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Gifts. There were 12 attendees.
Next door, 165 fundraisers were
eagerly packing themselves like
sardines into a room with a break-
out session titled How fo Hold

Fundraising Parties ...
Continued on page 10

want and what “they” want?

Perhaps we forget the simple fact
that — if you've picked the right
prospect — he and you both

want the same thing: Prosperity

Continued on page 5

- Embracing the online social networking

culture; cultivating participation
. Creating engagement activities

This is work. Even the miraculous
Internet will not give you something for

nothing (thats why Viagra spammers are
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Many of your donors already know that a Gift Annuity provides benefi-
cial income for life while making an important gift to your organization.
But how many know that they can share the lifetime income with a
friend or relative?

1) A Gift for Your Parent: Many donors help care for elderly rela-
tives. A Gift Annuity that helps these donors provide for their parents

while making a gift to their favorite charity can be satisfying on many
Continued on page 11

Marketing Planned Gifts to Financial Advisors?
| Don’t Think So. Here’s Why. jpconyort

Some have suggested that it's a good idea to target pro-

) ¥  fessional wealth advisors with planned giving marketing.
This article explains why I disagree. Plus, I can suggest a
\ " better target and specific messaging to go withit.
&

e In early 2008, my colleague, Cynthia Krause, and T un-
dertook extensive research analyzing estate planning in the non-profit
and for-profit sectors over the last 25 years. In particular, we sought
information to guide best practices in collaboration between them.
Data was collected by sending interview questionnaires to planned

Continued on page 4

its not going to work.

Now, I am not opposed to social me-
dia — so hold all hate mail. But don't
Facebook due to peer pressure. Because

alittle bit of this and a little bit of that and
hopping from this year’s hype and hoopla

to the next will distract you from venues

that are already getting you results.

Quoting Sam Caldwell, ‘All the follow-
ers in the world will jump on the social
networking site bandwagon with little

or no evaluation and waste all kinds of

dollars and time. The leaders will evaluate

it and execute it if they feel it serves their
interests. Or, they will move on to what
gets results. The real question is, are you a

leader or a follower?”

Social media is like any other marketing
vector. It’s serious work requiring real

effort. So ignore peer pressure and do it if you
have commitment and resources to do it right.*

*See how Kelly Rowell at Martin Memorial
does it right in our last issue.
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These
days
everyone s
particular about
where to give, how to give,
whether to give, or how much

to give. Even those with deep
pockets have short arms. In this
market, fundraisers have to work
smarter and make the most of the
marketing tools they have.

One of the best of these tools is
the planned giving newsletter.
Really. But not your grandfather’s
planned giving newsletter.

I recently heard a newsletter
vendor recommend improving
planned giving newsletters by us-
ing the “right” font, type size, pa-
per, number of pictures, etc. This
print-oriented mentality misses
the forest for the trees. And it is
headed for extinction along with
the traditional “place-my-logo-
and-name-here” canned-content
dinosaur newsletter that worked

in the ‘60s.
First Things First

Ifyou want your planned giving
newsletter to succeed, the first
thing you must focus on is your
mailing list, 7ot the newslet-

ter. The quality of your list will
produce 50% of your results. Give
list quality 50% of your attention.

Have your list professionally ana-
lyzed to extract your loyal donors

(plannedgiving.com/pgfinder).

[*Blah is not an option!|

Ifyour
budget
won't stretch
that far, the next best
thing s to identify donors who
have given at least 8-12 times
in the last 15 years, regardless of
amount. This list will be manage-
ably smaller than your overall
list, thus enabling you to target
your prospects more effectively,
consistently, and economically. Loyal
donors make the best planned
giving prospects.

Instant Relevance

Next comes your message.
Give that 40% of your attention.
Forget blather about the features
and technical aspects of planned
gifts. Your prospect is not dying
(excuse the pun) to read details

on howto part with her wealth
after her death.

Focus on the benefits of planned
gifts and include news your
reader can use, because that kind
of content lets the readers know
“whats in it for them” Engage and
interest them by addressing their
concerns.

And lose the technical jargon.
Believe it ornot, 9 out of 10
Americans do not know the
meaning of “bequest” or “bestow.”
So keep it simple, and you'll keep

your readers.

Remember to use humor to
help get your point across. Your

@ We live in a society where pizza gets to your house before the police. ~Author unknown.

readers will appreciate a funny
column now and then. Humor
communicates.

Finally, the look and feel — the
graphic design of the newsletter
— rates at only 10% importance,
so don't bother tryingto win a

design award. Spending too much
time at this end of the equation
means you’ve gotyour priorities

backwards.
His Response Rate Went Up

Afewyears back, my colleague
Brian Sagrestano killed most of a
40,000 newsletter mailing being
sent out by his organization,
University of Pennsylvania.

He pared his mailing list down
to the 3,900 most loyal donors.
Then he developed a useful, fun-

to-read newsletter.

It included columns such as what
is necessary to prepare one’s will,
how to protect important docu-
ments while traveling, and other
information anyone could appre-
ciate 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.

The result? Even after eliminating
more than 90% of his mailing list,
Brian saw his response rate actu-
ally increase.

“This was not a huge leap of

faith for [ Penn marketing guru]
Colleen Elisii and me,” Brian
explains. “The costs for the news-
letter were exceptionally high

and the yield was incredibly low.
Changing the focus to a donor-
centered approach inspired loyal
donors to want to help. They were
much more interested in what we
were saying,’

Smart Content Builds
Readership

These tactics are nothing new. It's
just that businesses do it better

than non-profits because most
non-profits do not think like a
business.

Today there’s zero
tolerance for the blah.

For example: next time you re-
ceive a newsletter from Aetna or
Blue Cross, notice the balanced
content: advice for diabetics, ar-
ticles on dealing with the fluand
keeping your weight down —
and then some material promot-
ing the company’s services.

Ifthe entire publication was an
‘ad,’ it would lose readership.
Instead, Blue Cross and Aetna
grow their readership with engag-
ing content. Same goes for your
newsletter. Include interesting
stufffrom your interesting orga-
nization, not just planned giving
boilerplate and donor stories.

