Metrics into PD 
Individual and Team Evaluations

• Incentive-based?

• Body of Knowledge: identify areas to improve?

• 360-degree assessments?



Incentive-Based Metrics Creation
Bonus Schedule

Performance Points Points Points Bonus

Objective/Measure

(Meet 100% 

Goals) (Maximum) Earned %Salary

1. Proactive Research: new potential major gift prospects identified and qualified for discovery calls plus 

disqualified prospects (number).

30 45 110–119 2%

120–129 3%

2. Reactive Research: research profiles prepared within five business days of request by development 

officers (percentage).

30 45 130–149 4%

150 5%

3. Updated campaign pipeline reports, top campaign prospect lists, and prospect status reports produced 

within 3 days of financial report.

15 20

4. Development Officer ask amounts at least 50% of prospect research's recommended target ask amount 

at least two-thirds of the time.

20 30

5. Teamwork/Working Relationships. 5 10

Total Points 100 150

Actual points earned for 1. through 5. are computed as follows:

a. Take the actual amount achieved (e.g., 120 Proactive Research prospects) and divide by the yearly objective (e.g., 100) to arrive at the attainment percentage (e.g., 120%).

b. Multiply the points for meeting 100% of goal (e.g., 30) by this attainment percentage (e.g., 120%) to arrive at the actual points earned (e.g., 36).

c. Actual points earned are capped at the Points (Maximum) for each category.



Example: Incentive-Based Metrics
Example 

Actual

Performance (%)

Points

Earned

1. Proactive Research: new potential major gift prospects identified and qualified for discovery 

calls plus disqualified prospects (number).
120% 36

2. Reactive Research: research profiles prepared within five business days of request by 

development officers (percentage).
110% 33

3. Updated campaign pipeline reports, top campaign prospect lists, and prospect status 

reports produced by 10th day of month.
100% 15

4. Development Officer ask amounts at least 50% of prospect research's recommended target 

ask amount at least two-thirds of the time.
110% 22

5. Teamwork/Working Relationships. 200% 10

Total 116 Bonus 2%



Metrics and Evaluations: 
It’s not that bad…



To Sum It All Up:

• Setting goals is more effective if you have a way to 
track them.

• Tie PD goals to fundraiser goals so we’re all incentivized 
by the same things.

• Review what behaviors lead to the success of your overall 
fundraising program and incentivize those!



Speaker contact information:

• Bond Lammey
• blammey@bwf.com

• (800) 921-0111

• https://www.linkedin.com/in/bondlammey/

• @lammeyb (Twitter)

mailto:blammey@bwf.com
https://www.linkedin.com/in/bondlammey/


Good luck!
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