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In second grade, Sam Samuels
got the theater bug. After a short
career in acting, he got another
bug—the planned giving bug.
Today, nearly two decades later,
he’s still as hooked as he was on
day one.

THE FUTURE OF PLANNED GIVING

Six experts discuss the state of planned giving, the movement to blend planned giving with major and
principal gifts, and what’s on the horizon for nonprofits and their planned giving initiatives.
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A Comprehensive Desktop Reference Guide for Professional Gift Planners
The Planned Giving Bible is the ultimate
planned giving desktop reference tool. It
covers all of the relevant information you’ll
ever need as a professional gift planner.

gift annuities, charitable remainder trusts,
pooled income funds, donor advised funds,
and more. It’s a true desktop reference for the
fundraising professional.

From simple gifts like bequests to more
complicated gifts that pay income or protect
assets, it covers them all, in detail.
You’ll learn the ins and outs of charitable

But best of all, each gift plan is described
in simple, plain English. No industry speak.
No convoluted language that only an estate
attorney can understand. And it’s not written

in the kind of academic gibberish that would
put an accountant to sleep.
It is not designed to make you a tax attorney.
But it surely covers just enough to almost be
in that league!
You’ll be able to reserve your copy soon. It
would be a sin to miss out on this guide.

This book covers:
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The Simple
Planned Gifts

Gifts that Provide
Income

Gifts that Protect
Assets

Features
• 8.5 x 11 inches
• Wire-bound so it lies flat
on your desk
• Printed in full color
ISBN-13: 978-1-942925-02-6

Cost
• About 350 pages
• Attractively designed
• Written in simple,
plain English

$250.00 for a single copy;
50% off when purchased with a subscription to Giving
Tomorrow.
Quantity discounts available.
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FROM THE CEO

MajorGifts.com
I

t’s that time of year again when we reflect
back on the year that’s coming to an end,
count our blessings, and look to the year
ahead.
As I have been reflecting on the things I
am most grateful for, three groups of people
come to mind. One, the talented employees
and support staff I have the honor of working
with every day. Thank you for the excellent
work you have done this year! You have
helped us provide award-winning services to
more than 1,000 nonprofits across the
nation.
Two, our clients. (Many of you reading
this!) Thank you, thank you, thank you for all
you do for our country. You truly represent
the best of humanity. While others bemoan
the state of the country, you work to make it
better. When others fret, you innovate. When
others criticize, you restore, rehabilitate and
rebuild. You make dreams come true.
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Three, not a group but the most important
person in my world: my wife, Olga. She deals
with the long hours I put in and supports me
through daily challenges. We recently
celebrated our 20 year wedding anniversary,
and I still feel lucky we found each other.

“Every planned gift is a major gift.”
There’s no better moment to explore the
future of planned giving. We interviewed six
of the nation’s top experts about what they
foresee for our industry. You’ll hear from
them starting on page 13. But don’t skip the
rest. This entire issue is full of good stuff !
Every planned gift is a major gift, and
blended gifts will play a huge part in
philanthropy in 2021 and beyond. There are
simply no longer any excuses. Each and every
major gift officer should have: 1) basic knowl-
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edge about planned gifts, and 2) a place to go
for help with the details when a donor wants
to plan a gift.
My firm recently purchased the domain
MajorGifts.com. Stay tuned. This will
become a major (excuse the pun) resource
for everyone in philanthropy, especially
MGOs who want to expand into planned
giving—with educational courses, downloads, career development, and much more.
Happy holidays and continued success in
2021! •

VIKEN MIKAELIAN

PlannedGiving.com CEO

EDITOR’S NOTE

Less But Better
I

stared up at the wall, paralyzed. Chrome
or brushed nickel? Curved or squared?
Delta or Pfister brand? I couldn’t decide. I
couldn’t even focus. What I thought was
going to be a quick trip to Lowe’s to choose a
new bathroom faucet turned into a moment
of culture shock.
I know you’ve been there. Paralyzed by
too many options.
In this case, I had just moved back to the
United States after a year living in South
America. The city I’d lived in was modern,
but there was nothing comparable to the
shocking excess we experience in los Estados
Unidos.
The paradox of choice is a fascinating
psychological phenomenon. You’d think the
more choices the better. But that doesn’t

seem to be the case. More choice not only
leads to anxiety, but also increases dissatisfaction after a decision is finally made. You
finally get home with a bathroom faucet and
can’t stop wondering if you picked the right
one. Maybe oil-rubbed bronze would have
been the better way to go. Maybe I should have
splurged on that gold swan faucet with the
flashing LED lights.
Many of us were forced to simplify this
year. We didn’t go out to eat as often. We
didn’t have to pick an outfit to wear to work.
Suddenly, 40,000 choices a day was whittled
down to maybe only 39,000.
As I’ve been interviewing fundraisers over
the past few months, I’ve been struck by how
resourceful you all have been this year. You
didn’t let the pandemic slow you down. You
didn’t roll up like a pill bug to wait it out. You
made phone calls. You tightened the budget.
You quickly figured out ways to carry out
your mission in this strange new world. You
earned a D.I.Y. master’s degree in technology
and moved your fundraising events and
programming to virtual platforms.
You were forced to adapt, forced to
simplify—and you made it work!
In short, you rock.
This issue is all about the future of
planned giving. You are in for a treat! I think
it’s our best issue yet. You’ll hear from some
of the industry’s top experts on what’s in
store for planned giving, blended gifts, and
the nonprofit world as a whole.
As we get ready to say goodbye to this
very strange year and head into a fresh new
decade, I’ll invite you to join me in making
this our motto for 2021: Less but better.
Whether it’s your marketing endeavors,
the gift plan options you include in your new
planned giving program you’re finally going
to start this year, or the projects you write on
your to-do list on an ordinary day, do yourself

and your donors a huge favor and keep it
simple. Remember that feeling of anxiety and
doubt when you’re standing in front of a
10-foot tall display of bathroom faucets. Too
much is not a good thing.
Less but better. •

KAREN MARTIN

Executive Editor
karen@karenthewriter.com

“Simplicity is the ultimate
sophistication.”
— Leonardo da Vinci
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YOUR VOICE

Volunteers: Backbone of Nonprofits
What role do volunteers play in your organization? Are you happy with it,
or do you see room for improvement?
BY REBECCA PRICE JANNEY

I

n its study of volunteers in nonprofits, the
Minnesota Association for Volunteer
Administration (MAVA) reported good
news, and bad news.1 First, the bad. A
majority of nonprofit staff said volunteers
were nice to have, but not a must. Yet
according to MAVA, "The reality is that
volunteers are the secret sauce in nonprofit
success. Along with paid staff, they are a nonprofit’s greatest asset.”
The good news is, the participants on our
panel "get it." Jane Danek of Princeton
University describes their volunteers as the
school’s backbone. The Parkesburg Point’s
Dwayne Walton says its volunteers play a
vital role, and Judy Frazier says We the Kids
would be lost without volunteer support.
In another study, Fidelity Charitable
discovered 87% of volunteers reported a
direct connection to the causes they support,
with 79% expressing their interest in
providing more than a check.2 The eleventy
marketing group surveyed over 1,100 donors,

discovering that two-thirds have either
volunteered in the past, or are likely to.3 The
Fidelity study also revealed volunteers
donated ten times more than those who did
not volunteer. It concluded, “organizations
need to focus on retention, conversion

strategies, and connecting volunteer and
donor data.”
We are proud to highlight three nonprofit
leaders who share what adopting these
attitudes towards volunteers and those who
lead them mean to their organizations.

https://www.nonprofitpro.com/post/recognizing-the-magic-of-nonprofit-volunteers-and-those-who-lead-them/
https://trust.guidestar.org/converting-volunteers-to-donors-missed-opportunity-for-most-nonprofits
3
https://eleventygroup.com/2016/04/27/nonprofit-fundraising-effectiveness
1
2

Volunteers donated ten times more than those who did not volunteer.
Fidelity Charitable study
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JANE DANEK

Deputy Director of Gift Planning, Princeton University, Princeton, NJ
Princeton’s volunteers, our "Volunteer Army," are the backbone of the university. Beginning with our “Schools
Committee,” these alumni volunteers interview the vast majority of each year’s 30,000 aspiring Princetonians.
Our brilliant alumni also volunteer directly with departments through Advisory Committees, including those
who work with young entrepreneurs.
In fundraising, each class has solicitors who reach out to classmates for their annual giving. Some ask for
major gifts, and others ensure participation. Our classes vie against each other: I currently am helping the
class of ’56 as they try to have the largest amount raised for a 65th Reunion. It is fun for all of us!
Gift Planning has two distinct groups of alumni volunteers: our Planned Giving Advisory Committee is a
team of respected attorneys, tax advisors and financial advisors. We lean on them for unusual gifts, as well as
webinars and events. Our Gift Planning Class Chairs, who are already legacy society members, send a letter to
the entire class asking them to be a member and to consider a life income gift. Those letters are by far our
largest source of gift planning leads.
Room for improvement? We are working on “merging” our class chairs and advisory committees for each
class. We recently allowed life income gifts to be counted for Annual Giving, and these two are teaming up to
help classmates understand life income gifts. It is a perfect match. •

DWAYNE WALTON

Executive Director, The Parkesburg Point Youth Center, Parkesburg, PA
Volunteers play a vital role at The Parkesburg Point Youth Center. As part of our Adopt-a-Night program,
volunteers from local organizations and churches choose an evening to serve a meal either once or twice a
month to our students. The meals are planned, paid for, prepared, and served by our Adopt-a-Night organizations and churches. Volunteers are also called on at times to teach a craft or skill they excel at to our students.
We also have many who naturally connect with youth and choose their available evenings to spend time with,
and help monitor, students during our programs.
We are happy with the involvement of our volunteers. We can only use them in a certain capacity simply
because they are not staff and do not have the same amount of time or expertise to give. We typically offer
specific opportunities via email, text, or social media, and then our volunteers decide what amount of time or
talents they would like to donate. We understand most volunteers have families, jobs, church commitments,
hobbies, and other interests, so we are just grateful for the time they allocate to invest in our students and our
community. •

JUDY FRAZIER

President, We the Kids, South Bend, IN
Our organization would be lost without our volunteers! As we work to bring accurate history and our
Constitution alive for kids, our mission is boosted by the wonderful people who play a major role in our
activities.
The central group of volunteers includes our radio show voice actors. Living historians are interviewed by
the WTK Liberty Players youth as we present important historical events and people from our country’s past
to create dynamic shows for our audience. However, our behind-the-scenes volunteers are just as important.
We count on our producers, writers, and fundraisers to help our organization grow and thrive. We have
gathered an amazing group of patriots willing to share their time and talents for free.
Of course, there’s always room for improvement. As we grow, new volunteers are needed and welcome.
Radio talent (including kids), script writers, marketing personnel, and fundraisers all pitch in to make sure our
kids have access to accurate American history and the clearest explanation of our Constitution.
It is our desire to continue to provide exciting radio shows, online stories, accredited classes, and a place
for kids and their parents to learn more about our nation and its roots. Volunteers make this possible. •
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COVER STORY

The Zen of Planned Giving
BY KAREN MARTIN

S

econd-grader Sam Samuels sat in the
darkening theater. He swung his legs,
too short to touch the ground, and felt
for the first time that tingle of excitement in
the air just before a Broadway performance
begins. That day it was Fiddler on the Roof,
and, says Sam, “When that pin spotlight
came up on the lone fiddler perched on top
of a roof, it was a life altering experience for
me.” Not yet into double-digits, young Sam
already had the theater bug.

