EXHIBIT 16-2
Financial Development Self-Assessment

PART 1—RESULTS

I.
SCOREKEEPING MEASURES

A.
SUMMARY OF FUNDRAISING RESULTS—Arranged by Fundraising Strategy

Advice: Focus on Net Contributed Income and Trends. (Many not-for-profit evaluation forms focus on gross contributed income and “snapshots” in time or single-year results. Try filling out the following tables; see if something new about the financial development program is learned.)

1.
Mail Results
The following table can be used to summarize the results of the not-for-profit organization’s Mail Campaigns for fiscal year 2000 through fiscal year 2003. Try to fill in two or three past fiscal years and the current year’s projected results. Expense figures represent direct expenses only. Salaries and other overhead are not to be included.

	MAIL CAMPAIGNS

	
	FY-00
	FY-01
	FY-02
	FY-03

	In-Hours List: membership, donations, tribute gifts and return envelopes sent with thank-yous

Income
Expense
Net
	
	
	
	

	Propsect Mail

Income
Expense
Net
	
	
	
	

	Unsolicited Mail

Income
	
	
	
	

	MAIL TOTAL NET
	
	
	
	


2.
Special Events Results (Including Sponsorships)
The following table can be used to summarize the results of the not-for-profit’s special events fundraisers for fiscal year 2000 through fiscal year 2003. Expense figures represent direct expenses only.  Salaries and other overhead are not to be included.

	SPECIAL EVENTS

	
	FY-00
	FY-01
	FY-02
	FY-03

	Special Event 1

Ticket sales and other revenues

Sponsorships

Income total

Expense

Net
	
	
	
	

	Special Event 2

Ticket sales and other revenues

Sponsorships

Income total

Expense

Net
	
	
	
	

	Special Event 3

Ticket sales and other revenues

Sponsorships

Income total

Expense

Net
	
	
	
	

	SPECIAL EVENTS TOTAL NET
	
	
	
	


Note:  We do not recommend conducting multiple special events; one or two highly successful special events per year may be desirable.  Of course, actual events conducted in the last several years should be listed.

3.
Major Gifts Results

The following table can be used to summarize the results of the not-for-profit’s major gift program for fiscal year 2000 through fiscal year 2003. Expense figures represent direct expenses only.  Salaries and other over-head are not to be included.

NOTE:  Do not double-count major gifts. List only those major gifts that are not included in the mail campaigns or special events sponsorship information.

	MAJOR GIFTS

	
	FY-00
	FY-01
	FY-02
	FY-03

	Major gift club income

Other major gift income (Not included in mail or special events)
	
	
	
	

	Subtotal

Major gift income
	
	
	
	

	Major gift direct expense
	
	
	
	

	MAJOR GIFTS TOTAL NET
	
	
	
	


4.
Grants

	GRANTS

	
	FY-00
	FY-01
	FY-02
	FY-03

	Total Grant Income
	
	
	
	


5.
Telephone Solicitations / Telemarketing / Phone-a-Thons

	TELEPHONE SOLICITATIONS

	
	FY-00
	FY-01
	FY-02
	FY-03

	Phone-a-Thons or Telemarketing

Income

Expense
	
	
	
	

	Net
	
	
	
	


B.
SUMMARY OF FUNDRAISING RESULTS—Arranged by Gift Level




Advice: Focus on modes rather than mean averages.


(The “average gift” can be a very misleading number.  The aim is to have a broad range of contributions and gift opportunities. When filling in the next table, consider:

· Are contributions increasing at each gift level?

· Is the gift range narrow or broad? (Are there gifts at each of the levels listed, including the highest levels or greater?)

· Are there any gaps in the gift range table? (Is the distribution curve smooth—many small gifts, slightly fewer at the next range, a bit less in the next range, and so on?)

