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6 REASONS

You Need a Planned Giving Website

TODAY

|
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3. Your Prospects
Are Online
73% of adults 65 and over use
the internet and at least 42% of
seniors own a smartphone.

5. Covid’s Got Us
Thinking...
Nothing is certain. The
pandemic brought people
face-to-face with our
mortality.

&

4. Everyoneis
Stuck atHome
Since the pandemic,
more people are at home
more of the time.

2, Timing is Everything
A website makes you available
to donors 24/7.

"ﬁ $35%

6. Some Donors Don’t
Want to Meet With You
Even pre-covid, not everyone wants to
meet for lunch. Some people are shy or
private. They want to do their own
research and quietly make estate
planning decisions in the privacy of
their home.

1. Instant Credibility
If you’re not online, you
don’t exist.

\

Betty & Bob Bequest are planning an overseas trip Patricia Prospect noticed an ad in her husbhand’s
and just realized they should update their estate alumni magazine about IRA rollover gifts and
plans before they leave. They already have your wonders if she could do something like that for her
organization top of mind because of the cultivation alma mater, a small private college. She searches
you’ve been doing over the past 8 years. In for the school website but can’t find anything
between packing and organizing a pet sitter, they about planned giving. “Maybe I'll call the alumni
quickly search for your planned giving website, office on Monday,” she thinks. But life gets busy,
copy/paste the language to their attorney, and Monday comes and goes, and Patricia forgets to
voila! You're in the will, and they’re off for their call. Lost opportunity!

Icelandic cruise.



8 Emotional Triggers That
Motivate People to Act

Exclusivity
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Salvation

Fear

T areed

D Guik

“THiS 15 a great one for appeals to
older legacy donors!
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[ EMOTIONAL TRIGGERS
THAT MOTIVATE PEOPLE TO GIVE

For better results make sure your stories
evoke one or more of these emotions.

_FEAR
EXCLUSIVITY R

GUILT

FLATTERY

\Y
7
Planned Giving is a People Business. Not a Legal Business.™ PlannedGiving!com
VALLEY FORGE, PENNSYLVANIA

800-490-7090 « Success@PlannedGiving.com



7 REASONS
DONORS
STOP GIVING

...and 7 Lessons for
Nonprofit Leaders

REASON:

“I do not recall
supporting this charity
before.”

If you do not communicate with your
donors, you will be forgotten. At
PlannedGiving.com we recommend
“21 touches” in a year.

REASON:

“| feel that other
causes are more
deserving.”

Your case for support needs help. There

are a million charities asking for support.

If you don’t make your case powerfully
and emotionally, of course your donors
will find a “more deserving” cause.

REASON:

“The charity did not

“The charity no longer

needs my support.” inform me how my
money had been
N used.”
LESSON:
Once again, a communication problem. If you
ask for money, the giver deserves a report on
how you used it.
REASON:
“The charity did not “I passed away.”
acknowledge my
support.”

LESSON:

Hopefully you have been communicating
all along with your donors about the
opportunity to make an impact even
after they pass away.

REASON:

“I could no longer
afford to give.”

How about that? It
turns out there’s only one
lesson for nonprofit leaders:

POOR COMMUNICATION
MAKES DONORS
LEAVE.

LESSON:

This reason is most often given by one-time
donors explaining why they don't make a
second gift. Once you make it past the hurdle
of retaining that donor, you're less likely to
hear this reason. And how do you retain the
donor? Five words: Com. Mun. I. Ca. Tion.

Data from research study conducted by Dr. Adrian Sargeant; accessible at www.campbellrinker.com/Managing_donor_defection.pdf



6 ELEMENTS

Your Donors Want to See
in Your Donor Stories

A TRUSTWORTHY
NARRATOR

The reader’s feelings about the
storyteller influence their
reaction to the story.

“Earn my trust ith authentic,
consistent communication. Don’l
try to impress me. Talk to me like

”

one normal person to another.

&0

DRAMA

Something has to happenin
order for it to be a story.

“I'm not interested in a
biographical list of some
other donor’s life
accomplishments. I'm
interested in something
happening.”

V!

\(
/
PlannedGiving\\.com

SETTING

When your reader can see, feel,
smell, hear the place and time of
the story, they engage more
deeply.

“Help me smell the autumn
leaves on campus, hear the
sound of squeaky shoes on the

gyvmnasium floor, feel the garden

soil under my fingernails.
Transport me to a certain place
and time, and I'm hooked!”

EMOTION

Effective stories don't tell the
reader how to feel, but they
always result in the reader
feeling something.

“Show me why this person gave
to you. I don’t care so much
about what they gave or
specifically how they gave. I'll
work that out for myself. The

why is what's going to touch my

heart.”

SIMPLICITY

Effective stories are simple
stories

“Please don’t tell me everything
about the donor’s gift decision

or give me a resume of their life.
Capture my attention with the
most relevant and interesting
parts. We can get into the details
later if and when I decide to
make a gift.”

RELATABLE
CHARACTERS

The more your reader can identify
with the characters in your story,
the more likely they are to be
influenced.

“If 'm a middle class retiree, don’t
tell me stories about the big-wig
corporate CEO who got his company
lo wrile a check. ‘lell me stories
about people like me.”



Plan ahead:
it wasn't
raining when

Noah built
the ark.

CCCCCCCCCCCCCCCCCCCCCC
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PUT UP A PLANNED GIVING

WEBSITE OR WEBPAGE

This can be super simple in the beginning,.
Just three essentials: talk about bequests
and beneficiary designations; make sure
your content is donor-centered; give a
clear call to action with contact info.

@

EDUCATE ADVERTISE

Remember that list of your organization’s Create one or two planned
correspondence? Start placing articles about giving ads and start rotating
planned giving in them. (PS: PlannedGiving. them into your organization’s
com has a massive library of content if you don’t publications.

have time to write it yourself.) |

CREATE AN EMAIL RECORD AN AUDIO
SIGNATURE SIGNATURE

Make it short, Think about how
simple and many people hear
compelling. Not your voicemail every
“Visit our week! Include a
website.” More simple, donor-

like "Make a gift friendly message
and get about planned giving
guaranteed on your voicemail
income for life.” recording.