Easy is Not Good Enough

The old-style planned giving
newsletter was simple to produce.
You sent your picture and a cover
letter to a vendor, who dropped
in your name and logo, added
canned content, and mailed off
your ‘exciting” newsletter.

Today, those newsletters
don't get read.

To do your newsletter right takes
time, and outsourcing it can
become cost-prohibitive because
the vendor has to learn more
about your organization, your
mission, your vision. That costs
money.

And regardless of effort and cost,
do you think a vendor could re-
ally replicate your passion?

So,if your budget allows, work
with agood vendor you can
trust. Or develop your newsletter
with your own team, in-house.
Because building these compe-
tencies will really pay you back
over time.

Continued on back cover



Starting a New Gift Planning Program?

Making the Case

Begin With
the Essentials.

Brian M. Sagrestano, JD, CFRE

It’s important that your Board
and volunteer leadership be on

enhancing both your mission
When a charity comes to me and your ability to build endow-
for advice on starting a new gift ments. An internal gift planning
planning program or revitalizing ~ casefor supportis a simple, effec-
tive way to get them there.

afledgling effort, they always ask
about marketing charitable gift

annuities.

I always recommend they focus
on the essentials before head-
ing down the gift annuity road.
More than 85% of gift planning
revenue comes from bequests
and beneficiary designations. By
starting with these essential gift
planning tools, a charity reaps a
tremendous benefit for a much
smaller investment.

Mission, Endowment,
and Leadership

Donors use gift planning

to support your long-term
mission. So before startinga
donor-centered gift planning
program, you need to determine
if your organization is ready to
pursue a program focused on

legacy gifts. This
% Is your mission one that has (sihort '
both short and long-term o.cumen . _—
goals? articulates why gift planning is

important to your donors and

% Isyour Board committed achieving your mission. It should

to the sustainability of your also explain why your organiza-

organization? tion needs to pursue gift plan-

% Doyou have a strategic plan? ning at this moment and for the

long-term. Share the case to get
% Are you willing to build and

sustain relationships with your

the word out to your leadership.

A free sample case can
be downloaded at:

PlannedGiving.Com/brian

donors for their lifetimes?

If you can'tanswer “yes” to these

questions, | would suggest per-
forming some strategic planning, Infrastructure

because if your mission is not Most charities only address

clear, or does not need endow- their gift planning policies,
ment to support it, you may not procedures, and guidelines when

be ready to start a program. contemplating a new fundraising

the same page about gift planning

campaign. To ensure that your
donors feel confident that you
can accept and manage their
gift, however, you should update
and maintain your policies on a
regular basis.

A free sample policy can

be downloaded at:
PlannedGiving.Com/brian

Since most arrangements result
in endowments that the do-
nor will not live to see put
to use, you should develop
a consistent set of endow-
ment fund agreements that
articulate the donor’s goals
and objectives as well as
your commitment to utilize
the gift as the donor intends.

Stewardship

Donors also need to feel that
you appreciate them. Building
lifelong relationships with your
donors and their families is there-
fore crucial to your program’s
success. Consider starting a stew-
ardship society that shares stories
of how completed and matured
legacy gifts make a difference for
your charity every day.

Prospects

Once an organization is prepared
to start accepting legacy gifts,

it must identify, qualify,and
approach the best gift planning
prospects. Larger programs may
want to utilize an electronic
screening tool such as PGFinder

(plannedgiving.com/pgfinder).

Remember, gift size and donor
age are far less important than
consistency of giving. Smaller orga-
nizations with limited budgets
can find their best prospects
among donors with consistent
giving histories, eg loyal donors
who have contributed 10+ years
in arow.

Continued on back cover
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Bequest
Toolkit

Tiwa fooldera fm owe:

(Z) Stemeradastis

PlannedGiving Com

By Gayle Union, Matt Hugg, and Viken Mikaclian

You need to be talking to your
donors about gifts from their wills
right now, not months from now.

Get started today with this ready-
to-go toolkit. Here are all the
materials you'll need for a successful
bequest campaign, from start to
finish. And it’s two toolkits in one:

1. The marketing toolkit will
help you promote bequests.

2. The stewardship toolkit
will help you acknowledge and
steward your newly-discovered
bequest donors.

Why waste months planning, writing,
and editing all these documents
yourself? Save time, money, and
back-office hassle by ordering your
Bequest Toolkit today. Make your
life, and your job, easier.

PlannedGiving.Com/bequesttoolkit

e Both toolkits
i available as
downloads for
immediate use.

Plaseciving Corn

. e | |
PlannedGiving.Com/willkit

Real generosity toward the future consists in giving all to what s present. ~Albert Camus (3)



Marketing to Financial Advisors? From page 1

giving officers, trust officers, and
financial planners associated
with sophisticated estate plan-
ning programs.

The results support conclusions
about how best to deploy your
marketing resources. Actual
quotes from the study illustrate
some of the following points.

The Good Old Days

About 25 years ago, planned
giving ofhicers and a few profes-
sional advisors ruled the planned
giving roost. PGOs “owned” the
information and shared it with
professional advisors, donors,
and prospects.

Professional advisors who came
to the PGOs for information
enabled non-profits to spread
the word about charitable gifts to
other advisors and donors:

"We [charities] were the experts...
Being seen as a technical resource
hopefully meant more advisors
would send clients our way.”

But the Havens/Schervish study
radically changed this dynamic.

$41 Trillion is a
Lot of Money

The updated 1999 study pre-
dicted that by 2052 America’s
“Greatest Generation” would
transfer at least $41 trillion to its
SuCCessors.

“The information about the huge
wealth transfer sent the financial
services industry into overdrive...”

By 2005, forward-looking for-
profits began adding philan-
thropic wealth advisors to the
teams working with their clients.
Ambitious professional advi-
sors also began boning up on
planned giving to make them-
selves the experts.

|V"[Professional advisors| have —‘

become much more savvy and

knowledgeable about the technical
aspects of gift planning... "

Squeezing Out the
Nonprofits

The for-profit community gradu-
ally established dominance:

- More clients discussed
charitable gifts with their wealth
strategists instead of the charity.

- More charitable trusts expertise
began to reside with the for-
profit planners.

- Fewer advisors — if any —
brought the charity to the table

with their clients.

