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• Established in 1897 
• 21,500 donors, 445 planned estates 
• Estate planning program launched in 2009 with 50 planned estates 
• From January 2009-2018, 172 planned gifts received (104 estates from 

previous donors) 
• Median planned gift= $63,178 
• Annual budget= $10 million 
• Staffing:  50% of Major and Planned Giving Director, Chief 

Advancement Officer portfolio 
• Brynn Blanchard, CFRE 

• Chief Advancement Officer 
• Started in November 2008
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Vicki Brummond, MBA
Director of Marketing & Communications

since 2019

Previously directed & managed
Planned Giving Marketing at World Vision for 16+ years

• Began 107 years ago

• FY 2018-2019:  Operating budget: $6.7 million
• Fundraising from individuals $3.4 million

• 9,116 Active donors 
• Average bequest (over past 3 years):  $37,591 – without dedicated program / marketing

• Currently:  2 dedicated major gift officers

• Slated to start a Planned Giving Program in 2020

Offering God’s help, hope & healing
to the most impoverished members
of our community since 1912
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• The Museum of Flight began 53 years ago 
• 2019 operating budget is $24.5M / fundraising is $7.5M 

• Budget has increased 110% in 9 years 
• 16,000 members / 2,500 donors / 95 legacy donors 
• Average (median) planned gifts is $65,000 
• Planned giving staff = one person also raising major gifts 

• 75% / 25% 
• Sandie Dolese, CFRE, CSPG 

• Major Gifts & Planned Giving 
• The Museum of Flight since 2008
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• Woodland Park Zoo was established in 1899 
• 2019 operating budget is $44.1M / fundraising is $10.9M 

• Endowment is $20.1M 
• 36,000 members / 5,400 donors / 166 legacy donors
• Average (median) planned gift is $247,073
• Planned giving staff = 20% one director and 10% VP; recruiting 

fundraisers for major and planned giving 
• Sarah K. Valentine, CFRE 

• Vice President of Development
•
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Why should I start a 
start a PG program?



=

Source: Philanthropy 100 Performance Benchmarking Initiative

The Typical Planned Gift is Roughly 
Equivalent to 100 Annual Gifts



What do I Say?How do I start a PG 
marketing program?
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Where is the Transfer?

Trusts & Estates, Aug. 24, 2107 – Robert Sharpe Jr.

Why the Delay?

Trusts & Estates, Aug. 24, 2107 – Robert Sharpe Jr.

The Boom is In Sight!

Trusts & Estates, Aug. 24, 2107 – Robert Sharpe Jr.

PG Impact on Annual Giving
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Source: National Institute on Aging, Health and Retirement Study (2015) 
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Where is the Transfer?

Trusts & Estates, Aug. 24, 2107 – Robert Sharpe Jr.

Why the Delay?

Trusts & Estates, Aug. 24, 2107 – Robert Sharpe Jr.

The Boom is In Sight!

Trusts & Estates, Aug. 24, 2107 – Robert Sharpe Jr.
Source: 1,055,917 nonprofit tax returns (IRS Form 990) filed electronically for the tax years 2010-2015 and part of 2016 with statistical analysis of the 761,876 forms 
from 205,696 nonprofit organizations reporting positive contributions. 
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Original Wealth Transfer Projections

A Golden Age of Philanthropy Still Beckons: National Wealth Transfer and Potential for Philanthropy, a 
just-released landmark study by CWP researchers John J. Havens and Paul G. Schervish

U.S. Wealth Transfer of $59 Trillion, 
With $6.3 Trillion in Charitable 

Bequests, from 2007-2061 

Total gifts to charity during the study 
period estimates that 

lifetime giving will yield an additional 
$20.6 trillion for charity from 2007-2061
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Why should I start a PG program? 
Key Takeaways 
• Average PG= $60k 
• Impact on Annual giving program 
• Growth of non-cash gifts 
• Wealth transfer