Messy and massive to-do lists

Keep a short, clear to-do list of no more than three MIPs (Most Important Priorities) for
the day. All other tasks can be jotted into a notebook or on your phone or whatever
your system is. Just keep that list out of sight until your MIPs are done. This helps you
stay focused and go through the day with a sense of purpose.

The average employC
ee checks email 36
times an hour." Most of
us can't just ignore
email and leave
people hanging. But
we can turn off
notifications and limit
checking email to
certain times of the
day.

"Inc.com

Multitasking

Multitasking doesn’t work. Stop
trying. You will be more efficient
and produce better quality work
if you focus on one thing at a
fime. Don't believe it?

Take this two-minute test—
plannedgiving.com/stop-multitasking

e 05

e 01

2

Biggest
Time
Wasters

and 6 easy ways fo
reclaim those lost hours
of your life!

R

Procrastinating

Do the hardest thing first.
Otherwise it’s too easy to waste
time finding ways to avoid
unpleasant tasks—not to mention
the emotional energy we waste
worrying about it. Better to just
get the tough stuff out of the way.

e 04

\ 4

Saying “yes”
to everything

You can’t make everyC
one happy and your job
description does not
require you fo always
say yes. If you simply
don’t have the time to
lead that meeting, write
that letter, or give that
interview—just be
honest and say you
can't do it. (Your short,
focused to-do list helps
you know what o say

e rS e 02 “no” to.)

Social Media

We spend on average 142 minutes
per day on social networks and
messaging. 2 Reclaim some or all
of those minutes by using the
iPhone’s built-in Screen Time app
(or something similar) to monitor
and limit your time on social media
2 Global Web Index Flagship

P 0 3 Report 2018



14 Questions Every Donor
Wants Answ er ed

@ Why me?” @“Why your organization over another?”
@.‘Why now?” @ “Will my gift really make a difference?”
O Why are you @ e it easy to give?”
asking me?” @ “How will I be treated?”
@ Do I respect you?” @ “Will T have a say over how

you vse my gift?”

119 7”
© Can I trust you: @ “How will you measure reculte?”

@ “How much do you want?” @ “Are there other ways
to accomplich your goal
@ ‘How much do you that make more financial

actually need?” cense for me?”

Adapted from Harvey McKinnon's The 11 Questions Every Donor Asks and the Answers All Donors Crave:
How You Can Inspire Someone to Give Generously, with some additions from PlannedGiving.com.

\Y
Copyright PlannedGiving.com. Permission for use granted as long as PlannedGiving.com is cited as its source.
Over 100 infographics at: pg.tips/infographics
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7 QUALITIES

< HAPPENS

Only 4 out of 10 donors say they
always receive a thank-you
letter after they make a dona-
tion... which means that the
other 6 only get one sometimes
or not at all.

*Source: The Christian Fundraising Consultancy

IT GETS RIGHT
T0 THE POINT

| skim, you skim, we all skim
everything these days. Imagine
the reader is going to spend
four seconds glancing at your
letter. Put the most important
part of the message (the grati-
tude) at the top.

e ) IT MAKES THE
- W,f_; << O DONOR Fel. Goop
- A third of all donors who quit

giving say they did so because
they felt unappreciated.

*Source: Donor-Centered Fundraising,
by Penelope Burk

DONATION IS HELPING

Connect the gift to the
mission. (You know, the reason
people give in the first place!)

of a Good Donor Thank You Letter

IT S
PROMPT

First time donors who received
a personal thank you within 48
hours were 4x more likely to
give again. (That's a 400%
improvement!)

*Source: Donor-Centered Fundraising,
by Penelope Burk

PERSONAL

Avoid Dear Donor or Dear
Friend and hand sign it in
non-black ink.

IT DOESNT
ASK FOR ANYTHING

Imagine you get a thank
you note from a friend for
the birthday gift you gave
her... and it includes a
request for next year's gift.

»

e CHECK OUTTHIS
e 55T GREAT EXAMPLE

L £
o S o w9
o A
e,
<l 2
< ¥ b
B ”‘\3
A \ &0
b \?0“\0
B
/

: > '
,/ PlannedGiving\\.’com



ASKING
STORIES

Are for donor appeals
and proposals.

Make your donor the hero.

You can help Lorenzo get a
scholarship and be the first
in his family to go to college.

Convey a sense of urgency.

If the renovations aren’t done by
June 1st when school lets out, we'll
have to turn kids away.

Do not have an ending—
because it's up to the donor
to bring resolution.

Have obstacles.

IMPACT
STORIES

For donor reports and
thank you's.

Make your client and/or
your donor the heroes.

Lorenzo is the first in his family
to go to college—and you
helped make it possible.

Convey a sense of satisfaction.

You did it! We renovated the gym
just in time to welcome 450 kids
for summer mentoring.

Have an ending—and the
donor gets credit for it.

Have victories.




Estate Documents

you need to put

in one place*

L,

The Essentials

1. Will

2. Letter of Instruction

3. Trust Documents

4. Financial Power of Attorney (POA)

Health-Care Confidential

8. Personal and Family Medical History

9. Durable Health-Care Power
of Attorney

10. Authorization to Release Health-Care
Information

1. Living Will
12. Do-Not-Resuscitate Order

Marriage and Divorce

5. Marriage License
6. Divorce Papers
7. Military Documents (DD214)

Proof of Ownership

13. Housing, Land and Cemetery Deeds

14. Escrow Mortgage Accounts

15. Proof of Loans Made and Debts Owed

16. Vehicle Titles

17. Stock Certificates, Savings Bonds and
Brokerage Accounts

18. Partnership and Corporate
Operating Agreements

19. Tax Returns

Life Insurance and Retirement Bank Accounts/Social Media

25. List of Bank Accounts
26. List of all User Names and Passwords
27. List of Safe-Deposit Boxes

20. Life Insurance Policies

21. Individual Retirement Accounts

22. 401(K) Accounts ®
23. Pension Documents

24, Annuity Contracts

*from Saabria Chaudhuri's 7/2/2011 article in the Wall Street Journal



Now Future
Thinking VS« Thinking

&

. " L "Within 5 years this will be
But we need the cash now!" ™ e

, ‘I know exactly where to . o for
Tsrthatecotagious: R detalls f that seems to be a

good fit for my donor”

@, -*® *Any new opportunities?”

