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Why Planned Giving?



• Revenue opportunity 
o $43.2 billion from bequests in 2019 
o 9.6% of giving from all sources 
o 12.2% of total giving from individuals 

• Helping donors leave a legacy

Why Planned Giving?

Statistics per Giving USA 2020: The Annual Report on Philanthropy for 
the Year 2019 (2020), Giving USA Foundation and Indiana University Lilly 
Family School of Philanthropy.



Planned Giving 
Marketing Plans



EDUCATE GENERATE UNCOVER STEWARD

Let your donors 
know you have a 

PG program 

Ways to Give

Cultivate Leads


Who raised their 
hand?

Build Trust


Follow Through


1:3 rule

Steward

Not one & done


Stay in the Will


Treat like winners

Why Am I Doing This?  
Goals & Objectives



Educate Generate Uncover Steward
On Air Spots X X X X
Discovery* X X
Survey X X X X
Donor 
Stories

X X

Annual 
Report

X X

Newsletter X X X X
Website X X X X

Everything in PG has a purpose



PG Promotion On Air is our competitive advantage! 
• Wills / Beneficiary Campaign: 

• Jan, March, June, Aug  
• Oct (National Estate Planning Awareness Week 10/19 – 

10/25) www.naepc.org/events/awareness_campaigns 
• Gifts of Stock: April, Dec and targeted around financial 

programming (e.g. MARKETPLACE) 
• CGAs: April, Sept

Grow Planned Giving with Strategic Marketing

http://www.naepc.org/events/awareness_campaigns
http://www.naepc.org/events/awareness_campaigns


Planned Giving Websites



• Introduction of Planned Giving and the team 
• Is it a tool for prospects, donor and/or professional 

advisors? 
• Is it an educational resource? And if so, how 

technical do you want the information to be and   
  how often to do you intend to up-date.

What do you want to get out of your Website…   
 



• At a minimum, make sure to include: 
• Legal Name 
• Federal Tax Identification Number 
• Address 

• Also helpful, include the name and contact 
information to a specific person to your organization 
who can assist with planned giving questions, i.e.   
   Planned Giving director/officer.

Make sure you have the basics



Opportunity 
for 


Self- 
Identified 

Gifts

Events for 
Recognition 

Society

Gift 
Vehicles 

Testimonial
s

Connect to 
other 
giving 
pages

Educational  Tool

Make Your Website Work For You!
Prospect and Donor 

Interact ion 



12

3

4




Planned Giving Email



 E-Newsletters 

• Monthly e-newsletter 
• Personalized intro with local information 
• Financial, tax, estate information from vendor 
• Goes out the last Sunday of the month 
• Ability to reply to request information



E-Newsletters



Planned Giving Print Pieces



• Newsletters to PG prospects 
• Surveys 

o Leadership Circle annually 
o Digital campaigns 

• Inserts 
• Postcards

What are you printing?



Print Samples



Print Samples



Q & A



Planned Giving On-Air



Use radio and TV to your advantage! 
WETA Sample



Use radio and TV to your advantage! 
WXXI Sample 1



Use radio and TV to your advantage! 
WXXI Sample 2



Use radio and TV to your advantage! 
The Current (MPR) Sample 1



Use radio and TV to your advantage!



Use radio and TV to your advantage!



Planned Giving Testimonials



“Like many listeners, I grew up listening to NPR in the backseat of my 
parents’ cars. As I became an adult, it became a part of my own life and 
what I grew to depend on to start my day.  I’ve included WXXI in my estate 
planning because I want to ensure that it’s always there for future 
generations so that other kids can grow up curious, interested in the world 
and wanting to ask questions of those who are entrusted to make decisions 
In every aspect of our lives.” 
--Carrie