	GIFT RANGE
	FY-00
	FY-01
	FY-02
	FY-03

	$ Amount
	# Gifts
	Total Value
	# Gifts
	Total Value
	# Gifts
	Total Value
	# Gifts
	Total Value

	1-99
	
	
	
	
	
	
	
	

	100-249
	
	
	
	
	
	
	
	

	250-499
	
	
	
	
	
	
	
	

	500-999
	
	
	
	
	
	
	
	

	1,000-2,499
	
	
	
	
	
	
	
	

	2,500-4,999
	
	
	
	
	
	
	
	

	5,000-9,999
	
	
	
	
	
	
	
	

	10,000-24,999
	
	
	
	
	
	
	
	

	25,000-49,999
	
	
	
	
	
	
	
	

	50,000-99,999
	
	
	
	
	
	
	
	

	100,000
& above
	
	
	
	
	
	
	
	

	TOTAL
	
	
	
	
	
	
	
	


C. 
OVERALL TRENDS

Use this table to summarize the net direct income from fundraising strategies.

	NET INCOME TRENDS

	
	FY-00
	FY-01
	FY-02
	FY-03

	Mail (net)
	
	
	
	

	Special events (net)
	
	
	
	

	Major gifts (net)
	
	
	
	

	Grants (net)
	
	
	
	

	Telephone solicitations (net)
	
	
	
	

	Unsolicited and miscellaneous (net)
	
	
	
	

	Bequests and other realized planned gifts (net)
	
	
	
	

	United Way
	
	
	
	

	Other contributed income (net)
	
	
	
	

	Subtotal direct net contributed income
	
	
	
	

	Indirect expenses, salaries and identifiable 
overhead
	
	
	
	

	TRUE NET CONTRIBUTED INCOME
	
	
	
	


PART 2—METHODS AND MEANS


I.
MAIL

A.
IN-HOUSE LIST—RENEWALS AND UPGRADES

1.  How many mailings (include all in-house mail appeals) were dropped last

year?






#

2.
How many mailings are scheduled for this year?



#

3.
Approximate or historical numbers: How many receive

each specific mailing?




FY1 __________,

FY2

,
FY3

,

FY4

,

FY5

,
FY6

,

FY7

,

FY8

,
FY9

,

FY10


4.
What is the response rate for each?



FY1

,

FY2

,
FY3

,

Y4

,

FY5

,
FY6

,

Y7

,

FY8

,
FY9

,

Y10

,

5.
What is the average gift for each mailing?


1

,

FY2

,
FY3

,

FY4

,

FY5

,
FY6

,

FY7

,

FY8

,
FY9

,

FY10


6.
How many people have donated through mail in the last 12 months? 

18 months? 


7.
How many lapsed donors (18 months or greater) are on the in-house list?
__________#

8.
Is an envelope included with thank-you letters to give donors the opportunity to send additional contributions?




q Yes     q No

9.
Is the organization working with a mail house, mail vendor, or mail consultant concerning the in-house list?



q Yes     q No

B.
PROSPECTING—DONOR ACQUISITION

1.
Total prospect mailings dropped each year?




#

(Total # of packages mailed)

2.
What is the ratio of the number of prospect mailings dropped vis á vis the number of donors who contributed in the last 12 months? (Annual number of prospect packages ¸ number of 12-month active donors.)