To Life! L'Chaim!
Throughout his childhood in suburban New
Jersey, Sam’s parents took him to see many
plays, feeding Sam’s love and intrigue for the
arts. After high school he went to Harvard
University, then spent a year kicking around
Boston doing theater and odd jobs. A year
later, he was accepted to NYU’s Tisch School
of the Arts to pursue an MFA in Acting. At
last, his real and exciting life could begin!
For six years Sam “pursued acting hard.”
He bounced between Los Angeles and New
York and did dozens of auditions. TV
commercials and odd jobs paid the bills, but
live theater was still his passion. His favorite
experiences from that era were acting in a
few regional theater and off-off Broadway
plays. “Yes, that’s two offs,” he explains. “The
second ‘off ’ means all you get paid is your
subway fare.”
Despite his love for acting, the life of
ramen noodles and TV commercials grew
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wearying, and Sam began to realize, “This
isn’t what I devoted all this passion and
training for, to sell collars on TV."

A Surprising and Timely Connection
So Sam went back to school, this time to the

University of Iowa’s prestigious graduate program for nonfiction writing. While he didn’t
complete the degree, he says, “I got what I
needed out of the program.” He landed a job
at Iowa as the editor for university relations
and associate editor for the faculty and staff

Sam Samuels, Director of Gift Planning at Smith College, says an unexpected byproduct of the
pandemic was that many donors re-did their wills. Smith closed its 2020 academic year with a
record $60 million in donations, with almost $25 million of that coming from planned gifts.

An $11 Million
Legacy
Years before Sam Samuels took
up development work at a
historical women’s college, his
cousin paved the way.

Sam Samuels (front, center) plays one of his all-time favorite roles in a play called "Mr. Burns: A
Post-Electric Play.” Photo credit: Carolyn Brown.

newspaper, which was “quaintly printed on
tabloid sized paper every two weeks. Now
the equivalent of that is an email.”
Sam supplemented his income and fed
his creativity by freelance writing for the New
York Times and other publications. It was a
good gig, and he “was perfectly happy
writing stuff for higher ed and freelance
journalism.” So when he and his wife at the
time decided to move out of Iowa, Sam
looked for similar jobs in the Northeast and
ended up in a publications position at
Antioch New England Graduate School in
New Hampshire (now called Antioch
University New England). Soon afterwards,
Antioch’s new young president “discovered
that we’d both written for the same editor at
the New York Times.” The connection led to
an unlikely friendship between two people at
opposite ends of the organizational chart. “I
was a publications manager for one little
branch of the school and he was the
president!”
Then the president needed to hire a

development director, and he was willing to
take a chance on his friend, despite Sam having zero experience. “So my very first
fundraising job was DOD of a graduate
program,” Sam says, amused and grateful for
this unlikely connection that led him into
what has turned out to be a 17-plus year
career in fundraising and development.

Career Number Three
At Antioch, Sam remembers his new boss
“wisely said” he wouldn’t give Sam the same
salary as the former DOD. Instead, he peeled
off the difference and gave Sam a generous
budget for professional development. So the
former-actor, former-writer found himself
with about ten grand at his disposal to turn
himself into a development director.
“I went to every CASE conference I could
find,” he says. He went to the Summer
Institute in Educational Fundraising for a
week-long immersion program, attended
conferences for major gifts, conferences for
annual gifts, and a three-day conference on

Harvey Wexler was a generation
older than Sam, a cousin-onceremoved who felt more like an
uncle to Sam. When Harvey
passed away from cancer in
1995, Sam wasn’t the only one
flabbergasted to learn that his
cousin had left a fortune to Bryn
Mawr College. During Harvey's
battle with cancer, some of his
friends had been concerned he
might not have enough money
to pay his medical bills. But then
Brynn Mawr got an $11 million
gift, and everyone realized
they’d had nothing to worry
about.
Harvey was a deeply private
man. Most of his friends and
family not know of his wealth,
nor did many of them know
about his 30-year relationship
with Joan Coward, a government economist who graduated
from Bryn Mawr in 1945. Neither
Harvey nor Joan ever married,
but their relationship was deeply
significant. The story of Harvey’s
gift, which he made in Joan’s
honor, was later published in an
anthology called The 50 Most
Romantic Things Ever Done.
Harvey’s story continues to
inspire Sam. “I find it really
resonant that someone from my
own family left this incredible
bequest to a women's college,
to honor the woman he loved
but never married.”.

•
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Clockwise, left to right: Sam plays the role of a Russian nuclear arms negotiator in a two-person play called A Walk in the Woods, set during the Cold
War. (Photo credit: Frank Aronson); Sam and his wife, Debra White-Stanley, in Old Montreal; Sam shows off a king mackerel he caught in Florida.

planned giving “that just totally lit me up!”
Of all he was learning, Sam found planned
giving the most intriguing. “I come from a
family of scientists, so I’m not afraid of a
calculator, and the journalist side of me was
used to having to make complicated
concepts accessible to people,” he says. “It
was exciting to think if you have the
patience, you can help guide people through
more complicated situations to make a
difference far greater than they’d imagined
they could.” He was eager to get started!

Seven Donor Stories
The development department consisted of
Sam, one other full-time fundraiser, and one
part-timer. Aside from a “legacy society with
a handful of members who were probably
only tangentially aware of it,” there was no
planned giving program. “The school has a
wonderful mission of training people in
service-oriented professions, not high paying
ones," Sam explains. "There was a perception
that the development efforts were doomed
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to fail because none of our alumni had any
money.”
But Sam remembered hearing in the
planned giving seminars he’d been attending:
“Endowments are built by bequest.” And if
he’d learned one thing in all that D.I.Y.
training, it was that planned gifts are gifts
anyone can make. Towards the end of his
first year, Sam had $2,000 left in his budget
and found a vendor to put together a small,
twice-a-year newsletter. The cover would
profile one of the seven people who had
disclosed they’d made a planned gift to
Antioch. Sam figured, “At the end of seven
issues, if we don’t have a program, I give up
because I’ll have run out of donor stories.”
He and his staff selected a few thousand
people from the total mailing list, and the
first newsletter went out. A couple weeks
later Sam got a phone call he’ll never forget.
The caller introduced himself as an alumnus
of Antioch’s counseling psychology program.
“My wife and I are both 50, and she just had
a really serious unexpected health issue that

required open heart surgery,” he said. “It was
a wake-up call that brought us face-to-face
with our mortality and values. We’re redoing
our will, and your piece came across our
radar just as we were thinking about this.
We’re going to leave $1 million to Antioch.”
Sam’s jaw dropped. “A million dollars! This
was an institution where a thousand dollars
was considered a major gift!”
He went charging into the office of his
friend, the president, to share the good news.
“We spent $2,000 on this piece and we’re
going to get $1 million!” he announced. “We
just have to wait for two 50-year-olds to pass
away.”

Strange Times
Sam spent only a couple years at Antioch
before taking a development job at Smith
College, a women’s liberal arts college in
Massachusetts with a 150-year-old history.
He has been there for 15 years and loves it as
much today as the day he arrived.
“I love talking with people about what is

Smith College, located in the scenic Pioneer Valley in Northampton, MA, is one of the original Seven Sisters colleges and one of the five that remains
single sex. Among its illustrious alumnae are ground-breakers Sylvia Plath '55, Gloria Steinem '56, Betty Friedan '42, and Julia Child ’34. Smith has one
of the most highly esteemed museums of art on any American college campus, while at the same time being the first women's college in America to
offer an engineering degree.

often the biggest gift of their lifetime, to help
them do something for their school,” he says.
He loves it even when, as sometimes
happens, “My conversations with them end
up with them taking us out of the will and
giving us a gift now, which doesn’t count for
my numbers.” He recalls going to see a
couple to talk about documenting a $100,000
bequest intention. By the time he left, the
couple was saying, “We love Smith so much
so we’re just going to give it to you now.”
Sam doesn’t mind. “I feel very appreciated
at Smith College,” he says. “Everyone here
gets that planned gifts are vital. The college
itself was built on bequest from Sophia
Smith.”
In 2020, through the pandemic, Smith
College experienced an unexpected rise in
planned gifts. “It’s been a fascinating
byproduct of these weird times,” says Sam.
“People are doing wills right now. If we were
mid-stream with a planned gift, people
wanted to wrap it up. We are having a
surprisingly good year.”

Smith College closed its 2020 academic
year with around $60 million in donations, of
which close to $25 million came from
planned gifts.

Who Gets the Credit?
Sam is a lifelong learner, and for the most
part, he has enjoyed the challenges of
navigating this new and different world of
planned giving in higher ed. One interesting
challenge he encountered early on was the
striking difference from his previous careers
in terms of who gets the credit for a job well
done. In acting, actors get immediate and
obvious credit. There’s the stage, the lights,
the costumes, your name in a playbill
everyone reads during intermission, and of
course the applause. In journalism, the
writer at least gets a byline, if not also his or
her photo. But in planned giving, Sam
quickly realized, “I’m working on things I’ll
never get credit for.” And on the flip side, “I’m
always getting credit for things I have
nothing to do with.”