. LIC - She celebrates briefly and
She takes credit for it, even thanks the family, but she’s too

busy planning and planting for
‘e ® & future o dwg_tll on't

m e == Strategic planning

Impatiently for the lottery gift LIt | ‘e ® Patien fg[]rgli‘itlti;t;% ﬁigftsshu

S Better, deeper relationships
The latest new shiny star ®q- met_ﬂeﬂunurs p

: Intimidated and e°* :
resentful of them ce®

Event planning party mode < L Stewardship mode
' ]

e°. e ® Long term

though she didn't work here 10
years ago.

Loves and respects them

Are on a hypothetical, S Are part of her weekly
someday-maybe to-dolist & = interactions with donors



8 REASONS

DONORS MAKE A PLANNED GIFT
(AND 2 REASONS THEY DON'T)

THEY FEEL OBLIGATED TO

THEY TRUST YOU. GIVE (E.G. BY RELIGION).

THEY BELIEVE IN
YOUR MISSION.

THEY WANT TO LEAVE THEIR
MARK ON THE WORLD.

YOU HELPED THEM OR YOU ASKED AND THEY
SOMEONE THEY LOVE. DIDN'T WANT TO SAY NO.

YOU IMPRESS THEM WITH YOUR : YOU HAD ATTORNEYS ADD
EXTENSIVE KNOWLEDGE OF " DISCLAIMERS AND FINE PRINT
TAX LAWS AND ESTATE PLANNING | TO MAKE YOUR MARKETING DRY
TERMINOLOGY. ’ AS TOAST.

)
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11-Point
Checklist for
Gold Star
Stewardship

You have a system to ensure thank-you
notes get mailed within 48 hours of
receiving a gift.

@ You personally call donors on a regular basis.

Your CEO and board chair personally call
<o donors on a regular basis.

Your donor communications use phrases like
“Because of you” and “Look What you did!”

ﬁg% New donors get an especially warm welcome.

Your thank-you letters are personalized.

Your canned thank you letters get rewritten
at least once a year.

You publicly thank donors and acknowledge
their role in the mission.

You express gratitude to donors without
asking them for anything else.

%g% You tell donors what their gifts are
accomplishing.

Your donor appreciation is so effusive
you sometimes wonder if it's over the top.




Direct Mail is Alive and Well

Direct mail is more expensive...
...but has a much higher response rate!

RETURN ON INVESTMENT

®

Direct Mail Email Social Media Paid Search Online Display
RESPONSE RATE

Direct Mail Email Social Media Paid Search Online Display

A

B i g g e r Oversized

. er:lvelopes have
the greatest
| S b Ett e r respgonse rates. 6.6%

Oversize

Even young people ‘ Direct mail response rate
OPEN MAIL >4 among people age 18-21is 12.4%

It's an investment, not an expense

For every $167 spent on direct mail in the U.S., marketers sell $2,095 in goods.

Sources: DMA Response Rate Report, Print Is Big



7 WAYS TO INSPIRE & ENGAGE YOUR BOARD

—ee

— TELL STORIES

Remind everyone why they are a part of this.

SHARE THE LOAD ®@®

Assign initiatives to pairs and not individuals.

DEVELOP SKILLS

Invest in training that will benefit the organization.

EVALUATE \ A
R PP ; ~_f 9\
Solicit regular feedback — internal and external. = o)

HONOR PEOPLE

Openly praise your board members in the community.

N

CLARIFY ROLES
Ensure everyone knows their roles to avoid conflict.
=
cop LEAVE THE BOARD ROOM

? i Take field trips and create hands-on opportunities.



Essential Elements

oan Effective Ad

Good Photo

A quality image that represents your

Catchy Headline

organization well, ideally one that includes
Your headline is the a powerful moment.
“ad for the ad"
Donor-Centered
Language
no: - 1,
ACCOU NT “you” is advertising's
most powerful word.

{_ JERESTED? Did you know when you designate retirement plan

assets to your heirs, taxes can slice away fgdch.as.
P 65 percent before your loved ones see a paiy?
Director of Planned Giving But if you make University the beneficiary of your
800-555-1000 retirement plan, 100 percent goes to us tax-free!
jsmith@university.edu Consider leaving other, less tax-burdened assets to

your heirs and leave your IRA to University.
State University » You make a gift to support education for future
1100 Centre Street ESEUIE,

These break up chunks Anytown, USA 10000 » Your loved ones receive mb{brryourestate:
of text and draw attention. » Sorry, Uncle Sam. You've had enough already.

STATE Contact us for more information about how to make

Y IRA count for education. All it takes is a simple

sighature.
UNIVERSITY UNIVERSITY.PLANNEDGIVING.ORG

Highlights Benefits

Call to Action to the Donor

Make it crystal clear what “Sell the sizzle not the steak."
simple action step the

person should take now.




Blended gifts.

PLANNED GIVING MARKETING IN 2021

Informal

Collaboration

Star’E with the Tre_atmg donors as philanthropy between all Virtual
donor’s goal and investors and : donor
find the tool(s) that partners ouliiz [KicheErien BEIIElES O events
: GoFundMe). development. :
work.
: mpe'iggéﬂgg onal  True authentic,
Directmail. o eron  Language that outgoing donor stories
It’s still king. understands. elicits emotion. cor;:?nﬂrygﬂtrlon in print and
organization. ideqy
H O I Calls and Zoom
meetings with Multiple touches Time to pay

Jargon. Everyone is

Lengthy planned
giving newsletters.

difference.” And

prospective
donors. Get that
face time, even if
it’s virtual.

Overwhelming

“making a
lists of every

(Switch to the stop talking about conceivable
Newslet!) ‘silos’ unless you’re gift plan.
a farmer.
e’ | Ime 10 Lifeless donor Haphazard

stop framing
everything around
a virus. Focus on

your mission.

D.LY. (“Do It Yourself”)
planned giving websites.
Delegate tasks and trust the
vendors you hire. Your time
is too valuable.

“stories” that read
more like a news

bulletin or resume. and stick to it.

