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Praise forDonor-Centered Planned Gift Marketing

‘‘I would like to see nonprofit leaders, fundraisers, and their key board members

embrace the essential knowledge this book contains on how to create and im-

prove a most critical component to every organization’s development effort—a

donor-centered planned gift marketing program.’’

—H.F. (Gerry) Lenfest, entrepreneur and philanthropist

‘‘Never has there been a better time to talk about planned giving. It is an effec-

tive tool for developing resources for an organization and it is a meaningful way

to truly engage with one’s donors. This book provides a thorough roadmap for

both the nonprofit that needs to start and the nonprofit that needs to expand

their efforts in developing an effective, well-planned, and successful develop-

ment effort using planned giving.’’

—R. Andrew Swinney, President, The Philadelphia Foundation

‘‘Michael’s book is the first of its kind to place the emphasis on the planned

giving donor right from the start. In marketing our planned giving programs,

we traditionally focus on promoting the organization, then we spotlight the

donors. Jumpstart or enhance your planned giving program with this book

and, no doubt, your organization will be in a wonderful position to get the

planned gifts it deserves.’’

—Laura Fredricks, JD, author of The ASK:

How to Ask for Support for Your Nonprofit Cause,

Creative Project, or Business Venture

‘‘Rosen has artfully crafted an insightful, inspirational, and comprehensive road

map for discerning planned gift donor engagement. By using the strategies and

stories inDonor-Centered Planned Gift Marketing, professionals at all levels of pro-

ficiency can optimally engage and steward a donor’s passion and purpose for a

better world through significant and heart-felt gift planning that will last more

than their lifetime. This is a win-win book for all who care about future genera-

tions and vibrant communities.’’

—Margaret May Damen, CFP, CLU, ChFC, CDFA founder,

The Institute for Women and Wealth, Inc.; coauthor ofWomen,

Wealth and Giving: The Virtuous Legacy of the Boom Generation
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‘‘Rosen writes with a clarity that displays his depth of knowledge and breadth of

experience. He articulates principles that will benefit everyone from CEOs and

chief development officers to experienced gift planners and part-time fund raisers.

Vivid illustrations from colleagues throughout the United States make the con-

cepts very real and practical. Donor-Centered Planned Gift Marketing is an indispens-

ible handbook for anyone who wants to achieve planned giving success.’’

—Robert E. Fogal, PhD, ACFRE, CAP, Minister of Philanthropy,

Pennsylvania Southeast Conference of the United Church of Christ

‘‘This is one of those rare books that delivers more than it promises, and it will

appeal to the specialist and generalist alike. It not only makes a case for a new

approach to marketing, as the title would suggest, but it is also a practical guide

for the entire process of planned giving, easy to understand because of the clear

style and numerous examples, and with exercises to implement what is learned.’’

—Frank Minton, Senior Advisor, PG Calc; founder, Planned Giving Services;

Past Chair, American Council on Gift Annuities

‘‘The number one training topic requested by PPP members is planned gift market-

ing. Michael Rosen answers that need with a well-organized approach, interesting

anecdotes, a reader-friendly writing style, and a wealth of practical information.’’

—Tanya Howe Johnson, CAE, President and CEO,

Partnership for Philanthropic Planning

‘‘Donor-Centered Planned Gift Marketing by Michael Rosen is a comprehensive,

well-researched and practical guide to the marketing of planned gifts via a do-

nor-centered process. The book will be of interest to both those new to

planned giving and those seeking to take their program to a higher level.’’

—Philip B. Cubeta, CLU, ChFC, MSFS, CAP, The Sallie B.

and William B. Wallace Chair of Philanthropy, The American College

‘‘Michael Rosen’s Donor-Centered Planned Gift Marketing should become the Bible

for anyone seeking to raise money from planned gifts. His donor-centered approach

combined with useful examples and a wealth of practical tips and helpful hints,

makes the book a must-have reference for anyone working in gift planning.’’

—Phyllis Freedman, President, founder, SmartGiving;

The Planned Giving Blogger
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The AFP Fund Development
Series

The AFP Fund Development Series is intended to provide fund development

professionals and volunteers, including board members (and others interested in

the nonprofit sector), with top-quality publications that help advance philan-

thropy as voluntary action for the public good. Our goal is to provide practical,

timely guidance and information on fundraising, charitable giving, and related

subjects. The Association of Fundraising Professionals (AFP) and Wiley each

bring to this innovative collaboration unique and important resources that re-

sult in a whole greater than the sum of its parts. For information on other books

in the series, please visit:

http://www.afpnet.org

The Association of Fundraising Professionals

The Association of Fundraising Professionals (AFP) represents over 30,000

members in more than 207 chapters throughout the United States, Canada,
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Mexico, and China, working to advance philanthropy through advocacy, re-
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This book is dedicated to my parents,
Evelyn and Bernard, who were the
first to teach me about the
transformative power of philanthropy.

It is also dedicated to my best friend
and wife, Lisa, who is both my
motivation and inspiration. She
reminds me every day of what is most
important. ‘‘All the world . . .’’
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Foreword
Gerry Lenfest

T
hroughout my life—whether serving as an officer in the U.S. Navy, a

lawyer for Walter Annenberg’s Triangle Publications, or a cable televi-

sion entrepreneur—I learned that achievement comes not only from

hard work but from working effectively with others. In my life, I have been

very fortunate. I have been surrounded by many talented people and have

enjoyed success. In more recent years, I have had the opportunity to share a

fine portion of my good fortune and also share some of my insights to benefit

many worthwhile nonprofit organizations. It is my hope that they were both

equally valuable in advancing these various good causes.

I have seen firsthand how the staff and volunteers at most nonprofit organi-

zations work tirelessly to improve our society whether through education, art

and culture, health care, conservation, social action, or other causes. Most of

these dedicated people also realize, as did I, that they cannot achieve their goals

alone. Most understand that they must work effectively with staff and volun-

teers, of course, but also with their donors.

Through my voluntary work with nonprofit organizations, I have seen the

tremendous power of planned giving. I have always known that some of the

most prominent names in philanthropy—for example, Rockefeller, Carnegie,

Astor and, more recently, Annenberg—have left lasting philanthropic legacies

through significant planned gifts that have established or transformed nonprofit

institutions. But I have also seen that the impulse to support worthwhile causes

is present and also acted upon by those of more modest means.

xv
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Planned gifts are the major gifts of the middle class and such gifts, cumu-

latively, have a significant impact. Such gifts also have great meaning for the

donors themselves. When it is part of estate planning, planned giving can

offer a means to help donors take care of their families in ways not other-

wise available to them, and yet still provide added support to the charitable

causes they cherish.

No organization is too small to benefit from having a planned gift endeavor

as a critical component of its development program. It can be very tempting for

charities to focus limited resources only on immediate, annual giving, or short-

term pledges such as for capital campaigns. However, for any nonprofit organi-

zation to achieve long-term sustainability, it must incorporate, at the very least,

the fundamentals of a planned gift program.

Part of the beauty of planned giving is that virtually any organization and

any donor can participate. While the largest nonprofit organizations may offer

comprehensive gift planning programs, even the smallest charities can encour-

age donors to make a gift of appreciated stock, a contribution from a retirement

fund, or to leave something to the organization in their will. Planned giving is

not something that should be restricted to the wealthiest of philanthropists or

the largest of organizations. Enabling such giving opportunities creates a win-

win scenario for organizations and their donors.

So, I have long asked: If planned giving is so good for both nonprofit orga-

nizations and the donors who support them, why don’t more organizations

have a planned giving program? And, among those that do, why are those pro-

grams not more effectively presented? Why do they often target only a handful

of the organization’s wealthiest donors when smaller, steady donors are proven

to be among the best candidates for a planned gift?

Donor-Centered Planned Gift Marketing is a book that addresses the myths that

might be holding back some organizations. It encourages all organizations to

engage in some level of planned giving. And then, in a well-researched and

comprehensive way, the book provides useful information that will help charities

new to planned giving get started. It also provides practical tips about how exist-

ing gift planning programs can achieve even greater results. This is complex

F o r e w o r d
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information presented in a readable, compelling, and useful format. And there

are some great anecdotes from professionals in the field sprinkled throughout

the chapters.

Success in a planned giving program starts with a potential donor’s interest

in the organization and its work. If what the organization does is not personally

meaningful to the potential donor, all the planned giving techniques do not

matter. This book is right on target in terms of ‘‘donor-centered marketing.’’

Knowing your prospects and understanding what motivates them are two

critical steps in the process. Quite simply, you cannot skip cultivation and rela-

tionship building and expect a successful outcome.

To inspire planned gift support, charities must be truly committed to a

planned giving program, regardless of how sophisticated the initial structure

is. This means that boards of directors must support development teams with

the necessary staff and budget resources. It also means that board members

and senior staff should commit to making their own planned gifts. Showing

true support for planned giving by making such gifts is leadership by exam-

ple. It is essential.

When my own business success and good fortune became public knowl-

edge, the charitable causes I had been supporting were swift to include me on

their short lists of important planned gift prospects. I suddenly had a lot of re-

quests for face-to-face meetings. But I was no less inclined to create a planned

gift to benefit these organizations at other steps along my career path—yet

rarely did my moderate but steady support trigger an approach to discuss

planned gift options. That was a lost opportunity for many of these charities.

Such opportunities are lost by organizations of all sizes every day when they

neglect to learn more about their steady donors of all levels and what it would

take to inspire them to do something more than write an annual check.

This book underscores my own belief that the propensity to give to an or-

ganization (that is, the frequency and consistency of gifts) may be more impor-

tant than the capacity to give (the wealth of the donor). In short, everyone can

‘‘leave a legacy,’’ not just the wealthy. And each one of those gifts will add up to

some major support for an organization in the long run. So, everyone should be

F o r e w o r d
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given the opportunity to do so. All charities need to help people understand the

importance of planned giving, let people know that planned gifts are for every-

one, educate people about how to make planned gifts, and ask more people for

such gifts.

Once gifts are secured, it is essential that institutions find creative ways

to ‘‘credit’’ and celebrate each planned gift donor. Remember, any planned

gift donor is a major gift donor. Those of us who make planned gifts do not

expect, nor do we want, lavish thank-you presents or excessive recognition.

However, we do want to know that the organizations we support appreciate

our philanthropy and will use our gift in the way we intend. So, do not

make the mistake of forgetting about us once you receive our gift commit-

ment. We may truly appreciate how efficiently and effectively you handle

contributed funds so much that we entrust you with another planned gift.

We are also in a position to influence others to do the same, so bringing

together current and prospective planned gift donors for an informational

event may have a very good outcome. Publishing stories—with or without

the use of the donor’s name—can show prospects the many backgrounds of

planned gift donors. Even a reluctant philanthropist may be urged to serve as

an example for others to follow.

As you read this book, remember that if more nonprofit organizations

engage in gift planning, and if those who already do begin to do a more effec-

tive job, then dramatically more dollars will be made available to charities to do

their good work—now and in the future. Organizations need to commit to

planned giving, put donors first, and ask more people in the right way to make

planned gifts. Working together, nonprofit organizations and donors can ensure

the sustainability of organizations that make our communities, our nation, and

our world a better place.

I would like to see nonprofit leaders, fundraisers, and their key board mem-

bers embrace the essential knowledge this book contains on how to create and

improve a most critical component to every organization’s development ef-

fort—a donor-centered planned gift marketing program.

F o r e w o r d
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Preface

O
nce upon a time in the long, long ago, I began to learn about philan-

thropy and fundraising. I was eight years old, and wanted my parents

to buy me some comic books. My mother said that she would get me

any ‘‘real’’ book I wanted but, if I wanted comic books, I would have to

spend my allowance. Well, in those days, an allowance was not an entitle-

ment; I had to earn it by doing household chores. Sadly, I was already at my

maximum earning capacity. And, I had no more money for the latest edition

of Superman.

Because I simply had to have the latest Superman comic book, I asked my

mother if I could sell my old comic books and open up a lemonade stand to

generate some quick cash. Fortunately, she granted her permission.

My first entrepreneurial effort was a terrific success. I generated what in

today’s dollars would be about $150. As an eight-year-old kid, I was rich! Rec-

ognizing that I did not need to buy quite that many comic books, my mother

suggested I give half of it away to charity. She further said that, if I agreed with

her suggestion, I could pick whatever charity I wanted.

At the time, our local newspaper operated a fund to send ‘‘poor, inner-city’’

kids to summer recreational camp. I grew up in the suburbs. However, my

cousin grew up in the big city. I knew how miserable summertime in the city

could be for a kid. I knew how good I had it, even with our meager working-

class lifestyle. I wanted other kids to enjoy the clean air and open spaces that I

enjoyed. So, I took my coffee can with half of my earnings and marched into

that local newsroom. The editor was so moved that he had my picture taken

xxi
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and put me on the front page! My little eight-year-old ego swelled. I was in-

spired for each of the next several summers to run a front-yard fair for that sum-

mer camp fund. The only changes were that I gave 100 percent of the revenue

to the charity and the event got bigger each year. It even inspired similar efforts

in other neighborhoods.

Part of my success with the fairs came from learning what the other neigh-

borhood kids wanted and then delivering it. For example, I developed a game

that allowed the older kids to purchase wet sponges. For 25 cents, they could

hurl three soaking sponges at my friends and me. We taunted the big kids mer-

cilessly. They knew they were not allowed to beat us up, so they just kept buy-

ing wet sponges to exact their vengeance. Sure, we got wet, but it was good,

summertime fun and we were exacting more support from kids who enjoyed

the chance to have at us. It was a win-win scenario.

I can trace the roots of both careers I have had in my adult life—journalism

and development—back to that little boy’s experience. I learned a great deal

about fundraising in those days, especially about what it takes to inspire

donors to support a good cause. I also learned how good it feels to be

philanthropic.

Even at eight years old, I instinctively knew to be donor-centered. Of

course, I did not know that was what I was doing. But, I was doing it never-

theless. Throughout my professional fundraising career, I have purposely

and routinely adopted a donor-centered orientation. Stephen F. Schatz, CFRE

and I successfully employed donor-centered fundraising principles at Temple

University in 1980, long before it was popular to do so. We felt compelled

to expand and build on the model we created, and so we later cofounded

The Development Center (originally known as Telefund Management, Inc.).

We achieved our tremendous results, for clients across the nation, by remaining

donor-centered.

Now, I want to share with you how such donor-centered gift marketing can

help your prospective planned gift donors, your organization, and you.

Before I tell you what valuable tools and insights this book will provide for

you, I want to share with you what this book will not do. This book will not

P r e f a c e
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provide a comprehensive description of how to run a planned giving program.

It will not discuss how to staff a planned giving program. It will not cover how

to hire and train gift planning professionals. It will not even detail the many gift

planning vehicles, though it will briefly touch upon some.

I am not a planned giving expert. In fact, when I began preparations in

1993 for the Certified Fund Raising Executive exam, the one area that I

had to study, in particular, was planned giving. Until then, my career had

focused quite successfully on annual giving, capital campaigns, and member-

ship marketing. As I left the CFRE exam room in 1994, the only thing I

remember thinking was, ‘‘Thank goodness that’s over! Now, I can forget all

that planned giving stuff I studied so hard.’’ I could not have been more

wrong. My career as a fundraising and marketing innovator naturally evolved

into planned gift marketing as I saw the opportunity to apply the principles

that had worked so dramatically well in other areas of fundraising. I have

now spent the last several years helping nonprofit organizations throughout

the United States enhance their planned gift marketing efforts. But, I am

still not a gift planning expert; what I am is a highly effective planned gift

marketer whose efforts have helped nonprofit organizations generate poten-

tially hundreds of millions of dollars in planned gifts. So, through my own

expertise and that gleaned from dozens of recognized leaders in the field,

what I will teach you is how to effectively market planned giving.

This book will help you understand the differences between donor-

centered planned gift marketing and traditional marketing. Whether you read

this book cover to cover or use it as a reference, you will learn useful ideas that

will dramatically enhance your fundraising results.

If you are new to gift planning, this book will help you build an effective

planned gift marketing program from the start. If your organization is already

engaged in gift planning, this book will help you enhance your efforts. As you

read this book, you may find it describes some techniques you are currently

using; this will validate your efforts and help you justify them to those within

your organization. You will also find many fresh ideas that you can put to

use with confidence to enhance your results.

P r e f a c e

xxiii



E1FPREF_1 08/18/2010 24

This book is organized according to the stages of the marketing process.

Following an introductory chapter in which the donor-centered concept is

presented and defined, there are chapters dealing with prospect identification,

prospect motivation, education and cultivation of prospects, education and cul-

tivation of professional advisors, the ask, stewardship, and putting it all together

so you can implement your own, highly effective donor-centered planned gift

marketing effort.

As you read each chapter, you will come across In the Real World, a

feature box that contains true stories and examples, many generously contrib-

uted by planned giving professionals from around the nation. You will also

come across Key Concepts that will provide quick tips and Executive Insights

that will include important quotes offering further perspective. These ‘‘extras’’

have been inserted into the text at appropriate points and are intended to be

read in-line to illustrate the points of the text. At the end of each chapter, you

will find a number of Exercises that will help you to begin to put the material

into practical use. The appendices and supplemental inclusions will provide you

with additional material that you will also find of value and use.

After reading this book, I hope you will be inspired to adopt or maintain a

donor-centered approach. If you do, you will have much happier, more trusting

donors whowill give more often and more generously than would otherwise be

the case. I also hope you will be encouraged to actually ask more prospects to

make a planned gift commitment. If you want more gifts, you have to ask more

people. With relatively minor enhancements to the way we do planned gift

marketing, we can raise dramatically more money for our organizations.

In my faith tradition, Judaism, we have the precept of tikkun olam, ‘‘repair

the world,’’ which is incumbent upon each of us to incorporate into our every-

day lives. Virtually all faiths advocate a similar concept of doing good works

and helping those in need. All of us who serve the nonprofit community are

doing something to improve the quality of life, now and into the future. We are

repairing the world one small step at a time. Whether our organizations edu-

cate, entertain, inspire, heal, provide hope, feed, build, or work in numerous

other ways, they make our communities, our country, and our world a better

P r e f a c e
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place. When we more successfully secure the resources necessary for these

organizations to do their essential jobs more effectively, we practice tikkun olam

in its many incarnations.

This book has been written to help you to be a more effective planned gift

marketer. It is designed to show you how to more successfully secure the re-

sources your organization needs by recognizing that putting the donor’s needs

first will pave the way to inspiring them to make the philanthropic commit-

ments they truly would like to make. Together, I hope we will be able to do

more to make a brighter future. Tikkun olam. Together, let us always work

toward achieving increased success in our endeavors to repair the world and

to show others a clear path to allow them to do the same.

MICHAEL J. ROSEN, CFRE

President

ML Innovations, Inc.

mrosen@mlinnovations.com
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CHAPTER 1

Introduction to Donor-
Centered Marketing

Get wild with planned giving: Think of it as fundraising!

—Philip J. Murphy, Zimmerman Lehman

After reading this chapter, you wil l be able to:

� Understand that all nonprofit organizations can secure planned gifts.

� Define ‘‘donor-centered marketing.’’

� Describe the potential for planned gift growth for the

nonprofit sector.

� Debunk five common myths about gift planning.

� Explain the fundamental marketing steps of a successful gift

planning program.

Donors and prospective donors are not geese. However, one can learn some-

thing about how to treat these individuals from Aesop’s well-known fable ‘‘The

Goose That Laid the Golden Eggs.’’ In this tale, a man owns a perfectly ordinary

looking goose that happens to lay eggs of gold. However, the man becomes

impatient with the goose. He wants all of the gold the goose has to offer imme-

diately. So, imagining that the goose must be made of gold inside, the man kills

1
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the bird to get the entire store of gold all at once. Unfortunately, the man dis-

covers too late that his goose is really just like any other.

In Aesop’s fable, the man succumbs to greed. He focuses on his own needs

and desires. In the process, his inward focus results in the death of the goose and

the loss of a vast treasure of gold. If the man had simply taken care of the goose,

seeing to its needs, and if he had remained patient, waiting for the goose to

lay her eggs on her schedule, he would have become fabulously well off.

Take Care of Donors: A Lesson from Aesop

Development professionals can learn from this tale. While a nonprofit organiza-

tion’s mission is of critical importance, one must not let it overwhelm consider-

ation of donors. Development professionals must take care of the needs of

donors and prospects while respecting their individual lifecycles and personal

decision-making schedules.

‘‘We have all heard of the Golden Rule—and many people aspire to

live by it,’’ writes President of Assessment Business Center, Tony Allesandra.

He continues:

The Golden Rule is not a panacea. Think about it: ‘‘Do unto others as you would

have them do unto you.’’ The Golden Rule implies the basic assumption that other

people would like to be treated the way that you would like to be treated. That is

patently false. In fact, it could be argued that the Golden Rule is a self-centered

rule—and not unlike a traditional salesman who assumes his product is right for his

prospect and approaches the sale without considering the prospect’s needs. In sales—

and relationships—one size (yours) does not fit all. With the Golden Rule, you run

a greater risk of creating conflict than chemistry. After all, people have different

needs, wants, and ways of doing things. The alternative to the Golden Rule is much

more productive. I call it the Platinum Rule: ‘‘Treat others the way they want to be

treated.’’ Ah-hah! Quite a difference. The Platinum Rule accommodates the feelings

of others. The focus of relationships shifts from ‘‘this is what I want, so I’ll give every-

one the same thing’’ to ‘‘let me first understand what they want and then I’ll give it to

them.’’ Building rapport with people based on the Platinum Rule requires some

thought and effort, but it is the most insightful, rewarding, and productive way to

interact with people.1

2
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By shifting the focus from the organization to donors and prospects, devel-

opment professionals will achieve greater success and organizations will receive

far greater benefit. By helping donors and prospects discover their philan-

thropic passion and by showing them how gift planning can help them realize

their philanthropic aspirations while taking care of their loved ones, develop-

ment professionals can perform a great service for these individuals while

serving and benefiting the nonprofit organizations that employ them.

This process is the core of donor-centered planned gift marketing. Penelope

Burk, in her book Donor-Centered Fundraising, describes what she means by

the term,

Donor-centered fundraising is an approach to raising money and interacting with

donors that acknowledges what donors really need and puts those needs first. Donor-

centered fundraising impacts fundraising success in three ways. First, it retains more

donors longer, giving them time to develop their own philanthropic resiliency;

second, it causes more donors to offer increasingly generous gifts; and third, it raises

the performance of even the most active and loyal donors to a new standard. Donor-

centered fundraising aims its sights at our two worst enemies in fundraising: attrition

and stagnation.2

By contrast, traditional, organization-focused fundraising has often concen-

trated on:

� Tools including philanthropic instruments like wills, trusts, life insurance,

and so on.

� Techniques including direct mail, face-to-face visits, telephone appeals,

and so on.

� The needs of the charitable organization.

� The community.

� The cause.

While tools, techniques, organization need, community benefit, and the

cause itself are all important, the fact is that it is donors and prospective donors

that are most important in the philanthropic process. So, while this book will

3
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certainly address these other items, it will do so while recognizing the funda-

mental importance of maintaining a donor-centered perspective.

Planned Gift Marketing for All Organizations

Virtually all nonprofit organizations can ask for, receive, and benefit from

planned gifts. Many already are. For the most part, those organizations that cur-

rently do not ask for planned gifts probably should, yet may not be doing so out

of a misplaced sense of fear rather than any legitimate reason. For example, one

misguided fear is that a bequest donor will give less to the annual fund. How-

ever, the Center on Philanthropy at Indiana University has found that bequest

donors actually give more than twice as much annually as people who have not

named a charity in their will.3 Among those nonprofits that are already seeking

planned gifts, most can be doing a much more effective job of it. Regardless of

one’s experience or the size of one’s organization, this book will help develop-

ment professionals either create or enhance philanthropic planning programs

while helping others better understand the marketing challenges faced by non-

profit organizations. While this book will not explore the technical side of phil-

anthropic planning, it will provide detailed information about the marketing of

planned gifts.

If one works for a small to mid-sized nonprofit organization, it is easy to

think that the organization is too small to worry about marketing planned gifts

with the expense of doing so incurred now while the return is garnered at some

point in the future. If one works for a mid-sized to large nonprofit organization,

it is easy to think that the organization has already mastered the art of planned

gift marketing. However, both perspectives are incorrect.

KEY CONC EP T

Always treat donors and prospective donors how they want to be treated.

Keeping the focus on them will lead to greater benefit for the organization.

4
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While small to mid-sized organizations might not be prepared to speak with

donors about a wide array of planned giving instruments, such organizations

can certainly accept gifts of stock. In addition, they can also easily encourage

donors to demonstrate their support through a charitable bequest. ‘‘Charities

with mature planned giving programs estimate that deferred gifts, consisting

primarily of bequests, make up 70 percent to 80 percent of all planned gifts,’’4

writes KathrynW. Miree, President of KathrynW. Miree & Associates. So, if an

organization does nothing else in the area of planned gift marketing other than

promote bequest giving, it will have accomplished a great deal. Even large or-

ganizations can benefit from doing more to educate individuals about the value

of bequest giving.

More complex gift opportunities can be established easily by working with

a community foundation that offers a charitable gift annuity (CGA) program.

Even for the smallest organizations, a CGA program may provide virtually no

risk and limited expense. (A glossary of gift planning terms can be found at the

end of the book.) Many community foundations around the country allow

nonprofit organizations to market CGAs. A donor makes the gift to the com-

munity foundation and receives regular income from the community founda-

tion. Upon the donor’s death, a fund is established and the income from the

community foundation is given to the nonprofit organization.

While mid-sized to large organizations might already have sophisticated

marketing efforts in place, learning about the donor-centered approach de-

scribed in this book may help achieve even greater outcomes. One can discover

a new idea or a new perspective in an old idea in this book. Or, current strate-

gies and tactics might be validated by the text, which could prove enormously

useful when budgeting and when trying to bring along others within the

organization.

Percentage of Americans with a Planned Gift

It is difficult to estimate the percentage of Americans who have made a planned

gift or planned gift commitment. For starters, there is some debate about what

5
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is and is not a planned gift. For example, some organizations consider a gift

of appreciated stock to be a planned gift. After all, a gift of stock often avoids

capital gains tax, may involve a financial advisor, and always involves an element

of planning. Fortunately, a number of research projects over the past several

years have helped the nonprofit community come closer to understanding how

many individuals have made planned gift commitments and what the potential

is for growth.

While most Americans have the ability to make a planned gift, the research

reveals that relatively few have actually done so and that vastly more are willing

to consider such gifts. This means two things. First, there is a significant gap in

what traditional planned-gift marketing is achieving and what people are will-

ing to consider. Second, traditional planned-gift marketing is just scratching the

surface of planned giving potential.

By better understanding what the sector has achieved, development profes-

sionals will be poised to understand the overall potential for planned giving.

Individual organizations will be able to do some very basic benchmarking while

setting appropriate goals that take into account both what the sector is doing

and what the potential for growth is.

Dr. Russell N. James, III, then of the University of Georgia Institute for

Nonprofit Organizations, looked at the rate of planned giving among older

Americans. Specifically, James studied charitable bequest giving since that

is, by far, the most popular type of planned gift instrument. James found

that among Americans over the age of 50, only 5.3 percent had made a

charitable bequest upon death.5 This figure comes from data collected by

the University of Michigan ‘‘Health and Retirement Study,’’ a longitudinal

study from 1995–2006 sponsored by the National Institute on Aging that

tracked the deaths of over 6,000 study participants. The 5.3 percent figure

is one-third lower than the rate of bequest commitment cited in ‘‘Planned

Giving in the United States 2000: A Survey of Donors’’ (NCPG). The

2000 survey reported that 8 percent of Americans surveyed had made

a charitable bequest commitment. However, the figure—identified in the

‘‘Health and Retirement Study’’ and cited within Giving USA 2009—is

6
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within the margin of error cited in the NCPG survey report. For these

reasons, this book will use the 5.3 percent figure when describing the per-

centage of Americans making a charitable bequest while recognizing that

the figure might be somewhat lower if Americans under the age of 50

were included.

Looking at a less popular form of planned giving, the NCPG Survey found

that 1 percent of those responding said that they have established a charitable

remainder trust (CRT).6

Compellingly, the Center on Philanthropy at Indiana University found that

33 percent of respondents would be willing to consider a charitable bequest.7

The NCPG Survey found that 5 percent were considering a CRT. Figure 1.1

illustrates the difference between the percentage of donors with a bequest or

trust commitment and the percentage of people willing to consider making

such gifts.

The Stelter Company conducted a survey that found that once individuals

know at least a little bit about various gift planning instruments or techniques,

F IGURE 1 . 1

Actual versus Considering:
Bequests and CRTs

Adapted in part from data by Planned Giving in the United States 2000: A Survey of Donors
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half of the individuals would be willing to consider making at least some type of

planned gift or had already done so.8 During the 11-minute survey call, the

interviewer quickly described six different gift planning options without going

into great detail about any single option. While information clearly has an im-

pact on what individuals are willing to consider, relatively little information is

required in order to inspire a fairly significant increase in interest. However,

Stelter also discovered that as the age of respondents increased, the receptivity

to planned giving decreased. Among those age 70 and over, only 33 percent

would be willing to consider a planned gift.9 So, nonprofit organizations need

to do a more effective job educating prospects, and they need to do so while

prospects are younger.

Among older Americans, CGAs can help donors make significant gifts

while offering a measure of financial security by providing them with a reg-

ular income. However, based on extrapolation from the last survey of the

American Council on Gift Annuities, there might only be as many as

400,000 gift annuities in force, according to Frank Minton, Senior Advisor

at PG Calc and former ACGA board chair. That number, however, does not

represent the number of donors who have elected this form of planned gift

vehicle; many donors have established more than one annuity. Enormous

potential for increasing the number of CGA donors exists as those figures

represent only a small percentage of the senior population. The market of

older Americans continues to grow, thereby increasing the potential for

more CGAs. In 2004, there were 36.3 million Americans age 65 or older.

By 2050, that number will increase by 147 percent to 86.7 million, 21 per-

cent of the U.S. population.10

For 2008, the Center on Philanthropy estimated that Americans con-

tributed $22.66 billion through charitable bequests.11 Even if the sector

would have convinced 6.3 percent of Americans rather than 5.3 percent to

make a charitable bequest, an additional $4.53 billion might have been

raised. With relatively incremental changes in marketing effectiveness, non-

profit organizations can realize significant increases in revenue. In 2008,

bequest revenue accounted for 7 percent of all contributed dollars.12

8
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If incremental changes in marketing had increased the percentage of

Americans making a bequest commitment from 5.3 percent to 6.3 percent,

bequest giving might have accounted for 9 percent of all giving. Now,

imagine if the nonprofit sector significantly enhanced its marketing effec-

tiveness. Imagine if the percentage of Americans engaging in bequest giv-

ing increased by one-third. This is not an idle fantasy. In the United

Kingdom, the Remember a Charity consortium states that 7 percent of

the public there has named a charity in their will.13 Even with that rate of

success, the British are not content and are engaged in a national campaign

that seeks to boost the bequest giving rate still further.

With a donor-centered marketing approach, nonprofit organizations can

encourage more individuals to consider a planned gift and more effectively

close gifts from those considering action. This could, for example, shrink the

gap between the 5.3 percent who make a charitable bequest and the 33 percent

considering it or the 1 percent with a CRT and the 5 percent willing to con-

sider it as more individuals pondering planned gifts actually make them.

Five Common Myths about Planned Giving

While there is enormous potential for the nonprofit sector to significantly grow

the amount of revenue developed from planned gifts, the sector continues to

limit itself. A number of myths surround the professional practice of philan-

thropic planning. These myths can lead organizations to take no action or to

take the wrong action where planned giving is concerned. The following five

common myths are rebutted.

Myth 1: Planned giving is very difficult. The best kept secret about planned

giving is that it is just not that difficult. Admittedly, for a wide variety of reasons,

there are plenty of people who like to think that planned giving is daunting.

From time to time, planned giving can even pose a real challenge that can lead

people to believe it is always very complicated. However, for the most part,

planned giving is simple. If one knows how to generate current gifts, she is well

on her way to being able to secure planned gifts. After all, planned giving is

9
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just like every other type of fundraising: one has to identify prospects, cultivate

them, and ask for the gift. Most large nonprofit organizations may employ an

entire, well-staffed gift planning department to handle all types of planned gifts,

while most smaller organizations simply add planned giving to the director of

development or major gift officer portfolio of responsibilities. Too many small,

and even mid-sized organizations, simply ignore planned giving altogether.

However, with the vast majority of planned gifts falling into one of three simple

categories—bequests, CGAs, and gifts of stock—there is no reason why all or-

ganizations cannot be engaged in some form of planned giving program. While

some organizations may never move beyond simply promoting bequest giving

and other organizations may grow their program over time to include more

sophisticated giving options, virtually all organizations can do something to

encourage some type of planned giving.

Myth 2: One needs to be a planned giving expert to be involved in gift plan-

ning. One does not need to be an expert. However, one does need to be

knowledgeable. Fortunately, of all planned gifts, the vast majority are simple

bequests. Charitable gift annuities and stock gifts are also popular forms of

planned giving. The more complex forms of planned giving (i.e., charitable

lead trusts, charitable remainder annuity trusts, real estate gifts, etc.) make

up only a small fraction of all planned gifts. For the more complex transac-

tions, one simply needs to be aware of them and know who to call for assist-

ance when the need arises. The Partnership for Philanthropic Planning

(formerly the National Committee on Planned Giving) has found that since

2000, there are fewer planned giving specialists employed by nonprofit orga-

nizations and more development professionals now doing gift planning along

with their other responsibilities.14 Increasingly, organizations are taking a

more holistic approach to fundraising and development professionals are

expected to know just enough to know when to suggest an appropriate

planned gift instead of a current gift option. For technical advice, donors

are more often seeking input from professional advisors other than develop-

ment professionals. The Partnership has found that even with the simple be-

quest, 4 percent of such donors reported hearing of this option from a legal
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or financial advisor in 1992 compared with 28 percent in 2000. Among

CRT donors, 70 percent learned of this giving option from a legal or finan-

cial advisor. So, a development professional does not need to be the techni-

cal expert for the donor. However, development professionals must be

knowledgeable enough to earn a seat at the table with the donor and his

trusted advisors in order to assist the donor in fulfilling his philanthropic

aspirations while taking care of other needs.

Myth 3: All planned gifts are deferred gifts. Many organizations are reluc-

tant to commit the necessary resources to planned giving because they in-

correctly believe that all planned gifts are deferred gifts that will take

decades to be realized. While it is certainly true that bequest expectancies

represent deferred gifts, they are not necessarily deferred for decades. De-

pending on the size and age of the pool of bequest expectancies, some gifts

will be realized within three to five years of commitment based on basic

actuarial forecasts, and sometimes sooner. Other types of planned gifts such

as CGAs represent an immediately bookable asset for nonprofit organiza-

tions. Gifts of stock also represent an immediately bookable contribution.

So, organizations that commit resources to planned gift marketing, can see

a return on investment in a very reasonable time frame.

Myth 4: Good marketing focuses on organizational needs.While it is essen-

tial for an organization to have a compelling case for support, a great mar-

keting effort will focus on the donor. Understanding what motivates a

donor and knowing what a donor’s interests are, then matching the organi-

zation’s needs to the donor’s motivations and interests is part of the core of

donor-centered marketing. There are plenty of good causes out there. Show

a donor how an organization can help realize his philanthropic aspirations

while ensuring that the needs of loved ones are met, and one will be more

likely to secure the gift. By focusing exclusively on the organization’s needs,

one will be less likely to secure a gift. By treating a donor file as a homoge-

nous group, one will be less likely to secure a gift. Donor-centered market-

ing, and not just marketing, will help build stronger relationships and secure

more gifts.
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I N T H E REA L WOR LD

Marketing versus Donor-Centered
Marketing in Practice

An elderly woman in Philadelphia contributed a $25,000 charitable gift an-

nuity to a well-known hospital in New York City. In addition to sending an

acknowledgment letter, the development officer contacted the donor by tel-

ephone to thank her for her generous gift and to arrange a meeting when he

was due to be in Philadelphia. So far in this story, the development officer

has behaved in a donor-centered way. He has personally thanked the donor,

learned a bit about why she made the gift, and has arranged to meet with

the donor to learn more about her and her philanthropic interests. To recog-

nize her generous support, the development officer invited the donor to

lunch which she accepted.

When they got together, the development officer picked up the donor at her

home and drove her to the Four Seasons Hotel for lunch in the very lavish

Fountain Room. The donor was appalled. She refused to be seated and told

the development officer that lunch in the more casual, and less expensive,

Swan Lounge would be more appropriate.

When relating the story to a friend, the donor expressed her outrage that the

hospital would waste her money by taking her out to such a fancy restau-

rant. She even thought the more informal Swan Lounge was too much.

When asked if she would be making another gift to the hospital, she said,

‘‘Absolutely not! They waste too much money.’’

While lunch at an exclusive restaurant might be something that donors in

New York might appreciate, this frugal Philadelphian most certainly did not.

Unfortunately, the development officer, while trying to do the right thing,

made a simple mistake. He assumed something about the donor that he did

not know. A more donor-centered approach would have been for the develop-

ment officer to simply have asked the following in the initial telephone con-

tact, ‘‘I’ll be in Philadelphia next Wednesday and would love to talk with

you more over lunch. Would you be available? . . . Great! Where would you

like to go?’’ With that one simple question, the development officer would

have remained donor centered, would have enhanced the relationship, and

would likely have secured another gift. Sometimes donor-centered market-

ing really is that easy.

12
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Myth 5: Planned gift marketing should be passive. Except when working

with major donors, many organizations believe that planned gift marketing

should be relatively passive. In other words, planned gift donors should

self-identify their interest before they are asked for a gift. Organizations

that would never think twice of picking up the telephone and soliciting

annual fund gifts would never use the telephone to solicit CGAs. After

all, if someone is interested in a CGA, she would respond to the advertise-

ment in the newsletter. The reality is that those organizations that are pro-

active in their marketing are enjoying greater success than would otherwise

be possible. Planned giving is fundraising. The same fundamental princi-

ples apply.

There Has Never Been a Better Time

There has never been a better time to engage in a planned giving program.

The population is aging, donors are more aware of their gift planning op-

tions, more individuals have wills, and generations beyond the Boomer

have demonstrated they possess philanthropic values. Organizations that

have recognized the opportunity and have worked to effectively cultivate

and ask for planned gifts have experienced dramatic philanthropic growth

in recent decades.

As the population gets older and passes on, vast sums of assets will be passed

from one generation to the next. The Center on Wealth and Philanthropy at

Boston College projects that at least $41 trillion (in 1998 dollars) will transfer

to the next generation by 2052. Of that transfer, at least $6 trillion could go

to nonprofit organizations, according to researchers John J. Havens and Paul G.

Schervish (see Table 1.1). The numbers could be much greater.

The Center on Philanthropy provides some evidence that the nonprofit

sector is, in fact, beginning to benefit from the leading edge of the wealth trans-

fer. The report reveals that bequest giving, when adjusted for inflation, has al-

most doubled from 2004–2008 ($116.88 billion) compared with the period

1968–1972 ($60.22 billion).

13
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In addition to the positive impact of the wealth transfer on planned

giving results, a number of the more recent research studies provide a

greater understanding of donor behavior and how donors view planned

giving. The nonprofit sector has also gained a greater appreciation for the

role of sound marketing in the planned giving process; the creation of the

National Committee on Planned Giving (now the Partnership for Philan-

thropic Planning) in 1988 offers some evidence of this as gift planning pro-

fessionals came together to share ideas, provide training programs, and offer

other services.

A number of factors have come together at this time to make this the

best time ever to engage in a planned giving effort: (1) the largest

intergenerational wealth transfer in history, (2) a greater understanding

of donor attitudes through recent research, and (3) an enhanced appre-

ciation for the role of marketing within the nonprofit sector. However,

while the environment has never been better for planned giving programs,

it remains up to nonprofit organizations to actually capitalize on the

opportunity.

TABLE 1 . 1

Projections for Intergenerational Wealth Transfer, 1998–2052

Low Estimate Middle Estimate High Estimate

Total (2% secular
real growth in

wealth)

Total (3% secular
real growth in

wealth)

Total (4% secular
real growth in

wealth)

Number of estates 87,839,311 87,839,311 87,839,311

Value of estates $40.6 $72.9 $136.2

Estate fees $1.6 $2.9 $5.5

Estate taxes $8.5 $18.0 $40.6

Bequest to charity $6.0 $11.6 $24.8

Bequest to heirs $24.6 $40.4 $65.3

In 1998 dollars. Dollars are in trillions.
Source: John J. Havens and Paul G. Schervish, ‘‘Why the $41 Trillion Wealth Transfer Estimate Is Still
Valid,’’ Center on Wealth and Philanthropy at Boston College, 2003.
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An Illustration of Donor-Centered Fundraising

Thanks to the minds at Wordle (www.wordle.net), one can illustrate the differ-

ence between a donor-centered fundraising approach and one that is not, both

using word clouds. In Figure 1.2, a fictional hospital foundation is the major

focus. The needs of the hospital are prominent as are the various fundraising

I N T H E REA L WOR LD

Executive Insight

For those who think the generational transfer will automatically flood their

organizations with resources, it’s time to think again. Without putting in the

hard work of generating these planned gifts, 90% of donor mortality will

simply result in lost current giving.

—Russell N. James, III, Director of Graduate Studies in Charitable Planning, Texas

Tech University

F IGURE 1 . 2

Organization-Focused Language

Source: www.wordle.net
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tools at its disposal. The emphasis is on securing donations for the hospital by

the end of the year. Little if any emphasis is put on the donors. The words are

largely focused on the hospital with the words most emphasized being those

most focused on the hospital and its needs.

By contrast, Figure 1.3 emphasizes collaboration between the hospital and

the community. The words and the emphasis are much more focused on the

donor. For example, instead of emphasizing words such as Give and Pledge,

this illustration emphasizes the words Together, Thank-You, and health care.

In the donor-center illustration, one sees that the hospital has less

prominence than in the previous illustration. Obviously, the hospital is a

key component, but the focus has been shifted to the community and to

the donor’s philanthropic desires, need for appropriate information and

recognition, and hope for positive impact. It is a view of the world more

from the donor’s perspective.

When designing any marketing, communications, or solicitation program,

it is important to create and maintain a donor-centered focus. For example,

F IGURE 1 . 3

Donor-Centered Language

Source: www.wordle.net
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does year-end describe the end of the organization’s fiscal year or the end of the

donor’s year? Donors care far less about the end of the organization’s year than

they do their own year-end. So, a year-end appeal should be sent in October,

November, or December rather than in April, May, or June.

Proactive versus Reactive Planned Giving

A great number of planned giving efforts involve primarily passive and re-

active marketing. Organizations may have a planned giving button on their

web site home page (though it is very often buried deeper in the web site if

it exists at all), or may include an advertisement about CGAs in a newsletter,

or tell a story about a planned gift donor in the annual report. While each

of these marketing examples represents valid promotional approaches, they

are at best reactive and at worst passive marketing methods. An article in the

annual report may simply inform and contain no call to action. An adver-

tisement in a newsletter may contain a call to action, but it relies on the

donor coming forward. As background marketing, these are important

awareness-raising techniques. However, much more needs to be done to

have an effective planned giving program.

A truly effective planned giving program will contain a mix of reactive mar-

keting methods and proactive techniques. The most effective proactive tech-

nique is to talk with donors and prospective donors, preferably face-to-face. If

one’s organization has a planned giving officer, this individual should spend less

time at his desk and more time in front of donors and prospects. If the organiza-

tion employs major gift officers, these individuals should take a holistic ap-

proach to their conversations with donors and prospects to help them with

their philanthropic planning. This means they should be prepared to discuss gift

planning options. To ensure that this is done, nonprofit organizations must

maintain a culture that supports and, indeed, encourages such a donor-centered

approach. Unfortunately, while many organizations pay lip-service to a holistic

approach, they only evaluate and reward major gift officers for the large current

gifts that they secure.
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Proactive fundraising is nothing new in the development profession. One

would never be satisfied with a capital campaign that personally requested gifts

from the top 150 donors while simply sharing a newsletter article with every-

one else asking them to contact the development office in response if they feel

like talking about giving. However, as Philip J. Murphy from Zimmerman

Lehman observes, this is how most planned giving programs are run. He writes,

‘‘But there is a lot you can do on your own. Applying basic fundraising princi-

ples to planned giving is a good place to start.’’15

KEY CONC EP T

You usually will not get the gift unless you ask. So: Ask!

I N T H E REA L WOR LD

Get Out from Behind Your Desk!

During a seminar at an Association of Fundraising Professionals chapter

conference, the director of development for a regional theater company

asked a question: ‘‘Could I have some of our repertory actors cultivate our

major donors?’’ The presenter initially thought this was a terrific idea. Thea-

ter donors often like to think of themselves as true patrons of the arts. The

opportunity to interact with the actual performers would be meaningful to

many of the theater’s major donors. The presenter mentioned this and

asked, ‘‘How many major donor prospects do you have?’’ The answer was

50. The presenter then suggested that the director of development sched-

ule appointments with the major donors and plan on bringing one of the

actors with her. At this suggestion, the director of development exclaimed,

‘‘I don’t have time for that! I was hoping that the actors could go out on their

own.’’ The presenter patiently responded, ‘‘If you visit with only two major

donors per week, you will have seen them all within six months. And, not

only will they have been cultivated by having the chance to interact with

one of the actors, you will have developed a relationship and, in the process,

learned more about the donor’s interests and philanthropic abilities. You will

be well positioned to renew and upgrade their current support while being

18
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Stepping Stones to a Successful

Planned Giving Program

A planned giving program cannot be developed in a vacuum. At the foun-

dation of all development efforts is the organization’s mission. A develop-

ment professional must know and understand this so that she can explain

it to prospective donors and inspire them to give. One way to begin the

process of inspiring donors is to develop a comprehensive case for support,

based on the organization’s mission, that identifies the organization’s various

programs and services, explores the organization’s plans for the future

including a review of how the organization provides benefit to those served,

examines why prospects might want to support the organization, and out-

lines how prospects can contribute.

The development of an internal case for support will help engage the

organization’s leadership and will help garner their support. Without the

support of the organization’s volunteer and staff leaders, no planned giving

program will realize its full potential. From the comprehensive case for sup-

port, and based on the internal case, the organization should develop the

external case for planned giving support. Prospects must understand why

planned gifts are important to the well-being of the organization. More im-

portant, prospects must understand the effect that planned gifts will have on

the beneficiaries of the organization. As many planned gifts will not be fully

realized for decades, donors must understand the impact they will have at

some distant point in the future.

able to begin a conversation about planned giving. What could possibly be a

better use of time?’’

While the development director was not pleased with the response, the real-

ity is that the most effective fundraising happens at a coffee table not at a

desk. Being proactive and actually talking with donors and prospects,

understanding their needs, cultivating them, and asking for the gift is al-

ways the most effective development strategy.
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Once an organization has refined its mission, developed the case for

support—including internal, comprehensive, and planned giving specific—and

secured the endorsement for a planned giving program from the organization’s

leaders, the organization is then ready to create its planned giving program. For

some organizations, the planned giving program will be relatively simple and

involve existing staff and the marketing of bequests. At the other end of

the spectrum, the launch of a new planned giving program might include the

addition of staff, the engagement of outside professionals, and the creation of a

broad array of gift planning instruments.

To begin building the planned gift marketing program, regardless of the size

of the effort, staff will want to focus on five fundamental steps:

1. Identify prospects.

2. Educate.

3. Cultivate.

4. Ask.

5. Steward.16

While everyone who has had contact with a nonprofit organization is a

viable planned giving prospect, no organization has the budget and staff

resources to treat every prospect as a high-priority opportunity. Therefore,

development professionals need to segment their database and establish who

the priority prospects are. While there are some sophisticated things that

one can do to rate and prioritize prospects, the best prospects are often fairly

easy to spot. The highest-priority prospects are those with the closest rela-

tionship with the organization such as consistent annual fund donors, long-

term members, board members, volunteers, and others with well-established

bonds to the organization.

Educating donors and prospective donors about planned giving is a funda-

mental component of any gift planning program. Relatively few individuals

have even heard of the term planned giving. One cannot expect others to engage

in an activity that they are not even aware of. While development professionals
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can have face-to-face meetings with a modest number of prospects to discuss

gift planning, an organization’s message must be delivered far more broadly to

better prepare prospects for face-to-face meetings and to reach people that may

not be reached through visits but who may, nevertheless, be willing to make a

planned gift commitment.

An organization can educate its target market through its existing me-

dia such as newsletters, web site, e-publications, annual report, and special

events. Additional, affordable media can be added to the mix as well. For

example, an organization can add an informational brochure to a receipt

mailer, host educational seminars related to tax and estate planning, or use

display advertising. The key is to understand that the best prospect identifi-

cation process will not uncover all of the truly viable prospects, and it will

not educate the prospects it does identify. So, an effective educational strat-

egy is essential.

For prospects that have been identified, a sound cultivation program will

help further educate the prospects, warm them to the idea of gift planning,

help the development professional learn more about the prospect, and help

both better understand how gift planning can help the prospect fulfill his phil-

anthropic aspirations while meeting the needs of loved ones. One of the easiest

and most powerful ways to cultivate prospects is to actually speak with them,

preferably during a face-to-face visit.

The next step in the marketing process is to ask for the gift. While virtually

all organizations would not think twice about asking for annual fund support,

with many doing so several times throughout the year, many of those same or-

ganizations are uncomfortable asking for a planned gift. However, good fund-

raising requires an actual ask, even for planned giving. For upper and mid-level

prospects, the ask should be done in person. For lower priority prospects, the

ask might be done by mail or even telephone. By carefully identifying and pri-

oritizing prospects, organizations will be well positioned to know who to ask in

what way. While in-person solicitation will always be the most effective, it is

not always the most practical. It is, therefore, far better to ask through the mail

or a telephone call than to not ask at all.
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The final step in the marketing process is consistent and effective steward-

ship. Because many planned gifts are revocable, it is essential that donors con-

tinue to feel engaged and appreciated. Furthermore, a fully engaged and

appreciated planned gift donor is more likely to enhance the value of his gift,

more likely to make an additional planned gift commitment, and more

likely to support the annual fund. Excellent stewardship may also lead to gifts

from family members. So, the marketing of planned gifts does not end with

the ask or even the signed gift agreement. The marketing process, really the

relationship-building process, continues with strong stewardship.

While this book will not provide technical planned giving advice or

comprehensive information about how to structure a planned giving pro-

gram, it will guide readers through the planned gift marketing process and

offer donor-centered suggestions. By implementing a donor-centered

planned gift-marketing program, organizations will be able to secure more

gifts than ever before.

Summary

Planned giving is fairly simple. The vast majority of all planned gifts are simple

bequests, charitable gift annuities, or gifts of stock. While it is important to be

aware of the other gift planning vehicles that exist, it is not necessary to be an

expert. One simply needs to know who to call for assistance when the need

arises—be it a local estate planning attorney, certified public account, financial

planner, banker, or community foundation official. Because planned giving is

simple at its core, any organization can have a planned giving program. Not all

programs will be sophisticated and offer all giving options. However, even the

smallest nonprofit organization can encourage donors to include the organiza-

tion in their wills.

There has never been a better time to engage in planned giving. As the

population ages, we will continue to experience, over the coming decades,

the largest intergenerational wealth transfer in human history. Whether in

economic boom times or recession periods, planned gifts remain an excellent
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way for donors to realize their philanthropic aspirations with minimal or no

pain and, depending on the gift vehicle, significant personal or estate benefit.

To successfully generate planned gifts, development professionals must be

proactive with their marketing. Yes, passive background marketing is an impor-

tant component of a comprehensive marketing plan. But, for one to be truly

effective, she will need to actually ask for support.

This book is an attempt to define the key elements of a successful,

well-rounded planned gift marketing program that is proactive and donor

centered. Whether read from cover-to-cover or used as a handy desk refer-

ence, readers will find practical information, helpful tips, and illustrative

stories from some of the profession’s greatest practitioners. By putting even

a few of these ideas to work, your donors will be more inspired, and your

planned giving program will be more effective. Along the way, you will

also find yourself having more fun energized by the momentum your pro-

gram will take on.

Exercises

� It is essential that you know your organization’s mission because all of your

activity should be devoted to achieving that mission. Does your organiza-

tion even have a mission statement? If it does, learn it, memorize it, and

share it. Consider if your donors and prospective donors know the organi-

zation’s mission.

� You must know what your donors and prospective donors have seen and

heard from your organization. It is helpful for you to experience your or-

ganization as your donors and prospects do. So, gather one year’s worth of

communications to your planned giving donors and prospective donors.

Be sure to include all communications and not just those concerned with

gift planning. These materials will be used in future Exercises and will help

you better position future communications.

� Once all of the organization’s various communications are assembled, take

time to review them and then ask yourself:
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� Are all materials brand consistent? Among other things, is only one logo

used consistently, are the correct institutional colors always used, is the

same font style used?

� Do both words and images make it clear what your organization’s mis-

sion is?

� Determine if your gift planning communications are donor centered. One

way you can test your communications is to visit www.wordle.net. Then

copy and paste the text of your letter, e-mail, web copy, or brochure into

Wordle to create a word cloud. The words that appear largest are those

used most often. Are those words institution focused or donor centered?

� On an ongoing basis, it is important for you to see what your donors and

prospective donors see. So, add your name and contact information to

your organization’s database so that you will be included in all communi-

cations sent to your planned giving donors and prospective donors.
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CHAPTER 2

Identify Who Makes
Planned Gifts

Are there not thousands in the world . . .

Who love their fellows even to the death,

Who feel the giant agony of the world,

And more, like slaves to poor humanity,

Labour for mortal good?

—John Keats

After reading this chapter, you wil l be able to:

� Explain the formula for identifying ideal prospects.

� Describe the 10 broad characteristics of planned gift donors.

� Identify some easily accessible ways to gauge a prospect’s ability and

propensity to give.

� Reference common sources of prospect information.

� Understand what prospect information is important.

Because virtually everyone is capable of making a planned gift, everyone is a

planned gift prospect. While most individuals will not be interested in or qual-

ify for more complex planned gifts such as trusts or real estate donations, vir-

tually anyone can make a charitable bequest commitment and many can

contribute through a charitable gift annuity. This represents an enormous op-

portunity for nonprofit organizations, but it also poses some serious challenges.

25
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Everyone Is a Planned Gift Prospect

Charitable bequests comprise the vast majority of what are most commonly

thought of as planned gifts. Anyone who is going to have any assets remaining

in his name at the time of his death is able to make a charitable bequest

commitment, as just one type of planned gift. This describes the majority of

Americans. A survey by The Stelter Company found that 69 percent of respon-

dents over age 30 expect to leave an inheritance.1 Even among the lowest

income segment of survey respondents, those with annual income less than

$50,000, 57 percent expect to leave an inheritance of some value. During

the Planned Giving Course, it was noted:

The Bequest is the major gift of the middle class. As people live longer, they are con-

cerned about having enough to live on in an extended retirement. Also, parents are

living longer often without having saved sufficiently for their longer retirement. And,

the cost of a college education for children is more expensive than ever with children

often returning home rather than living independently after college. It’s Generation

Squeeze! While people might be reticent to make a major gift of current assets while

they are alive given their economic uncertainty about the future, many are willing

to make a large gift when they know they will definitely no longer need the money,

in other words: a charitable Bequest.’’2

Another common planned giving instrument is a charitable gift annuity

(CGA). Such a gift requires the donor to irrevocably contribute cash or other

liquid asset in exchange for a tax deduction and income for life. Depending on

the nonprofit organization and state regulations, a donor can establish a CGA

for as little as $1,000. So, with a relatively moderate donation, one can even

make a life-income gift.

For nonprofit organizations, the opportunity is the challenge. Virtually

every American has the ability to make a planned gift of some type. While few

have actually done so, many have indicated that they are willing to consider it.

That is the opportunity. The challenge is that, with limited budget and staff

resources, most organizations acknowledge they must prioritize who their

best planned giving prospects are. Donor-centered marketing recognizes the

broadest possible prospect universe while further recognizing the need to
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focus solicitation efforts where they will yield the greatest, most immediate

return on investment.

General Characteristics of Planned Givers

Enormous potential exists for increasing planned giving. However, one of the

major challenges for development professionals is determining how to figure

out who are the highest-potential planned giving prospects. The more limited

an organization’s staff and budget resources, the more important it is to priori-

tize prospects.

Laura Fredricks, fundraising consultant and internationally recognized

author and speaker, describes the ten major characteristics of planned gift

donors3:

1. They know about the organization and its mission, priorities, and direction.

Planned gift donors actually care about the organization’s mission and

long-term priorities. In cases where the planned gift will not be realized

until some point in the future, this is particularly true. For an annual fund,

when a proper appeal is made, donors know exactly what immediate need

will be met by their gift. The same is true with current planned gifts, such

as gifts of stock. However, with a deferred planned gift, such as a bequest

commitment, it is often impossible to know exactly what the need will be

since the gift might not be realized for years or decades to come. So, what

donors support is the mission and not necessarily a specific need. This

means that the development professional must know the mission in order

to passionately share it with and explain it to prospects.

KEY CONCE P T

A multifaceted marketing effort will ensure that the general population of

planned giving prospects receives a certain base level of care and attention

while staff focuses additional effort on high-priority prospects.
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2. They have confidence in the leadership. Prospects who trust an organization’s

leadership, both staff and volunteer, are more likely to give. The more trust

a donor has, the more likely they are to increase giving and to make a

planned gift. Because a planned gift is often an investment of sorts in the

future of the organization, the donor must have confidence that the

organization will be there in the future and will still be effectively fulfilling

its mission. The development professional must work within the organiza-

tion to help key staff and volunteers understand their roles in the develop-

ment process and the importance of adhering to the highest ethical

standards. (The AFP Code of Ethical Principles and Standards, The Donor Bill

of Rights, and the PPP Model Standards of Practice for the Charitable Gift

Planner are included as supplemental material in this book.)