/

3.
What are the response rates for each of the following?





FY Prospect Mailing 1


%





FY Prospect Mailing 2


%





FY Prospect Mailing 3


%





FY Prospect Mailing 4


%

4.
What is the average gift for each of the following?





FY Prospect Mailing 1
$






FY Prospect Mailing 2
$






FY Prospect Mailing 3
$






FY Prospect Mailing 4
$


5.
What is the cost to raise a dollar for each of the following?





FY Prospect Mailing 1
$






FY Prospect Mailing 2
$






FY Prospect Mailing 3
$






FY Prospect Mailing 4
$


6.
What is the cost to acquire each new donor for each of the following?





FY Prospect Mailing 1
$






FY Prospect Mailing 2
$






FY Prospect Mailing 3
$






FY Prospect Mailing 4
$


7.
Is the organization working with a mail house, mail vendor, or mail consultant for the prospect mailing?





q Yes     q No


II.
SPECIAL EVENTS

A. 
SPONSORSHIPS

1.
What is the largest sponsorship level sought on an annual basis?
$

2.
When is the last time the top sponsorship level was raised? (date)


3.
Have multiple sponsorship levels been created?                            q Yes     q No

4.  What is the total dollar value of all sponsorships from all special events?










$

5.
Has this amount been growing each year?                                      q Yes     q No

B.
OTHER EVENT INCOME AND MEASURABLE RESULTS

1.
How many people attend special events each year? 



#

2.
What is the average ticket or participation price? 


$

3. 
How many events are conducted?





#

4.
List each event, record net income from each, estimate the total number of volunteer and staff hours involved, divide the net income by the number of Volunteer and staff hours—this is the dollars raised per hour.





Event 1 dollars raised per hour 




$





Event 2 dollars raised per hour 




$





Event 3 dollars raised per hour 




$


III.
MAJOR GIFTS AND PERSONAL SOLICITATIONS

A.
PERSONAL SOLICITATIONS

1.
Has a list of at least 50 to 100 prime prospective major donors been

assembled?





q Yes     q No

2.
Have attractive solicitation materials that can be personalized

for each in-person presentation been assembled?

q Yes     q No

3.
Has training or major gift orientation been provided 
for your key volunteers?




q Yes     q No

4.
Has the prospect pool been rated?  (i.e., has a specific request amount

for each prospective major gift donor been determined)?
q Yes     q No

5.
Has the presentation material been personalized to reflect 
the specific request amount?



q Yes     q No

6.
How many “eyeball-to-eyeball” solicitations did the 
organization (volunteer and staff) conduct during the most 
recent fiscal year? 





#

7.
In how many “in-person” solicitations did a member of the 
staff (executive director, development director, other) participate

during the most recent fiscal year?




#

8.
Percentage of all visits (volunteer and/or staff) that resulted 
in a contribution to the organization?



%

9.

Total funds raised from personal solicitations?

$


IV.
GRANTS

A.
RESEARCH AND GRANTS TOOLBOX

1.
Has anyone from the nonprofit conducted grants research 
during the most recent fiscal year?



q Yes     q No





Describe the nature of the research.






2.
Has a list of intended applications and deadlines for this 
fiscal year been prepared?




q Yes     q No

3.
Have frequently used attachments been duplicated?

q Yes     q No

4.
Has standard language been written for most frequently 
asked questions?





q Yes     q No

5.
Have planners networked and checked with other similar 
organizations to garner ideas for fundable projects?

q Yes     q No

B.
OTHER MEASURES AND TRENDS

1.
How many grants were applied for during the most recent 
fiscal year?







#

2.
In the most recent fiscal year, what was the total dollar 
value of all applications submitted?



$


3.
What percentage of the proposals was funded?



%

4.
In the most recent fiscal year, what was the total dollar 
amount funded through grants?



$



V.
TELEPHONE SOLICITATIONS

A. 
OVERVIEW

1.
Does the organization conduct any telephone solicitations?
q Yes     q No

2.
What overall strategies are employed?

Volunteer phone-a-thon only



q Yes     q No

Professional telemarketing




q Yes     q No

Some volunteer calling combined with professional 
telemarketing





q Yes     q No

B.
SEGMENTATION

1.
Who is called?

Prospects (donor acquisition)



q Yes     q No

Lapsed donors





q Yes     q No

Major donor upgrades




q Yes     q No

Members and regular contributors (often in combination 
with mail campaigns)




q Yes     q No

Other






q Yes     q No

Please describe:








2.
If any of the above segmentations are being used, have the results of each
been tracked carefully?




q Yes     q No


VI.
PLANNED GIVING

A. 
OVERVIEW

1.
Does the organization promote planned gifts in any way?
q Yes     q No

2.
Who has assumed prime responsibility for the organization’s 
planned giving activities? (Check all that apply.)

A major gift and/or planned gift specialist




Director of development






Executive director






A board or community volunteer





Some combination of the above





B.
STRATEGIES AND PLANNED-GIVING PROMOTION

1.
Which, if any, of the following planned giving promotional 
techniques does the organization employ? (Check all that apply.)