He recalls a check that arrived in the
planned giving office at Smith College not
long ago for $2.5 million—from an alumna
who graduated in 1917!
The donor had been deceased for decades
and had an elaborate trust set up, first to pay
income for her daughter, then another
couple decades of paying scholarships to
high school students from her hometown,
and then at last the principal came to Smith.
And even though it’s likely that Sam wasn’t
even born yet when the donor was dreaming
up her future gift, when the check arrived,
“Everyone’s head swivels to me. Everyone is
saying, ‘Great job Sam,’ even though I had
nothing to do with it.”
But that’s the nature of planned giving. In
some cases, like the 1917 graduate, there’s no
one around to even thank. So Sam graciously
accepts the misdirected gratitude, and then
goes back to work on other gifts—for which
someone else will get the credit.
“It’s very Zen,” he says. “You have to
practice non-attachment.” •
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MARKETING

BY VIKEN MIKAELIAN

Seven Marketing Trends to Move Beyond
Viken Mikaelian wants the nonprofit world to know: He is not (and never will be) a planned giving expert. He is a planned giving marketing
expert. For 20 years Viken has been helping nonprofits learn to leave CRUTs and CRATs to the attorneys and focus on making planned
giving simple and accessible to everyone.

H

ere we go! We’re about to leave 2020
behind. Let’s put these old, tired
trends behind us, as well.

1. Planned Giving Newsletters (aka
“Death Brochures”)
I’ve always loved this line from Tom Ahern,
the brilliant and delightfully sarcastic
fundraising copywriter.
“Oh, goody! Look what’s come in the mail,
honey. It’s the latest issue of our death
brochure. Round up the kids!”
Those stuffy old eight-page planned giving
newsletters should have been left behind a
decade or two ago, yet I still see them from
time to time. If you are still mailing “death
brochures” to your prospects, it’s time to put
them rest.
Instead, mail shorter, smaller pieces—like
our Newslets—more often.
2. Promoting the Plan Instead of the
Purpose
No one makes a planned gift because they’ve
dreamed, since childhood, of creating a
CRUT. Even tax benefits may be a nice bit of
icing on the cake, but they are not the driving
force. Why do people make an annual gift?
Why do they give monthly? Those same
passions drive planned gifts. Focus on the
purpose, the mission, the heart and soul—
and then find the right giving plan.
3. Staying in Your Silo
Savvy charities have been moving toward
collaboration between all their fundraising
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departments—major gifts, annual gifts,
planned gifts, Hanukah gifts, all the gift types!
The charities that still act as if their planned
giving officers and major giving officers are in
competition with each other are in for a
rough ride and lots of employee turnover.
Check out our new publication, Major Gifts
Today, on page 25. We’re launching this
publication to help bridge the gap between
planned giving and major giving.

your marketing and communications plans.

4. DIY Everything
Your time is too valuable to do everything
yourself. Small charities that have to watch
their spending are especially at risk for
Do-It-Yourself Overload. Don’t have the
budget for a new $20,000 website? The
answer is not to spend 300 of your precious
hours trying to do it in-house, learning new
software you’ll never use again. Instead, pay
$5,000 to a professional to set up a simple
planned giving landing page.

7. Burying Your Head in the Sand by
Not Investing in Marketing
Yes, the economy is awful. (Some sectors of it,
anyway.) Yes, donations are down. (For some
nonprofits, anyway.) Yes, nonprofits are facing
a watershed moment. But now is not the time
to decrease your marketing budget. It’s time
to increase it. There are plenty of prospects
and donors out there who want to help. You
just need to reach them with the right (and
consistent) messaging. •

5. In-Person Fundraising Galas
I’ve been saying for a long time that investing
scads of time, money and effort on fundraising events that rival a Great Gatsby party
does not offer a great return on investment.
Now the pandemic has made it a moot point.
If you simply must have an event, take Expert
Events president Sharon McCullough’s advice
(page 22) and use some of the money you
would have spent on food and a venue rental
to invest in setting up a robust virtual event.
Better yet, focus on starting or expanding
your planned giving program, and beef up

6. Ignoring Younger Prospects
For many years, fundraisers have focused on
baby boomers and Gen X, ignoring millennials and Gen Z. But these younger generations
are not just the donors of the future—they’re
interested in philanthropy now. Include them
in your multichannel marketing efforts … or
pay a steep price down the road.
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The Future of Planned Giving
Six experts discuss the state of planned giving, the movement to blend planned
giving with major and principal gifts, and what’s on the horizon for nonprofits and
their planned giving initiatives.
Interviews by Karen Martin and Rebecca Price Janney
HIGHLIGHTS
The magic wand that would dramatically
transform U.S. planned giving

A gift planning destiny for ALL fundraisers?

The most difficult position to hire for

MEET OUR PANEL OF EXPERTS:
Russell James, JD, PhD, CFP®
Russell James is a professor at
Texas Tech University where
he directs the on-campus and
online graduate program in
Charitable Financial
Planning. Using the latest
scientific tech-nology, Russell
researches brain activity in
fundraising prospects and
shares his research generously
with the nonprofit community. Russell graduated, cum
laude, from the University of Missouri School of Law
and holds a PhD in consumer economics from the
University of Missouri, where his dissertation was on
the topic of charitable giving. He worked as the Director
of Planned Giving for Central Christian College,
Moberly, Missouri for six years and later served as
president of the college, where he had direct and
supervisory responsibility for all fundraising. Russell
has over 100 publications in academic journals,
conference proceedings, professional periodicals, and
books including 20 on neuroimaging and neuroeconomics.

Anne McClintock

Anne McClintock is
Executive Director of
University Planned Giving at
Harvard. She has been a
charitable gift planning
specialist for over 25 years,
and she enjoys the privilege
of helping people grapple
with the complexities
associated with wealth and
legacy. Prior to joining Harvard, Anne developed
financing packages for corporations as a loan officer at
Bank of Boston (now part of Bank of America). She is a
past president of the executive board of the Planned
Giving Group of New England, has spoken widely about
planned giving, and has served as a consultant to
several nonprofit organizations. Anne holds an AB in
economics from Smith College.

Dr. Scott Janney, CFRE

Scott Janney is Executive
Director of Leadership and
Planned Giving at Muhlenberg College in Allentown,
PA. He's helped dozens of
individuals and businesses
make gifts of $1,000,000 or
more, including the largest
gifts in the histories of three
organizations. He's given ten
presentations at the National Conference on Charitable
Gift Planning, published 17 articles in national
fundraising magazines, and is a sought-after speaker on
comprehensive campaigns, donor motivation, principal
gifts, blended gifts and planned gifts regionally and
nationally. Scott has an earned a Doctorate in
Educational Administration and a Certificate in
Financial Planning and is a Certified Fund Raising
Executive (CFRE). He lives in Pennsylvania’s Lehigh
Valley with his wife and son.

Camilyn K. Leone, Esq

Camilyn Leone teaches the
Nonprofit Clinic at University
of Virginia School of Law,
where she specializes in the
legal aspects of philanthropy.
Camilyn also provides
fundraising audits and legal
counsel for nonprofit
organizations, and consults
for PlannedGiving.com. She
has been a faculty member at The Fund Raising School
at Indiana University and an instructor at numerous
law and philanthropy conferences and seminars. She is
published in many journals and books about
philanthropy. She is a founder of a legal tech company,
virginianonprofithelp.com, which focuses on legal
design for social enterprises. Camilyn resides in Crozet,
VA with her family and a multitude of farm animals.

Stuart Sullivan

Stuart Sullivan is Senior Vice
President of Graham-Pelton,
where he provides senior level
counsel on campaigns,
strategic planning, various
forms of giving, and
management of programs
and staff. Previously, Stuart
served as the Executive Vice
President and Chief
Development Officer for The Children’s Hospital of
Philadelphia, whose development program raises more
than $100 million annually. Two $50 million gifts were
secured during Stuart’s tenure there, one in 2013 and
one in 2015. Stuart’s prior professional roles include
Senior Vice President for Institutional Advancement at
Temple University and Director of Development for
Schools and Centers at the University of Pennsylvania.
Stuart’s perspective on the state of planned giving
comes from more than three decades of boots on the
ground fundraising.

Kathryn W. Miree, JD

Kathryn Miree is the
president and primary
consultant for Kathryn Miree
& Associates, Inc., now in its
23rd year of operation.
Kathryn provides a range of
planned giving, endowment,
and foundation management
services to help nonprofits
build long-term financial
stability through planned gifts and endowment. She
works with charities in all sectors, across the country,
that have budgets ranging from $1 million to $8 billion.
After 23 years of meeting with fundraisers and
nonprofit leaders, looking closely at the inner workings
of institutions and programs, and talking with her
clients’ donors, Kathryn has a unique blend of
experiences and a valuable viewpoint on the state of
planned giving.
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What trends do
you see emerging
in planned giving?
MIREE:

I think organizations are beginning to
understand the power of gift planning across
all fundraising conversations. Most people
think of planned giving in terms of deferred
gifts—beneficiary designations, PODs,
bequests, maybe a CRT or CGA, that type of
thing. And organizations think it’s not
relevant because they want money now. But
a gift planning discussion is much bigger. A
gift planning discussion looks at what the
donor wants to accomplish and looks to
maximize that gift—for the donor and for
the institution. It could be simple as using
appreciated stock to make a gift during your
lifetime. It could be using your IRA. It could
be a blended gift or a virtual endowment,
where you make part of a gift now and the
remainder through your estate. It’s a broader
conversation, and it’s a very donor-centric
conversation. I’ve found that looking at it
this way raises fundraising across the board,
rather than keeping planned giving siloed in
a place for deceased people. As we look
forward I think all fundraisers will move
more into gift planning.
SULLIVAN:

I’m seeing more blended gifts, and people
being more mindful about their giving.
Meaning, they will consider multiple assets

over a longer period of time; they’ll bring
together a cash pledge, gifts of appreciated
stock, and combine that with any variety of
deferred instruments, anything from a
simple bequest to life insurance. They want
to get the biggest bang for their buck and
have the biggest impact for an organization,
even if it’s not immediate. There’s more
wealth in the U.S. than there has ever been,
and people are looking at their giving in
terms of being an investment, not just a gift.
They're looking beyond naming a room in a
building or supporting a scholarship, and
thinking more in terms of a long-term
relationship that leaves a legacy.
LEONE:

“There was a time in
history that estate
planning was done at
one time and that was it.
We simply don’t live in
that world any more.
We’re in a world of
fragmented estate
planning."
— Russell James
Donors are changing. We live in uncertain
times. People are less likely to transfer wealth
through a will or a trust. The ways that
people like to give and to support charity

have changed. Fundraisers need to be aware
of these changes so they can tailor their
marketing and solicitation to different
audiences. Now we are working with
Boomers and Gen-X, demographic groups
facing unemployment, a childcare crisis,
greater distrust in government and institutions, a growing wealth gap, and a healthcare
crisis. All of these issues have a negative
impact on one’s prosperity outlook. When
people are worried about themselves and
their loved ones, giving to nonprofits is a
lesser priority. This is a trend that will have
an adverse impact on major and planned
giving. Younger donors are more interested
in giving to causes and through social
networks rather than institutions. For
instance, my grandparents grew up during
the Great Depression. When they became
financially comfortable, they gave to local
community-based organizations like the
YMCA and the United Way. My mother, a
Boomer, gives to a number of organizations
that align with her point of view. I see my
peers and younger donors giving through
technology platforms. Think about how
successful #GivingTuesday has been,
especially for higher education. My age group
and younger donors are also giving through
informal philanthropy, such as GoFundMe or
Kickstarter. I think there is a consumer
mentality about fundraising that draws
donors in based on peer pressure rather than
personal values. This is a trend that probably
doesn’t lend itself to thoughtful life and death
planning. But, we may be surprised. Perhaps
there is an “influencer” out there who can
#makeplannedgivingcool.
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JANNEY:

There’s a tectonic shift occurring in the way
we communicate, in the trust people have in
institutions, and it's going to impact the way
people see the future, as well as whether or
not they feel safe in their financial situation. I
speak to a lot of different people about their
philanthropy. Some are moving their giving
to human needs rather than higher ed
because of an immediacy they see in the
crisis we've been experiencing. For the
planned giving officer it's going to be very
important to project the stability of the
organization; people are going to be
questioning it based on how that organization responded. We're at an inflection point
where some charities are going to thrive, and
some aren’t, based on the way their leadership has moved forward in a time of great
need, and great financial uncertainty.
JAMES:

What we see from the data is a decrease in
the proportion of people who have will
documents. I think that means an increasing
importance in non probate gifts—such as
beneficiary designations, TODs, IRAs, bank
accounts. Now you can even put a TOD on
real estate in most states. I also see a
merging of planned gifts and major gifts of
assets. It’s no longer just this bright line: you
ask for estate gifts or not. It’s more a
spectrum of different ways to ask for gifts of
assets—now, later, and in different forms. We
are gradually learning what works with

donors. If you were to go back 25 years ago,
back when I was a planned giving director,
there was a lot more emphasis on technical
methods and techniques. It was more about
getting solutions out to everybody. Over
time, even people who are experts in
planned giving have learned that it doesn’t
start with technicalities. It’s got to start with
donors’ passion and goals. Gradually we’ve
learned what works—and what works is
starting with what the donor wants to
accomplish and being advisors who help
donors give smarter. Helping donors give
smarter can sometimes can be complex but
it doesn’t have to start with complexity.

Ideally, all fundraisers should be able to look
for cues and clues and be able to introduce
planned giving topics very generally. If
possible, I think it’s important to have
someone who is responsible for planned
giving in a robust way. For an organization
that has only one or two fundraisers, this
might involve partnering with someone on
the board or advisory committee with
expertise in planned giving . There are many
financial and legal details, in addition to
charitable considerations, that pertain to
planned gifts. Unless you work on these gifts
frequently, it’s hard to keep it all straight. At
Harvard, in addition to our thoughtful and
caring alumni and friends, we are fortunate
to have wonderful fundraising colleagues,
and for the most part the integration works
the way one would hope—when a donor
asks or someone has a hunch a donor might
be interested in giving an illiquid asset or
making a planned gift, our colleagues bring a
planned giving officer into the picture to
collaborate in working with the donor. I
think it would be tough to have one completely joint planned giving/major giving
team, where everybody had some responsibility for everything, because of the amount
of knowledge and specialization involved
with planned giving. Rather than have
everyone learn all the ins and outs of
planned giving, I think the model of the
planned giving officer providing services to
fellow fundraisers as well as to donors can
work well.
JANNEY:

Can you talk about
the integration of
planned giving
and major giving?
MCCLINTOCK:

We wouldn’t expect every physician to know
how to perform heart surgery, but hopefully
every physician knows enough to refer
patients with chest pain to a cardiologist.

There's definitely going to be more of a
blending—and more cross-training. Major
gift officers need to know more gift planning,
and planned giving officers need to continue
to raise cash. Planned giving is becoming
more of a skill than a silo. It’s less of a
separate career path and separate department as it was ten years ago. Even if you do
have a department and a number of
professionals who are gift planning specialists, they should work with the major gifts
specialists. The best way to raise the most
planned gifts is to make sure every one of
those professionals is comfortable with the
conversation and gets credit for their part in
any planned gift conversation.
JAMES:

I think it is more of a spectrum. In the past it
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was viewed more black and white: This is
planned giving because it’s estate planning,
and this is major giving because it’s a check.
Now both sides are moving more towards
the middle. Both are interested in blended
gifts. Both are interested in major gifts of
assets. Even if staffing remains separate—
maybe one side has more technical information to help the other side—the concepts are
merging. For example, a qualified charitable
distribution from an IRA is an immediate
cash gift. But it has the complexity that
makes it naturally attractive to those who
have been trained in planned giving. That’s
an example of an instrument that walks in
both worlds and is pulling both sides to the
middle. Both need to understand what it is
and why it matters if their donor is 70.5 or
older.

“As we look forward I
think all fundraisers will
move more into gift
planning.”
— Kathryn Miree

What do you
foresee for planned
giving, given our
current economic
environment?
MCCLINTOCK:

Nonprofits need to get creative about
collaborating, or even merging with like organizations. The stark reality of a bad economy
is that it’s hard to raise money, and there is a
greater need to cut expenses. How do
for-profit business do that? They merge or
acquire competitors. Think about hospitals
and health care systems. They have been
merging and acquiring competitors for the
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past 35 years. Most of the systems are still
public charities. What’s happened to their
donor bases? They have grown while the
nonprofits have cut costs. Now, I know some
donors turn away from healthcare philanthropy when their local hospital is acquired
by a conglomerate. However, I also know
smart fundraising professionals know how to
manage relationships so donors are not
alienated by change. I think hospitals and
healthcare systems have led the way in
merger and acquisition and other nonprofit
industries are going to have to follow. I have
seen successful mergers of nonprofit
organizations. Now is the time for many
nonprofits to think about the future and start
looking around for opportunities to a new,
more sustainable structure. As the nonprofit
sector consolidates, planned giving will be
affected, but I believe that consolidation will
lead to stronger nonprofits. And stronger
nonprofits will lead to happier donors. And
when donors are happy, they are more likely
to make planned gifts.
MIREE:

Gift planning has never been more important. Gift planning is what will allow organizations to keep moving even though donors
are holding onto their cash tightly. It will
allow them to find ways to make a gift
without writing a check. It will allow them to
look at blended gifts. I expect as we come out
of this economic crisis, gift planning will lead
the way as it did after 2008. I expect it’ll take
at least a year and a half for major gifts to
recover, but gift planning and deferred gifts
will lead as we move forward. I think this is
our time.

What types of gifts
do you see as the
primary types of
planned giving
vehicles going
forward?
MCCLINTOCK:

Bequests are absolutely number one. They
are the easiest to explain and discuss and
don’t necessarily require an expensive
marketing program. That’s the foundation.
Donor Advised Funds have exploded in the
last 20+ years. In addition to cash and
marketable securities, a lot of wealth is held
in IRAs and in illiquid assets like private
stock, private funds and real estate. I think
we’ll see continued growth in planned and
outright gifts funded with these assets.
JANNEY:

The most important gifts right now, as in the
past, are the “gifts that don’t cost anything”
while the donor is alive. Traditional gifts in
the will fit this category. However, we are
seeing more beneficiary designations from
qualified retirement plans (like IRAs, 403(b)s,
etc.) and from donor-advised funds that are
also “gifts that don’t cost anything” because
they are settled after the donor has passed.

They are sort of a new twist on this traditional type of planned gift. Definitely gifts
through the will are the ones that continue
to generate 85% or more of all planned
giving. There are, however, variations. Some
people are actually using donor-advised
funds, but it's the idea of what's left over after
people no longer have any need of the
money. An end-of-life gift isn't just something
drawn up by an attorney.
JAMES:

There was a time in history that estate
planning was done at one time and that was
it. We simply don’t live in that world anymore. Every time a person opens an IRA or a
stock market brokerage account they’re
putting a POD or TOD on that. We’re in a
world of fragmented estate planning. I think
that’s really important to realize in terms of
planned giving. Certainly gifts in wills and
trusts are still going to be the most important segment of planned gifts. But even that is
spreading out to include IRA beneficiaries,
PODs, TODs and some of these other
vehicles. I did a study that looked at 12,000
decedents, and we looked at those who
indicated within two years of their death
that they had a signed and witnessed will.
Two-thirds of those documents controlled
no assets. Many fundraisers don’t realize that
the will document is a backup document; it’s

only there in case you have assets that aren’t
otherwise directed. What we see in reality is
that most wills control nothing. And when
they do control something, it may not be a
very large percentage of the person’s total
assets

“You need to have an
idea about marketing
and branding, because
it’s that constant drip of
messaging that makes
planned giving work.”
— Stuart Sullivan

What changes do
you expect to see
in the language of
planned giving?
JANNEY:

There’s a big difference between what should
happen and what will happen. We should
truly become donor centric. We should sell
the sizzle, not the steak, and talk about the
benefits, not the jargon. But there are people
who like to use the jargon because that
improves their status. So I don't know if
planned giving will become easier to
understand, or if in another decade we'll still
be saying this should happen.
MIREE:

PERSONAL AND PROFESSIONAL DEVELOPMENT
Succeed@majorgifts.com

We use the term “planned giving” in the
industry as if everyone knows what we
mean, but some people have no idea what
that means. For a lot of people, especially
fundraisers working in annual and major
gifts, they think of planned giving and
immediately think of complex transactions—the charitable remainder trust or
estate gifts. (Fundraisers may think estate
gifts have no current benefit.) “Gift planning,” on the other hand, is a more holistic

way of looking at what we do—this broader
discussion where first we look at the vision
and goal, and then we look to the best form,
asset, and timing that meets the goal.
MCCLINTOCK:

Hopefully we all start by asking donors,
“What are your objectives and how can we
meet your objectives?” and speak very clearly
and simply about what can be accomplished.
People respond better to simple, straightforward terms. That’s nothing new. I think like
everything, the more simply concepts are
discussed, the more readily people can apply
them. In my experience, the minute you
start talking in technical terms to most
people, it’s just too overwhelming. For the
most part, it’s possible to convey the essence
and key risks and opportunities of planned
gifts in a straightforward, conversational
manner whether in writing or speaking. Of
course, once a donor wishes to proceed with
a gift, it’s important to disclose all of the
relevant factors. Trust and annuity terms are
pretty much the same but discussing Donor
Advised Fund and IRA gifts still feels
relatively new to many fundraising professionals. Hopefully, going forward, there will
be a broader adoption of and comfort level
with speaking with prospective donors about
what their asset pools are—including IRAs,
DAFs, fund interests, real estate, securities,
cash, etc.
JANNEY:

There will continue to be a conflict for this
reason: The words that work are simple—
when we’re talking about words that work
with donors. Every time we run a test, simple
words out-perform complex words. So you
might think my answer would be that
planned giving language will get more
simple. But most consultants don’t sell to
donors; they sell to experts. If you’re selling
planned giving material, you’re selling to
experts. And if you’re selling to an expert,
then it makes perfect sense to use technical
words and technical language. So that
conflict is not going away. There will be some
that continue to use and focus on the
complex language, and there will be others
that focus on the simple. Which one works
depends on which audience you’re selling to.
If you’re selling to donors, use simple words.
If you’re selling to experts, especially
products, it’s ok to use complex language.
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SULLIVAN:

I hope people continue to realize that
90-plus percent, both in terms of numbers
and dollars, are simple bequests. That means
simply, someone leaving a gift in their will to
an organization. I think a lot of planned
giving people make planned giving way too
complex, and they get enamored with all the
fancy language, tax law and planned giving
calculators. When I coach a planned giving
director, I tell them if you’re going to send
four communications a year about planned
giving, make three about bequests and one
about gift annuities. Don’t even talk about
lead trusts. It’s one in a million people where
a lead trust should even be considered. The
places that make planned giving too
complex are losing donors and leaving
money on the table.

“Anyone who is good with
people and can absorb
the new material can be
an effective planned
giving officer.”
— Anne McClintock

What skills do
people need in
order to excel in a
planned giving
career?
SULLIVAN:

The most important experience is to spend
time as a frontline fundraiser and know what
it’s like to have conversations with donors.
There’s no replacement for that kind of
experience where you’re beginning to
understand why someone wants to write a
$5,000 check or a $500,000 check. You can’t
be a planned giving director unless you
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understand why people do those things—no
matter what degrees you may have. I actually
think the most difficult position to hire for is
a planned giving director. People think they
want to do it and it is often for the wrong
reasons. You need to be patient, organized,
able to relate to people of all ages, particularly those above 60-65, be a really good listener.
You need to be able to be seen as a trusted
advisor. You can’t come across as “slick” in
any way. You also need to have an idea about
marketing and branding, because it’s that
constant drip of messaging that makes
planned giving work. Think about it: How
many credit card offers do you get in the
mail? A ton! They don’t send them because
they like to spend money on mail. They keep
mailing to you because they want to catch
you in a moment when you need something
(money). Planned giving is the same. It’s a
constant stream of information going out in
sensitive way so you catch someone at the
right moment. I can’t tell you the number of
times I have been involved in a planned gift
discussion because a donor is about to go on
an extended vacation and wants to make
sure things are taken care of before they
leave.
MCCLINTOCK:

I’ve hired people over the years who have
financial and legal backgrounds, but not
exclusively. In my view, anyone who is a
good people person and who is not daunted
by and can absorb the legal and financial
material can be an effective planned giving
officer.
MIREE:

The main skill you need is to be a good
conversationalist. Effective gift planning is
more about the conversation than it is the
tool box. About 75% of your time is understanding the donor’s goals, what they want
to accomplish, why they’re making that gift,
and how they define success. Then, it’s time
to move on to the gift form, the most
appropriate asset, and the timing that best
fits the donor and achieves the goal. You
need to be comfortable simply opening the
door. About 90 percent of planned gifts are
bequests or beneficiary designations, which
fundraisers master easily. If you find yourself
out of your depth, that’s where internal
collaboration comes in. Then you go to your
gift planning officer and invite them to join

the conversation. Every fundraiser should be
able to do that The main skill you need is to
be a good conversationalist. Effective gift
planning is more about the conversation
than it is the tool box. About 75% of your
time is understanding the donor’s goals,
what they want to accomplish, why they’re
making that gift, and how they define
success. Then, it’s time to move on to the gift
form, the most appropriate asset, and the
timing that best fits the donor and achieves
the goal. You need to be comfortable simply
opening the door. About 90 percent of
planned gifts are bequests or beneficiary
designations, which fundraisers master
easily. If you find yourself out of your depth,
that’s where internal collaboration comes in.
Then you go to your gift planning officer and
invite them to join the conversation. Every
fundraiser should be able to do that.

What actions do
charities need to
make in order to
be successful with
planned giving in
the days ahead?
LEONE:

Smart boards are going to consider merging
with similar organizations to carry out their
mission. Nonprofits that are financially
struggling but have a popular program or
service are going to look for other nonprofits
who may be able to acquire the program or
assets so the mission continues even if the
nonprofit ceases to exist. Similarly situated
nonprofits should consider merger, acquisition or consolidation—not only to survive,
but also to enhance delivery of their respective missions. Organizations that join
together may raise more money because
donors may see the value in giving to one
organization instead of two. Of course, both

organizations will need to honor the gift
agreements of former donors or seek
consent from the donors’ representatives or
the court if they must change the use of a
gift.
SULLIVAN:

The smart organizations are those who have
all their major gift officers listening for clues
to indicate a person would make a good
planned giving candidate, and they have a
technical expert in planned giving the gift
officers can bring in to close the deal. Every
development officer should have some
modicum of understanding of conversational
planned giving. By that I mean, they’re able
to recognize good candidates for being a
planned giving donor, and they’re able to
weave in the idea of a gift that’s more
complex than simply writing a check or
transferring stock. They don’t have to be tax
lawyers, and they don’t have to know the ins
and outs of a CGA versus a CRUT versus a
lead trust. It’s really just the idea of identifying someone who has accumulated wealth,
who is above a certain age, who is beginning
to grapple with the fact that they have more
money than time left to spend it. That’s when
planned giving conversations start in
earnest. Typically a person is in their 60s or
70s when they realize, I’ve got more money
than time left. What’s going to happen with all
these assets I’ve accumulated? Who and what
are most important in my life? Any good
development officer can have that kind of
conversation with someone.
MIREE:

First, I recommend you focus on strong
communication and engagement with your
donors and prospects. That is critically
important in the current COVID environment and virtual world. Second, I recommend you use this time to focus on best
practices. I’m part of the National Association of Gift Planners, and we’ve come up with
three categories of standards for what every
nonprofit needs in order to create a successful gift planning culture in their organization.
The three pieces are:
Management responsibilities for success of
gift planning. This includes a strategic plan,
including gift planing in reporting, looking
more holistically at goals, building a culture
of collaboration and integrating the conver-

sation across the entire fundraising base.
Operating platform. This would be things
like policies, procedures, metrics, qualified
staff, and a plan for planned giving and
marketing.
Donor engagement, which includes your
case statement for donor investment and a
plan for moving the conversation along with
donors.

“Now is the time for
many nonprofits to think
about the future and
start looking around for
opportunities to a new
more sustainable
structure.”
— Camilyn Leone

If you could tweak
planned giving and
point it in a
direction, what
would you do?

who is winning at this game, that competition would breed an increase in all kinds of
giving. It would only take one box on the IRS
Form 990 report to change everything.
JANNEY:

I would like to reframe planned giving as
building partnerships with donors to help
them discover and fund their philanthropic
dreams. I would turn it into a listening,
counseling, ministering profession rather
than one that focuses on sales and techniques.
MCCLINTOCK:

I think our donors and our charitable
organizations would benefit from a more
holistic approach. It is so important to start
with: What is it you’d really like to do? What
are your immediate and longer-term objectives
for taking care of your family, having an
impact philanthropically, and managing your
financial and tax situation? Let’s back up and
look at people holistically, and then introduce concepts of different ways of giving, if
and as they make sense. I recognize there’s
enormous pressure to raise money. If you’re
at a small organization, what you raise may
determine whether the organization stays
open or not. Even for a large organization,
fundraising is critically important. At
Harvard, donors’ past gifts to endowment
and current year giving provides about 40%
of the operating budget. It may feel like a
luxury to think holistically, but it can be so
important to raising larger gifts. We’re
dealing with human beings who are representing themselves and their families. What
is it about our mission that excites them?
What would help them accomplish their
goals? •

JAMES:

There’s one thing that would dramatically
transform investment and planned giving,
and that is if we had what they have in the
U.K., where it’s public knowledge how much
every single nonprofit is raising, including
estate gifts. That’s why we see higher rates of
legacy gifts in the U.K. as compared to the
U.S. They know when their competition is
kicking their butt. Often nonprofits are
risk-averse herd animals. If they could see
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BY JEFF COMFORT

Covid and Planned Giving:
Yesterday, Today and Tomorrow
W

hat a year. What’s next, flammable snow? Covid has surely
transformed our world in planned
giving. Some say the change is unprecedented. Perhaps in some ways, but the deep
disruption wrought has some similarities to
recent cataclysmic times that may provide
some lessons for today—and for tomorrow.