How do I start a PG 
marketing program?
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The planning and 
execution of direct 
marketing should focus on 
building long-term 
connections with donors



AWARENESS

CONSIDERATION

DECISION

How do I start a PG marketing program?
Key Takeaways 
• Build internal support 
• Set up policies & procedures 
• Develop and train staff 
• Cultivate & secure board and 

management buy-in 
• Leverage Planned Giving successes 
• Develop a plan with a case statement 

and a budget 
• Create copy and minimal collateral



Who is our 
Audience?
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AWARENESS

CONSIDERATION

DECISION

Demographic Shift
• Planned Giving largely grown on the back of 

the Great & Silent Generations 
• Boomers think differently, act differently 
• Younger generations are great prospects



Matures (Born 1925-1945)

» Comprise 5% of the US adult population 
» Children of the 1940s and 50’s 
» Belief in top-down leadership 
» Respect for experience 
» Neat and conservative dress and appearance



Children of the 1960s and 70’s 
Challenge the status quo: 
» Political unrest, Civil rights, Sexual 

revolution 
» “Never trust anyone over 30” 
» Explosion of Television and broader ‘access’ 

to information 
» The “Me” Generation

Boomers (Born 1946-1964)



» Comprise 39% of US adult population 
» Control 80% of the wealth in the US 
» Give 50% of individual philanthropic 

giving 
» Are one-third more generous  

than Matures at the same age  
» Will maintain wealth inequity for the 

next 20 years (don’t retire at 65)

Why Boomers?



Boomers (Born 1946-1964)» The best prospects for future gifts are decidedly young. A full 6 percent of 
best prospects are ages 40 to 54, while only 10 percent of people aged 70 
and older meet the criteria

Younger donors are 
great prospects



Who do I target?
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The Typical 
Donor 
Pyramid

Bequests
Lead Donors

Regular Major Donors

First-time Major Donors

Ongoing Annual Donors

First-time Donors

Prospects



20%

21%
59%

41% of your planned 
giving donors may 
not be on your radar

Source: Stelter Donor Insight Report, “What Makes Them Give,” 2012

• 10+ years of consistent giving 

• Less than 5 years of giving 

• Never made a gift to the charity
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Who is our Audience?

Key Takeaways 
• Age, Loyalty, Frequency, Affinity, lapsed 

donors 
• Demographic shift 
• Generational differences 
• Giving patterns 
• 80/20/20 rule - List/Offer/Creative 
• Train staff to listen for donor cues



What do I say? What 
is the right message, 

at the right time?
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Boomers (Born 1946-1964)

Key Things to Remember When 
Crafting Planned Giving Messages:
Wording impacts receptivity…… 
• Use family words 
• Keep it simple/be conversation 
• Eliminate jargon 
• Use testimonies - “social norming” 
• Reference life connections 
• Use “mixed packaging” approach 
• Apply neuroscience principles
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Donors like to keep it close to home

• Nearly 7 out of 10 donors prefer to give to 
local organizations over national or 
global nonprofits 

• Want their gift to make a meaningful 
impact on a personal level



Donors Like to Keep It Close to Home 
% donors indicating which type of organization they prefer to donate to

Gray boxes highlight the groups which are high across the types of preferred organizations

Donors
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Local GlobalNational



Feed the Next Generation in Pike County

Dear Julie,

Thanks to you, the Southeastern Ohio Food Bank served more 
than 17,000 people in your neighborhood.
 
Unfortunately, there’s much more to be done, and we need your 
help to ensure we can be there to feed families in Pike County 
who are struggling.

In this issue of our newsletter, you’ll learn about one of the 
simplest ways to extend your support into the future. A gift in 
your will or living trust is a flexible ways to help continue the 
fight to end hunger in Pike County. 

Thank you for all you do to support the Southeastern Ohio 
Food Bank. Together we can improve the lives of Ohioans by 
ending hunger.

Sincerely,

Mary Anderson
Planned Giving Officer 

P.S. Return the enclosed survey to learn more about how you 
can help ensure that children in Pike County don’t go to school 
hungry.