Testimonials



 Testimonials 
 
“Why do I include WXXI in my will?  Because they are food for my brain, heart 
and soul.  The quality programming, news, and contributions to the community 
are a unique crown of jewels worth preserving and supporting.  Thank you to all 
at WXXI who make it happen.  Keep up the good work providing the many 
invaluable gifts to our community.” 
--Karen



Use radio and TV to your advantage! 
The Current (MPR) Sample 2



Planned Giving Surveys



• Identify who should receive the survey 
• How many will we send? 
• Identify costs 
• Gain leadership support and approval for project

Survey Budget and Scope



• Purpose different from other surveys 
• Drafting copy and questions 
• Review and revisions 
• Approval of questions

Survey Questions



Digital and Print Production
Digital 

• Third-party vendors 
• Design 
• Testing 
• E-mailing

Print 
• Third-party vendors 
• Design 
✓ Survey 
✓ Letter templates 
✓ Envelopes 

• Printing and mailing 



Image courtesy of MarketSmart (imarketsmart.com)
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Automated Reply Fulfillment

Digital 
o Thank-you e-mail 

(segmented) 
o Planned Giving brochure 

PDF

Print
o Thank-you letter 

(segmented)
o Planned Giving brochure
o Legacy Society 

Information Form
o Postage-Paid Reply 

Envelope



•16,138 total recipients 
• 16,138 print only 
• 10,711 print + digital 

•3,411 total respondents 
• ~2/3 print and 1/3 digital 
• 14.4% print response rate 
• 10.2% digital response rate 
• 21.1% overall response rate

Survey Results



Image courtesy of MarketSmart (imarketsmart.com)



Results (The Real Results!)

149 new Legacy 
Society members 

• 108 via print survey 
• 41 via digital survey

1,104 new Planned 
Giving leads

• Intend to leave a gift
• Would consider a gift
• Requested Planned Giving 

information



Survey Results (The Real Results!)
Estimated gift values: 
$     41,000 (10-year average realized estate gift size) 
x          149 new commitments 
_________ 
$6,109,000 in estimated new estate gifts 

(c.f. $785,000 from 17 actual disclosed 
amounts, averaging ~$46,000 per new 
commitment from survey)



Survey Follow-up
• New Legacy Society members 

o Personal welcome letter from CEO 
o Calls and e-mails from planned giving and major gift 

staff 
• Follow-up moves management mailing to “hand-

raisers” 
• Other personalized individual donor follow-up as 

deemed appropriate



• Sent all print surveys to a scanning company to 
convert into searchable PDF documents 

• Attached survey scans to donor profiles in CRM  
• Presented process and findings to the philanthropic 

development team

Processing Returned Surveys



• Bring in CRM team early in the planning process 
• Print current contact information on survey and 

allow recipients to update 
• Anticipate survey processing to require lots of staff 

time 
• Always remember the purpose of the survey!

Key Takeaways



Q & A



Collaboration with Membership



Membe
r	

Mid-
level

Donor

Planne
d 
Giving 
Donor

Collaborating with Membership!  
Why do it? 



Messaging

Events
Communicat

ion (Print 
and Digital)

Align your marketing calendars 



• Testimonials

• Include Planned Giving options as ways 

to support

Member 
Drives

• Giving mailers 

• Newsletters

• Inserts 

Print / Digital 

Integrate Your Messaging



Ways to Give Guide 



General PG Messaging



• Try to minimize jargon 
• Normalize planned giving – invitation to join others 
• Low-pressure, patient, donor-centered approach 
• “Slow-drip,” consistent messaging over time 
• Testimonials are great

General Messaging Principles



• In-person visits 
• Phone and video calls 
• E-mail conversations 
• Station events 
• Board and staff meetings

Other Marketing Opportunities



“Mary, you’ve been a wonderful donor for so 
many years.  Many of our other members like 
you who have supported us for a long time 
have included MPR as a beneficiary in their will 
or retirement accounts. Is that something 
you’ve ever considered?”

A Suggested Approach and Question



Q & A
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Thank You!