The 40-40-20 Rule (which says
the success of your marketing
campaign is 40% your mailing
list, 40% the offer, 20% the
creativity). The new breakdown
is more like 60-30-10.

per year on your
prospects. Aim for
21touches.

marketing. Make a
1-2 year plan now

attention to
Gen X-ers and
Millennials.

NOT

Multitasking. It's
proven to be less
efficient.

Social media. The majority
of people use it as a
distractor and a time

waster. If you’re going to
do it, outsource it.



dervice to
others is
the rent you
pay for your
room here
on Earth.

MMMMMMMMMMM



NUMBERS THAT MAKE
YOU GO HMM...

Median compensation package
for a Stanford MBA at age 38:

$400,000

Average salary for CEO of

a 55 million-plus medical .
charity in the U.S: of a hunger charity:

PRI 4939 000" $84.000

towards administration.”

Average salary for CEO

Between 1970-20049...

Save the Children

charé The Walt Disney Company
; i {one of the larger charity .
1 44 46 . 1 t%6 advertisers) spent about spent about

nonprofits crossed for-profits crossed $2 4B
the $50 million annual the 550 million annual e .
on advertising

revenue barrier™ revenue barrier™

on advertising

= -

1"—*7 Choriableghinginthe US| Chariablogivingin tho U in2018

2.1% 2.1%

of GDP™  of GDP™

National spending an health care in 2018

17.9%

of GDR™

* PRusearch by Giving Evidence and Givewell comparing 264 charnies = Bridgospan

from 2008 to 2011 Percontages above from the year 201 #** Harvard Businoss Roviow

= Businesswook survey weesn (Giving LFSA] Mational Health Expondihara {NHE ] data from the Cenbers for Madicars and Modicasd Services



YOU DON'THAVE A
STRATEGIC PLAN

4 ==

SIGNS

ofD

YOU DON'T ACTUALLY
HAVE A CASE STATEMENT

STATEMENT
NEEDS HELP

YOU FOCUS ON YOUR
INSTITUTION INSTEAD
OF THE DONOR

THE CALL TO ACTION
IS UNCLEAR

(D)

—
ooo

..........

ooog

[il

YOUR CASE DOESN'T TELL
COMPELLING STORIES

+®

=

THANKS FOR THIS CONCEPT TO LEAH EUSTACE, FOUNDER OF BLUE CANOE PHILANTHROPY.




How to Foster Teamwork to Build Your

PLANNED GIVING

PIPELINE

A helpful acronym for development directors.

I-et everyone know ﬁa
you accept planned gifts '3/“/»

E xtract data to =N
identify candidates :_Q\

G et your donors educated %>
about planned giving Qs

dd legacy goals to |20z
your strategic plan (Y=

onsult with R

board members &g

ou need to
drive this ))»




12 ATTENTION-GRABBERS

for your email subject lines

Spend a little extra time on your email subject lines and
get your message in front of the right people.

you
for you priority
solution problem friend
don’t miss I
of you
, lease
I best yet p
exclusive est ye read
you won't hello
believe
avoid

People's first impression of your email is usually formed by the subject line.
If you only have room for one line of text in your email, make it count by
tailoring it to your target audience.
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PROFILE OF A

LEGACY
DONOR

Save $1,000 on data mining
services by using these 6
criteria to identify your best
planned giving prospects.
You're welcome.

e e e == === ==

- \

Women are more

: @ ikely to include charty
'. in their estate plans.

4
-

-

N e m ==

CAT OWNERS

= - oo
’ - - - TN

‘ e ! Strange, but true, Cat |
\ O  vigee : owners are more likely |
] Eﬁ \ \eqddy N ! to make an estate gift, |
QJ,QQ, %Q&@" \,‘
D &7
»° L
Q) ¢

. W

y \\f

/
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Three Types of Planned Giving Marketing

Tor’Hot,

1. Offensive. Show the piece
to 10 people. If 8 or more
wince, it’s over the top.

2. Spammy. If you got this
from another organization

would you mark it as spam?

3. Dishonest. Fake donor
stories, exaggerated stats...
come on, youre better than
that.

Tor’Cold

1. Boooooooring. Does your
piece mention CRUTs and
CRATs and Bequests? Nope.
It's a marketing piece, not a
legal document.

2. Safe. Show the piece to 10

people. If all 10 agree it’s “fine;’

go back to the drawing board.

3. Complicated. If the copy
reads at a 9th grade reading
level or higher, rewrite it.

“You can play it safe, or you can be heard.”

— Viken Mikaelian

Just Right

1. Refreshingly different—
maybe even a little edgy.
Show the piece to 10 people. If
8 say it’s fine and 2 take
offense, you've hit the sweet
spot.

2. Simple. The copy is written
at a 6th — 7th grade reading
level.

3. Evokes emotion. It makes
you smile or cry or get angry
or feel flattered.




AN EASY WAY TO LAUNCH A
| PLANNED GIVING CONVERSATION

TELL A STORY:
...The soccer team has a
new coach and...

01
02

TELL ANOTHER STORY:
...When we first broke ground
for the new arts building...

TELL ANOTHER STORY:

...Oh! And Susan Miller did a neat
thing. Did you know Susan Miller?
She graduated two years before

you. No? Well, anyway. Susan spent
her career helping other people get
their finances in order. She recently
signed a new will that one day would
endow a permanent scholarship for
our financial planning students.

i

04 @

Be quiet and let the donor
start talking.

THANKS TO JEFF COMFORT FOR THIS CONCEPT.



(UGH1 THAT

"qOsH, | HOFE | HANDLED
THAT INTERVIEW WELL
ENOUGH TO BE QUALITED
AS A REAL FROSFECT. "

“I'LL BE DISAFFOINTED IF
THE NEXT FUNDPRAISEK |
HAVE TO BEEAK IN ISN'T
MOEKE METEICALLY
DRIVEN.”

"WHAT A THEILL! THERE s
MY NAME IN SIX-FOINT
TYFE, WITH THOUSANDS OF
COTHEFRS [N THEIE ANNUAL
EEFPORT."