Seminars and informative gatherings




(If checked, also check below indicating segmentations.)

Estate planning professionals




Prospects






Board members






A combined invitation





Planned-giving articles in newsletters




Simple reminders in newsletters (Example: A boxed 
reminder stating “Please remember the XYZ Nonprofit 
Organization in your will or estate plan.”)




Slips with planned-giving reminders enclosed with 
thank-yous? (Alternative:  Bequest language on reverse side 
of receipts.)







Annual or periodic mailing(s) of planned giving brochures 
(If checked, also check below indicating segmentations.)


Wills brochure?






Charitable gift annuity brochure




Planned giving generic brochure




Personal contact with planned-giving prospects . . . especially 
those who request planned-giving information



Personalized illustration of benefits for charitable gift 
annuities or other gift vehicles?





PART 3—OTHER FINANCIAL DEVELOPMENT ISSUES

I.
BOARD INDICATORS

A.
OVERVIEW

1.
Has a job description been adopted for board members?
q Yes     q No

2.
Does the job description clearly describe the board members’ fundraising responsibilities?



q Yes     q No

3.
Does the job description clearly state new board members’ 
responsibility to donate annually? (financial contribution)
q Yes     q No

4.
Does the nominating committee consider affluence and 
influence among the key success factors for Board 
membership?





q Yes     q No

5.
Do the people responsible for recruiting board members 
graciously discuss fundraising and giving policies with 
potential board members during the recruitment process? 
q Yes     q No

6.
Is a board campaign conducted each year?


q Yes     q No

B.
MEASURABLE RESULTS

1.
Is there 100% participation in board giving each year?
q Yes     q No

2.
How much is raised from the board campaign? 

$

3.
Has this amount been growing each year?


q Yes     q No

4.
How many members of the organization’s major gift club 
are there on the board of directors?




#

5.
Has the number of board members been growing each 
year?






q Yes     q No

6.
Number and percentage of board members who are 
active with personal or major gift solicitations?


#
%

7.
Number and percentage of board members who are 
actively involved in any aspect of fund raising?


#
%

II.
ACKNOWLEDGMENT

A.
GENERAL ACKNOWLEDGMENT ACTIVITIES

1.
Is every gift thanked by mail?



q Yes     q No

2.
What is the average turnaround time in days between 
receipt of a gift and mailing acknowledgment?  (One, 2, 
or 3 days turnaround time is highly desirable.)



3.
Is every gift thanked within 7 days of receipt?

q Yes     q No

B.
FORMALIZED DONOR RECOGNITION PROGRAM

1.
Is there a formal donor recognition program?

q Yes     q No

2.
What are the elements of the formal donor recognition 
program? (Check all that apply.)

·
Permanent recognition

Donor walls




Other named gift opportunities


·
Donor recognition (tokens of appreciation)

Plaques





Certificates




Pins





Other specialty gifts



·
Donor benefits

Membership “perks”




Gift clubs





Acknowledgment listings in newsletters 
and/or annual reports




Sponsorship benefits




Recognition receptions




·
Involvement opportunities

Founders’ Circles or advisory councils


Gift club social/informative gatherings


Legacy league, codicil club 
luncheons, etc.





Recruitment to serve




III.
CULTIVATION

A.
OVERVIEW

1.
Has the organization developed a formal or informal 
cultivation strategy?





q Yes     q No

2.
Has a list of prime prospects for cultivation been 
developed?






q Yes     q No

B.
CULTIVATION STRATEGIES

1.
Which of the following relationship-nurturing strategies does the organization employ? (Check all that apply)

Social/informative gatherings





Surveys








Personal interviews






Recruitment to serve






Focus groups







Invitations to tour the organization





Luncheons with the organization executive director or 
board chair







Informative mailings (annual reports, personalized 
friend-raising letters, newsletters, etc.)