Unfortunately, for-profits and
non-profits seem unable to work
together in this competitive
landscape. A more collaborative
approach would certainly benefit
donors (and charities). But do
both sides of this issue really
want to work together? One
fundraiser remarks:

“What I'm seeing ... is that advisors
aren't that interested in working
with us [charities] anymore. They
don't see us as having much to
bring to the table.”

“Nonprofits are Clueless *®

Professional advisors have largely
succeeded in evicting non-profits
from most of the gift-planning
conversations. From their point

of view, why play it any other way?
What value does the non-profit
bring to the process, anyway?

This is why you're fighting an
uphill battle trying to sell them
on giving non-profits a seat at the
table. Will they listen? In their
own words ...

‘[Non-profits] don't bring
anything to the table.”

“Non-profits are clueless.”

Remember these comments
when you ponder marketing
to them. They are a tough
audience.

@ To steal ideas from one person is plagiarism. To steal from many is research. ~ Wilson Mizner

There Are Other Options

Of course there are other ways to
get back in the game. One way is
to market your charity’s mission
to the donors themselves, and
inform prospective donors of the
critical value you do bring to the
table: Gift Agreements.

You probably can't compete
with most financial institutions’
advisors on technical issues, and
certainly not on information
about the donor’s overall finan-
cial and estate plans. But starting
with the premise that donors
make planned gifts to support a
particular charity or program, you
are the expert in the gift planning
process to ensure their interests
will be met.

You canwinaseatat YOU ¢an

the table by showing win a seat

the donor thatmak- ~ at the
ing the charity part of table.
the gift planning process is critical
to the fulfillment of their own wishes.

A Unique Advantage

Imagine a donor wants to endow
afaculty Chair at their alma
mater through a bequest by

will. The giftitself may not be
completed for another 20 years.
Who knows what changes may
happen meanwhile? But the uni-
versity's development office can
work with the donor’s advisors to
structure the gift, and specifically
the gift agreement, to contemplate
contingencies so that two de-
cades hence the donor’s wish will

be fulfilled exactly as intended.

Only the charity can It's
provide such guid- something

ance. It's something the for-profit

the for-profit advi- advisors

sors cantmatch. In can’t match.

fact, my experience is that most
for-profit advisors have little or
no experience with incorporat-
ing gift agreements into the

plan — yet they wholeheartedly

Next column &

Don’t Put
This Off.

The time to educate your prospects
about year-end giving is now.

Begin with a series of mailers that cover
the simple gifts that are easy to give and
to receive. And remind them of the tax

benefits of giving before December 31.

Act today. If you wait until October it
could be too late.

PlannedGiving.Com/yearend

Immediate digital download.

endorse the concept when it
isintroduced! So non-profit
marketing should encourage
loyal donors to ask their wealth-
planning professional to include
the non-profit in the gift-planning

process.

Don't throw time and money
away in a futile effort to cajole
professional advisors to include
you in the technical and legal
aspects of the estate planning
process with their clients.

Target the donor, sell the mis-
sion, and remind them that the
best way to guarantee future
fulfillment is for them to ask
their advisor to invite you to a

m seatat the table for
: | any gift planning

discussions.

 Jeff Comfort is the
- Executive Director of
Principal Gifts and Gift Planning at
Georgetown University. He can

be reached at comfortj@georgetown.edu

Feedback:
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Article Submissions:
success@Planned Giving.com
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1288 Valley Forge Road, Suite 82
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800-873-9203
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Negotation 101 from page 1

and growth for the charity.
Prospect and fundraiser are both
pulling in the same direction.
You're just getting there in differ-
ent ways.

Think about negotiation that
way, and the whole shebang
looks different. Chances are

it will feel a lot smoother, too.
Whether you're looking for an-
nual, major, or planned gifts, you
can get to closure faster and with
fewer obstacles by following two
elementary principles:

1. Focus on the parties’ interests,
not positions.

2. Generate a variety of options
before settling on agreement.

Understanding Donors’
Authentic Motivation

A charity’s interest is usually fairly
straightforward: getting the gift.

A donor’s interests are often
harder to identify. For
example, he may

say he's not Some donstd Rl
going to .

make a ﬁw !‘“

gift be-

cause he’s

concerned

about the

competence of

the organization’s CEO.

This is the donor’s position.

In fact, however, he’s hurt be-
cause the CEO didn’t adequately
acknowledge his last gift. This is

the donor’s interest.

Another donor may say she’s
more interested in supporting
several local causes, not your
national cause (again, her posi-
tion) while actually she’s worried
about being a small fish in a big
pond, and not getting adequate
recognition (her real inerest).

This is where alittle sleuthing
and alot of listening can pay big
dividends. Be inquisitive. Get a

feel for what is important to the
donor. Ask his opinions about
other charities. What he says in-
dicates what he values, and what

you should and shouldn't do.

The most powerful interests

that underlie human behavior
are basic human needs: security,
economic well-being, a sense

of belonging, recognition, and
control over ones life. In a gift
negotiation, whether it’'s an ask or
awritten proposal, many of these
interests come strongly into play:

- Some donors want recogni-
tion for their generous gift. To
downplay that element s to
miss tapping into a signiﬁcant
motivator.

Others donors want secu-

rity. You can satisty that with
something like an annuity,

in which the donor gets the
greatest amount of security for
releasing her capital.

. Still others value a sense of

belonging. Show how

they can belong

by making a gift

and becoming part of your
robust, widespread supporter
community.

Parse the Agreement with
Multiple Options

Successful negotiation means
not getting “‘married” to the first
solution you think of. Becoming
over-invested in only one option
is a quick way to make any nego-
tiation adversarial.

Instead, practice generating

and writing down all possible
outcomes to an ask. Don't be
critical. Be creative. Be outland-
ish. Don't stop until you've
exhausted all the options. Because
these are your roadmap to the
negotiation. Sometimes looking at
even the absurd options can help
you home in on what the donor

is really thinking and feeling.

Imagine, for example, a major gift
to fund a new research center.

The donor could:
1. Not make any gift whatsoever.
2. Fund $1 million outright now.