12404 Jackson, OH 45640

Tel 740-286-6685
Fax 740-286-6686

seohiofoodbank.org

7,000 OF THOSE 
ARE CHILDREN

23,000

1 million

people in Pike County 
don’t have enough 

food to eat.

meals missed by hungry 
families in the region.

Feed the Next Generation in Ross County

Dear Douglas,

Thanks to you, the Southeastern Ohio Food Bank served more 
than 20,000 people in your neighborhood.
 
Unfortunately, there’s much more to be done, and we need your 
help to ensure we can be there to feed families in Ross County 
who are struggling.

In this issue of our newsletter, you’ll learn about one of the 
simplest ways to extend your support into the future. A gift in 
your will or living trust is a flexible ways to help continue the 
fight to end hunger in Ross County. 

Thank you for all you do to support the Southeastern Ohio 
Food Bank. Together we can improve the lives of Ohioans by 
ending hunger.

Sincerely,

Mary Anderson
Planned Giving Officer 

P.S. Return the enclosed survey to learn more about how you 
can help ensure that children in Ross County don’t go to school 
hungry.

12404 Jackson, OH 45640

Tel 740-286-6685
Fax 740-286-6686

seohiofoodbank.org

17,000 OF THOSE 
ARE CHILDREN

35,000

3 million

people in Ross County 
don’t have enough 

food to eat.

meals missed by hungry 
families in the region.

12404 Jackson, OH 45640

Tel 740-286-6685
Fax 740-286-6686

seohiofoodbank.org

Feed the Next Generation in Jackson County

Dear Eric,

Thanks to you, the Southeastern Ohio Food Bank served more 
than 17,000 people in your neighborhood.
 
Unfortunately, there’s much more to be done, and we need 
your help to ensure we can be there to feed families in Jackson 
County who are struggling.

In this issue of our newsletter, you’ll learn about one of the 
simplest ways to extend your support into the future. A gift in 
your will or living trust is a flexible ways to help continue the 
fight to end hunger in Jackson County. 

Thank you for all you do to support the Southeastern Ohio Food 
Bank. Together we can improve the lives of Ohioans by ending 
hunger.

Sincerely,

Mary Anderson
Planned Giving Officer 

P.S. Return the enclosed survey to learn more about how you 
can help ensure that children in Jackson County don’t go to 
school hungry.

10,000 OF THOSE 
ARE CHILDREN

25,000

3 million

people in Jackson County 
don’t have enough 

food to eat.

meals missed by hungry 
families in the region.



Connect the dots 
for donors 
between gifts and 
mission 

Focus on impact 

Show the value of 
current programs 

Reinforce urgency 
for the future
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hen you make a gift to 

one of the programs at 

BrightFocus Foundation, you 

are joining our fight to eradicate 

Alzheimer’s disease, macular 

degeneration and/or glaucoma. 

Your support allows us to fund 

innovative worldwide research for 

mind and sight, and to promote 

better brain and eye health 

through educational programs  

and materials. 

 One out of every 16 Americans 

over the age of 40 suffers from 

Alzheimer’s, macular degeneration 

or glaucoma. Left uncured, 

caregivers, communities and our 

nation will continue to experience 

an increasing strain on social  

and economic resources. 

Leave Your Legacy
Join us in our commitment to slowing, preventing and treating brain and 

eye diseases. This newsletter focuses on ways you can continue to help 

us meet our current and future needs, as well as some of the benefits 

you can receive from your generosity. If you have any questions about 

finding a gift option that fits your circumstances, please contact  

Barbara S. Spitzer at 1-800-437-2423 or bspitzer@brightfocus.org.

PROVIDING HOPE
Because of the thoughtful generosity of people like you,  
BrightFocus Foundation has been able to fund scientists to investigate 
causes, treatments and possible cures of diseases through our three 
programs—Alzheimer’s Disease Research, Macular Degeneration 
Research and National Glaucoma Research. These programs have 
provided funding for:

MORE THAN 

$87 million  
in Alzheimer’s disease 

research projects.