3. They are satisfied with the organization’s fiscal management. Donors want their

precious, hard-earned dollars to make a difference. If they feel that their

funds will be wasted, they will take their money elsewhere. The develop-

ment professional should help the organization adopt policies and proce-

dures that will inspire donor confidence. For example, organizations

should have procedures in place to acknowledge gifts quickly, accurately,

and personally. Additionally, organizations should make sure that their

Federal Form 990s are filled out completely, accurately, and tell the correct

story, as filed 990s are posted for public access at www.guidestar.org. These

are two important, fundamental steps to inspiring donor confidence.

4. They believe their gift will be perpetuated well into the future and that they will

have a long and lasting legacy through the organization. Donors want to know

that their planned gifts will have an impact. Depending on the type of gift,

donors will want to know that they are securing some measure of immortal-

ity through the organization’s continued good works. By practicing strong

stewardship, development professionals can give donors confidence in this.

5. They give when the time is right for them economically. Donors’ schedules are

dictated by their own lifecycles and economic situations. For example,

they care much more about the end of their calendar year than they
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do about an organization’s fiscal year close. They are also more likely

to include a nonprofit organization in their will when they first write or

update their will. So, development professionals must make sure that

planned giving messages are delivered regularly.

6. They may have supported the organization in the past with smaller gifts, but a

number of them will have no giving history with the organization. Planned gift

donors can appear from anywhere in an organization’s donor file, general

database, or from the community at large. So, while development profes-

sionals will maintain a portfolio of priority prospects, marketing messages

must consistently educate and cultivate the broadest possible audience. For

example, an individual who volunteers regularly at a community hospital

but does not contribute to the annual giving campaign may nevertheless be

a very good planned giving candidate.

7. They possess the assets to give without compromising their economic comfort level. A

common expression in nonprofit circles is that donors should ‘‘give until it

hurts.’’ While nonprofit executives might feel that way, donors seldom do.

Most people do not enjoy pain. Instead, donors will give as long as it feels

good. Development professionals must strive to understand what moti-

vates prospects and what their asset situation is before they can provide

advice that will help donors maintain or enhance their financial comfort.

Regardless of income or asset level, it is the prospect’s perception of

his financial security that will impact his willingness to make a gift and

that will, in part, also affect the size of that gift.

8. They want to ensure that their loved ones are taken care of in conjunction with the

planned gift. Part of what will make a donor feel good about making a gift is

knowing that her loved ones will benefit in some way from the gift or, at the

very least, not be harmed by it. Development professionals need to know

who the prospect’s loved ones are and what their needs are. This will give

prospects greater comfort in making a gift and will allow the development

professional to recommend the right gift. This combination will make

it more likely that a prospect is converted into a planned gift donor.
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9. They tend to make several planned gifts over their lifetime. While donors may

make several planned gifts, they may not be to the same organization.

Development professionals should strive to identify and steward planned

gift donors to ensure that revocable commitments are maintained, that gift

values are increased when possible, and that multiple gifts can be secured

when appropriate. Securing a planned gift is not the end of a linear

process. The process is circular as illustrated in Figure 2.1. For example, a

donor who establishes a CGA may, with proper acknowledgment and

additional cultivation, establish yet another CGA with the organization

or may also decide to remember the organization in his will, if asked.

10. They usually consult tax advisors, financial planners, attorneys, colleagues, and

family members before making the gift.Donors will often want to consult advi-

sors. In all cases, they should be encouraged to do so. Development profes-

sionals should focus on closing for a seat at the table and not necessarily

simply closing for the gift. When a development professional identifies,

acknowledges, and works with the individuals who are key advisors to a

prospect, the prospect will feel more comfortable and will ultimately de-

velop a better philanthropic plan that meets her needs while fulfilling her

philanthropic aspirations.

F IGURE 2 . 1

The Circular Planned Giving Process

Stewardship

Secure a
Gift

Educate

Ask Cultivate

Identify
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While the previous list of characteristics does not mention race, it is

nevertheless important to note that there are presently some distinctions.

For instance, African Americans and Hispanics in the general population

are less likely to make charitable bequests because they are also less likely

to have wills. However, when looking at African Americans, Hispanics,

and whites who do have estate plans, bequest giving rates are essentially

the same. ‘‘This may suggest that the primary barrier for minority estate

gifts was not donative preference but the planning process itself,’’ according

to James.4

By better understanding who planned gift donors are, development profes-

sionals will be able to identify more effectively these traits in prospects and,

therefore, will be better able to identify those more likely to become planned

gift donors themselves. In addition, by understanding donors, development

professionals will be better positioned to help prospects become donors.

The Priority-Prospect Equation

While virtually everyone might be a planned giving prospect, a number of de-

tails will help determine who is a priority prospect or which groups of prospects

should be given greater priority over other groups. Simply put, virtually every-

one has the means to make a planned gift. However, most nonprofit organiza-

tions do not have the resources—financial or staff—to treat all prospective

planned gift donors equally. The fact is that not all prospective donors are equal.

Ability is an important characteristic. Not all prospects are able to make large

planned gifts. By understanding a prospect’s ability to make a planned gift,

fundraising professionals will be better able to evaluate what gift planning in-

struments might best serve the prospect, if any, and what the potential size of

that gift might be. Furthermore, development professionals will be better able

to help a prospect understand his ability to make a planned gift. For example,

David might not feel financially able to make a planned gift because he requires

a certain income in retirement. The development professional can show David

that he can earn a regular income through a gift to establish a CGA. If the CGA
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income is sufficient, David might very well make the gift that he previously had

not known enough about to even consider.

Unfortunately, merely having the ability to make a planned gift does not

mean that a prospect will make such a contribution, and it certainly does not

mean that a prospect will make a contribution to a particular institution. A

number of factors determine whether an individual has a strong propensity to

make a planned gift, and additional factors help determine whether a prospect

is likely to give to a particular organization. Some propensity factors include

age, giving history, relationship with the organization, the financial indepen-

dence or absence of children, and education level.

For example, Jane might have sufficient means to make a planned gift, but

the gift might be a $5,000 CGA at best. By contrast, Bob may have sufficient

means to make a planned gift of far greater potential value, perhaps a $1 million

charitable remainder trust (CRT). In this example, it is easy to see how the

planned giving officer will set his priorities. Jane will receive mailings, news-

letters, invitations to events, and perhaps a telephone call. However, if the

planned giving officer only has time for one additional face-to-face visit with a

prospect before the end of the year, that visit is going to be with Bob assuming

all other factors besides ability are in common between the two prospects.

This example, of course, is a gross simplification designed only to dem-

onstrate the importance of ability in the fundraising equation. However,

ability is one thing; propensity to give is a completely different matter that

is also a critical element of the philanthropic equation. Building on the

example, what if Jane loves her alma mater but Bob has been angry with it

ever since the school rejected his son’s application? Bob may have stronger

means for giving, but his propensity for giving to that particular institution

is much lower than Jane’s. In that case, the planned giving officer might

choose to visit with Jane. When judging both ability and propensity, a large

variety of factors must be considered.

Social capital is another factor that must be considered, both in general

and as it relates to a specific organization, because it also drives propensity.

For example, a social service agency might have a regular donor who also
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volunteers and attends various cultivation events. That person will likely be

a better planned giving prospect than someone who only donates occasion-

ally to the agency and does not volunteer or attend events. In addition, the

person who is more engaged in community life—attending church, be-

longing to Rotary, coaching Little League—is more likely to support non-

profit organizations, in general. The more an individual is engaged within

the community and the more points of contact between the specific orga-

nization and the prospect, the better.

If one were to develop an equation to broadly describe the prospect factors

that can lead to a planned gift, it might look something like this:

Ability + Propensity + Social Capital = GIFT

The greater the component parts of the equation, the more likely the orga-

nization is to secure a gift and have that gift be a sizable major or planned gift.

The lower the component factors, the less likely it is for the organization to

close a gift or, if it does, to have that gift be sizable. The challenge for develop-

ment professionals is to evaluate prospects for ability, propensity, and social capi-

tal in order to set priorities while ensuring that all prospects receive a certain

base level of education and cultivation with higher priority prospects receiving

more attention.

Factors That Impact Ability

While nearly all Americans have the ability to make some type of planned gift,

the size of that gift might be somewhat modest even if meaningful to the donor.

James, in his analyses of the ‘‘Health and Retirement Study,’’ finds that the estate

gifts from those with estates valued at less than $100,000 do not even equal

the donor’s total annual giving.5 However, as estate values grow, so too does the

size of estate gifts and the ratio of estate giving to annual giving. For example,

among those with estates valued at $500,000 to $999,999, estate giving was

1.89 times greater than the annual giving total for these individuals. Those with

estates valued at over $5 million have estate giving totals that are more than
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11 times greater than their annual giving total (see Table 2.1). These figures

represent total estate values, total annual giving, and total estate gift value rather

than figures related to giving to a particular organization. Since donors tend to

support far fewer organizations with a planned gift compared to their annual

fund donations, the multiple of planned gift to annual donation to a particular

organization might be many times greater than the study has revealed.

The downside of targeting those individuals who have estates greater than

$5 million is that they are often less likely to support existing nonprofit organi-

zations and more likely to establish a private foundation with their estate gift.

While this might be a perfectly fine development for the nonprofit sector as a

whole, it is not particularly helpful to the development professional attempting

to secure an estate gift for a particular, existing organization.6

When looking at donor ability, measured by estate size, the best prospects

will often be those with larger estates. Those with larger estates tend to have the

ability to make larger estate gifts. Those gifts will be even more meaningful

relative to annual gift size for these donors. However, those with the largest

estates will be more likely than those with smaller estates to establish a private

foundation or donor-advised fund with their estate gift.

For many, the largest single investment they make in their lifetime will be

their home. In our culture, we have been trained to think that senior citizens are

financially needy. For example, a great many businesses offer senior citizen

TABLE 2 . 1

Estate Giving to Annual Giving Comparison

Total Estate Value Giving Multiple

Estimated Estate Percent

to Private Foundation

< $100,000 0.15 0.0

$100,000� < $500,000 1.89 0.0

$500,000� < $1,000,000 3.73 4.2

$1,000,000� < $5,000,000 8.12 11.7

$5,000,000 þ 11.65 43.7

TOTAL 5.07 23.6

Source: Russell N. James III, ‘‘The Presence and Timing of Charitable Estate Planning: New Research
Findings.’’ AFP International Conference, March 2009.
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discounts. Seniors can receive discounted fares on public transportation, dis-

counts at movie theaters, discounted museum memberships, and so on. While

some of our seniors are indeed facing financial difficulty, a great many are

doing quite well, certainly well enough to make a planned gift particularly

when considering their home value. Consider just five simple economic facts:

1. People over the age of 50 control 70 percent of all privately held financial

assets in the United States.

2. Of those 65 years or older, 81 percent own their own home, according to

the U.S. Census Bureau in 2005.

3. Of those 55 to 64 years of age, 79.8 percent own their own home.

4. The average home value in 2000 was $96,442.

5. The median household net worth for those age 65 and older was $108,885

in 2000.7

While these figures will fluctuate with changes in the economy, one fact is

consistent. The vast majority of older Americans have sufficient assets with

which to make a charitable planned gift should they choose to do so.

A gift of appreciated stock would be another way for an individual to

give. Because a gift of appreciated stock avoids the expense of capital gains

tax and involves an element of planning on the part of the donor and often

his advisors, many organizations would consider this a type of planned gift.

A 2005 study found that 50.3 percent of U.S. households owned equities

in some form with 34.7 percent owning equities outside of employer-

sponsored retirement plans.8 So, many Americans have the ability to make

a gift of appreciated stock, particularly when the market is doing well but

often even when it is not.

While various prospect rating and screening tools can provide information

about wealth, they cannot provide information about a prospect’s perception of

her financial security and the needs of her family. It is important for develop-

ment professionals to understand this distinction. It is one of the major short-

comings of prospect rating and screening technologies.
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There are a variety of ways to gather wealth information. In the Informa-

tion Age, it is relatively easy to gather information about major stock transac-

tions, probable income levels, and other wealth indicators. One can research

information about a single prospect or invest in a prospect screening that will

append information to files on the complete database and then rate the pros-

pects on a variety of factors. Some screening services also attempt to evaluate

prospect loyalty in an effort to gauge propensity as well as ability.

Regardless of the prospect screening system used, organizations will

need to do additional work to validate the information and further refine

the results. For example, a university might screen 100,000 alumni and find

it has 10,000 highly rated prospects, according to David Moore, Director of

Planned Giving, Chapman University.9 However, not all of those prospects

will be accurately rated. Moore notes that many younger alumni still reside

at home and that it is really their parents’ residence that has been factored

into the rating algorithm providing a misleading result. Ultimately, the

screening will only be as good as the information in the organization’s data-

base. The more complete and accurate the information maintained, the

more valid the results of a prospect screening.

Other information sources are completely free. An organization’s own

database may contain valuable information about a prospect’s ability. For

example, the prospect’s data record might include employment history; a

corporate attorney may have greater means than a teacher, for example.

Another free source of information involves a simple search on the Inter-

net that can reveal a great deal of information about a prospect including

professional information, family members, and even real estate value. For

example, if one knows a prospect’s home address, it can be entered into

KEY CONC EP T

The value of prospect screening will be in direct proportion to the complete-

ness and accuracy of the information in an organization’s database.
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the search field at www.zillow.com to produce a fact sheet about the

home, report of current and historical real estate value, and photographs of

the home and the surrounding neighborhood.

However, when gathering information about individuals, one must al-

ways remember that data sources have their limitations. The Millionaire Next

Door was a book published in 1996 that revealed that many of the nation’s

millionaires do not look or live like stereotypical millionaires. Many might

not be rated very highly by prospect screening services but might neverthe-

less possess great wealth. So, in addition to doing research, it is important to

speak with people. Prospect screening groups can help answer questions

about a prospect’s ability to give. A prospect screening group is a volunteer

committee assembled by an organization to help evaluate prospects and

identify connections. While such groups can be very useful, it is important

that, despite their volunteer status, they operate within the confines of pro-

fessional fundraising ethical standards.

Ultimately, the best source for information about a prospect is the pros-

pect himself. Talking directly with prospects will reveal a great deal of valu-

able information because the prospect will be talking about her favorite

subject: herself and her family. If that conversation is face-to-face and takes

place in the prospect’s home, the development professional will be sur-

rounded by useful clues.

While estate size is one critical measure of ability, other factors impact

an individual’s real or perceived capability to make an estate gift. One’s per-

ception of family need will impact estate giving. For example, a woman

with an estate valued at just under $1 million decided that her children did

not need an inheritance from her estate. So, she made arrangements for vir-

tually her entire estate to be donated to a scholarship foundation through a

charitable bequest. Another person, with a similar estate size, might have

reached a different conclusion about the needs of her family and, therefore,

might have given a much smaller amount or might have structured the gift

differently. To understand a prospect’s perceptions and family needs, one

must talk with the prospect.
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Factors That Impact Propensity

Just as there are many factors that impact an individual’s ability to make

a planned gift, there are also many factors that impact an individual’s

I N T H E REA L WOR LD

Best Source for Prospect
Information: The Prospect

One story of trust and relationship building comes to mind as it relates to

planned giving. Often, we look far and wide for opportunities to develop finan-

cial support for our organization, but sometimes the best donors are right

under our noses or, in this case, right next door. It is important to share what

we do with those that we work with and to develop internal relationships so

that they might be comfortable in referring us to those that they know.

Several years ago, at another organization, a colleague told me of her neigh-

bor who was an older man who had helped her while her husband was away.

She repaid his generosity of time and assistance with a batch of chocolate

chip cookies. They became good friends so much so that when she moved

away, she continued to keep in touch and would visit with him from time to

time. He would occasionally talk about his rental properties and would con-

fide in her that as he was getting older (he was in his 70s), the maintenance

and rental process were starting to be cumbersome.

She told me about her former neighbor and asked if I would like to speak

with him. I called him and we discussed his situation and what bothered him

about his current arrangement which included a C corporation. He also

shared information about his other assets that included many more propert-

ies worth more than $20 million. He also talked about how his wife had died

and how he had raised his two sons. We decided to meet, which led to

several additional meetings and an eventual seven-figure gift.

In the end, the donor’s trust for his neighbor, and her warm introduction and

the opportunity to build on her relationship led to a planned gift. It was also

a case of a millionaire living next door since they both lived in modest

homes, and my colleague had no idea about her neighbor’s wealth.

Source: Robert E. Wahlers, CFRE, Senior Director of Development and Gift Planning,

Meridian Health Affiliated Foundations, 2009.
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propensity to make such a gift. Some of these factors have to do with the

individual’s relationship with a particular nonprofit organization while

other factors have nothing whatsoever to do with a particular organization

or the nonprofit sector at-large. While someone might develop an interest

in making a planned gift in general based on personal factors, the individ-

ual will almost always be influenced by his relationship with a particular

nonprofit organization when making the decision where to give.

James has reported, ‘‘The most dominant factor in predicting charitable

estate planning was not wealth, income, education, or even current giving

or volunteering. By far, the dominant predictor of charitable estate planning

was the absence of children. Among current donors over age 50 who had

already completed a will or trust, only 9.8 percent of those with grandchil-

dren included a charitable component. For similar donors without any off-

spring, 50 percent had a charitable estate plan.’’10 Table 2.2 details the

impact of offspring on gift planning.

James’ findings speak to whether an individual will be likely to make a

charitable estate plan in general. His findings do not address the likelihood

of a particular donor making a planned gift to a particular organization.

However, if one has identified a large prospect pool based on other factors

such as giving history and other loyalty indicators, James’ findings can help

one refine that prospect pool based on additional personal factors related to

the prospect.

TABLE 2 .2

Share of Americans over age 50 with a Charitable Testamentary Provision

Family Status All Current Donors All with Will/Trust Current Donors with Will/Trust

No offspring 19.1% 32.7% 36.4% 50.0%

Children only 7.3% 10.9% 13.0% 17.1%

Grandchildren 4.1% 6.8% 7.2% 9.8%

Source: Russell N. James III, ‘‘Causes and Correlates of Charitable Giving in Estate Planning: A Cross-
Sectional and Longitudinal Examination of Older Adults,’’ Association of Fundraising Professionals,
July 2008, 2.
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While the existence of children or grandchildren is the greatest indicator of

overall propensity, other prospect characteristics will have an impact just as

other prospect characteristics are meaningless in terms of propensity to make

a bequest or trust commitment. Understanding which characteristics are

important and the degree to which they are important will help one better

refine the prospect pool. Table 2.3 looks at the impact on propensity of a

number of individual characteristics.

While the absence of children is the most important characteristic deter-

mining propensity to make a charitable bequest or establish a charitable trust, a

donor-centered approach may be able to help mitigate the impact of this factor

as the gift-planning process shows prospects how a planned gift can protect the

interests of children or grandchildren. A prospect’s education level is another

important personal trait. Those with a graduate degree have a greater propen-

sity than those with only a high school diploma. The Center on Philanthropy

TABLE 2 . 3

Impact of Demographic and Financial Characteristics

Considering two otherwise demographically and financially identical senior adults, how does the likeli-

hood of one of them having a charitable estate plan change if he or she:

Has a graduate degree (versus high school) þ4.2 percentage points

Gives at least $500 per year to charity þ3.1 percentage points

Volunteers regularly þ2.0 percentage points

Has a college degree (versus high school) þ1.7 percentage points

Has been diagnosed with a stroke þ1.7 percentage points

Is ten years older þ1.2 percentage points

Has been diagnosed with cancer þ0.8 percentage points

Is married (versus unmarried) þ0.7 percentage points

Has been diagnosed with a heart condition þ0.4 percentage points

Attends church at least once per month þ0.2 percentage points

Has $1 million more in assets þ0.1 percentage points

Has $100,000 per year more income not significant

Is male (versus female) not significant

Has only children (versus no offspring) �2.8 percentage points

Has grandchildren (versus no offspring) �10.5 percentage points

Source: Russell N. James III, ‘‘Causes and Correlates of Charitable Giving in Estate Planning: A Cross-
Sectional and Longitudinal Examination of Older Adults,’’ Association of Fundraising Professionals,
July 2008, 3.
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found that those with at least a bachelor’s degree were more likely to have

already made a charitable bequest commitment (9 percent) and, if they have

not done so, are more likely to consider such a gift (39 percent).

If a prospect has a positive feeling toward the nonprofit sector as demon-

strated by donating more than $500 a year or by volunteering, he or she will

have a greater propensity to make a planned gift. Two factors that have little or

no impact on propensity are an estate value over $1 million or an annual income

over $100,000 (refer back to Table 2.3).

While an estate valued at $1 million or more, or an annual income of more

than $100,000 may not impact propensity, such factors may have a substantial

impact on ability. Furthermore, estate value will have an impact on which

planned gift vehicle a donor may choose. Therefore, estate value and income

remain important parts of the planned giving equation.11

Another propensity factor is age of the prospect. The Center on Philan-

thropy at Indiana University has discovered that ‘‘people with a charity

named in their will tended to be between 40 and 50 years of age.’’12 Those

most likely to consider a charitable bequest are between the ages of 40 and

60. The NCPG Donor Survey found the average age when an individual

names a charity in his or her will to be 49. One reason that bequest donors

may be younger than many have previously thought is that this is the age

when many individuals first draft a will. While this means that those as

young as their 40s should be considered planned giving prospects, they may

not necessarily qualify as priority prospects. An older prospect may have a

lower propensity to give, but a commitment made by a much older individ-

ual is far more likely to be realized much sooner than a similar commitment

from a much younger donor.

Some development professionals are reluctant to approach younger pros-

pects for a revocable planned gift for fear that, over the following decades, the

individual will change his mind. This fear is unfounded. By far the most

common revocable type of planned gift is the bequest. The Stelter Company

discovered that once a donor puts a charity in his or her will, the charity is

almost never removed. Stelter reports:
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We cannot over-emphasize the importance of the data about the staying power of

Bequests. Very few—less than one in 10—who have bequests in their wills say they

have ever removed a nonprofit from their plans. This reinforces the urgency of work-

ing with younger givers to put a plan in place. At a younger age, they probably have

fewer nonprofits they would want to honor with a legacy gift; the competition is

likely greater later in life. So, getting in the door early makes logical sense.13

Age is also an important factor for CGAs. Most nonprofit organizations

target prospects as young as ages 60 to 65 while some will go a bit younger

to offer deferred CGAs. The minimum age targeting for CGAs is more a

function of tax issues and organizational policy than actual motivation of

the donor. This is a gift for older individuals who are interested in receiv-

ing a regular income – for themselves, a spouse, or other loved one – as a

result of their contribution.

For charitable remainder uni-trusts (CRUT), the best prospects are people

with an optimistic view of future asset growth and enough time to benefit from

it. A CRUT is generally a gift planning vehicle chosen by those with a 15-year

life expectancy or more. Based on actuarial tables, that would mean prospects

72 years of age or younger. However, people operate on their own life expect-

ancy estimates and, therefore, an older prospect might still be interested, sug-

gests Scott R.P. Janney, President of PlannedGiving.com and Director of

Planned Giving at Main Line Health14.

For charitable lead annuity trusts (CLAT), the age of the donor is somewhat

less relevant than is the age of the prospect’s children. The unique tax implica-

tions associated with a CLAT make it of particular interest to those with chil-

dren 35 to 55 years of age, Janney recommends.

KEY CONC EP T

Appeal to prospects on their schedules. When a prospect chooses to

draft his or her first will or when a prospect chooses to update a will,

that is when an organization really wants the prospect to think about a

charitable bequest.
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Other gift-planning vehicles are less age dependent. When age is a factor, in

addition to impacting propensity to give, it will also impact donor motivation as

people of various generations have different inspirations for giving.

British playwright David Hare observed the cultural changes resulting from

enhancements in life expectancy. Commenting on his play ‘‘The Breath of

Life,’’ he wrote:

One of my immediate impulses was to express how vital the lives of older people have

become. Thanks to modern medicine and all that milk we drank after the Second

World War, there’s almost a new category of life in the West. You can no longer call it

middle age, and you certainly can’t call it old age. It’s something in between—a period

when men and women can look back and see the transit of what used to be a whole

lifetime . . . and yet that backward view is from the advantage of an actuarial hope of

another 20 years to come.15

As individuals live longer, bequest, CGA, and trust philanthropic options

help donors overcome their own economic concerns and allow these individu-

als to become major donors when they might not be able to or feel comfortable

enough to do so with current dollars.

Gender can sometimes be a propensity factor. In general, men and

women are just as likely to make a charitable bequest, according to James.16

However, men and women do have preferences when it comes to the types

of nonprofit organizations they choose to support. Table 2.4 illustrates this

point based on an examination of estate tax returns filed for people who

died in 2001.

Another consideration that might lead one to prioritize female prospects

over male is the fact that women live longer and, therefore, are more likely

to be the surviving spouse; however, this gap is beginning to close. Accord-

ing to research at Harvard Medical School by Thomas T. Perls, and Ruth C.

Fretts, ‘‘It is primarily the reduction in male mortality, as opposed to the

increase in female mortality, that is narrowing this gender gap. In general,

the higher a nation’s level of social and economic development, the greater

the life expectancy for both men and women and the greater the conver-

gence in the two figures.’’17 At the very least, when working with a married
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couple, the development professional will want to take this issue into

account when discussing the options for structuring the gift.

The development professional will also want to include both parties in all

discussions pertaining to bequest giving. Margaret May Damen, co-author of

Women, Wealth and Giving and President and Founder of The Institute For

Women and Wealth, states that ‘‘women make 84 percent of all philanthropic

decisions.’’18 This is especially relevant for Boom Generation women, many

of whom are business owners who earn and invest a significant amount of

the family’s net worth.

A study by the Fidelity Charitable Gift Fund offers another reason to

involve women in gift planning discussions and to perhaps even prioritize

female prospects, ‘‘High-income women (those with an annual household

income of $150,000 or more) demonstrate a high level of sophistication in

their giving by seeking expert advice and then making use of innovative

giving vehicles such as donor-advised funds and charitable remainder

trusts.’’19 In 2008, 7 percent of high-income women made charitable gifts

using securities while only 3 percent of high-income men did so. Among

high-income women, 16 percent have or use a donor-advised fund, chari-

table remainder trust, or private foundation while only 10 percent of high-

income men do so.

TABLE 2 . 4

Gender Preferences in Bequest Giving (2001)

Type of Charity Preferred by Women Preferred by Men

Preferred Equally by

Women and Men

Environment X

Health X

Human services X

Religion X

Art X

International affairs X

Other X

Education X

Public/Society benefit X

Source: The Center on Philanthropy at Indiana University. Giving USA 2006
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Factors That Impact Social Capital

‘‘The core idea of social capital theory is that social networks have value . . .

social capital refers to connections among individuals—social networks and the

norms of reciprocity and trustworthiness that arise from them,’’20 according to

Robert Putnam, a professor at Harvard University. The more engaged an indi-

vidual is with his community, the more likely he is to volunteer and contribute

money to nonprofit organizations. The more points of connection there are

between an individual and a particular nonprofit organization, the more likely

that individual is to give, give often, and give generously to that organization.

Furthermore, the very act of giving builds additional social capital.

One group of supporters for an organization that have obviously high levels

of social capital are the members of an organization’s governing board. There

are other common points of contact including volunteers, staff, former board

members, former staff, beneficiaries of service, family members of those who

have received services, long-standing members, and frequent annual fund do-

nors. Development professionals should look at these and other factors to help

evaluate the level of social capital a prospect has. One word of caution: While

event attendees who are engaged with an organization in many other ways may

be good planned giving prospects, those whose only point of contact with an

organization is that they have attended an event are generally not very good

prospects for planned giving. However, they are good prospects for further

cultivation and involvement, possibly someday resulting in their transition into

viable planned giving prospects.

‘‘More important than wealth, education, community size, age, family sta-

tus, and employment, however, by far the most consistent predictor of giving

time and money is involvement in community life,’’ Putnam finds.21 The chal-

lenge for development professionals is to identify the ways in which prospects

engage with the community at-large as well as the organization in-particular. It

also means that development professionals must keep meticulous records about

each donor and prospect. Such detailed notes will help prioritize prospects and

will help the development professional build rapport with prospects.
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Collecting information about the various ways in which a prospect is

engaged in the community is difficult. News sources, including the local

newspaper’s ‘‘society page,’’ can supply some information. Visiting other non-

profit organizations in the community to read their donor wall, or honor roll

of contributors in their printed program is another way to gather informa-

tion. Collecting and reviewing annual reports from other nonprofit organiza-

tions will provide information about board service and individuals donating.

Reviewing an organization’s Federal Form 990 at www.guidestar.org will

provide free information about a nonprofit organization’s major donors and

board members. Publicly held companies often include biographies of their

corporate board members in their annual reports or post the information at

their web sites. Visiting the prospect is another way to learn more. Donors

and prospects will generally be more than happy to discuss their various inter-

ests. If visiting in someone’s home, one can look for awards, books, and other

items on display that can provide clues to how the individual engages with the

community and what other organizations they might support. In addition,

clues will be found that will help gauge the individual’s ability. When such

information is discovered, one should make sure it becomes part of the indi-

vidual’s record back at the office. One should be sure to take good notes and

then enter the information immediately upon returning to the office while

the information is still fresh and easier to recall. While it might be awkward

to take notes during a meeting, one should write down notations about the

meeting as soon after the meeting as possible. For example, after visiting with

a prospect, one can drive down the road, pull into a parking lot or go into a

coffee shop, and write down everything that is relevant or enter the informa-

tion into a laptop computer.

KEY CONC EP T

Good fundraising often means good friend-raising. Get to know your pros-

pects and what interests them.
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Whenever a donor or prospect engages with one’s organization, the organi-

zation should note that in the individual’s record. When staff outside of the

development office engage a donor or prospect, they should let the develop-

ment office know (i.e., when inviting prospects to a lecture, the development

office should be notified who will be attending). The volunteer coordinator for

an organization should share the list of volunteers with the development office.

The more points of contact the organization has with prospects, the more likely

they will be to give and give generously. Involvement builds the social capital

that leads to philanthropy. When attempting to prioritize prospects, evaluating

social capital is important. However, that evaluation will only be as good as the

information that has been gathered.

Beyond gathering information about how donors and prospects engage

with the community and one’s organization, it is essential that the development

office find ways to proactively involve these individuals in ways that are mean-

ingful to the donors and prospects. By enhancing the quantity and quality of

contact, social capital will be enhanced.

To build social capital, to cultivate support, donors and prospects should be

given opportunities to become involved. Depending on the organization,

points of engagement might include volunteer opportunities, invitations to

nonfundraising events like lectures, tours of the facility, special reports about

mission fulfillment, speaking opportunities, a meet-and-greet with performers,

and so forth.

The more social capital that is developed, the more likely an individual is to

support a given organization and to do so generously. The more a prospect

learns about the organization, how it fulfills its mission, how efficiently it is

KEY CONCE P T

When meeting with a prospective donor, try to visit him in his home rather

than at a restaurant or at your office. The prospect will feel more comfort-

able and you will have access to more personal insights.
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run, who staffs it, who is served by it, the more she will care. Also, more trust

will be established.

Trust is vital to the philanthropic process. When people trust an organiza-

tion, they are more likely to give to it and, with even greater trust, they are

more likely to give more. A study conducted by researchers at the Henley Man-

agement College in the United Kingdom found that ‘‘there would appear to be

a relationship between trust and a propensity to donate.’’22 Furthermore, ‘‘there

is some indication here that a relationship does exist between trust and amount

donated, comparatively little increases in the former having a marked impact on

the latter.’’23 Independent Sector conducted a study in 2001 and found that

individuals who have a high confidence in charities and believe in their honesty

and ethics gave about 50 percent more to charity than those not holding either

opinion.24 Trust allows an organization to acquire more donors, secure larger

gifts, and maintain those commitments. The ability to maintain commitments

is critical in the planned giving process as many types of such gifts are revocable.

I N T H E REA L WOR LD

ATour That’s Worth a Thousand Acres

A hospital in the rural Pacific Northwest held an event to thank individuals

who had made a planned gift commitment as well as to express apprecia-

tion to those seriously considering such support. The event involved a tour

of the facilities, including the pediatric services wing, followed by lunch.

During the lunch, an elderly gentleman stood up and said that he was very

impressed. He was familiar with the hospital, the only one in town. But, nei-

ther he nor his wife was familiar with the pediatric services wing. The gentle-

man told those gathered that he and his wife have no children themselves.

However, during the tour of the pediatric services wing, they realized that

the community’s children were their children. He went on to announce that

he and his wife would be leaving their entire estate, consisting of a rather

large farm (even if not a thousand acres), to the hospital for the benefit of

the pediatric services wing. If the couple had not been given the opportunity

to meet staff, see those benefiting from the services, and better understand

how the hospital is fulfilling its mission, they may very well have made a

much less generous commitment.

48

I d e n t i f y W h o M a k e s P l a n n e d G i f t s



E1C02 09/01/2010 20:49:40 Page 49

Just as a high level of trust can lead to greater philanthropy, a crisis in trust

can have a severely negative effect on philanthropy. In Scotland in May 2003,

The Sunday Mail newspaper published a report highly critical of a professional

fundraising company working with a breast cancer research charity. The report

sent a shockwave through Scotland, even impacting organizations that had

never contracted the fundraising company at the center of the controversy.

Some unrelated cancer charities saw contributions drop as much as 30 percent

in the months following the controversy.25

To build trust and enhance social capital, nonprofit organizations must

embrace the highest ethical standards in all facets of work. Furthermore,

organizations should let donors and prospects know about these standards.

Making The Donor Bill of Rights available to donors, creating and promot-

ing a privacy policy, and exercising strong stewardship of gifts are just a

few of the things that organizations can do to secure generous support for

their own organizations and inspire greater confidence in the nonprofit

sector as a whole.

Pros and Cons of Information

Information is critical for the success of any development effort. For the philan-

thropic planning process, information will help one effectively identify and pri-

oritize prospects. Good information will help the planned giving professional

develop roadmaps for conversations with prospects. Having good database soft-

ware will help store important information in a retrievable, useable fashion.

Embracing a privacy policy and adhering to prospect research and fundraising

ethics codes will help protect that information and give donors and prospects

greater comfort.

One will also want to develop policies to govern what types of information

will be collected and recorded. Prospects have the right to inspect their file. A

prospect should never be horrified by what they find in their file. For example,

if a prospect screening group reveals that a prospect is in the middle of a messy

divorce, such information is probably relevant but the information should be
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noted in neutral terms and only with the minimal relevant information

recorded and the more personal details left out.

Good information is particularly important to have in preparation for a

face-to-face meeting with a prospect. With traditional planned gift marketing,

much of the information emphasis is on the organization, its mission, needs,

planned giving products, and giving instruments. With donor-centered mar-

keting, gift planning officers are certainly expected to know about mission,

needs, products and instruments, but they are also expected to know a great

deal more about prospects beyond the basics in order to better understand the

prospect. With access to solid information about prospects, volunteers and staff

will be much more comfortable when meeting with prospects. They will have

greater confidence and, therefore, be even more likely to actually arrange the

meeting. At the meeting, they will be much better equipped to meet the needs

of the prospect and help him develop a meaningful philanthropic plan.

While one must gather valuable facts about a prospect, one should avoid

information pollution, a situation where so much worthless data is gathered

that it becomes difficult to recognize the important details. The other pitfall

to avoid is information paralysis, a situation where one delays and delays

visits with prospects for fear of not having some mythical, elusive piece of

data. The keys to successfully using information are to gather what will be

useful, store it so it can be easily retrieved, protect it, add to it but, above all

else, actually use it.

Basic Prospect Data

When preparing for a meeting with a prospective donor, one would ideally

have a wealth of information about the prospect. At an absolute minimum, one

should be prepared with the following information:

� Accurate and complete contact information.

� Age.

� Gender.
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� Affiliation with the organization including activities.

� Donor history.

� Marital status.

� Offspring status.

� Basic financial information such as real estate value.

During meetings with a prospect, one will want to maximize the opportu-

nity to gather additional information about the prospect including:

� Employment status.

� Work history.

� Additional financial information.

� Why does the individual support the organization?

� What other organizations does the individual support and why?

� Who are the prospect’s key influencers?

� What are the prospect’s financial goals?

� What are the needs of other beneficiaries, if any?

� What are the prospect’s philanthropic aspirations?

� What assets are most logical to use for a gift?

� When is the gift most likely to be made?

With the additional information in hand, one can more accurately rate the

prospect, better determine the appropriate next steps with the prospect, and

develop a philanthropic plan with the prospect and her advisors that will meet

the needs of the prospect while meeting a need for the organization.

KEY CONCE P T

If there is something you need to know when speaking with prospects, ask

them. The more they trust you, the more they will reveal.
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Prospect Rating

While prospect screening and rating services can supply useful insights, no

single system is perfect. Electronic screenings are ultimately only as good

as the information an organization has in its database or can append to

it. A number of pieces of information are publicly available and can be

electronically appended to a database with varying degrees of accuracy

(i.e., addresses, telephone numbers, and age). By surveying prospects—by

mail, e-mail, or telephone—a virtually unlimited amount of information

can be gathered.

Unfortunately, even when screening a database full of facts, electronic

screening systems cannot provide information about how an individual per-

ceives her financial security, or how an individual feels about the needs of

his loved ones. Another limitation is that electronic screening services either

do not take into account offspring status or cannot take this into account

when such data is absent from the database. As noted earlier, the number

one determinant factor for bequest and trust giving is the absence of off-

spring. An electronic screening cannot effectively measure social capital in

general or loyalty to a particular organization though some services do make

an attempt at the latter. Evaluating propensity is an art form that has yet to

rise to the level of science.

Roger Ellison, Vice President for Planned Giving at West Texas Rehabilita-

tion Center Foundation, has developed a simple chart that takes into account

the relationship between generosity (total giving) and passion (number of gifts)

(rogerellison.com). While other forms of ‘‘generosity’’ can be incorporated

into an evaluation of a prospect (i.e., volunteer hours), Ellison provides an

acceptable, basic unit of measure. Likewise, there are other factors that could

indicate ‘‘passion,’’ but Ellison again provides an acceptable basic measure (see

Table 2.5). Ellison notes:

The theory behind this chart and its process is that those who give the most gifts

are more likely to be planned giving prospects, and that the numbered squares create

a priority ranking of which donors should be ‘‘worked’’ first. As an example, those
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donors who fall in the square numbered 4, having given 50 or more gifts with only a

total value between $1 and $999 during the period reviewed, are generally a greater

priority than those in square 9 who have given a smaller number of gifts (somewhere

between 1 and 24 gifts) though for a greater total value (over $10,000) during that

same time period. Every gift is an act of passion; the greater the number of gifts given,

the greater the acts of passion toward that charity. Passion trumps generosity. . . .

Obviously, the numbers on either axis can be altered to fit a particular charity’s donor

characteristics. Although rudimentary, this simple analysis can be very helpful to

a planned giving program with limited resources, to a larger charity with a higher

degree of analytical data available on a large number of donors, as well as in other

circumstances. And while the numbering from 1 through 12 suggests a rather linear

process of cultivation, reality probably suggests this is merely a good guide rather than

a requirement.26

The key for nonprofit organizations is to gather useful data and to use it,

with the benefit of electronic screening information or not, to prioritize pros-

pects. Higher priority prospects will receive greater attention. However, all

prospects should be part of an education, cultivation, and ask process in one

form or another.

When Brian Sagrestano, President of Gift Planning Development, works

with charities, he recommends that they consider their prospects as being part

of one of four broad groups.27 By identifying which group a prospect is a mem-

ber of, the development professional will know how to best work with that

prospect. The first group is comprised of principal gift donors. For this group,

it is important to integrate gift planning into all conversations, since these indi-

viduals will benefit the most from complex, structured current gifts and future

TABLE 2 .5

Passion–Generosity Index

Generosity—
Total Giving $10,000 or more 9 5 1

$5,000–$9,999 10 6 2

$1,000–$4,999 11 7 3

$1–$999 12 8 4

1–24 gifts 25–49 gifts 50 or more gifts

Passion—Total Number of Gifts
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gifts. Representatives from the charity should already be talking face-to-face

with all of these donors and prospects, so gift planning can simply be incorpo-

rated as one of the talking points.

The second group is made up of major gift donors. Like the people in the

first group, these individuals should also be having face-to-face contact with a

development professional. Gift planning should be part of the conversation. At

a minimum, this should involve a conversation about bequests or retirement

plan designations. In organizations that have both major gift officers and

planned giving officers, Sagrestano suggests encouraging or, when possible,

requiring major gift officers to ask a percentage of their assigned prospects to

consider a planned gift each year. Over a period of five to seven years, that per-

centage should equal 100 percent of the prospects in a major gift officer’s pool.

The third prospect group includes regular, consistent annual fund donors,

and those who have already set up planned gifts. These are the best ‘‘gift plan-

ning’’ prospects. This is where prospect screening can make a particularly posi-

tive difference, either internally or utilizing a screening service. Most charities

cannot afford to mail to everyone on their database even though everyone is a

viable prospect for planned giving. Organizations need to focus limited re-

sources where they will do the most good, targeting those most likely to re-

spond. Creating this general priority list does two things: (1) it creates a group

of people to send gift planning information to on a regular basis as part of an

education and cultivation effort, and (2) it gives gift planning officers and major

gift officers a list of prospects to go see as ‘‘filler’’ when they are out seeing their

identified special prospects.

The fourth group of prospects is ‘‘everyone else.’’ Again, since everyone is a

viable gift planning prospect, messages must be ubiquitous, though delivered

cost effectively. Planned gift messaging should be integrated into virtually all

communications from an organization. For example, in an organization’s

general newsletter, an article might describe services provided by the organiza-

tion; the article can include a line or two about how a bequest gift provided

funding for the endeavor. The key is to, at very little or no cost, find ways to

deliver the gift planning message to everyone so that those not touched with
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planned giving mailings or personal visits may still learn about and have

the opportunity to express their interest in gift planning.

Summary

Everyone is a planned giving prospect. However, most organizations lack

the staff and budget resources to involve all constituents in the gift planning

process. So, while providing information to as many people as possible, de-

velopment professionals will want to prioritize their planned gift prospects

to determine where the focus should be placed.

There is no simple way to identify quality planned gift prospects. While

there are a number of prospect rating and research services in the market-

place, none of them can identify all of an organization’s potential planned

gift donors. However, many of these services can provide useful information

that can help development professionals segment and prioritize prospects.

With information provided by outside services, internal resources, and

the prospects themselves, development professionals will be able to consider

a prospect’s ability, propensity to give, and level of social capital. By under-

standing these three broad factors, development professionals will be able

to determine which prospects have the greatest potential of making a

planned gift and what type of planned gift might be most appropriate.

In the process of gathering information about prospects, organizations

must take care to collect only the data that is necessary, store the material

in a usable and efficient fashion, and ensure that all information is pro-

tected to guarantee the privacy of the prospect. Good information will

help the organization prioritize prospects and then more effectively engage

individual prospects in meaningful conversations.

Exercises

� Nationally, 5.3 percent of Americans over the age of 50 have made a char-

itable bequest commitment. By examining your own database, you can
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determine how well your organization is doing compared with the

national figure. What percentage of all individuals in your database have

made a bequest commitment to your organization? What percentage of

your donors have made a bequest commitment?

� Once you have a sense of the percentage of individuals in your database

who have made a bequest commitment to your organization, you are

ready to look at the average bequest value (ABV) for those commitments.

Take the total known dollar value for all bequest commitments and divide

that by the total number of bequest commitments with an expressed value.

This will give you the average bequest value. To arrive at a more accurate

number, you may want to eliminate the lowest and highest bequest values

from the calculation of the average or you may want to consider the

median figure rather than the average.

� After you have calculated your organization’s ABV, you are ready to use

the Planned Gift Program Potential Worksheet in Appendix A to calculate

your organization’s potential. While this calculation will not provide you

with information concerning overall gift planning potential, it will give

you valuable insight about the potential for the most popular form of

planned giving for your organization.

� You cannot analyze information you do not have. Examine your organiza-

tion’s database to determine what types of information are available. Look

elsewhere within your organization to see what information has been

collected and whether it can and should supplement your development

records. For instance, incorporate your organization’s event attendee and

volunteer information into your development database. Look for those

critical other points of contact.

� To begin to understand how many planned giving prospects you might

have, you will want to run a series of queries to your database: How

many individuals have given five times or more in the past seven years?

How many individuals have given seven or more times in the past

10 years?
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� Those most likely to make a planned gift to your organization are those

closest to the organization. How many of your board members have made

a planned gift commitment? If few have done so, you have some potential

and some work to do. If many have, then you have a good group of com-

mitted individuals who can help you spread the word and who are good

prospects for another gift.
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CHAPTER 3

Identify What Motivates
Planned Gift Donors

Motivation is the art of getting people to do what you want them to do because they want

to do it.

—Dwight D. Eisenhower

After reading this chapter, you wil l be able to:

� Distinguish between manipulation, motivation, and inspiration.

� Recognize what motivates or inspires donors to give generally.

� Describe the key motivators for a donor to make a planned gift.

� Understand what demotivates prospects and donors.

To inspire a prospective donor to make a planned gift contribution, devel-

opment professionals must understand what motivates donors in general as

well as what drives specific individuals. Furthermore, development profes-

sionals must understand what demotivates people so that those stimuli can

be avoided. Donor-centered planned gift marketing involves showing pro-

spective donors how their wishes and aspirations can be fulfilled through the

philanthropic support of an organization they care about.
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Manipulation versus Motivation versus Inspiration

Important differences exist among manipulation, motivation, and inspiration.

Manipulation is the art of using insidious and sometimes unfair means to serve

one’s own purposes. This is antithetical to donor-centered marketing. Ethically

run nonprofit organizations do not rely on manipulation to trick people into

giving. Instead, well-run organizations develop long-term relationships with

supporters based on integrity and respect. When the conversation turns to gift

planning, these organizations judiciously learn what might inspire their pros-

pects, and work to encourage giving, while also keeping the donor’s best interests

at the forefront of discussions; furthermore, these ethical organizations recom-

mend that prospects and donors seek third-party financial and legal counsel.

Motives are needs or desires that cause people to act. The motives that move

one to act are deeply personal and developed over a lifetime. Development pro-

fessionals cannot truly motivate prospects. And, if they could, it might result in

manipulation not motivation. Motives reside deep within the mind and heart of

the individual. While development professionals should strive to understand the

motives of donors and prospects as a group, as well as those of individual pros-

pects and donors, this should be done so that these professionals can help meet

the needs of donors and prospects and help them to fulfill their philanthropic

aspirations. By understanding donors and prospects, an organization will be

better able to inspire support.

Inspiring donors and prospects means encouraging them to take a desired

action, ultimately supporting the organization in a variety of ways that also

meet the donor’s needs and fulfill his own philanthropic goals. Organizations

inspire individuals when they treat donors and prospects the way these people

want to be treated, and share information with them that is meaningful and

relevant to them on a timely basis.

Manipulation is cheating. Motivation is something that exists within the

donor and prospect. By contrast, inspiration involves understanding the donor’s

motivations and making a clear and compelling case for how one’s organization

can best help the donor achieve his philanthropic objectives.
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What People Want

To understand what people want is to begin to understand what motivates

them. With this knowledge, development professionals can more effectively in-

spire prospects to give and give more than they otherwise would. Jay Conrad

Levinson, author of Guerrilla Marketing Excellence, developed a list for the busi-

ness world of what customers really want from those with whom they do busi-

ness.1 Much of that list, in no particular order, can easily be adapted to the

nonprofit sector where it is extremely relevant and helpful in understanding the

motivations that impact giving:

Donors give if the organization is credible and will not give if it is not. Annual fund

donors can evaluate trustworthiness, both the development professional’s and

the organization’s, on an annual basis. Bequest donors, for example, do not

have that luxury at the point the gift is realized. Those who make a substantial

irrevocable, life-income gift cannot change their minds if the organization dis-

appoints them down the road. Before a prospect makes a long-term investment

in an organization, they will need to trust it and its representatives.

Donors give because of the promises the development professional makes. One

should always under-promise and over-deliver. Donors and prospects are listen-

ing. One should never make promises lightly. Donors will hold development

professionals to their promises and make them pay dearly if they break them.

Donors give to the development professional, her colleagues, employees, and stew-

ardship team. Organizations are nothing more than an assembly of people.

People give to people. If they like and respect the staff and volunteers they

encounter, they will be more likely to give, keep giving, and give more.

This means that everyone in the organization is part of the development

effort. For example, an organization’s receptionist is often the first personal

contact a donor or prospect will have with the organization. If the recep-

tionist actually answers the call, responds professionally and courteously, and

effectively assists the caller, that person will have a positive impression of the

organization. If the caller has a terrible experience, the actual development

professional will have quite a hole to dig out of.
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Donors give to neatness. If the development professional or his offices are

messy, prospects will fear that the organization is unstable or unprofessional.

Sloppiness erodes trust. Neatness counts.

Donors give to honesty. Lie once to a donor or prospect and the relationship is

destroyed. Honesty is the cornerstone of trustworthiness. Relationships cannot

develop and flourish without it. If a certain gift vehicle is not right for the

prospect, the planned giving professional should tell her and suggest a more

appropriate option even if it means securing a smaller gift. It should be con-

sidered an investment in the relationship and one’s reputation.

Donors give to success and security. If one begs for money to keep the lights on,

prospects will likely think the organization does not have much of a future.

People do not want to throw money into a black hole. People give to successful

organizations that can effectively fulfill their missions. Planned giving donors

want to know that the organization will be able to fulfill its obligations regard-

ing the gift and that the gift will be well invested and utilized in the future.

Donors give because of one’s guarantees, one’s reputation, and the organization’s

good name. This is related to, but goes beyond, trustworthiness and keeping

promises. Prospects will consider their own direct experience with the develop-

ment professional and the organization. An organization’s reputation must be

carefully cultivated through professional behavior and appropriate assurances.

Prospects will also consider what others say about the organization. A good

reputation must be carefully developed and fiercely defended. In the Informa-

tion Age, reputations are made over time but can be destroyed quickly.

Donors give when they see others accepting and giving to an organization. Most

donors do not want to feel they are blazing a new trail. If others are seen giving

to an organization, thereby endorsing it, prospects will be more likely to jump

on the bandwagon.

Donors give for the tangible and intangible benefits they receive. A planned gift

donor cares much less about the features associated with giving and much more

about the benefits they or their loved ones will receive. For example, someone

who gives a charitable gift annuity (CGA) is less concerned about the technical

and legal particulars of the gift vehicle and are much more interested in the
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income this will provide in order to meet retirement needs. Sometimes, the

primary benefit a donor will care about will simply be the good feeling she

will receive by being able to make a major gift commitment that would not

otherwise have been possible with current dollars.

Donors give when the risk is minimal or nonexistent. Prospects hate risk. During

the great recession of 2009-10, people have seen some of the world’s largest,

most solid companies and financial institutions collapse. It is well known that

many nonprofit organizations were invested heavily in what turned out to be

risky investments, and that they incurred great losses during this time. Some

institutions even entrusted and lost virtually all their investments with a shady

investment manager whose multibillion dollar empire of lies came crashing

down very publicly. This served to erode the public’s confidence in institutions.

If someone is being asked to make a life-income gift, the organization will have

to provide the prospect with evidence of the organization’s sound fiscal man-

agement and ability to deliver on its commitments. Individuals do not want to

risk their own financial futures, or those of their loved ones, nor see their phil-

anthropic goals subverted when they make a donation.

Donors give because the development professional offers solutions to their problems.

Solve a prospect’s problem, and they will be much more willing to help solve

the organization’s problem. If a donor holds appreciated stock and faces a signi-

ficant capital gains tax burden, one can show the donor how making a gift of

appreciated stock instead of a cash gift can avoid the tax expense. The donor

can then make a larger gift that ‘‘costs’’ the same as the smaller cash gift or make

a stock gift at a lower cost than a cash donation.

Donors give to create hope for themselves and their loved ones. People want to help

secure a better future for themselves and those they love. Show people how

their gift can help achieve a brighter future. For example, Susan G. Komen for

the Cure markets hope. There is still no cure for breast cancer, but Komen has

given millions of women hope. When Komen was founded in 1982, the five-

year survival rate, when caught early before the cancer spread beyond the

breast, was 74 percent; it is now 98 percent. The annual government funding

for breast cancer research, treatment, and prevention totaled just $30 million in
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1982 and has now increased to $900 million. Komen has helped women live

longer with this terrible disease and, through research funding and advocacy,

is giving women legitimate hope that a cure will be found sooner rather

than later.

Donors give based on the organization’s marketing. Prospects will not give unless

they understand what the organization does, who it serves, and how well it

delivers its services. Prospects also need to know that the planned giving profes-

sional can help them with their gift planning, and they need to understand how

a planned gift can help them and their loved ones. Marketing is the way organi-

zations deliver those messages. It is the way organizations educate, cultivate, ask

for support, and steward supporters.

Donors give to an organization’s identity as conveyed by its marketing. An organi-

zation is its marketing. Perception is reality. Use marketing to educate prospects.

Work with colleagues throughout the organization to make sure that the orga-

nization’s overall marketing message is effective and that the development mes-

sages are consistent with the overall marketing impression.

I N T H E REA L WOR LD

Avoid the Tax Collector

A member of the board of a scholarship foundation was approached at a cul-

tivation event by a modest donor who wanted to give a $5,000 cash gift. The

board member thanked the donor but asked, ‘‘Do you own any appreciated

stock?’’ The donor was a bit puzzled by the question, but replied, ‘‘Yes, I do.

Why do you ask?’’ The board member then explained that if the donor con-

tributed appreciated stock valued at $5,000, rather than cash, she could

avoid the capital gains tax, thereby resulting in a savings. The donor replied,

‘‘I can avoid giving my money to the government, by giving the foundation

stock? That’s a great idea! And, since I really don’t need the money, why

don’t I just increase my gift by the amount I’ll save in taxes?’’ She did

exactly that. However, her generosity did not end there. She was so moved

by the work of the foundation and the good advice she had received that

allowed her to avoid some capital gains tax that she consulted with her fam-

ily and her advisors eventually giving over $15,000 to create a namesake

scholarship fund.
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Donors give to brand name organizations over unknown groups.When it comes to

planned giving, people will certainly be more willing to support a solid, brand

name organization rather than a new, nearly unheard of charity. This links back

to trustworthiness. Planned gift donors are long-term supporters. They give to

organizations they trust.

Donors give to believable claims, not just honest ones. It is essential for organiza-

tions to be honest. But, honesty is not enough. An organization’s claims must

be believable. For example, in its marketing, a hospital might rightfully claim to

have the region’s greatest recovery rate for stroke cases. However, prospects may

or may not actually believe the extreme claim. If the hospital quotes from an

independent rating service as part of its claim or includes individual testimoni-

als, the claim will be more believable.

Donors give when it is convenient for them to do so. People enjoy convenience in

all aspects of their lives. Show prospects respect by making it easy for them to

support the organization. If someone is interested in learning more about

planned giving, how many buttons do they need to click from the organiza-

tion’s home page before he finds the gift planning page? If they do not feel like

reading, can they easily find a telephone number to call for more information?

Is the telephone number for an office or a person? Think of all the possible

obstacles to giving and then work systematically to get rid of those in your

power to eliminate.

Donors give to clarity. Keep all messages clear and simple. Prospects who are

confused will seldom take the time to do the research for answers. Instead, their

attention will be captured by another organization. The average newspaper is

written on a sixth-grade reading level. It is not that the average newspaper

reader has poor reading skills. Instead, newspapers make it easy for readers to

quickly and easily get information with minimal effort. Do not make prospects

work hard to figure out what the organization is trying to communicate. If one

does make it difficult, prospects will either not take the time to figure it out,

will not figure it out, or will be unfairly made to feel unintelligent.

Donors give to the consistency they have seen the organization exhibit. Consistency

is a key element of trust. If an organization keeps changing its mission,
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communicates sporadically, is friendly then cold, a prospect’s confidence in the

organization will be shaken. If an organization is seen to be consistent over

time, donors will develop the belief that this behavior will continue into the

future after they are no longer able to monitor the organization. Consistency

leads to predictability which leads to trust.

Donors give to certainty. Like consistency, donors seek certainty. They do not

like wishy-washy, noncommittal responses to inquiries. They do not like

vagueness. They want to know what they can expect today and tomorrow.

Donors give when their own ideas, personality, and values are respected.Never argue

with a donor. Even if the development professional proves he is in the right, the

donor will feel challenged and diminished. One does not always need to agree

with donors and prospects, but one must show them respect. If you are open to

them, they will reciprocate and be open to you and the organization’s ideas.

I N T H E REA L WOR LD

Listen to Prospects, They Will
Tell You What Matters

When I first arrived at the small liberal arts college in New England, I was

introduced to an alumni couple by the very capable Director of Major Gifts.

We were in the quiet phase of a major campaign and various staff had been

working with this couple for a couple of years trying to convince them of the

benefits of a charitable remainder trust (CRT) in making a magnificent gift

to the college. They had shown them the PG Calc illustrations of the tax,

income, and estate benefits, and were at a loss as to how to reach them.

Beyond the illustration, the focus had been on the needs of the college.

I was very fortunate to hit it off with both of them right away. It helped that I

shared their rather conservative political leanings. Over the next several

years, I visited them regularly, building an honest relationship with them. I

would keep them up to date about happenings on campus and plans for the

future but, more important, I listened to them. I would correct their percep-

tions, supporting the position of the college when I felt they were off base,

but I would also agree with them when I thought they had a point. While they

were thrilled with the steady and rapid improvement in the quality of the
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education provided by their school as well as the improved quality of the

student body, they were upset by what they saw as the steady leftward lean

of the institution.

I invited them to events on campus and off where they could meet and talk with

both faculty and senior administrators. As our relationship developed, we never

lost sight of my role with the college. And, during this time, it became clear that

what they wanted to do was make a gift that in some small way they could feel

was helping to balance what they saw as the liberal leanings on campus.