“IF THEY THANK ME
MOEE, I'LL STOF ASKING
WHAT THEY ACTUALLY DID

WITH MY MONEY,

Thawtkes: tir fim Lanalesy, President ot Linghay
Irmevartions |—| iz comteart and for his Ir.fm-uss-::-: fr
r.reﬁud,.-u t hern, o citn find fim m
Linieedin u*um?]"h:‘ul e of
Fundrising: / \‘arlr' ingt tr Changing Philerthrepls
Feslitics o Amazm

Copyright PlanmedGiving.com. Perm
PlannedGiving. cum PlannedGiving.com iz cited as itz s

NEVER OCCUR 10 DONOR,

“FORGET THE GREAT
ISSUES OF THE DAY; I'D
LIKE TO HEAR MOKE
ABOUT BUDGET RELIEF. "

"ICAN'T WAIT TO HEAR
THEIE CEQ GIVE THAT
WE FE-THE-BEST-KEFT—
SECEET SFEECH AGAIN. "

"THAT FUNDRAISEE SHOULD TAKE
CREPIT FOE RAISING MONEY
FEOM ME. I'DSTILL BE A
SKINFLINT IF NOT FOER His
POWERS OF FERSUASIVENESS. "

"A NEWSLETTER! AND
APMISSION TO YOUR LEGACY
SOCIETY! THAT CINCHES IT.
YOU'RE IN MY WILL. "

ston for use granted as fong as




.

Sign it in blue ink

(L
, = so it looks like a oL °*
L real signature. — n
Include something Include a
personal from the response card.
letter writer, especially
in the opening.

W

0 o [

anything extra.

S Enclosures

[ J e/'\:\’e,( distract from the

_n‘\/)i main point and

s usually reduce

Make sure the response rates.

address is laser

printed or, better yet,

handwritten. Ink-jet printing
screams mass-produced.

23

Stick a post-it on the letter
with a note and your
personal initials.

Add a "live" stamp (rather than
a metered stamp). Two live
stamps adding up to the proper
amount are even better,

L]

i
¥,

\
\

5 Copyright PlannedGiving.com. Permission for use granted as long a5 PlannedGiving.com is cited a5 its source.
Plannedﬂwmg.cnm Ower 100 infographics at; pg.tips/infographics




THE DONOR
DECISION JOURNEY

CONSIDER

GIVING GIVE

Develop
An Affinity

THANKS TO WYETH WATNIK, MS, FOR THIS CONCEPT.



' 4

- to Get Anyone to
N do Anything

!
dii= )-

2. Give them
social proof.

We find safety in
numbers. The
more people are
doing something,
the more likely
others are to
follow.

1. Do them a favor.

When someone does
something for us, we feel
obligated to do something
for them in return. Even tiny
acts of giving often result in
disproportionate acts in
return.

4. Be likable.

People say yes to
those they like.
Build rapport and
find things in
common with
people. The more
likable you are, the
more times you'll
hear "yes.

3. Dress and act sharp.

Suits, uniforms, titles after
names—it doesn't even
matter if they are actually
powerful or if their expertise
is relevant. We listen to
people who seem important.

5. Create scarcity
and urgency. \\’/

We all want what we can't PlannedGiving.com

have. Set deadlines, Create Copyright PlannedGiving.com. Permission for use
waiting lists, make yourself granted as long as PlannedGiving.com is cited as
or your services hard to get its source.

and people will want it even Over 100 infographics at:

more. pg.tips/infographics




The Zsoo]o
of Fundrais%{‘;:

More Chameleons, Fewer Peacocks

Curjous Chameleon

Mid-level introvert

More comfortable listening
than speaking

Adapts to donors communication
styles and sensibilities

Wins donors over with their
patient, polite persistence

Listens to gain insight into donors’
animating passions

Sees themselves as facilitators
and orchestrators

Eager to learn more, no matter
how accomplished

Shares information to build
shared knowledge base

Pesturing Peacock

Full-blown extrovert

Loves talking, uncomfortable
withrsilence |

ooooooooooooooooooooo

Sees themselves as
“educating” donors

---------------------

Listens for what they
want to hear

Fancies themselves as
masters of persuasion

Resents others for intruding
in their realm

Bristles at the mention
of “training”

Hoards information to build
personal power base

Thanks to Jim Langley, President at Langley Innovations, for this content
and for his permission to illustrate and print it here. You can follow Jim on

LinkedIn at




4 Prospect Engagement Levels
N

. Upside: )
1. Informational Raises aWareness @ b

Downside:
Offers no opportunity to
react, opine or participate

Examples:
Brochures, speeches

Upside:
2. Consumable Relationship building

Downside:
Examples: Create their own following,
Galas, golf tournaments don't strengthen affinity for

sponsoring organization

Upside:
Showcases best people
doing their best work

3. Experiential

: -
Examplgg. Downside:
Onsite expositions,

. Participants are largel
expert demonstrations P gely
passive observers

4. Contributory Upside:
Allows talented people

to lend their expertise
to mission advancement

Examples:
Boards, task forces,
blue ribbon panels, problem Downside:
solving, plan development

None

Content: James M. Langley, President of Langley Innovations Design: PlannedGiving.com



6 Tips for Powerful Planned Giving Stories

Talk about one bequest donor

One person’s story makes a stronger
impression than a summary of several stories.

Write stories in first person

Let the donor’s voice be heard: ‘1 wanted my family
to know what values are most important to me.”

2
Make a bonus video
Shoot a quick video with your phone so
people can see and hear the storyteller.
S

Keep it simple

Avoid using Planned Giving jargons.
Best to use normal, everyday language.

Include details

Be descriptive. Details of sight, sound, touch,
smell and taste brings stories to life.

Add a call to action

The story evokes emotion and piques interest—
be sure to give people a clear action step.



YOUR IRA CAN HELP A
FAMILY IN NEED TODAY!

70 2 years or older? There’s a simple way to benefit your
community and get tax benefits in return!

BENEFITS OF GIVING TO {ORG} FROM YOUR IRA

Your charitable distribution to {ORG} can
satisfy all or part of the amount of your
minimum distribution from your IRA.

YOU CAN MAKE A DIFFERENCE

To learn more, contact your financial advisor or {NPO
representative} at 800-555-1000 or jsmith@npo.org




#QGI¥ING
TUESDAY

Celebrated on the Tuesday
following Thanksgiving.

WHY DID
IT START?