Annual recognition receptions





Other








2.
Does the organization track who and how many people 
participate in each of the cultivation activities?

q Yes     q No

IV.
RECORD KEEPING AND DATABASE MANAGEMENT

A. 
RECORD MAINTENANCE

1.
Is the name, address, phone number, and all usual and 
common information of each donor and prospect recorded 
in an integrated, segmentable database?


q Yes     q No

2.
Is the database dedicated fundraising software?

q Yes     q No

3.
Is each gift, contribution date, solicitation method/appeal, 
and use/restriction/ purpose of each contribution recorded? 
q Yes     q No

Is this faithfully recorded in a relational database or 
dedicated fundraising software?



q Yes     q No

4.
Is the database used to record other information?

Type (individual, business, foundation, church, 
government, etc.)





q Yes     q No

Sort codes or flags (former board member, volunteer, etc.)
q Yes     q No

Profession





q Yes     q No

Ratings or request amounts



q Yes     q No

Volunteer assignments




qYes      q No

Division, etc.





q Yes     q No

Other






q Yes     q No

B.
AUTOMATION

1.
Is the acknowledgment process automated?


q Yes     q No

2.
Are segmented lists generated in label format?

q Yes     q No

In list format?





q Yes     q No

3.  Are highly targeted communications regularly mail-merged?
q Yes     q No

C.
REPORTS

1.
Scorekeeping Reports

Is some version of the following “scorekeeping” report 
regularly generated, examined, and filed?

Summary of fiscal year-to-date giving?


q Yes     q No

(Should indicate number of gifts, number of donors, 
pledges, pledge balance, etc.  Often arranged by gift level,
Alternatively may be arranged by solicitation method, 
fund/use of contribution, division, or type of donor.  Often
in a format that compares this year to last year.)

2.
Attention-Directing Reports

Are any of the following reports regularly generated and 
examined?

·
Prime prospects who have not yet been assigned a 
volunteer solicitor


q Yes     q No

·
Pledge receivables


q Yes     q No

·
Solicitor reports that indicate which volunteers have
performed their assignments successfully and which 
ones must be urged to complete their tasks

q Yes     q No

·
Other attention-directing reports
q Yes     q No

3.
Problem-Solving Reports and Analysis

(These reports help us make better decisions.)

Are any of the following analytical reports regularly generated and examined?

·
Solicitation analysis: number of donors, dollars received, related expenses, numbers mailed or contacted, response rates, average gift, and so on. for each fundraising appeal and event




q Yes     q No

This information is crucial to the evaluation of any 
fundraising program.  Such analysis encourages the 
elimination of poor performers and the focus on 
high-payoff activities.

V.
ORGANIZATION ISSUES

A.
INSTITUTIONAL INDICATORS

1.
Is the board and staff relatively stable?


q Yes     q No

Has there been any remarkable turnover on the board
or staff?






q Yes     q No

2.
Has the organization adopted a strategic long-range plan?
q Yes     q No

3.
Does the board have an active committee structure?

q Yes     q No

4.
Is the organization’s financial posture strong?

q Yes     q No

5.
Does the organization have a cash reserve equal to 
90 days operating expense?
q Yes     q No

B.
DEVELOPMENT STAFF

1.
How many full-time professional, paid development
staff are employed by the organization?



#

2.
How many full-time paid development support staff
are employed by the organization?




#

3.
Are the job descriptions clear?



q Yes     q No

4.
Have the development professionals been given clear 
responsibility and authority with a focus on net contributed 
income goals?




q Yes     q No

C.
EXTERNAL RELATIONSHIPS

1.  How would the reader rate public awareness of his or her organization’s
services?

















__________________________________________

2.  How would the reader describe the organization’s relationship with major community funders?

















______________________________
3.
Does someone in the organization maintain an “opinion leaders” 
list of “movers and shakers” and regularly communicate with 
these people?




q Yes     q No