I spoke to my Vice President and to the President about this (the potential

gift was large enough), and we identified two possibilities. The first was that

they endow a chair in constitutional law and a second chair in history. These

would be filled by incumbents.

The last time I met with them before they made their commitment to the cam-

paign, we cracked open a very good bottle of single malt whisky that I had

brought as a thank-you for the dinner on their boat. Because of the relationship

we had developed, I was able to speak frankly and finally said, ‘‘You know,

we’ve been dancing around the idea of your gift for a few years now. I think it’s

time to fish or cut bait. I have a couple of ideas that I think would accomplish

your goals, and I’d like you to think seriously about them.’’ I proceeded to tell

them about the two options and invite them to campus to meet these two fac-

ulty members. The ideas intrigued them and they agreed to come to campus.

After meeting alone with both faculty members, I asked them what they

thought. They had been very impressed with both faculty members. In the

end, they endowed the first chair for a junior faculty member in constitu-

tional law with an outright gift of around $350,000 and the remainder of the

$1.25 million gift for the chair was contributed through a charitable remain-

der uni-trust (CRUT). In addition, they were so taken with the history profes-

sor that they contributed an additional $200,000 to establish an endowed

research fund for her.

I believe this gift happened because we at the college put the focus on the

needs of the donors and were sensitive to the issue that was most important

to them in addition to their tax and estate planning concerns. The CRUT was

merely a means to an end, not an end in itself and that, I believe, is as it

should be. By the way, this turned out to be the final gift of the campaign,

coming mere days before the official celebration event that the couple at-

tended and at which, you can be sure, they were appropriately recognized.

—Steven C. Greaves, Director of Planned Giving, Quinnipiac University (not the

college in the above story)
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Donors give to what enables their own lifestyle. Be a lifestyle enabler and people

will be more likely to support the organization. For example, if a prospect feels

uncomfortable giving because she is financially uncertain about her upcoming

retirement years, a life-income gift could enable her to have a more comfort-

able, secure retirement while having the satisfaction of giving now. Show pros-

pects how they can enhance their lives by giving. Many middle-class annual

donors would very much like to see themselves as major gift donors but know

they cannot part with the funds necessary to achieve such status. Through care-

ful gift planning, you may be able to show these individuals a pathway to

become the supporter they have dreamt of becoming.

Donors give to what fits within their comfort zone. Some donors like complex

gift vehicles. Such vehicles make some people feel smart and creative and like

they are successfully beating the system. For others, complex giving vehicles

simply cause confusion, distrust, and anxiety. When helping a prospect with his

gift planning, it is important to learn what makes him comfortable and un-

comfortable. Endeavor to stay in his comfort zone.

Donors give to good taste. Prospects know the difference between good and

bad taste. When the American Cancer Society produced its famous antismok-

ing television commercial in 1985, it did not show images of an emaciated,

sickly Yul Brynner hooked up to tubes and wires as he wasted away from lung

cancer. Instead, the commercial opened with a simple black screen with the

famous actor’s name, date of birth, and date of death.2 This gave way to a filmed

image of Brynner, looking reasonably healthy, gazing into the camera urging

people not to smoke. Tasteful does not necessarily mean low impact. More

than 25 years later, the commercial is still having an impact with over 408,507

views on YouTube.com alone.

Assuming that an organization has been completely sensitive to all of the

previously listed wants that prospects and donors have, there is still another

important want. Prospects and donors want to associate with organizations that care.

They want to know that the organization and everyone who works there cares

about those served and cares about them. Also, donors want to be recognized

for caring and not just for giving.
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Prospects and donors also want organizations to address what is of interest to them.

People are most interested in:

� Themselves.

� How an organization benefits them, their loved ones, and the community

(both tangibly and intangibly).

� The importance of those benefits to them.

� Not being cheated.

� Why they should act now.

Peter Benoliel, Chairman-Emeritus of Quaker Chemical, is a generous

philanthropist and recipient of the Partnership for Philanthropic Planning of

Greater Philadelphia’s Legacy Award for Planned Giving Philanthropist. Beno-

liel offered additional insight when he provided five suggestions regarding the

actions of development professionals:

� Development professionals, senior staff, and volunteer leadership should

be passionate about the organization and its mission.

� Staff and volunteer fundraisers should be morally armed by making their

own donation first.

� Development professionals should send personal, handwritten notes.

� Development professionals should recognize gifts in unexpected ways.

� Development professionals should avoid silly mistakes like sending multi-

ple copies of the same appeal, sending a form appeal to a donor who has

just made a gift, or ignoring a donor who is in the middle of a multiyear

gift commitment.3

By focusing on what a prospect or donor wants and by communicating

with them about what is of most interest to them, organizations will be more

likely to capture their focus and interest. It is always easier to secure a gift if one

has the prospect’s attention and the prospect has an interest in what the develop-

ment professional has to say.
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Demographic Factors Impacting Motivation

To better understand donor motivation, one must recognize that planned

giving donors and prospects are not part of one homogeneous group. They can

be grouped in a variety of ways including income level, religious attendance,

geographic region, and gender. For example, individuals also fall into a number

of different generational cohorts:

� Great, born before 1929.

� Silent, born 1929 to 1945.

� Boomer, born 1946 to 1963.

� X, born 1964 to 1981.

� Millennial, born since 1981.

Interestingly, few differences exist between the generations when it comes

to philanthropy in general. According to a 2008 study by the Center on Philan-

thropy at Indiana University, other factors such as educational attainment,

frequency of religious attendance, and income have a greater impact on philan-

thropy than do generational differences.4 Nevertheless, some generational

differences do indeed exist, including:

I N T H E REA L WOR LD

Executive Insight

[C]harity unleashes enormous benefits not only to the givers themselves

but also to their families, communities, and the nation. Everyone under-

stands that charitable organizations create value by providing for the

needy. What many organizations misunderstand is who the ‘needy’ truly

are. In addition to those in need of food, shelter, education, the needy

are also those who need to give to attain their full potential in happi-

ness, health, and material prosperity—which is every one of us.

—Arthur C. Brooks, author, Who Really Cares
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� The Silent and Great generations are significantly more likely to give to

religious purposes than members of younger generations.

� Millennial, Gen X, and Boomer generations have similar propensity to

give to religious causes, yet they are less likely than the Silent and Great

generations to give to religious causes.

� Millennial, Gen X, Boomer, and Great generations are each similarly

likely to support secular causes.

� The Millennial generation is more likely to give to make the world a

better place.

� The Silent generation is more likely to give to nonprofit organizations to

provide funding where the government does not.

Other generational differences, according to Brian Sagrestano, President of

Gift Planning Development, include:

� The Silent and Great generations both trust charities. While members of

the Great generation want simply to see their gifts put good ideas to work,

the Silent generation has a preference for giving that has a local impact.

� The Boomer generation has a distrust of nonprofit organizations that is

more pronounced among younger Boomers. All Boomers want their gifts

to have a verifiable impact.

� The members of Generation X have a significant mistrust of nonprofit

organizations. They want to be involved in the charities they sup-

port. They give and volunteer. They are mission driven rather than

brand loyal.

� The Millennial generation is just as likely to think a nonprofit organi-

zation is an obstacle as much as they are to think it is part of the solu-

tion. Members of this generation want to make a difference, and their

thinking is global. They are very active in the community and will give

the most to organizations with which they are actively engaged and

where they think they can make a real difference, or they may even

start their own.5

71

D e m o g r a p h i c F a c t o r s I m p a c t i n g M o t i v a t i o n



E1C03 08/14/2010 11:12:23 Page 72

When marketing to Baby Boomers, it is better to focus on the impact of a

gift rather than specific gift vehicles, according to Judith E. Nichols.6 Baby

Boomers often aspire to be major givers though they may lack the resources to

do this with a current gift. Planned giving can be the route for this generation

to realize their philanthropic desire and have the type of impact they would like

to have. Therefore, when communicating with this generational cohort, it is

important to describe benefits of planned giving rather than the mechanisms.

For example, rather than describing in great detail how a CGA functions, it is

more important to explain how such a gift can provide the donor funds for

retirement, financing for a child’s or grandchild’s education, or even needed

revenue to help support an aging parent, all while helping a cause he or she

cares about passionately.

The Center on Philanthropy found five motivations for general charitable

giving that are the most important for donors in all generational cohorts:

� Providing for the basic needs of the very poor.

� Desire to make one’s community a better place to live.

� Giving the poor a way to help themselves.

� Desire to make the world a better place.

� Those with more have a responsibility to help those with less.

Motivations for overall philanthropy vary by income, race, education, re-

gion of the country and religious attendance, according to the Center. Those

individuals who earn less than $49,999 are more likely than those who earn

more to support causes that help the poor help themselves. Those in households

earning more than $125,000 are motivated to give by a sense of responsibility to

help others who have less.

All racial groups are philanthropically inclined. However, some differences

in motivation do exist with African American and Hispanic donors more likely

than non-Hispanic white donors to say that they gave to help meet people’s
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basic needs. Hispanic donors were more likely than non-Hispanic white donors

to say that they gave to help the poor help themselves, according to the Center

on Philanthropy.

I N T H E REA L WOR LD

‘‘I Like This Philanthropy Stuff !’’

The African American community has always been a generous one. Though

it was typically focused on helping neighbors in need and supporting the

church, philanthropy has always been alive and well for black folks. We just

never called it that. I recently interviewed my 75-year-old mother about her

own giving history. As she told story after story, it dawned on her that while

growing up in Cincinnati, Ohio, so much of what they did in the community

was about helping those in need. From dance recitals to thrift shops, it was

all about raising money for families that needed help with buying food, cloth-

ing, and going to college.

Planned giving on the other hand has not been something that was

talked about let alone practiced much in the African American commu-

nity over the years. However, I have had the honor of seeing a sea

change happening in the work that I do at The Philadelphia Foundation.

Having been an open, welcoming community foundation for much of our

92-year history, we have been the place where ‘‘anyone can be a philan-

thropist,’’ and I have been fortunate to see ordinary people doing extra-

ordinary things.

For example, Shirley is an African American woman who decided that in

honor of her seventieth birthday, she would create a CGA that would fund an

endowed fund at TPF to benefit her sorority and her alma matter. The day

she came in to sign the paperwork, she brought along with her two young

grandsons to witness the occasion. Shirley made sure to tell them how im-

portant this was to their family. She has since created a second CGA and her

daughter, who is in her 50s, wanted to support her mother’s efforts. She,

too, created a CGA to benefit her mother’s fund. I remember the day Shirley

came in for a visit and plopped down in a boardroom chair and said with a big

smile, ‘‘I like this philanthropy stuff!’’

—Heather Gee, Vice President for Development Services, The Philadelphia

Foundation
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As educational level positively impacts propensity to give, it also impacts

what motivates individuals to give. The Center on Philanthropy found, among

those with a college degree compared to those with just a high school diploma,

a greater likelihood of citing the responsibility to help others, a lower likelihood

of giving to help meet the basic needs of the very poor, and a lower likelihood

of giving from a desire to control where one’s money goes instead of having the

government decide.

The Center also found that some regional differences exist when it comes

to donor motivation. For example, when compared with those living in the

northeastern United States, donors living in the Southern states are more likely

to say they donate to help the poor help themselves while those living in either

the South or the Midwest were less likely to say they had a desire to make the

world a better place to live.

Religion is a powerful motivator for charitable giving to both religious and

secular causes. ‘‘Religious people are far more charitable than secularists, no

matter what their politics,’’ writes Arthur C. Brooks in Who Really Cares.7 The

Center on Philanthropy found that people who attend a religious service at least

once a week ‘‘are more likely than non-attenders to say they give to help meet

the needs of the poor, to help the poor help themselves, or because those with

more have a responsibility to help those with less.’’8

In Chapter 2, we discovered that while gender does not impact bequest giv-

ing propensity in general, it does have some influence over the type of non-

profit organization that one might be more or less inclined to support. Patrick

Rooney of the Center on Philanthropy, has also reported that some slight gen-

der differences exist in motivation for becoming a bequest donor. For example,

women are particularly interested in the impact that a bequest gift can have.

Men under age 65 who attend religious services frequently and women, regard-

less of religious attendance, have an interest in helping those with less. Among

older men with incomes above $100,000 a year, there is a strong belief that

nonprofit organizations deliver services better than the government does.9

Just as there are subtle motivational differences among men and women,

Rooney also reported slight motivational differences between rural and
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nonrural residents. Among rural donors who are not yet bequest donors, a mes-

sage demonstrating the efficiency of the nonprofit organization will resonate.

Among nonrural residents who are not yet bequest donors, the emphasis is bet-

ter placed on the impact that the bequest gift can have.

General Individual Motives

While understanding the overall motivations for philanthropy in general can

be useful, it is also important for one to understand what motivates donors

to make a planned gift, particularly bequest commitments since they are

such a popular vehicle for planned giving. Adrian Sargeant and Jen Shang

of the Center on Philanthropy found three broad motivational categories

for bequest giving:

� General Individual Motives.

� Organizational Factors.

� Bequest-specific Motives.10

General individual motives are the motives that have to do with the individ-

uals themselves and their personal philanthropic beliefs in general. These are

motives that can impact both current and planned giving behavior. For exam-

ple, in its 2000 survey of planned gift donors, the Partnership for Philanthropic

Planning found that ‘‘a desire to support the charity’’ was the leading reason

cited by planned gift donors for making a commitment (see Table 3.1). The

second most cited reason was ‘‘the ultimate use of the gift by the charity.’’11

These are also reasons why individuals make current gifts.

A number of factors that motivate major gift donors, identified by Scherv-

ish and Havens, of the Boston College Center on Wealth and Philanthropy,

likely have some role in planned giving behavior, as well. When individuals

recognize that they have sufficient financial means to meet their needs and the

needs of their loved ones, they are able to think about helping others in ways

that bring deep personal satisfaction. These donors give because it makes them

feel good or happy to do so. However, it must be noted that financial security
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is in the eyes of the beholder. One person with $1 million in assets may feel

secure while another may not. The more financially secure one feels, the more

likely he or she is to make a major gift.12

A number of other factors also prove important to the major gift process.

People tend to help others who are perceived as being like themselves. For

example, a college in the northeastern United States found that its older alum-

nae had difficulty identifying with the school as it now is. The older alumnae

attended a women’s college populated by many children of immigrants. Today,

the school has a relatively new campus, is coeducational, and is attended by

many first-generation college students from the inner city. Giving from the

older alumnae was initially modest with many stating, ‘‘It’s just not my school

anymore.’’ The college launched a comprehensive marketing campaign to deal

with this issue. At the core of the campaign, the college demonstrated that

today’s inner-city student may look different than yester-year’s pupil, but that

the core values and work ethic remains the same. As a result, the older alumnae

were better able to identify with today’s student body and giving increased.

Gratitude is also a powerful motivator. Gratitude manifests itself in two par-

ticular ways. Donors may desire to give back because they received certain

meaningful benefits from the organization. Donors may also want to more gen-

erally give back by sharing their good fortune with others. Some donors, par-

ticularly those of wealth, will be motivated by entrepreneurial impulses. These

TABLE 3 . 1

Reasons Donors Make Planned Gifts

Reason Percentage Responding

Desire to support the charity 97%

Ultimate use of the gift by the charity 82%

Desire to reduce taxes 35%

Long-range estate and financial planning issues 35%

Create a lasting memorial for self or loved one(s) 33%

Relationship with representative of a charity 21%

Encouragement of family and friends 13%

Encouragement of legal or financial advisors 12%

Source: National Committee on Planned Giving (now Partnership for Philanthropic Planning. Planned
Giving in the United States 2000: A Survey of Donors (Indianapolis: 2001).
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donors give to make something happen that might not otherwise happen.

Some donors make significant gifts out of a sense of morality and a desire to

teach philanthropic values to their children. Finally, Schervish and Havens rec-

ognize that some donors need to discover for themselves ‘‘the point of conver-

gence where what needs to be done coincides with what they want to do.’’13

I N T H E REA L WOR LD

Sense of Community Inspires
Planned Gifts

In the African American community, fraternities and sororities are a very im-

portant part of social and civic life. They help provide a sense of community.

These organizations were important to men and women when they attended

college. For many people, these organizations continue to play a relevant

role in their lives.

Several years ago, a member of an African American sorority passed away

and left a $25,000 bequest as a challenge to the sorority members to raise

another $25,000 for scholarships. The members were so in awe of such a

gesture, they decided that they would not only meet her challenge but, with

hard work, ended up raising $250,000 for the scholarship endowment.

Years later, a member of the sorority, at age 92, decided that she would like

to create a CGA to benefit the sorority’s scholarship fund. We went to her

home with one of her sorority members to complete the paperwork. Al-

though she was thrilled to be able to make such a gift, she lit up like a

Christmas tree when her sorority sister told her that she was the first one of

her sorority to make such a gift, that she was blazing a new trail! I felt like I

was witnessing a change of the face of philanthropy right before my eyes.

—Heather Gee, Vice President for Development Services, The Philadelphia

Foundation

KEY CONCE P T

Match what a donor wants to do with what the organization needs done.

When interests merge, a gift will be more forthcoming.

77

G e n e r a l I n d i v i d u a l M o t i v e s



E1C03 08/14/2010 11:12:23 Page 78

Sargeant and Shang found that two generic giving motives stood out

as bequest motives as well.14 The most common motivator is the notion

of reciprocity, or giving back for the services or benefits one received

themselves or someone close received. Many donors express an interest in

giving back to a nonprofit organization for benefits they received from

the organization or for benefits they received from a prior generation of

donors. For example, a donor might want to ‘‘give back’’ to a college

because of a scholarship she received from a fund established with alumni

contributions.

The George Washington University commissioned a series of focus groups

to learn more about what motivated its alumni to give. One of the comments

from an alumnus nicely illustrates the importance of reciprocity and making a

difference as motivators, ‘‘[Universities] are growing the next generation of

leaders. Look what they did for us. It’s investing in the future. If the alma mater

treated you well and is still delivering on their mission, you’d want that to

continue.’’15

Prestige is also an important motivator. An organization that structures a gift

agreement in a way that allows the donor to see the impact of his or her gift and

receive recognition while he or she is still alive might be more likely to receive a

gift. A donor who desires to have the prestige associated with being a major

donor, but who cannot afford to become one with a current gift, might become

a planned gift donor if status is conferred or perceived. One of the donors who

participated in the Sargeant and Shang focus groups recited, ‘‘There was a cer-

tain deference to people who care enough about the institution and have the

means to do this sort of thing.’’16

Conversations with donors and prospects seldom focus exclusively on

planned giving. Many factors that play a role in motivating current giving

also motivate planned giving behavior. So, development professionals will

want to understand these factors. As the conversation with a donor tilts

toward gift planning, the development professional will want to pay partic-

ular attention to the motivating factors most closely identified with

planned giving.

78

I d e n t i f y W h a t M o t i v a t e s P l a n n e d G i f t D o n o r s



E1C03 08/14/2010 11:12:23 Page 79

Organizational Factors

Organizational factors are the unique characteristics or behaviors of an organi-

zation that, when handled well, can inspire donors or, when handled poorly,

can lead them to give elsewhere or not at all.

Not surprisingly, donors have concerns about the performance of the orga-

nizations they support. Bequest donors want to know that an organization is

efficiently run and that it effectively achieves its mission. Both organizational

efficiency and effectiveness are key issues for donors because they want to

know that their support will make a difference. This concern is greater among

bequest donors than annual fund donors. This could be because annual fund

donors can evaluate the organization each year to determine if it is worthy of

continued support. However, a bequest donor will not have that luxury at the

point the gift is realized and, therefore, they require a greater level of confi-

dence in the organization before they will support it for the long term. The

same would hold true for someone making a substantial irrevocable gift

commitment.

One of the Sargeant and Shang focus group participants stressed the impor-

tance of sound fiscal performance when saying, ‘‘Cut the overhead, cut the

overhead . . . some organizations have high indices for what money goes to

the causes and what money goes in order to be able to administer the causes

and so that’s one of the things that I look at and get value if it’s in the right

direction.’’17

One way that organizations can build a strong relationship with prospective

planned gift donors is to exhibit a high degree of professionalism and respon-

siveness. This means adhering to the highest ethical standards, providing exem-

plary service, and dealing with prospective planned gift donors in a professional

fashion. Prospects and donors alike know that a planned gift is a significant,

special gift. They want to be assured that the organizations they give to recog-

nize this fact as well. How responsive an organization is says a great deal about

how efficient they are, how much they care, and how professional they are. For

example, if a prospect requests sample language for his or her will, staff should
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provide that information immediately and in a way most useful to the prospect.

A long delay or a hard-to-read fax will send the message that the organization

does not care.

One of the Sargeant and Shang focus group participants summed up the

importance of an organization’s professionalism in this way, ‘‘[A planned gift] is

such a big thing. It’s not something you would consider doing lightly, and

oftentimes the only clue you have about how good the organization really is, is

how you are handled by its people. It’s a kind of surrogate measure. I mean I

know it’s not the same people handling [the service provision] but what else

can you look at?’’18

The quality of communications inspires prospects to make gifts and

planned gift donors to maintain or increase their commitments. Donors

want information about how their gifts are or will be used, they want to

know the impact they are or will have, and they want to understand how

effectively the organization is fulfilling its mission. Be sure to provide pros-

pects with information they can actually read since many planned gift do-

nors have eyes that are over age 40, and they may gloss over or ignore text

that is too small. Also, by properly thanking them, by recognizing their im-

portance, by engaging them, organizations will inspire support. Communi-

cations needs to be regular, delivered in the way the donor wants, and

provide meaningful information or opportunities to engage.

An alumnus participating in The George Washington University focus

group study stated the importance of good communications quite simply, ‘‘If

they explain to me what they’re doing, they’re more likely to get my support.’’19

KEY CONC EP T

Everyone employed by a nonprofit organization is part of the development

process. Every encounter that an individual has had with an organization

will factor in to the prospect’s determination of whether to give. Organiza-

tions should work hard to make sure those encounters, at every level, are

warm and professional.
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Donors are also concerned about the quality of service provided by the

organization to them. While this certainly ties into how efficiently and ef-

fectively the organization fulfills its mission in a general sense, it also refers

to the quality of service received directly by the donor and his or her loved

ones. A participant in a Sargeant and Shang focus group discovered the

value of a National Public Radio station when it was temporarily no longer

available, ‘‘I will tell you how it [NPR] changed life down in Bethany

Beach, Delaware. I bought a place about eight years ago and, honest to

God, that drive, once you got close to the bay bridge you lost the station. It

was really a sacrifice. I didn’t realize how much I missed the radio and

thoughtful conversation . . . it got me thinking.’’20

Bequest-specific Motives

Bequest-specific motives are those that move individuals to include a char-

itable bequest provision in their will. While these motives are specific to

bequest behavior, they may also have an influence on other planned giving

behaviors as well.

One of the key issues for prospective donors identified by Sargeant and

Shang, and other researchers, is the perception of the need of loved ones, both

family and close friends. Many people believe in the old aphorism, ‘‘Charity

begins at home.’’ People will only consider a charitable bequest if they feel that

their loved ones have either been sufficiently provided for already, if a gift can

actually help their loved ones, or if their loved ones do not have a need. The

charity sector in the United Kingdom has launched a series of television com-

mercials that encourage people to draft a will to take care of their loved ones

KEY CONCE P T

Communication involves a two-way exchange. Do not just talk at donors.

Give them the chance to talk with you and provide their feedback.
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and then ‘‘remember a charity.’’ By recognizing this dynamic, the charity sector

in the UK has seen significant growth in the number of charitable bequests

since the campaign began.21

I N T H E REA L WOR LD

Take Care of the Family and the
Donor Will Take Care of the Organization

When I first arrived at the Smithsonian Institution as Director of Planned Giv-

ing, a colleague recommended that I contact Cliff, a person who had

responded to a CGA advertisement in Smithsonian magazine a few months

before. Cliff wanted to make sure the Smithsonian was strong financially. At

age 96, he was still incredibly alert mentally, and he wanted to provide a

lifetime income for his wife, who was nearly 20 years younger. He appreci-

ated the Smithsonian, but frankly was more concerned about the safety of

her guaranteed payments than supporting a particular charitable purpose.

A consultant to the Smithsonian had traded more than 20 e-mails with Cliff,

who originally inquired about a $10,000 CGA. As he became convinced of

the Smithsonian’s financial strength, he quickly increased his inquiry to a

CGA for $1 million. But no one had ever called him—they had simply been

trading e-mails! I telephoned Cliff, and the discussion quickly progressed;

within another two months he sent in stock certificates to establish a

$500,000 CGA for his wife. Over the next year, he created two additional

$500,000 CGAs for his wife—for a total of $1.5 million.

But that’s not the end of the story. He had a son who was not strong with

money management. Cliff still actively managed his own finances and made

periodic distributions to his son. I suggested setting up a CGA or CRT now

for the son, but Cliff insisted that he wanted to manage his money outright

for as long as possible. We agreed, however, that a testamentary CGA for

his son would meet his desires. I provided sample language, and Cliff’s law-

yer modified his estate plan to include a $2 million testamentary CGA.

From a $10,000 inquiry, we received $3.5 million in gifts because we took

the time to show Cliff how we could help him take care of his family.

—John B. Kendrick, Executive Director of Development--Planned Giving, The George

Washington University
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Tax consequences, specifically the desire to reduce the amount of

money that goes to the government, influences many people to engage in

estate planning including the use of a variety of planned gift mechanisms.

However, while a desire to minimize taxes drives many individuals to

engage in estate planning that includes charitable giving, it does not neces-

sarily lead them to make a planned gift to a particular organization. The

reason for this is quite simple. Donors can receive the same tax benefits

regardless of which specific nonprofit organization they give to. One Sar-

geant and Shang focus group participant illustrated the lesser importance of

tax benefits saying, ‘‘Tax was definitely an issue, but more in terms of struc-

turing things properly. We wanted to make our money work for them, not

the government.’’22

Some donors are motivated by a need for immortality. They believe

that they can live on through their bequest gift. For some, the desire to

live on is grounded in their own ego and the need to leave something of

themselves behind. For example, a Sargeant and Shang focus group partici-

pant said, ‘‘Sure, I want to see [the charity] continue and, when it does, a

little bit of me will, too.’’ For others, the need is slightly different as they

want to leave something behind so that their loved ones can remember

them in a positive light and so that their favorite cause will continue to

benefit others. Another focus group participant summed it up this way,

‘‘It’s been really important to me in my lifetime and I want to think that it

will continue to touch the lives of other folks when I’m gone.’’23

Another motivator of bequest giving is spite or concern for loved ones.

For example, some donors do not believe that their children deserve to be

KEY CONCE P T

Discussing tax avoidance can encourage prospects to engage in estate

planning. However, there are more effective ways to inspire prospects to

make a planned gift to a particular organization.
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handed a cash windfall by winning the genetic lottery. Other donors are

concerned that giving their children a large sum of money might demoti-

vate them and, therefore, actually be bad for the children. In those two

cases, donors may leave a certain portion of their estate to family while

giving the rest to charity. However, other donors simply have a conten-

tious relationship with their families and will give all or most of their

estates away out of a pure sense of spite.

One Sargeant and Shang focus group participant illustrated the issue of spite

in this way, ‘‘When [my mother] died she gave the money to the five of us kids,

and I watched two of my siblings just rip through the money. It was just an

unbelievable waste and I thought, I don’t have any kids, and I had originally

had my will going to my siblings and then I thought—why? They’d do the

same thing with my hard-earned money.’’

Another focus group participant did not want to spoil the children. The

participant said, ‘‘My fianc�e is very aligned with me in the sense of not want-

ing . . . [that is] wanting to give a gift to family, but not wanting to give them

everything and make it too easy.’’24

Bequest donors want to make a difference. While many individuals might

want to be a major donor to their favorite charities, many cannot afford to do

so in their own lifetime. However, they recognize that a bequest gift can be

significant and, therefore, allow them to ultimately have the kind of impact they

desire to have. In addition, many donors who feel that their current giving has

made a difference desire to keep making that difference when they are no longer

here to keep writing the checks. One Sargeant and Shang focus group partici-

pant noted, ‘‘[W]e feel this strong sense of wanting to make a difference.’’25

Demotivating Factors

While it is important to understand what motivates people to donate money

and, more specifically, to make planned gifts, it is also necessary to recognize

how individuals can become demotivated. While an organization’s being self-

centered and running afoul of the factors that motivate people will certainly
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demotivate prospective donors, there are two particular factors that are note-

worthy as The George Washington University discovered in a focus group

study they commissioned involving university alumni.

One of the biggest deterrents to making bequest commitments is the uni-

versally held belief that family comes first, before any nonprofit organization.

The priority for individuals is to take care of their families. This often means

keeping wealth within the family. To overcome this concern, organizations

need to show prospects how a meaningful gift can be made, at a minimum,

without asking loved ones to suffer. When possible, prospects should be shown

I N T H E REA L WOR LD

The Gift That Keeps Giving

During a conversation about estate planning, an elderly, childless woman

was asked by her nephew if she had included any charities in her will. She

asked, ‘‘Why would anyone ever give money to a charity after they’re dead?’’

Knowing the answer, he asked, ‘‘Do you support any charities now?’’ The

aunt replied with a list of organizations she supported including an animal

welfare organization. When the nephew probed, the aunt said, ‘‘I give them

money because I want to help protect the unwanted cats and dogs.’’ The

nephew then asked, ‘‘Okay, I understand. But tell me, who is going to take

care of the little kittens and puppies when you’re no longer here to write out

the checks to help them?’’ The aunt’s eyes grew wide. In that moment, the

nephew may have reduced or eliminated his inheritance, but many kittens

and puppies will likely be better off as his aunt realized she could endow her

annual gift and continue to make a difference long into the future.

I N T H E REA L WOR LD

Executive Insight

It’s not my job to motivate players. They bring extraordinary motivation to

our program. It’s my job not to de-motivate them.

—Lou Holtz, NCAA Hall of Fame coach
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how a planned gift can actually benefit loved ones, as with the Smithsonian

example given earlier.

The other major demotivator discovered by The George Washington

University is the mistaken belief that bequests involve very large financial

commitments from those who are very wealthy. Three problems arise. First,

prospects believe that bequest giving is simply not for them, but rather the

wealthy—many who are truly wealthy do not perceive themselves as such

and, instead, think of themselves as merely ‘‘comfortable.’’ Second, while

some prospects might be willing to give through a bequest, they might not

actually do so because they feel their gift would be too insignificant to

matter. Third, some prospects expressed embarrassment over the notion of

giving a modest bequest gift while the perceived norm is much larger. For

example, one focus group participant said, ‘‘When you see bequests given to

universities they are substantial. You really feel embarrassed that you don’t

have that money.’’26

These findings were similar to what was discovered by the organizers of

the ‘‘Remember a Charity’’ campaign in the United Kingdom. There,

many prospects either did not know what the term legacy means or

thought it something that only wealthy people and celebrities do. To over-

come this demotivator, organizations must speak the prospect’s language. In

the U.K. campaign, prospects are not asked to make a bequest commitment or

leave a legacy. Instead, they are simply asked to remember a charity in their

will. By using less formal language and by educating prospects about the

importance of all planned gifts, organizations can help prospects feel more

comfortable with the idea of gift planning and recognize its appropriateness

for them.27

To promote the point that bequest giving is for everyone, the Arizona State

University School of Nursing and Health Innovation did an article in its alumni

magazine that focused on an average nurse, an alumna who made a generous

but not particularly dramatic bequest commitment. The message was a simple

one: All bequest gifts are greatly appreciated, and people just like you are

making such gifts.
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Summary

Ethical nonprofit organizations avoid any attempt to manipulate prospective

donors into giving. Even for a good cause, the ends do not justify the means

thereby making manipulation out of the question. Donors come to the table

with their own set of personal motives. By understanding what motivates do-

nors in general, and the individual prospect specifically, the development pro-

fessional will be better positioned to inspire the prospect to take action.

Most planned gift donors will be primarily motivated by a sense of reciproc-

ity, or desire to give back. They will want their gift to make a difference. Others

are also motivated by the sense of prestige, either conferred or perceived, that

can come from making a major gift, even in the form of a planned gift.

Because donors have choices when making philanthropic commitments,

many consider an organization’s efficiency, professionalism, frequency and

quality of communications, and responsiveness when deciding which orga-

nization they will support. Others will be motivated to support those orga-

nizations that provide them or their loved ones with quality service and,

sometimes, even financial security. Still others are concerned about their

ability to, in effect, live on forever. In nearly all cases, there will be more

than one motivator in play.

While tax avoidance might lead some to consider a planned gift in general,

it is not a particularly powerful motivator when a prospect considers which spe-

cific charity to contribute to. The reason is simple. A donor can receive the

same tax benefits regardless of which nonprofit organization he supports, pro-

vided that organization is equipped to handle a planned gift.

While understanding donor motivation is important, it is also essential to

understand why prospects do not take philanthropic action. Most donor pros-

pects will want to ensure that their families are well taken care of before they

consider a charitable gift. If a planned gift can be shown to have little negative

impact on the donor’s family or, better yet, can have a positive impact on their

financial position, the prospect will be more likely to give. Prospects also need

to understand that whatever they are able to do will be valued and appreciated.
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A great variety of planned gift options are open to everyone, not just the weal-

thy or celebrities.

By focusing on the prospective donor’s needs and interests, the develop-

ment professional will be able to better satisfy those needs and match those

interests with the organization’s own programmatic needs. When this happens,

a gift can be closed.

Exercises

� People give more often and more generously to organizations that ‘‘care.’’

Take a few moments to list the ways in which your organization shows

donors and prospects that it truly cares. List 10 things your organization

can do to show it cares, but that it is not yet doing.

� Examine your communications file. Do the materials use words like be-

quest and legacy, or do the materials use simpler, less off-putting language?

� Talk to a few planned gift donors and ask them to tell you why they made

the gift. You could commission a full-blown focus group study of your

prospects and donors, but a few conversations will give you enormous

insight at a fraction of the cost.
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CHAPTER 4

Educate and Cultivate
Planned Gift Prospects

We have two ears and one mouth so that we can listen twice as much as we speak.

—Epictetus

After reading this chapter, you wil l be able to:

� Understand the need for educating and cultivating people.

� Identify key points to consider when branding the planned giving

program.

� Follow a strategic approach for building marketing communications.

� Recognize the elements of effective messaging.

� Utilize various marketing channels in an effective way.

Donors know many things. They know what nonprofit organizations they like.

They know their own financial situation. They know what is important to

them. One thing most donors do not know, however, is what nonprofit organi-

zations mean by the term planned giving. Among U.S. residents over the age of

30, only 37 percent are familiar with the term (see Figure 4.1).1

Among U.S. residents over age 30, only 22 percent say they have been

approached by a nonprofit organization to consider a planned gift. Even among

89
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those who know what planned giving is, only 42 percent report being asked for

such a gift (see Figure 4.2).2

The Need for Education and Cultivation

At best, prospective donors and nonprofit organizations do not always speak the

same language. At worst, they are not even having a conversation. Planned gifts

do not just happen. To be successful or to attain greater levels of success requires

sound marketing. It also requires asking for the gift. Nonprofit organizations

must do a more effective job of educating and cultivating prospective donors.

Prospects need to understand an organization’s mission, how effectively it is

fulfilling its mission, how the donor can make a difference, what planned giving

is, and how planned giving can help the donor achieve her philanthropic and

financial aspirations.

There are a variety of marketing channels that an organization can use to

deploy its messages. Which combination of these channels should be utilized,

F IGURE 4 . 1

Familiarity with the Term ‘‘Planned Giving’’

62%

1%
37%

Not sure

Familiar

Not familiar

F IGURE 4 . 2

Percentage of People Asked for a Planned Gift

22%

78%

Asked

Not asked
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however, will depend on many factors including the size of the organization,

the scope of the planned giving program, the number of development staff,

the number of prospects, the geographic dispersion of prospects, and program

budget among other factors.

Educational efforts regarding gift planning should be broadly available since

even the best prospect screening process will leave many viable prospective donors

unidentified. Even the smallest organizations with the most limited planned giv-

ing programs can cost-effectively piggyback planned gift marketing onto existing

marketing materials. The educational effort targeting prospects should include

information about the organization, the planned giving program and, most

important, what gift planning can do for the donor. Generally, education occurs

at arm’s length and involves printed material, web site, advertisements, and so on.

Cultivation may involve some arm’s-length techniques to more targeted

prospects, but the best cultivation will involve face-to-face time. Cultivating

with face-to-face time can involve one-on-one visits or may involve face time

at a group setting such as at an estate planning seminar. The more time one can

spend in front of prospects listening to them, the better. All other marketing

techniques and media will get one just so far. To be truly effective requires

some personal contact. The cultivation period is the period during which the

development officer learns what gift opportunity might be most appropriate to

propose while the prospective donor at this time is building trust in the devel-

opment officer and the organization while learning about how he can make a

difference or give back.

I N T H E REA L WOR LD

Build Relationships with
Service and Face Time

I convinced Alicia, the head of our Senior Resource Services (SRS), to ac-

company me on my occasional lunches with our Legacy Society donor,

Ellen, who was absolutely resolute in her loneliness. SRS is a significant

beneficiary of Ellen’s estate. Over time, Ellen has come to accept Alicia as a

(continued )
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Create a Planned Giving Brand Identity

Branding a planned giving program will help it stand out as something impor-

tant, which of course it is. It will help differentiate the gift planning program

from other fundraising or membership activities. It will signal that planned

giving is about special gifts that can have a lasting impact.

Some organizations cobrand their planned giving program with their

planned giving recognition society. Just as some organizations create a unique

brand identity for their capital campaigns to distinguish them from annual fund

appeals, so too do wise organizations uniquely brand their planned giving pro-

gram. However, when branding the planned giving program, it is important to

remain somewhat consistent with the organization’s overall brand identity. The

planned giving brand identity should be an identity within an identity. For

example, while the planned giving recognition society logo might be used, the

colors could still be those of the organization.

Good branding will also give prospects and donors a sense of the values and

culture of the organization. So, the planned giving brand must be consistent with

the organization’s overall brand identity. Effective branding will say a great deal

about an organization to an individual before they even have a chance to absorb a

particular message. Solid branding will also continually reinforce the organization’s

core values in every communication regardless of what the particular message is.

To ensure that the brand identity achieves what is hoped for, development

professionals should test it through formal focus groups or, at a minimum, by

getting reactions from selected individuals.

friend and resource. In addition, Glenda, our Foundation secretary, has given

Ellen rides to our recognition events. Jackie, a volunteer with SRS, has

taken Ellen for her annual flu shot at our auxiliary’s Thrift Korral. Alicia is

now very accomplished in what she calls my ‘‘schmoozing.’’ Glenda knows

how to help our Ellen—within acceptable limits. Good things happen when

the circle of attachment broadens.

—Jim Brozo, Senior Gift Planning Advisor, Grossmont Hospital Foundation

I N T H E R E A L WOR L D ( C O N T I N U E D )
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I N T H E REA L WOR LD

Create an Appropriate,
Recognizable Brand Identity

Gift planning is a serious business. Donors make choices that affect their

financial future and the future of our agencies. That does not mean, how-

ever, that your marketing has to be serious too. The purpose of marketing is

to create the initial inquiries that can then lead to serious discussions with

our donors.

Five years ago, when I started at Catholic Charities, I sat down with our mar-

keting manager to discuss developing a marketing plan. She asked who my

audience was and I told her that, for charitable gift annuities (CGAs), it was

donors who are primarily 70 years of age or older. As we talked, she sug-

gested the idea of an ad that would appeal to nostalgia, such as, ‘‘Remem-

ber when a loaf of bread was 50 cents.’’ I said, ‘‘That’s it, ‘Rebecca’s

Recipes for Planning Gifts#.’’’

I dragged out my grandmother’s old cooking supplies—mix-master, aprons,

utensils, and dishes—and had photographs of myself taken stuffing a tur-

key, making soup and cookies, counting eggs, kneading dough, slicing

bread and so forth. Thus began the ads and postcards I continue to use to

this day. Headlines have included:

� You don’t have to be upper crust to have a trust.

� You don’t have to be rolling in dough to make a gift that will last

forever.

� You can have your cake and eat it too—you can make a gift and re-

ceive payments for life.

� You can count your chickens before they hatch—you can make a gift

and count on receiving payments for life.

� Don’t let taxes knock the stuffing out of your IRA.

� You can use your stock to make more than soup, you can use it to

make a charitable gift.

� Too much on your plate to plan your estate?

Catholic Charities’ best-known and most popular program is our soup

kitchen. Our older donors tend to be primarily housewives whose primary

identity was as homemakers, even if they worked. Their family lives

(continued )
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centered on the evening meal. My ads and postcards match Catholic Chari-

ties’ mission to our donor culture. Rather than position myself as an

‘‘expert’’ in a suit, I want to be viewed as the woman you’d sit and chat with

across your kitchen table.

Donors have responded, making inquiries and completing gifts. I have had

donors come to meet me with my postcard in hand, ‘‘I wanted to be sure I’d

recognize you.’’ Others have told me they look for my monthly ads in the

Catholic Review.

My brand has had another, unexpected side-effect, though. It was a

huge hit with our executive management. It made people laugh and gen-

erated many jokes such as, ‘‘What’s really in those recipes?’’ It made

me approachable and increased the comfort level with our planned

giving program significantly.

I believe it is possible to brand most planned giving programs. Over the

years, I have seen some wonderful ideas including:

� Our local SPCA used a picture of a basset hound with a headline,

‘‘Stock market got you down? Consider a Charitable Gift Annuity.’’

� The local art museum uses its artwork in its planned giving postcards.

� A private school had a picture of a student going down a slide reading

The Wall Street Journal with an ad about CGAs as the alternative to the

declining market.

� And, most famously, for years the planned giving program at Johns

Hopkins University under Ron Sapp used cartoons to market its

program.

There is something unique about what each of our organizations do. Your

brand may not be able to be as playful as mine, but it can still capture the

essence of your mission and position you and your planned giving program

within your agency’s overall fundraising spectrum. There are vendors who

do a wonderful job helping to create these brands. However, before you pick

up that phone, I encourage you to take some time yourself, or with your col-

leagues, to brainstorm about finding your image. After all, you know your

mission and your donors the best. And, you never know what you might

cook up!

—Rebecca Rothey, Director of Planned and Principal Gifts, Catholic Charities

I N T H E R E A L WOR L D ( C O N T I N U E D )
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When creating a brand identity for planned giving, one should keep the

following points in mind:

� Exercise creativity.

� Remain consistent with the organization’s overall brand identity.

� Make certain that the values conveyed are true core values.

� Ensure cultural sensitivity and appropriateness.

� Test the brand identity to ensure it has the desired impact.

Fundamental Strategic Approach

To effectively educate and cultivate prospective planned gift donors requires

adherence to a fundamental strategic marketing approach involving a number

of key steps:

1. Define the objective. Before one can achieve something, one must know

what one wants to achieve. Is the objective to educate a group of people

about planned giving options? Is it to inspire a group with what the orga-

nization is achieving? Is it to enhance a relationship with a particular indi-

vidual? Does one want to generate general or specific inquiries? All

marketing should begin with a clear understanding of what one is attempt-

ing to achieve.

2. Identify the appropriate audience. Once one knows the objective, one can

identify the appropriate audience. For example, information about CGAs

might be targeted to individuals over age 60 rather than those under age 50.

3. Ensure that the contact will have value to the prospect or donor. To maintain a

donor-centered focus, one should always ask, ‘‘How will the prospect or

donor benefit from this?’’

4. Select the appropriate medium for delivering the message and achieving the objective.

Depending on the objective or the audience, the medium could be a di-

rect mail letter, telephone call, e-mail, special event, or personal visit. Or,

it could involve multichannel communication.
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5. Develop an effective message. Regardless of the medium, the development

professional must carefully craft the message to ensure it is focused and

helps achieve the objective. Generally, the more focus, the better. Trying

to accomplish too many things at a single moment of contact often results

in accomplishing nothing.

6. Determine the best time to deliver the message. For example, hosting a seminar

for senior citizens might best be offered in the afternoon since many do

not like to drive at night. On the other hand, hosting a similar seminar for

working adults might work best in the evening after business hours.

7. Create a follow-up plan that takes into account all possible outcomes. Ideally,

every point of contact will set the stage for the next. If hosting a seminar,

for example, one should plan on sending a letter or note of thanks to all

who attended as a follow-up communication. Another follow-up step

might be to e-mail seminar handouts to those who expressed regret at not

being able to attend. The important thing is to have an appropriate action

plan in place.

Words Matter

Regardless of the communication channel used (i.e., direct mail, e-mail, web

site, telephone, advertisements, etc.), the words one uses are of critical impor-

tance. The message one conveys is nothing more than a collection of words and

images. Carefully selecting the words that are most meaningful to the intended

audience will ensure that one’s messages are correctly understood and have the

desired impact.

KEY CONC EP T

Good education and cultivation efforts involve getting the right information

to the right people, in the right way, at the right time, so they take the right

action.
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Frank Luntz, an international pollster and author of Words That Work: It’s

Not What You Say, It’s What People Hear, has invested literally a million hours to

interview individuals and conduct focus group studies to identify a list of the

most important words for superior communication now and through at least

2020. While his list was developed with commercial and political purposes in

mind, much of it can be easily applied to the fundraising world. The following

are some of the power words that appear on his list.

Imagine.When one asks prospective donors to imagine, one is engaging the pros-

pects and getting them to willingly take action. This is, of course, one small

step. However, to close a gift requires the prospect to take many small steps.

When one asks a prospect to imagine, one does not simply engage the pros-

pect, one engages the prospect on his or her terms. If a college asks a pros-

pect to imagine a future where no student is turned away for financial

reasons, different prospects will imagine quite different benefits of that sce-

nario. For some, the scenario will lead to lower unemployment and a stron-

ger economy. Others will see a future full of innovation from an increased

number of college graduates. The future that is imagined will vary from

prospect to prospect. The result is that the message will be effectively

I N T H E REA L WOR LD

Executive Insight

[T]he power of poignant language is immense, but the destructive power of

an ill-thought sound bite is unending and unforgiving. Successful, effective

messages—words and language that have been presented in the proper

context—all have something in common. They stick in our brains and never

leave, like riding a bicycle or tying our shoelaces. Not only do they communi-

cate and educate, not only do they allow us to share ideas—they also move

people to action. Words that work are catalysts. They spur us to get up off

the couch, to leave the house, to do something. When communicators pay

attention to what people hear rather than to what they are trying to say,

they manage not merely to catch people’s attention, but to hold it.3

—Frank Luntz, international pollster and author of Words That Work: It’s Not What

You Say, It’s What People Hear
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personalized to each individual by each individual. If the college were sim-

ply to state that ‘‘alumni gifts will provide scholarships to all students in

need thereby ensuring fuller employment in the future,’’ the college might

lose the interest of those who do not see fuller employment as the real bene-

fit. Instead, asking alumni to imagine, engages the prospect, gets them

thinking of the impact most meaningful to them and, therefore, allows the

appeal to be personalized to the interests of the prospect rather than the

institution. Nevertheless, it promotes the institution’s mission.

Hassle-free. No one wants to be hassled, about anything. If organizations can

show prospects how the gift planning process can be hassle-free, prospects

will be more willing to pay attention to the idea. When it comes to product

sales, Luntz has found that this is so important that people would rather have

an item that is hassle-free (62 percent) than less expensive (38 percent). For

development professionals, this means making the planned giving process as

easy as possible for prospective donors to navigate at every stage and, then,

conveying that message.

Lifestyle. This word is unique to each individual. Each prospective donor knows

the lifestyle he aspires to. While the word has meaning for everyone, it is

particularly powerful among younger people. Using the word puts the focus

on the prospective donor and can be used when showing prospects how a

gift can be meaningful for them. For example, a museum might market

CGAs by speaking of how such gifts can help donors secure the lifestyle

they want in retirement by providing a regular income. The development

officer does not necessarily know what lifestyle the prospect wants in retire-

ment, but chances are the prospect does. Getting the prospect to think

about this is one way to engage her.

Results. Donors want to make a difference. They want to see evidence of how

their gifts will impact the organization; this is particularly true among the

Baby Boom generation and those younger. One can speak of results in three

ways. One can show what has been accomplished thanks to prior planned

gift support, and one can illustrate what can be accomplished with future
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planned gift support. Donors want to give to outcomes and not just ideas.

The third way one can speak of results has to do with the impact the gift will

have on the donor, his estate, and his loved ones.

Innovation. ‘‘New and improved’’ is a phrase that once created excitement. To-

day, it is a tired, worn-out, old-fashioned collection of words seen as gim-

micky and probably not very true. By contrast, innovation is a word that is

fresh, future focused, active, and desirable. Organizations can talk about in-

novative gift planning solutions, though this will appeal to younger prospects

instead of older prospects who will want what is tried and true. Innovation

can also be applied to what the organization is attempting to accomplish,

particularly if it involves technology. For example, a hospital might speak to

donors about how planned gifts will be used to acquire innovative techno-

logy that can save lives. By associating with a cause that is innovative, donors

will see themselves as being innovative, a characteristic many see as desirable.

Renew. Actually, there are a number of re- words including revitalize, rejuvenate,

restore, rekindle, and reinvent that one could use. Each of these words is rooted

in tradition, but conjures forward-thinking thoughts. An organization can

use these words to describe how gifts will be put to use. Among older pros-

pects, the words can have a similar impact as innovation does on younger

audiences. One can think of re- words as innovation with a history. For

example, an historic house museum might talk to prospects about the need

to restore the mansion to its historic condition. The use is forward thinking,

but harkens back to the past, to tradition.

Efficient. Donors want to know that the organizations they support will effi-

ciently use their hard-earned dollars. Donors know that an efficient organiza-

tion will have more of a positive impact than an inefficient one. If efficiency

is combined with innovation, an organization can deliver a high-impact

message. For example, planned gifts might allow a hospital to acquire new,

innovative, minimally invasive surgical technology that will enhance patient

outcomes and shorten hospital stays thereby improving efficiency and low-

ering health care costs.
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The Right To. Americans highly value their rights. A right is an entitlement that

cannot be easily taken away. A person enjoys a right whether they choose to

exercise it. For nonprofit organizations, some benefits could be described in

this way to heighten their importance and stress the institution’s commit-

ment to the benefit. For example, an organization might give a donor’s heirs

the right to continue receiving the annual report and attend the annual

donor recognition event.

Patient-Centered. This book advocates for a donor-centered approach to devel-

opment because, from the donor’s perspective, he really is the center of the

universe. Increasingly, the commercial sector is reinforcing this image.

Hospitals should not provide managed care and, instead, should provide

patient-centered care. Colleges might provide student-centered services and

facilities. Just as there are many re- words, there are many -centered words

that can be used. By using such a phrase, an organization stresses that it

desires to provide quality services that are meaningful to those receiving

them. Donors want to make an impact that is meaningful for those receiv-

ing services. Assuming that the organization shares this view, it should

remind prospects that this is what the charity aspires to do.

Investment. This is a word with two meanings in the gift planning context.

While prospects should make a planned gift based on philanthropic intent,

some gifts do have an investment component. While a CGA may not pay as

well as a commercial annuity, it still provides an income and, therefore, has

an investment feature. Depending on the individual donor’s needs, develop-

ment professionals should not be shy about discussing the investment bene-

fit to the donor. The other application of investment is as a synonym for

spending. Simply put, organizations should not ‘‘spend’’ money. Spending

implies waste. It implies handing money out that will never be seen again.

By contrast, investing implies wise stewardship and a return or benefit. For

example, instead of spending money on new appliances, a soup kitchen

might invest in an upgrade to its kitchen facilities in order to serve more

homeless individuals.
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Prosperity. This is a word that means more than wealth or financial well-

being. Prosperity implies financial well-being and success acquired

through hard work. Generally, people want to prosper, and they would

like their children to prosper even more. Prospects should be shown

how philanthropic planning can help them preserve their estate value

while allowing them to realize their philanthropic aspirations. For

example, an organization can show a prospect how a trust can be used

to make a contribution while minimizing estate tax exposure for heirs

thereby helping to ensure their prosperity.

Financial Security. Given the great recession of 2009-10 and the bursting of the

dot-com bubble before that, Americans want financial security. They want to

make sure that they and their loved ones are protected. A planned gift might

help a donor in this regard. For example, a CGA might provide the donor,

as well as a surviving spouse, with a retirement income. Knowing that a gift

will continue to provide an income stream to a spouse, thereby providing

financial security, could help inspire a prospect to make such a gift.

Peace of Mind.Most people want to feel a sense of security. However, today,

security has a more militant context given the scourge of international

terrorism. When thought of outside of the militant context, the word

security has a fairly narrow application, usually financial. By contrast,

peace of mind has a broader application that ties into one’s desire for a

hassle-free life. A nonprofit organization might educate prospects about

the importance of having a will in order to gain the peace of mind that

comes from knowing that one’s loved ones have been taken care of.

Prospects can also be encouraged to remember their favorite charity

when writing that will.

Spirituality. The United States remains a very religious nation. There is an

enormous amount of religious and spiritual diversity in the United States,

and faith has relevance for an overwhelming number of Americans, even

those who do not attend religious services regularly. This has obvious

implications for charities that have a religious history or that continue to
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have a religious or spiritual connection. Those organizations should

embrace and promote their own spiritual values. However,

depending on the community, even secular organizations can embrace

appropriate spiritual values whether or not the actual word is used. For

example, a social service agency involved in providing medical care to

expectant mothers who are economically disadvantaged might talk to

prospects about the need to support strong family values with a planned

gift to fund such medical services in the future.

Independent. Independence is an important, American core value. This is

not surprising considering the country itself was established with a

Declaration of Independence. When an organization is independent, it is

seen as free from conflicts of interest, constraining ties, and outside in-

fluences. For example, a preparatory school might talk about how

planned gifts will help build the endowment to ensure the school’s in-

dependent future where faculty and parents will continue to design the

curriculum rather than politicians. Or, a message might mention how a

CGA can provide the donor with financial independence during retire-

ment years.

Certified. Professional certification is one way development professionals can

earn a bit of a prospect’s trust. There are a number of relevant certifi-

cation programs: Certified Fund Raising Executive, Certified Advisor

in Philanthropy, and Certified Financial Planner to name just a few.

Development professionals should earn at least one professional certifi-

cation to give themselves more credibility when working with the

public.4

KEY CONC EP T

When crafting messages, use power words that are appropriate to the orga-

nization and meaningful to the target audience.
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Keep Messages Meaningful and Memorable

Effective marketing messages are simple, meaningful, consistent, and memora-

ble. Coca-Cola billboards serve as a great reminder of this fundamental market-

ing principle. Many of the Coke billboards have simply shown the word drink

above the famous, easily recognizable red and white Coca-Cola logo. It does

not get simpler than that. The message is meaningful because everyone knows

what Coke is. The billboards are familiar because they are common and are

consistent with Coke’s other advertising. The billboards will not necessarily

cause people to leave the highway at the next exit in search of the bubbly bever-

age, but it will keep the product in people’s minds when they are thirsty and

ready to reach for a soft drink. That is good marketing.

Chip Heath and David Heath, authors of Made to Stick: Why Some Ideas

Survive and Others Die, outlined six principles of effective messaging:

� Simplicity.

� Unexpectedness.

� Concreteness.

� Credibility.

� Emotion.

� Stories.5

A basic axiom of marketing is KISS—Keep It Simple and Stupid. Regard-

less of the medium being used, it is essential to know what your objectives are.

This will help keep the message focused. Margaret Holman, principle at Hol-

man Consulting, suggests that there are two primary questions one must ask of

any message: (1) What do you want to gain? and (2) What do you want your

audience to gain? 6 When looking at what the organization hopes to gain from

the communication, it is necessary to keep the list short. Trying to accomplish

too many things will dilute the message and ensure that nothing is accom-

plished. When considering what the audience might gain from the communi-

cation, consider how they will actually benefit from hearing or receiving the

message. The more value there is for the prospect or donor, the more interest
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there will be in the message. The objective is not necessarily to be brief, but to

be focused and meaningful.

When the content of a message is unexpected, it will capture attention. For

example, an advertisement promoting a CGA might say something like, ‘‘Don’t

just give your money away; earn an income, too.’’ Prospects expect to be asked

for money. They do not expect to be told not to just give their money away.

Many do not even know they can earn a lifetime income when they make a

gift. So, this would be a message with two surprises. Even where bequest giving

is concerned, many prospects have not considered what types of assets can be

given and would be surprised to learn that their estates are as large as they are.

The key to successfully delivering the unexpected is to do so it in a truthful and

believable way.

By expressing ideas in concrete terms, development professionals will

ensure that everyone receiving a message interprets it the same. Using simple

language, illustrations, and examples can help ensure that the message is clearly

understood. Testing a message with a small audience before deploying it more

broadly will help the development professional refine it for maximum impact.

However, planned giving officers need to be careful to speak in the correct

concrete terms. When donors decide to make an annual fund contribution or

current planned gift (i.e., stock), they are thinking about the here and now. For

example, an animal shelter might talk about how many puppies can be fed with

a gift of $50. However, as Sargeant and Shang have learned, since many planned

gifts (i.e., bequests) will not be realized until some point in the future, it is

often more useful for organizations to speak more abstractly about the preserva-

tion of institutional values.7 For example, a rural hospital might talk about the

need to ensure quality care close to home.

There are a number of ways to establish strong credibility in messaging.