3. Fund $500,000 now and in
four years, another $500,000.

4. Fund $3 million to jumpstart
the research center and be
able to hire several nationally
known experts drawn by the
promise of adequate funding,

5. Establish an Annuity Trust at
59 with the interest fund-
ing the operating costs for
20 years or until the donor’s
death, and then a bequest at
death to establish an endow-
ment fund going forward.

Helping the Donor
Decide

Now, if you sense hesitance
on the donor’s part, you
could talk to her about #1, the
no-gift option. Does the donor
really want to see the work
halted? How much does she
have emotionally invested in
seeing it go forward versus lying
fallow? You paint the picture for
the donor of what happens if the
money isn't there. Coax her to
revisit her core values and the
passions that led her to support
the charity in the first place, and
to acknowledge the importance
of these values. This sort of in-
duced “self-persuasion” can help
bolster the donor’s allegiance to

the cause.
Next column &7

Or try the reverse: Explore op-
tion #5. This grand vision could
ignite a passion that you and the
donor hadn't explored before
when she was thinking smaller.
Talking about options openly
establishes a spirit of helpful
solution-generation between
fundraiser and donor, and brings
agreement that much closer.

When done well, dynamic nego-
tiation satisfies both sides’ inter-
ests. Forget the cat-and-mouse
paradigm and replace it with a
collaborative mindset based on
win-win thinking. Change the
inputs you’re operating with,

and you may change the outputs
you'e getting. And close a lot
more gifts with a lot less pain.

Anne T. Melvin

Deputy Director of Gift
Planning, Harvard University,
Faculty of Arts and Sciences.

5 Anne can be reached at
© W anne_melvin@harvard.edu
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b 3 ChaseMagnuson says

teamwork banishes

E}‘ the bugaboos.

Chase has emerged as an author-
ity on how charities can grow
their endowment through the
exciting opportunities available
in real estate. We caught up with
him recently for alittle Q&A.

You've become a go-to guy for
insights into gifts of real estate for
nonprofits. How did you develop
this specialty?

The first major component is my
background in commercial and
investment brokerage. I spent
five years as a professional staff
advisor for Prudential Real Estate
affiliates in California, where I
managed a portfolio of 8,000 real
estate brokers in western states.
['was basically Prudentials in-
house consultant for their agents.

I also managed 284 of
Prudential’s Units. My emphasis
here was organizing them so
that they could take advantage
of each other’s resources and
services rather than having to
outsource them.

Where does the charity element
come in?

In that capacity with Prudential, I
began looking into opportunities
involving real estate and nonprof-
its. What I found was the nonprofit
world was a gigantic sleeping giant!

Fundralsers in the Hot Seat

jﬁ Who'’s Afraid of Real Estate? ........

A lively conversation with Chase Magnuson, Real Estate Specialist,

George Washington University, Office of Planned Giving

It was clear that donations of
real estate could be very impor-
tant for charities. But it was also
clear that charities were scared
of them.

Why were they “scared”?
That's what I asked the nonprof-

its. The answer that came back
was basically, “We're risk-averse.
We don't have procedures in
place to deal with gifts of real
estate. Plus, we've either had bad
experiences ourselves, or have
heard of other charities that have
had bad experiences with real
estate in the past. So we stay clear
of such donations.”

Here were great opportunities
with gifts of real estate on one
hand, and fear and trepidation
on the part of nonprofits on

the other. I wanted to solve that
disconnect. And I have spent
the past 15 years working on the
problem.

What was your strategy to bring
them together?

The challenge was to build a
bridge between the two com-
munities. To accomplish this,
I served as a consultant on real
estate for a number of national
charities including AARP, United
Way America, the California
State University system, and
the Muscular Dystrophy
Foundation. And I worked
directly with donors, as well.

Allinterested parties require a
consultant who understands
their needs. Ilook at it this way:
Imagine you're in a room with
people who need to talk to each

other, but each person speaks a
different language. I see myselfas
a translator who interprets their
comments to help guide the real
estate gift through the process to
a successful conclusion.

Big nonproﬁts have systems in
place to accept gifts of real estate.
But what about a small nonprofit
with little or no real estate savvy?
Let’s assume a valuable gift of
real estate just walked in the door.

What should they do?

Ifa nonprofit doesn't have the
systems in place, they can partner
with a charitable entity that does.
This more experienced “accom-
modating” charity takes the bur-
den off the small nonprofit and
enables them to accept the gift.

Asa qualified 501(c)(3) orga-
nization, the accommodating
charity can provide the donora
charitable gift deduction. And
your small organization receives
revenues derived from the dona-
tion in the form of grants, or you
might just split the proceeds with
the lead charity on a prearranged
percentage basis.

Canyou giVE us an EX(JWZPZE:)

Let’s say a donor offers you a land
lease and you don't know where
to start. Instead of rejecting the
donation, you approach a more
savvy accommodating charity
who already has systems in place
required to handle the dona-
tion to everyone’s satisfaction.
Typically, under your agree-
ment with the lead charity, your
nonprofit might receive 65% of
revenues generated from rent

6)  Abusstation is where a bus stops. A train station is where a train stops. On my desk, I have a work station. ~ William Faulkner

and/or sale of the lease — from a
donation that you were prepared to
walk away from in the first place!

How do donors react to this kind of
armngement?

It's as appealing to donors as it is to
the nonprofits. Many donors want
to give to two or three charities
anyway. They're already open to
the multiple-recipient or “shared”
aspect. Soit’s not a problem.

Itis actually an old idea. The new
wrinkle I have added is putting

the accommodating charity out in
front to facilitate the whole process
for the smaller nonprofit, so that
everyone benefits. Its in this area
that I have carved out my “niche
within a niche.”

This approach helps out smaller

charities by cultivating mutually-
beneficial relationships within the
nonprofit community.

That’s true. And it does more. The
small nonprofit that works with

an accommodating charity is also
building its skill set, learning by
example. The lead charity actually
plays a mentoring role. They show
the novices howits done. So in
addition to capturing the benefits
of areal estate gift, the smaller non-
profits are climbing the learning
curve so they can handle real estate
themselves in the future. And they
pass that knowledge on in turn.

I like to think it’s a win-win situa-
tion all around.

How can our readers find out more?

Contact me through
PlannedGiving Com/answers.