A response to consumerism in the
post-Thanksgiving season

B THISYEAR:
o as  November 28th. The 8th
“"  year of Giving Tuesday

STARTED IT?

New York's 92nd St. Y and the United Nations Foundation

{ UNITED NATIONS
N\, FOUNDATION

150+ countries participate

BIG TOTALS RAISED...

$380 million $274 million

$64m c/Blackbaud  $60.9m
$45m $27.7m
$10.2m NetworkA forGood. $XXm

$177 million

«SMALL AVERAGE GIFT SIZE:

YOUR OPINION:

[PLANNED] GIVING TUESDAY

#GivingTuesday is a good time to consider ways of

supporting our future with a gift in your will or trust.

~

Planned Giving subject line idea:

Subject: Looking to the Future on #GivingTuesday ‘

Dear Donor,

Are you doing a #GivingTuesday campaign?

60% )
NO ) _What is
#GivingTuesday?
15%
° o’




Successful

Planned Giving
Marketing Person

Listens more than she speaks.

%
He is constantly learning
from how successful
businesses and nonprofits
do marketing.

o’

Uses his mouth mainly to
ask questions.

Believes in the mission she is
selling on an emotional level
and knows how to connect
with her donors' emotions.

‘=

Regularly picks up the phone
to call donors and community
partners and writes personal
thank-you notes.

®)

Knows the marketing
"rules" well enough to trust
her gut instincts, even if it
means breaking the rules
sometimes.

Gets out of the office

and meets with people
face-to-face.

\(/
PlannedGiving\Scom



Change will not
come if we wait for
some other person
or some other time.

We are the ones we've

been Waltlllﬁ for:

We are the change
that we seek.

AAAAAAAAAAAAAAAAAAAA



CENTER FOR

MAJOR GIFTS

YOUR FUTURE STARTS HERE

15 CONVERSATION STARTERS

WITH YOUR DONORS

We always say that in Planned Giving, people skills are far more important than technical skills. Why? Because people give to people, not to
institutions.

Yet sometimes, even the most socially adept among us need a little help to get the conversation started. That's why weve developed these 15
conversation starters. Use them the next time you meet with a donor or prospect. They'll help break the ice, establish trust, and get you started

on the path to building a meaningful, mutually beneficial relationship.

Are you named after someone in your family?

This will give you a glimpse into the donor’s family
life, and give them a chance to talk about someone
who may have been important to them. Side note: Be
sure to write your donor’s name down, and ask for the
correct spelling.

Where did you grow up?

People generally like talking about themselves, and
a glimpse into their past can reveal a lot about their
motives and beliefs.

What is the biggest change you've seen in your
lifetime?

This is an especially poignant question for older
donors, but we've all seen something that’s affected us
and our outlook on life.

Who knows you better than anyone else, and why?

This can show you who made a difference in your
donor’s life; whos truly important to them.

Do you or your family have any favorite traditions?

This question will give you some insight into the most
important events and people in your donor life.

What are you reading? What is your favorite book/
who is your favorite author?

This is a great question for folks who love to read, and
their answers can reveal a lot about their personality
and what's important to them. If theyre not readers,
that’s OK—you just learned something else about
them.

What do you like to do to relax?

Believe it or not, this question can reveal a lot
about your donor. You can learn whether theyre a
workaholic, if they enjoy getting outdoors, the arts,
sitcoms, Sports ...

If you could change one thing about (situation that
affects world, mission, etc.), what would it be?

By finding out what your donor values, you can find
out how to help them create a legacy.

What keeps you awake at night?

You might get the same answer as above, or you might
learn something new.

What drew you to (your organization)?

Good stewardship starts with finding out what's
important to the donor or prospect, and why they
might want to help your organization.

How do you view your financial future as you age?

This will help the donor focus on the three finance
“buckets” needs (needed to survive), wants
(something useful or lacking, but not necessary), and
desires (more like a goal). As each bucket fills, the
runoff flows to the next bucket. Find out which bucket
the donor’s philanthropy falls into—wants, or desires.

“Would you rather” questions. For instance, “Would
you rather vacation in the mountains, or on the
beach, and why?"

This off-beat question can reveal a little more about
your donor’s personality.

What's the most important value you think people
should hold? Honesty, kindness, empathy, integrity,
something else?

This is an opportunity for your donor to tell you

exactly what they value.

What do you want to be remembered for? What do
you want your legacy to be?

This will help your donor decide how they want to
invest in their legacy.

1288 Valley Forge Road, Unit 82, Valley Forge, PA 19460 - 800-490-7090 - succeed@majorgifts.com



Anatomy of a Bequest

%
42 (o) 1 the average age when
a will is created.
of Americans die donors told charlty about
without a will. their bequest in advance. - —

Only

A 21%

L NPT of bequest donors
about bequests had no
from their prior affiliation
SHRHEES with the charity.

g = 'The average

K the cost durin
O/O bequeSt 1S ~adonor’s 8
. lifetime to
of all planned gifts make a gift
are bequests. in her will

/

While 69% of donors ...only 25% change a
change their wills... gift in their wills.

|

\ s
“\/
Plannedelng o



Please choose two.

O\
PlannedGiving.com



CENTER FOR

MAJOR GIFTS SAMPLE QUESTIONS

YOUR FUTURE STARTS HERE TO ASK DONORS

Here's a list of 31 sample questions you can use in your own interviews, adapted from our white paper by
Patrick O'Donnell, 37 Quality Questions to Ask Planned Giving and Major Gifts Donors and Prospects.

Consider variations on these in the framework of the situation — the interview’s purpose, the story you are writing, the donor’s

personality and life experiences, etc. Context is everything. These are not meant to be asked in any particular order, or even in
every situation:

What led you to become involved with [ORGANIZATION]?
What is something youd like to see your gift [and/or the ORGANIZATION NAME] accomplish?
What motivates you to stay involved with [ORGANIZATION]?

What inspired K i o O Do you have any advice for people who want to
atinspired you to make your gift? [SOMETHING PARTICULAR TO YOUR MISSION]?

Has anyone else in your life played a role . o
in supporting your dedication to us? o n o Where did you grow up?

How did giving your gift make you feel?

How do you feel your childhood shaped you?