One can have the message delivered from someone with impeccable creden-

tials relative to the message itself. For example, an environmental group

might send information to a prospect in response to an inquiry. The package

might contain a letter from the gift planning officer, a brochure, and a lift-

note from a well-respected scientist at the organization speaking about the
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impact of the group’s work. A ‘‘lift-note’’ is simply a small, brief note in-

serted into the mailing package. The third-party endorsement of a concept

is another way to help establish credibility. For example, a web page encour-

aging a prospect to consider a charitable bequest commitment might contain

a story about an individual who has already made such a commitment. An-

other way to deliver a message with credibility is to get the audience to

arrive at an idea themselves. Often times, if we tell someone something,

they will not believe it. If they tell themselves, they are more likely to accept

it. For example, a hospital could send former patients a letter noting the

results of its patient satisfaction surveys and tell readers that 98 percent of

patients had a favorable experience. Many patients might be suspicious of a

claim promoting such a high number. However, if the hospital asks former

patients to reflect back on the care they received, 98 percent (based on the

patient satisfaction surveys) will have a positive feeling.

To really get people interested in a message, one must engage their emo-

tions. For different causes, different messages will engage different emotions.

Which emotions to engage will also depend on the audience. Save the Chil-

dren engages emotions in a variety of ways. The organization’s web site,8 in

the spring of 2010, showed dozens of smiling Haitian children. Save the

Children did not exploit suffering children following the tragic earthquake

to manipulate the feelings of web site visitors. Instead, the organization

showed the results of its work in Haiti by highlighting the children who

have benefited from its services. Rather than evoking pity, Save the Chil-

dren stimulated a sense of hope. The positive images also encouraged visitors

to dig deeper into the web site to learn how these children who have

suffered so much can still smile so broadly.

KEY CONCE P T

Asking people instead of telling them, particularly when one knows the an-

swer, is a powerful way to communicate.
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When engaging the emotions of prospective planned gift donors, there are

slightly different approaches that one can take depending on whether one is

seeking a current planned gift (i.e., stock) or a deferred gift (i.e., bequest). Sar-

geant and Shang found that it is a matter of the subordinate versus the superor-

dinate.9 For example, for current gifts, a university might talk about the nuts-

and-bolts needs of students, faculty, and facilities. In the context of deferred

gifts, the bigger outcomes are more important. Donors want to know the

broader impact of their gifts. So, a university might talk about the impact it will

have on the community, how it will open up the lives of students, or how

faculty research will save lives.

Another issue, identified by Sargeant and Shang, is that of context, contex-

tualized versus decontextualized.10 Appeals for a current planned gift might

focus on meeting needs that exist today. For example, a homeless shelter might

talk about the current economy and the need to provide meals for 100 people a

night. When speaking about deferred giving, the shelter will want to speak

more broadly. For example, the shelter might talk about how no one deserves

to die on the street or how society has an obligation to help the less fortunate.

By speaking more broadly, the organization reveals how a planned gift will pre-

serve institutional values. It is important to speak of institutional values that are

in alignment with the prospect’s own long-term goals and sense of self. Show

prospects how giving can help them be more the person they aspire to be.

For current planned gifts, a somewhat unstructured appeal can be effective

since the focus is on the here and now. However, Sargeant and Shang found that

a more structured message, one that focuses on a carefully conceived broader

and longer-term vision will be more likely to move prospects to make a

deferred gift commitment.11 Vision matters.

Telling stories is a compelling way to get a message across and ensure it is

remembered. Stories help anchor messages in the audience’s mind. Stories al-

low the audience to imagine the situation and could even allow audience mem-

bers to imagine themselves in the situation. Going back to the example of Save

the Children, the web site contains numerous video and audio clips showing

how Save the Children has positively impacted the lives of real children. The
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stories are sometimes horrifying but almost always hopeful. They allow pros-

pects to imagine that they can help achieve the same tangible outcomes, that

they can put a smile on a child’s face.

Consistency in messaging is also of vital importance. One isolated advertise-

ment about planned giving is easily forgotten or, worse yet, simply overlooked.

Getting messages about gift planning out on a regular basis and through a vari-

ety of channels will eventually capture the attention of the desired audience and

will increase the likelihood that a message will hit when it will be most mean-

ingful to the recipient. This is the combination of multichannel marketing and

the cumulative effect of advertising.

In The Stanford Social Innovation Review, Robert Cialdini outlined four rules

for influence12 that can be applied by the nonprofit sector. When followed in-

dividually in messaging, each can be useful. When messages follow all four of

the rules together, messaging will be powerful. The four principles are:

1. Reciprocity, people want to repay what another has done for them.

2. Scarcity, people value that which is uncommon.

3. Authority, people defer to legitimate authorities as a decision-making

shortcut.

4. Consistency, people want to behave consistently with the choices they have

already made.

There are a number of ways nonprofit organizations can leverage reciprocity.

Organizations can remind prospective donors of the services they or loved ones

received or the services provided to the community that are cherished by the

prospect. Organizations can also cultivate reciprocity by providing prospects

and donors with special communications, small recognition gifts, free seminars,

behind-the-scenes tours, and other amenities that are not available to the gen-

eral public and further engage the individual. Far too many people do not even

have a simple will. Showing people how they can protect their loved ones with

basic estate planning will earn their appreciation. The challenge for the organi-

zation is to provide value to prospects and donors on an ongoing basis. For
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example, university alumni may be grateful for their education. However, if the

last time the university did anything of value for them happened 40 years ago at

graduation, the spirit of reciprocity will have faded, at least somewhat. The

university needs to find a way of continuing to be relevant to each alumnus.

This might involve reunion events, homecoming celebrations, invitations to

lectures, sporting events, alumni magazine, just to name a few.

To leverage the principle of scarcity, organizations need to identify what

makes them unique. In the commercial world, this would be called the ‘‘unique

selling proposition.’’ Organizations should describe and reinforce the features,

benefits, characteristics, and services that make them unique. People generally

value uniqueness.

Leveraging the principle of authority means identifying for people what the

organization’s area of expertise is. It also means securing relevant third-party

expert endorsements of claims the organization makes or services it provides.

The fourth principle of influence is consistency. People want the organizations

they support to be consistent. However, people also feel internal pressure to be-

have consistently themselves. This means the more engaged an individual is with

an organization, the more likely they are to continue to engage. So, organiza-

tions will want to strive to remain relevant to the lives of prospects and donors.

When managing the relationship between prospects or donors and the

organization, it is essential to keep these four principles of influence in mind.

When messaging, the more of the principles that are leveraged, the more com-

pelling the message will be.

Organizations can disseminate a variety of gift planning messages. Messag-

ing can involve:

� Education of prospects and donors about planned giving, in general.

� Instruction about the various planned giving vehicles.

� Information about the specific impact that a planned gift can have. The

more specific an organization can be the better.

� Asking for the gift (addressed later).

� Recognition of planned gift donors (addressed later).
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Organizations can also distribute a variety of messages that support the

planned giving effort, but that do not directly have anything to do with gift

planning. For example, organizations should communicate with prospects

and donors about the good work the organization is doing. Organizations

can also distribute information that speaks generally of the importance of

having a will.

In all cases, content should be developed with the focus on donors and

prospects. To keep messages relevant and productive, organizations should

identify each of their target audiences. Then, organizations should determine

what messages must go to each audience to further educate and cultivate them.

Then, organizations need to identify the tactics that will be most useful in dis-

seminating the message. Tactics include timing, media, and selection of an

appropriate messenger.

Existing Materials

One of the most effective and least expensive ways to market planned giving is

to leverage existing communication materials. With little or no cost, an organi-

zation can deliver powerful and consistent messages about gift planning. For

example, an organization can simply include the following line on all letter-

head, business cards, and e-mail signatures: ‘‘Please remember us in your will

and trusts.’’ This simple reminder can yield results because it keeps the message

in front of a very broad audience over time.

Most organizations already have a hardcopy or electronic newsletter. A

gift planning message can appear in a variety of ways. The organization can

devote a page or portion of a page to a planned giving advertisement. Or,

the development professional can write an article featuring a planned gift

donor. The article can describe what motivated the donor to make the gift,

the impact the gift will have, and how the donor feels after having made the

commitment. An article about something the organization is accomplishing

can include a tag that says, ‘‘This work was made possible through a bequest

gift that endowed the project.’’
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Virtually every nonprofit organization has a web site. While having a full-

blown planned giving section can offer many benefits, even a simple one- or

two-page section on the web site can educate prospects about the value of gift

planning for both them and the organization.

Some organizations sponsor a lecture series. Perhaps, one of the lectures can

be about estate planning. Or, perhaps there can be a simple ‘‘meet the speaker’’

planned gift donor recognition event following a regular lecture.

Every development professional has a business card. One should consider

using the flipside for a message that supports philanthropic planning. For exam-

ple, Rebecca Rothey, Director of Planned and Principal Gifts at Catholic Char-

ities, has her organization’s bequest language printed on her card. Dan H.

Murrell, Director of Planned Giving at the University of Memphis, prints a

short message on the back of his business card explaining what the Columns

Society (the university’s planned giving society) is and that the support of its

members is critical to the future of the university. David B. Moore, Director of

Planned Giving at Chapman University, has the university’s mission statement

printed on the back of his card. Roger Ellison, Vice President for Planned Giv-

ing at West Texas Rehabilitation Center Foundation, places his card in a holder

made of cardstock that contains a list of benefits for the donor when making a

planned gift: (1) increase your income, (2) bypass capital gains taxes, (3) reduce

your income taxes, (4) increase what your heirs receive, and (5) reduce gift and

estate taxes and probate costs. Ellison’s card holder also outlines five promises

that he makes to everyone he meets: ‘‘(1) careful listening, (2) attention to your

best interests, (3) solutions which reflect your values and priorities, (4) profes-

sional expertise, (5) absolute integrity and confidentiality.’’

KEY CONC EP T

Before telling donor stories, get their permission. Also, make sure the target

audience can identify with the donors in the stories by highlighting a variety

of different donors over time.
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Nonprofit organizations already communicate regularly with prospects and

donors in a variety of ways. By piggybacking on these existing communication

channels, the planned giving message can be disseminated very economically.

Direct Mail

Even in the electronic age, direct mail remains a potent communications

tool for nonprofit organizations, particularly those targeting older audiences.

Direct mail can be used to educate prospects about gift planning, cultivate

prospect interest, solicit inquiries, and even ask for gifts. Just like all other

applications of direct mail, when using direct mail for planned gift market-

ing, the most important component is the list. The prettiest package and the

most creatively crafted message will have no impact if it goes to the wrong

audience. When feasible, organizations should segment targeted prospect

pools into smaller groups in order to allow the tailoring of messages to each

segment. For example, some planned giving messages may be appropriate

for anyone over age 40 while messages about CGAs will be more appropri-

ate for those over age 55.

Once the purpose of the mailing has been outlined and the prospect list has

been assembled and segmented, it is time to design the package. One of the

greatest challenges with direct mail is simply getting the intended reader to

open the envelope. A brilliantly written message will never reach its target if

the reader throws the piece in the trash without even opening it. Planned gifts

are different than annual gifts. They are generally much larger gifts. Donors see

these gifts as important. They take their time when considering them. The

direct mail package should reflect this. The outer envelope and the letterhead

used should, at a quick glance, alert the recipient that the mail piece is some-

thing special. Envelope size and stationery quality should also be considered.

Instead of using a standard business-sized envelope, one should consider using a

large envelope to mail a letter flat or a smaller, monarch-sized envelope that can

convey a more personal sense. Using a higher quality paper will send the signal

that this communication is special.
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There are a number of effective ways to get an envelope opened. For

mail that the recipient is expecting, perhaps in response to her request for

information, many organizations include this simple statement on the front

of the envelope: ‘‘Here is the information you requested.’’ Recognizing

that recipients will almost always first open mail that looks personal, many

organizations give their direct mail pieces a personal look. One can hand

address the envelope and use a live postage stamp instead of using metered

postage. For larger mailings, there are electronic fonts that closely resemble

actual handwriting. Some organizations have volunteers, with nice hand-

writing, address envelopes.

Handwritten notes are an effective way to capture someone’s attention.

In the electronic age, people are used to receiving countless e-mails and

vast amounts of computer-generated letters. While a hand-addressed enve-

lope will often get the envelope opened, a personal note inside will help

ensure the message has impact. For example, if a newspaper publishes an

article describing the safety of CGAs, one might want to send a copy of

the article with a short, handwritten cover note. There are many potential

applications for handwritten notes. For example, one can send a handwrit-

ten note to confirm an appointment, thank a prospect for a meeting, share

a copy of the annual report, thank a prospect for his telephone inquiry, and

so on. If one doubts the special impact that handwritten messages have,

one can visit www.handwrittenletters.com, a web site devoted to this van-

ishing art form.

KEY CONC EP T

Christmas and Hanukkah cards are nice, but be sure to send the appropriate

card. If you are unsure, send a generic Season’s Greeting card. Also, con-

sider sending cards at other holidays like Thanksgiving. For widows, send a

Valentine’s card; they will call you!

—Jim Brozo, Senior Gift Planning Advisor, Grossmont Hospital Foundation
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When dealing with the obstacle that an envelope can create, some orga-

nizations have discovered that the best way to deal with it is to eliminate the

envelope all together. Postcard mailings can deliver short messages very in-

expensively. For example, the Philadelphia Museum of Art sent an oversized

postcard to its members that featured an image of peaches from a painting by

Pierre-Auguste Renior with the headline: ‘‘Enjoy the fruits of your giving!’’

The flipside of the postcard included the headline: ‘‘Establishing a Charitable

Gift Annuity is like giving away the tree, but keeping the fruit.’’ The card

briefly described what a CGA is and provided some sample rates. Readers

were invited to contact ‘‘Peggy Jackson, Director of Planned Giving’’ instead

of being referred simply to the Office of Planned Giving. Providing specific

contact information for an individual is one way to add a personal touch to a

postcard. Jackson recognizes that good planned gift marketing involves much

more than sending postcards. However, as one component of the overall

marketing effort, postcard mailings are an inexpensive way to stay in front of

prospective donors. While such mailings generate leads, they also create a

great deal of awareness.

Whether using letters, handwritten notes, or postcards, it is important to

remember that the target audience for planned giving messages is over the

age of 40. Therefore, one should design such letters to be easily readable by

eyes that are over the age of 40. For printed messages, this means using a

font size that is large enough for most people to read without reading

glasses. The font size should almost never be less than 12 point. Some

believe that serif fonts (i.e., Times New Roman), though not as clean look-

ing as sans-serif fonts (i.e., Arial), are actually more recognizable and,

KEY CONCE P T

Make sure that older eyes can read your messages. Use a large font size and

maintain a high contrast between print and paper colors. Avoid reverse type

because it is more difficult to read.
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therefore, more readable. One should also use a high contrast between the

written word and paper color. Using gray paper and black print will ensure

that a letter is not read by many recipients.

If an organization is only going to send one planned giving direct mail mes-

sage a year without any other marketing, it should probably not send it. Planned

gift marketing requires a greater commitment on the part of the organization.

Direct mail works best over time as one piece supports another and as the entire

direct mail program supports other marketing activities. It is the cumulative

effect of all marketing components that will yield strong results.

A marketing program that involves multiple direct mailings also provides

an opportunity for testing. A postcard mailing might work well for one

organization but not necessarily another. A postcard mailing with a tear-off

response card might work better than one with only a call-in telephone

number. To ensure that direct mail is working as productively as it can re-

quires ongoing testing. Every mailing that is done should include some type

KEY CONC EP T

Send prospective bequest donors a letter with a postcard inside or simply

substitute a different postcard for the one usually included in planned giving

mailings. Instead of having the postcard come back to the organization,

give the prospect a special postcard and suggest that it be sent to his attor-

ney. On the address side of the postcard, it should have the appropriate

number of address lines, with the top line ending in Esq. On the flipside, the

postcard can say something like, ‘‘The next time I update my will, please

remind me that I want to make a provision for XYZ Organization.’’ Leave a

line for a signature so the attorney will know who sent it. When the attorney

receives the postcard, she will put it in the client file and remind the individ-

ual at the appropriate time. If the attorney is not busy, she might call the

client and suggest that the will be changed right away.

—Donald W. Kramer, Of Counsel at Montgomery McCracken Walker and Rhoads and

Editor of Nonprofit Issues1
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of test element. For example, if doing a postcard mailing, one could divide

the prospect pool in half and send one group a postcard that invites people

to request more information online while the second group is sent a post-

card with a tear-off response card to use when requesting more informa-

tion; the difference in response mechanism would be the only variable.

Then, the organization can evaluate the response rates to determine which

style mailing generates the best result. The approach that works best would

then be used exclusively in future mailings.

In addition to sending stand-alone letters or notes, direct mail can be

used to provide an educational program. For example, an organization can

invite people to enroll in an estate planning course. Those who enroll can

receive periodic mailings with staged information. While the organization

could send out a series of brochures about planned giving products (i.e.,

bequest brochure, CGA brochure, trust brochure, stock gift brochure), The

Partnership for Philanthropic Planning of Greater Philadelphia’s Planned

Giving Coursesm outlines eight donor-centered packages that are designed to

help prospects meet their own personal planning objectives. Because they

are donor-centered, prospects will be more likely to read the material. In

addition, they will be more likely to appreciate the organization for sharing

useful information that is not necessarily self-serving. The eight packages

are: Crafting Your Legacy, Unlocking Value in Your Estate Assets, Using

Your Real Estate Creatively, Increasing Your Retirement Income, Providing

Income to Your Elderly Parents, Paying for College for Your Children or

Grandchildren, Maximizing Your Children’s or Grandchildren’s Inheritance,

Creating a Family Vision and Multi-Generational Plan.13 Instead of sending

prospects materials about planned giving products, donor-centered mailings

help prospects deal with the real-life issues they must face.

Whenever writing letters, regardless of the core objective of the piece,

development professionals should thank donors for their prior support and

for caring. Regardless of how many people are going to receive the same letter,

it should always be written as if written to one individual. The tone should be

warm, personal, and conversational.
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Almost every written communication should contain a call to action

whether it is to visit the web site, respond to an invitation, request more infor-

mation, or some other action. Organizations should make it easy for readers to

respond. In addition to providing full contact information, a reply card and

envelope can be included.

While direct mail can mean many things and have many applications, there

are a number of important components to keep in mind regarding all mail:

� When preparing to mail, one should pay particular attention to the devel-

opment of the mailing list.

� Ensure that the message is easily readable with older eyes.

� Make the package look and feel different and important compared to

other mailings.

� Send handwritten notes to stand out and provide a personal touch.

� Use postcards as an inexpensive way to stay in front of prospects and

donors.

� Employ donor-centered themes and messages.

Telephone

Every development professional has a telephone on her desk. It sits there for a

reason, actually two reasons: (1) to receive calls, and (2) to make calls. These

reasons might seem obvious, but a large number of organizations fail to use a

donor-centered approach in conjunction with this old-school technology. The

telephone is a very personal communication medium. People receive some of

the best and some of the worst news of their lives via the telephone. Telephones

are so important to people that most of us now carry one at all times. Yet, many

development professionals treat the telephone as just another tool rather than

the highly personal contact device it is.

Every organization should make it very easy for prospects and donors to

call. This means including the development office or planned giving office tele-

phone number on all marketing materials. It also means attaching a name to the
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telephone number. Prospects and donors would much rather call a person for

information than some faceless, bureaucratic institution. And, they certainly do

not want to hunt around to try to find the correct telephone number.

When a prospect or donor does call, she should be greeted by a live

person. This will send the signal that the organization cares about and re-

spects the caller. Organizations should not ask callers to navigate an im-

personal, seldom well-designed, automated call director system. If the call is

to one’s direct line and goes directly to voicemail if not answered, one

should give the caller the option of leaving a voicemail message or connect-

ing to a live person. If an unanswered call goes to a live person, that individ-

ual should ask the caller if he can be of assistance or if the caller would

prefer to go into voicemail. Where receiving calls is concerned, the objec-

tive of the organization should be to show people respect by making life as

easy for them as possible.

When a telephone message is received, the development professional

should return the call within 24 hours. When travel plans or other scheduling

issues will make this impossible, callers should be alerted to this by the live as-

sistant or by the recorded outgoing voicemail message. Alternatively, an assistant

can call the individual back, apologize for the development professional’s lack of

availability, and determine if someone else can be of assistance or schedule a

telephone appointment at a mutually convenient time.

If an organization plans a mailing or some other special planned giving

promotion, it should anticipate an increase in the number of calls it will

receive. The organization should prepare accordingly. For example, a devel-

opment professional should not mail 10,000 CGA postcards the week before

taking a two-week vacation. If one is going to drive people to the tele-

phone, he should be there or nearby to handle the call when it comes in.

Good development people spend a significant amount of their time away

from their desks doing productive things. This means that handling incom-

ing telephone calls can be tricky. In addition to making sure that it is easy

for a caller to leave a message or be directed to another person, organiza-

tions should make sure that other staff members can answer basic questions.
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Every development professional should carefully train support staff so they

will be prepared to answer very basic questions that the office typically re-

ceives. For example, if a woman calls in wanting to know what language she

should use to include the organization in her will, an assistant should be able

to provide that information or direct the caller to the information on the

organization’s web site.

When using the telephone to make calls, a priority should be to return calls

promptly. In addition, the telephone can be used to set appointments for face-

to-face visits and for general education and cultivation purposes including fol-

lowing up on information that was sent at the prospect’s request. Regardless of

the reason for the call, it is important to remember that the call is an intrusion.

When making a call, the development professional should remember to identify

herself and then ask permission to speak. If the prospect is unable to converse,

an appointment can be set for a more convenient time. The prospect will be

grateful for the development professional’s flexibility and will be more receptive

when called again.

Using a cell phone is fine unless one has a poor service or is in a poorly

serviced area. If one is confident that the quality of both is good, then a call

can be comfortably placed. However, if one is in a poorly serviced area or is

unsure of the area, it is a good idea for one to alert the person on the other

end that the call is being made from a mobile telephone in case the call is

dropped. If one is using an unreliable service, one should change service

providers, now.

Many development professionals put their mobile number on their business

cards along with their office number. However, others do not include their

cell number. When they present their card to a prospect or donor, these

KEY CONC EP T

If you use the telephone wisely and offer prospects something of value with

each contact, even simple information, they will look forward to your calls.

118

E d u c a t e a n d C u l t i v a t e P l a n n e d G i f t P r o s p e c t s



E1C04 09/02/2010 14:4:55 Page 119

development professionals handwrite their cell number on the back of the card

and present it with a statement like, ‘‘Here’s my card. I’ve written my cell num-

ber on the back so you can feel free to reach me at any time.’’ This underscores

to the prospect or donor that he is special and important, someone worthy of

receiving this privileged information.

Beyond the obvious uses of the telephone, some organizations are using the

telephone to learn more about their prospects. As part of the prospect rating

process, these organizations are calling prospects to survey them. They are find-

ing out what interests prospects, what assets they have, whether they have a

financial advisor, whether they have children, and other useful information.

They are also confirming contact information and acquiring new details like

e-mail address.

While the telephone is a powerful information-gathering tool, other

nonprofit organizations are using the telephone to provide information to

prospects. For example, one large, national charity called its planned giving

prospects to ask them if they would like to receive monthly information

about estate planning that could help them avoid taxes and better care for

their loved ones. Prospects were first sent an opt-out letter that was fol-

lowed by a telephone call describing the program and asking the prospect

to enroll. Once enrolled, the communication switched to direct mail. The

first ‘‘course’’ package included information about the importance of

having a will and personal inventory. The second package provided helpful

tips to prospects about how to select a financial advisor. Following that

mailing, prospects received another call to see if they found the materials

useful and if they had taken any estate planning steps. The third package

included a third-party endorsement of estate planning, usually in the form

of an article in an independent publication. The fourth and final cultiva-

tion package included a booklet outlining various charitable gift planning

options. These cultivation calls and mailings set the stage for an ask, also

by mail and telephone.

The telephone can also be used to ask for gifts and thank donors. These

applications will be discussed later. When using the telephone to support the
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education and cultivation of prospects and donors, one should keep these key

points in mind:

� The telephone is a highly personal medium and should be regarded as such

in all cases.

� It should be easy for callers to reach a live person by telephone.

� Calls to prospects and donors should offer something of value.

� The telephone can be used to gather valuable information.

� The telephone can be used to engage and educate.

Newsletters

Newsletters are a practical way to communicate regularly with prospects and

donors. An organization may have a general newsletter or magazine that can

include planned giving content. In addition, when the budget permits, it is a

good idea for organizations to also send a dedicated planned giving news-

letter to prospects and donors. Such newsletters show prospects and donors

that the organization cares about them, particularly if the content helps and

benefits readers. It also helps to get prospective planned gift donors thinking

about gift planning.

A dedicated planned giving newsletter can be produced quarterly, or even

more often. It should be published no fewer than three times per year. The key

is for the development professional to create a plan and then to stick to it. If

people are accustomed to receiving an organization’s newsletter on a quarterly

basis and then, suddenly and without explanation, the newsletters stop coming

for an extended period, people may, at best, begin to forget about the role

planned giving plays for the organization or, at worst, may think something is

wrong. People may even feel offended that they were dropped from the list,

though they were not. Or, they may feel the organization did not send the

newsletter because they can not afford to do so. Once a mailing schedule is

started, it is difficult and awkward to alter it. Consistency is an essential compo-

nent of using a newsletter for marketing.
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As with any marketing channel, it is important to identify the appropriate

audience for the planned giving newsletter. Organizations should mail the

newsletter to as many prospects and donors as possible given budgetary priorit-

ies. For organizations with limited budgets or other planned gift marketing pri-

orities, newsletters should be sent to older donors as a priority group. Larry

Stelter, President of The Stelter Company, suggests mailing, at a minimum, to

annual donors age 55 and over who have given in three out of the last five

years.14 The mailing list should also include members of the organization’s

board, members of the organization’s planned giving advisory council, staff,

and volunteers. Budget permitting, the organization can mail to younger

donors, those who have given less frequently, or even to those who have not

given at all but have some type of relationship to the organization.

KEY CONCE P T

Fifty percent of the marketing impact of a newsletter will depend on the list.

Forty percent of the impact will be driven by content. Only 10 percent will be

driven by design. Let these proportions guide where you put your effort.

—Viken Mikaelian, CEO and Founder, PlannedGiving.com

I N T H E REA L WOR LD

Less Can Yield More When
You’re Donor-Centered

A few years back, a colleague, Brian Sagrestano, killed most of a 40,000-

piece quarterly newsletter mailing that his organization, University of Penn-

sylvania, was making. He pared his mailing list down to the 3,900 most loyal

donors. Then, he developed a useful, fun-to-read newsletter.

The newsletter included columns such as what is necessary to prepare one’s

will, how to protect important documents while traveling, and other informa-

tion anyone could appreciate and benefit from. Finally, he included focused,

benefits-based planned giving articles such as ‘‘How to Establish an

Endowed Scholarship with a Gift That Costs Nothing During Your Lifetime.’’

(continued )
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In contrast to the University of Pennsylvania, which significantly scaled

back its newsletter mailing list to produce better results, Harvard University

continues to send its planned giving newsletter to 54,000 people. However,

Harvard does engage in periodic tests to determine ways to impact effec-

tiveness or decrease cost. For example, Anne T. Melvin, Deputy Director of

Planned Giving for the Faculty of Arts and Sciences at Harvard University,

says that the university tested printing the newsletter in full color versus

black-and-white. They found it made no difference in response rates. For

other organizations, the outcome might have been different, which is why

testing is so important.

The ideal newsletter will contain several short articles rather than just a

few long pieces. People do not have time to wade through lengthy articles.

People want to get useful information quickly and easily. Having several

articles will also provide an opportunity to vary the subject matter, thereby

enhancing the likelihood that the average reader will find something of

interest. Content should be kept meaningful and useful to the reader. When

sharing stories about donors, these stories should be real (and used with per-

mission), rather than fictional or composite. Real stories convey greater

emotion. Development professionals should be sure to highlight different

types of donors so that prospects have a greater chance of eventually identi-

fying with the donor and so that prospects also understand that gifts of all

sizes are appreciated.

The result? Even after eliminating more than 90 percent of his mailing list,

the number of responses Sagrestano generated actually went up!

‘‘This was not a huge leap of faith for [Penn marketing guru] Colleen Elisii

and me,’’ Sagrestano explains. ‘‘The costs for the newsletter were excep-

tionally high and the yield was incredibly low. Changing the focus to a do-

nor-centered approach inspired loyal donors to want to help. They were

much more interested in what we were saying.’’

—Viken Mikaelian, CEO and Founder, PlannedGiving.com

I N T H E R E A L WOR L D ( C O N T I N U E D )
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I N T H E REA L WOR LD

Extra! Extra! Read All About It!

The Stelter Company believes that organizations should carefully select con-

tent for planned giving newsletters in order to effectively educate and culti-

vate prospects and donors. Here is some of the content they recommend:

Reserve the front page for a donor testimonial story. Include a photo of the donor

when possible. Place emphasis on why the gift was made as well as the benefits

to the organization and the donor. Place less importance on the amount of the

gift, the type of gift vehicle used, or the intricacies of how the vehicle works.

Save such details for an inside article that outlines the gift in broad strokes.

Feature at least one article in each publication covering wills and bequests.

People need to hear your message many times before it sinks in. Don’t be

afraid to consistently promote these basic components.

Include your organization’s sample bequest language in each issue.

Provide clear instructions as to how your organization can assist donors.

Give the name of a contact person and a toll-free telephone number.

At least once a year, include a list of the newest members of your legacy

society.

Include a variety of topics in each newsletter—covered in three to five

shorter articles, as opposed to one long piece on a single topic. The reason-

ing is that if a single topic you are sharing happens to bore your readers,

they have several other articles to keep them interested.

If you don’t want to put your readers to sleep, then limit what you say about

life insurance. I can’t think of any other topic in my experience that has pulled

in a lower response rate. Let’s face it. Talking about life insurance is dull.

Real estate can be another tricky subject. I’ve found that certain areas of

the United States are more amenable to reading about gifts of real estate

than others. If you live in an area where real estate values have catapulted,

consider including the topic—but maybe on the back page.

Each newsletter should hit on the following four themes:

�1 A heartwarming story. Include a testimonial from someone who has

supported your organization with a planned gift or someone who has

benefited from a donor’s generosity.

(continued )
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As with direct mail, newsletters should be printed with older eyes in mind.

High contrast will help ensure readability. Black print on white paper is easiest

to read. Avoid reverse type, white letters on a dark background, which is diffi-

cult to read, fax, or photocopy.

To enhance the look of newsletters and to make them more engaging, they

should contain photographs. However, avoid stock photographs that offer little

meaning. Readers would much rather see photographs of the actual people an

�2 A case for giving. Provide compelling information about your organiza-

tion and its unique mission. What is the reason for your existence?

How do you spend donors’ money?�3 Knowledge on which to act. Educate your readers on estate planning, a

particular gift vehicle, or a program already in existence at your

organization.�4 A specific call to action. Give your readers a reason to take the next

step. Offer them additional information or a special incentive to attend

a seminar, or give them a reason to call you or visit your web site.

Whatever your strategy, don’t leave your readers without motivation to

do something more.15

—Larry Stelter, President, The Stelter Company

I N T H E REA L WOR LD

Executive Insight

Your gift planning materials must be designed with your donor’s aging eyes in

mind. I follow the research of Colin Wheildon, an Australian magazine editor

who spent 10 years painstakingly measuring readers’ understanding of mes-

sages presented to them in a range of type styles and layouts. Forget about

‘‘pretty’’ fonts; they are much too hard to read. Wheildon found that sans-

serif typefaces (those without little ‘‘feet’’ added to the main strokes of the

letter form), such as Helvetica and Arial for body copy, are five times harder

to read than serif body copy, such as Garamond and Times New Roman.

—Larry Stelter, President, The Stelter Company

I N T H E R E A L WOR L D ( C O N T I N U E D )
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organization serves or buildings that are familiar and create nostalgia. While

photographs of real, smiling donors are fine and a good donor recognition

technique, readers prefer to see images showing how the organization fulfills

its mission.

In this electronic age, many organizations have relied increasingly on Inter-

net technology to communicate with people. While e-mail, web site, and social

networking technologies can all be used effectively, good old-fashioned paper

still has a place. While older people are increasingly using the Internet, their

usage rates and comfort levels are still not as great as for younger people. Even

when marketing to younger adults, paper newsletters allow organizations to

capture an individual’s attention in another way. Once again, it is all about

multichannel marketing with one channel supporting another so that the orga-

nization can benefit from the cumulative effect of all efforts.

Readers should be encouraged to take some type of action. The newsletter

should also provide readers with a number of easy ways to contact the organiza-

tion, and encourage them to do so. The publication can suggest readers visit the

organization’s web site to read additional articles, use gift calculators, view

photographs and videos. The newsletter can also include a clip-and-mail slip to

request information, a pull-out reply postcard or, ideally, a response card and

envelope to ensure personal information remains confidential. At a minimum,

every newsletter should provide full contact information including name, title,

address, telephone number, and e-mail address. The goal is not necessarily to

I N T H E REA L WOR LD

Executive Insight

Ironically, those who continue to use traditional communication channels

as their primary communication with the conventional market for planned

gifts may find great receptivity from older persons who begin receiving less

mail as some organizations thin out the mail by opting to market planned

gifts to a younger universe of donors through more active use of the web.16

—Robert F. Sharpe, Jr., President, The Sharpe Group
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get the reader to make a gift. The goal is to engage the reader and to continue

that engagement.

One northeastern university mails over 50,000 newsletters. From that, they

might receive 30 requests for information that ultimately lead to four bequest

expectancies. The primary purpose of a newsletter is to educate and cultivate.

A high-volume response rate is not expected. However, four bequest commit-

ments is certainly a strong return on investment despite the low, but reasonable,

response rate.

While it is less expensive to mail a newsletter without an envelope, many

organizations find that readership goes up when the newsletter is mailed flat,

inside an envelope. When preparing planned giving newsletters, one should

also keep the following points in mind:

� Plan to mail a newsletter at least three times per year.

� Once an organization starts sending newsletters, it should consistently

maintain its production schedule.

� Mail to as many prospects and donors as the budget will permit with

planned gift donors and older, frequent annual donors as the priority.

� Make sure the newsletter is designed for older eyes.

� Include several short articles on varied topics.

� Include photographs, particularly of those benefiting from services.

� At least once a year, recognize planned gift donors in the newsletter.

� Include full contact information in all newsletters.

� Call readers to action.

Web Site

Most nonprofit organizations have a web site. It is just common sense. The In-

ternet is the clearinghouse for information that people need every day includ-

ing researching stock performance, finding out the weather forecast, reading a

film review, catching up on the news headlines, or getting driving directions.
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People go online. Nonprofit organizations need to be represented on the Inter-

net, and they are—some using the medium better than others.

While some nonprofit organizations new to gift planning do not have dedi-

cated planned giving pages on their web site, they should nevertheless contain

some vital planned giving information on existing pages. However, as the

planned gift marketing effort grows, the organization will want to have a dedi-

cated planned giving section on its web site.

Planned giving prospects of every type are online, even senior citizens. So, it is

definitely time to meet them there with the highest-performance marketing tools

one can muster, as well as an overall donor-centered strategy to make it all work.

It is important for every organization to know whether its web site is help-

ing or hurting its marketing efforts. Not only are prospects online, but they are

getting savvy about being online, so development professionals had better check

exactly what it is web site visitors will encounter when they visit.

Viken Mikaelian, CEO and Founder of PlannedGiving.com and his team

have helped nearly 500 nonprofit organizations launch web-based planned giv-

ing marketing programs.� In addition, the company conducts national surveys

and publishes reports to assist fundraising and communications professionals.

Mikaelian observes, ‘‘The phrase we use as shorthand for prospects’ attitudes is

‘Don’t make me think.’ Your web site should be reader-friendly and easy-to-

comprehend on the first viewing. Otherwise, your prospects will click else-

where, and fast. You don’t want them to do that.’’

Development professionals should visit their web site and ask the following

questions:

� Is the planned giving section easy to find?

� Is it reader-friendly and easy to navigate?

� Is text presented in easy-to-digest portions? Or, does unbroken text scroll,

discouragingly, down and down the page?

� Is it visually appealing?

�Viken Mikaelian, CEO and Founder of Planned Giving.com, graciously contributed extensive material for the sec-

tions about Web, e-mail, and newsletters.
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� Does it look as intended regardless of the Internet browser used and the

type of monitor used?

� Are the gift descriptions clear, engaging and to the point?

� Is the focus on the benefits that a gift plan can provide the reader? Or, does

it contain dry recitations of gift plan features, such as, ‘‘The second tier of

income distributed to you by a charitable remainder trust will be treated as

capital-gain income, to the extent that the trust has recognized capital gain

within the relevant tax period.’’

Mikaelian recognizes that only 15 percent of people are ‘‘literal,’’ while the

remaining 85 percent are ‘‘visual.’’ So, web site visitors should be visually

engaged. Planned giving professionals should build illustrations into gift de-

scriptions, incorporate graphically exciting callouts (blurbs pulled from the

main text, set off in larger type or boxed for emphasis), and keep paragraphs

short with plenty of breaks in between for easy reading.

Content should also take full advantage of technology. Simply converting a

printed brochure into an electronic brochure is not enough. ‘‘Remember, there

are exciting ways to convey information on a web page that never existed for

the printed page,’’ Mikaelian says. ‘‘For example, if you provide extensive gift

descriptions, don’t just dump them on the page. Feed the information to your

readers via interactive ‘Learn More’ links. This kind of technique will make a

web site ‘sticky’ by keeping prospects playing around on it. Meanwhile, you’re

building their interest in being a part of your program.’’ Other ways to engage

visitors are with videos and gift calculators.

Savvy corporate web sites offer surveys, online contests, and blogs as ways

to engage visitors. In addition to gathering data, these tools keep customers

from quickly leaving the web site. They help create a bond between the cus-

tomer and the business product. Nonprofit organizations can achieve the

same thing.

Most donors do not know what planned giving means. Most Americans

do not really know what a bequest is. If they do, many think it is something

only wealthy people or celebrities do. So, organizations should lose the
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technical jargon and focus on language that real people speak. Web sites

should be more inviting with appropriate, useful messages along with excit-

ing images including, when the budget permits, videos. One should not

expect prospects to wade through masses of planned giving technical con-

tent. Instead, development professionals should consider this: Stories about

people have human interest—they involve the reader in ways technical ma-

terial never will. That is why one should highlight individual donors and

‘‘story-tell’’ the whys of their giving. The specifics about gift vehicles are

not particularly relevant. Understanding what inspired the donor is more

important. Donor stories can stimulate others to give and encourage sec-

ond-time gifts as well. Creating an archive of donor stories is also a nice

way to recognize donor support. When prospects identify with donors, they

are more likely to follow in their footsteps. So, organizations should be sure

to post stories about donors of every description who have given gifts of

various sizes and types.

When building a planned giving section, some organizations use mate-

rial supplied by vendors. Some have vendors supply stock material for the

entire planned giving site. Some of these products are of reasonable quality.

I N T H E REA L WOR LD

A Picture Is Worth 1,000 Words,
and Some Chuckles

Donor stories not only help your prospects identify with people, they also

give you the chance to be warm and fuzzy. A good example of this is a photo

Oberlin College had online of three donors, two older women and a man,

wearing their cheerleading outfits holding a football. When you clicked

through, you saw the same three, wearing the same clothes but, in the

photo from 1949, they were cheerleading at a football game when they

were young. Oberlin used web technology to connect two pictures that tell

an engaging, compelling donor story. It’s web-centric, donor-centric, and

creative!

—Viken Mikaelian, CEO and Founder, PlannedGiving.com
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However, most will seem fairly dry and cookie-cutter unless the content is

personalized to each individual organization. A truly powerful planned giv-

ing web site will be completely integrated with the organization’s overall

web site. A visitor should know that they have visited a particular web site

by the character of the site and the content, not just the name at the top.

Interchangeable web sites are not as compelling as customized web sites.

However, for some organizations that have staff or budgetary constraints,

standardized sites may be the best option.

If an organization uses stock content, there is one sin that should be

avoided at all cost. Some well-intentioned vendors distribute composite ‘‘do-

nor’’ stories. These are fictional stories based on typical donors. The accom-

panying photographs are of models not real donors. Unfortunately, some

organizations try to pass these stories off as real rather than clearly labeling

them as composite stories. Passing off a composite story as a real story is a lie

and, therefore, unethical. If discovered, it will erode trust. Organizations

should never lie to prospects and donors. While labeling a composite story as

such solves the ethical problem, it also renders the story nearly useless, which

may explain why some organizations skip the label. Identifying a story as a

composite also makes the web site seem like a television commercial selling

soap. By contrast, donor-centered planned gift marketing is not about trying

to sell a product. It is about helping people realize their philanthropic aspira-

tions in a meaningful way while protecting their loved ones. It is built on

integrity. Real stories, used with the permission of donors, can be an emo-

tional endorsement in a way that composite stories cannot. Real stories will

show recognizable faces. Think of the Oberlin story in the previous ‘‘In the

Real World.’’ Virtually everyone from the Class of 1949 will remember at least

one of the cheerleaders. As a result, their story will resonate and inspire. One

will not have that advantage with a composite donor story. Furthermore,

using real donor stories is a fantastic way to recognize donors. Not only do

they get to leave a legacy through their gift, but they get to leave a lasting

legacy by inspiring others with their story. Organizations should use real sto-

ries. If they truly cannot, composite stories should be clearly labeled as such.

130

E d u c a t e a n d C u l t i v a t e P l a n n e d G i f t P r o s p e c t s



E1C04 09/02/2010 14:4:56 Page 131

True communication involves a two-way flow of information. Once a

visitor has viewed an organization’s web site, it should be very easy for her

to contact a planned giving officer. Visitors should never have to hunt for

contact information. If they are forced to do so, they will not; they will sim-

ply visit another web site without bothering to contact the planned giving

officer at all.

Contact information should be easy to find but it also should be done

with a personal touch. Rather than providing a telephone number to the

planned giving department, organizations should provide the names of

planned giving staff, their numbers, and their e-mail addresses. Mikaelian

also suggests, ‘‘Place your photo, and possibly your bio, online. Your pros-

pects want to see who they will be talking to. If you are a one-person shop,

get creative. If you’re the only fundraiser at a veterinary hospital, say, include

a photo of Tonka the black lab as your administrative assistant! And give

Tonka a phone number and an e-mail address as well! Just be sure to answer

when Tonka is out.’’

Planned giving does not have to be boring. As long as it is tasteful, a funny,

corny web site will engage people and encourage them to call. However, even

the most creative web site will be wasted if nobody knows it is there. Organiza-

tions must drive web site traffic. Unless prospects are prompted, they will only

KEY CONCE P T

Tell real stories about real donors to maximize emotional impact.

KEY CONCE P T

Do not frustrate interested prospects who would gladly pick up the tele-

phone and call you if they could simply find your name and number. Make

contact names, numbers, and e-mail addresses easy to find.
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find an organization’s web site accidentally, or by their own hunting efforts.

Donor-centered marketing does not place the burden on the prospect or donor.

Mikaelian advocates the following three-level approach to informing an

organization’s constituents that a web-based resource exists to help them plan

their gifts.

Use external sources. It may be counterintuitive, but when a web site is ready,

one should use traditional hardcopy, snail-mail materials to tell prospects and

donors about it. This approach works because most Americans still prefer to

receive their information via the U.S. Postal Service. One can also piggyback

on the organization’s other communications. Here are some ways to use tradi-

tional marketing to promote a web site:

� Send a special flashcard (i.e., ‘‘Want to learn more about the gifts that pay

you back?’’).

� Highlight the web site in the fundraising newsletter or in the organiza-

tion’s general publication with an article.

� Print display ads in the organization’s publications.

� Consider refrigerator magnets and coffee mugs bearing the URL.

� Add a line beneath the signature on every prospect communication that

says, ‘‘Did you know that you can make a gift that costs you nothing dur-

ing your lifetime?’’ Then, place a customized, easy-to-remember and

easy-to-type referring-URL that takes them to the planned giving section

of the organization’s web site.

Use internal sources. Organizations already communicate with prospects and

donors with an institutional web site. Promotion of the planned giving section

of a web site can be piggybacked onto these other pages. Here are some options:

� Any place an organization’s web site talks about new projects or opportu-

nities, or about endowment, one can insert a link to the planned giving

site. While a simple link is fine at a minimum, one should consider

enhancing the transition with lines like: ‘‘You can support this research

with a gift that costs nothing during your lifetime.’’ ‘‘Many of our retired
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volunteers have established charitable gift annuities for the hospital.’’ ‘‘You

can place us in your will just like Mrs. Jones did. Click here to learn how.’’

� At the beginning of a web page describing research breakthroughs, one

can simply mention: ‘‘Much of this research was funded through creative

gifts made by . . . ’’ with the words creative gifts hyperlinked to the planned

giving pages.

� Below one’s signature line, above the address, place a catchy phrase like

‘‘Make a Gift and Receive Income for Life’’ and hyperlink it to the

corresponding page (in this example, the CGA page) on the planned

giving web site.

Promote your web site personally. A no-cost, yet often overlooked way to pro-

mote a planned giving web site is for the planned giving officer to promote it

personally. Here are some simple ways one can promote a web site:

� Add the URL to business cards.

� Show off the web site at a meeting of the planned giving advisory council

during a regularly scheduled meeting.

� Mention the web site to prospects when visiting with them or, better yet,

show them the web site on their computer or a laptop computer brought

along for the purpose. Giving a little guided tour of the web site is the

most powerful introduction to the web site a prospect can get.

� Mention the web site at events.

� E-mail the appropriate link to a prospect as part of the response to a

request for more information.

A web site can be a useful tool for educating and cultivating prospects.

Development professionals should keep the following in mind when including

a planned giving web site in the marketing mix:

� Ensure that the planned giving section is easy to find.

� Create a planned giving section that is easy to use and easy to read.

� Provide information that is useful to site visitors.
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� Think creatively when designing the web pages to make them engaging.

� Promote the planned giving section to drive traffic.

� Tell real donor stories to inspire others.

� Make full contact information obvious so prospects can effortlessly be

in touch.

E-mail

E-mail represents a powerful and convenient communication tool. It can be

used to send individual messages or for mass communication, particularly in the

form of e-newsletters. Unfortunately, the enormous popularity of e-mail has

actually become a problem. People are inundated with e-mails from friends,

family, colleagues, vendors, retailers, and others. Some of these e-mails are

wanted, some are not. For most people, the volume of e-mails they receive

weekly is quite significant. This causes a condition known as ‘‘marketing over-

load.’’ People now receive so many e-mail messages that they scan them with

one finger hovering over the Delete key, warns Mikaelian. Many e-mails do not

even get opened. The last thing any development professional wants is a pros-

pect or donor to actually press the Delete key when reviewing the subject line

of her message, assuming it made it through the spam filter in the first place.

It is very easy for an organization’s e-mail message to get lost in the crowd.

And, if a nonprofit organization is guilty of adding to the clutter in someone’s

e-mail box, it can create resentment. Even many readers who have opted-in to

an e-newsletter will grow tired or annoyed with it if it comes too frequently and

if it fails to deliver relevant information of value to the recipient.

Part of the problem with e-newsletters is that they are often sent too

frequently. For example, some vendors recommend sending e-newsletters

on a weekly basis. Another problem is that they tend to be generic and dull.

For example, many e-newsletters rely on boilerplate material rather than

content tailored to the specific organization. While e-newsletters have admit-

tedly gained popularity, they often are not utilized with a donor-centered
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orientation. Organizations tend to use e-newsletters because they are relatively

inexpensive. If using a service, they are also simple to implement. While on the

surface these may be two good organization-centric reasons for using e-news-

letters, donors and prospects have largely been removed from the equation.

Organizations often think that e-mailing is very inexpensive. However, these

organizations usually fail to factor in the cost of nonresponse. Unfortunately,

annoyed prospects are no longer prospects. That can be very expensive in a

planned giving program. To understand this, one must keep in mind that pros-

pects create value for an organization in two ways: (1) by contributing today,

and (2) by increasing their intent to contribute in the future.

If an organization sends out 10,000 e-newsletters and gets a 0.05 percent

response rate—five responses (i.e., inquiries)—the organization has done pretty

well. However, one needs to look at the flipside. In this scenario, 9,995 people

did not respond. While some may nevertheless still have been interested in the

e-newsletter content, the fact remains that thousands were, at best, indifferent to

it or, at worse, were annoyed by it on some level. These recipients may be high-

value and high-potential prospects, and if they perceive the e-newsletter as an-

noying spam and an unwelcome intrusion in their inbox, the sender has just shot

herself in the foot. When one factors in the cost of potentially alienating thou-

sands of prospects, it turns out that e-newsletters can actually be quite expensive.

I N T H E REA L WOR LD

Executive Insight

Spam by any other name is still spam. Promotional material automatically

mass mailed to a list of e-mail addresses will quickly tire prospects, even if

they have given the organization permission (opted-in) to send them e-mail

blasts. Soon, they’ll be punching the delete key. Dressing pseudo-spam up

and calling it a newsletter is a technique that doesn’t fool anyone on the

receiving end. In the technical world, opted-in spam is called bacon. Just

remember, it’s still junk food.

—Viken Mikaelian, CEO and Founder, PlannedGiving.com
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E-mail messages are immediate, intimate, and timely. They are quick blasts

from a friend or coworker that share something that is happening now that one

should not miss. People open e-mails, read them, and act on them. If one wants

his e-mails to planned giving prospects to be read, he must write the content

with those specific traits in mind, advises Mikaelian.

‘‘Even more than with print materials, e-mails are subject to a quick

thumbs-up/thumbs-down verdict by their recipients, based on their relevance

and impact. In other words, they’re a great medium to announce, ‘Gift annuity

rates are now three times the average yield on a share of common stock!’ But

on the other hand they’re a very poor way to inquire, ‘Do you know what a

gift annuity is?’ Your e-mail messaging should work with this, not against

it,’’ according to Mikaelian.

One should use e-mails to share news—even if the topic is not news to the

sender. What matters is how the recipient views it. Some headlines might

include:

� ‘‘Our Campaign is halfway toward its goal!’’

� ‘‘Here’s how Dr. and Mrs. Smith used a gift of life insurance and a 1955

Corvette to create their research fellowship.’’

� ‘‘Alumni will honor Coach Blitz with an endowment for the team in his

name.’’

� ‘‘Leaving your IRA to your kids? Most of it will go to Uncle Sam.’’

Development professionals should tell e-mail recipients what exciting

things are happening and how they can be a part of them. Mikaelian recom-

mends e-mailing when there is an important reason to do so, perhaps four to

six times a year at most. Message copy should be kept to under 10 lines. This is

where one really gets traction with a less-is-more approach. Think new, excit-

ing, concise, easy, and fast while keeping the topics grounded in the mission and

needs of the specific organization.

The other application for e-mail messaging is one-on-one communication.

E-mail can be a great way to stay in touch with a donor, confirm a meeting,
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quickly exchange simple information, and so on. When using e-mail for one-

on-one communication, one must find out the recipient’s preferred e-mail

address and should make the e-mail as personalized as possible so that it does

not resemble an e-blast. The subject line should also be carefully written to

create a unique identity for the e-mail. Development professionals should still

be careful not to inundate recipients with even personal e-mails.

When sending any type of e-mail, it is important to do so at a time when

recipients will be most receptive. The prevailing wisdom is that e-mail messages

should be sent on Tuesdays, Wednesdays, or Thursdays when recipients are less

likely to be distracted. Since many e-mail users quickly delete ‘‘junk’’ from their

overstuffed inboxes at the beginning of each day, it is better to send e-mail mes-

sages from mid-morning through mid-afternoon. However, testing is war-

ranted since readership rates and readers’ habits may vary from organization to

organization and constituency to constituency.

While services exist that can append e-mail addresses to one’s prospect or

donor file, there are a number of problems with such efforts. First, the match

rates are usually very low. Second, even if there is a record match, the accuracy

rate for the e-mail addresses provided are also low. Third, before one can begin

using the addresses, recipients should be given an opportunity to opt-out of

receiving e-mail messages; obtaining the recipients, permission is extremely im-

portant in donor-centered marketing. Therefore, the best way to obtain e-mail

addresses is from prospects and donors themselves.

When creating any type of e-mail message, one should keep the following

in mind:

KEY CONCE P T

Consider timing an e-mail message to echo a direct mail message about a

week or two after the mail is sent. One message will reinforce the other.

—Anne T. Melvin, Deputy Director of Planned Giving, Faculty of Arts and Sciences at

Harvard University
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� Collect e-mail addresses on an ongoing basis.

� Get permission to send e-newsletters.

� Make it easy for people to opt-out whenever they might choose to do so.

� Remember that less is more.When designing an e-mail, keep it simple.Many

people read e-mails on their phones. The overuse of graphics can render the

message unreadable in that format. Even on a desktop computer, some

browsers and e-mail software will fail to display fancy messages as intended.

� Mail-merge messages to allow a personal salutation to be included in each

one, just like a letter.

� Minimize the chances of your e-mail messages being tagged automatically

as spam by staying away from e-mailing through bulk senders. This means,

if one has 1,000 prospects on a list, one sends 1,000 individual e-mails, and

not a copy of one e-mail to all 1,000.

� Use a familiar sender, and do not change senders.

� Write an intriguing subject line.

� Combine a planned giving message with someone else’s e-mail in the or-

ganization. For example, an organization might be preparing to send an

article about a project it is working on. At the end of the article, the

planned giving officer could mention how a gift through a donor’s will

could endow it.

� Do not overwhelm donors or prospects with e-mails.

� Use e-mail to remind people what the organization does. Send informa-

tion about how the organization is making a difference. Do not just use

e-mail to promote giving directly.

� When writing an e-mail message, remember to make it sound like it is

being sent to just one person no matter how many will receive the same

message.

� Development professionals should be prepared to follow up on e-mail

responses immediately. E-mail is an immediate form of communication

that requires immediate response.
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Social Networking Technology

Social networking refers to a variety of technologies and services that allow

individuals and organizations to interact via the Internet. Popular social net-

working services include Facebook, Twitter, MySpace, and LinkedIn. Whether

or not a nonprofit organization chooses to actively participate on these social

networking sites, they are impacted by them for one reason: Many people are

using these sites and some are talking about the organizations they like and the

ones they do not.

Social networking sites are attracting millions of participants. Facebook, just

one site alone, boasts the following numbers:17

� More than 400 million active users.

� Fifty percent of active users log on to Facebook in any given day.

� More than 3 billion photographs are uploaded to the site each month.

� More than 3.5 million events are created each month.

� More than 1.5 million local businesses have active pages on Facebook.

� More than 20 million people become fans of pages each day.

In February 2010, Twitter achieved a new milestone by processing more

than 50 million Tweets, messages of a maximum of 140 characters, in one

day.18 Social networking is not just for the young. For example, one of the

fastest growing segments of the population on Facebook are women from age

55 to 65.

While electronic social networking should not and cannot take the place of

more personal human interaction, the technology can be used to build trust by

educating and cultivating prospects and donors. This is particularly true in cases

where geography might make it difficult to do this any other way. Development

professionals can use social networking sites to remind the public how the

organization is making a difference. For example, a disaster relief agency might

post pictures and videos of its staff helping to provide relief to flood victims. If

an organization is going to be featured on the local news, sending a Twitter

message can encourage more people to tune in.
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Social networking technologies are an informal way for organizations to

stay in front of prospects and donors, provide useful and immediate informa-

tion, and show people how the organization is making a difference. It is also a

good way to encourage positive word-of-mouth. For example, an organization

might post photographs from a recent fundraising event. Some of those who

attended the event might then in turn share the pictures with their friends

thereby exposing more people to the organization and reinforcing the positive

experience for the attendee.

Even if an organization does not actively participate in social networking

sites, it is important for these sites to be monitored. The average Facebook user

has 130 ‘‘friends’’ on the site with some users having thousands. Some Twitter

users have thousands of followers. If one of these people has a bad experience

with an organization and broadcasts that fact, it could create a public relations

nightmare for the organization. Organizations should have a plan in place for

dealing with such challenges, though sometimes the best strategy will be to

ignore it. For example, unfounded rants may be best ignored, but organizations

should consider correcting factual errors. Conversely, someone might surprise

an organization with unexpected, gushing praise. That would be a prospect

worth contacting and thanking. At an absolute minimum, organizations should

be aware of what the public is saying about them and, therefore, should monitor

the popular social networking sites.

I N T H E REA L WOR LD

Social Networking Meets Prospects
Where They Are

At Chapman University, I created a Facebook page. After six weeks, the

Charles C. Chapman Heritage Society fan page had nearly 100 fans. This

number is expected to grow significantly over time given that other official

Chapman Facebook pages reach thousands of people.

I initially promoted the page by suggesting to my own Facebook friends as-

sociated with Chapman University (via the site) that they should become
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fans of the page. Within a few hours, I started seeing unfamiliar names also

becoming fans. It had gone viral that quickly!

The Charles C. Chapman Heritage Society fan page provides estate planning

information for people of all ages, but I made a special effort to keep most of

it targeted at the under 40 demographic, planting the seed; however, the

page has attracted a number of people from as far back as classes from the

1950s. Periodically throughout the week (at different times of the day), I

post a teaser and then link it to the related page on our web site: www

.chapman.edu/plannedgiving. I try to make sure I keep the page visually

interesting by making sure to periodically include articles with graphics.

I also have a few more ways that I’m currently promoting the Facebook page

(and thus planned giving):

�1 Our monthly planned giving e-newsletter includes a ‘‘Become a Face-

book Fan’’ link.�2 When I post a spotlight on the Facebook page, I tag the Facebook pro-

files of the individuals for whom I am connected. As their friends spot

the tag, they may also want to become fans.�3 The current signature file on my e-mail now promotes the Facebook

page.�4 I post the teasers on the official Facebook fan pages of various audien-

ces around campus: Chapman Alumni Association, Church Relations,

Athletics, Chapman University.�5 I plan to include a post as part of the faculty/staff online newsletter/

blog at www.chapman.edu/happenings.�6 The planned giving web site includes a ‘‘Become a fan on Facebook’’

promo on the left sidebar.

I don’t include anything about the Facebook page in print publications be-

cause I don’t think it would elicit a response—to be effective, the promotion

has to involve a simple click of a hyperlink.