Guerilla Marketing Ideas

Imagine a public radio sta-

tion cooperating with a music
store in a “Public Radio Means
Music” combined sale/mem-
bership drive. Ora pet store and
an animal shelter that join forces
to help fund a spay/neuter
program while attracting new
customers to the store.

Studies show that when a busi-
ness partners with — and really
benefits — a non-profit organi-
zation, consumers who believe
in that organization and its cause
are much more likely to respond
to or patronize the business.

This fact should be a wake-

up call both for businesses
and for non-profits.

Today’s contrary economy
poses serious challenges for
charities. Current donation
levels are lagging, and impend-
ing tax increases, combined with
likely reductions in tax benefits for
charitable support, don't im-
prove the outlook. According to
PlannedGiving Com’s 2010
survey, 67% of our peers are
concerned about this.

So smart non-profits are looking
to grab every advantage.

This is where partnering with
for-profit businesses offers
increasingly attractive benefits.
For the charity, such promo-
tions result in more donations,
free advertising, and new
first-time donors. For the for-
profit, the partnership promises
additional business.

You can even partner with

other nonprofits! Read Chase
Magnuson’s interview on the
previous page.

Such opportunities for robust
mutual benefit couldn’t come
at a better time.

“Planned Giving” versus “Gift Planning”: What's in a Name? vicen iactian

This has been a topic of discus-
sion in our industry since the late
“70s. The argument centers on
which term, “planned giving” or
“gift planning,” will give you the
edge when communicating with

your prospects.

Afew categorically recommend
using the term “gift planning”
over “planned giving,” but we
don't really see the advantage of
either over the other. Instead, it
seems to represent a distinction
without a significant difference.
Although, you do not close a gift
plan, you close a planned gift!

Welook at the issue differently.
Language allows you to tailor
your messaging to your specific
audience. So why not reserve the

technical terms, such as “gift plan-

ning” and “planned giving,” for

people that already understand to 1.1 thought it would be more
like 100 to 1. But I then realized

searches were for toy stores, Day

them — industry insiders?

Massage the Message
Timer, Target, etc. In fact I asked

In marketing materials addressed

my neighbor ifhe knew what
specifically to prospects, on the gift planning meant, and his

other hand, we advise using response was:

< think % MNOCYS does that!»

So we say save the telegraphic

more donor-friendly; self-explan-
atory terms, such as “Creative
Ways to Give,” “Gifts That Cost

Nothing During Your Lifetime;” terms of art like “gift planning”

“Giving Wisely,” and “Giving

and “planned giving” for discus-
Through Non-Cash Assets.”

sions with your colleagues.

These are not only easier for your You're not trying to close gifts

prospect to “get, theyalso enable ~ with them! When you leverage

you to massage the message Wlth dOnOr-friendly Ianguage in com-

loaded words like creative, lifetime, municating with your prospects,

and wisely. There’s alot of room the targeted language itself is ac-

for smart marketing there. complishing more for you. And if
I was surprised o see through you use the'lang.uage online, its more
« o search-engine friendly.
Google that “planned giving” out

searched “gift planning” only by 7

That's another real advantage.

Not another boring
presentation.

Invite Scott Janney or Viken
Mikaelian for your next
Planned Giving Council or
AFP Chapter event. Your
members will thank you and
remember it as one of your best
meetings. The presentations are
entertaining, powerful, and filled
with action-packed ideas your
members can use today.
PlannedGiving.Com/seminars

What people are saying...

Informative, entertaining
and provided me with ideas
that led to gifts. Doesn't get
better than that.

Scott is the “Renaissance
Man’ of planned giving
Viken's controversial, funny,
and painfully truthful
Most engaging and dynamic
speaker our group has seen
in along, long time.

Stock vs Cash
Calculator

stockorcash.com

CGA Mini Toolkit

Call 800-873-9203 or visit
PlannedGiving.Com/cgamini

Beware of Your Prospect

Shes busy. She has bills to pay.

The family reunion is coming

For a fraction of the cost of news-
_ letters, target your constitu-

up and her husbandss got * -ﬂi'_. ency more frequently,

the flu. There’s a fourth ~ more consistently, more
grandchild on the way. ~ effectively with solicitation
Their ferret’s nowa : = letters, postcards, and
surprise mother - 3 other tools that work..

of six.. and use the money
And. vour you save for other
planjzed projects that count.
giving Visit:
news- B
letter is plannedgiving.com/copy
waiting in orcall
her mailbox. 800-873-9203
Do you really think shes fgr more

; , information.
going to read your tradi-

tional, four-page treatise on
how to part with her wealth

after her death?

A computer once beat me at chess, but it was no match for me at kick boxing. ~ Emo Philips @
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Celebrating
a Bequest
With Respect
and Care

Aviva Shiff Boedecker

You've just heard that aloyal
alum/donor/patron has died.
She was a member of your
Legacy Society, and she said that
she would make a bequest to
your organization.

You and your colleagues have
come to know this donor and
may have developed some fond-
ness for her, so naturally your first
reaction is surprise and sorrow at
losing a friend.

But you're also curious: Was
your organization really in her
will? Forhow much? Canyou
count her bequest in this year’s
totals?

This makes This makes you feel

you feel

guilty. Afterall, your
guilty.

grave and here you are thinking

friend isn't yet in her

about your year-end totals! Even
to contemplate profiting from
the death of another makes us
uncomfortable.

Sure enough, some not-so-
sensitive colleagues ask you if
you'e happy that the donor died
because now you get the bequest
and your program will look
good. Your annoyance, however,
is exacerbated by the fact that

you arelooking
forward to see-
ing your totals

go up this year.

You find your-
self question-

|

ing whether
your feelings
of affection
and friendship
towards your
donor/friend
were genuine.
Are you really
the mercenary
ghoul that your
colleagues
tease you about

being?

Well, here are ten ways you can
prove to yourself and to others
that you are not.

1 . Find out the date of the
funeral or memorial service.
Attend the service and encour-
age key colleagues to go with
you. This will give those of
you who knew her a sense of
“closure” and an opportunity

to express your sorrow at her
passing. Your presence will also
demonstrate that your organiza-
tion really cares about its donors
as people, and not just for their
money.