MORE THAN 

$15 million  
to scientists studying 

macular degeneration.

MORE THAN 

$24 million  
to scientists studying 

glaucoma.

Your Gifts at Work

INSIDE

Helping to End Brain and Eye Disease 

Lasting Legacies

W

F INANCIAL  &  GIFT  PL ANNING IDEAS  FOR FRIENDS OF  BRIGHTFOCUS FOUNDATION

∞ You Have the Power to Help Us Save Mind and Sight  page 2
∞ Who’s on Your Shopping List?  page 4 1

Alzheimer’s Disease Research
Macular Degeneration Research

National Glaucoma Research
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AWARENESS

CONSIDERATION

DECISION

What do I say?
Key Takeaways 
• Family words 
• Simple/conversational 
• Eliminate jargon 
• Donor stories 
• Reference life connections 
• Localize messaging 
• Focus on impact



How? Tactics
5



AWARENESS
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Marketing Funnel
Awareness 
• Introduce an issue 
• Educate the donor 
• Provide tools for donor 

research / action 
• Demonstrate the need 
• Illustrate next steps
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Marketing Funnel
Consideration 
• Build a relationship with the donor 
• Show proof of effectiveness 
• Satisfy and alleviate concerns 
• Develop enthusiasm 
• Eliminate the hurdles against the gift 
• Inspire action



AWARENESS

CONSIDERATION

DECISION

Marketing Funnel
Decision 
• Validate donor intent 
• Begin donor stewardship 
• Update and inform



Direct  
Mail

Targeted 
Mail

Educational 
Email

Targeted 
Email

Mail & Email 
Survey

Social 

Collateral Landing Page P/G Website

Marketing Drivers

Marketing Destinations



Partner with in-
house teams to 
maximize your PG 
message
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DECISION

Leverage Current Touch Points
Current Touch Points Ideas

Annual Report Ads

Brochures Advertorials

Campaigns Articles

Direct Mail Buckslips

Email Banner Ads

Events Check boxes

Face-to-Face Speakers

Gift Receipts Inserts

Magazine Stories

Newsletter Side Bars

Social Testimonies

Web Microsite



Create a calendar of 
all your marketing 
and organizational 
events



Create a calendar of 
all your marketing 
and organizational 
events

Research, examine  
and test your list 

Plan beyond a  
12-month cycle 

Use multiple 
channels to spread  
your message













2018 Digital Use 
In The U.S.

Takeaway: 
The U.S. is a mobile country

70%88%105%

Mobile Internet Social Media

Total US Population = 326 million 
Mobile subscriptions = 341 million 

Internet users = 287 million 
Social Media users = 230 million



Internet Usage 
in U.S.

Takeaway: 
65+ is later to the game, but joining 
very fast.

’00 ’06 ’08 ’10 ’12 ’14 ’16 ’18

% of U.S. adults who say they own or use 
each technology

’02 ’04

18-29 30-49 50-64 65+

25

50

100
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How?  Tactics
Key Takeaways 
• Understand the marketing funnel 
• Difference between marketing drivers 

and marketing destinations 
• Leverage current touch points 
• Create a detailed calendar 
• Leverage digital opportunities 
• Build a multi-channel plan



Trends/New Ideas
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YESTERDAY TOMORROWTODAY

BUSINESS OBJECTIVE
Educating Donors Education + Conversion Conversion + Growth

CONTENT FOCUS
Technical (PG 101) Impact + Technical Impact + Viability

AUDIENCE
Older-Oldest Americans Multi-Generational Multi-Generational

STRATEGY
NFP Controls Conversation Donor-Centric Donor-Driven



Be Open to New 
Channels

Focus Your 
Messaging

What Medium 
Works for You?