The thing I like most about the Facebook page is that it allows me to get

information out to our page fans rather than relying on them to discover the

planned giving web site on their own. Someone has to be pretty mature in

their legacy thought process to find the planned giving web site but, via

Facebook, I can plant seeds and generate nontraditional traffic to our web

site. Of course most people don’t follow the link or perhaps even see the

post in the first place, but this is a long-term strategy of engagement.

(continued )
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When thinking about social networking technology, one should remember:

� Whether or not an organization chooses to use social networking techno-

logy, millions of charity supporters already are.

� It is important for organizations to know what is being said about them.

� Organizations should consider sharing timely information that reinforces

the message about how the organization is making a difference.

� Social networking sites can provide an informal venue to help prospects

and donors better get to know the development staff.

� Electronic social networking is not a substitute for real human contact.

Events

Events can be a great way for organizations to educate and cultivate prospects.

Planned gift marketing can piggyback on existing events. Such events can in-

clude recognition of planned gift donors, brief information about gift planning,

or the dissemination of printed material about gift planning.

Events specifically focused on gift planning should be centered on the needs

and interests of donors. For example, donor-centered seminar topics can be

in alignment with the fundamental information disseminated through direct

mail, as mentioned previously in Planned Giving Course: ‘‘Crafting Your

Legacy,’’ ‘‘Unlocking Value in Your Estate Assets,’’ ‘‘Using Your Real Estate

Creatively,’’ ‘‘Increasing Your Retirement Income,’’ ‘‘Providing Income to

Similar to Facebook, I have also started posting information to my status on

my LinkedIn profile. I don’t do this on my personal Facebook page, but the

professional focus of LinkedIn makes these ‘‘status posts’’ feel appropriate.

I also like that the Facebook ‘‘insight’’ feature of my fan page breaks down

the demographics and related page activity of the fan membership. This is a

very useful marketing feature.

—David B. Moore, Director of Planned Giving, Chapman University

I N T H E R E A L WOR L D ( C O N T I N U E D )
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Your Elderly Parents,’’ ‘‘Paying for College for Your Children or Grandchil-

dren,’’ ‘‘Maximizing Your Children’s or Grandchildren’s Inheritance,’’ ‘‘Creat-

ing a Family Vision and Multigenerational Plan.’’ One should also remember

that it is never too early to begin educating and cultivating prospective planned

gift donors of any age.

Other types of events can tie into organizational mission. Prospects and do-

nors can be invited to special research briefings, meet and greets, and behind-

the-scenes tours designed to demonstrate mission fulfillment made possible

through donor support. For example, the Foundation Fighting Blindness hosts

periodic lectures about the latest scientific research involving vision. While not

specifically a planned giving cultivation event, such programs cultivate support

of every type in two important ways. First, prospects and donors can hear

directly from scientists and learn how contributions have funded vital research.

Second, attendees, many of whom either suffer from an eye disease or have a

loved one who does, can learn the latest information that could impact their

condition. By giving prospects and donors this ‘‘insider’’ status, the Foundation

is educating and cultivating.

When hosting education and cultivation events, there are a number of

things to keep in mind. When attempting to attract a more senior audience,

one should remember that many older adults do not like to drive after sunset.

Therefore, events targeting senior citizens should be held earlier in the day or

in the spring and summer when the sun sets later. Other seniors no longer

drive at all. If one knows who these individuals are, arrange transportation for

KEY CONCE P T

When hosting senior citizens at an event involving a meal, never serve spin-

ach or grapefruit as a couple of common senior medications prohibit these

foods.

—Ann Barden, Gift Planning Director, Oregon Health & Science University

Foundation, Doernbecher Children’s Hospital Foundation
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them to the event. However, since it is unlikely that one will know all of the

nondrivers, it is helpful to include a line in the event invitation that encourages

individuals to contact the organization for assistance in arranging transportation

if necessary.

When doing event planning, one should consider ways to be of service to

attendees. For example, the venue should be not just handicap accessible but

truly easily accessible. Lighting should be appropriate for the audience. If a

program book is distributed at the event, the print should be large enough to

be easily read by all in attendance. ‘‘Runners’’ should be available to assist

attendees who are not completely ambulatory. Every event is an opportunity to

share useful information with prospects and donors, show them the respect they

deserve, educate them, and cultivate their support.

Event planning can be tricky. Here are some basic tips:

� Send an upcoming events listing as an e-mail, e-newsletter, print new-

sletter, postcard, or insert into another mailing at least four to six weeks

in advance.

� Send the event invitation three weeks prior to the event.

� Ask people to respond up to one week prior to the event. However,

always be prepared to make exceptions since the objective is to get

people to the event.

KEY CONC EP T

Always provide plastic storage bags or other packaging at events for

people to pack with treats for later. Many people live in facilities that do

not have lemon bars or brownies, and these little treats are most appre-

ciated—and often shared with a story. Even if someone does not live in

such a facility, having the opportunity to take home a few treats will be

appreciated.

—Ann Barden, Gift Planning Director, Oregon Health & Science University

Foundation, Doernbecher Children’s Hospital Foundation
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� For free events, anticipate that only half of the respondents will actually

attend with an additional 5 percent showing up who never responded.

� To maximize attendance, have a friend or colleague invite friends and col-

leagues. Someone is more likely to accept an invitation from a friend or

colleague and then is more likely to actually show up than if they were

simply invited by the organization.

� It is critical that the development professional recognizes that he is the host

of the event. That means he must make sure that the needs of attendees are

met, that attendees are greeted by staff or volunteers, and that attendees are

engaged and introduced to one another.

� Follow up invitations with a friendly telephone call. The idea is to keep it

casual, make sure the individual received the invitation, and see if she

needs assistance getting to the event.

� After the event, send a letter or note to attendees to thank them for attend-

ing, to invite their feedback about the event, and to request their recom-

mendations for future events. Follow-up telephone calls can also be made

for the same purposes.

Face-to-Face Visits

If a nonprofit organization had unlimited resources, every prospect would

receive a personal visit on a regular basis. Unfortunately, no nonprofit organiza-

tion has such resources, so development professionals must prioritize and use

other communications tools to fill the void. Nevertheless, the number one

most effective method of communication in the development effort has been,

is, and will always be face-to-face visits. This is true with development in

general, and is particularly true with gift planning.

Visits with prospects and donors are important because it helps build trust.

The more confidence a prospect has in the development professional and in

the organization, the more likely she is to support the organization and the

more likely that support is to be substantive. From the organization’s
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perspective, face time with a prospect allows the development professional to

gain a better understanding of the prospect’s interests, concerns, and ability to

make a planned gift.

There are a number of different types of face-to-face visits. The obvious

type is the visit with a prospect that may or may not include the spouse and

other family members. Such meetings will ideally take place in the prospect’s

home where they will likely feel most comfortable and the development profes-

sional is likely to uncover more clues to better understand the prospect. How-

ever, such visits can take place anywhere the prospect feels comfortable. For

example, some will prefer to meet in their office. In that case, some clues will

still be available, but interruptions are probably likely. Some prospects will pre-

fer to meet in a restaurant. While breaking bread with someone is a good way

to build rapport, the neutral setting will not provide many insights about the

I N T H E REA L WOR LD

Visit with Prospects to Build Trust

When making an introductory visit, I try to make it clear (using whatever

language comes to mind at the moment and jibes with the flow of the con-

versation) that:

�1 My job is helping people build their charitable legacy.�2 The timing of a legacy gift has everything to do with the donor’s cir-

cumstances and almost nothing to do with the charity’s.�3 The sole purpose of my visit is so when the time comes for them to

consider their legacy gift, they will have a face to go with the voice on

the other end of the line.

My experience using this approach has, I think, been pretty good. It often

leads to an open discussion in which the prospective donor tells me pretty

much what he’s thinking and gives me a chance to respond. My goal is to

leave the first meeting not with a gift commitment, but with the donor’s

trust.

—John Gillon, Senior Director of Gift Planning, Wake Forest University Baptist

Medical Center
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prospect and the noise level may make a meaningful conversation difficult. If

the prospect prefers to meet at the organization’s office, it provides an opportu-

nity to offer her a behind-the-scenes tour so she can see the organization

in action.

During individual visits, the development professional can learn more

about the prospect or donor and can provide the individual with the infor-

mation they seek. For example, an article in a newsletter may touch on the

benefits of a charitable remainder uni-trust, but certainly will not be able

to go into any detail about how that mechanism works given the space con-

straints. On the other hand, if a prospect expresses an interest in trusts

during a visit, the development officer can provide as much detail as the

prospect wants. The prospect’s financial advisors can even be encouraged to

attend. Visits are an effective way of identifying what information a prospect

needs to aid his philanthropic planning and then providing that information

then or at a follow-up meeting.

Guy Kawasaki, in his book Rules for Revolutionaries, identified five barriers

to action:

� Ignorance.

� Inertia.

� Complexity.

� Cost.

� Response Channel.19

Personal visits can provide the education and cultivation necessary to over-

come each of these obstacles to the gift. During a visit, the development profes-

sional can overcome ignorance by introducing gift planning concepts to

prospects that they might not be aware of. A person cannot make a planned gift

if he does not know what the options are. One must remember that a majority

of people do not even know what the term planned givingmeans.

Inertia is a real challenge. People have existed perfectly well before the de-

velopment professional came knocking. To deal with inertia, the development
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professional will need to identify the prospect’s needs and objectives, and show

her how those needs or objectives can be met with a planned gift. A visit is a

good setting for this. If there is some sense of urgency the organization can

create (i.e., a limited time challenge grant that will match planned gift commit-

ments such as the one used by the Natural Resources Defense Council), a visit

is a very good forum for explaining that immediate need.

Even relatively simple planned giving methods can appear complex to those

who are unfamiliar with them. With other forms of communication, it can be

cumbersome to go into sufficient detail and, no matter the volume of detail, it is

often difficult to determine if the recipient of the information truly understands

it. With a visit, the development professional can be sure to provide the infor-

mation that is most relevant to the individual prospect and learn, through

immediate feedback, whether the prospect is understanding the information.

Even the most complex issues will be more easily demystified during a face-to-

face conversation.

One particular area of confusion for many prospects is the cost of mak-

ing a gift. A donor’s number one priority will almost always be taking care

of loved ones. Therefore, it is important to show prospects how gift plan-

ning can achieve their philanthropic desires while protecting loved ones.

During the visit, development professionals can show prospects a variety of

ways various gifts can save taxes and preserve wealth. By demonstrating for

donors how they can effectively become a major donor today with little or

no sacrifice today, development professionals will remove a major barrier

to giving.

If a prospect is not sure how to respond, how to make the gift, they

will likely not do so. Prospects should be given many avenues for giving.

The visit is just one potential avenue. During the visit with a prospect, the

development professional can ask for the gift when appropriate, seldom on

the first visit. However, a formal ask is often not necessary once the other

barriers are removed. The gift will often evolve organically from the on-

going conversations.
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I N T H E REA L WOR LD

Treat Donors as You Would a Friend

I consider donors as our friends. I believe the best way to thank a friend

for their generosity is to do so personally, face-to-face. When marketing

responses are insufficient to create introductions, I simply ‘‘drop-by’’ to

visit with our friends. The pattern of those drop-bys is rather simple:

�1 Introduce myself.�2 Offer appreciation on behalf of the President.�3 Describe what I do.�4 Do a lot of listening and a little bit of talking.�5 Repeat the appreciation as I depart.

To successfully do this, you have to do some careful thinking, as well as

some research, about your charity, its friends, and yourself. You have to

clear your head of a lot of flotsam, do some real introspection, and practice

your craft diligently. Your commitment to the best interests of your friends

and absolute integrity are paramount.

I’ve been doing this for going on 17 years now, and I’ve found great

success. Oh, I’ve stubbed my toes a few times. Typically, however, I

can walk away from that visit with a relationship begun and a pretty

good idea as to whether I should invest the time and energy to pursue

a planned gift.

Somewhere in my initial contact—typically at the end—I might say, as I

hand them my card:

‘‘If anything we have discussed today might be interesting to you, I’d love to

be of assistance.’’

‘‘I don’t know if you have ever considered including the Rehab in your plans,

but if that might be a possibility, I’d love to be helpful.’’

‘‘Here is my card. You know what I do. When the time is right, let me be

helpful.’’

‘‘You seem to have an interest in (life income, including us in your plans,

etc.). Perhaps we can discuss that next time we visit. Shall I call in

advance?’’

‘‘How can I be helpful to you?’’

(continued )
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Another type of face-to-face contact happens at events. Whether an or-

ganization’s event is planned-giving focused, the planned giving officer

should know which gift planning prospects will be in attendance and should

make a point of greeting them and hosting them. This is a great way to

make prospects and donors feel appreciated and important. For example, the

executive director of a theater company makes a point at almost every per-

formance of ‘‘running into’’ prospects in the lobby or even visiting sub-

scribers at their seats before the curtain goes up. Some of her visits are

random, but others are carefully planned. She knows which subscribers are

coming, which performance they are attending, and she knows exactly

where they are seated.

Organizations can also host informal focus groups designed to generate

feedback from a target audience. People like being asked to provide advice. It

makes them feel important and creates a sense of ownership. Such events are

also a great opportunity to learn how the target audience perceives the organi-

zation and its planned giving program. If one invites 100 people to attend a

discussion group, five to 10 may come. This is a great educational and promo-

tional opportunity for those who attend. However, even those who do not at-

tend will have received some basic contact about planned giving and will

appreciate the invitation even if they do not take advantage of it.

For some organizations, geographic obstacles and tight budgets limit the

number of visits. To deal with these challenges, these organizations have

adopted the concept of the extended telephone visit. While not a true replace-

ment for a face-to-face visit, such contacts are more than a quick telephone

Every conversation is different and the response has to be somewhat dy-

namic. If, however, there is a system in place for accomplishing the basics,

the fluidity of a conversation is no big deal. Words change, but principles

remain.

—Roger Ellison, Vice President for Planned Giving, West Texas Rehabilitation

Center Foundation

I N T H E R E A L WOR L D ( C O N T I N U E D )
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chat. With video telephony and Internet conferencing, these extended tele-

phone conversations can be made a bit more personal and dynamic.

Face-to-face contacts will help development professionals earn the trust

of prospects and donors. The two-way communication that takes place

during visits is the best way to ensure that people are receiving the educa-

tion they need and the cultivation they deserve. Visits also ensure that the

development professionals gain greater insights about prospects, their inter-

ests, desires, and needs.

In development offices where the planned giving officer wears many hats or

where many other development officers or major gift officers have contact with

donors and prospects, it is important to try to have philanthropic planning be

part of the conversation. The people responsible for planned giving need to

educate colleagues about planned giving so these individuals can have a holistic

conversation with prospects and donors. In addition, the planned giving profes-

sional needs to get the buy-in from colleagues to ensure that relevant informa-

tion is shared.

When thinking about face-to-face visits, there are many things to keep in

mind. But, the most critical point, the one never to lose sight of, is:

� Development professionals should get out from behind their desks to see as

many people as humanly possible.

Advertising

While newspaper, magazine, radio, and television advertising can be done, such

promotion is expensive if done properly. An isolated advertisement will not

produce much response. Advertising must be sustained in order to be truly

effective. Precious budget dollars will almost always yield greater results when

invested in other marketing channels.

If advertising in external media, consider smaller advertisements or shorter

commercials. Consider advertising in the regional edition of a national maga-

zine. Consider advertising on cable instead of network television.
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One way to advertise cost-effectively is for one to do so using the orga-

nization’s existing media. For example, gift planning can be advertised in a

general organization newsletter, an alumni magazine, a campus radio station,

or other media.

When writing headlines for display advertisements, consider these tips:20

� Realize that your headline must either convey an idea or intrigue the

reader into wanting to read more of your writing.

� Speak directly to the reader, one reader at a time, even if 20 million people

will read your headline.

� Use words that have an announcement quality.

� Offer information of value.

� Start to tell a story.

� Begin your headline with How to.

� Begin your headline with How,Why,Which, You, or This.

� Begin your headline with advice.

� Use a testimonial-style headline.

� Offer the reader a test.

� Use a one-word headline.

When designing a print advertisement, one should keep the following items

in mind:

� Use plenty of white space and avoid clutter. Less is definitely more.

� Make sure that one thing dominates the advertisement. It could be a pic-

ture or headline, but not both. You want to catch the reader’s eye, not

confuse him.

� Limit the use of fonts to avoid distracting readers. Use one or two at the

most.

� Remember to use easy-to-read text. That means a large font size. It also

means short sentences and short paragraphs.
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� Use an appropriate image, either a photograph or graphic to engage the

reader.

� Be specific rather than general or vague.

� Make sure the advertisement contains a call to action.

� Include a clearly visible logo.

� Include complete contact information.

Summary

To maximize planned giving results, nonprofit organizations must effectively

educate and cultivate potential supporters. Even among donors to nonprofit

causes, the vast majority do not understand the term planned giving and have

never been approached to make a planned gift. The nonprofit sector cannot

expect people to make planned gifts when they have little understanding of

what they are and are more often than not never asked. The sector must more

effectively reach out to potential planned gift supporters.

Once an education or cultivation objective is defined, the development

professional can identify the most appropriate audiences. In some cases, the au-

dience may be almost universal while in other cases the target group will be

fairly small. Next, the development professional needs to think not only of the

organization’s objective but also what value she can bring to the prospective

donor. Once these steps have been taken, the planned giving professional is

ready to select the appropriate media for delivery of the marketing message.

The next step involves developing an effective message that is meaningful and

memorable. Once the appropriate timing is identified, the message can be dis-

seminated. Usually, the best time to disseminate a planned giving message will

be as soon as the organization is ready to do so, provided it will not compete

with the organization’s other marketing and fundraising efforts. To ensure that

communication is ongoing, the development professional should also put in

place an appropriate follow-up plan.
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As Frank Luntz suggests, there are a number of communication ele-

ments of particular importance to good marketing. The development pro-

fessional must remember to remain focused on what interests her prospects

and donors rather than on what interests her. The process is about match-

ing the interests of the donor with the needs of the organization. In a gen-

eral sense, donors want value; expressed another way, they want to have a

positive impact while protecting their loved ones. One should use language

that prospects and donors will understand and that will resonate with them.

Development professionals should speak from the heart and seek to make

emotional connections with prospects and donors. Communications need

to be individualized, personalized, and humanized. Prospects and donors

are living full, generally fast-paced lives. They expect everyone else to do

the same. That means messages must be ubiquitous, planned giving officers

need to be accessible, and information must be easy to access and under-

standable. Good marketing involves appealing to the head and the heart; it

also involves thinking creatively to appeal to all five senses.

Educating and cultivating prospects and donors will be most successful

if multichannel marketing is used. While limited budget resources may

limit the number of channels used and the frequency with which they are

used, organizations must make a commitment to communicate regularly if

they want a productive marketing effort. By piggybacking the planned

giving message onto existing communication channels, organizations can

get planned giving messages out in a cost-effective manner. Additionally,

development professionals can use direct mail, telephone, newsletters, web

site, e-mail, social networking sites, and events as communication channels.

However, the single best way to educate and cultivate prospects and donors

is to visit with them face-to-face. Personal visits will help earn the trust

of prospects and donors while giving the development professional the op-

portunity to learn more about the individual and how they can best

be helped.

Planned giving takes patience. Sometimes, gifts can be secured quickly.

However, more commonly, gifts of substance will take some time to develop,
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sometimes years. While organizations will want to make their planned giving

messages ubiquitous in the most cost-responsible ways possible, visits with a re-

fined group of prospects will yield strong outcomes over time for both the do-

nor and the organization.

Exercises

� Using powerful language that resonates with prospects is important. To

practice using language that resonates, pull out an old marketing letter or

newsletter article and rewrite it using Luntz’s power words without mak-

ing many other changes.

� Conveying passion is not easy. We may know what we intend to say, but

we might miss the mark. Before sending a letter or printing an article, run

it by your parents or your in-laws to get their reaction. Do they under-

stand it? Did they find it emotionally stirring? Were they bored senseless?

� Communication, by definition, is a two-way street. Organizations

should make every contact easy and warm. To discover what kind of

experience people are having when they try to call you, try calling

yourself through the organization’s main number. Is it a pleasant or

tedious experience?

� A web site is a cost-effective communications tool particularly if you use

other media to drive traffic to the web site. Take a moment to visit your

organization’s web site from its home page. If you have a planned giving

page, how many clicks does it take to get there? Better yet, ask a parent or

in-law to find your organization’s planned giving page and time how long

it takes. If it cannot easily and quickly be found, it is simply worthless.

� Planned giving messages can be easily piggybacked onto other communi-

cations. Review your organization’s last general newsletter or magazine. Is

there an article that could have been appropriately tagged with a planned

giving message? Is there some other way a planned giving message could

have been inserted somewhere?
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� Face-to-face visits are the most effective way to educate and cultivate

people while giving the development professional the opportunity to

gain insight. Think back to your last visit with a prospect, hopefully

not that long ago. What were the most important things you learned

that you did not know before the visit? Now, multiply that by your

prospect and donor universe, and you will begin to better understand

the potential power of visits.

� It is important to know what is being said about your organization.

There are many ways to research how your organization is perceived,

from focus group studies, to surveys, to feasibility studies. But, an in-

expensive and simple way to start is to check several online sites start-

ing, perhaps, with Twitter.com and do a search for your organization.

You may be surprised with what you find, or do not find, being said

about your organization.
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CHAPTER 5

Educate and Cultivate
Professional Advisors

Many hands make light work.

—John Heywood

After reading this chapter, you wil l be able to:

� Understand the need for educating and cultivating

professional advisors.

� Identify key points to consider when creating a Planned

Giving Advisory Council.

� Understand the responsibilities of a Planned Giving

Advisory Council.

� Utilize various methods for engaging professional advisors.

One of the most effective ways to secure planned gifts is to work effectively

with donors’ professional advisors. The philanthropic planning process will of-

ten involve a donor’s lawyer, accountant, stockbroker, financial planner or other

advisor. At a minimum, learning how to work effectively with these individuals

is important to meeting the needs of the organization’s donor and the advisor’s

client on a transactional basis. However, developing relationships with the advi-

sor community in advance of an individual donor conversation can yield dra-

matic, broader long-term results for an organization.
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Build Win-Win Relationships with Donor Advisors

Professional advisors are already talking with their clients about philan-

thropy. A 2008 survey of professional advisors from seven leading financial

institutions revealed that ‘‘90 percent of wealth advisors ask clients about

their interest in philanthropic planning or charitable giving,’’ while 53 per-

cent report ‘‘always’’ raising the issue with clients and 41 percent report that

they only feel comfortable bringing up the subject with certain clients.1 The

nonprofit sector should help the advisor community to: (1) have the most

meaningful conversations about philanthropy that are possible with their

clients, and (2) help advisors feel more comfortable talking about philanthropy

more often with their clients.

Just as nonprofit organizations must educate and cultivate the support

of prospects and donors, they should also educate and cultivate the advisor

community. Doing so will benefit the planned giving program in a number

of ways:

� Advisors who are better educated about planned giving can better assist

their clients when it comes to philanthropic planning.

� Advisors can generate new prospects and new gifts for organizations.

� Advisors can assist development professionals with complex gift

arrangements.

� Advisors can provide educational programs for prospective donors.

I N T H E REA L WOR LD

Cultivating Donor Advisors
Helps Everyone

I have come to see that nonprofit and for-profit organizations can work per-

fectly together. Over a seven-year period, I met with 682 professional advi-

sors in New Jersey as a planned giving officer with the American Cancer

Society. As a result, I had the good fortune to close several gifts due to

these relationships.
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Donor advisors can help nonprofit organizations reach their fundraising

goals. Scott R.P. Janney, President of PlannedGiving.com and Director of

Planned Giving at Main Line Health, has found that throughout his career, he

has known bankers who have been instrumental in sending gifts to the charities

where he worked.2 This is especially true of trust officers who administer gifts

made through estates. When most organizations receive notice of a bequest or

the actual check from a trust officer, they reply with only the standard form

letter. The reasoning behind this impersonal response is that some other person

As charitable gift planners, we can be a tremendous resource to those allied

professionals such as estate planning attorneys, accountants, financial

planners, and insurance specialists, to name a few. If we can become a val-

ued asset for them in their practice, then they will seek out our counsel

when their clients come to them with questions about philanthropy. In turn,

they offer a wealth of knowledge in the areas of their specialty and can also

be great partners when we can consider joint marketing to our donor pros-

pects and their client prospects. When we realize that networking with

those who are having discussions about the management of wealth and

those who are affecting the decisions of the same individuals that we call

upon, then we can achieve greater success.

When advisors and development professionals come together, each can

benefit. More important, the client/donor will benefit. Ultimately, this will

mean a greater flow of philanthropy.

Some of the tools I have used to cultivate advisors have been newsletters,

legal updates, a federal tax pocket guide, and a mercifully simple guide to

gift planning options. When I worked at American Cancer, we had a healthy

eating cookbook. I would provide advisors with extra copies that they could

give to their clients who had done a gift with American Cancer. I have also

organized golf outings where the advisor brought along a client, and I brought

along a donor; it was a great way for everyone to get to know one another.

I’m reminded of a quote by Dale Carnegie that has guided me as I work with

advisors: ‘‘The rare individual who unselfishly tries to serve others has an

enormous advantage. He has little competition.’’

—Robert E. Wahlers, Senior Director of Development and Gift Planning, Meridian

Health Affiliated Foundations
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made the gift, and the banker is only doing her job. Many development profes-

sionals fail to think through the transaction. When one is contacted by a person

who gives away money for a living, one should be asking, ‘‘What other charita-

ble gifts might they control?’’ These professionals may have certain discretion-

ary powers to direct donations to certain specific charities or causes. Since one’s

organization has obviously fit the requirements for at least one gift, it only

seems logical that one would want to know if there are other gifts that might be

directed toward the organization’s mission.�

Janney has also presented certain specific gift options to potential do-

nors that were met with the reply, ‘‘My accountant/broker/attorney says I

shouldn’t do it.’’ Sometimes the prospect’s professional advisors will ad-

vance the development professional’s efforts, and sometimes they will

thwart them. Organizations typically look only at what these advisors can

do for the charity, or what they can do to frustrate the best gift proposals.

However, nonprofit organizations would benefit from looking at the rela-

tionship from the advisor’s perspective by asking, ‘‘What can development

professionals do for advisors?’’

Janney has developed a well-thought-out plan for enhancing relation-

ships with the advisor community that includes the creation of a Planned

Giving Advisory Council. His work and proven methods inform much of

this entire chapter.

�Scott R.P. Janney, EdD, CFRE, RFC, President of PlannedGiving.com and Director of Planned Giving at Main Line

Health, graciously contributed extensive material throughout this entire chapter.

KEY CONC EP T

Do not ask what a professional advisor can do for the organization. Instead,

development professionals should ask what they can do for professional

advisors. That is what builds relationships.

—Robert E. Wahlers, Senior Director of Development and Gift Planning, Meridian

Health Affiliated Foundations
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Six Exchanges of Value

The relationships development professionals have with accountants, attorneys,

bankers, estate planners, financial planners, real estate agents, stockbrokers, and

other advisors can be marked by exchanges of value where the professionals on

both sides of the table benefit. Development professionals can help donor advi-

sors improve their skills, reputations, and bottom lines while helping them pro-

vide better service to their clients. At the same time, development professionals

can serve the charities they represent more effectively.

I N T H E REA L WOR LD

Offering Value to Advisors Can
Yield Dramatic Results

The Philadelphia Foundation, a community foundation that manages

more than 775 charitable funds, has been serving communities in south-

eastern Pennsylvania for more than 90 years. Not long ago, the Founda-

tion made its number one priority the education and cultivation of

professional advisors.

The first step was to create a database of advisors interested in philan-

thropy. By early 2010, the database included over 3,500 advisors through-

out the region. As advisors were identified, the Foundation introduced itself

and began the process of trying to get to know them. The Foundation’s

e-newsletter delivers information of value to advisors and reminds them

that the Foundation is a resource for them. One way the Foundation serves

as a resource is by offering regular education programs that provide

advisors with meaningful information that can help them help their clients

while giving the advisors the opportunity to earn needed continuing educa-

tion credits. During the educational programs, the Foundation takes a few

moments to describe what the Foundation does and how it can serve the

philanthropic needs of donors/clients.

In 2009, half of all new gifts that came into the Foundation came in from

advisor referrals.

—Heather Gee, Vice President for Development Services, The Philadelphia

Foundation
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There are at least six areas where development professionals could use help

from donor advisors. A successful charity will recognize that these professionals

can also benefit from the organization’s help in the same areas. Each of these

areas is full of opportunities for exchanges of value that are beneficial to the

charity, the donor advisor and, ultimately, the donor.

Access. Some organizations have been approached, from time to time, by

financial planners who wanted to ‘‘give free seminars’’ to the organization’s

donors. All that was required was that the planner be provided with the organi-

zation’s mailing list. Smart development professionals, however, recognize that

this exchange would violate the trust of donors. Nevertheless, donor advisors

can achieve very practical and profitable access to many of an organization’s

donors, but in ways that will benefit the charity, the advisor, and the donors

without crossing any ethical boundaries.

Any time advisors’ names are associated with an organization, people who

believe in the cause take a closer look at them. When they sit on a board or

attend a function that the charity hosts, they associate with people whom they

may be able to help make a gift to the organization while increasing their own

business opportunities. When a nonprofit organization has a list of prominent

professionals on its board or planned giving council, other donor advisors

may wish to spend time helping the organization and associating with those

same professionals.

For its part, the nonprofit organization also wants access to the advisor’s

clients. One does not need to ask for direct access to their clients. However,

any time the advisor’s name is associated with the charity, people who know

him may take a closer look at the organization. This refers not only to the

advisor’s clients, but to other professionals with whom the advisor associates. If

one creates the impression of being a well-run charity that makes donors feel

good about their gifts, is easy to work with, and recognizes donors and their

advisors in sensitive and appropriate ways, more advisors and donors will give

the charity serious consideration.

Publicity. Publicity is an important motivator for advisors and a strong

benefit for nonprofit organizations. Partners and employees of large advisor
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businesses see the world through different lenses than small business owners or

independent agents. People who work for a large corporation often need to

demonstrate community service to move up in their organization. The corpo-

ration is interested in promoting its reputation and may include measurements

of corporate citizenship in job reviews. Larger firms may also have policies that

encourage their professionals to help nonprofit organizations, and the firm may

make corporate donations based on this participation. Perhaps even more com-

pellingly, more independent or entrepreneurial advisors need to be involved in

the community to build their credibility and bottom line. It is important for

development officers to be aware of the motivations of different professionals.

When an organization publicizes a large estate gift, it should consider ways

to mention the name of the donor advisor(s) who helped facilitate it. This

would send the message that these professionals are good members of the com-

munity and it helps other people who may be interested in donating to the

charity find the professional advisors who have a particular affinity for philan-

thropic planning.

Organizations can also recognize donor advisors through the publicity

given to the group’s planned giving advisory council and board in newslet-

ters and on the web site. Web access traffic reports often show that the

names of donor advisors associated with charities are common search strings

people use both to find charitable organizations and discover information

about advisors. An advisor’s associations with charities builds her reputation

and provides important exposure to communities where she works and

hopes to gain attention.

Donor advisors can also help build a nonprofit organization’s reputation and

provide important exposure in the communities where it is interested in build-

ing relationships, particularly with the highest net worth donors. Not all weal-

thy individuals rely on professional advisors, but this practice becomes more

common as wealth increases. The Philanthropy Roundtable (Boston College

Social Welfare Research Institute and Bankers Trust) found that 93 percent of

the affluent would increase giving if they found additional causes they felt

passionately for; 66 percent would give more if they were better informed
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about giving options and the effectiveness of their contributions; and

85 percent would be anxious to receive guidance on philanthropy from their

advisor.3 The publicity donor advisors give an organization may not turn a

great number of heads. However, since a great deal of wealth is concentrated

in the hands of people who use advisors and make disproportionately large

charitable gifts, the right word from an advisor is exactly the kind of publicity

most charities need. The number of contacts might be modest, but the size of

resulting gifts could be quite substantial.

Credibility. Many donor advisors see themselves as ‘‘pillars of the commu-

nity.’’ Joining a board or planned giving advisory council of a respected non-

profit organization or helping out an important charitable cause adds to this

public image while validating one’s sense of self.

The issue of credibility is a two-way street. A nonprofit organization also

can gain or lose credibility through its associations with donor advisors. In the

same way that good donor advisors will want to associate only with respected

charities, development professionals must protect their organizations from close

associations with people of questionable reputation.

Credibility is in the eyes of the beholder. In the philanthropic process,

that means the donor’s eyes. To be perceived as credible involves, in large

part, fulfilling the donor’s expectations. Therefore, it is important for profes-

sionals, both advisors and development officers, to understand how donors

perceive the role of each and then to make sure to live up to those expect-

ations. For planned giving professionals, it is important not to try to stand in

the place of the allied professionals who serve the organization’s donors,

their clients. It is clear from the results of a survey, involving 603 donors

who had made planned gifts worth at least $75,000 and had a net worth of

$5 million or more, that donors expect different services and a different set

of skills from the planned giving officers they work with than from their

professional advisors (see Table 5.1). It is important for people who raise

money for charities to recognize the lines that are defined by the differing

areas of expertise and roles in order to maintain credibility and achieve

effective comfort levels with prospects and donors.
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Free Advice. Development professionals do not need to be experts in

every facet of philanthropic planning. Creating a planned giving advisory

council provides an organization with a group of in-house experts prepared

and on-call to offer advice when needed. Whether dealing with closely

held businesses, mortgaged real estate, or hedge funds, there are professio-

nals who specialize in each area. In order to give potential donors the best

service possible, the development professional needs to know his knowl-

edge limitations and when to seek guidance.

When starting a discussion about a complicated gift, development profes-

sionals can ask a number of advisors for their input via e-mail. In addition to

getting sound advice, this will put ideas into the heads of some advisors who

have not thought about a certain type of gift before and bring them up to speed

about the charitable giving methods that may be useful to their clients.

Janney has also found that advisors need the types of information planned

giving professionals can provide to help them and their clients make the best

decisions. Many donor advisors want information about planned giving

vehicles. Those who feel confident about the vehicles need to understand the

missions of local and national charities so they can help their clients make the

connections that result in charitable gifts.

TABLE 5 .1

What Donors Want in Their Charitable Advisor

Planned Giving

Officers

Professional

Advisors

Expertise in the technical details of executing the planned gift 16.0% 97.9%

Skill and efficiency in working with the donor’s professional
advisors or with the charity

60.3% 75.2%

Willingness to let the donor set the pace in the planned giving
process

67.2% 86.0%

Help in deciding what type of planned gift to make 85.5% 96.8%

Knowledge about the advantages and disadvantages of each type
of planned gift

94.7% 99.4%

Sophisticated understanding of the donor’s personal motivations
to give

99.2% 82.2%

Effectiveness in getting the charity to treat the donor as he wants
to be treated

69.5% 11.2%

Source: Prince & Associates and Private Wealth Consultants, 1997
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Many planned giving professionals have found receptive audiences among

professional advisors when they offer to make anonymous gift illustrations and

provide information about their charities. For example, planned giving profes-

sionals can review trust documents for advisors looking for ways they can be

better drawn to provide more benefits to the donors. This is insight the gift

planning professional can provide since she has access to and familiarity with

the types of software that advisors do not usually have.

Advice goes both ways, but always with an eye to better serving the client/

donor.

Increasing the Bottom Line. The wealthiest individuals are interested in

their charitable giving. Generally, among the wealthy, the greater someone’s

wealth, the greater the percentage of income and assets they will donate

through a planned gift. Donor advisors are getting the message that the pro-

fessionals who offer the best advice in the area of philanthropic planning are

experiencing an increase in business from the highest net worth clients. The

simple dichotomy between money in the account versus money given to

charity fails to explain many of the dynamics that lead wealthy individuals

to choose their advisors. Those advisors who are able to best meet the needs

of their philanthropically inclined clients often see their assets under man-

agement increase dramatically, a dynamic expected to increase as we progress

through the $41 trillion intergenerational wealth transfer. The success of the

Fidelity Charitable Gift Fund and its many competitors show that broker-

ages and brokers are learning how to do well by doing good. Of the profes-

sional advisors surveyed, 42 percent indicated that a philanthropic services

offering ‘‘significantly helps generate revenues.’’ Ninety-one percent of the

advisors indicated that ‘‘being able to address philanthropic needs would

help differentiate themselves in the eyes of existing and would-be clients.’’4

When development professionals help advisors understand gift planning and

are seen as knowledgeable about charitable giving, they help them reach an

important constituency that can drive their success.

Building more points of contact between potential donors and non-

profit organizations will create more opportunities for larger gifts. If the
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planned giving professional desires to build a team to solicit planned gifts

in addition to having an advisory council, he should be sure to invite ap-

propriate members of the council onto that team. Even if they are two

distinct groups, make sure that they have open lines of communication,

since team members may not possess the expertise of council members. De-

velopment professionals also need to remember that people who decide to

make a planned giving commitment to an organization will need to seek

professional advice. One should always encourage current and prospective

major donors to seek professional advice. One should urge them to discuss

planned gifts with their current advisors and, if they have no professional

advisors, the development professional should provide them with a list of

appropriate professionals. Development professionals should always supply

donors and prospects with more than one advisor’s name. It is preferable

to provide three or more referrals.

As a development professional is building a circle of helpful and influential

donor advisors, she should be aware that each professional has potential business

and consulting relationships that also may support the charity. Bankers need to

have positive relationships with attorneys, and financial planners just like devel-

opment professionals need those relationships.

Philanthropy. Donors are often motivated by a mix of motives that can in-

clude tax consequences, family considerations, and recognition. The same

complicated mix of motives is present in donor advisors. In fact, many profes-

sionals derive the same satisfaction facilitating gifts that their clients receive from

making the gifts. Most advisors would like to be respected by the community

and their peers, and they naturally want to increase their business, but the

people from all walks of life who do the most good for their communities share

a strong motivation to help their fellow human beings and improve their

communities. As an advocate for a nonprofit organization, the development

professional has a special role in helping donor advisors achieve their own

philanthropic dreams along with the dreams of their clients.

Those who lead charities need to remember that unless there is a philan-

thropic interest on the advisor’s part, the organization may not benefit from the
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relationship. Without a strong philanthropic intent, the gift may not materialize

or the benefits to the organization will be greatly minimized.

It also is important to work with the right advisors. One should look for

professionals who are part of the organization’s existing network. Look at which

attorneys have written wills for clients who have named the organization as a

charitable beneficiary. Look at which brokers donors used when they trans-

ferred stocks to fund CGAs or trusts. Look at which financial advisors board

members turn to for advice, and which advisors are in their circle of friends.

One should be sure to ask members of the board development committee, and

particularly the committee’s chair, to identify the most important players in the

community, and identify relationships these professionals have with existing

board members and significant donors.

I N T H E REA L WOR LD

Relationships Build the Bottom
Line for All

Not only is it important to look at ways to build relationships between the

advisor community and the organization, it is important for the development

professional to look for ways to help advisors build relationships with one

another. This will enhance the value of the relationship for them and encour-

age even greater levels of involvement with the organization. This idea was

impressed on me when I had lunch with a banker and an attorney who were

both advisory council members for my organization. The purpose of the

lunch was to review items we had discussed at our most recent council

meeting, which they had both missed. Although this topic drove much of the

agenda, one important part of the conversation revolved around an aspect of

hedge fund management that had nothing to do with my charity. These two

prominent professionals had potential business opportunities in common,

along with a dedication to the advancement of the charity. After lunch, one

of them said that if I could set up meetings of related professionals like that

on a regular basis, I would have professionals ‘‘knocking down your doors’’

to associate with my charity.

—Scott R.P. Janney, President of PlannedGiving.com and Director of Planned Giving

at Main Line Health
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The Planned Giving Advisory Council

While informal relationships can be developed with advisors, creating a

Planned Giving Advisory Council can help form the foundation for a successful

planned giving program. It can be a source of valuable advice and credibility

for the gift planning program, and it can help market and close planned gifts.

However, to be beneficial to the organization, it must be carefully developed

and managed.

It is important to consider the stage of development of the planned giving

program when looking to start, or reinvent a council. One must also consider the

strengths and goals of the organization, as well as one’s own personal strengths

and desires as a development or planned giving officer. One can start by taking

a careful look at the level of experience and maturity of the program and staff.

One way to plan the development of the council is to start out small

and intimate, then add to the number as the planned giving program matures.

Table 5.2 provides an illustration of this progression.

When reviewing Table 5.2, one should consider personal experience level

as well as the planned giving program’s maturity when identifying the current

stage along the continuum and whether the current council, or the one being

started, fits the current stage. One may be working with a council that fit five

I N T H E REA L WOR LD

Executive Insight

I advise people who are new to the field and in newer programs to gather an

intimate group of advisors to augment their limited experience and use

them as a resource and sounding board. For those with more experience or

who work in an established program, it may be better to have a larger advis-

ory council that often is more visible, that publishes articles and offers semi-

nars and free consultations to prospective donors. The most seasoned

planned giving officers often nurture a broad network of experts for referrals

(both directions), credible advocacy among board and senior management,

and current information about planning, law and finance.

—Tom Cullinan, President, Schola Donum Inc.
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years ago, but not today. Or, one may have inherited a council that is not the

right size or structure. Two examples of mature councils are those at the

Morton Plant Mease Foundation and the Philadelphia Orchestra.

The Morton Plant Mease Foundation grew its planned giving advisory

group from a 12-member council in 1979 to a Stage 3 organization with a

formal structure that facilitates its 170-member Financial Counseling Ser-

vices (FCS). This professional network is supervised by a 13-member execu-

tive committee that meets four times per year, with each member of the

executive committee acting as a team captain for a group within the FCS.

The Foundation has allocated significant resources in support of this coun-

cil, including a full-time director of FCS. It publishes and distributes an an-

nual membership directory, and sponsors various receptions, networking

opportunities and social events throughout the year. Members receive a

monthly newsletter and a weekly e-newsletter. Although this is a significant

investment of time and resources, it has shown significant results. Since

tracking of their participation was started in 1996, this group has raised over

$75 million in revocable and irrevocable gifts, including the Foundation’s

largest gift of $5 million received to fund its new Heart Hospital.

The Philadelphia Orchestra’s 70-member council attracts attendance of

about 40 professionals to its 8:00 a.m. biannual meetings. The Director of

Planned Giving gives members specific information about the concert schedule

and encourages them to use Orchestra performances as cultivation events.

TABLE 5 . 2

Program Status Relative to Advisor Group Size

Stage 1 Stage 2 Stage 3

New planned giving officer and
planned giving program

Some planned giving
experience and an established
program

Mature planned giving officer and
planned giving program

Small number of intimate
professionals for advice and
direction

Eighteen to 24 members and
two to three meetings per year

Large professional network for
referrals, advocacy, and
information

Source: Scott R.P. Janney, ‘‘Get Donor Advisors onto Your Team: The Planned Giving Advisory Council
and Other Strategies.’’ Univest Foundation Planned Giving and Development Spring Seminar, May 9,
2007.
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I N T H E REA L WOR LD

Building Robust Councils
Leads to Success

During the early part of my tenure as President of Arkansas Children’s Hospi-

tal Foundation (1980–1997), I hired the hospital’s CFO, Steve Reed, to be-

come Vice President of Planned Giving. We wanted to create a robust

planned giving program. To help accomplish this, we wanted to involve a

large number of allied professionals. We started five councils throughout

Arkansas ranging from 35 members in the smallest community to 125 in

Little Rock. The Little Rock Chair was a long-time hospital board member

who headed one of the South’s largest law firms. Initially, 100 were invited

to join the Little Rock Council and 95 accepted.

We sought attorneys, trust officers, financial planners, stock brokers, and

life insurance agents, and more than one person from a firm could join. The

Councils met three to four times a year. The Little Rock Council heard brief

talks by our hospital CEO and a physician, and then Steve or a Council mem-

ber discussed an unusual planned giving situation. When members joined,

they were given a large, childlike certificate, matted and framed, and every

person hung it in his or her office.

The out-state councils followed the same schedule, but I carried the CEO’s

role. We had a physician speak at one of the meetings. Once a year, we

would bring in a national planned giving expert to talk to all five councils.

Nonmembers could join the councils simply by asking.

Steve and one or two members of the Little Rock Council presented two differ-

ent estate planning seminars annually for noncouncil professionals, and con-

tinuing education credits were provided. The CEO or I would welcome the group

and talk briefly about the hospital. On occasion, a patient family would speak.

Seminars for donors and the general public were conducted by Steve and

Little Rock Council members and consisted of estate planning information

and planned giving opportunities. Professional and general public seminars

were held at the hospital, and tours were offered each time.

Our goals were to: (1) win over council members as ambassadors for the

hospital, and (2) have them recommend us to their clients. On many occa-

sions, Steve was asked to join a council member and his or her client to

discuss planned giving opportunities.

(continued )
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Another way to envision an advisory group is to look at the goals for the

planned giving program, the areas where help is needed, and the overall

functional model that should be adopted. Table 5.3 gives a functional de-

scription of various useful work groups for planned gifts. They are arranged

along a continuum from a planned giving committee of the board, through

a professional advisory council, to a fundraising team that asks for life-

income gifts and bequest designations. These groups have different responsi-

bilities that can be broadly defined as governance, advice, and solicitations.

The need for each type of volunteer committee changes as the development

professional and the program grow.

Our approach worked well for us. We significantly increased our number of

estate donors and the amount of planned giving revenue. When the five

councils were fully developed, almost 60 percent of our average of 45 an-

nual planned gifts were either referrals from or cooperative efforts with

council members.

—Larry C. Woodard, a senior fundraising executive is former President of the

Arkansas Children’s Hospital Foundation

TABLE 5 . 3

Functions of a Committee versus Council versus Team

Planned Giving Committee of

the Board or ‘‘Committee’’

Professional Advisory

Council or ‘‘Council’’

Team to Solicit Planned

Gifts or ‘‘Team’’

Main Functions:

Governance and internal
advocacy

Main Functions:

Advice, publicity and
referrals

Main Functions:

Direct solicitation of planned
gifts

Most Pressing Needs:

Policies and standards
Accountability

Main Functions:

Advice, publicity and
referrals

Main Functions:

Direct solicitation of planned
gifts

Membership:

Mostly board members
Membership:

Financial professionals from the
community

Membership:

People who ask for planned
gifts

Source: Scott R.P. Janney, ‘‘Get Donor Advisors onto Your Team: The Planned Giving Advisory Council
and Other Strategies.’’ Univest Foundation Planned Giving and Development Spring Seminar, May 9,
2007.

I N T H E R E A L WOR L D ( C O N T I N U E D )
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The terms committee, council, and team describe the three basic types of vol-

unteer groups. The committee is typically a planned giving committee of the

board or some type of committee with governance responsibilities. The council

is a group of professionals who can give expert advice in estate and financial

planning. The team is a group of volunteers who make planned giving solicita-

tions, but who are not necessarily experts in planned giving or a related field.

These terms will vary from organization to organization, but will provide

useful shorthand as one explores the functional differences which are outlined

in Table 5.3.

Committee. In organizations where fundraising is the main mission of the

board of trustees, such as hospital foundations and social service organizations,

the board of trustees should have a planned giving committee. However, not

all boards will have a planned giving committee, especially organizations that

do not see fundraising as a primary board function and larger, more complex

organizations. In some organizations, supervision and governance are the re-

sponsibility of a group of senior staff members or a gift acceptance committee.

In this case, policy decisions are brought to the board by the vice president

through the development committee.

Council. The council is usually made up of a variety of professionals from a

number of donor advising capacities, including wealth managers, financial plan-

ners, attorneys, bankers, real estate agents, and insurance professionals. One

may also wish to include a staff member with program responsibilities within

the organization and a planned giving donor who is not a planning professional

on the council. The development officer and charity set up the council for

advice, but there are numerous other benefits. These benefits include the credi-

bility the organization gains when community members see respected profes-

sionals working with its planned giving program, the direct or indirect access

one gains to advisor clients, and the publicity generated through advisor in-

volvement. The council of allied professionals opens doors to wealthy donors

that ultimately lead to more planned gifts.

All members of the planned giving council should have the best interest of

the organization at heart and look for opportunities to make referrals and help
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their clients make charitable commitments to the organization. However, on

each council, there will be just a select group of members who are fully engaged.

With proper cultivation, many professionals will grow in their commitment to

and effectiveness for an organization over time as a result of serving on a council.

Therefore, it is not a good idea to impose performance expectations. For exam-

ple, if one institutes an expectation that all candidates for the council actively

solicit gifts for the organization, one could easily drive many highly qualified

and valuable professionals away. The council itself is a cultivation tool.

Team. The leaders of some charities dream of a council made up of highly

respected and successful financial professionals who continually provide leads

and solicit their wealthiest clients on the organization’s behalf. Unfortunately, it

does not work that way. Nevertheless, there will be times when the planned gift

program can benefit from a group of volunteer solicitors who work like capital

campaign volunteers. While the members of this type of team do not need to be

financial or planning professionals, a number of council members may be

exceptional candidates for the team. The team to solicit planned gifts does not

need to be limited to a special project. It can also be organized to operate on an

ongoing basis.

I N T H E REA L WOR LD

United Way Endowed and Planned
Gifts Committee, Volunteer Job Description
CHARGE:

To ensure sufficient community support in future generations, grow United

Way’s endowment fund by developing, implementing, and evaluating

planned giving efforts.

RESPONSIBILITIES:

�1 Make a personal planned giving commitment to United Way to demon-

strate your commitment to the program.�2 Attend regular planned giving committee meetings.
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There is no solid ‘‘wall of separation’’ between the various groups. Certain

important activities can fit into more than one group, but it makes the job easier

when the roles of the committee, council, and team are clearly defined and

communicated to all participants. For instance, there is an important distinction

between advice and approval. Does the development professional really want a

frank discussion about a new marketing plan at the council meeting? Does the

planned giving professional want the members to feel free to speak their minds

and offer creative ideas? Their creativity will be stifled if one asks them to ap-

prove the final product, expect their peers to vote on their ideas, and ask them

to bear responsibility for the final product. This is one good reason to get ideas

and advice from a council of professionals who do not carry the same responsi-

bility as the planned giving committee.

�3 Develop and comply with gift acceptance and planned giving policies.�4 Participate in programs to educate and cultivate relationships with

financial and estate planning professionals.�5 Leverage professional and personal networks to identify and cultivate

planned giving prospects.�6 After receiving appropriate United Way training, solicit five planned

giving prospects per year.�7 Champion planned giving efforts within United Way and throughout the

community.�8 Develop and execute annual recognition and marketing programs.�9 Evaluate the outcomes of the planned giving program and make recom-

mendations to strengthen it.

TIME COMMITMENT:

Each committee member serves a two-year term. Four committee meetings

are held per year. Additional time is required to conduct at least five individ-

ual cultivation calls per year.

—United Way Worldwide, ‘‘Of Legacy Builders and Planned Givers: United Way’s

Toolkit to Increase Endowed and Planned Gifts,’’ p. 30, www.brattleboromuseum.

org/pdfs/epg_toolkit.pdf
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Defining and Evolving Roles

The previous section showed the distinctions between a committee, council,

and team. These distinctions can be a helpful window for looking at the type(s)

of group(s) that will offer the most help. A planned giving committee of the

board is interested in the growth of the planned giving program and is responsi-

ble for monitoring financial success or failure. However, this committee may

have a limited involvement in actually growing the number of participants in

the program or directly raising planned gifts.

A team may be employed to solicit planned gifts, but it may not be qualified

to offer professional advice or supervision. As the development professional

matures and develops more expertise, and as the planned giving program

matures, one’s areas of most pressing need will evolve. The development

I N T H E REA L WOR LD

Use a Volunteer Team to Secure
Planned Gifts

One of my first projects when I started as the director of planned giving at St.

Mary Medical Center was to form a legacy society. The Foundation had a

large annual fund program but had only received 17 legacy gifts in its history.

It was also gearing up for a capital campaign, and I realized that we had a

small window of opportunity to focus board attention on the legacy society

before the capital campaign began. I formed a small group of trustees who

solicited their peers to become charter members of the St. Mary Legacy

Society. This team was made up of the chair of the board, chair of the

planned giving committee, vice president for medical affairs, and me. Each

of us made a personal bequest commitment. Then we divided the list of board

members among us and called, wrote, and visited all board members. I set

a goal of 50 percent immediate participation, and this effort resulted in 11

out of the 21 board members signing up as charter members by the date of

the vote to establish the St. Mary Legacy Society. By the end of the nine-

month charter membership period, we had 33 legacy commitments!

—Scott R.P. Janney, President of PlannedGiving.com and Director of Planned Giving

at Main Line Health
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professional will never be at a point in her career where policies and procedures

are no longer important. As she explores more gifts, and more complicated

gifts, with donors, she will face a continual need to revisit policy issues. How-

ever, as the need for many types of advice will diminish, other things that are

offered by a council of professionals cannot be replaced. It is shortsighted to

focus exclusively on internal issues at any time in one’s career, especially when

launching a new planned giving program. The development professional needs

to be cognizant of moving through the middle column in Table 5.3 and begin

soliciting and closing gifts.

The group structure should be related to the most pressing needs of the

planned giving program. The planned giving professional should ask, ‘‘Which

type of volunteer group does my program need now?’’ This question should be

revisited periodically. One may not be anxious to form an additional volunteer

group and, therefore, may decide to disband one type of group or change the

way the group functions. However, if one decides to steer the activities of the

current council toward those of a team, or divide the committee into different

groups for governance and advice, one should be sure to respect the commit-

ments that current members have made. If one is missing any of these three

volunteer groups, one may want to form a working group of members with

specific abilities, connections, and interests to serve in the areas of greatest

current needs.

The Planned Gift Advisory Council and Its Members

The following questions should be clearly addressed by the nonprofit organiza-

tion’s job description for Planned Gift Advisory Council members:

� What does the council do?

� What benefits does the council bring to the organization?

� What can the organization expect from council members?

Two items that should be included on the list of expectations are: (1) all

council members should be donors, and (2) within the bounds of the ethical
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guidelines of each advising profession, there are plenty of ways these advisors

can promote the cause and, therefore, they should do so.

I N T H E REA L WOR LD

United Way Professional Advisory
Committee, Volunteer Job Description

CHARGE:

To cultivate and educate planned giving prospects and the financial and

estate planning community. Also, to develop and update United Way’s

planned giving policies.

RESPONSIBILITIES:

�1 Make a personal planned giving commitment to United Way.�2 Advocate for United Way’s planned giving program in the community

and within United Way.�3 Develop and annually review planned giving policies.�4 Educate and cultivate other financial and estate planning professio-

nals by hosting at least five one-to-one breakfast or lunch meetings.�5 Participate in United Way activities, including seminars, presenta-

tions, writing articles, or reviewing proposals.

TIME COMMITMENT:

Two-year term. The Professional Advisory Committee meets twice per year.

Other time commitments include participation in seminars and other pros-

pect cultivation activities.

QUALIFICATIONS:

Volunteers should be highly respected in their fields and possess the high-

est ethical standards. Knowledge and personal support of United Way, in-

cluding volunteer and/or financial contributions, is highly desired.

—United Way Worldwide, ‘‘Of Legacy Builders and Planned Givers: United Way’s

Toolkit to Increase Endowed and Planned Gifts,’’ p. 31, www.brattleboromuseum.

org/pdfs/epg_toolkit.pdf
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The council exists to involve members of a very important constituency. It

is more than just another meeting to be planned. One should offer opportuni-

ties for advisors to share their own stories. They bring more credibility and a

higher interest level from their peers than development professionals are able to

produce without their assistance and leadership.

When recruiting council members, one should keep diversity, in the

broadest sense of the word, in mind including seeking advisors from varied pro-

fessions and from across geographic areas as appropriate for the organization.

When looking to work with councils, one should keep the following

elements in mind:

� If one has regular meetings, keep in mind the donor advisors’ question,

‘‘What’s in it for me?’’ as the agenda is set. Make sure that meetings are

helpful to the professionals and respectful of their time commitments.

Make sure to clearly communicate the ‘‘take-away value’’ of the

meetings.

� Refreshments are an important part of the meeting; plan to have much

more than just enough. Do not settle for the usual fare. Make it inviting,

special, pleasurable, and memorable.

� Make the meetings interesting. Do not bore the council with reports that

they do not need to hear. Mix in humor; include visual reinforcement

such as PowerPoint presentations, bulletin boards, and short video clips.

� Keep the meetings to one hour.

� Offer tours of the facility and presentations by important leaders.

� Give members a binder and provide copies of additional materials to use

or give to interested clients.

� Every time one sends out a planned giving publication, send members

additional copies with a personal note.

� Meet with members personally, on a regular basis.

� Be prepared to suggest the best members to serve in governing capacities

at the organization.
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Five Practices for Working with Donor Advisors

A helpful set of practices that are particularly important in working with donor

advisors are the Five Practices of Exemplary Planned Giving Officers, adapted

by Janney from The Leadership Challenge by James M. Kouzes and Barry Z.

Posner.5 Finding ways to exercise these Five Practices will help make the

council experience more beneficial for donor advisors and more beneficial for

the organization.

1. Model the Way. Since the development professional will be asking advisors

to help the organization by donating their expertise, he needs to model a

self-giving posture as he helps them make philanthropy fit into their pro-

fessional services. One should lead by one’s actions. Development profes-

sionals should make educational presentations relevant to the advisors, and

help them answer the question, ‘‘How can I use this to help my clients and

my business?’’ One also needs to ‘‘walk the walk’’ as a professional who

exhibits clear standards of professionalism and ethical best practice. One

should be the first to offer a helping hand, and never ask others to do

things that she is not willing to do herself.

2. Inspire a Shared Vision. A vision is more than a financial goal. The charity is

an important resource in the community and, perhaps, the nation or

world. Many area professionals want to see it maintained and strengthened.