2. Attheser- Tell members
vice,besureto  of the family
tellmembers of how much
you enjoyed
knowing her.
much you enjoyed knowing her,

the deceased's
family how

and possibly of her interest in
and service to your organization.
You don't have to be elaborate.
Sign the guest book including
your affiliation.

3. Write condolence letters to
the deceased’s surviving spouse,
children, and/or companion.
Ifyou're not sure who to write
to, you can find out from the

@ Never get into fights with ugly people, they have nothing to lose. ~Author Unknown.

donor’s attorney. The letter does
not have to be long, Just let the
recipient know how you knew
the deceased and say something
about her importance to you,
your organization, and the
community.

4, See that other key members
of your organization write con-
dolence letters, too. If necessary,
ghostwrite them.

5 . Ifyou know that you get the
residue or a percentage of the es-
tate, or the entire estate, youmay
need to be proactive about secur-
ing the property and reviewing
valuations, disposition of assets,
and the way the accounting is
handled. It may be wise to hire
counsel to help in this.

6. Ifthe decedent had any life
income plans with your orga-
nization, provide any necessary
information quickly and accu-
rately. Be sure to be gracious to
the attorney for the estate and to
the executor or trustee. The last
thing you want to do is alienate
anyone who may be able to influ-
ence future charitable bequests.

7. Make sure the decedent’s
name is dropped from all your
organization’s mailing lists,
including e-mail and telemar-
keting. There are few things
more annoying or upsetting to a
surviving family than to get mail
addressed to the deceased.

8 . Keep the surviving spouse/
significant other on your mailing
and invitation lists, unless they
ask to be removed. They may be
as interested in your organization
as the deceased was.

9 Consider listing the deceased

inan “In Memoriam” section of

Get the Bequest
Toolkit. See page 3.

the honor roll of donors orin the
annual report.

1 O Writeastory — Write a
story about
the donor.

about the donorand
her bequest in your
publications and web-
site. This can be a nice tribute, a
way to cultivate your relationship
with her family, and an effective
means of communicating the
importance of bequests to pros-
pects. Prepared with the family’s
permission, a press release can
confer similar benefits.

Ensuring that you acknowledge
bequests properly and maintain
good relations with the de-
ceased’s family and advisors will
help you promote your organiza-
tion and its programs.

It will also help you work
through your own sadness at the

loss of a friend.

Aviva is the principal at
Aviva Shiff Boedecker
Charitable Planning
Associates (asbchari-
tableplanning.com).

She can be reached at
boedecker.a@gmail.com.

A similar version of this article was previ-
ously published in Planned Giving Today.

Feedback:
PlannedGiving Com/feedback
Article Submissions:
success@PlannedGiving com

PlannedGiving Com LLC
Valley Forge, Pennsylvania

800-873-9203 - 610-672-9684 (fax)

People may have your char-
ity in their will without real-
izing that the will controls
none of their assets. Joint
titles and transfer on death
designations can create this
problem. It takes a good
planned giving officer —
and a good relationship — to
correct the error.

Russell James III, JD, PhD,
Professor of Charitable Planning,
Texas Tech University




Donor Gentric
Planned Giving
Websites

Why follow the herd

and end up with a cookie-
cutter, pedestrian planned
giving website like everyone
else’s? It's time to discover why
VirtualGiving is the smart
fundraiser’s choice.

We deliver customized gift-
planning sites that speak your
mission and your vision, not
canned products a vendor thinks
are best for you.

800-490-7090

VirtualGiving.Com

While you were

busy preparing your
planned giving
marketing materials,
your competition was
busy too... visiting
your prospects.

Ifyou'e still doing back-ofhce
work, stop. Download “ready-
to-go” planned giving content ...
newsletters, solicitation letters,
brochures, columns, tips, and
much more... all in Microsoft Word
editable format. Visit:

store.PlannedGiving.Com
or call 800-873-9203.

Planned Giving: Simple Stuff or Just for Harvard Lawyers?

Matthew Wilson

How do you view planned giving? Is it simple, or

complicated?

One of the biggest misunderstandings I see in
the non-profit world is the mistaken belief that

planned giving is complex and mysterious.

A development ofhcer is asked to take on the
new responsibility of initiating and developing
aplanned giving program. Let’s assume this
development officer’s background is in annual
giving and major gift work. What is the first
thing she usually does once she puts on the
“planned giving director” hat? She begins looking
for aseminar to attend on charitable lead trusts,
charitable remainder trusts, gifts of complex
assets, etc. All this can seem overwhelming —
because it is.

It doesn’t have to be that way

Whether you are the Chattanooga Symphony,
a Community Kitchen, or Harvard, 85% of all
planned gifts are simple bequests. Too often,
planned giving folks — especially new ones
— get caught up in the details of complex gift

forms and end up “majoring in minors.

Now imagine our up-and-coming planned
giving director focusing instead on meeting
face-to-face with existing donors who have

supported her organization for many years, and

Should You Develop People Skills or Technical Skills?

it comes to planned giving, If

Did you know that most com-
panies base 80% of their hiring
decision on technical skills, yet
85% of turnover is due to behav-
ioral incompatibility?

We're so hung up on fulfilling
technical requirements that we
frequently forget we're dealing
with people, and fail to identify
or analyze the necessary people

skills required.
People skills are by far the most

valuable to your success. You can
always hire a professional to assist
you with technical details when

you are gifted with both skill sets
(which is rare), may The Force

be with you!

Always remember: People give
to people, not to institutions.
So instead of taking the next
course on gift annuities, pick
up a copy of How to Win Friends
and Influence People by Dale
Carnegie ... an $8 investment
that has made millions

for millions.

asking them, “Have you ever considered including
us in your will or estate plan?”

Not a complicated approach

Over time she will enjoy tremendous success

securing plenty of planned gifts.

Of course, there is a place for charitable remainder
trusts, lead trusts, and the like. But the vast major-
ity of the planned gifts for your organization will
come from simple bequests. That is why I recom-
mend creating a brief document with suggested

will language that you can supply to donorsand

their attorneys when you ask about estate plans. "
[Editor’s note: include appreciated ‘stuff, " IRAs, and
life insurance, too; these are easy to give and to receive..