Major Disruptions in the Recent Past

The violent terrorist attacks on 9/11 threw
our world into chaos—a major disruption. I
recall shortly thereafter seeing a surprising
surge in requests for estate planning
information. It was surprising at first—until I
realized that we’d all just had our mortality
put right in front of our faces, resulting in
many reviewing and updating their estate
plans. This was followed by a significant
uptick in counted estate plans as donors
included the university where I worked in
their wills and trusts.
Less than a decade later another major
disruption unfolded as we plunged into The
Great Recession. My major gifts colleagues
complained of difficulties in getting personal
visits with prospects. Our prospects know
what we do, of course, and were in no
position to discuss a gift commitment. So
our planned giving program trained our
major gift colleagues to begin the visit-seeking call with: “I promise not to ask you for a
gift. We are all about long-term relationships
and we are all in this together.” (Sound
familiar?) Then during the visit we encouraged them to suggest, “Some of our donors
are continuing their philanthropy through
these tough economic times by including the
university in their estate plans.” Again, a
significant uptick in planned gifts followed.
The Impact of COVID-19 on Planned Giving

Now we face a pandemic wreaking havoc not
just on our communities at large, but also on
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how gift planners conduct our business. To
try to better understand the impact of Covid
on planned giving, I have communicated
with a couple dozen colleagues from top
programs across the country.
The majority reported that looking back
to the early days of the pandemic, they
initially froze, and then quickly scrambled to
make plans to continue their work. With
respect to donor relations, some were
hesitant to contact donors for fear they
would be viewed as greedy or at best
insensitive. The highest performing programs
put themselves in their donors’ minds: they
are stuck at home (easy to reach by phone),
eager to hear from the outside world
(especially a beloved institution that, like a
family member has long been a part of their
lives), and no, now is probably not a good
time to ask for a gift.
At Oregon State, we did a training for our
major gift officers and gave them lists of
hundreds of members of our legacy society
to call. We gave this language to start the call:
“If now is a good time to talk, I promise not
to ask for a gift. I am calling to see how you
are doing and to let you know how our
university is managing.”
Not surprisingly, like 9/11, and The Great
Recession, OSU and many programs saw a
surge in planned gift commitments. Most
colleagues reported putting their marketing
programs on hold in March but have since
returned to normal marketing with some
language acknowledging circumstances.
With six months experience in working in
this environment, we find ourselves soldiering on. Many colleagues described budget
and staff cuts. Most shared continued strong
planned gift closures. Some are closing gifts
with email and phone calls but everyone is
becoming a master of Zoom, like it or not.
One colleague I interviewed shared: “I’m so

tired of Zoom calls. They just feel like
checking the box and really don’t move
relationships forward. Even if you manage to
close a gift over Zoom, the donors don’t seem
to feel that great about doing so. It just feels
artificial. I’d rather have a chat over coffee or
on a donor’s back porch. Those are much
more fun and productive.”
Planning for 2021

Many gift officers are asking for how to best
plan for 2021. Will we rise from our depths of
uncertainty to more predictable lives?
Nothing puts major gifts on hold like
uncertainty (except maybe poverty). A key
element for planned giving in the three major
disruptions above are financial markets.
After the March dive, markets have recovered. But the sense of uncertainty prevails.
My biggest concern looking forward is
when will we return to making personal
visits with our prospects? There is so much
greater productivity sitting in a prospect’s
living room, observing body language, asking
about the pictures of children and family on
the wall. In the meantime, make more phone
and zoom calls than ever.
Until the day when we can resume
personal visits, the difference between high
performing programs and the rest will be
those that find opportunity and those that
see only threat. We are riding a tsunami of
change in our work. Programs that focus on
sustaining relationships with our donors and
can look beyond the next several months will
emerge with a competitive edge. It is all
about relationships; that has not changed. •
Jeff Comfort is Vice President of Principal Gifts
and Gift Planning at Oregon State University.
Previously, he spent 18 years as Director of
Planned Giving at Georgetown University.
Jeff.Comfort@osufoundation.org

Now
Thinking

vs.

Future
Thinking

Now Thinkers

Future Thinkers

“But we need the cash now!”

“Within 5 years this will be
cash now.”

“Isn’t that a contagious
disease?”

“I know exactly where to go for
details if that seems to be a
good fit for my donor.”

“It’s Doomsday!”

“Any new opportunities?”

She takes credit for it, even
though she didn’t work here 10
years ago.

She celebrates briefly and
thanks the family, but she’s too
busy planning and planting for
the future to dwell on it.

Her salary:

Is not enough

Is higher than her counterparts

Thrives on:

Chaos

Strategic planning

Impatiently for the lottery gift

Patiently for realistic gifts she’s
been cultivating

Always chasing:

The latest new shiny star

Better, deeper relationships
with donors

Attitude towards
wealthy people:

Intimidated and
resentful of them

Loves and respects them

Modus operandi:

Event planning party mode

Stewardship mode

Short term

Long term

Are on a hypothetical,
someday-maybe to-do list

Are part of her weekly
interactions with donors

On deferred gifts:
On CRUTs:
On the New Economy:
When a bequest planted
10 years ago comes
through:

Waits:

Thinks:
Planned Giving
conversations:
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Q AND A

Q&A with Sharon McCullough,
President of Expert Events
Sharon McCullough has been helping fundraisers achieve their goals for more than 40
years. In 1992 she founded Expert Events, an event planning and management company
that works exclusively with nonprofits and higher education institutions. Prior to that,
she planned events and fundraising campaigns and worked in alumni relations at the
Wharton School and the University of Pennsylvania. We recently had a chance to talk
about the significant impact the pandemic has had on fundraising events, and how
nonprofits can adapt. Sharon opened up in a two-part Q&A about the changes COVID-19
has brought to the industry for the short and long-term, and offered tips for planning a
fundraising event in these ever-changing times.

INTERVIEW BY PATRICK O’DONNELL

Q
A

What drove you to become an events
coordinator?

I started working on reunions while the
editor of the alumni magazine at the
Wharton School. With not a whole lot of
event experience, I was lucky to move into
the associate director of Campaign Programs
at Penn leading up to a campaign launch.
That position also put me on the planning
staff for Penn’s 250th anniversary and I soon
knew I really enjoyed working on events.
Next, I moved to central alumni relations at
Penn and organized larger alumni events,
including Alumni Weekend and Homecoming. Then I got the entrepreneurial bug! A
couple of years later, after a total of 12 years
at Penn, I left Penn and started Expert
Events.

Q

Fundraising events have been hit especially hard—the virus emerged just in time to
derail anything already on the books. What
kind of an effect are you seeing on nonprofits?
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A

It has been very difficult for small,
grassroots organizations. I also work with
several higher ed institutions, and it has been
extremely difficult for their fundraising, as
well. The attention for the institution initially
had to be centered on getting students off
campus, then deciding what to do about
commencement, and then about re-opening,
and then about potentially changing
re-opening plans. Annual events such as
reunions—where gathering and camaraderie
are important, but the driving force is
fundraising—took a serious impact.

Q
A

How many events did Expert Events need
to cancel?

Three. A grand opening for a new school
building for students with special needs;
an annual fundraising event for Women
Against Abuse, which featured a female chef
competition with food tastings; and an
international conference in Providence,
Rhode Island.

Q

A

What do you think COVID-19 means for
the future of events?

We were just talking with Women Against
Abuse about the chef competition and what
2021 looks like. For that event we’re talking 600
people walking around a room, tasting different
foods. So I told them, “By March of 2021, we can
probably have some kind of event, but it can’t be
that event.” I think the days of buffets, and this
kind of walk-around-and-taste-this-and-that
events… those may never happen again. Or it’s
going to be a long, long time. Any event now has
got to be partially virtual, or outdoors. The Eagles
had partnered with their nonprofit for the March
event, which was to be held at a space inside
Lincoln Financial stadium, and they wanted to
carry that through. We are exploring options with
them for using outdoor space at the stadium for
2021 and doing a totally different fundraising
event to assure they don’t lose two years of
momentum. And hopefully by 2022, we can go
back inside and have the event that was literally
already 98 percent planned for 2020.”

Ten Tips For
Better Direct Mail
Open Rates

Q
A

So you’re saying successful events can still
happen, just not in the way we’re used to
seeing them?

Absolutely. A smaller event with a virtual
component is the way of the industry, I
think, for the foreseeable future. At least for
the next year, and maybe beyond that. For
everyone we are working with, we will have
two plans—a hybrid plan and a purely virtual
one, as we have to be prepared to pivot
quickly to avoid the hole we all fell into last
March should we again go into a lockdown.

Q
A

Have you seen any creative, successful
responses to the pandemic?

A former client had just moved to a new
institution, so I did not do any physical
work on this event, but I did do some
consulting with him and their audio/visual
provider. They did a hybrid event in which
the A/V vendor produced several videos. One
was a panel discussion of doctors. Another
was a fireside chat with the CEO. One was
talking to someone down in a big hole in the
ground (because part of the fundraising was
to go toward a new building. Another was
someone standing in front of a huge screen
showing a time-lapse of the building going
from architectural design to a completed
building. The videos were woven together
with a live emcee, alone in a room with a nice
backdrop. And there was a live component at
the end, which was bringing all those people
in the videos together, socially distant, in an
auditorium, and they could see screens with
people who were attending the event online.
They were then able to have a live Q&A with
the folks online asking questions like, ‘This
doctor said such-and-such during the panel

discussion, I’d like to explore that a little
further.’ And they really did their promo
right, because they sent out 400 invitations
and got 100 people to sign up. A 25 percent
return on an invitation is unusual. A hundred
people showed up, and at the end of an hour
and 10 minutes, 97 were still online. That’s
how you know they did it right! •
Check January’s issue for the second half of this
Q&A. We’ll talk about how to put together a
successful event in today’s environment and
learn how nonprofits can use changes brought
on by the pandemic to their advantage—like
the ability to hold an event without having to
invest a fortune in a location.

“It is not the strongest or the
most intelligent who will
survive but those who can
best manage change.”

Here are a few tricks you can use to
increase response rates:
1.

Send just a letter. No other
inserts. Two pages are okay,
but only if you have something
compelling to say.

2.

If it's two pages, make sure the
last line on the first page
continues over to the second
page. That will increase the
odds the reader will get to
page two.

3.

Have your letter begin with a
quick story.

4.

Use a signature that looks real.

5.

When addressing the envelope,
avoid dot-matrix print; try a
laser-printer look.

6.

If the list is small (1,000), use
volunteers to handwrite the
addresses. If it’s large, there
are mail houses that mimic
handwriting quite well.

7.

On the envelope’s top left front,
have your initials printed.

8.

Use the nonprofit rate, but pay
extra for live stamps instead of
an indicia.

9.

If appropriate, include a sticky
note on the letter, on an angle;
do not sign, just use your first
initial.