In order to inspire a shared vision among donor advisors, one must listen

to volunteer leaders to find the points where their vision and the organiza-

tion’s intersect just as one would do with donor prospects. For example,

when Janney was at St. Mary, the senior partner of a physician group told

him that a member of the council was the practice’s attorney and had spo-

ken with him about the importance of estate and charitable planning.

When Janney made a presentation to the 25 partners of that group, he

asked that attorney to review the presentation, and then expressed his

appreciation for the attorney’s help in front of the partners. Proper plan-

ning, with a charitable element included, is in the best interest of the orga-

nization, the donor/client, and the advisor.
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3. Challenge the Process. If one is working with a committee when her profes-

sional and organizational needs call for a team, something is going to need

to change. Challenging the process does not consist of change for its own

sake, but of making the process work to serve the organization’s purposes.

One does not need to move to the perfect organizational structure in one

quick step. Change is often accomplished with incremental steps and small

victories. One should carefully choose which changes to make first, and

build on a record of successful transitions before challenging the major

structures or becoming embroiled in turf wars.

4. Enable Others to Act. The development professional should ask himself

what he can do to make it easier for the professional advisors in the com-

munity to facilitate planned gifts to his organization and which barriers

he can minimize or remove. Also, he should find appropriate ways for

the organization’s donors to learn about the expertise and services of the

council members and other qualified professional advisors. One can create

a climate of trust in order to help donor advisors work better through

interdependence.

5. Encourage the Heart. Recognition is a very important part of building coali-

tions with the donor advisors in the community. One can start by listing the

names and professional affiliations of council members in the organization’s

newsletter and web site. A word of encouragement and appreciation at

meetings is also important. The planned giving professional should publicly

thank specific members for their advice about particular questions and for

their service on specific projects. This not only makes the members feel

appreciated, it also gives their colleagues on the council ideas for how they

can help the cause. One should also be sure to include council members in

other donor events, especially if these events involve members of your board

or legacy society. These two groups are especially important to council

members, and it is also important to impress the board and legacy society

members with the caliber of the council members. Development professio-

nals should look for imaginative and authentic ways to say ‘‘thank you,’’
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both publicly and privately. Focusing on success stories at a meeting of the

council could lead other professionals to follow the example.

I N T H E REA L WOR LD

Advisors Really Can
Facilitate Philanthropy

Oseola McCarty was a quiet, 87-year-old African American woman living in

Haittesburg, Mississippi. Even as a young child, she worked and she saved.

‘‘I would go to school and come home and iron. I’d put money away and save

it. When I got enough, I went to First Mississippi National Bank and put it in.

The teller told me it would be best to put it in a savings account. I didn’t

know. I just kept on saving,’’ McCarty said.

Unfortunately, when McCarty was in the sixth grade, her childless aunt be-

came ill. McCarty left school to care for her and never returned to school.

Instead, she spent a lifetime earning a living by washing and ironing other

people’s clothes. And, she continued to save what she could by putting

money into several local banks. She worked hard, lived frugally, and saved.

Nancy Odom and Ellen Vinzant of Trustmark Bank worked with McCarty for

several years, not only helping her manage her money but helping look after

her personally. They eventually referred her to Paul Laughlin, Trustmark’s

assistant vice president and trust officer. ‘‘In one of our earliest meetings, I

talked about what we could do for her,’’ Laughlin said. ‘‘We talked about

providing for her if she’s not able. Then, we turned naturally to what happens

to her estate after she dies.’’

Laughlin continued, ‘‘She said she wanted to leave the bulk of her money to

Southern Miss, and she didn’t want (anybody) to come in and change her

mind. I called Jimmy Frank McKenzie, her attorney—she’d done laundry for

him for years—and he talked to her. He made sure it was her idea. Then, I

met with her to let her decide how to divide her money up.’’

McCarty said, ‘‘Mr. Paul laid out dimes on the table to explain how to divide

it up.’’

Laughlin explained, ‘‘I got 10 dimes (to represent percentages). I wrote on

pieces of paper the parties she wanted to leave her money to and put them

on the table. Then, I asked how she wanted her money to be split up. She put

one dime on her church and one each for several relatives. Then, she said

182

E d u c a t e a n d C u l t i v a t e P r o f e s s i o n a l A d v i s o r s



E1C05 09/01/2010 20:56:25 Page 183

she wanted the rest—six dimes—to go to the college. She was quite defi-

nite about wanting to give 60 percent to Southern Miss. To my knowledge,

she had never been out there, but she seems to have the best of the stu-

dents in mind. The decision was entirely hers.’’

McCarty said, ‘‘I just want the scholarship to go to some child who needs it,

to whoever is not able to help their children. I’m too old to get an education,

but they can.’’

McCarty signed an irrevocable trust agreement stating her wishes for her

estate and giving the bank the responsibility for managing her funds. ‘‘Mr.

Paul gives me a check, and I can go get money anytime I need it. My lawyer

gave them permission to take care of me if something happens to me,’’

McCarty said.

Laughlin said the bank normally keeps such transactions in strictest confi-

dence, but because of the uniqueness of McCarty’s story, he asked for her

permission to make it public. ‘‘Well, I guess that would be all right,’’ she

said with her typical calm acceptance.

Laughlin notified The University of Southern Mississippi in 1995. McCarty, a

washerwoman for over 75 years, donated $150,000 to Southern Miss to

establish the endowed Oseola McCarty Scholarship.

Southern Miss recognized McCarty’s generosity, and she finally got to see

the university. She also got to meet some scholarship recipients before her

death in 1999. As a result of the publicity about her extraordinary gift, South-

ern Miss raised over $200,000 in current gifts for the Oseola McCarty Schol-

arship Fund, which allowed for the immediate awarding of scholarships.

By working together, McCarty’s advisors—her bankers and her lawyer—

were able to protect her interests and assist her in realizing her philan-

thropic aspirations. Without the wisdom of the advisors, the gift to Southern

Miss might never have been. Or, if it had been made, might not have been

done in a way that would give the donor so much joy and the university the

opportunity to leverage the story. By working together, advisors and non-

profit officials were able to ensure that McCarty’s wishes were honored,

and that she was appropriately recognized while still alive, bringing her

much deserved joy. With McCarty’s story, Southern Miss was also able to

inspire others to be philanthropic. Students benefited sooner, and more stu-

dents have benefited than otherwise may have been case.

—This story was compiled with material from the Oseola McCarty memorial page at

The University of Southern Mississippi web site (www.usm.edu/pr/oolamain.htm).
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Summary

Development professionals and the organizations they represent should be

mindful of the position occupied by legal and financial professionals. They are

often the gatekeepers into the wealth of a community; they often possess con-

siderable personal wealth, and they may be excellent candidates for making

planned gifts with their own private assets.

By engaging them in ways that respect their expertise, time, and client rela-

tionships, development professionals can build relationships that benefit the

nonprofit organizations they serve, the organization’s donors/advisors’ clients,

and the professional advisors.

Just as organizations must educate and cultivate the support of donors, pro-

fessional advisors must be educated and cultivated. When doing so, it is essential

to adopt an advisor-centered posture and look at what value the organization

can bring to the relationship that will ultimately best serve donors/clients. As

trust and value blossoms, so will philanthropy.

Exercises

� Professional advisors can provide a number of benefits to nonprofit organi-

zations. However, before approaching advisors to cultivate a relationship,

you need to know what your objectives are. Review Tables 5.2 and 5.3 and

determine where your organization currently falls and where it aspires to be.

� Most nonprofit organizations already have relationships with some profes-

sional advisors. Look at your organization’s board list and identify the advi-

sors that are serving. These individuals can be engaged to assist with

advisor outreach.

� Other advisor relationships already exist. Develop a list of lawyers and

accountants who have already facilitated gifts to the organization. This is a

good group to cultivate.

� Offering professional advisors a relationship based on a fair exchange of

value is important to building a successful partnership. List 10 ways your

organization can provide value to professional advisors.
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CHAPTER 6

The Ask

You may be disappointed if you fail, but you are doomed if you don’t try.

—Beverly Sills

After reading this chapter, you wil l be able to:

� Recognize three different approach methods to solicit planned gifts.

� Identify key features of each approach method.

� Understand when to use each approach method.

� Appreciate how a prospect approaches the ask conversation.

� Ask for gifts with confidence.

Planned gifts allow donors to leave a lasting legacy. While such significant

gifts are valuable to the nonprofit organization, they are also extremely valu-

able to the donor. Such gifts allow donors to have a positive impact on their

community and the world, whether creating a permanent program, con-

structing a new building, or simply helping the charity to do good things

for some length of time. This is very meaningful to many people. In addi-

tion, the donor might receive certain tax benefits or income from a gift.

Those potential donors who understand the great value, to themselves or

their loved ones, of creating a philanthropic legacy can hardly be stopped

from doing so once they are aware of the concept. Those who do not see
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much value in it will never make such a gift no matter how much they are

encouraged to do so by development professionals.

The primary task of major gifts and planned giving officers is not, as

some people may think, the very unpleasant job of persuading prospective

donors to make a large gift to the charity. Instead, development professio-

nals have the very enjoyable role of making prospective planned gift donors

aware of the great value to them of making a meaningful gift. For those

prospective donors who recognize this value, development professionals are

charged with stewarding them through the process so that they will realize

their aspirations.

Good Things Come to Those Who Ask

If nonprofit organizations want planned gifts, they must ask for them. If

nonprofit organizations want more planned gifts, they must ask more peo-

ple and do so more effectively. However, a solid ask will only be effective

if the development professional has identified the appropriate pool of pros-

pects, understands what motivates planned giving prospects, knows how to

work effectively with professional advisors, educates prospects, and culti-

vates their support. Once all of the other steps of the process have been

carefully followed, the development professional is ready to proceed to an

ask for support.

Interestingly, donors expect to be asked for planned gifts and are fine with

it. In a survey conducted by Adrian Sargeant and Elaine Jay, 88.7 percent of

donors to nonprofit organizations ‘‘indicated they believe it is appropriate for

nonprofits to ask for legacy gifts.’’1

Ideally, every ask for major or planned giving support would occur dur-

ing a face-to-face visit. However, with limited budget and staff resources,

most development professionals cannot meet with all of their prospects.

This usually means that the development professional will meet with and

solicit her best prospects while all others are marketed to passively if at all.

For example, a development professional might meet with his 120 best
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prospects during the course of a year while letting the education and culti-

vation marketing effort stimulate ‘‘over-the-transom’’ gifts. However, an in-

creasing number of organizations are beginning to treat planned giving just

as they would any other type of fundraising. They are using direct mail and

the telephone to effectively solicit gifts from second-tier prospects.

Using Direct Mail to Ask for Gifts

Direct mail appeals have long been the backbone of many successful annual

fund campaigns. Now, they are beginning to be used more often in

planned giving efforts as well. For example, in 2006, the American Civil

Liberties Union (ACLU) Foundation ran the Legacy of Liberty Challenge

Campaign. Through the generous commitment of an ACLU donor, the

organization was able to promote a matching challenge grant. Donors who

I N T H E REA L WOR LD

What Fundraising Approach
Method Works Best?

�1 Person to person (team of two calling on one).�2 Person to person (team of one calling on one).�3 Telephone (after a personal letter).�4 Personal letter (without a telephone call).�5 Telephone call (then send a follow-up letter).�6 Telephone (without a letter for follow-up).�7 Special event benefit.�8 Direct mail (impersonal letter mass produced).�9 Door to door.�10 Impersonal telephone (to unaffiliated people).�11 Media advertising.

—Harold J. Seymour, Designs for Fund-Raising (Rockville, MD: Fundraising Institute,

1988).
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made a bequest or trust commitment or the donation of a charitable gift

annuity (CGA) saw their contribution matched by the challenge grant up

to $10,000 each in immediate cash support. The challenge grant magnified

the impact of gifts and established a sense of urgency, something usually

absent in gift planning.

A study of 15 years of bequest collection records at a large national non-

profit organization with a mailing program of 1 million pieces discovered

that donors who received a letter directly asking them for a bequest were 17

times more likely to give a bequest than donors who were not asked.2 Direct

mail works. It can inspire people to make a bequest commitment and it can

uncover cases where donors have already made the commitment thereby

giving development professionals the opportunity to properly recognize and

steward these individuals.

Another direct mail example comes from the Natural Resources Defense

Council (NRDC) which implemented a similar challenge grant program be-

ginning in 2009. The NRDC Legacy Leaders Million-Dollar Challenge

matches bequest commitments at a rate of 10 percent up to $10,000 per com-

mitment. If a commitment is made, but the amount remains undisclosed, the

commitment will be matched with a challenge gift of $150. The total value of

the challenge grant is $1 million.

The NRDC, which has 1.3 million members and activists, chose to send

the planned giving appeal to current members over the age of 55 or, if no age

data was available even after an age-appending process, current members who

have been members for at least five consecutive years. With some additional

refinements, the prospect pool totaled approximately 50,000.

The NRDC sent two direct mail pieces in 2009 with another two sched-

uled for 2010. Each mailing will go to 25,000 people, meaning that some non-

responding prospects will receive multiple appeals. The NRDC magazine, On

Earth, carried an advertisement promoting the challenge program in an effort to

educate prospects and reinforce the mailing.

The November 2009 direct mail package included a letter from John

Adams, the NRDC Founding Director. The closed-face outer envelope
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featured a live postage stamp, a typed address, and the teaser: ‘‘An inspiring

message from a longtime NRDC member in Wyoming.’’ In his letter,

Adams described the founding of the organization and its continuing vision.

He also demonstrated his commitment to the organization by explaining

that he and his wife have included a bequest provision in their estate plan.

He then highlighted the challenge program and encouraged the reader to

participate. He closed the two-page letter by mentioning that the individual

can help safeguard the environment by making sure the NRDC is there for

generations to come. The letter also referenced a lift note from a legacy do-

nor (the one mentioned on the outer envelope) and a full-color brochure,

Guide to Bequests, to help the donor understand how she can include the

NRDC in her estate plans.

The lift note from Meredith Taylor, an NRDC planned gift donor, was a

passionate testimonial. In her note, she explained why she and her husband

have included the NRDC in their estate plans. She also encouraged the reader

to follow her lead by making a commitment as well, ‘‘All you have to do is tell

NRDC that you’ve included the Natural Resources Defense Council in your

estate plans. There’s no need to write a check; it’s just a matter of saying that

you’ve named NRDC in your Will.’’

While the NRDC Guide to Bequests brochure does not mention the

challenge, it does review a number of charitable estate planning options

and contains several lovely photographs of natural scenery and wildlife.

The package also included a buckslip ‘‘Announcing the NRDC Legacy

Leader Million-Dollar Challenge!’’ The buckslip briefly explained the

terms of the challenge and, as the letter did, included the name and con-

tact information of Michelle Quinones, Senior Gift Planning Specialist.

The buckslip also outlined the benefits of being part of the Legacy Leader

recognition society: lifetime NRDC subscriptions, invitations to special

events, one gift membership and, unless the donor wished to remain anon-

ymous, recognition in the NRDC annual report.

The final elements of the NRDC direct mail package were a ‘‘Confidential

Reply Form’’ and business reply envelope. The reply form gave the recipient
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the option of disclosing that the NRDC is already part of her estate plans or

indicating that she would like additional information. The form did not ask

for the amount of the gift commitment. While that information would be

needed for the challenge grant, NRDC did not want to create an obstacle to

response. Instead, staff knew there would be plenty of time to seek that infor-

mation once the form was received. In fact, this would give staff a terrific rea-

son to follow up with those who responded to the direct mail appeal.3

When the NRDC receives a form, the organization sends appropriate

follow-up information to those requesting it, and later calls those individu-

als. For those who indicate they have made a commitment, the NRDC

sends a thank-you letter. The thank-you letter package contains a gift form

confirming the commitment, confirming how the donor’s recognition list-

ing will appear in the annual report, and asking for the dollar amount of the

commitment so that it can be matched. The package also contains informa-

tion about how the donor can assign his one free gift membership. When

the confirmation form is received, the donor is sent a certificate recognizing

his membership in the Legacy Leader recognition group. The certificate

mailing is followed by a friendly telephone call to thank the donor again

and to make sure he received the certificate.

Because of the nature of the challenge grant, NRDC staff have a very posi-

tive and strong reason to follow up with donors to discover the actual gift

amount. This leads to a variety of friendly telephone exchanges and face-to-

face visits.

KEY CONC EP T

To create a sense of urgency with a direct mail appeal, secure a chal-

lenge grant. This will give prospects a reason to take immediate action

while giving them a good feeling knowing that the value of their gifts will

be magnified.
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The results from two of the four planned mailings are in. The first two

mailings generated 87 confirmed bequest commitments. Of those, 62 were

willing to confirm the gift value. The value of the commitments from the

first two mailings is $8.5 million with an average bequest value of approxi-

mately $137,000 and a typical bequest value of about $100,000. This has

resulted in $330,000 in matching gift support so far, according to Michelle

Mulia-Howell, Director of Gift Planning at the NRDC. In a typical year,

the NRDC would receive approximately 60 bequest commitments. The

organization now has more than 1,300 members of its Legacy Leader

planned giving recognition group.

While the NRDC is using direct mail to generate inquiries and gifts, the

organization is also relying on the telephone and face-to-face visits to follow up

with people. The additional contacts provide additional cultivation and stew-

ardship while giving staff the opportunity to learn more about prospects and

donors. With a gift planning staff of one director, two officers, and an assistant,

the NRDC could not have reached out personally to 50,000 individuals. The

direct mail campaign, however, could do so.

Brian Sagrestano, President of Gift Planning Development, found when

doing marketing to identified prospects with whom the charity has a limited

relationship, planting the seed for a gift amount is important. A small New Eng-

land college conducted an interesting experiment. The college first sent out a

postcard asking people to consider increasing their income in retirement

through a gift annuity with a $10,000 example. The college sent the same card

to another group with a $25,000 example. The college found that the first card

resulted in $10,000 gifts while the second card resulted in $25,000 gifts, even

though both cards said the minimum gift amount was $10,000. The response

rates to both cards were comparable. The power of suggestion is more powerful

than we often realize.

When preparing a direct mail appeal, one should keep in mind many of the

same points outlined in Chapter 4. In particular, one should keep the following

points in mind:
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� One should have a donor-centered reason for writing.

� Make sure the mailing is readable.

� Although the letter will go to many people, make it sound as though it is

going to just one.

� Touch the reader’s emotions by telling a story, providing a testimonial, or

showing meaningful illustrations.

� Provide useful information and give prospects an easy way or, better yet,

multiple easy ways to request additional information.

� Give people easy, confidential ways to commit.

� Be prepared with a solid follow-up regime.

Using the Telephone to Ask for Gifts

Just as the telephone is a powerful annual fund solicitation tool, it is also a strong

tool for soliciting planned gifts, when used properly. One problem with direct

mail is that it is easy to ignore. It is much harder for a prospect to ignore a

telephone call. In addition, a telephone call can build rapport and answer ques-

tions in a way that direct mail will never be able to do. In a dynamic telephone

conversation, the appeal can actually be tailored to each individual.

To be effective, calls must be made by intelligent, mature, well-trained pro-

fessionals who can engage prospects in actual conversations. While the conver-

sation will be structured and follow a designed flow, it should not involve the

slavish reading of a script. Calls can be made to solicit planned gifts in general

or specifically for bequests or CGAs. While volunteers can make calls, it will

usually be more effective to have paid callers on the telephone, either employed

and managed by the organization or by a professional telephone fundraising

company. A planned giving telephone campaign is something that can benefit

almost any nonprofit organization.

A university in Texas decided to use the telephone to encourage alumni

to request a CGA proposal.4 The university began by mailing 7,000 letters.

The letters contained a response card so that alumni could request
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information. A total of 44 people (0.6 percent response rate) requested more

information. The 6,956 nonresponders received a second mailing and re-

sponse card. The second mailing generated 42 responses (0.6 percent). Stu-

dent callers contacted the 86 individuals who requested more information.

They explained the details of the CGA program and answered questions. Of

the 86 alumni called, 40 requested a CGA proposal; the callers gathered the

necessary information. Planned giving staff then prepared the CGA illustra-

tions and sent them. The planned giving staff telephoned and, in some cases,

visited the 40 prospects closing a total of eight CGAs worth $400,000. The

minimum gift for establishing a CGA was $10,000. A $1,000 annual fund

donor who was contacted established a $150,000 CGA and talked about

doing another; her brother, not part of the initial prospect pool, gave

$330,000 as a result of follow-up conversation inspired by his sister’s gift.

This one calling program was instrumental in generating at least $730,000

in support through CGAs.

The Texas-based university conducted another CGA test program with

a much smaller prospect pool though it was similar in composition to the

original. Instead of sending two letters, the university sent only one letter

to 50 prospects. Callers followed up to all 50 prospects. Of those con-

tacted, 20 were interested in receiving a proposal. The university planned

giving staff prepared the proposals and anticipated closing at least four

CGA gifts.

The planned giving staff at the Texas university discovered that they

were able to close approximately 20 percent of the proposals they presented

regardless of the test program. However, with the first test program, only

0.6 percent of the original prospect pool had requested a proposal. By con-

trast, after the calling was completed in the second test program, 40 percent

were interested in receiving a proposal. While the first test produced

$400,000 in gifts from the prospect pool, one can extrapolate the results of

the second test to reveal that a potential to generate $19.6 million could

exist with the original prospect pool. At the very least, these tests demon-

strate that while direct mail can effectively support a telephone program,
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the telephone is a far more powerful medium when it comes to inspiring

prospects to request a proposal. While the results in the second test might

not have been so dramatic if more prospects had been included, the results

would almost certainly still have been far, far greater than what was

achieved in the first test. The streamlined process was more efficient and

more productive. Neither approach generated any complaints from alumni.

Kent State University did a prospect screening and found it had approxi-

mately 27,000 planned giving prospects.5 Recognizing that the university

would never have a sufficient number of planned giving or major gift offi-

cers to see so many prospects, the university turned to the telephone. The

university was already employing student callers to contact alumni for the

annual fund. Staff created a simple tag to these calls when they were made

to select prospects (i.e., those who were rated as planned giving prospects,

over the age of 62, annual fund donors for 10 years, etc.). Regardless of the

outcome of the annual fund call, provided that the prospect was in a positive

mood, the student caller would ask if the prospect had ever considered do-

ing something for the university beyond his lifetime, by remembering Kent

State in his will. The results of the probe are categorized into ‘‘already in

will,’’ ‘‘considering/wants information/follow up,’’ ‘‘considering/no infor-

mation,’’ and ‘‘not now.’’

While the use of student callers to qualify prospects was innovative, the

postlead comprehensive follow-up program is what delivered the results,

according to Mindy Aleman, Executive Director of Kent State University’s

Center for Gift and Estate Planning. Appropriate follow-up mail is sent

depending on the response. Qualified prospects are then assigned to devel-

opment staff for cultivation, visits, and, eventually, solicitation of a gift.

KEY CONC EP T

Testing different direct-response approaches will allow you to determine the

best approach for your organization.
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Center staff continue to monitor the progress made. The planned giving

probe at the end of the annual fund call was designed to find the low-

hanging fruit. As a result of the probes, the university has closed bequest

commitments, trusts, CGAs, and current gifts when following up with the

qualified planned giving prospects. In the five years since the effort began,

Kent State has raised $1.3 million in new gifts and bequest commitments;

during that time, only one complaint was received. The lead generation by

telephone cost the center nothing since the planned giving probe was a

simple, short piggyback onto the annual fund call.

A mid-Atlantic university recognized the potential of using the tele-

phone for planned giving.6 However, instead of adding a tag to an annual

fund call, the university implemented an integrated direct-mail/telephone

program to solicit bequest commitments and steward individuals who are

willing to consider a commitment. The program was a stand-alone planned

giving appeal and was not connected to the annual fund calls at all. In fact,

the planned giving and annual fund staffs coordinated efforts to avoid either

call being placed too soon following the other. The planned giving pro-

gram involved personalized letters, a capsule planned giving case brochure,

and will confirmation form and envelope. The precall packages were

mailed to 18,161 alumni, retired staff, and retired faculty. While prospects

who had already included the university in their will could have completed

the form and sent it in, virtually no one did. So, nearly all prospects were

assigned to receive a telephone call. When contacted, prospects were

engaged in a conversation.

During the course of the conversation, callers asked open-ended questions

instead of yes/no questions to engage the prospects. The average conversation

lasted 10 to 15 minutes. Those who expressed a willingness to consider a be-

quest commitment received a thank-you letter, will confirmation form, and, if

they requested it, additional information. Prospects were encouraged to com-

plete the will confirmation form once they were ready to make a commitment

so they could be recognized by the university’s planned giving donor re-

cognition society.
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At the end of the first call, there were also those who said they had already

included the university in their will. This group received a thank-you letter and

then a call from a member of the gift planning staff. The staff member, either by

telephone or in person, thanked the donor and tried to gather additional infor-

mation and documentation of the gift in order to provide the donor with

proper recognition.

Those who received the mailing following the first call but who did not

send back the form were contacted again by telephone. This confirmation call

identified questions the prospect might have, provided answers to questions,

determined if the prospect had taken any action since the last call, and then

reconfirmed where the prospect was on a decision-making continuum. Those

contacted received a follow-up letter.

During the next three years, the university intends to follow up with

those prospects who were receptive to the idea of bequest giving. Those

prospects will receive two letters and two calls each year to move them

closer to actually taking action to include the university in their estate plans.

In addition, the university’s development team will visit some of these pros-

pects to further cultivate them.

For the mid-Atlantic university, 18,161 prospects were targeted. Eight

prospects provided documentation to the university to demonstrate their

bequest commitments. An additional 48 prospects verbally stated the univer-

sity is in their will. An additional 13 have scheduled an appointment with

an attorney. An additional 41 expressed serious interest and stated they

would take action within the next three years. An additional 1,611 have

some type of interest in bequest giving and, on some level, are willing to

consider making such a gift at some time. Those who were willing to docu-

ment their commitment, 13 at last count, had plans to make gifts valued at

$1,000 to $50,000 each. After follow-up from the senior director of planned

giving, one additional donor made a bequest commitment of $5 million.

The university anticipates that the program will generate $13 million, and

likely substantially more, at a cost of under, possibly far under, ten cents on

the dollar raised.
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The program for the university generated millions of dollars in a very

cost-effective manner. However, only 1 percent of those contacted either

had already included the university in their wills or had expressed a willing-

ness to take action soon with another 14 percent willing to consider a be-

quest. The university could have achieved a higher response rate if it

had narrowed its prospect pool. However, the staff realized that potential

donors exist at every level of the university’s prospect file. For example,

though the response rates were even lower, some commitments were

received from alumni nondonors. Other organizations might not make the

same decision regarding the composition of the prospect pool. For example,

some universities narrow their focus because of budgetary constraints or

other factors and experience greater response rates. With a more narrowly

defined prospect pool, some universities find 2.5 to 5 percent of those con-

tacted have included the university in their wills or have expressed a willing-

ness to take action soon with another 30 to 35 percent willing to consider a

bequest. Response rates will also vary depending on the quality of the rela-

tionship that exists between prospects and the organization.

A symphony orchestra in the Pacific Northwest wanted to increase the

number of bequest commitments generated by its marketing efforts. The or-

chestra’s newsletter was generating a very low number of inquiries. So, the

orchestra decided to implement a coordinated direct mail/telephone pro-

gram. The organization mailed to 2,200 prospects who were identified by

an electronic prospect screening and that remained highly-rated prospects

following a manual review. Staff followed up the letters with telephone calls

and reached 1,200 individuals. Of those reached, 13 (1 percent) stated that

the orchestra was already in their will, 40 (3.3 percent) said they would put

the orchestra in their will at a later time, 349 (29 percent) said they would

consider a bequest gift. In addition, the program generated five current cash

gifts. The orchestra estimates that deferred giving will total $2 million.7 Staff

was able to follow up with donors to confirm their commitment and appro-

priately recognize them. In addition, they were able to follow up with those

who were considering a bequest commitment to make sure they had the
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information necessary to help them with their decision. Staff did not receive

any complaints.

In the three bequest campaigns reviewed previously, callers were able to

uncover existing bequest commitments that were previously unknown.

While those gifts would likely have been fully realized without the telephone

call, it was very valuable for the organizations to know about these commit-

ments. Now that the organizations know about the commitments, they can

appropriately recognize the donors thereby solidifying the commitments and

bringing joy to the donors. In addition, by adding these individuals to the

planned gift recognition societies, the organizations can inspire others. Fi-

nally, now that the organizations know about the commitments, they can

talk with these donors further and determine whether a simple bequest is, in

fact, the best gift for the donor or whether some other arrangement (i.e.,

CGA or trust) might make more sense.

An international Christian relief and development organization imple-

mented a direct mail/telephone program to ‘‘enroll’’ prospects in an estate plan-

ning education series.8 The program is described in Chapter 4. The relief

organization was able to enroll 47 percent of those contacted. After receiving

the education series by mail and after receiving the cultivation calls that were

part of the series, prospects were asked to include the organization in their

estate plans. Of the 6,300 original prospects, 282 made bequest commitments

valued at $5.1 million. In addition, among those who received the educational

series, annual giving numbers increased.

A telephone program is admittedly not the ideal way to solicit planned

gifts. Doing so face-to-face is the best approach. However, as the old Bell

System (AT&T) commercials used to say, ‘‘[The telephone] is the next best

thing to being there.’’ Leslie D. Bram, Associate Vice President/COO of the

University of Florida Foundation, notes that even with a robust planned

giving professional staff of six and 70 major gift officers, the Foundation still

does not have sufficient staff, and never will, to visit with all of its planned

giving prospects. When the state of Florida initiated the ‘‘Opportunity

Scholarship Program,’’ a challenge grant for the state’s public universities,
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the Foundation looked for ways to broaden its outreach. The Foundation

decided to implement a telephone program. The challenge grant created a

sense of urgency and presented alumni with a great chance to have their

gifts magnified by the matching grant from the state. The telephone pro-

gram allowed the Foundation to reach out to 11,551 prospects resulting in

174 alumni who made bequest commitments or promises to take action

soon and 769 alumni who are willing to consider a bequest commitment.

The Foundation has not received any serious negative complaints, and the

program is anticipated to possibly produce $6 million or perhaps signifi-

cantly more, not including the state match. Most of this revenue would not

have come in otherwise.9

There are many different telephone fundraising models in use for

planned giving. Some organizations have implemented in-house efforts

while others have contracted with telephone fundraising companies. No sin-

gle model is correct. No single prospect focus is correct. Each organization

must determine what is most appropriate given its unique set of circum-

stances. To further engage a marginally affiliated constituency, offering an

estate planning education series might make sense to cultivate prospects

prior to an ask. For an organization with a well-affiliated population, a

coordinated mail and telephone appeal might be more appropriate. Some

organizations might use a letter before the call while others, to conserve

limited budget dollars, might send a precall postcard rather than a letter

using its limited resources to make more calls. Some organizations will pig-

gyback a planned giving probe onto an annual fund call. Some organizations

will use the telephone to solicit stock gifts, or life insurance policies, while

others will solicit CGAs as others solicit bequests. Some will offer all gift

planning options to their prospects.

What we know is that the telephone medium can produce cost-effective

planned giving results with little or no negative feedback if care is taken. The

key steps for nonprofit organizations to remember are:

� Determine the objectives of an outreach program.
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� Define the largest prospect pool possible given budgetary constraints, in-

stitutional priorities, and the limited ability to visit with all prospects.

� Consider the organization’s capacity to handle the postcall follow-up work

when determining the size of the prospect pool.

� Choose the calling model that can best achieve the objectives and that is

most compatible with the prospect pool.

� Make sure that the callers are intelligent, mature, experienced, and

articulate.

� Provide the callers with extensive training.

� Use a call outline rather than a hard script. Callers should stick to a struc-

ture and a call flow, but they should never actually read from a script.

� The letters and the calls used should be friendly and helpful in tone.

� Have a follow-up system in place to handle all responses, even from those

who choose not to commit.

� Plan on visiting with those contacted, particularly those who commit.

Meeting Face-to-Face for the Ask

In an ideal world, a nonprofit organization would have the staff and funds re-

quired to develop and solicit every prospect for a planned gift of any kind

through face-to-face visits. This is the most powerful way to accomplish

planned giving goals. In reality, limited resources require the organization to

focus face-to-face solicitation efforts on only the best prospects that will give

the most immediate return on investment. As discussed earlier, all others can

be cultivated and solicited through mail and the telephone.

Much of this section is informed by Bruce Makous, a consultant with

Barnes & Roche, Inc.10 This section incorporates a number of case studies and

scripts to show how the process works. The techniques presented are based on

Makous’ 26 years of fundraising experience, and on more than 400 one-on-one

donor meetings and tens of millions of dollars raised in major and planned gifts.
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The techniques are appropriate not only for fundraising officers but also for

volunteers, and these methods apply to nearly every type of nonprofit

organization.�

Personal interaction with priority prospects is important to good cultiva-

tion and, eventually, solicitation. The best method for effective cultivation is

a private, one-on-one visit. The goal of the development professional dur-

ing the initial visit is to simply become better acquainted and earn the pros-

pect’s trust. Asking for a planned gift during an initial meeting will be

ineffective, particularly if this is the first time that anyone from the charity

has talked with the prospect. A prospective donor needs time to become

familiar with the concept of philanthropic planning, and the idea itself needs

time to grow and develop into an inspiration for the donor, which can re-

quire many months or even years.

The development professional needs to contact the prospect and set up a

first visit. The goal of this meeting is to provide him with an update on all of

the wonderful new developments at the organization, some of which have

been made possible in part through his support. It is important for the organiza-

tion to provide loyal supporters with a report on how their funds are being

used, and to receive their feedback.

No matter how well-screened and selected the prospects are, only a

small portion of them will be interested in the idea of a visit with a charity

officer. This ratio can range from about one out of four for a highly culti-

vated donor base (i.e., some university alumni or religious congregations) to

as low as one out of 40 for a charity with a less cultivated base. If it comes

up while attempting to set up the first meeting, the development profes-

sional should make it clear that this visit will not involve a solicitation of

any kind. The development professional must promise that there will be no

request for a gift at this visit and, if the prospect agrees to the visit, that

promise must be kept.

�Bruce Makous, CFRE, CAP, ChFC, a consultant with Barnes & Roche, Inc., graciously contributed extensive mate-

rial throughout this entire chapter.
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The prospects most likely to agree to a meeting are those with a program-

matic affinity—those who benefit personally from the charity’s programs or

who are close to someone who has or will benefit. That is appropriate, since

the main agenda of the visit is to cover relevant program information.

I N T H E REA L WOR LD

Setting up the Introductory Visit

In some communities and with some prospects, one may be able to simply

drop in. This is what Roger Ellison, Vice President for Planned Giving at

West Texas Rehabilitation Center Foundation, does with many of his pros-

pects. He views such visits as a friend dropping by to thank a friend for a

gift. However, such an approach will not work in all communities or with all

prospects. Sometimes the best approach involves picking up the telephone,

talking with the prospect, and asking for a meeting. It is important to do this

in a friendly, nonthreatening way. The following is a fictionalized example of

a telephone conversation between fundraiser Casey Goodman of The Hospi-

tal Foundation and long-time donor and planned giving prospect Mary Mann:

MARY: (answers the phone) Hello. This is Mary Mann.

CASEY: Hi, Mary. This is Casey Goodman from The Hospital Foundation. How

are you? (Note: Never ask that of prospects in New York City. They will

likely tell you that it is none of your business and then hang-up.)

MARY: I think I just gave something to you.

CASEY: I’m not calling to ask for a gift. We’ve appreciated your generous

support over the years, and I actually just want to thank you for your

contributions.

MARY: You’re welcome. I don’t think anyone has ever called to thank me.

CASEY: I’m glad to do it. You are among our most loyal supporters. Did you

know that you have been contributing to the Hospital for eleven years?

MARY: Really? I guess I didn’t realize it had been that long.

CASEY: Yes. You started in 1999. You have been very generous over the

years, and we greatly appreciate it. If you don’t mind my asking, how did

you decide to start giving to us?

MARY: My husband Mark was diagnosed with prostate cancer about 14 years

ago, I think. He stayed there for treatment, then we became involved with

your community outreach programs. We found your health awareness

events very helpful. And, they’re still useful to me. My husband passed

away last year. I think the Hospital sent a nice card.
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The introductory visit provides the opportunity for the development pro-

fessional to become acquainted with the prospect. The primary goal of this

meeting is to lay the foundation for a friendly and trusting relationship between

the individual donor and the development professional. To achieve this goal, it

is best to have a long, one-on-one conversation. Learning about the prospect is

the preeminent goal and listening is the best tool.

CASEY: Yes. We were very sorry to hear about that. How are you doing?

MARY: I’m fine. What can I do for you today?

CASEY: One of my responsibilities is to provide updates to our VIPs like you.

We have a number of exciting new developments here at the Hospital. I

wonder if you might have perhaps a half-hour or so for a visit.

MARY: What would you want to come by to talk about?

CASEY: I want to update you on the many exciting things happening at the

Hospital. I think you’ll be amazed, and impressed at the impact of our

public education programs.

MARY: Are you going to request another contribution?

CASEY: No. I will not be asking you for a gift. That’s not what this is about.

The purpose of this visit is to update you as a key investor and volunteer

in our organization.

MARY: Okay. Actually, I would like to talk to you. I have some questions.

CASEY: What might be a good time to come by? Would next Tuesday or

Wednesday be better for you?

EXECU T I V E I N S I G H T

Planned giving development is ‘‘purposeful conversation.’’ It is purposeful

because what I am looking to glean from the donor or potential donor is

what makes them pound their fist on the table, what is it that turns their

crank. In a word, it is identifying ‘‘passion.’’ That is what I want to find out

from every person I visit. It may not happen the first time or even the second,

but development is a process of discovery.

—Mark R. Seeley, Director of Gift Planning, University of South Carolina
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In preparing for this get-acquainted session, the development profes-

sional should learn as much as possible ahead of time about lifestyle, com-

munity interests, key accomplishments, and other notes of interest about

this person. An informed web search can provide some of this valuable ma-

terial as can a review of the organization’s own database. This information

supplements the broader screening process, and can actually provide the

most valuable preparatory information. This is where the development pro-

fessional can learn more about the prospect’s community activities, areas of

interest, family matters, and propensity for giving.

It is important to learn the donor’s history and interests. Take, for example,

a major prospect, we will call him James Hoeffel (see Case Study 1), on whom

this principle was initially ignored. In order to solicit a gift, Hoeffel was treated

to lunches with the president, PowerPoint presentations, and other persuasive

methods for years, yet he would not make a gift commitment.

I N T H E REA L WOR LD

Case Study 1: James Hoeffel,
the Wealthy Orphan

Very successful California businessman James Hoeffel, who built his wealth

by developing a chemical method for extracting metals from recycled com-

puter parts, has been courted by his alma mater, Falls Bridge University, for

five years. His net worth is listed at $100 million. At first, he was given a

presentation about creating a new chemistry center at Falls Bridge. Then,

he was approached about funding a new technology transfer program. He

was not interested in either concept. Gift officer Leo Mastrone visits him

and hears his life story. Leo learns that James was an orphan whose foster

parents adopted him, recognized his gifts, and sent him to college. His

brother, who he says is equally brilliant, was not sent to college by his differ-

ent foster parents and now lives very modestly. The difference in their lives

has always troubled James. Leo talks to James about setting up a scholar-

ship fund to provide full scholarships, all expenses paid, for brilliant but

destitute high school graduates. James immediately agrees to contribute

$2 million to endow that program.
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Note that in the case of Hoeffel, when a wiser gift officer inherited him as a

prospect, the first thing he did was to learn Hoeffel’s life story. He found that

this very successful man was orphaned as a child, and his foster parents adopted

him and sent him to college, which he felt was the sole reason for his success.

The development professional proposed that Hoeffel establish a scholarship

fund for brilliant but destitute students who would not otherwise be able to go

to college. Hoeffel was immediately struck by this gift purpose, and he quickly

made a seven-figure commitment for the Hoeffel Scholarship Fund. Under-

standing the donor’s background is the key to finding the right gift purpose.

1992–2003 Hoeffel gives annual stock contributions to Falls Bridge,

increasing from $2,500 to $10,000 per year. Never

attends alumni events.

6/1/2004 Hoeffel is brought to Falls Bridge campus and given a

presentation, attended by the university president, about

how important the new Center for Chemistry Innovation

will be. They request $1 million to help fund it. Hoeffel says

he’s not interested.

12/2/2004 Hoeffel continues to give $10,000 in annual contributions,

funded with company stock.

12/10/2005 Hoeffel continues to give $10,000 in annual contributions.

3/15/2006 Hoeffel is brought to campus and given a presentation,

attended by three department heads, about the new

Technology Transfer Program. Hoeffel says he’s not

interested.

12/2/2006 Hoeffel continues to give $10,000 in annual contributions.

12/10/2007 Hoeffel continues to give $10,000 in annual contributions.

12/12/2008 Hoeffel continues to give $10,000 in annual contributions.

3/2/2009 Fundraiser Leo Mastrone visits James Hoeffel. He learns

his life history, and discusses the idea of a fund for

scholarships for brilliant but destitute students. Hoeffel

loves the idea.

3/15/2009 Hoeffel transfers $2 million in company stock to create the

Hoeffel Scholarship Fund.
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I N T H E REA L WOR LD

Getting the Introductory Visit
off to a Good Start

The beginning of a face-to-face visit will set the tone for the entire visit. A

development professional should not be officious. Instead, she should think

of the meeting as a visit with a friend, while remaining appropriately profes-

sional. The following fictional conversation occurs at the start of a home

visit between development professional Bobby Taggert of The Adams

School and prospect Steven Berger, a long-time annual donor who gives

$500 per year. The conversation begins:

STEVEN: Hi, there! Come on in!

BOBBY: Thank you! Thanks so much for seeing me today!

STEVEN: I’m glad you could come by.

STEVEN: [gestures toward the family room] We’ll sit in here.

BOBBY: Thank you.

STEVEN: So. What’s this about, again? I’ve never had a visit from you before.

BOBBY: Well, actually, you’re one of our most loyal supporters.

STEVEN: Really? I don’t give very much.

BOBBY: Actually, you’re very generous. And loyal. You’ve been contributing

to Adams for twenty-one years.

STEVEN: No kidding? I guess I didn’t realize it had been that long.

BOBBY: You started in 1989 with a $25 gift to the library. You have been very

supportive over the years, and we greatly appreciate it. In fact, I brought

you a little gift. [Gives a school pen.]

STEVEN: Thank you. [Opening the box and admiring it.] Very nice!

BOBBY: Just a small token of our appreciation.

STEVEN: [Puts the pen away.] Yes, it’s a great school. Obviously very close to

my heart. Jane and I feel that the new president is doing a good job, too.

BOBBY: Tell me, if you don’t mind my asking, how long have you and Jane

been married?

STEVEN: Oh, goodness. Thirty-seven years this October, I believe. It was right

out of law school. We were both interning at Fox Wallace, a large law firm

here in town.

BOBBY: How interesting!

STEVEN: Yes, she was specializing in intellectual property. I was in litigation.

We started dating, then had to disclose it to the HR department. They

said it was okay, since we were in different departments. [He smiles.] It

206

T h e A s k



E1C06 09/08/2010 9:24:0 Page 207

Hearing the prospect’s life story with emphasis on touch points related to

the organization and the organization’s mission is the best approach for a first

meeting. Allow an hour or more, if available, for this part. Other approaches

based on available time and circumstances can be workable. When scheduling

appointments, it is best to allow extra time between visits so that one does not

have to rush out the door at an inopportune moment.

Remember that philanthropic inspiration is usually a private matter of

primary interest only to the single individual. Even a spouse will not neces-

sarily share the inspiration. Take, for example, giving to the individual’s col-

lege or university. Leaving a legacy with the donor’s alma mater is

meaningful to the individual, but not necessarily to the spouse. The same

can apply to religious affiliation or to any kind of philanthropic mission.

Therefore, at some point it is best to have a private, one-on-one visit with

the interested party. Note that family philanthropy—the shared charitable

inspirations of a couple or family—is also relevant, but it usually should be

discussed only after understanding the interests of each individual involved

and who that individual’s influencers are.

After listening to the prospect’s story, briefly update the prospect on pro-

gram activities at the organization that will likely be of interest to the prospect.

Include a brief report about other donor-established funds and show what other

supporters have found inspiring. Do not suggest or request any commitment

from the prospect. That is not the goal of this first meeting. If the donor brings

up the idea of a gift commitment of some sort, it is best to postpone any discus-

sion to give her time to contemplate options.

was really embarrassing. But nowhere near as embarrassing as explain-

ing it to our parents when we moved in together two months later. . . .

[ . . . and so on, leading into an ongoing, detailed conversation about

their life together—where they have lived, jobs, children, hobbies, vaca-

tions, and so on. One should try to remain as long as possible off of the

focus on the charity. The objective is to learn about the prospect.]
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I N T H E REA L WOR LD

Beginning to Wrap up the
Introductory Visit

Fundraiser Bobby Taggert and donor Steven Berger have now spent an

hour or more of conversation focusing on the prospect’s background

and interests. And, they have just spent quite a while discussing Ste-

ven’s and Jane’s travels together in Europe and Asia. The conversation

continues:

BOBBY: That’s another wonderful story! You and Jane really have had an

amazing life together!

STEVEN: Yes, I suppose so.

BOBBY: [Gestures toward the mantle.] And, your two beautiful children on

top of that.

STEVEN: [Smiling.] We’re very proud of them.

BOBBY: I can see why!

[ . . . a pause in the conversation . . . ]

STEVEN: Anyway, enough about me. So, what’s happening at Adams? I know

all about the new gym, and the library expansion.

BOBBY: President Chow is determined to make his mark. He has laid out

his vision for the next decade, and it’s very exciting and includes a

new science building, a student activity center, and a major endow-

ment fund.

STEVEN: [Frowning.] I see. And I suppose you’re going to need some support

for all of that.

BOBBY: True. And, I’ll leave some information about it. But one of the most

interesting new developments I wanted to tell you about is growth in the

Legacy Society. This is a group of people who have decided to remember

us in their wills or give us a planned gift.

STEVEN: Really?

BOBBY: The wonderful thing is that these individuals can establish a fund

and determine how they would like to help other people like them-

selves. A recent supporter created the Jeri Baggins Scholarship

Fund. She’s pleased that, after she passes away, this is one way

that she will be remembered.
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Note that in this scenario, although the opportunity arises, the fundraiser

does not ask the donor to make any sort of commitment to a gift. Asking for a

major commitment is very ineffective at this early stage, and can be viewed as a

breach of trust, especially if the development officer has promised that there will

be no solicitation at this visit. Since the donor has not really had time to con-

template the meaning of creating a legacy and how he may do so, it can result in

a smaller, preemptive commitment, if any. On the other hand, the development

professional may find that this is a sophisticated prospect who has similar com-

mitments with other charities, may be well cultivated by the organization al-

ready, and may have already even given the idea of leaving a legacy with this

organization some thought. Even so, it is still better to resist the temptation to

ask for a commitment at this early stage.

STEVEN: It’s nice. I know Jeri. I’m glad she’s doing that. And, I’ve thought

about that sort of thing. But even though it’s a good thing to do, I need to

be very careful with my money.

BOBBY: Mrs. Baggins didn’t have to give any money at all at this time. She

simply made a commitment in her will.

STEVEN: Interesting.

BOBBY: Anyway, I’m not asking you to do anything at all today. I just wanted

to update you on our programs, and make you aware of activities that

may be of interest.

STEVEN: You’ve certainly given me a few things to think about!

BOBBY: Great. Yes. Exciting things are happening at the school. I’ll just leave

these materials for you.

STEVEN: Thank you. I’m very impressed with everything.

[ . . . departure amenities, going to the door, etc . . . .]

BOBBY: And, I was particularly pleased to become acquainted with you.

Thanks for taking the time. It’s really been a pleasure.

STEVEN: Good to meet you, too.

BOBBY: Would you have any objection to me being in touch with you from

time to time? Just to say hello and stay caught up?

STEVEN: Not at all. It would be my pleasure.
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As illustrated in the last conversation, the key takeaway for the charity rep-

resentative from a first interaction is the prospect’s consent to continue the con-

versation, which the prospect soon realizes will eventually become a discussion

about a planned gift. This consent is essentially permission to ask him for a gift

in the future, and with a positive response, it is already moving toward the in-

tention to make a gift.

Waiting before explicitly outlining a gift proposal provides an opportu-

nity for the donor to consider the concept in depth, and to learn more

about the methods through which such a gift may be funded. It also opens

the door for the development professional to provide information to the

donor that can inspire and engender philanthropic interest, and other infor-

mation about financial concepts in funding gifts. Finally, this gives the fund-

raiser time to learn more about the donor’s areas of interest and financial

situation. In the meantime, of course, the donor will continue annual giving

I N T H E REA L WOR LD

What Do Journalism and
Fundraising Have in Common?

All I ever needed to know about planned giving I learned in high school

Journalism:

Who? Who is this person?

Why? Why are they inclined to give?

Where? Where will they give?

What? What assets work best?

How? What gift technique works best?

When? When will they make the gift?

‘‘When’’ comes last for a reason. I am helping them write their legacy.

My goal is to become their official biographer. That’s a position of

trust.

—John Gillon, Senior Director of Gift Planning, Wake Forest University Baptist Medi-

cal Center
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and usually increase the amount and frequency of gifts as a result of the

extra attention and information.

If a prospective major donor is going to share his personal philanthropic

interests and financial matters with the charity’s representative, there must be a

sense of trust. When there is, the development professional may actually

become an advisor on philanthropic matters, particularly those related to her

organization, but also philanthropy in general. The officer may be the only one

with whom the donor can discuss things such as the impact he wants to have in

the world after death, what inspires him most, family interests, and general con-

cerns about leaving a legacy gift. Much like in the purchase of a new home,

there will be positive and emotional anticipation, as well as valid concerns that

the purchase will be defective in some way.

After a successful first visit, the development professional has a basis on

which to build a trusting and productive relationship. Contact the prospect

frequently and find ongoing creative ways in which to continue to engage the

individual over time. Case Study 2 illustrates how this might work over time.

For example, one can send cards, letters, e-mail messages, and tokens of appre-

ciation. Bring the prospect to the organization’s offices and visit his home as

often as possible. One should build a program that can support this kind of

labor-intensive activity with a large group of prospects.

I N T H E REA L WOR LD

Case Study 2: Jane Brassley,
a Legacy of Science

Dr. Jane Brassley is a fictional alumna of an Ivy League school with a suc-

cessful career as a chemist at a large pharmaceutical company for 36

years. Shortly after she retired, she attended an alumni dinner at which the

president of the university spoke. During the dinner, she informed a friend,

who happened to be on the university’s Board, that she was thinking of leav-

ing part of her estate to the university. The friend asked if she would like to

speak with someone on the staff, and Jane agreed. The major gifts officer

(continued )
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had several meetings at the donor’s home and at the university’s offices.

The result was that Jane named the university as a 50 percent remainder

beneficiary of a CRUT to fund a chair in science journalism. The CRUT was

funded with her primary residence, a property worth $5 million.

1972–1999 Brassley attends the university’s Annual Alumni Day

almost every year; meets many university leaders.

05/01/2000 Brassley wins an alumni award and is a featured speaker at

Alumni Day.

12/31/2000 Brassley retires from her position at the pharmaceutical

company.

01/20/2001 Notice in alumni magazine about her retirement, award,

career, with praise.

05/02/2001 At Alumni Dinner, Brassley mentions to a friend and fellow

alum her interest in making a legacy gift; her friend, a

university board member, introduces her to the university’s

major gifts officer.

05/03/2001 Major gifts officer speaks with Brassley; sets up meeting

at her home.

06/24/2001 University president sends birthday gift: flowers and wine.

07/01/2001 Brassley sends warm letter to university president

reiterating her interest in making a gift.

10/12/2001 Brassley makes annual contribution, $100.

10/24/2001 Thank-you letter to Brassley from president who again

thanks her for legacy intent.

12/10/2001 Holiday card to Brassley from president.

05/02/2002 Brassley attends Annual Alumni Dinner.

10/10/2002 Brassley makes annual gift, $300.

10/29/2002 Brassley attends a special alumni event; sees major gifts

officer; discusses CRT and intention; plans a follow-up

meeting.

05/15/2003 Annual alumni event, dinner.

09/06/2003 Brassley visits campus for a special meeting; university

department presentations and discussions.

I N T H E R E A L WOR L D ( C O N T I N U E D )
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The goal of cultivation is not only to develop a trusting relationship be-

tween the development professional and the planned giving prospect but also

between the organization itself and the donor. The prospective major supporter

must trust the leadership and must be convinced that the funds will be used

wisely and as intended by the donor. Visits to the organization’s offices, partici-

pation in program activities, volunteering, and attending events are excellent

ways to engender the donor’s trust with the charity.

The donor’s philanthropic interest, combined with financial format, estab-

lishes the overall gift structure. As the planned giving professional becomes fa-

miliar with the individual prospect, the core inspiration for the gift will become

apparent. It falls upon the development professional, more than anyone else, to

translate those inspirations into gift concepts. To do this, the planned giving

officer needs to understand not only areas of programmatic interest, but also

personal motives for philanthropy.

For solicitation purposes, the planned giving officer can place donors into

one of three main groups based on their philanthropic motivations: (1) mission-

only donors, who are primarily interested in supporting the mission, not neces-

sarily the specific charity itself; (2) community-based donors, who are connected

with the charity itself through programs and activities, and want to give back

10/15/2003 Staff sends follow-up proposal consolidating concepts from

each department.

11/20/2003 Using info from follow-up letter, Brassley drafts letter

of intent to name university beneficiary of a portion of

CRT remainder. She chooses the science journalism

proposal.

12/20/2003 Letter of intent finalized and cosigned.

01/25/2004 Notice that trust is funded and university is irrevocable

remainder beneficiary.

04/12/2004 Special lunch meeting with president and board leadership

to celebrate creation of the Jane Brassley Chair in Science

Journalism.
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and sustain the charity; and (3) program-focused donors, who are more or less con-

nected with the charity, and are very inspired by the idea of supporting or creat-

ing a specific program concept.

The planned gift officer can recognize prospects or donors from these

motivational groups by their relationships with the organization, primarily

based on interest in the organization’s activities and response to appreciation

by the charity. The different motivations of these groups affect their inter-

ests in gift purpose. Mission-only donors are usually more interested in un-

restricted gifts and have little interest in recognition. Community-based

donors, for whom recognition is important, are more commonly interested

in named funds and endowments and may be giving to meet some sort of

community expectation, such as giving requirements for board members or

capital campaign committee people. Program-focused donors have a vision

about the use of their funds, and commonly create larger funds, with

blended giving methods, and are interested in recognition for their accom-

plishments. There are several other less common motives, too, and the do-

nor may have a combination of these primary motives, especially if it is a

couple or family.

Understanding which motives are important to the prospect is key to

creating the most appealing gift structure. This can result in a much larger

gift. For example, those who have a strong vision regarding programmatic

use of their funds will not be satisfied with a general unrestricted contribu-

tion. Those who wish to achieve lasting recognition for themselves or a

loved one will prefer a named endowment or physical structure. And, the

opposite is also true—some donors are opposed to any form of personal re-

cognition for their gift.

As one becomes more familiar with an individual prospect, one will under-

stand what types of program activities and gift structures are of greatest interest.

In particular, the development professional should be aware of responses to the

discussion of the concepts of program area, endowment, and named re-

cognition. One should bring up these issues in the course of conversation

when the occasion arises during ongoing interactions.
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In the end, the donor’s philanthropic interests will be combined with the

financing to create the gift itself. From the start of the relationship, the develop-

ment professional has information regarding the prospect’s financial capability,

which will determine the broad range of potential gift.

The planned giving officer needs to have one or more discussions with the

prospect directed toward determining how the donor will fund the gift con-

cepts that have been discussed. These topics should run parallel to discussions

of gift purpose so that both have a sense of the range of gift.

One should always lead with philanthropic interest, however. It is not only

the intention of charitable giving in general, but it is also good donor rela-

tions. No matter how a gift is structured, there will be some sacrifice required

of the donor, so there must be a philanthropic motive for the donor to make

the commitment. Remember, the economic appeal receives the economic

answer: ‘‘No, thanks.’’ Do not let financial goals overshadow the donor’s phil-

anthropic interests.

The use of special gift planning structures should be part of the ongoing

education of the prospect about how other donors are making gifts. Since

over 90 percent of all planned gifts are bequests or CGAs, one should make

sure a donor knows about these two options early so that one can reference

them in conversations. Spend time going over a CGA illustration without

actually proposing one. Simply explain how they work to make sure the

prospect knows about the option. Make sure that the prospect understands

KEY CONCE P T

Donors give to things or causes that matter to them not to take advantage

of all the benefits of some whiz-bang gift plan that we as fundraisers have

come up with for them.

—Steven C. Greaves, Director of Planned Giving, Quinnipiac University
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how named funds, multiyear pledge funding, and endowment structures

work at the organization.

For complex gifts, the donor should get advice from one or more advi-

sors, legal and financial, to determine the best method for funding a gift.

Development professionals should encourage prospects to seek advice from

legal and financial advisors. Working with an advisor allows both the

planned gift officer and donor to get a firm sense of what type of gift plan

may be the best fit for the donor. Gift planning will expand what the do-

nor is able to accomplish compared to outright contributions and multi-

year pledges alone.

When one determines the appropriate financial structure, create a financial

proposal. If it is complex, work with the advisor or financial team to create

the proposal.

I N T H E REA L WOR LD

HowMuch?

Determining how much to ask for is complex. One must factor in the

prospect’s income, net worth, his perceived financial security, the needs

of loved ones, age of the prospect, and passion of the prospect for the

organization or cause. There is no definitive rule for deciding how much

to ask for.

While it is impossible to create a pat formula for the planned gift ask

amount, some organizations have attempted to develop target guidelines.