There is a whole industry built around making ‘

planned givingmore complicated  There is a whole
than it really is. Seminar promoters industry built

expensive programs, but don’t worry around ma_k_mg
about that stuff. Just go see your loyal planned giving
more complicated
ask them to include your organiza-  than it rea"y is.

tion in their will.

want to sell you on attending their

donors, tell them your story, and

You will be pleasantly surprised and do alot
of good in the process.

Matthew is the Director of Major Gifts &
Planned Giving, University of Tennessee,
Chattanooga.

Why not plan
12 months ahead?

Step-hy-step guide.
Free download.
PlannedGiving.Com/plan

Alie gets halfway around the world before the truth has a chance to getits pants on. ~ Winston Churchill @



Double Your Salary...
from page 1

Fantastic! Congratuiations to the
fundraising parties speaker. He
was one of the best in the nation
and I hear he delivered an excel-
lent presentation to a like-minded,
homogenous group of mainstream
fundraisers.

What’s Wrong With
This Picture?

Mark Twain said, “Whenever you
Sfind yourself on the side of the major-
ity, it’s time to pause and reflect.”

How much would you bet that
over their lifetime, those 12
individuals in the planned giving
session will raise more money than
the other 165 combined?

Yes, just as 95% of this nation’s
wealth belongs to the top 5% of
the population, the top 5% of
fundraisers raise 95% of the gifts.
And many of the larger gifts are
planned gifts. So guess who gets
paid more and provides a service
more lasting and valuable for their
organizationss future?

Please do not misunderstand
me. There is nothing wrong with
attending a seminar on throwing
parties to raise money. But look
at the troubling ratio of attendees. It

lp

A Planned Giving
Conference on a
Beautiful Lake

South Carolina Planned
Giving Council

May 3-4,2011
843-574-6196
wwwiscpge.com,/kanuga

iy

is clear to see who is going to be
more proactive and raise more
for their organizations while es-
tablishing a stable career — with
peace of mind, too.

Raising money through events is
a high-overhead, intensive undertak-
ing. Even in annual giving, if you
balance what you take in versus
what you spent, you will see the
bottom line proves you actually
raised a lot less than you thought.
This balancing is called “zeroing
out expenses” and businesses do
it daily. Many non-profits don't.

You Should be Thinking

Like a Business

Iam not advocating refrain-

ing from throwing parties and
events. What I am asking you to
do is examine the mindset of our
community. Because these num-
bers — twelve attendees versus
165 — indicate why many
fundraisers will always struggle
financially.

IfIjust annoyed you, that’s good.
Because you can use that an-
noyance to motivate yourself

to take a few simple, proactive
steps in educating yourself about

planned gifts.
Simple? Yes. Do-able? Yes.

Will you do it? Probably not.

Andifyou don'tdoit, your focus
on current gifts and instant
gratification will keep you in
dead-end jobs that come with a
paycheck to match. Sure, it's okay
to start off this way early in your
career, but the danger lies in
getting stuck there forever. And
that's not good if you want to
enrich your non-profit and grow
your career and move on with
your life at the same time.

That is Your Goal, Isn’t It?

Now, you may simply love work-
ing in the events department.
That's okay and we need people

like you. (You may not even care

Everyone thinks of changing the world, but no one thinks of changing himself. ~ Leo Tolstoy

for alarger salary which is also
fine — then this article is not
for you.) Events are important
because they feed into annual
giving, which in turn feeds into

planned giving, But ...

- Ifyou are complaining that
there isn't enough money
out there,

- Ifyou do not understand why
your non-profit is struggling,

- Ifyou do not like the fact that
your career hasn't changed

much over the last ten years ..

— FREE!

2010 Edition

The Ultimate
Quick Reference
Planned Giving
Pocket Guide =

*

.. Then wake up and look at one

of the major reasons: You are
reactive in your business ...
focusing largely on current gifts.

Why?
Surfing the Adrenaline Rush

Legacy society luncheons,
newsletter deadlines, a scream-
ing donor (who, by the way, only
gave $50 and that was two years
ago), parties, receptions — oh,
and don't forget your basement
that just flooded — it’s a high-

intensity way of life.

Have you ever noticed how

you get twice as many emails
back as you ever write your-

self? The more you focus on
special events, the more details
magically arise making even more
demands on your attention. It’s
like focusing on the exception ..
it then becomes the rule.

Being married to such events-
based fundraising is a form of
adrenaline addiction. Extreme
adrenaline junkies include
bungee jumpers, race car drivers,
gamblers, and, I think, occasion-
ally VPs of Advancement. The
chaos that's involved gives us a
rush and easily makes us forget

what’s important.

So take the first step out of this
cycle. Stop and evaluate your
situation and face reality for
yourselfand your organization.
Askyourself:

Arewe so focused on today’s
problems that we put off
planning for tomorrows
opportunities?

Focus Instead on the
Important

Compulsive attention to
insigniﬁcant minutiae means
youwon't see the forest for the
trees. So here’s a free view of the
forest: 5% of our peers will always
be doing very well and the other
95% will not — because the top
59 focus on planned gifts, while the
majority 95% do not.

So focus on a few; simple, planned
gifts that offer return on invest-
ment far exceeding countless

hours you put into other areas.

That’s the kind of big-picture
strategy that will enable you to
join that top 5%. Enrich your
organization. Build your career.
And — incidentally — double
your salary in five years. Our
2010 survey confirms this.

* With any purchase of $79.95 or more at PlannedGiving Com.
Valid until August 30, 2010.



How to Market a Gift Annuity ... from page 1

levels. Naturally, the payout rate
for a parent is much higher than
the rate would be for the child.
This Gift Annuity can also help
maintain the parent’s self-esteem,
because the child is not making
direct payments to the parent.
The child can say, “T made this
gift to my college. The college
makes payments on the gift, so I
chose to have the college’s pay-
ments sent to you.”

2) A Gift for Your Wife:
There are a few good reasons
why a couple that is consider-
ing a two-life annuity may be
better served by a gift annuity

for the wife (or the husband).
Obviously, a single-life annuity
makes higher payments than a
two-life annuity because the rate
is based on the life expectancy of
only one individual. You might
ask if one member of a couple
has a pension that will diminish
or disappear if the other member
lives longer. If Social Security
benefits are based on the income
of one person, what does that
mean for the survivor?