— Charles Darwin

10. You will not believe this, but
studies show if your first initial
is a ‘J’ it will get a higher
response. •

G I V I N G TO M O R R OW IS SU E N O. 25 | 23

Your Resource for
Career Advancement and
Personal Development

Learn to identify, prioritize, cultivate, and close the
highest oppportunity segments in planned, major and
blended gifts.
▶ Subscribe to Major Gifts Today
▶ Enroll in Micro-Lessons
▶ Network and Grow
MajorGifts.com
Valley Forge, Pennsylvania
800-490-7090
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NONPROFIT MANAGEMENT

We’re months into the pandemic, and it doesn’t look like the end
is in sight. Nonprofits are facing an unprecedented crisis. This is
a watershed moment.

And bam! Just like that we have all settled into the “new normal” of
COVID-19, ready to chart a clear course for successful major gift programs in the months ahead. Our brave nonprofit industry leaders have
many balls in the air and often not enough time to think about how to
ramp up momentum for securing major gifts. Here are 3 simple steps to
building a robust major gifts system in this new era of virtual fundraising:

Leading Your Nonprofit
Through a Crisis

That’s why it’s critical to have strong leadership and a comprehensive plan not just to survive, but thrive. Start here:
Communicate. Keep staff and donors in the loop. They need
to know what’s happening and how you will respond. When
everyone feels connected, it alleviates anxiety.
Circle the financial wagons. Your budget is stretched, but
you must deliver on your mission. Flag spending that can be
halted temporarily or permanently.
Invest more in fundraising. Strengthen donor communications. Focus on stewardship. Increase calls, postcards and
prospect visits. Launch — or strengthen — your planned giving
program.
Adapt. COVID-19 has changed everything. Stop fighting it.
Can’t hold that gala? Try a telethon (even better, invest in
planned giving). Can’t have everyone in the office at once?
Develop a rotating schedule.
Collaborate. Ensure your development team works closely
with the rest of your staff. Give everyone a chance to brainstorm
about fundraising and cost-cutting. Team up with other nonprofits to deliver services; partner on a fundraiser; share resources;
share ideas.
Make staff and volunteers a priority. Keep them safe with
appropriate technology and gear. Let them know you value their
wellbeing.
Make planned giving a priority. This is a no-brainer. You’ll
grow your endowment faster, have funds as a hedge against
an emergency, and show donors you’re serious about your
mission.
It’s easy to get caught up in the uncertainty of the moment and
succumb to fear. But the only way out of the woods is by charting a clear path forward.

Virtual-Fundraising Tips
During COVID-19

Know where your organization stands and set realistic goals.
Many NPOs have upcoming events and special appeals already scheduled. While it is hard to predict the future, organization leaders need to
focus on the end game—factoring into their timelines the impact of this
pandemic and adjusting major gifts goals and strategies accordingly in
order to stay on course.
Look for open windows of opportunity.
Can or have you already identified new sources of potential gifts? Perhaps a new foundation has awarded funding support, or an individual
donor has stepped up to help bridge funding gaps. Now is the time to
re-align and re-design your major gifts strategy with your organization’s
most loyal supporters. Consider launching a new monthly giving club or
a 1:1 major donor challenge match. Many of my clients have realized new
success with challenge matches because they offer what all donors
desire: a set goal, a timeline for giving, and a tangible purpose.
Don’t let the virtual setting weaken your game plan.
Fundraising is a business. Carve out time to plan a mindful approach to
this new virtual style of donor outreach. Think creatively about how to
establish a personal yet professional setting to keep donor meetings on
track. Compile virtual collateral kits to send within 24 hours of scheduled
meetings. Produce a compelling video clip or slide show that tells the
story of your organization’s proactive response to the pandemic. Prepare
talking points well in advance. Establish a time frame for the meeting
and stick to it. Always take time in the beginning to ask how the donor is
doing. This is not small talk, but your best way to connect authentically.
Be sure your appearance and virtual background appear as professional
as possible. Most importantly, if a virtual “ask” is on the agenda, strategically plan who will deliver it and how. If the purpose is cultivation or
stewardship, listen for clues of increased interest, and plant seeds to
keep the dialogue open in the weeks and months ahead.

Viken Mikaelian, CEP
PlannedGiving.Com
viken@majorgifts.com

Barbara Kappel
Non-Profit Campaign Advisor & Fundraising Coach
KAPPEL & ASSOCIATES
kappelandassociates@gmail.com

BY THE NUMBERS
Giving by individuals increased by 2.8% in
2019, to an estimated $309.66 billion.

Giving to health organizations increased Giving to public-society benefit organizaby 4.9%, to $41.46 billion, by 2019.
tions increased an estimated 11.1% between
2018 and 2019, to $37.16 billion.
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Giving to humanities increased 10.6%
between 2018 and 2019, to $21.64 billion.

Giving to environmental and animal
organizations increased an estimated 9.4%
between 2018 and 2019, to $14.16 billion.
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Stats adjusted for inflation.
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Success Stories and Advice
The Power of a Long-Term
Donor Relationship

Six Tips for Cultivating
Major Donors

A couple I’ve worked with for over four
decades and across three institutions
recently made a major gift to us at the
Sarah A. Reed Children’s Center in Erie,
PA. It was an incredible boost we needed
during COVID-19. Knowing these donors
well enabled me to steer them toward a
giving opportunity they truly cared about.

ǈ Cultivate prospects. Ask your members

When I called to thank them for their generosity, I chatted with the wife, who told
me about her feelings of frustration at not
being able to read to the kids here in person right now. She felt she had to make
a gift to help the children’s center with
library books and art programs because it
was the only way she could help. We had
a great conversation, and I look forward
to meeting with these donors again soon,
face to face.

respond right away. Be available to meet
whenever and wherever they suggest.

Gary L. Bukowski, MA, CFRE
Associate Vice President of Development
Sarah A. Reed Children’s Center
gbukowski@sarahreed.org

to reach into their social circles.

ǈ Extend invitations to visit. Give opportunities to see programs in action.

ǈ Be patient. It takes time to get to know

and learn what motivates people to give.

ǈ Be ready. If a major donor reaches out,

ǈ Accept “no” gracefully. This allows the
relationship to continue.

ǈ Stay in touch. A relationship shouldn’t

end after the gift is made. Lifelong
donors are developed by showing
how your organization has flourished
because of their generosity. Let donors
know how your mission is aligned with
what they care about.

Gretel DeRuiter, Executive Editor, MGT
succeed@majorgifts.com

DONOR RELATIONS

DONOR RELATIONS

Your Elevator Pitch

Setting “SMART” Goals

You have 5 minutes to explain your
mission. Can you? It’s important to be
prepared if you are put on the spot.

“SMART” is an acronym you can apply to
each goal to ensure that it is capable of being
achieved. Using these parameters for your
goals will help you succeed in any endeavor.

Mapping out key points is one way
to make sure you can perform under
pressure. You never know how much
time you’ll have with a donor, especially with high-profile individuals.
I was put into this position a few years
ago when I drove 4 hours to meet a
donor. When I arrived, he said, “I only
have 5 minutes, so make it quick.”
Thankfully, I knew that his interest in
our organization fell within a specific
program. I had sat down with him
earlier and talked extensively about his
vision for the program if fully funded.
I was able to get my points across in
those 5 minutes.
Remember that you’re representing
your organization. If you are unprepared, the donor will assume the same
about your nonprofit. Doing homework
will pay off during crunch time.

Create goals that are

ǈ Specific. Use numbers or clear ends to
define your goal. Say “lose 10 pounds”
instead of “lose weight.”

ǈ Measurable. You must be able to measure

your progress in some way. When you
set a specific goal that you can measure,
you’re sure to be able to see your progress
and know when you’ve hit your target.

ǈ Attainable. Choose goals that you can
obtain.

The 3 Most Important
Things in Fundraising
I got a call about a chief development officer
position from my friend Steven Ast, the leader
of his own executive search firm. I told him our
team had raised more than ever, costing us
just 3 cents for every dollar. I asked Steven if he
thought this was as exceptional as I did.
“Who would care?” he responded.
“I’d think most nonprofits would want to be sure
their investments in fundraising are paying off,” I
said, surprised.
“Sure they do, but only one thing matters:
Results,” Steven observed. “It’s good that you
know the figures, but keep the message simple:
Your team raised more money than ever. That
is what matters the most.”
He wasn’t wrong. Through my experience, I
know that nonprofits have to invest differently
at different stages of their fundraising programs’
development. A more mature nonprofit may be
able to invest less and produce a 3-cents-onthe-dollar result. Another may have to spend
50 cents to raise a dollar because it is trying to
grow. Each nonprofit should develop an appropriate strategy to maximize its fundraising in the
short and long run.
If all you count is the immediate return on
investment, you will miss its long-term benefit.
One nonprofit I worked with that tripled their
investment in major gift fundraising quadrupled
the dollars raised in major gifts in 3 years and
established the framework to continue that
growth in future years.
Yes, we must be wise with the investment of
resources in fundraising. Yes, we need great
staff. Yes, we must have positive relationships
with our donors. But at the end of the day, 3
things matter most in fundraising:
Results. Results. Results.
Benjamin R. Case, CEO and Senior Consultant,
Focused On Fundraising, Inc.
To learn more from Ben, go to:
FocusedOnFundraising.Com/resources.

ǈ Realistic. Ensure that you have everything
you need to achieve your goal.

ǈ Timely. Establish a clear timeframe or

deadline for accomplishing your goal.

Viken Mikaelian
viken@majorgifts.com

Michael Henry
succeed@majorgifts.com
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BY CHERYL MOTT SMITH

No Boundaries
H

istory will remember 2020 as a year
of suffering and resilience. Despite
every tragedy, humankind has
demonstrated an impressive power to
rebuild, to improve, and to help each other.
Nowhere is that resilience more evident than
in philanthropy.