Do you have any advice for people considering O o What is something you believed as a child that
a gift to [ORGANIZATION NAME]? you view differently today?

Do you have any advice on life, learning, and success that you can share?
What is the biggest change you've see between [START OF PARTICULAR CAREER/HOBBY/TIME PERIOD] and today?
What is the biggest change you've seen in your lifetime?

V)

ﬁ What do you do to relax? Can you name something that your parents, or someone else
r' ’ A What are your hobbies? important in your life, taught you that has served you well?
\- Gl What advice would you offer for someone to follow in your footsteps as a [CAREER, TITLE,
y y P

ACCOMPLISHMENT, ETC.]? (For example: ‘As the CEO of a Fortune-500 company, what
advice would you give to those who wish to follow a similar career path?” or “As a woman who
has balanced both career and family, what advice would you give for other working mothers?”)

e

If you could change one thing about [SITUATION THAT AFFECTS WORLD, MISSION, ETC.), what would it be?
When you experienced [EVENT, VICTORY, TRAGEDY, ETC.], what were you thinking at the time? How were you feeling?
What is your favorite memory of [CAREER, CHILDHOOD, EVENT, ETC.]?

What is something people would How did you meet your spouse? Of all the places you've traveled, can you name three that
be surprised to learn about you? Can you tell me a little about that? really stand out, and what made them special or different?

<
-

What is something you wish [CHILDREN,
THE CURRENT GENERATION, ETC.]
learned today that you learned as a child?

Where did you go to school as a child?
What were the circumstances that led to
your attendance there?

What's your favorite food?

What's your favorite color?
What's your favorite drink?

What's your favorite smell?

What one piece of advice would you give to future generations?
Can you think of any questions I missed? Are there any questions you would have asked if our roles had been reversed?

1288 Valley Forge Road, Unit 82, Valley Forge, PA 19460 - 800-490-7090 - succeed@majorgifts.com



Critical Elements in a Successful Story

Webinar With Lise Twiford and Viken Mikaelian

Those who
tell the stories They also
rule society* raise a lot

of dollarg!*

Plato Viken

We process a story differently than a rational discussion. Studies show that
the more emotional a story is, the more oxytocin, or empathy, it can produce
and therefore the more captivating the story can be. Were just wired this way.

U] Keep it simple Have a purpose

U 2 Inject emotion & empathy Must have a hero

U 3 Some tension Appeal to all 5 senses

0 4 Be personal Use power of suggestion

0 5 Know it by heart Deep humor if possible

*True quote. TAnother true quote.
& ‘,'.

\\f
W/
PlannedGiving.com 800-490-7090 - Success@PlannedGiving.Com
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QUALITIES OF A GOOD
NONPROFIT LEADER

YOU'RE WILLING § : : :
2 YOU ARE o
TO MAKE . HONEST AND . YOU LOVE

UNPOPULAR G  WHAT YOU DO.
Secisions. (B TRANSPARENT. AN

You YOU THINK
RECRUIT B OUTSIDE
HELP. THE BOX.

YOU HAVE
STRONG BUSINESS
PRINCIPLES.

YOUDOTHE ¢ YOU TRUST
RIGHTTHING. A0 WOUR EMPLOYEES.




DONOR GIFT
FOLLOW UP CHART

S100- | $500- $5,000
or less S499 S999 or more

Thank you email
(within 24 hours) v

Personal note from a
board member x x x x v
Invitation to x x v v v
recognition event
Marketing piece X v v \V4 v
Issuance of a
tax receipt V V V V V

Letter from the
CEO/President

|
/

/
PlannedGiving.com
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If you ever hear someone mention a millionnaire
and a billionnaire in the same sentence, they do
not know what they are talking about.

An income earner of $100,000 is closer to a millionnaire, than a millionnaire is closer to a
billionnaire. Study the chart below.

Perspectives What is the difference
: between a million

on Money a billion, and a trillion?

Bill Gates
$89 8B

s / A trillion seconds
agic ;fo:nh: — 31,688 years*

* If this chart was proportional, it would
go off the screen by about 15 miles.

HQW I'ﬁUCh dﬂE‘S the tDp 1% make? A billion seconds = 31 Years

(A N Al A million seconds =12 days
bé — \ ..,-—\ -l‘r :_,f'_j /
\ .-f . . )' / h e : !

; < N
ACCORDING TO THE LIRS, — o \l.].r
COPFYRDINT © 2017, FLANNIDOIVING COM PlannedGiving.com

Know your numbers before you speak with a Philanthropist.

Giving by the numbers

A% 6/7% 56% 037%

of American high-net-worth of donors said identifying the How much more high-net-worth of more high-net-worth
households donated to charity causes they care about and donors who volunteered in 2015 donors derived fulfillment from
in 2015. deciding where to donate are gave to charities compared with volunteering, while 42% derived
their biggest challenges. those who did not volunteer. fulfillment from giving.

Source: 2016 US. Trust® Studly of High Net Worth Philanthropy

i

g
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PlannedGiving.com



1 You Lose Your
Advancement Job

THE DO'S AND DON'TS

———h
™

) B

all>
w N

iy 4.

Think of yourself as
unemployed

Say you're “open for
work” (sorry LinkedIn)

Offer yourself as a consultant,
providing the usual services

Try to be something you aren't or
make grandiose claims

Think of yourself as a
new business owner

Say you're “offering
contract services”

Describe the specific services
you are able to provide

Offer to do what you've
always done best

T 5.
% 6.
1% 7
i 8.

Badmouth the organization
that laid you off

Use your former co-workers
as a support group

Assume “Oh, they'll never
contract out for that”

Wait for things to return
to normal

Think of your last employer
as your first client

Recruit your former co-workers
to be your inside advocates

Remember downsized operations
will outsource more and more

Get a jump on the
new normal

Thanks to Jim Langley, President at Langley Innovations, for this content and for his permission to illustrate and print it here. You can find Jim on LinkedIn and get
his book, The Future of Fundraising: Adapting to Changing Philanthropic Realities on Amazon.



¢ Myths

Your Planned Giving
Prospects Might Believe

My estate isn't big enough.”

‘1 need to provide for my family,
so 1 can't leave a charitable gift in my will”

‘1 need to provide for my family,
so 1 can't leave a charitable gift in my will”

“Estate planning is for old people.”