Couples who are facing this
dilemma may be very well served
by an annuity that pays only
during the life of the person

with the smaller pension or
Social Security benefit. In older
couples, this is most often the

woman. By the way, the woman

Dad, did you know that a one time gift

of $1000 could endow my allowance?
More eye-catching cartoons you can
use to raise funds at
www.LanceAndrew.com

usually has a longer actual life
expectancy, except when you fol-
low ACGA rates. That's because
payment rates for Gift Annuities
are sex-blind. However, it’s not
ourjob to discuss the odds. It's
much more helpful to point out
how a single-life Gift Annuity
can meet planning and charitable
objectives. Besides, how often
do you get a chance to make the
husband look good in front of

his wife?

3) A Gift for Your Child

or Grandchild: A College
Tuition Charitable Gift Annuity
can be funded by parents or
grandparents to help pay for
college tuition. This is a two-
step hybrid. The donor first
funds a Deferred Gift Annuity
forayoungbeneficiary. The
agreement allows the guardian
of the child to choose to make
payments for four or five years
atalater date. These payments
will be much higher than lifetime
income payments so it’s a good
source of tuition payments.

There are a few drawbacks. This
Gift Annuity may trigger a gift
tax for some donors. There
could be capital gain implica-
tions if funded with appreciated
property. And there is currently
an excise tax on annuity pay-
ments to young annuitants. It

is also impossible to calculate
the exact payments to the child,
since they will be based on a rate
that will not be known until the
guardian makes the choice to
accelerate the payments.

4) Not Just for Relatives:
How About One for a
Friend? Other people either
fund an annuity for a friend, or
include a friend as the second
annuitant on a two-life annuity.
This is especially popular with
donors who want to support
their friends. They are happy

to accept alower payout rate in

Are you
talking to me?

Finally.

Planned giving websites

written for prospects first.

We've built in everything you and your prospects
need, priced them right, and made implementation
a breeze. Improving your planned giving program
with a new Virtual Giving website will be the easiest

and most important decision you make this year.

We did the heavy thinking, so you can focus on
what you do best — raising gifts.

800-490-7090

VirtualGiving.Com

Tip: Use an elevator pitch that
hyperlinks to a particular gift plan
as your email signature.

exchange for the knowledge that
a friend may benefit in addition
to their favorite charity.

=

Help your donors and your

charity by listening for planning

Get Your ™
Board...
on Board

o

needs that can be met through
planned gifts. We all need to
concentrate on the real benefits
the gifts provide and present
those benefits in understandable

and appealing ways.

Each of these options can honor
and benefit another person while
accomplishing an important

charitable mission. Canyou
think of others?

Apowerful, factual Power Point

Hear Scott’s presentation on Options, Choices
and Flexible Payments: The Gift Annuities

Your Donors Want at the 2010 National
Conference on Philanthropic Planning,

presentation to convince your
board of the importance of
planned giving and endowment.
Whether youare starting anew
Dr.Scott Janney, CFRE,RFC

President,
PlannedGiving.Com

program or strengthening an ex-
isting one, it’s always important

Scott can be reached at:

to motivate your board and get
Scott@PlannedGiving. Com

them on board!

PlannedGiving.Com/board

It's not enough that we do our best; sometimes we have to do what's required. ~ Winston Churchill a
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Important:

Ifyou do not wish to receive this
publication, please email us at
success@PlannedGivingCom

Planned Giving
tomorrow"
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PlannedGiving Com LLC
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The views, opinions, ruminations,
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and threats expressed or implied in this
publication do not necessarily represent
the opinions of the publisher or editor.
Sometimes we do not even know
whose opinions they are.

Newsletters... from page 2

Finally...

When it comes to mailings of any
kind, remember:

% Frequency. As many touches
per year as you can. Planning
on just one? Don't even bother:

% Consistency and
Constancy. Materials should
arrive as expected on a regular
schedule. No interruptions,
lapses, or gaps.

% Diversity. Use different
media. Mix newsletters with
postcards and solicitation
letters, for example, or place an
“advertorial” in your monthly
publication.

% Creativity. Be entertaining
and interesting, Make it fun.
Butdonot compromise your
message.

% Quality. Include informa-
tional, educational, interesting
“stufl” Quality isn't easy but it

Starting a New Program ... from page 3

Communications and
Marketing

Donors give because they believe
inyour long—term mission. So mar-

ket your story, not your gift vehicles.

That way you inspire donors to use
bequests and beneficiary designa-
tions on retirement plans and life
insurance policies to enhance your
organization’s impact and create
meaningful legacies.

% Make sample bequest and
beneficiary language readily
available.

% Insert gift planning messages
into your existing publications.

% Consider a gift planning
website from a vendor like
VirtualGiving Com.

You may find that many donors
have already included your charity
in their plans — but never told you.

Next column 7
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Map to Success

Once you start, the next step is
follow-through, ensuring that
your program lasts. Develop a
plan to sustain your gift planning
program well into the future. Set
both short and long-term goals.
Track your progress.

Donor-centered gift planning
provides an opportunity to
fund your charity for today and
tomorrow. Starting a program is
simple, provided
you start with the
essentials.

Brian Sagrestano, ]D,
CEFRE is the president
> and CEO of Gift
Planning Development, LLC, a full-service
gift planning firm.

For more information, visit:
giftplanningdevelopment.com
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Ifyou reproduce any of our articles
without permission, you will be sub-
jected to a 12-hour presentation on the
Generation Skipping Tax behind closed
doors without a single break. (Ifyouve
read this far, wed like to hear from you.)

Did you miss our last issue?
Get it free: 800-873-9203

to draw prospects by itself, so it’s
yourjob to “push” the message
through. And given that 72% of
Americans still prefer to receive
information via US Mail, donor
centric newsletters represent a
powerful marketing strategy to

get the job done.

ing kit. Give it out to at-
torneys, financial advisors,
board and legacy society
members. More informa-

tion and download at:

PlannedGiving.Com/willkit

Why not plan

12 months ahead?
Step-hy-step guide.
Free download.
PlannedGiving.Com/plan