Tomorrow’s Dollars, Today’s Legacy
If there’s charitable intent, there’s always a way.
Even during challenging times, we can create
a legacy by using the dollars of tomorrow. A
bequest or a well drafted beneficiary designation can be directed to a named endowment
that isn’t funded until many years later.
The legacy and purpose of that unfunded
endowment, the ‘empty box,’ is very real. Our
donor’s gift can serve as an example to others
to do the same. The empty box can be filled
through pledges of cash, stock, even RMDs, at
any time. Or, funds can be directed to the
spending account, and provide immediate
cash to the endowment’s purpose. Through
blended techniques we can still beat Uncle
Sam. In this way, gift planning really does offer
something for everyone.
As gift planners, we all know the techniques. But that’s not always what a donor
needs or wants to hear. The best way to open
the door, whether it’s with a donor, a board
member, a volunteer, or a major gift colleague,
is to encourage them to dream. And then
listen.
No Boundaries
There are no boundaries when it comes to
planned giving. Not age, nor wealth, nor giving
history. Some of my most interesting gifts
came from donors who had never made a
major gift to any charity. I remember telling a
sweet, frugal educator how she could create a
named teaching scholarship through a
bequest from her retirement plans and still

use those funds during her lifetime. As an
unmarried retiree, she was worried about cash
flow. I’ll never forget how she exclaimed, “But
I’m not wealthy. I can really create a scholarship? I never thought this was possible!”
My youngest planned giving donor was a
major gift colleague and devoted alumni who
worked closely with me on a several planned
gifts. With encouragement, he created his own
scholarship by bequest despite being young
and single. At the next legacy society event, he
was applauded as the youngest inductee ever:
age 26. Over the years he’s used his own story
as an example to others that planned giving is
something everyone should consider. Think
how many students he can help over his
lifetime, with current gifts directed to the
scholarship spending account. Beyond
scholarship funds – he can also serve as a
lifelong mentor to his scholars.
While metrics may not always count a
bequest from a younger donor, don’t let that
stop you. Think beyond metrics. Gift planners
have the ability to encourage a new generation
of philanthropists.

Grief Into Joy
As a cancer survivor, I’m particularly fulfilled
when helping others who’ve known that
suffering. It’s not always easy to speak of
charitable giving to one who may be facing an
untimely death, or to their family, particularly
if their battle wasn’t won. By redirecting grief
through a planned gift to a charitable purpose,
the loved one’s memory lives forever.
Calls to legacy society members who aren’t
currently managed can be a wonderful
resource for new gifts. Often they haven’t been
called in years. The only caution: be prepared
for anything. Once when I called to invite one
such couple to visit campus, I was met with
anger and tears. “You’re three months too late.
My beloved bride of 45 years died of cancer.”

That conversation was beyond difficult. By
listening, genuinely caring, and even finding a
way to make him laugh, my cancer center
colleague and I engaged our grieving widower
over a series of lunches. And over time, his
grief turned to joy. He decided to redirect his
entire estate to a department chair in
immunotherapy research, named in honor of
his bride. He gifted a life insurance policy,
immediately cashed in, to the coffee shop in
the cancer research building. His wish? “Don’t
let those researchers run out of coffee!”

“As gift planners, we all know the
techniques. But that’s not always what a
donor needs or wants to hear.”
All We Have to Do is Ask
As gift planners, our most important job is not
to provide answers, but to ask questions.
Sometimes even sophisticated donors haven’t
had a thorough planned giving conversation.
Don’t make any assumptions. Keep yourself
open to all possibilities. And enjoy the journey
of helping a donor’s dreams become a reality
through legacy planning. Their legacy is our
future. •
Cheryl Mott Smith is Executive Director of Gift
Planning at Loyola Marymount University,
where she combines her past experience as a
CPA in estate gift and trust with her current
work in planned giving. She loves listening to
donor stories and helping them find charitable
solutions to create a lasting legacy
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QUIZ

Are You Ready for Planned Giving?
START
We have a mission
statement

YES

NO

We are financially
stable.

YES
NO

NO
Our board believes
fundraising in this
community is
extremely competitive
and there’s “only so
much to go around.”

YES

NO

NO

You’ve got some
organizational
fundamentals to work out
first. Planned giving
donors want to give to an
organization that will be
around for generations.
You need to be able to
communicate with
confidence that you will
be thriving when their
planned gift comes into
play down the road.

We have a group of
loyal donors age 50 and
up who have supported
us multiple times in the
recent past.

NOT SURE

YES

NO

Our staff and board
are interested in
pursuing long-term
financial support.

NO

YES

YES

I can compile data and
get a “planned giving
program” conversation
on the agenda for an
upcoming board
meeting.

YES

Our mission
statement will be
relevant in 50-100
years.

HM...

YES

NO

We have a
strategic plan.

Hang on...

Our board chair will
support a planned
giving initiative.

YES

I have one hour a
week to invest in
planned giving for
one year.

NO

YES

You’re basically
ready.

What are you
waiting for?

You’re on your
way!

If you wait till everything’s
perfect, you’ll never do
anything. Your
organization may still
need some shoring up, but
you can work on that
alongside starting a
simple planned giving
program. Start with
bequest and beneficiary
designations.

You’re ready! Get your
board on board, sketch out
a marketing plan, get a
planned giving website,
and make a plan to reach
out personally to some of
your most loyal donors
and get a couple bequest
commitments. Then you’ll
have donor testimonials to
use in your marketing.

Let me guess: you already
have a planned giving
program started, but you
just wanted to take a quiz.
Otherwise, what are you
doing here? You’ve got the
time, you’ve got the
mission, and your board is
on board. You are as ready
as you’ll ever be! One hour
a week for one year. That’s
all it takes.
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The Great Wealth
Transfer is underway.
DON’T GET LEFT BEHIND.
Widen your opportunities with our donor-centric planned giving marketing tools.
Call us today to discover how to help your donors create their legacies.
DIGITAL

PRINT

EDUCATION

IN-HOUSE

⊲ Websites for Donors

⊲ Postcards & Direct Mail

⊲ On-Site Primers

⊲ Planned Giving in a Box™

⊲ Websites for Advisors

⊲ Cornerstone Brochures

⊲ Consulting

⊲ IRA Rollover Campaign

⊲ Donor Albums

⊲ Newslets™ *

⊲ The Planned Giving Bible

⊲ Bequest Campaign

⊲ Landing Pages

⊲ Brochures

⊲ Planned Giving Pocket Guides

⊲ CGA Campaign

⊲ eBroadcasts

⊲ Estate Planning Guides

⊲ Monthly Client Hours

⊲ Surveys

⊲ Legacy/Advisor Handouts

⊲ Webinars

⊲ Calculators

⊲ Gift Plan "Sell Sheets"

⊲ Content Library

1288 Valley Forge Road, Unit 82
Valley Forge, PA 19460
*The new 21st century newsletter!

800-490-7090 / 484-680-7800
success@plannedgiving.com
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CTA

Your Call to Action
1

5

In planned giving you will get credit for gifts you had nothing to do
with. Conversely, you will plant the seeds for gifts that will come to
fruition so far down the road, no one will have a clue you had
anything to do with it. The fruit of the gifts you cultivate might not
ripen until you’ve left this world. The best fundraisers practice
non-attachment and find joy in things besides getting the glory.
Page 11

When major gifts takes a dip, planned giving can save the day. This
is the ideal environment to foster collaboration with your major
giving and annual giving colleagues. You can put them through
Planned Giving 101 in less than a day. Anyone can start a phone call
like this: “I promise not to ask you for a gift. We are all about
long-term relationships and we are all in this together.” And anyone
can say this: “Some of our donors are continuing their philanthropy
through these tough economic times by including the university in
their estate plans.” Page 20

2

4

Now is not the time to slash your marketing budget. It’s time to
increase it! There are plenty of prospects and donors out there who
want to help, who can help. You need to reach them with consistent, relevant messaging. You don’t have to spend a fortune, and
you don’t have to do it all. Be selective, strategic and focused in
your marketing, and you will see ROI. Page 12

When life hands you lemons, start planing lemons seeds so your
grandkids will have a lemon orchard. If you are in planned giving,
you are in a future-thinking business. But it’s so easy to get caught
on the hamster wheel of urgency. It stops here. Get off the hamster
wheel. Think long-term, like 10, 20, 50 years out. Who cares if you’ll
be at a different job by then? Your reputation follows you throughout your life and beyond. Page 21

3

6

It’s no longer “this is planned giving because it’s estate planning,
and this is major giving because it’s a check.” Instead, think of
philanthropy like a spectrum. Every fundraiser needs to know a
little about planned giving. And planned giving officers need to
recognize when a donor’s situation might be better suited for an
immediate cash gift. You don’t have to know it all. (We don’t expect
every physician to know how to perform heart surgery, but
hopefully every physician knows enough to refer patients with
chest pain to a cardiologist.) Increase your breadth of knowledge
and collaborate with advisors and other fundraisers—for the good
of donors. Page 14

Are you ready for planned giving? Hint: for 90% of you, the answer
is yes—at least at some level. Take the quiz and then take one next
step. The time to pursue planned gifts was yesterday. But better late
than never! This is your year. It doesn't have to be complex or timeconsuming. One hour a week for a year is all it takes. Page 28

COLLABORATE

LEARN THE ZEN OF PLANNED GIVING

SHIFT TO FUTURE THINKING

INVEST IN MARKETING

HELP YOUR DONORS GIVE SMARTER

GET READY FOR PLANNED GIVING

Less is Better

did you know?
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Researchers put out jars of jam at a grocery store. Some shoppers chose from
six different kinds of jam. Other shoppers chose from 24 varieties. Here’s what
happened. Of those who had 24 choices, only 3% ended up making a purchase. Meanwhile, about 30% of shoppers made a purchase when there were
only six jams to choose from.

The first (and only) magazine dedicated to marketing
planned, major & blended gifts.
When you subscribe to Giving Tomorrow you
get access to exclusive interviews and advice
for building your nonprofit’s endowment — and
your career.
It’s a key step in joining a unique network of gift
planning professionals who see things through
a different lens. In an overly-digital world, you
will look forward to a glossy issue each month
you can hold in your hands — and you’ll love the
practical action steps you get from it.

plannedgiving.com/gt

Your Subscription Includes:
˔
˔
˔
˔

12 monthly issues (Mail and Digital)

˔ Admission to pre-recorded Micro-Lessons
Pocket Guide for Professional Fundraisers ˔ Major Gifts Today (monthly brief)
Pocket Guide for Staff and Beginners
˔ 50% Discount on Planned Giving Bible™
Pocket Guide for Board Members
A RESEARCH-BASED PLANNED GIVING MARKETING FIRM

800-490-7090

Writer’s
Block?

1288 Valley Forge Road
Unit 82
Phoenixville, PA 19460

Begin with
ready-to-go
planned giving
content.

Please deliver to:

Weekly Micro-Lessons,
downloads, and more.
GiftPlanning.Org