For example, a major university has developed an ask level based on 10

times the prospect’s largest single gift. Some ask for 10 to 25 times an indi-

vidual’s annual giving. While that might be a fine formula for a major gift ask,

planned gifts most often are associated with an individual’s assets and

net worth. Jerold Panas, CEO of Jerold Panas, Linzy & Partners, talks about

a variety of formulae including taking an individual’s net worth times age

times a factor of .04.

By contrast, annual fund gifts are more associated with an individual’s

income. Bruce Makous, a consultant with Barnes & Roche, Inc., believes
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By this time, months or years may have passed since the first visit, and

those who are not interested will have certainly made the charity repre-

sentative aware that a gift is unlikely. It is also likely that those who have

continued to express an interest have probably already formed the intention

to make a gift as a result of the ongoing discussions. There may be a few

outstanding questions or financial details to be finalized, but there is fre-

quently already agreement in principle that has evolved organically.

total legacy giving to all charities is often 10 percent of an individual’s net

worth. Giving to a single charity is often one-fifth of that, or 2 percent of net

worth. This formula is based on actual patterns. Of course, an individual

charity might get one-fourth, one-third, one-half, all, or none of the 10

percent.

The key is to inspire donors with mission, projects, and services that tap

into their particular philanthropic passions.

I N T H E REA L WOR LD

Asking for the Gift, Scenario 1

The planned gift conversation usually involves an ongoing dialogue that

takes place over a period of time. Therefore, the concept of ‘‘The Ask’’ can

be a bit of a misnomer. The following is a fictional conversation between

development professional Parker Davis of the Foundation for Children and

Youth and prospect Jane Legatin. It takes place at a cocktail party six

months after the initial introductory visit. Parker has been sending Jane in-

formation about their endowment programs, and Jane has expressed an in-

terest in creating an endowed fund.

JANE: I wondered when we could speak again about my little endowment

fund.

PARKER: What exactly can I tell you?

JANE: I was wondering if I could make sure that only children who really need

the help can receive the funding.

(continued )
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The actual request for a commitment should be a comfortable experience

for everyone. The donor should be prepared and should know what to expect.

One planned gift officer reported that donors sometimes ask, ‘‘Is this the meet-

ing when you will finally ask me for the gift?’’ They are frequently excited

about closing this transformative arrangement.

By this time, the successful gift concept will be perceived as something of

great value to the prospect, something she really wants to accomplish. Both

parties should already know the likely answer to the request to make the

commitment.

PARKER: No problem. Would you want it to go only to help children in desper-

ate situations? Those who have extreme financial need?

JANE: Exactly! I just want to make sure I am making a difference with my

funding.

PARKER: Yes. That can be stated in the fund purposes. It’s not a problem.

JANE: In that case, I think I want to go ahead with what we have discussed.

PARKER: This would be the bequest? A percentage of your net estate?

JANE: Yes. That’s it. Let’s go ahead with it. What’s the next step?

I N T H E R E A L WOR L D ( C O N T I N U E D )

I N T H E REA L WOR LD

Asking for the Gift, Scenario 2

The following fictional conversation occurs between fundraiser Casey Good-

man of The Greenville Hospital Foundation and prospect Mary Mann about

18 months after their first visit.

MARY: The Hospital is even busier than when Mark was here. Thanks for

the tour.

CASEY: Glad you could come by. Don’t let me forget to give you these revised

CRUT illustrations you requested. We have the income going to you for

your lifetime.
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A donor will delay the close if there is a mismatch in philanthropic purpose

or financial structure. If everything fits well, donors will frequently set

their own deadline to close the gift. Do not be surprised if it is sooner rather

than later.

After the donor makes the formal commitment intention, the detailed

understandings concerning gift purpose, program structure, amount, and

finances must be put into writing before the funds are transferred. A gift

MARY: That’s five percent, now, right?

CASEY: Exactly. It works out nicely for you. And there is a very significant

remainder for the Foundation.

MARY: Thanks. I’ll definitely take another look at it. My advisor told me, how-

ever, that I really don’t need that income. He said he’s going to have to

rebalance the portfolio every time I get one of those CRUT payments.

CASEY: Well, maybe you should just give it outright, then. If you don’t need

the income.

MARY: True. How would that work?

CASEY: It depends on how you want to use the fund.

MARY: You would want it for unrestricted use, correct?

CASEY: That would be fine. But, let me suggest something. Can you come

over here to the window?

MARY: That’s the garden.

CASEY: It is really a beautiful spot.

MARY: [Contemplative.] I used to take refuge there frequently during Mark’s

illness. And I would bring him here in his wheelchair, too. It was very quiet

and comforting.

CASEY: Would you consider using your gift to maintain the garden?

MARY: Hmmm. That would be a good purpose.

CASEY: And you know the garden remains unnamed after all these years. I

thought you might want to name it for Mark. The Mark Mann Garden.

MARY: [She thinks about this for a moment.] Yes. How about the Mark Mann

Garden of Hope?

CASEY: That would be lovely. I’ll propose that name. I’m sure everyone will

love it.

MARY: You know, that would be really nice. I’ll give my lawyer a call in the

morning so we can finalize this. I’m sure my financial advisor will be

relieved!
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agreement and other related legal documents should be drafted or reviewed

by the donor’s attorney.

The closing event should be much like closing on a house. All of the legal

and financial arrangements are finalized ahead of time and the understandings

are presented in the paperwork for signatures.

Ideally, a donor should never be disappointed about anything even for a

moment. To reach this very high standard, the gift officer has to carefully man-

age expectations, starting with the first visit.

Once a gift is finalized and assets are transferred to the charity, follow-up is

very important. One can prevent postgift dissatisfaction or remorse by being in

touch with the donor frequently in the days and weeks following the close.

Address any concerns quickly, and the donor will always be satisfied.

More than one representative of the organization should thank the

donor many times over the years for her generosity to the charity. Surpris-

ingly, however, since the donor has been transformed from an uninitiated

prospect into a philanthropist who has created a meaningful charitable

legacy, the donor will also thank the charity representatives for helping her

experience this life-changing event.

Different Ask Scenarios When Meeting with a

Prospective Donor

Generally, a planned gift will not be secured after just one contact with a

prospect. It is most often not even appropriate to try to do so. Planned gifts

often take a considerable amount of time to develop. A development profes-

sional must learn about a prospect’s philanthropic interests and, current and

future, economic circumstances and needs. When making the ask for sup-

port, the development professional must focus on the benefits to the donor,

both economic and, most importantly, philanthropic. Conversations should

be kept friendly and, to avoid confusion, should be devoid of technical jar-

gon while being sure to carefully explain the details of the proposed gift

arrangement, no matter how complex.
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Laura Fredricks, fundraising consultant and author, writes in her bookTheAsk:

We are now ready to go through three scenarios with specific language to ask for

Bequest, Charitable Gift Annuity, or Charitable Remainder Trust. There are three

questions that must be answered during the ask. I have found that if I get the answers

to these questions incorporated into the ask [conversation or before], a planned gift

will surely follow:

� What assets are the most logical to use to fund the gift?

� What gift vehicle is best suited for the donor and any other beneficiaries?

� When will the gift be made?

If you can get the answers to these questions during the ask [or before],

there is no doubt you will close on the ask much more quickly than you will if

you do not have these answers. Any asker needs to know upfront the assets that

can fund the gift because the nature of the assets will largely determine the best

gift vehicle. If the prospect wants to give a limited cash gift or a few appreciated

securities, she may lean toward a gift annuity, whereas if she is considering real

estate or a large amount of appreciated securities, she would lean in favor of a

charitable remainder trust. Next, the asker needs to be sensitive to the donor’s

economic needs now and in the future. The asker needs to further explore the

best planned gift vehicle for the donor. The donor may like a steady fixed in-

come or may be attracted to the fluctuating investment. Lastly is the question of

timing. When will the gift be made? One cannot assume just because a prospect

I N T H E REA L WOR LD

You Know You’re Ready
to Ask When . . .

You know you are close to an ask when you know the following:

� Gift target.

� Project target.

� Key solicitor.

� Key need.

� Ask vehicle and terms.

—Robert J. Crandall, President, Robert J. Crandall and Associates
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is discussing a planned gift now the gift will be made soon. Planned giving pros-

pects generally take their time and mull many things over before they commit

pen to paper. . . . People asking for planned gifts need to be up to speed on

how those personal circumstances can affect the original planned giving

opportunity.11

The following are illustrations of three different ask conversations. Each

conversation is focused on a different type of gift based on prior conversations

with the prospect. Each are reprinted with permission from Fredricks’ book,

The Ask.

I N T H E REA L WOR LD

The Ask for a Bequest Gift

This first example of a planned gift ask is for an academy, a small organi-

zation that has one director of development, Ann, who is responsible for

all aspects of fundraising, including building a bequest society. The do-

nor, Trisha, 47 years old, has made steady gifts to the annual fund. Ann

called Trisha to thank her for her most recent gift, and Trisha told Ann

that she wished she ‘‘could do something more’’ but that she ‘‘needs to

save’’ so she does not outlive her assets. Ann asked Trisha if she could

stop by and chat with her about ways she could increase her support.

Trisha agreed and the meeting was arranged. Here is what was said dur-

ing that meeting:

ANN: Trisha, thank you for taking the time to meet with me today, and thank

you for your wonderful and loyal gifts to the annual fund. Without loyal

supporters like you we would not be able to give our students the best

elementary school education they deserve.

TRISHA: You’re welcome, and I’m happy to help. I’m sure that the cost for

books, good teachers, and outside activities increases each year.

ANN: Absolutely, and thank you again. Trisha, you mentioned that you

wanted some suggestions on how you could increase your support with-

out decreasing your disposable assets.

TRISHA: Yes, I wish I could do it. It’s just that you can never know how much

you will need in the future for health care, to cover living expenses, and

everything that may come up.
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Once a donor agrees to make a bequest commitment, it is important that

she indicates this in writing. Having a signed bequest confirmation form will

allow the organization to document the commitment, ensure that the donor’s

wishes are followed, and permit the donor to be appropriately recognized as

part of the organization’s planned giving society. The form will also encourage

the donor to follow through on her commitment. (A sample bequest confirma-

tion form is in the Appendix B.) Fredricks writes,

ANN: That’s perfectly understandable. Your needs come first, and predicting

as best you can, with the help of an attorney or financial planner, how

much you need in the future should put your mind at ease. There is a way,

however, to take care of your needs while you are living and also support

the academy in a significant way.

TRISHA: How does that work?

ANN: You can leave a set amount or percentage of your estate to the acad-

emy in your will.

TRISHA: Too late; I’ve already done my will, and it is so costly to do another. I

left some to my church, and the rest to my sister, niece, and nephew.

ANN: That’s great that you have included your church in your will. That

shows you believe in your church’s mission, and your estate will reap tax

benefits as well. You can still make this type of gift without creating an-

other will. Simply ask your attorney to draft a codicil that will modify your

will. I can provide the language for you to share with your attorney. How

does that sound to you?

TRISHA: I’ll have to think about it, because I’m not very fond of these legal

documents.

ANN: I can understand. When and if you are ready, this is just our suggestion

of a way for you to do something really meaningful for the students of the

academy without depleting your present-day income.

TRISHA: Of course. When I return from a business trip, then the holidays with

the family, I’ll give it more thought.

ANN: Trisha, that would be great, and I’ll make a note to call you after

the holidays. In the meantime, thank you for all you do for the academy.

We know how busy you are, but we would love to have you come back

and, if you have the time, spend some time with the students. Give it

some thought. In the meantime, we wish you and your family a wonderful

holiday season.
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I strongly suggest that you give this form to them in person and have it filled out in

your presence and returned to you. Too often these forms are mailed to donors and

never returned to the organization. Then the fundraiser has the task of calling the

donors to get the forms returned. If at all possible, hand-deliver the form to the donor

right after she has stated that your group is in her will, so that you have accurate re-

cords in your files on your Bequest society members.12

I N T H E REA L WOR LD

The Ask for a Charitable
Gift Annuity

This example is an illustration of how to ask for a CGA. Prospect Josh has

just received a Jewish organization’s CGA mailing. The organization did a

targeted mailing to all its donors who had made an annual gift within the

last two years and who were 60 years old and older but who had not made a

planned gift to date. Josh fits these categories. His interest was piqued by

the possible rate of income he could receive from a CGA, so he called the

number on the brochure to find out more information. Planned giving officer

Jerry received Josh’s call, and Josh agreed to meet with Jerry at Josh’s home

to learn more about the benefits of a CGA. This is the first time that Josh has

met with anyone from the organization.

JERRY: Josh, it’s great to meet with you at your home. When we spoke you

said that you just recently retired. Tell me, are you more busy now than

you ever were?

JOSH: You know I heard that from a lot of people and never believed them

until now. You can’t believe the number of things I have going on.

JERRY: Well, good for you and congratulations on your retirement from all of

us at our organization. We are very proud of you. You mentioned on the

telephone that you received our brochure on Charitable Gift Annuities

and had some questions. I’m here to help.

JOSH: Well, from the brochure it sounds like I could get a good rate of return,

but I don’t know how much that would be. A steady income now would

surely help.

JERRY: Okay, Josh, I brought my laptop with me to show you exactly how this

will work. If you want me to show you now I can; if not, I can send it to you

or e-mail it to you in no less than two days from now.

JOSH: No, go right ahead.
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JERRY: Okay, let me pull up [my software]. It’s a software program that will

calculate the exact annuity rate, payments, and tax deductions and exemp-

tions that may apply. Ready. Josh, I’ll need your full name and date of birth.

JOSH: Josh Appleton, June 19, 1936.

JERRY: For you, the rate would be 6.3 percent. The organization would pay

you in quarterly installments for as long as you live. Part of that payment

is tax free, and part is taxed as ordinary income. After you pass away (you

know, I just hate to say those words), the organization would use the pro-

ceeds for a variety of purposes that we can discuss. I’d be happy to print

out this illustration and send it to you so that you can think about it and

review it with anyone you desire—family, attorney, financial advisor.

JOSH: No, it will be just my decision. And, I just want to give it to the Jewish

organization. They can decide how best to use the money.

JERRY: That’s terrific, Josh. Yes, you are absolutely right; the organization has

a real need for unrestricted gifts so that we can maintain our programs

while improving our outreach to serve our community. Permit me to explain

how gift annuities work. Josh, our annuities begin at the $5,000 level and

can be funded with cash or appreciated securities. You mentioned on the

phone that you were considering something in the $5,000 to $10,000

range. Remember, if you make a $10,000 gift now, that will give you $630

a year, and you can take an immediate tax deduction of $3,578. Those

numbers would be smaller with a $5,000 gift. And, the best part is that it is

projected that your gift would ultimately give the organization [a substan-

tial amount] which would be a fantastic and meaningful gift for so many of

our beneficiaries.

JOSH: Well, I was prepared to write a check for $10,000 if I was convinced

this was right for me.

JERRY: And, Josh, right now, how do you feel about this gift opportunity?

JOSH: It all looks good, and I like the amount of money each year, plus I could

use the tax deduction this year. What do we do next?

JERRY: I will send you this illustration so that you will see the amount of your

quarterly payments, how they are taxed, and the charitable deduction

you would be eligible to claim on your taxes. I’ll also send a gift annuity

contract. You should have it in no less than two days. I’ll give you a call

then and follow up on any questions you may have.

JOSH: I need to do this before the end of the year, so please assure me this

paperwork won’t get in the way.

JERRY: You have my word. We have more than a month to process it, but let’s

say we will meet or speak next Monday, just so we keep this on track.

(continued )
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In the previous example, the development professional showed the pros-

pect how much he would be able to take as a tax deduction and how much

he would receive each year. He was also reminded that the organization

would ultimately receive a substantial benefit that will allow it to provide

vital services to the community in the future. If the development profes-

sional had sufficient details in advance of the meeting, he would prepare

the illustration and leave it with the prospect to review and discuss it with

his advisors. Otherwise, once the information is gathered at the meeting,

an illustration can be quickly prepared and sent to the prospect with a

follow-up date scheduled at the meeting.

JOSH: Mondays are not good but, hmm, Tuesday first thing in the morning

would work.

JERRY: Done! Why don’t I plan to drop by Tuesday, around 9:00 AM, and we’ll

complete everything for you.

JOSH: Sounds good.

JERRY: Josh, please know that your prospective gift is so much appreciated.

Your prospective gift, combined with others, will make it possible for the or-

ganization to continue its good work well into the future. Thank you so much.

I N T H E R E A L WOR L D ( C O N T I N U E D )

I N T H E REA L WOR LD

The Ask for a Charitable
Remainder Uni-Trust

The final example features a couple, Matilda and Clyde Tucker, both 72

years old, who are in the midst of some financial planning with an attor-

ney. The attorney has advised them to consider a charitable trust to lift

appreciated assets out of their estate in order to avoid potentially high

tax liabilities. The Tuckers have supported an African American organiza-

tion for the past three years, making consistent gifts of $2,500 each

year, so if they were going to do a charitable trust, this organization
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would be their first choice. Bill, a major gifts and planned giving officer for

the organization, has met with the Tuckers on several occasions, the last

being a trip to their Florida home. Each time, Bill introduced the idea of a

major or planned gift, but the Tuckers were not ready to increase their

gift level and were always going to do some financial planning but ‘‘things

got in the way.’’ After the Tuckers’s meeting with the attorney, Clyde

called Bill to set up an appointment to learn more about charitable trusts.

They agreed to meet at Bill’s office.

CLYDE: Hi, Bill, you remember meeting my wife, Matilda, late last year.

BILL: I sure do. Welcome back. Why don’t we walk around the corner? I

reserved us a conference room. I ordered coffee, water, and soda, but

would either of you like something to eat?

MATILDA: Oh no, thank you, we just ate. What a great view of the river

you have.

BILL: Thanks. Yes, our offices do have good views. So, how long will you be in

town?

MATILDA: Oh, just two more days. We are going to visit with some friends,

then we are flying back to Florida.

BILL: It’s great that you are taking advantage of the city. Clyde, you said on

the telephone that you and Matilda were considering a charitable trust.

CLYDE: That’s right. We met a few months ago with our attorney to review

our wills and our estate since I am worried that we may be hit with big

taxes under the new tax laws. I still don’t understand the estate tax that

may go away in 2010 and then may come back, but either way our attor-

ney knows we are charitably inclined and suggested we explore a charita-

ble trust to protect our assets.

BILL: Well, we are honored that you both are thinking of our African American

organization. Tell me, what size trust are you considering, and what

assets will you use to fund this trust?

CLYDE: Well, we’re not sure. We have an ocean-side property in Virginia that

we bought back in 1954 for what was then a large amount. We decided

that we no longer want to make the trips from up North to Virginia, and

then we moved a few years ago to Florida. We put feelers out to several

realtors, and they tell us we can get about $1.2 million, can you imagine!

BILL: Haven’t real estate prices just gone over the top? Clyde and Matilda,

I’m assuming that just the two of you own it and that no one else, family

member or other relative, is expecting that this will be given to them at

some time?
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In this example, the development professional could not prepare an

illustration beforehand because he did not know the amount of the trust

or the type of assets—cash or appreciated stock or real estate—that would

be used to fund the trust. Once the development professional gathers the

necessary information, he must expeditiously prepare an appropriate illus-

tration and get it to the prospect.

In each of the three gift scenarios, the development professional

answered the three key questions: (1) What assets will fund the gift?

(2) What gift vehicle will be used? (3) When will the gift be made? The

questions and answers were woven throughout each conversation in an

MATILDA: Oh, no. As you know, we don’t have any children, and our family

members, just my mother and Clyde’s brother are well taken care of in

our wills.

BILL: Okay, then, the timing could not be any better for you to consider mak-

ing this gift of a highly appreciated and what sounds like a jewel of an

oceanfront home work for you. I would suggest that you use this property

to fund a charitable trust, and this is how it works. You transfer the prop-

erty to the trust and designate both of you as beneficiaries of the trust.

You will receive a fluctuating income for as long as either one of you is

living. You will be able to deduct a portion of the value of your gift against

income taxes and, since you are using an appreciated asset, you will

escape a high amount of taxable capital gains. Let me stop here and ask

you how you feel about making this type of gift.

CLYDE: Well, it sounds all right, but can we see how this works?

BILL: Absolutely, now that I know the approximate size of the trust and the

assets that you would be using to fund the trust, I can draw up an illustra-

tion. The illustration will show you the exact amount of tax deduction you

can take, the income you will receive for the first year, the amount of cap-

ital gains you will avoid, and the amount that is projected to come to the

organization at the very end.

CLYDE: Let’s see the paperwork for the fluctuating trust.

BILL: I’d be pleased. Why don’t we step back into my office, and I can do this

right away. Then, you can think it over, discuss it with your attorney, and

I’ll call in a week or so to answer additional questions.

I N T H E R E A L WOR L D ( C O N T I N U E D )
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organic way. Each conversation ended with the setting of a definitive date

and time when the development professional would follow up with the

prospect, ensuring that there will not be a gaping hole of time between

this meeting and closing the gift.

With face-to-face visits involving an ask conversation, development profes-

sionals should remember the following:

� Keep meetings friendly but professional.

� Use the first meeting to cultivate and build trust, seldom asking for a gift at

that time.

� Learn, in the normal course of conversation: (1) What assets will fund

the gift? (2) What gift vehicle will be used? (3) When will the gift

be made?

� Reinforce for the donor how the gift will affect the organization.

� Stay focused on the donor’s philanthropic intent rather than any economic

benefits.

� Recognize that prospects will make gifts when the time is right for them.

� Follow up all communications to advance the conversation to the next

step.

� Keep promises.

Donors Make Marketing Recommendations

Sargeant and Jay asked supporters of nonprofit organizations to share their

comments about planned gift marketing. Their results follow.13 ‘‘The following

comments are examples of the feedback we received when we asked respon-

dents to suggest ways in which the promotion of legacy giving could

be improved:’’

� ‘‘Make it clearer that smaller amounts are useful, too.’’

� ‘‘Be specific as to the goals of the bequest. What gains are expected? How

will the community gain?’’
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� ‘‘I think the nonprofit community can together inform people about

bequest giving in general—and then solicit commitments from their

own donors. I don’t want an attorney or financial advisor suggesting

which nonprofit I should bequest to.’’

� ‘‘It must be continuous—done in all the ways you have listed.’’

� ‘‘By publishing actual cases of how they have helped.’’

� ‘‘When you check that you have already made a bequest—don’t keep

sending promotions for it.’’

� ‘‘Explain what the organization does with its gifts.’’

� ‘‘Storytelling—reflecting future work, past work, spiritual legacy of work

well done.’’

� ‘‘I think about changing my plans whenever I get appeals every month.

Just too much is sent to those who already give support.’’

� ‘‘Make a named person available—it is hard to know who you should

contact about a bequest.’’

Summary

Passive marketing will generate some over-the-transom gifts from time to time.

However, to generate a strong flow of meaningful planned gifts will require

development professionals to actually ask for such gifts. The most powerful

method for approaching a prospect is a face-to-face visit. While development

professionals should strive to meet with as many priority prospects as possible,

most nonprofit organizations will not have sufficient staff to meet with all viable

prospects. So, while face-to-face visits will be reserved for the very best pros-

pects, second-tier prospects can be asked for gifts through direct mail or coordi-

nated direct mail/telephone campaigns with personalized staff follow-up.

Ignoring second-tier prospects should not be an option.

Regardless of the approach method utilized, the fundamentals of good

communication are the same. Development professionals must focus on the
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interests and needs of the prospective donor. Their philanthropic desires are of

paramount importance. All communications should be donor-centered and

strive to be helpful to the prospect, answering questions and providing valuable

information. As leads are generated and gifts are closed, timely follow-up will

be essential. Organizations must factor this into the work plan before any major

marketing effort is launched.

Nonprofit organizations that want more planned gifts to help secure their

futures need to ask. If an organization does not ask, it will receive few if any

planned gifts. If an organization asks for planned gifts, it might not always get

them, but they will certainly get far more than they will by not asking at all.

The best prospect identification, education, and cultivation efforts may yield

virtually nothing unless followed by an ask.

Exercises

� It is important to be able to explain to prospects the various gift planning

options and how each works without using jargon or confusing the pros-

pect. Can you explain what the major gift planning options are in two or

three sentences?

� It is important for prospects to understand the benefits to them of making

a planned gift. Can you explain the major benefits of various planned giv-

ing options in just two or three sentences?

� After completing the first two exercises, try sharing your answers with

your spouse, parents, or in-laws. Did they understand what you were

describing?

� When writing to or speaking with prospective donors, it is important

to relate the latest news from the organization, particularly things that

have been made possible due to the support of other donors. List

three things that your organization has accomplished within the past

six months that it might not have been able to accomplish without

donor support.
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� Very often, it is useful to bring someone else from the organization to a

meeting with a planned giving prospect. This individual might be a

fellow development professional or volunteer member of the planned

giving advisory council with particular expertise in handling a complex

gift arrangement, someone from the service side of the organization

who can better describe how a gift will be put to use, or a senior staff

member who can express their appreciation to the donor. Make a list of

the various people within your organization who can be part of your

planned giving team.

� When communicating with prospective planned gift donors, it will be

necessary to answer their questions and provide them with the informa-

tion needed to make informed decisions. Anticipate what the common

questions or objections might be and list them. Then, write down and

memorize responses to these common questions. If you no longer need to

worry about what you will say in response to these common issues, you

will be able to focus more attention on the issues that are particularly dis-

tinct to the individual prospect.
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CHAPTER 7

Stewardship

Thankfulness is the beginning of gratitude. Gratitude is the completion of thankfulness.

Thankfulness may consist merely of words. Gratitude is shown in acts.

—Henri Frederic Amiel

After reading this chapter, you wil l be able to:

� Understand the importance of sound stewardship as part of the

marketing cycle.

� Recognize the difference between external and internal stewardship.

� Identify the key elements of an effective, high-impact thank-you

letter.

� Appreciate the value of creating and maintaining a legacy

recognition society.

� Recognize the critical steps in securing a realized bequest.

When done correctly, marketing a gift planning program involves many steps.

Prospective donors must be identified, their motivations must be understood,

they must be educated about planned giving, they must be cultivated, and they

must be asked to make a commitment. When a donor does make a commit-

ment, it is certainly an important time for her. It is also an important time for

the nonprofit organization that will be able to sustain its services or even initiate

new programs due to the generosity of the donor. While the development
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professional may feel like he has crossed the finish line, the reality is that the gift

planning process continues. Obviously, it continues with other prospects. But,

it also continues for the donor who has just completed a planned gift or planned

gift pledge. When someone makes a planned gift commitment, it is not the end

of the process. Instead, it is the beginning of the next phase of the process:

stewardship.

Stewardship Closes the Circle

Stewardship is defined by the AFP Fundraising Dictionary as ‘‘a process whereby

an organization seeks to be worthy of continued philanthropic support, includ-

ing the acknowledgment of gifts, donor recognition, the honoring of donor

intent, prudent investment of gifts, and the effective and efficient use of funds

to further the mission of the organization.’’1

Stewardship will help the donor feel good about her commitment. It will

ensure that revocable gifts (i.e., bequests) remain in force and, perhaps, increase

in value over time. Good stewardship can also lead to another planned gift from

the donor. For example, a donor who makes a bequest commitment may be

impressed by the organization and a sufficient level of trust might have been

F IGURE 7 . 1

The Circular Planned Giving Process

Stewardship

Secure a
Gift

Educate

Ask Cultivate

Identify
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developed through the process to allow the donor to feel comfortable making a

donation to establish a charitable gift annuity (CGA). A donor who establishes a

CGA may feel so comfortable having done so, he may decide to establish a sec-

ond. Or, a CGA donor may make a bequest commitment; ‘‘some organizations

show that 75 percent of the people who take out gift annuity contracts eventu-

ally make a bequest.’’2

I N T H E REA L WOR LD

Good Stewardship
Enhances Relationships

For the third time in my career, I am looking through the files of an organiza-

tion’s ‘‘planned gifts.’’ Filled with copies of acknowledgment letters, these

files lack the most important documents I hope to find. Where is the proof of

a relationship? Where is the copy of the gift document or some type of con-

firmation that a gift even exists? Are these donors still alive? Do they feel

that anyone appreciates their generosity?

Once again, I initiate the process of creating a donor-centered planned giv-

ing program. The first step is to make a list of every potential planned gift on

file. Then, are the donors still alive? Can we track down updated address

and telephone information? Is there a bank or trust company that might pro-

vide additional information?

Some donors have passed away. For the living donors, we mail a letter of

introduction announcing a new and professional planned giving program. In-

cluded with the letter is a confirmation form that asks donors to reconfirm

their commitment. The letter acknowledges the fact that many gifts

change, and that we plan to change our effort to know our donors better and

to involve them in our organization at whatever level they desire.

The results are what make my work so wonderful. A few respond that they

changed their gift years ago when no one seemed to care. Most have simply

been waiting for someone to ask. Now, my work is simple. I visit with each of

these generous individuals making sure they know how important they are

to our organization. Listening to their stories and turning those stories into

wonderful documentation of a life well-lived ensures they will know their

generosity is profound. These stories also serve as strong messages to

others regarding the benefits of creating the ‘‘ultimate gift!’’

—Susan Blair Brandt, Director of Planned Giving, Jupiter Medical Center Foundation
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Good stewardship has two components. External stewardship involves

thanking the donor, ensuring he is properly recognized, and reporting to the

donor or his designees how the gift is utilized. Internal stewardship involves

the efficient processing of donor gifts. It also involves, when appropriate,

effectively investing those dollars and ensuring that the gift is used according

to the donor’s wishes.

I N T H E REA L WOR LD

Remembering to Put the
Donor First

Using a donor-centered marketing approach will remind us to practice effec-

tive stewardship. Practicing effective stewardship will remind one to be

donor-centered.

At the L.L. Bean Company, the successful mail order retailer, the customer

is the center of their universe. One way the company has maintained its cus-

tomer-first culture is that it has developed a list of statements about cus-

tomers that are shared with each employee as a reminder. In the nonprofit

world, it is a good idea to remind ourselves and our colleagues, from time to

time, of the importance of the donor. Here is an adaption of the L.L. Bean list

for the nonprofit sector:3

� The donor is the most important person ever in this office, in person, by

mail, or on the telephone.

� The donor is not dependent on us; we are dependent on the donor.

� A donor is not an interruption of our work; she is the purpose of it. We

are not doing a favor by serving her; she is doing us a favor by giving us

the opportunity to do so.

� A donor is not someone to argue or match wits with. Nobody ever won

an argument with a donor.

� A donor is a person who brings us his wants. It is our job to handle them

in a way that is beneficial to him and our organization.
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Thank Donors Quickly and Frequently

At every point of contact, planned giving prospects should be thanked. If a

prospect is an annual fund donor, she should be thanked for that in the planned

giving appeal before an ask is made. If one meets with a prospect, the prospect

should receive a letter or note, preferably handwritten, thanking her for her

time. Development professionals should actively search for reasons to thank

prospects and donors. And, the ways in which appreciation is expressed should

be diverse.

There are two powerful reasons to thank donors. First, it is quite simply the

right thing to do. Second, not that another reason is needed, it can lead to addi-

tional giving.

A study of a large nonprofit organization’s bequest donors found that do-

nors who were asked and thanked gave twice as much as those who were not

thanked. Those who were cultivated (notes, letters, visits, etc.) after the thank-

you gave three to four times as much.4

Janet L. Hedrick, Senior Associate at Bentz Whaley Flessner and author of

Effective Donor Relations, asserts that donors should be thanked seven times for

each gift.5 This does not mean one has to send seven thank-you letters. One

should be much more creative than that. However, it does mean that one

should look for multiple ways to express appreciation once a donor makes a

gift. For example, here is a list of seven ways an organization can show its

appreciation:

� The donor gets a written thank-you letter from the development profes-

sional within two business days of a gift or gift commitment being

received.

� The organization’s CEO or Board Chair sends a thank-you letter.

� A board member calls the donor within a week of receipt of the gift to

express appreciation.

� The organization thanks planned gift donors by name, unless the gift was

anonymous, in its newsletter.
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� The organization thanks planned gift donors by name, unless the gift was

anonymous, it its annual report.

� The donor gets thanked with an invitation to a donor recognition event.

� The donor gets thanked at other types of events throughout the year.

The formal thank-you letter from the organization should be sent within

48 hours of receipt of the gift or gift commitment, according to Hedrick.

This will underscore that the organization both appreciates and needs the

gift. A well-written thank-you letter will seldom begin with the words

‘‘thank you.’’ Instead, the charity should exercise a bit of creativity and truly

personalize the letter rather than just sending a form response. Penelope

Burk, President of Cygnus Applies Research and Burk & Associates, is the

author of Donor-Centered Fundraising. After completing a study of thank-you

letters from nearly 200 charities, she outlined 20 attributes of a great thank-

you letter:6

1. The letter is a real letter, not a preprinted card.

2. It is personally addressed.

3. It has a personal salutation (no ‘‘dear donor’’ or ‘‘dear friend’’).

4. It is personally signed.

5. It is personally signed by someone from the highest ranks of the

organization.

6. It makes specific reference to the intended use of the funds.

7. It indicates approximately when the donor will receive an update on the

program being funded.

8. It includes the name and phone number of a staff person whom the donor

can contact at any time or an invitation to contact the letter writer directly.

9. It does not ask for another gift.

10. It does not ask the donor to do anything (like complete an enclosed survey,

for example).

11. It acknowledges the donor’s past giving, where applicable.
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12. It contains no spelling or grammatical errors.

13. It has an overall ‘‘can do,’’ positive tone as opposed to a handwringing

one.

14. It communicates the excitement, gratitude, and inner warmth of the

writer.

15. It grabs the reader’s attention in the opening sentence.

16. It speaks directly to the donor.

17. It does not continue to ‘‘sell.’’

18. It is concise—no more than two short paragraphs.

19. It is received by the donor promptly.

20. Plus, in some circumstances, the letter is handwritten.

Burk also found that donors of every type, not necessarily planned gift do-

nors, appreciate a personal touch from the organizations they support. She

found that

Ninety-five percent of all study donors said that they would be very appreciative if a

member of the board of directors called them just to say thank you within a day or two

of receiving their gifts. Eighty-five percent of individual donors . . . said that this

would influence them to give again to the charities that made this gesture. Eighty-

four percent of individual donors . . . would definitely or probably give a larger gift

the next time under these circumstances.7

Given that most planned gifts are revocable and given that most planned gift

donors are also annual fund contributors or members, it is essential to properly

thank them. Appreciation should be expressed quickly, passionately, and

personally.

KEY CONCE P T

When thanking donors, keep the focus on them by using the word you more

often than the words I or we.
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Recognize Planned Gift Donors

The NCPG Survey of Donors found that only 25 percent of planned gift donors

who had informed a nonprofit organization of their bequest intention experi-

enced being treated any differently as a result.8 However, a majority of charity

supporters believe that it is appropriate for an organization to provide re-

cognition to donors who make a legacy pledge, according to research con-

ducted by Adrian Sargeant and Elaine Jay.9 Therefore, organizations that do

provide such donors with special recognition will have a clear advantage over

organizations that do not.

This does not mean that all planned giving donors will want a T-shirt that

says, ‘‘I’m dying to give!’’ What it does mean is that the organization needs

to develop a solid planned gift recognition program. For particularly special

gifts, it might even involve actually asking the donor how he would like

to be recognized.

Every organization should recognize planned gift pledgers and donors as

members of a distinct legacy recognition group. Rachel Sisemore Crawford

and Fred Hartwick wrote in the Journal of Gift Planning about the four

benefits that a planned giving recognition society provides:10

� They are a forum for the organization to express appreciation to its

planned gift donors.

� They serve as an incentive for nonmembers of the society to make

similar gifts.

� They act as a regular reminder to donors of the importance of their future

gifts (in the case of deferred gifts), which is particularly important since

revocable pledges can be changed at any time before the donor dies.

� They can bring society members closer to the organization and may pro-

vide the opportunity to ask for current gifts or additional planned gifts.

When considering the membership composition of the legacy society,

one should include those who have expressed a bequest intention. Most

organizations will require the donor to provide some type of documentation
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of the commitment such as a completed will confirmation form. Although

a donor may complete and sign such a form, the commitment remains

revocable unless there is also a binding pledge agreement. Nevertheless,

since only a tiny fraction of those who include a charity in their will ever

remove the charity, it is important to recognize these individuals while

they are still alive. Another group of donors to include are those who have

made irrevocable life-income gifts such as CGAs. Rather than seeking to

exclude people from the legacy society, organizations should strive to have

such groups be as inclusive as possible while maintaining appropriate mem-

bership criteria.

I N T H E REA L WOR LD

Establish Criteria for Legacy
Society Membership

It is important to define who is eligible for membership in an organization’s

legacy society. Each organization will develop its own particular policies

that are consistent with the charity’s culture and objectives. Adapted from

a presentation at the 2006 National Conference on Planned Giving, the fol-

lowing are some actions that could qualify a donor for membership in a leg-

acy society:

I. Donors commit to naming the organization in their estate plan through

various planned gifts such as:

1. Charitable Gift Annuity (CGA).

2. Life estate.

3. Charitable remainder trust (CRT).

4. Charitable lead trust (CLT).

5. Beneficiary designations (i.e., retirement plan or life insurance).

6. Other options. For example, some organizations may choose to in-

clude as members of the legacy society those who establish an

endowment fund with a minimum contribution amount for the bene-

fit of the organization. The principal remains intact and is invested.

It may be set up as a restricted endowment fund, which benefits a

(continued )
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The legacy society should have its own brand identity while being con-

sistent with the organization’s overall brand. For example, the legacy soci-

ety logo might incorporate the organization’s logo. Before moving forward

with a legacy society, it is a good idea to get organizational acceptance,

perhaps even seeking board approval. Once approval has been granted and

a brand identity has been created, prospects can be ‘‘invited’’ to be part of

the legacy society.

Some donors may wish to remain anonymous, and those wishes should

be respected. For example, ‘‘be cautious about offering opportunities for

recognition. In some [Native American] cultures, this is an insult, saying to

the donor that they give for glory rather than simply ‘sharing the path.’’’11

Other cultures also frown upon recognition. Development professionals

need to be sensitive to this. Donors should be asked how and even if they

want to be recognized. While recognition is important to some, it is not

valued by all. However, in lists of legacy society members, the organization

should list ‘‘anonymous’’ to represent each such donor so that people know

how many members of the legacy society there are including those who do

not want their names used.

particular cause of the organization. An unrestricted endowment

fund, on the other hand, can be established if the donor has no pref-

erence on where the funds are to be used.

II. Donors state that they have included the organization in their estate

plan. It is important to establish a policy that membership is extended

to individuals who disclose the commitment of a planned gift arrange-

ment through written notification. It is not recommended that donors

be asked to reveal the amount of a bequest commitment in order to

become a member. Rather, first and foremost, the emphasis should

simply be on just getting them to tell the organization that they have

made a planned gift commitment.

—Elisa M. Smith, Vice President and Director of Financial Planning, STAR Wealth

Management; from ‘‘Making Bequest Societies the ‘Wow’ of Your Planned Giving

Program.’’ National Conference on Planned Giving, October 2006, 8–9.

I N T H E R E A L WOR L D ( C O N T I N U E D )
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Crawford and Hartwick believe that legacy society members should receive

certain benefits, tokens of appreciation that include:

� A membership gift. This should be a small item. It can be a coffee mug, lapel

pin, pen, or other item imprinted with the legacy society logo.

� An annual event. This annual recognition event should be open only to

members, and their guests, and should thank them. In addition, it should

offer something of value. For example, if it is a luncheon event, it might

also include a speaker who can speak about one of the organization’s proj-

ects, or the speaker might be a service recipient talking about how she

benefited from the organization.

� Special newsletters and communications. Periodically, the organization should

share special information with legacy society members. This might involve

a special newsletter or simply periodic letters. The information might be

about new programs or services offered by the organization, recent news

coverage about the organization, or changes in tax laws that might impact

donors. The key is to offer timely information that donors will appreciate

receiving.

� Birthday and holiday cards. Sending cards reminds donors that they are im-

portant to the organization. The development professional should add a

short, handwritten note to the card to give it a personal touch. One should

consider sending a card at Thanksgiving, a time when most people are not

receiving greeting cards and a time uniquely appropriate for expressing

appreciation to a donor. When sending holiday cards, be certain that the

recipient observes the given holiday. Only send birthday cards if the recip-

ient has elected to provide the date of birth information, not if you

gleaned it from other sources.12

Some organizations recognize legacy society members in additional

ways. For example, some charities will post a list of legacy society mem-

bers on a special donor wall in the office lobby. Other organizations will

provide legacy society members with a certificate of membership. Some
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organizations will invite legacy society members to an annual meet-and-

greet reception with the organization’s board of directors. Some organiza-

tions will provide a special behind-the-scenes tour for legacy society mem-

bers. The recognition options are limited only by the development

professional’s creativity and the organization’s culture.

One powerful way to recognize planned gift donors is to invite them to

share their story with others by posting it on the organization’s web site.

When a donor shares his story, including what inspired him to make the

gift, and it is made public, the donor has established a tangible legacy that

will inspire others.

When a member of the legacy society passes away, this individual

should be publicly recognized, assuming they did not request to remain

anonymous. It should be noted that some anonymous donors are willing

to have the veil lifted upon their death; again, this is something to be dis-

cussed with donors. And, according to the donor’s wishes, his spouse or

children should be invited to continue to attend legacy society events and

receive reports.

I N T H E REA L WOR LD

Executive Insight

Hosting an annual luncheon for planned gift contributors has multiple bene-

fits for each participant. First, they are reengaged after the gift has been

made. Second, they can share this special time with one or two family mem-

bers and/or their financial advisor who they are encouraged to bring as their

guests. Third, they can enhance their legacy by serving as a testimonial for

gift planning by sharing their story, which can also be used for a newsletter,

magazine, or annual report. Fourth, led by a volunteer member of the

planned gifts committee, the luncheon program should feature the CEO and

professional staff members’ reports on current activities and future plans.

It’s a hit every year!

—James M. Greenfield, President, J.M. Greenfield & Associates
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Reporting to Donors

Mostly what donors want from the organizations they support is regular infor-

mation about how gifts are utilized. Even deferred gift donors want to know

how effectively the organization is fulfilling its mission. For current planned

gift donors, development professionals should discuss with the donor the orga-

nization’s normal reporting procedures and determine if that will meet the indi-

vidual donor’s needs. If not, the development professional should determine

what type of information the donor would like and how often.

The organization does not have to prepare elaborate and lengthy reports. A

simple, one- or two-page letter will usually suffice. Renata J. Rafferty, in her

book Don’t Just Give It Away, advises philanthropists not to ask for detailed

reports, ‘‘Let [the organization] know that you are not looking for a report. A

report is a document of length and detail that is usually designed to obscure

both the excitement and problems that are being encountered. You truly want

the charity to view you as a partner in its work, and partnerships are successful

only when all parties can be candid with one another.’’13

An organization’s CEO can send an annual letter to donors to express

appreciation for their support. The letter can provide service highlights from

the preceding year; this might involve a story about someone served by the

organization. The letter can also review how the legacy society has grown. If

planned gifts are used to build the organization’s endowment, the letter should

discuss the investment performance of the endowment. The primary objectives

of the report letter are to express appreciation, show donors how effectively the

organization is fulfilling its mission, and review how fiscally responsible the or-

ganization is.

For deferred planned gift donors (i.e., bequest), the gifts may not be realized

until the donors die. In these cases, it is still a good idea to update donors. This

will give them a sense of satisfaction while reminding them that they are impor-

tant and that the organization continues to need them. Development professio-

nals should talk with deferred gift donors, particularly bequest donors, about

who else they might like to have updates go to. For example, some organizations
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include the children of donors in recognition event invitations and reporting.

Assuming it is the donor’s wish to do this, such actions can reduce the likeli-

hood of a will being contested and it can even inspire the children to make a

gift of their own.

For many planned giving donors, it is important to involve their families.

For many, part of the reason that they are making the extraordinary philan-

thropic gesture is to influence their children, either in how they remember

their parents or to instill philanthropic values in them. This is a matter that

should be explored with each donor; the organization should certainly not

make any assumptions one way or the other.

Internal Stewardship

To earn and maintain the trust of donors, organizations must efficiently fulfill

their missions. They must also safeguard donor privacy, ensure that the donor

gifts are properly collected, process gifts efficiently, and use gifts for the purpose

expressed by the donor. While the development professional may not be

directly responsible for performing each of these activities, she is responsible for

making sure that those who are actually follow through.

Part of internal stewardship involves making sure that gifts are actually re-

ceived when the donor dies. The development professional is the donor’s

I N T H E REA L WOR LD

Executive Insight

As a service each year to our trust income beneficiaries, we send out an

annual letter at the beginning of the year to inform them of the value of the

trust and, if possible, what the anticipated trust payments might be for the

coming year. It also contrasts the trust value and payments by percentage

over the previous year. Our letter is fairly concise and is more or less an

opportunity to simply take the proactive measure of communicating with

folks and thanking them for their support.

—David C. Troutman, Senior Major & Planned Gifts Officer, Wabash College
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I N T H E REA L WOR LD

Bait and Switch ¼ Fraud

Many years ago, a mid-Atlantic museum launched a special project

fundraising campaign. The executive director had plans for a new exhi-

bition, and instructed the development staff to raise the funds for it.

While not a full-blown capital campaign, it was nevertheless a major

undertaking that involved current cash and planned gifts. As the cam-

paign neared a successful conclusion, the executive director announced

to the staff that she was indefinitely postponing the plans for the new

exhibition. Instead, she wanted to use the newly acquired financial re-

sources for another, completely unrelated project. The chief develop-

ment officer protested, telling her that since the funds were explicitly

raised for another purpose, donors would have to be contacted. During

those contacts, each donor would have to be given the option of getting

her money back or canceling her pledges, or allowing her gift to be

used for the latest project. The executive director forbid the staff to ap-

proach donors in this manner for fear that some might actually ask for

their money back or cancel pledges since the new project might be per-

ceived as less attractive.

Recognizing that raising money for one purpose and then spending it on

something completely different is unethical, the chief development offi-

cer took the matter to the board. When the board backed the executive

director, the entire development and membership staff resigned in

protest.

While an extreme case, this true story underscores the importance of being

truthful with donors. It also underscores the fact that development profes-

sionals are responsible for making sure the wishes of donors are honored. In

this case, the development staff did everything they could and, when they

could do no more, they resigned rather than being a party to a bait-and-

switch maneuver.

It is essential that organizations maintain the highest ethical standards to

safeguard the public trust. It is the responsibility of development professio-

nals to be the champions of ethical practice within their organizations. Non-

profit organizations can only raise money as long as they enjoy the trust and

goodwill of the public.
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advocate when it comes to the contribution. The nonprofit needs to make sure

the donor’s wishes are honored and that the bequest gift comes to the organiza-

tion as the donor intended. Susan DameGreene, President of Bipster Interna-

tional, outlines the steps that organizations should take to secure their interests

and honor the donor’s wishes:14

� Write to the executor and/or the attorney. Throughout the process, you’ll

be amazed how much more efficiently the work will be done when you let

the executor and/or attorney know you are watching. In your first com-

munication: express condolences to the attorney and ask who else should

receive condolences, request a copy of the will or document in which

your nonprofit is named, send proof of 501(c)(3) status, ask the total

amount of the bequest, ask about the timing of distributions and the

amount of each distribution.

� When you get a copy of the document (will, trust, etc.), read it carefully to

see where your nonprofit is named. It may be in several places. Is the name

of your nonprofit correct? Can you accept what is being offered? Will it

benefit your nonprofit more than your costs involved in accepting/admin-

istering? How can you gracefully turn it down?

� Set up the bequest in your bequest tickler file for handling. If you have a

specific bequest and the amount is small, give your nonprofit’s name and

address to the executor, along with any reasonable information requested.

If you have a specific and large amount, follow the previous step and also

ask for an early distribution, if possible. If you have a percent of the estate

or the residue, follow the previous two steps. Then, ask for a copy of the

inventory (nine months from the date of the donor’s death) and the final

accounting (18 to 24 months later). Read the inventory and keep abreast

of the estate expenses as the estate is being settled.

� Collect the assets due and determine how to handle.

� Close the bequest, but keep any remaining information. I would not rec-

ommend signing a receipt until you get your bequest. You can have an

interested person or company hold the funds as agent if the executor objects.
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From time to time, it may be necessary to engage your organization’s

legal counsel. In some states, the attorney general will intervene on behalf

of a nonprofit organization. For example, an executor is entitled to collect

a fee until the estate is settled. In some cases, the executor may not wish

to expedite settlement since it would mean an end to administrative

fees. In other cases, the executor might be guilty of insider dealing. For

example, the executor might try to sell property at below market rates to

a confederate. If a nonprofit organization has any suspicions about how

a donor’s estate is being handled, it should engage legal counsel. More

often than not, when a wayward executor sees this action, he will correct

his behavior.

I N T H E REA L WOR LD

Defend the Donor When They
Are No Longer Able

After a bequest donor dies, they are no longer in a position to defend their

interests. In most cases, family and the estate’s executor will ensure that

the donor’s wishes are honored in all respects. However, for a variety of rea-

sons, there will be times when this is not the case. Strong legal advice can

help the organization deal with the situation to ensure that the donor’s

wishes are indeed honored.

A scholarship foundation in the Northeast learned of the passing of an

elderly woman in the community. A member of the all-volunteer organi-

zation’s board knew the woman and knew the foundation was in her

will. The woman’s attorney produced a copy of the will which included a

nearly $1 million bequest for the foundation and nearly nothing for her

two estranged children. The children produced another version of the

will where the charitable provision was whited-out, literally. The attor-

ney for the children approached the foundation to negotiate a settle-

ment agreement. The foundation, under the advice of legal counsel,

held firm and asked that the matter proceed to court as soon as possi-

ble. The attorney for the children initiated a series of delaying tactics

hoping that the foundation would eventually negotiate rather than have

(continued )
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Good internal stewardship will also ensure that good records are main-

tained. For example, one way to ensure that a donor’s intent is honored is

to know what that intent is. Carefully filing all correspondence, recording

notes following each contact, and documenting gifts will be extremely

helpful when the donor passes. Sophisticated fundraising software can assist

with this but, even if the organization uses a card file and index cards, it is

essential to keep good records. To ensure that good notes are routinely

entered into the donor’s record, one should record all information while it

is still fresh. For example, after meeting with a donor, drive to the nearest

coffee shop, get a cup of your favorite beverage, and start writing before

you forget any important details. That way, one will be assured of having

good, complete information.

the matter drag out. Under the advice of legal counsel, the foundation

held firm. About one year later, surprisingly quickly given the circum-

stances, the court upheld the clean version of the will and the founda-

tion received the full bequest.

When a donor passes away, his donative interests are generally in com-

plete alignment with the charity’s. It is up to the charity to ensure that

the donor’s interests are honored and, in the process, the organization

will benefit.

I N T H E REA L WOR LD

Executive Insight

Make sure everyone in the development department is inputting data on all

of your donors (e.g., their birthday, interests, family or close friends). Col-

lecting important details will help you and the donor make a connection to

your mission. Such details could also prove important after the donor

passes, as well.

—Elizabeth Tice Eiesland Endowment and Planned Giving Director, Youth & Family

Services Foundation

I N T H E R E A L WOR L D ( C O N T I N U E D )
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Summary

Once a planned gift is secured, good stewardship will close the process, further

build the relationship between the organization and the donor, and set the stage

for future current and planned giving. Donors recognize that their planned gifts

are something truly special to them and to the nonprofit organizations they

support. They expect development professionals to recognize this as well. One

way to convey to donors that they are indeed greatly appreciated is to send

them a thank-you letter promptly. In addition, to be effective, that letter will

need to be personal and passionate. Development professionals will want to

show their appreciation a minimum of seven times for each gift. Donors should

also be publicly recognized in ways meaningful to the donors and inspirational

to others.

Organizations will want to report to donors on a regular basis as a further

act of sound external stewardship. This will build further trust with donors, in-

crease their confidence in the organization, and make donors feel like the spe-

cial people they are.

With effective, ethically-driven internal stewardship, organizations will

ensure that the wishes of donors are honored. Development professionals will

advocate for donors when they pass, both in shepherding the gift to the organi-

zation and in making sure the organization handles the gift according to donors’

specifications.

Closing a gift is not the end of a process. Instead, it simply advances the

relationship to a new stage. By exercising sound stewardship, organizations will

strengthen the relationship with donors and inspire others to participate as well.

Exercises

� Good thank-you letters touch donors and enhance the relationship be-

tween donors and the organization. Review the thank-you letters your

organization uses. Do they contain all of the elements discussed in this

chapter? Identify any elements that are missing and resolve to write stron-

ger letters in the future.

251

E x e r c i s e s



E1C07 09/02/2010 11:25:54 Page 252

� Personal notes are an effective way to make someone feel special. Have

you sent someone a handwritten thank-you note today? It could be for a

donor’s gift, a prospect’s time, an advisor’s advice. If you have not, take a

moment and send someone a personal note now.

� Maintaining the privacy of donor records is critically important and ethi-

cally required. Does your organization have a privacy policy? If so, take a

moment to review it. If not, talk to colleagues about developing one.

� Providing donors with small tokens of appreciation is an excellent way to

thank them for their support, assuming they value the gift. Does your or-

ganization offer small gifts of appreciation? Do donors appreciate them?

Ask a few donors how they feel about the gift.

� Having board members call donors immediately after a gift is received is a

meaningful way to thank them. It is also an excellent way to help your

board understand the value of planned giving. Recruit and train some

board members to call donors to thank them. In addition to thanking do-

nors and hearing them sing the praises of the organization, board members

can gather useful information such as finding out what inspired the donors

to make such generous gifts.
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CHAPTER 8

Getting Started

Luck is a matter of preparation meeting opportunity.

—Oprah Winfrey

After reading this chapter, you wil l be able to:

� Understand the need for gaining board and senior

management acceptance of the planned gift marketing plan.

� Secure organizational acceptance through the development of an In-

ternal Case for Donor-Centered Philanthropic Planning.

� Garner cooperation from development colleagues.

� Recognize the common elements of a marketing plan.

� Understand some of the many measures of planned gift

marketing performance.

� Launch your new or enhanced donor-centered planned gift market-

ing program.

The end of this book is your beginning. Your organization may already have a

planned gift marketing effort. Or, you may be looking to start one. Either way,

it is now time to begin your new or enhanced donor-centered planned gift

marketing endeavor.
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We have examined what it means to be donor-centered. We have carefully

studied the five stages of a donor-centered marketing effort: Prospect Identifi-

cation, Education, Cultivation, Solicitation, and Stewardship.

Now, you are ready to get started. As you begin, there is much that must be

accomplished.

Is Your Organization Ready?

The following is a guide prepared by the Partnership for Philanthropic

Planning to help development professionals determine if their organization

is ready for serious planned gift marketing and, if so, what level of program

is appropriate.

Before you begin, try to look at your organization from the donor’s perspective by

conducting a mission-effectiveness survey. If the answers to any of the following points

are not affirmative, you must address those areas first, before beginning a gift planning

program:

How visible is the organization? Does the public know the organization’s name?

Is the public aware of the organization’s activities? Is there evidence the organization is

a legitimate charitable organization? Does it have a well-communicated, future-

oriented mission statement? A vision statement? A strategic plan which is publicized?

Is the volunteer Board of Directors representative of a cross-section of the organiza-

tion’s constituency? Do they have limited terms of office and are they elected or

appointed to office? Can you be certain that volunteers, benefactors and employees

are receiving appropriate compensation and/or benefits from the organization? Is the

organization financially well-managed and able to professionally administer large con-

tributions? Does the organization have a long-term mission? Is the organization per-

ceived as stable, with constituents who are confident that the organization will be

around for a while? Does the organization follow government regulations? Does it

hold 501(c)(3) nonprofit status and 170 charitable status with the Internal Revenue

Service? Does it hold any required state or city licenses to solicit funds? Does it publish

and/or make available upon request an annual report or current financial statement?

What percentage of contributions is used for fund raising? How does this compare to

similar charitable organizations?

When your organization has established a strong foundation for development

activities, take a gradual approach to adding gift planning to your other fundraising
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strategies. This guide suggests three distinct, but interrelated phases in the develop-

ment of an effective gift planning program:

I. Phase One, the Bequest and Beneficiary Designation Program, is quite basic, but

the results can be very rewarding. It requires a thorough understanding and im-

plementation of a practical wills and bequests program for which effective educa-

tional efforts and marketing and public relations programs are critical elements.

Many times outright gifts of appreciated securities and real estate are also in-

cluded as part of a phase one program. For many charitable organizations, it may

not be necessary, prudent, or affordable to progress beyond this stage of the gift

planning process.

II. Phase Two, the Life Income Gifts Program. The nonprofit organization which

has successfully initiated Phase One may be ready to proceed with a life income

gifts program. This phase assumes an advanced understanding of gift planning

options and commitment of the resources necessary to move successfully into a

fully developed gift planning program. It builds on the successes achieved in the

development of a strong Phase One foundation by continuing educational, mar-

keting and public relations efforts.

III. Phase Three, the Charitable Gift and Estate Planning phase, is the most proactive

option. This is the level at which organizations engage in professional gift plan-

ning and counseling with prospective donors. It involves well-trained third par-

ties, such as attorneys, accountants, financial planners and other members of the

planning team in the dialogue with prospective donors. It requires the retention

of a level of professional expertise and training which many nonprofits may not

have available on a full-time basis. In many cases, the donor will actually engage

the services of a professional who will help tailor the gift to ensure that it meets

the donor’s needs and protects the donor’s interests.1

If the organization is ready to pursue some type of gift planning program—

either a Phase I, II, or III program—then the next step is to ensure that there is

organizational support for the planned giving program.

Getting Organizational Acceptance

Before a development professional can launch a donor-centered planned gift

marketing effort, there must be broad support within the organization for the

gift planning program, in general, and the concept of the donor-centered
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approach, specifically. This means engaging the organization’s board and senior

management as well as colleagues. There must be organizational acceptance

from the top down, from those who are responsible for approving the budget

to those responsible for implementation.