Legacy Challenge





Planned Giving Survey 
• Low hanging fruit 
• Build your pipeline 
• One on one discovery 
• Understanding donor affinity 
• Shortened feedback loop



Setting Survey Objectives
Measure donor attitudes & obstacles prior to launching campaign

Measure donor receptiveness to future program innovation or direction 

Gather donor demographics and affinity prior to starting a PG program  

Freshen a lagging program

Build an ongoing pipeline of qualified leads for cultivation







Behavioral Marketing Defined
“Behavioral Marketing leverages 
known online user information 
and behavior in order to deliver 
a tailored message, offers 
information to that user in a 
timely and relevant manner.”





SPRAY AND PRAY DONOR DRIVEN



Behavioral Marketing

Never Miss a Planned 
Giving Opportunity Again

Day 1 Day 20 Day 25

Day 15 Day 22 Day 30

Alumni Page 
3 Minutes Reading 

About Scholarships

Alumni Page 
3rd Visit To Read About 

Scholarships

Planned Giving Page 
Researched IRA  

Charitable Rollover

Planned Giving Page 
Read Planned Giving 
Email Directing to 

Website

Alumni Page 
4 Minutes Reading 

About Scholarships

Planned Giving Page 
Downloaded Multiple 
Resources From Site

Would Amy Be On Your 
Planned Giving Radar?



Questions?



Samples



Samples







Partner with in-
house teams to 
maximize your PG 
message



80% of people read the headlines,  
only 20% read the rest 

Numbers are good  
(Top 10 Myths about Cancer) 

Create Connection, Urgency and 
Emotion 

Make it about the donor and the 
mission

We respect your privacy. Information collected here will not be shared outside of our organization. 
Please see reverse side for return mailing instructions.

1 Olympic Plaza
Colorado Springs, CO 80909-5760

I’d like a free copy of Make Your Final 
Wishes Come True. 

I’d like more information about how to 
leave a gift to the USOPF.

I’ve included the USOPF in my estate  
plan (and haven’t previously notified you).

Name—Please print.

Telephone    Email

Address

City    State   ZIP

30-Second 
SURVEY
Please complete 
and return today. 

Photo by Dean Mouhtaropoulos/Getty Images

Help Her Dreams Take Flight
Use Your Will to Support Future Olympians

�

�

�

THANK 
YOU!

Maggie
Vermont

Speed Skating

© The Stelter Company. The information in this publication is not intended as legal or tax advice. 
Please consult your legal and tax advisors. Individual state law may impact your results.

MAKE YOUR FINAL WISHES  

COME TRUE
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Why Choose a Planned Gift?
When you support our organization with a gift in your will or living trust, or through a beneficiary 

designation, you join a visionary group of donors who have discovered the benefits of this type of 

giving. These benefits include:

•  Flexibility. You are free to alter your plans at 
any time.

•  Versatility. You can structure your gift in 
different ways: a specific amount of money, 
piece of property or percentage of your estate 
(to ensure that your gift remains proportionate 
to your estate size).

•  Safety. You retain control over your assets 
should you need them during your lifetime. Also, 
with a gift of your estate residuary (what remains 
after individual gifts, taxes, debts and final 
expenses are satisfied), you can be sure that your 
loved ones receive what you intend before our 
organization receives a gift.

Getting Started 
There are many ways you can remember a loved one. We would be happy to explore the options 

that can be most beneficial to you—and to discuss how your gift can preserve our organization’s 

future. Please contact us today. 

By making a gift in the name of a special person, you  

can create a lasting tribute that supports our work. 

E printed on recycled paper
The information in this publication is not intended as legal or tax advice. For such 
advice, please consult an attorney or tax advisor. Figures cited in examples are for 
hypothetical purposes only and are subject to change. References to estate and 
income taxes include federal taxes only. State income/estate taxes or state law 
may impact your results.

Give From the Heart  
With a Tribute Gift

2505 University Boulevard

P.O. Box 2230

Ames, Iowa 50010-2230

Toll-free: 800.621.8515

www.isugift.org
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