“Creating a will is complicated and expensive.

‘I must have a will in order to leave a planned gift”

‘I need to have all the answers now.”
(Planned giving officers are also guilty of believing this one!)

sz oo Qo f = foo QAR —




/1 ouches on a Planned Giving Prospect

15
[ - (8.
SHE UNEXPECTEDLY RECEIVES .~ SHE APPRECIATES THE FREE BOOKON
SEE s R L AADNY HALF BRTHDAY CABD ™~ ESTATE PLANNING YOU SENT HER
PEOPLE JUST LIKE HER WHO -
HAVE MADE PLANNED GIFTS. e
& ‘
. SHE SMILES AT THE VALENTINES
© 2 SHE NOTICES YOUR EMAIL DAY POSTCARD SHE GETS “ARE YOU
FOOTER: “A GIFT THROUGH OUR SECRET ADMIRER?™ :
SHE GETS AN EMAIL FROM YOU ~ YOUR WILL COSTS YOU NOTHING
WITH A HELPFUL ARTICLEON " DURING YOUR LIFETIME"
ESTATE PLANNING. [
o SHE READS ALL OF THE INFORMATIONAL
3. ARTICLES YOU SEND DURING NATIONAL
&FLE“REEDS%#I\TTTEESN\NF%} rﬁTSHTé)RY YOU . ESTATE PLANNING AWARENESS WEEK
iﬁ%ﬁfﬁ{}ﬁpﬁﬂf&%ﬂﬂﬂ POINT-OF-VIEW OF ONE OF HER PEERS. :
YOUR ORGANIZATION'S WHO MADE A PLANNED GIFT : " 8
" NEWSLETTER. ‘
n SHE ACCEPTS YOUR INVITATION T0 TAKE
DROANCANS N T A
. G O TS ot e, OO UNCHATTERIARS
SHE RECEIVES AN INVITATION : :
TOADONOREVENT. .
. 9.
VA
5, SHE LAUGHS AT THE CARTOON ABOUT
K SHE APPRECIATES GETTING A PHONE . WRITING YOUR WILL ON YOUR FACEBOOK PAGE.
SHE GETS A FRENDLY JUST CALL FROM SOMEONE INFLUENTIAL
- SAYING HI EMAIL FROM YOU AT THE ORGANTZATION L
- .. 20
6. 13. SHE GOT TEARY EYED WATCHING THE VIDEO
SIE GV AR * AU Ct VD 0 LA,
- SHELO -
THANKSGIVING CARD. - - _ : TﬂE\NKVy%SUTﬁ&E”}ﬁE\‘{WEE&EEN HIS FAMILY AND THE CAUSES HE CARED ABOUT,
. . AFTER HER LAST DONATION. "
1. 21, .
SHE ACCEPTS THE INVITE TO T4, SHE NOTICES THE MESSAGE PRINTED ON HER |
LIKE YOUR ORGANIZATION'S MONTHLY GIVING RECEIPTS: “PLEASE (ONSIDER
FACEBOOK PAGE WHERE : SHE IS HONORED TO BE ASKED 0 MAKING US PART OF YOUR LEGACY WITH A
PLANNED GIVING MESSAGES * TELL HER STORY OF BEING A SUPPORTER. GIFT IN YOUR WILL>
APPEAR AT LEAST WEEKLY. "
W Then one day, she finds herself sitting in her attorney’s office to update her FORRR .

)
¢

A\
PlannedGiving.com
Copyright 2018

will. She says, “There's a charity I'd like to include in my will...

Laura Sweimler and
Viken Mikaelian at
PlannedGiving.Com
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OPEN-ENDED

QUE

YD)

&

What is something
you'd like to see your
gift accomplish?

e

Do you have any
advice for people
considering a gift to

NS TO ASK DONORS

What inspires you
to give to charity?

&

What is something
you believed as a
child that you view

our organization? differently today?

£ ®
Tell me about something
your parents, or someone

else important in your life,
taught you that has

change or negative? served you well? *
@ * ALY
82 L

What is something you
wish today's youth
learned that you
learned as a child?

What is one of the biggest
changes you've seen in
your lifetime? Would you
say it's overall a positive

If you could change
one thing about the
state of the world
what would it be?

Can you think of anything
| missed? What questions
would you have asked
if our roles were reversed?

How did you meet
your spouse?




Send a
01 =
tax receipt

Give a prompt
and personal
“thank you”

Acknowledge
donors publicly

inform donors
about the
mission

Show outcomes

Invite them 06
to give again
\ . ——_—

R e Bt

F




“Iflcanshowyouawayto
redirect your taxes to benefit
your family, your community ‘
- and our mission, willyou
- givemeahalf an hour to

_ discuss that with you?

_ Courtesy of Jack Miller

a:; _ W Jack is the principal of Miller Consulting
= I (.www.jackqutsidethebox.r]et)and can be

ched at jack@jackoutsidethebox.net

'
\\:'

\\/
PlannedGiving!com Valley Forge, Pennsylvania | 800-490-7090



ESTATE VALUE/HEIR

Replacing the “Stretch IRA”

(LIFETIME INCOME FOR YOUR ADULT CHILDREN)

SIM+ 4
CHARITABLE REMAINDER UNITRUST
(CRUT)
S100K
IMMEDIATE DEFERRED
CHARITABLE GIFT CHARITABLE GIFT
ANNUITY ANNUITY PAYABLE
(CGA) AT AGE 65
$25K

AGES —— 75 70 65 60 55 50 45 40 35 30
ADULT CHILDREN GRANDCHILDREN



Who are you What is the biggest

named after? ) change you've seen Who knows
Where did you in your lifetime? you better

grow up and what than anyone
was it like? else?

What

are some

of your What are
favorite you reading What do you If you could change

family these days? like to do .one_thing about
traditions? to relax? (situation that affects

the world, mission, etc.)
what would it be?

What keeps you awake at night?
What drew you to
(your organization)? How have your
views on finances
changed as you've
gotten older?

Would you rather
vacation in the What are your
mountains or the top three most
beach? (And why?) important

values? What do you want to

be remembered for?

\
\‘\?
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