Gaining board approval is essential for three reasons: (1) at most organiza-

tions, the board will approve the budget; (2) board members should be

expected to make planned gifts; and (3) board members should encourage

others to make planned gifts. Laura Hansen Dean, and Pamela J. Davidson, in

the Journal of Gift Planning, elaborate on these points:

Boards have a key role in development for their charity, but few seem to know this or

embrace it. Many boards mistakenly take the approach that fundraising is a staff func-

tion, and they simply want to know how it all turns out. This approach will be in-

effectual in a comprehensive effort to increase planned gift awareness because it will

omit key individuals: the charity’s board.

Board members are the charity’s leadership, its best prospects and key volun-

teers who can carry its message, and should always be considered and approached

in those multiple roles. The board has many critical roles in a proactive gift plan-

ning program, but often is not expressly told that its roles include fundraising.

Fundraising responsibilities should be part of a board member’s job description

to be shared with a prospective member before he or she accepts the board posi-

tion. Board members must also be told that they must make planned gifts to the

charity, with appropriate size and method for each, for if insiders don’t give, why

should outsiders ever consider it? This message should be shared with incoming

and returning board members, even if it means a change in the organization’s

paradigm of its board’s leadership and other roles.2

Dean and Davidson also compiled a list of questions one should ask about

the board to gauge its fundraising readiness and to identify areas that need atten-

tion. They write,

[A]s you evaluate your board leadership and involvement, consider the following:

� Do your board members know that they should be planned gift donors? Are they

willing to let you use their gift stories as testimonials? Do they understand their

participatory and ongoing role in the success of the gift planning program? Do they

know any planned gift techniques other than bequests?
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� Is your board leadership willing to commit staff, time and budget to a proactive gift

planning effort? Does the board realize that such an effort will take time and cannot

be an added responsibility to an already overloaded staff member? Do they realize

that once they start to promote gift planning that they must continue to do so, on a

continuous and sustained basis?

� Are any of your board members willing to act as volunteers, cultivators and perhaps

even solicitors of planned gifts? Are they willing to undergo some technical training

so they can be effective listeners and learn how to leave ideas and suggestions with

potential donors? Are they influential? Can they talk about the charity with passion

and conviction? Do they know its success stories and that gifts matter? How does

your board provide technical assistance in promoting and administering planned

gifts? Are members willing to devote budget to such services, or do they know of

opportunities to collaborate with other charities, such as a community foundation?

� Does your board understand restricted gifts and endowments? Is it willing to honor

donor restrictions in perpetuity for certain types of gifts? Is it willing to create the

structure administratively to support these obligations?3

By answering the questions posed by Dean and Davidson, development

professionals will understand what issues must be addressed in order to ensure

full buy-in from the organization’s board.

Case for Support

Most development professionals are familiar with what an organizational

Case for Support is. It is a comprehensive document that enshrines the

organization’s mission statement. The Case outlines the organization’s goals

and objectives and describes the reasons why prospective donors might

want to contribute. The Case broadly describes the organization’s various

programs and explains the role of philanthropy in being able to provide

those programs and achieve the indicated goals and objectives. The Case

for Support should describe:

� Organization’s needs.

� Strategies, tasks, and plans.

� Staff.
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� The cause.

� Budget.

� Governance.

� Goals.

� Financial history.

� Facilities.

� Mission.

� Objectives.

From the one sweeping Case document, multiple Case Statements can be

developed for specific constituencies or campaigns. For example, an organiza-

tion might develop different Case Statements for its annual fund, capital, and

planned giving campaigns. Case Statements might be tailored for different audi-

ences such as individuals, corporations, and foundations. Case Statements

should include the following elements:

� The institution’s services, programs, and objectives.

� How the goals of the fundraising program support the institution.

� Ways in which the institution will remain significantly productive in the

next decade.

� The difference it would make if a donor supported the cause.

� What the institution must do to improve or change its activities and aims,

and why the institution is valuable to society.
4

I N T H E REA L WOR LD

Executive Insight

The Case is a centralization or documentation of all information describing

the organization’s cause and why it deserves philanthropic support. The Case

Statement is a shorter, campaign-specific or constituency-specific document.

—CFRE Review Course (AFP 2004)
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The Case for Support and the individual Case Statements are primarily

designed for external consumption. They are typically organization focused.

While these can be useful documents, Brian M. Sagrestano and Robert

E. Wahlers suggest the development of an additional type of Case docu-

ment. The Internal Case for Donor-Centered Philanthropic Planning (see

Appendix C for a sample document) is a document designed primarily for,

as the name suggests, an internal rather than external audience. The pur-

poses of the Internal Case are to:

� Invoke the highest purpose of the organization’s existence—its mission,

and demonstrate how the fulfillment of your long-term mission will be

strengthened through future and endowment gifts.

� Focus on the needs of your donors—how through future and endowment

gifts your donors can be assured that their support will enhance the part of

your mission that is most important to them, and that they can establish a

meaningful and permanent legacy that meets your needs while also meet-

ing their needs.

� Provide the rationale behind the request for future and endowment gifts.

� Identify a range of long-term resource needs and objectives.

� Serve as the springboard for creating a variety of communication and

marketing efforts in support of your future and endowment giving

program.5

In short, the Internal Case is designed to secure staff and board accep-

tance of a donor-centered gift planning program. The process of develop-

ing the document and the document itself will help educate internal

stakeholders about gift planning, the importance of planned giving to the

organization, and the value and appropriateness of a donor-centered

approach. Once the document is approved, it will enshrine institutional

memory in the face of staff and volunteer leadership turnover. Without

internal buy-in, it will be difficult, if not impossible, to secure external

acceptance.
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According to Sagrestano and Wahlers, the Internal Case should include the

following ten elements:

� Description of the long-term mission and historic significance of your

organization.

� Definitions of future and endowment gifts.

� Stories of donors who have made significant future and endowment gifts

in the past that are supporting your organization today, including the im-

pact those gifts have had on those you serve and the long-term outcomes

those gifts have created for your organization.

� How future and endowment gifts will help your donors create their own

legacies with your organization to ensure its long-term future.

� How future and endowment gifts will fit with your donors’ overall plans

for the present and future generations of their families, to ensure a mean-

ingful legacy beyond your charity.

� Organization’s values and philosophy about long-term resource manage-

ment, including legacy and endowment policies.

� Information about specific tools that will help donors achieve their long-

term objectives for the charity, for themselves, and their families.

� Information about donor recognition and stewardship, to ensure that the

charity maintains the legacy for all time.

� The name and position of the person at the charity who will coordinate

the effort to encourage future and endowment gifts.

� A clear commitment to donor-centered service and confidentiality.6

As with any case document, the Internal Case development and approval

process offers a number of benefits. The document can help shift or solidify the

organizational culture through consensus with all stakeholders, which ensures

that they take ownership of the initiative. For many, a donor-centered philoso-

phy may be new. Gaining acceptance of this orientation is critical. Reminding

stakeholders of the long-term impact that planned giving can have for the orga-

nization and, when possible, relating stories about such gifts and how they have

been used already, will also underscore the importance of planned giving. The
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process of developing the Internal Case will also give one the opportunity to obtain

feedback from stakeholders. This will provide an opportunity to respond to objec-

tions and provide additional relevant information. This feedback will also allow the

development professional to evaluate the organization’s readiness to implement a

donor-centered planned gift marketing program. The Internal Case will also out-

line themes and, perhaps, stories that can be used in the marketing materials that

are subsequently developed. Finally, the Internal Case development and approval

process provides a terrific opportunity to educate the organization’s volunteer lead-

ers about the importance of gift planning. Along the way, some will be inspired to

make their own planned gift and serve as volunteers in the gift planning effort.

I N T H E REA L WOR LD

The Case Development Process
Offers Many Benefits

Imagine writing a foundation proposal requesting ‘‘lots of money for a big

building to support our good work.’’ The most sympathetic foundation exec-

utive wouldn’t tolerate such a vague and lazy request for a minute.

Yet, most planned giving programs tell donors little more than that.

The typical planned giving brochure, crammed with information on the joys

of charitable remainder trusts, gift annuities and pooled income funds, usu-

ally has a picture that illustrates the mission of the organization and a wan

plea that ‘‘gifts from estates are vital to our future.’’

I’ve had donors, particularly older people who are prime targets of planned

giving appeals, tell me they can’t throw away stuff like that fast enough.

And, why shouldn’t they? It’s the same old message about tax and income

benefits from yet another organization that feels it doesn’t have to bother to

say why it needs and deserves planned gifts.

This brochure-driven, tax-and-income-centered approach to planned giving

violates basic fundraising principles. It presents no compelling case, shows

no commitment from key volunteers, and relies on impersonal methods.

Worse, it makes beleaguered development directors think they have to be-

come tax and legal experts before they can start a planned giving program.

(continued )
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Let me suggest another approach: put fundraising back in planned giving.

Sure, you will need to find technical help if someone wants information on a

charitable trust. But most planned gifts will be simple bequests.

Five Things You Can Do

�1 Write a case statement that appeals both to the head (specific objec-

tives) and heart (the benefits to those your organization serves as a

result of planned gifts).�2 Work the case statement draft through your volunteer committees—

planned giving, finance, development—revising the statement as you

go along. View each of these meetings as an opportunity to encourage

planned gifts from those around the table.�3 Refuse to move the case statement to the next committee unless you

have a volunteer from your current committee who has made his or her

planned giving commitment. (That’s what I do, and it works.) By the

time you reach the board, you should have two or three volunteers say-

ing why they have included your organization in their estate plan.�4 Have the board of directors sign off on the case statement by formal

board resolution. By now it should have a specific dollar goal, time ta-

ble, and agreed upon objectives. Again, the case statement should be

presented to the board by you and at least one volunteer—preferably a

board member—who has made a planned gift commitment. The volun-

teer should encourage his or her fellow board members to consider

making their own planned gift arrangements, with technical support

offered to them as needed.�5 Now that your volunteers have something they can communicate

comfortably—the case for planned gifts and their own planned gift

commitments—set up appointments for them and you to talk with

long-time supporters about including your organization in their

estate plan.

I find that case-centered planned giving develops planned gift commitments

fairly quickly—especially from volunteer leaders—provides personal stories

for your newsletter that will, at minimum, be read by those who know the

individual planned giver you are profiling, and makes the planned giving pro-

gram something your organization considers a serious board responsibility,

rather than seeing it as ‘‘(YOUR NAME HERE)’s project.’’

I N T H E R E A L WOR L D ( C O N T I N U E D )
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Enlisting board support is critical to a successful donor-centered marketing

initiative. Kathryn W. Miree, President of Kathryn W. Miree & Associates,

advises in the Journal of Gift Planning that one should approach board members

on an individual basis. Bequest marketing programs should always begin with

an organization’s board for several reasons:

� The board must understand the importance of bequests to the future fund-

ing and viability of the organization. This group funds the marketing pro-

gram and is responsible for reviewing its effectiveness. This is easier when

the board member has personally considered a bequest.

� The board should be the most committed to the long-term viability of the

organization and, therefore, the most likely to make a bequest. They vol-

unteer time, have detailed insight into the operation and finances of the

organization and have high personal contact with the organization and

its staff.

� The board’s commitment is important when recruiting other bequest do-

nors. They can accompany staff on calls, serve as the subject of newsletter

articles, be publicly listed (with permission) in the annual report and spe-

cial tributes for donors.7

Gaining Staff Acceptance

Once board and senior management approval have been obtained, it will

be easier to garner the support of other staff members at the organization.

However, such support will not come automatically. The planned giving

The case-centered approach is seldom as tidy as I’ve presented it. Its only

virtue is that it works better than using mailings, seminars, and newsletter

articles—all useful tools—without having a fully developed and institution-

ally approved case statement to back them up.

But there is a lot you can do on your own. Applying basic fundraising princi-

ples to planned giving is a good place to start.

—Philip J. Murphy, Planned Giving Specialist, Zimmerman Lehman
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professional will have to work with colleagues to educate them about gift

planning so that they will understand their role in the philanthropic planning

process, feel comfortable discussing gift planning concepts with their prospects,

and feel supported.

A mid-Atlantic university found that its major gift officers, representing

various academic units, seldom discussed planned giving with their prospects.

To change this dynamic, the planned giving staff presented an educational

program to the entire university development team during one of its periodic

gatherings. The program discussed some of the fundamentals of gift planning

while focusing on feedback provided by alumni. The educational program was

designed to give major gift officers valuable insight and new ways to help meet

the needs of their prospects.

A university in New England found that many of its major gift officers were

not entirely comfortable with the wide range of planned giving instruments. To

deal with this, the planned giving staff met individually with the major gift

officers to determine how they could be of assistance. Some of the major gift

officers requested a planned giving ‘‘cheat-sheet’’ that simply and succinctly

explained how various common planned giving vehicles work. And, they

customized each ‘‘cheat-sheet’’ to the specifications of the individual major gifts

officer to ensure that it would be user-friendly. Some major gift officers wanted

a leaflet that described various situations a donor might find herself in, the

corresponding gift vehicle that would work best, and the benefits to the donor.

In addition, the leaflet contained a listing of the common gift planning vehicles

along with an outline of the features of each. By contrast, other major gifts

officers wanted simply to know the primary gift planning options along with

an outline of their features and the benefits to the donor. Accompanying

charts helped the major gifts officers visualize how each gift mechanism would

work. All leaflets contained the names and contact information for the gift

planning team.

Planned giving professionals should try to work effectively with all develop-

ment colleagues while recognizing that this might not always be possible to

achieve. However, by personally engaging colleagues, providing useful
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assistance to them, and by tailoring one’s actions to the needs of the individual,

relationships will be enhanced and success will come more often than not.

By helping to meet the needs of colleagues, planned giving professionals

can earn their trust and confidence. This will foster more gift planning conver-

sations and ultimately help more donors. In other words, this benefits the orga-

nization and its prospective supporters.

Developing prospect clearance protocols will keep major gift officers and

planned giving officers from bumping into each other, and such protocols will

better serve prospects and donors. If a prospect receives a call from a major gifts

officer and a planned giving officer on the same day from the same organiza-

tion, for example, she is liable to think that the organization does not know

what it is doing, and she is likely to be annoyed by the duplicate contact. In

addition, it is also a good idea to coordinate marketing activity with colleagues

to ensure that the planned giving message is heard without directly competing

with the organization’s other development messages. For example, gift planning

mailings should be coordinated with annual fund mailings to ensure that they

do not end up in the prospect’s mailbox at the same time. Again, this better

serves donors while keeping colleagues happy. Happy colleagues will be infi-

nitely more cooperative.

Building the Marketing Plan

Once one has created and obtained approval of the Internal Case for Donor-

Centered Philanthropic Planning, it is time to create the planned gift marketing

plan. Such plans will be unique to each organization given its distinctive objec-

tives, prospect pool, staffing levels, and budget resources among other factors.

The plan will be informed by the Internal Case. For example, a small organiza-

tion with limited staff and budget may decide to only market bequest giving

while a much larger organization may choose to market the full array of gift

planning options. Once drafted and implemented, development professionals

will need to remain flexible. Plans never unfold exactly as intended. It is impor-

tant to adapt to changing circumstances.
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While each marketing plan will be unique, they will all have many elements

in common:

� Mission. The plan should refer to the organization’s mission and highlight

those services or programs that are unique to the organization or that are

particularly performed well by the organization. The emphasis should be

on those items and the most acute needs that will be most meaningful and

attractive to prospective donors.

� Key Goals. The plan should outline the primary goals for the planned

giving program. For example, does the organization want to reach out

to new audiences? Does the organization want to close more bequest

commitments? Does the organization want to close more CGAs? Does

the organization want to educate more prospects about gift planning?

Where possible, reasonable, quantifiable, measurable goals should be

identified.

� Target Markets. The target markets must be identified relative to the goals

that have been set. There are any number of ways that the target markets

can be described. Some individuals may also be in multiple target group-

ings. For example, a consistent annual fund donor who is age 65 may be a

prospect for bequest communications and may also be part of the target

I N T H E REA L WOR LD

Executive Insight

While marketing involves creativity, the most powerful marketing tool is

strategy. No one knows an organization’s donors like its development staff.

Sometimes, staff simply does not realize how to use what they know. Begin

with an analysis of donors. Use that knowledge to craft a [planned gift]

marketing plan that focuses on the organization’s best donors in a way that

can be accommodated by staff and fits the charity’s budget. Work smart. Do

only those things that can be done well. And constantly analyze the results.

If you approach a [planned gift] marketing plan in this way; your program is

guaranteed success.

—Kathryn W. Miree, President, Kathryn W. Miree & Associates
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market for CGAs. Someone who is 80 may only be in the target pool for

CGA promotion.

� Key Objectives. The plan should identify the primary objectives associated

with each target market. For example, the goal might be to secure more

bequest commitments. The target markets might be: (1) consistent annual

fund donors over the age of 60, and (2) consistent annual fund donors

from age 40 to 59. An objective for the first group might be to solicit

more bequest commitments. An objective for the second group might be

to provide more estate planning education.

� Strategies and Tactics. With each objective, one should outline the strategies

and tactics that will be used to achieve the objective. For example, if an

objective is to cultivate 200 more prospects, the strategy might be to offer

educational programs. The tactics might include offering will clinics,

estate planning seminars, and direct mail-based estate planning courses.

For each strategy and tactic, the plan should identify the person responsible

for execution. Figure 8.1 provides a schematic of how goals, target market,

key objectives, strategies, and tactics fit together.

F IGURE 8 . 1

Marketing plan elements

Goal #1:
Get 50 More Bequest Commitments

Target Group:
Age 40–59

Target Group:
Age 60–75

Objective:
Cultivate 200 prospects

Objective:
Appeal to all prospects in

group

Strategy:
Educate more prospects

Strategy:
Personally ask each prospect

Tactics:
Will clinics

Estate planning seminar

Tactics:
Personal visitation

Telephone calls
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� Budget. The marketing plan should include a detailed budget. The expense

of each of the tactics deployed should be outlined. ‘‘According to the top

10 percent of the Chronicle of Philanthropy’s ‘Philanthropy 400,’ fundraisers

spend, on average, half of their total planned giving budget on marketing,’’

writes Michael Kateman, Executive Director, Development, Alumni &

Public Relations at Columbia College.8

� Outcomes. The plan should also define anticipated outcomes relative to

the goals and objectives. While it is important to project closed gifts,

effective planned giving involves important long-term cultivation.

Therefore, there are vital outcomes that do not involve the number or

value of gifts. For example, if one is planning to offer educational pro-

grams, it is important to have an attendance goal. It might also be help-

ful to measure how useful the audiences think the educational seminars

are. There are many facets of a planned giving program that should be

measured. The performance of each tactic should be evaluated. The

outcome measurements should all relate back to the goals and objec-

tives and, when important milestones are reached, help achieve those

goals and objectives. The more completely and accurately one projects

outcomes, the more likely one is to have his budget approved. A work-

sheet for calculating the cost to raise a planned gift dollar can be found

in Appendix D.

� Calendar. The plan should include a comprehensive marketing calendar for

the year. This will help keep the marketing effort on track and avoid

scheduling conflicts. In addition to a calendar, a Gant chart or other proj-

ect management tool can be particularly helpful with managing complex

marketing efforts. Table 8.1 is a sample calendar. A similar calendar would

be used for each target market. Response rates will depend on the organi-

zation’s relationship with the target group, the organization’s historic

results, and the quality of the marketing program. Obtaining results from

similar organizations could help one develop reasonable benchmarking

targets.
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Evaluating the Marketing Effort

Planned gift marketing is an extraordinarily complex business. As such, it can

be difficult to measure outcomes. The first thing a development professional

needs to do is define what outcomes are important. This will, in part, be de-

fined broadly by the goals and objectives. For example, a small organization

focused on bequest marketing might measure inquiries, number of attendees to

seminars, and bequest commitments for which a confirmation form has been

received. In others, one will want to measure the effectiveness of planned gift

marketing in ways beyond how many gifts were closed and how much revenue

that represents. While counting the money is certainly important, other factors

are also important and, therefore, should be measured.

Evaluating the performance of a planned giving program will involve an

analysis of many factors and a comparison of actual performance to the original

marketing plan. Tom Cullinan, in the Journal of Gift Planning, outlines a number

of areas for measure:

� Current and Deferred Gift Commitments. Organizations should track how

many gift commitments are documented each month, quarter, and year.

In addition to tracking the number of commitments, the dollar value

should also be tracked when possible.

� Personal Meetings and Proposals. Planned giving is a complex process that

may involve years of cultivation before a gift is closed. To measure an

I N T H E REA L WOR LD

Executive Insight

My perspective is that nothing will put a planned giving program into the

toilet quicker than a decision to pause or cease marketing. The longer the

pause, the worse the situation and the longer it takes to get back up to

speed. It may take a while for the effects to show, but gifts will dry up if you

do not market effectively.

—Roger Ellison, Vice President for Planned Giving, West Texas Rehabilitation

Center Foundation
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important part of that process involves tracking how many face-to-face

visits are made and how many proposals are presented. By itself, this level

of activity will not indicate much. However, it will help present a more

complete picture of the marketing effort.

� Prospect Identification. To ensure that the planned gift pipeline is always

flowing, it is important for the development professional to continually

uncover newly qualified prospects. Therefore, this is an activity worth

measuring.

� Communications and Marketing. Keeping track of response rates to various

marketing communications will allow the planned giving professional to

know what is working and what is not. This will allow one to modify

strategy and tactics to ensure the greatest return for the organization and

the greatest value to the donor.

� Seminars, Workshops, and Presentations. These are effective ways to educate

prospects and cultivate their support. There are a number of ways to mea-

sure this area of activity. One can measure the number of seminars con-

ducted, the number of participants, the personal meetings that result, and

so on.9

One must also measure the tangible outcomes of the planned giving pro-

gram that will impact the organization’s bottom line:

� Realized Net Gift Income. This is the ultimate bottom line. How much did

the planned giving effort cost, and how much came in the door? For a new

gift planning effort, the net income will be quite small. However, over

time, one should expect it to grow significantly. A survey of 1,540 non-

profit organizations found that the average amount raised for every $1

spent on planned giving was $20.

� Expectancies Discovered.Not all planned gifts will be quickly realized. While

some gifts (i.e., CGAs) will involve an immediate transfer of cash or assets,

many planned gifts are deferred (i.e., bequests). Since these commitments

will likely result in future revenue for the organization, it is important to
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track these. While it might not always be possible to accurately track the

dollars attached to each expectancy, an effort should be made to gather this

information whenever possible.

� Irrevocable Gift Commitments Secured. Some deferred planned gifts (i.e., be-

quests, certain types of trusts) are revocable. Others are not. Charities

should track irrevocable gift commitments.

� Other Numbers and Dollars. A variety of other numbers might be useful to

track and could help with future budgeting efforts. It is important to track

the results from all marketing tactics. It could be useful to track whether a

planned giving officer is at least covering her salary. Some organizations

expect the gift planner to bring in gift commitments valued at four times

her salary, plus benefits, within the first three years on the job; the ability

to accomplish this depends, in part, on the maturity of the gift planning

effort. Some organizations expect a new gift planner to be fully effective

within 12 to 18 months while others permit three to five years. There are

a number of Return-on-Investment figures that can be studied. What is

reviewed will depend on the marketing plan and the requirements of

management.10

Because planned giving efforts take time to produce results, sometimes

years, maintaining a strong process is essential. Therefore, it is important to

measure process activity as well:

� Response to marketing and communications.

� Appointments with prospects.

� Proposals delivered.

� Advisor contacts.

� Presentations made.

� Coached contacts (i.e., contacts supported by the planned giving officer

but made by a major gifts officer, board member, volunteer, etc.).

� Prospect research developed.
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� Cold calls.

� Call reports and contact management.

� Moves.

� Budget considerations.11

Because planned giving is a complex practice, it is important that develop-

ment professionals be on the same page as management when it comes to eval-

uating performance. Management and the development professional need to

agree on what will be measured, how, and when. Then, reasonable standards of

performance can be set relative to the organization’s goals and objectives.

At a minimum, Larry Stelter, President of The Stelter Company, advises

tracking and measuring the following items:

� The number of new members added to your legacy society each year.

� The number of donors you contact each year via:

� Letters.

� Telephone calls.

� Personal visits.

� The number of active prospects in your giving pipeline, along with where

they are in the cultivation process.

� The number of planned gift proposals personally delivered to donors.

� The number of new planned gifts completed this year.

KEY CONCE P T

An organization must tally the number of gifts and gift commitments it

receives and, when possible, the value of those gifts and commitments.

In addition, it is important to measure process activity to encourage the

tangible results that those efforts produce since they will one day lead to

planned gifts.
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� The number of planned giving direct mail pieces you send and the re-

sponse rates for each—whether by reply card, letter, phone call or

otherwise.

� Your ability to increase traffic on your web site through promotions in

your gift planning publications.

� To measure professional advisor relationships, track:

� How many educational lunches you host.

� How many direct mail pieces you send and the responses for each.

� The number of e-mails and telephone calls you make and receive.

� The number of referred prospects or donors you receive.

By effectively and appropriately measuring performance, development pro-

fessionals will be able to report how effective they have been, and they will

recognize the areas for improvement. By demonstrating success, year to year,

development professionals will be better positioned to lobby for more resources

to expand the planned giving program. A successful program that goes un-

measured is not likely to inspire as much confidence with an organization’s

leadership.

Successful planned giving helps to secure an organization’s future. Once

planned gifts account for an ever-increasing percentage of philanthropy

directed at the organization, then staff, volunteers, and donors will take notice.

Success will inspire greater success.

Summary

With an approved Internal Case for Donor-Centered Philanthropic Planning,

a solid planned gift marketing plan, and an understanding of the marketing

process, you are now ready to implement a donor-centered planned gift

marketing program.

It will not be easy. Some marketing efforts will underperform relative to

projection. Other marketing efforts will do fine or pleasantly surprise you.
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Circumstances will change. The economy will falter. The economy will soar.

Your organization will achieve great things. Your organization will embarrass

itself, sometimes in small ways, sometimes in big ways. Sometimes the boss will

be patient. Sometimes the boss will want to know when the next big gift will be

closed.

Through all of the ups and downs, surprises, and pressures, stay the course.

You have a plan. You know what to do. You know to stay focused on the donor.

Planned gift marketing is a process. It is an endeavor not commonly known

for immediate gratification. Relationships and the resulting gifts take time to

develop. But, if you are patient and maintain a donor-centered approach, your

donors will take excellent care of your organization.

Ours is a noble profession. We help people realize their philanthropic aspi-

rations, protect their loved ones, and take care of themselves. As a result, we do

our share to help make the world a better place. Thank you.

Exercises

� A solid planned gift marketing plan is built on a solid case for support. If

your organization has a Case, review it. Then, begin to develop an Internal

Case using the sample in Appendix C as a guideline.

� The planned gift marketing plan should begin with your organization’s

mission statement. Identify the mission statement and begin your market-

ing plan with it.

� It is important to understand what you would like to achieve. Begin to

consider what your planned giving goals are. You will need to outline

your overall goals so that you can begin to develop the plan for achieving

those goals.

� Getting the support of your colleagues is essential to planned giving suc-

cess. Make a list of your development colleagues. What can you do for

them to help them better engage prospects in the gift planning process?

Could they benefit from training? Could they benefit from a summary

sheet defining planned giving vehicles? How can you help them help you?
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I N T H E REA L WOR LD

Executive Insight

The composition of this book has been for the author a long struggle of

escape, and so must the reading of it be for most readers if the author’s

assault upon them is to be successful, a struggle of escape from habitual

modes of thought and expression. The ideas, which are here expressed so

laboriously are extremely simple and should be obvious. The difficulty lies,

not in the new ideas, but in escaping from the old ones, which ramify, for

those brought up as most of us have been, into every corner of our minds.

—John Maynard Keynes, economist and author of General Theory of Employment,

Interest and Money
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APPEND IX A

Planned Gift Program
Potential Worksheet

T
o truly project how much a planned giving program can produce, one

must understand as many of the variables as possible including the na-

ture of the prospect pool, the wealth of prospects, the passion of pros-

pects, the history of the organization, past performance, the purpose of the

fundraising effort, the nature of the cause, the community, past philanthropic

performance, the marketing effort, and so on. Collectively, this makes it diffi-

cult to forecast planned giving results. However, one can fairly easily gauge an

organization’s potential given a mythical, ideal set of circumstances. The fol-

lowing worksheet is meant to provide development professionals with an

understanding of the broad potential impact of planned giving for their orga-

nizations. While this is not a scientific forecasting tool, it can help with fore-

casting by outlining aspirational targets. The worksheet looks at two

common, easy-to-market types of planned gifts.

Bequests

Step 1: Size of database ¼ ________ Records

Since the core prospect market for a bequest program is frequent annual

donors, you should count the number of donors to your organization.

However, depending on your organization, you might want to include

other loyal supporters such as volunteers.
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Step 2: Number of records � 5.3% ¼ ________, Low-end number of Poten-

tial Donors

Take the number of records you have and multiply that figure by 5.3

percent,1 which is the percentage of Americans over the age of 50 that have

made a bequest commitment. If your donor file skews younger, you might

want to back off that number a bit.

Step 3: Number of records � 33% ¼ ________, High-end number of potential

donors

Take the original number of records you recorded in Step 1 and

multiply that figure by 33 percent,2 which is the percentage of Americans

that are willing to consider a bequest gift.

Step 4: Low-end number of potential donors/3 ¼ ________ the revised

low-end number of potential donors

Unfortunately, not every potential bequest donor will choose to

support your organization. Some donors will support other organizations.

Some who will be willing to consider a commitment will ultimately decide

not to do so. The formula assumes that your organization can secure

bequest gifts from one-third of its potential market. If you are feeling

conservative, increase the denominator. If you are more ambitious, lower

it. The outcome will be the estimated low-end number of potential donors

that you can secure over time with an effective marketing effort.

Step 5: High-end number of potential donors/3 ¼ ________ the revised high-

end number of potential donors

This follows the same process as Step 4 except it is applied to the high-

end number of potential donors. Unfortunately, not every potential

bequest donor will choose to support your organization. Some donors will

support other organizations. Some who may be willing to consider a

commitment will ultimately decide not to do so. The formula assumes that

your organization can secure bequest gifts from one-third of its potential

market. If you are feeling conservative, increase the denominator. If you are

more ambitious, lower it. The outcome will be the estimated high-end
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number of potential donors that you can secure over time with an effective

marketing effort.

Step 6: Estimated number of low-end potential donors �$________ ¼
$________, potential dollars

Take the estimated number of low-end potential donors (Step 4) and

multiply by $35,000, which is what some believe to be at or near the

average bequest value in the United States. Alternatively, you can multiply

the number of potential donors by your organization’s average bequest gift

value, being sure to deduct any unusually large gifts when calculating the

average. The result is the gross potential dollars that could come from

future bequest gifts at the low-end. Of course, this does not take into

account the growth of the donor base (Step 1) over time.

Step 7: Estimated number of high-end potential donors �$________ ¼
$________, potential dollars

This step follows the same process as Step 6 except it is applied to the

high-end number of potential donors. Take the estimated number of

high-end potential donors (Step 5) and multiply by $35,000, which is

what some believe to be at or near the average bequest value in the

United States. Alternatively, you can multiply the number of potential

donors by your organization’s average bequest gift value, being sure to

deduct any unusually large gifts when calculating the average. The result

is the gross potential dollars that could come from future bequest gifts at

the high-end. Of course, this does not take into account the growth of

the donor base (Step 1) over time.

Step 8: Summary

Low-end potential donors (Step 4): ____________

Low-end potential dollars (Step 6): $____________

High-end potential donors (Step 5): ____________

High-end potential dollars (Step 7): $____________

After completing all eight steps, you will have a low-end to high-end

gauge of your organization’s potential for bequest giving over time.
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While this is not a forecast, it does provide some indication of the

potential results for your organization. How does your organization’s

current bequest marketing performance compare?

Charitable Gift Annuity

Step 1: Size of database ¼ ________ Records

Since the core prospect market for a CGA program is people over the

age of 65, you should count or estimate the number of donors to your

organization who are 65 or older. Depending on your organization, you

might want to include other loyal supporters such as volunteers.

Step 2: Number of records� 8.3% ¼ ________, number of potential donors

There are an estimated 400,000 CGAs in the United States.

However, this does not mean that there are that many CGA donors.

Many such donors make multiple CGA donations. No one really

knows how many CGA donors there are in the United States. For the

sake of this exercise, we will estimate the number at 300,000. Presently,

there are approximately 36.3 million Americans over the age of 65.

That means 8.3 percent of older Americans are CGA donors. If you

feel the number is lower, use a lower factor. If you feel the number is

greater, use a larger factor. This will give you the potential number of

donors for your organization given the current market penetration of

CGAs in general. This does not include those who would be willing to

consider, but who have yet to take action. How does your organization

compare?

Step 3: ________, of potential donors � $________ ¼ $________ potential

dollars

Take the number of potential donors and multiply it by your

organization’s minimum CGA value or current average CGA value to
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calculate the dollar potential that exists. How does that compare with your

current program?

Step 4: Summary

Number of potential donors ¼ ________

Potential dollars¼ $________
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APPEND IX B

Bequest Confirmation
Form

T
he following sample Bequest Confirmation Form is somewhat compre-

hensive. Different organizations may wish to request less information or

additional information depending on their needs and the uses for the

form. This sample is for a school. The last line of the form reminds the donor

that her gift will be valued because of the impact it will have on the next

generation.
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Today’s date: ________________________________________________________

Name: _____________________________________________________________

Home address: ______________________________________________________

Work address: _______________________________________________________

Home phone: _____________________ Work phone: _____________________

Date of Birth: _________________ Social Security Number: _________________

Bequest is in: ____Will____Revocable Trust Other: _______________________

Please check appropriate box:

[ ] Outright bequest

[ ] Contingent bequest

Approximate value of gift: $ ____________________________________________

Purpose of gift, if not for the general purposes of the charity:

___________________________________________________________________

___________________________________________________________________

Execution date of will/trust: ____________________________________________

Attorney of record: ______________________ Phone: ______________________

Address: ___________________________________________________________

Executor of estate: ______________________

Phone: ______________________________

Relation to you: _____________________________________________________

[ ] I have attached a photocopy of the relevant portion of my will or revocable trust.

Please return to: [Title]

[Charity name]

[Address]

[Phone number]

[E-mail]

Future gifts will allow us to educate the next great generation of Academy alumni.�

�The Bequest Confirmation Form is reprinted with kind permission. Laura Fredricks, The Ask (San Francisco:

Jossey-Bass, 2006).
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APPEND IX C

Sample Internal Case
for Donor-Centered
Philanthropic Planning:
GPD Academy

Statement of Purpose, Mission, and History

Founded in 1898, GPD Academy (the ‘‘Academy’’) is an independent school

located in the heart of Boston, and a leader in preparing students for higher

education. The Academy integrates rigorous classroom studies with experien-

tial learning opportunities—to prepare students for the rigors of top-flight

colleges and universities and a lifetime of achievement. Under the able leadership

of Head Master Christian James, the Academy has grown dramatically in the

last twenty years, adding three hundred additional students, two new buildings

and updated labs and athletic facilities. At the same time, the Academy has

maintained small class sizes and added many nationally known faculty. The

original funding for the Academy was provided by a gift under the will of Gavin

P. Darcy, an immigrant who felt that too often education focused on books and

not enough on experience. His vision for the school remains our focus today,

with both academic and practical education required of every student.
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What Is Donor-Centered Philanthropic Planning?

Philanthropic planning is a powerful and meaningful way for individuals to give

to the Academy to ensure our long-term future, while also meeting personal

planning objectives. Future gifts (also called planned gifts, legacy gifts or

deferred gifts) are constructed in the present by donors, but usually do not

benefit the Academy until some future date. Future gifts generally take two

forms, revocable and irrevocable. Revocable future gifts allow donors to make

commitments now but reserve the right to alter their plans up until death. The

most common types of revocable future gifts include naming the Academy as

the beneficiary of a will, living trust, life insurance policy, payable on death

account, pension plan or retirement account. Irrevocable future gifts are bind-

ing commitments now that provide for the Academy in the future. Most often

they take the form of life-income gifts including charitable gift annuities,

pooled income funds, and charitable remainder trusts.

Donor-centered philanthropy is an emerging model for raising funds. In-

stead of asking what donors can do for the Academy, it asks what donors need

to accomplish for themselves, their families and their future using a values-based

approach. It seeks out what is really important to them in their lives. It then asks

how the Academy and other charities they support can be integrated into their

tax, estate and financial planning to help meet these goals. The tools of donor-

centered philanthropic planning provide donors with the ability to meet both

their personal planning objectives and their philanthropic goals to leave a more

meaningful and lasting legacy.

The Important Roles of Endowments at the Academy

In order to maximize impact and long-term outcomes, the majority of future

gifts are designated for endowments. Endowments funds are invested to provide

future cash flow for the Academy. Some endowments provide the net income

earned by the fund each year, while others use a trustee-determined draw rate.

The most famous endowment gift came from our founder Gavin P. Darcy. His

estate gift of $400,000 provided that $200,000 should be used to create the
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school and an additional $200,000 should be used to endow its operations.

GPD recently received a gift of $5 million from the estate of Bob and Jane

Fellows, the effects of which will be seen for generations to come. The Fellows

gift was inspired by their deep belief in experiential learning and will com-

pletely endow the hands-on learning component of our educational program.

These gifts illustrate one of two important ways that GPD uses endowments, to

ensure the long-term future and viability of the Academy. There are no more

important gifts, as without these gifts the Academy would have to rely solely on

tuition and current gifts, both of which can drop dramatically when the econ-

omy is uncertain.

In 1980, Yolanda Seri used a current gift to create the Seri Endowment for

Writing, which paid to create our Writer-In-Residence Program. When she

passed on last year, we received the proceeds of her retirement plan, worth

more than $2 million, which were added to the endowment to ensure this

program for the future. This type of gift illustrates the second use of endow-

ments, to fund and pursue new programs that it could not otherwise offer due

to limited financial resources. Without the Seri Endowment, Justine Bellini ’89

would likely not have pursued a literary career and written her best-selling

novel,Our Own Worst Enemy.

Properly designed, constructed, managed and stewarded endowments

strengthen the long-term well-being of the Academy by assuring a base of sup-

port. More importantly, they provide the means for our donors to impact future

generations of Academy students who will change the world.

Why Should the Academy Seek Future Gifts Now?

In 1998, John J. Havens and Paul G. Schervish, of the Boston College Center

on Wealth and Philanthropy published a study projecting an astonishing

$41 trillion transfer of wealth between 1998 and 2052, with over $6 trillion to

benefit charities through estates during that time (Schervish, Paul G. and

Havens, John J., ‘‘Why the $41 Trillion Wealth Transfer Estimate is Still Valid,’’

www.bc.edu/research/cwp/features/wealth.html). Even if this amount is
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reduced by the current economic downturn, a significant number of charitable

bequest dollars have been, and will continue, to be transferred to charities in

both the short- and long-terms. In 2008, seven of the ten largest gifts to charity

were in the form of bequests (http://blogs.wsj.com/wealth/2009/01/26/the-

dead-more-generous-than-the-living-in-2008/). Because this wealth is trans-

ferred when the donor no longer needs it to live on, bequest gifts are the largest

gifts that donors can and do make.

Gi f t s Tha t Cont inue , Even in a Down Economy

Future gifts continue to be planned and mature regardless of the economy.

During difficult economic times, people are more likely to update their wills.

Concerns about current income, the value of investments and decreasing retire-

ment savings cause individuals to postpone philanthropy or consider future

gifts, since they do not impact the donor until death. The Giving USA Founda-

tion recently completed an analysis of giving patterns since 1966, using data

from Giving USA. They found that while giving from individuals, foundations

and corporations either remained static or declined during recession years,

future gifts actually grew by 5% during recession years. This allows future gift

revenue to serve as a ‘‘lifeboat’’ for the Academy when all other forms of reve-

nue, including endowment spending amounts, are going down.

Broad Appea l—–Eve r yone I s a Legacy G i v ing P rospec t

Recent studies have debunked several myths about future gift prospects. The

2007 study, ‘‘Bequest Donors: Demographics and Motivations of Potential and

Actual Donors’’ (the Bequest Study) conducted by the Center on Philanthropy

at Indiana University (CPIU), found that the majority of individuals still do not

have a will. Of those who do, only 7.5% have included a charitable provision.

When asked why, the number one response in the 2000 National Committee

on Planned Giving (now Partnership for Philanthropic Planning) study of

donor behavior indicated that donors did not include a charitable bequest
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because it had never occurred to them. The Bequest Study also showed that

donors age 40 to 60 are significantly more likely to consider a charitable bequest

than donors over age 60, and that wealth level is not a factor in whether a donor

considers a charitable bequest. Individuals who are engaged in the Academy’s

mission and focused on what it can accomplish in the future are the best future

gift prospects, regardless of age or wealth (Sargeant, Adrian and Shang, Jen.

‘‘Identification, Death and Bequest Giving.’’ Association of Fundraising Profes-

sionals, September 2008).

The Bequest Study showed that donors who had included a charitable

bequest in their plans made annual gifts more than double in size than their

counterparts who had not included charity in their estate plans. There are

many reasons for this including: the donor has elevated the charity to the

status of a family member and has a much greater investment in the charity’s

success; and the donor is providing greater lifetime support to a program

that will be endowed later by a bequest. Future gifts will increase not only

long-term support, but also current support from the Academy’s most loyal

and engaged donors.

We Are Ready

The Board of Trustees, together with the President, recently completed a five-

year strategic plan. To implement the plan, the Academy will need to increase

current revenue as well as endowment. With clearly articulated immediate and

long-term goals, we are prepared to share with prospects the impact they can

have today and the outcomes they can create for tomorrow. We have a robust

group of regular consistent donors, the type of people who are the most likely

to consider and create future gifts. The Academy is committed to a long-term

approach, with endowment and gift policies that ensure confidentiality and that

donor wishes will be fulfilled. We have developed a stewardship program to

share successes with donors and their families, illustrating the immediate impact

and long-term outcomes created by their gifts. The President has committed

resources to building a robust future gift program, designating Katherine Prinzi,
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Vice President of Advancement and Elizabeth Cornish, Director of Develop-

ment, to lead our future giving effort.

Most importantly, we have a compelling mission, to help deserving kids

from our communities to reach their full potential through classroom and expe-

riential learning. A student like Barry Goldberg ’74, who received a full schol-

arship to come here, but now provides scholarships to needy kids from his old

neighborhood. Or, a student like Debra Johnston ’88, who later came back to

run the writing center. GPD Academy alumni are changing Boston and the

world, and future gifts will allow us to educate the next great generation of

Academy alumni.�

�This ‘‘Sample Internal Case for Donor-Centered Philanthropic Planning: GPD Academy’’ (2010) was written by

Brian M. Sagrestano, President and CEO, Gift Planning Development, LLC. It is reprinted here with his kind

permission.
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APPEND IX D

Cost to Raise a Planned
Gift Dollar Worksheet

P
artnership for Philanthropic Planning has published guidelines for

the accounting of planned gifts including the Valuation Standards for

Charitable Planned Gifts1 and Guidelines for Reporting and Counting

Charitable Gifts.2 However, there are differences between accounting mea-

sures and marketing measures. The former affects the financial statements

and how gifts are reported while the latter can provide additional useful

information to marketers.

The following is a sample planned giving evaluation worksheet that has

been used at the University of Colorado Foundation3 and allows one to

calculate the cost to raise a planned gift dollar. Though it does not include

a variety of marketing process measures, it does encourage the collection of

other vital information that can be used to evaluate and justify the gift

planning program:

State Annual Goal ¼ $________

In stating your annual goal, you may choose to not include realized be-

quests, realized CRTs, realized annuities, realized life insurance policies, re-

alized retirement plan assets, etc., to avoid any issues of double counting.

You would include the identification of any new revocable gifts (including

bequests) by your current staff.
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Divide Annual Goal by Gift Type.

The following are some examples. New CRTs for which your institu-

tion serves as trustee, including the amount of any additions to existing

CRTs. New trusts identified for which your organization does not serve as

trustee, and for which your organization (as charitable beneficiary) is listed

irrevocably, including the amount of any additions to previously identified

external trusts. New gift annuities (including deferred) outright gifts, in-

cluding cash, stock, tangible property, irrevocable pledges, lead trust distri-

butions, business interests, real estate, gift portion of bargain sales, IRA gifts

under the Pension Protection Act of 2006, ownership of life insurance (cash

value), and other outright gifts that were brought in with the assistance of

gift planning professionals in your department. All revocable gifts (bequest

intentions as specific, percentage and residual, IRA beneficiary designa-

tions, insurance beneficiary designations, external trusts for which you are a

revocable charitable remainderman, and commitments from living trusts).

This will likely be your largest category. New pooled income fund gifts.

(CUF did not consider new PIF gifts in its stated goal, as we do not antici-

pate getting any in the coming fiscal year. These gifts have tapered off

tremendously.)

Set Assumptions.

CUF values are shown; these values should be replaced by values appro-

priate to the experience of the organization using this worksheet. In the

Valuation Standards for Charitable Planned Gifts, PPP provides default values

for some assumptions. PPP defaults are evaluated annually and updated as

necessary.

Gift Type Average Horizons:

Trusts, both internal and external (20 years)

Gift annuities (12 years)

All bequest intentions and other revocable gifts (10 years)

Pooled income fund gifts (CUF did not include in annual goal)
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Average Payout Rate per Gift Type:

Trusts (7%)

Gift annuities (7%)

Discount Rate (9.5%)

(CUF used the endowment return over the previous three years.)

Investment Assumptions:

Trusts (9%)

Annuities (9%)

Residual and percentage bequest intentions (3%)

Specific bequests (not applicable)

Outright gifts (not applicable)

Calculate the net present value of the current goal for each gift

type using the PPP Valuation Standards for Charitable Planned Gifts, or

a method of your choice. Total the net present values of each goal

by gift type to arrive at your ‘‘Net Present Value Total Goal.’’

List direct and indirect ‘‘costs’’ of your program. The following are some

examples:

Staff salaries and benefits

External and internal costs of trust and annuity management (if you

serve as trustee). This may be fees paid to an outside services provider and/

or salaries of internal staff in your finance department, costs for preparation

of tax returns, mailing costs, and so on.

Marketing costs.

Registration and other fees (for gift annuities).

Office overhead (including travel and other costs incurred in raising

new gifts).

All other costs identified in your budget.
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List any department ‘‘revenue’’ (aside from new gifts). The following are

some examples:

Fees charged directly to trusts.

Fees charged directly to annuity pools or PIF trust.

Fees charged to outright gifts brought in by members of your department.

Fees on new endowments created by outright gifts brought in by members

of your department.

Tax on constituency (e.g., contributions from schools, colleges or the uni-

versity that are ‘‘earmarked’’ for a gift planning effort).

Any unrestricted dollars raised for your program.

Other.

Determine Cost to Raise New Gifts.

Costs �Revenue ¼ ________ (‘‘Net Departmental Costs’’)

Net Departmental Costs – Costs to Maintain Current Portfolio through

Depletion (if you manage one or more gift annuity pools or serve as trustee

of a current trust program) ¼ ________ (‘‘Cost to Raise New Gifts’’)

Divide ‘‘Cost to Raise New Gifts’’ by ‘‘Net Present Value Total Goal’’ to

arrive at ‘‘Cost to Raise a Planned Gift Dollar.’’
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Glossary

Bequest expectancy or planned gift expectancy Term commonly used

within planned giving programs to unofficially report the value or approxi-

mate value of gifts to be received in the future. Some organizations use an

expectancy value of $1 for gifts until a more appropriate value can be deter-

mined. Other organizations choose to use an average gift expectancy value.

This is often arrived at by using a five- or 10-year rolling average of actual

planned or bequest gifts received by the organization. Be careful not to in-

flate that value by including unusually large gifts. Because some planned

gifts may not be received for months or years from a complex estate or

where an asset must first be sold, having an expectancy amount helps to

provide a picture to organizational leadership and other staff members of

the importance that bequest gifts have on future revenue.

Bequest intention or planned gift intention A donor’s indication of his or

her intent to leave a future gift. An intention is neither a legal nor binding

commitment upon the donor’s estate. Rather, it is a courtesy notification of

the donor’s desire to make a future gift. With the average bequest gift hov-

ering at around $35,000, many organizations treat these donors as they

would a major donor and include them in a legacy recognition club. Be-

cause of the nonbinding nature of the intention, however, it is most wise to

provide benefits that are either of no cost or low cost, such as listing donors

in acknowledgment publications, sending them special invitations or ad-

vance notices for organizational activities, or perhaps giving them a token

thank-you gift.

Bequest notification or planned gift notification The estate representa-

tive’s official notification that a bequest or other estate gift has come to real-

ization. If the gift is a percentage of an estate, a remainder gift, or a gift of
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personal property, it may not be possible to determine the value of the gift

immediately. In this case, a gift expectancy value may be used.

Capital gains When investment (or capital) assets are held for longer than a

year and then sold to another person or given to a charity, the gain or appre-

ciation in the value of the asset is subject to government taxation on the

gain (or profit). If the price of the asset has declined instead of appreciated,

this is called a capital loss. Capital gains occur in both real assets, such as

property, as well as financial assets, such as stocks or bonds.

Charitable bequest A provision in a will, trust, or estate plan that allocates a

gift to a designated charity. The most common gifts to nonprofit beneficia-

ries are cash, securities, and real property including homes and personal

property (things). Many wills and trusts are still written with quite formal

language and might be similar to this example: ‘‘I give, bequeath, and devise

the sum of fifty-thousand dollars ($50,000) to St. Mark’s Church, located at

123 Main Street, Middletown, Alabama.’’

The most common gift amounts are usually stated in one of the follow-

ing three ways:

1. A specific amount, such as the example just given.

2. A percentage amount, such as ‘‘ . . . Ten percent (10%) of my estate to St.

Mark’s Church . . . ’’

3. A remainder amount also called ‘‘residue,’’ such as After all specific bequests

have been paid, ‘‘I give, bequeath, and devise the remainder of my estate,

including real and personal property, to St. Mark’s Church . . . ’’

Charitable gift annuity (CGA) An irrevocable transfer of property (e.g.,

cash, securities) in exchange for a contract to pay the donor or the donor’s

designee an annuity for life. Depending on state law, payments could begin

immediately or may be allowed to be deferred until a future date. Because

the value of the property exceeds the value of the annuity, it is partially a gift

to the institution. While most charitable gift annuity contracts are estab-

lished between the donor and the organization to receive the remainder gift
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amount, community foundations have been given permission from the IRS

to issue such gift annuity contracts on behalf of other qualifying charitable

organizations. Additionally, there are different types of charitable gift annui-

ties, and not all states permit the use of each type:

� When all of the annuitants have passed away, the residuum, or remains of

the initial gift plus any interest income, is distributed to the charity to be

used according to the contract’s directions. Usually, this is for general use

by the charity but may be restricted by the donor for a particular use,

such as student scholarships or biomedical research.

� A college tuition annuity allows a donor to create a single-life annuity

that defers payments until a child or grandchild is expected to enter col-

lege. The child has the option of accepting the annuity payments for his

or her lifetime or to receive much larger payments over a shorter period

of time, usually four to five years.

Charitable lead trust (CLT) Similar to a charitable remainder trust, the

CLT is different in that the annual payments are given to a charitable orga-

nization and the principal reverts to the donor or to his or her designated

beneficiaries at the end of the trust term. If the principal reverts to the do-

nor, he or she gets a charitable income tax deduction; if to another, that

person gets a charitable gift tax deduction.

Charitable remainder trust (CRT) An irrevocable trust that pays a speci-

fied annual amount to one or more people for a fixed period of years (often

the life of the individual). At the end of the term of the trust, the remaining

trust assets are distributed to the charity.

� A charitable remainder annuity trust provides a fixed payment as determined

and stated in the trust document.

� A charitable remainder uni-trust pays out a fixed percentage of the trust value

each year as determined and stated in the trust document. The value of

the uni-trust is recalculated annually to determine the current payout.
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Contingent bequest A provision in a will, trust, or estate plan that allo-

cates a gift to a designated charity as an alternative to a higher priority

bequest or condition to be met. Contingent bequests can also incorpo-

rate specific amounts, percentage amounts, or remainder amounts, such

as the previous examples under the definition of ‘‘Charitable Bequest.’’

For instance: ‘‘In the event that (named individual) predeceases me, I

give Marcus University Foundation, 2345 East Street, Centerville,

Texas, 25% of the residue of my estate to be used wherever the needs

and opportunities are greatest.’’

Cost basis This term generally means the purchase price of an asset or prop-

erty. An asset’s value will change over time and can therefore appreciate or

depreciate from its original cost basis. Its value at the time of gifting would

be classified as appreciated if it was worth more than was paid for it. Con-

versely, it would have depreciated value if it was worth less than was origi-

nally paid.

Cost per dollar raised Usually presented in dollars and cents, the ‘‘cost per

dollar raised’’ attempts to calculate the effectiveness of a fundraising effort or

campaign. The cost per dollar raised concept can be applied to a specific

solicitation piece such as the May 2008 Gift Annuity Solicitation Appeal, or

it can be applied to an entire campaign or program such as the Bequest

Marketing and Solicitation Effort. There is no standard method between

organizations, so costs per dollar raised can vary widely depending on what

expense items are being included. Typically for planned giving solicitation

efforts, costs are limited to the printing, mailing, and postage expenses that

may or may not include mail house and data processing expenses. To assess

the cost per dollar raised for a comprehensive planned giving program, staff

salary and benefits, office expenses, outside vendor and legal/financial man-

agement, as well as other larger budgetary expenses, might be considered in

the cost.

Donor-advised fund A fund in which the donor exercises the privilege of

making nonbinding recommendations to the governing body as to which

public charity or charities should receive grant money from this fund.
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Estate tax A federal tax on the net value of an estate before it is distributed to

beneficiaries.

Fair market value An estimate of what a willing buyer would pay to a will-

ing seller, in a free market, for an asset or a piece of property.

Gift tax This is a tax imposed on the lifetime transfer of property as a gift to a

noncharitable beneficiary. The tax, paid by the donor, is based on the fair

market value of the property on the date of the gift.

Gross estate All the property, including life insurance and any transfers,

owned by a decedent, or in which a decedent held any financial interest, or

both.

Income or current beneficiary The person(s) or entity(ies) that receive(s)

the current income or distributions from a trust according to its terms.

Legacy This term is often synonymous with bequest.

Life estate A gift where the donor retains the right of use for life.

Life-income gifts A generic term used to describe a variety of charitable gift

vehicles that provide an income, usually for life, to a donor and/or his or

her designated beneficiaries. Life-income gifts include, among other things,

charitable gift annuities, charitable remainder trusts, both uni-trust and an-

nuity trusts, and charitable lead trusts.

Noncash asset When related to an outright gift or a planned gift, this term

usually refers to an asset such as securities, life insurance policies, CDs, re-

tirement accounts, real property, and the like. Conversely, gifts of currency

and checks, as well as gifts using credit cards, are considered cash or cash-

equivalent assets.

Personal property or tangible personal property Think of this as things

that can be touched or things that are tangible. Examples of gifts of tangible

personal property to charities include book collections, art, and jewelry. It

does not include, however, cash or cash equivalents such as checking

accounts.

Planned gift or planned giving Once called deferred giving, ‘‘planned giv-

ing’’ or ‘‘planned gift’’ refers to any charitable gift that requires more

thought and planning to execute than the average donation. Planned giving
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has traditionally been defined as the gift that an individual makes near the

end of his or her lifetime. There are many kinds of planned gifts, including,

but not limited to: simple bequests in a will or an estate plan, charitable gift

annuities, charitable remainder trusts, charitable lead trusts, and noncash

assets.

Present value The value that a gift expected in the future would be worth

today. A future gift of $100,000 is not as valuable as a gift of $100,000 today

due to factors such as inflation, currency fluctuations, and investment risk.

Financial advisors may use the phrase time value of money, referring to the

way the value of money changes over time. The present value of a gift of

$100,000 to be received five years from now, given a 5 percent discount,

would have a present value of only $78,352.62.

Probate This is a court-supervised process of settling an estate in which all

expenses are paid and all property is distributed in accordance with the

terms of a will.

Real property A general term that encompasses land, land improvements

such as buildings and machinery sited on the land, as well as the various

property rights associated with owning the land, buildings, and machinery.

Real property that is mortgaged or otherwise is subject to another person’s

preceding claim is known as encumbered. Charitable gifts of encumbered

property have their own sets of challenges and tax consequences.

Remainder beneficiary The person(s) or entity(ies) that receive(s) the re-

maining assets from a trust when its controlling terms have been met or its

term of years for existence has come to an end.

Return on investment (ROI) This term is used by some organizations in

place of the term cost per dollar raised and means essentially the same. In a

more global setting, however, ROI has nonmonetary objectives such as

public awareness of a product or new sales leads. In the financial world it

means the ratio of money gained or lost on an investment relative to the

amount of money invested.

Securities Used for planned gift purposes, securities is a general term that in-

cludes the following: shares of corporate stock or mutual funds, bonds
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issued by corporations or governmental agencies, stock options or other op-

tions, limited partnership units, and various other formal investment instru-

ments that can be exchanged for money.

Split interest gifts These gifts, usually involving property or business inter-

ests, start with the idea of making a partial gift of an asset to charity while

still retaining a partial interest in it. Because the donor retains some portion

of the assets or the income from the assets, the term split interest gift is de-

rived. The ‘‘split’’ refers to the fact that ownership is now divided between

the original owner and in our case, a charity. Splitting the interest creates a

problem in determining the value of the portion given to charity (gift por-

tion) and the value of the portion which was kept (retained interest).

Testate This involves having made and left a legal will at time of death.

Will This is a legally executed statement of a person’s wishes about what is to

be done with the person’s property after his or her death.1
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