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Many organizations think they have to find millionaires in
their database to secure planned gifts. The truth: Planned
giving is about lifestyles and loyalty, not wealth. Everyone in

your annual fund program has the potential to be a planned giver.
This means you have more control over the process than you think.
Equipped with solid information and the right marketing strategy,
your organization can build a successful planned giving program.

A Huge Untapped Market

Research shows that although 42% of Americans have wills, only
about 9% have included charities.1 But once charities are included,
they stay: 97% said they had not revoked a charitable provision. An
additional 14% of those surveyed said they had considered including
a charitable bequest in their wills — even though no nonprofit had
asked them to do so. This leaves a largely untapped market.

By Lawrence Henze

Nov-Dec 05 NPW pgs 1-32  10/17/05  3:50 PM  Page 8



About Planned Giving

Planned giving, once called
deferred giving, refers to any
charitable gift that requires
more thought and planning to
execute than the average dona-
tion. Planned giving has tradi-
tionally been defined as gifts
people make near the end of
their lifetimes. There are many
kinds of planned gifts, from sim-
ple bequests in a will or estate
plan to annuities, charitable
remainder trusts, charitable lead
trusts, pooled income, life insur-
ance, and life estates.

Four Reasons Nonprofits Fail 
with Planned Giving

Nonprofits often have trouble
securing planned gifts. Why? The
answer generally boils down to
four factors: targeting the wrong
prospects, sending the wrong
appeal, asking too late, and
soliciting prospects for major
gifts instead of planned gifts in
hope of getting the money more
quickly.

Many charities assume that
their major gift donors will be
their best prospects for planned
gifts. When these solicitations
fail, organizations are left with
the impression that planned giv-
ing is just not right for them.
Other organizations send broad-
based planned giving mailings to
older donors, telling them about
a multitude of planned giving
vehicles and asking them to
contact the organization for
more information.. Returns on
such requests for information
often average less than 1%.
Moreover, little – if any – per-
sonal follow-up is done with the
prospects who don’t respond.

What Makes a Planned 
Gift Donor?

Research helps us understand
who the best planned giving
prospects are. The answer:
annual gift donors, not major

gift donors. Most major gift
donors have already made their
big donation to the organization
and are unlikely to make a second
large gift. As a result, it’s impor-
tant to focus on building long-
term relationships with annual
gift donors, whom you can count
on for donations year after year.

Not all annual gift donors are
alike, and different types of peo-
ple gravitate to different planned
giving vehicles. The good news
is that there are some income
and lifestyle factors that can help
you distinguish your best
bequest prospects from your
charitable gift annuity or chari-
table remainder trust prospects:

• Older retirees on fixed
incomes who still give to the
organization, although the size
of their annual donation may
have plateaued or gone down,
are likely to make a charitable
bequest, since they want to make
a final gift to the organization
they care about the most.

• Younger married couples
in their 40s and 50s are also
good charitable bequest
prospects. They typically still
have children at home, have
moderate to upper-moderate
incomes, and are active con-
sumers who use credit much
more aggressively than older
retirees.

• Single females over age 65,
many of whom have outlived
spouses, are excellent prospects
for charitable gift annuities.
Annuities appeal to them
because they guarantee an
income stream for the rest of
their lives.

• Wealthier people between
their mid-50s and age 70 are
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You don’t need millionaires in your database 
to succeed with planned gifts.

Donors are making many types of
planned gifts. Here are some of the most
popular ones.

• Bequest: A provision in a will or estate
plan that allocates all or part of the individ-
ual’s estate to a designated charity.

• Charitable remainder trust (CRT): An
irrevocable trust that pays a specified annu-
al amount to one or more people for a fixed
period of years (often the life of the individ-
ual). At the end of the term of the trust, the
remaining trust assets are distributed to the
charity. A charitable remainder annuity
trust (CRAT) provides a fixed payment; a
charitable remainder unitrust (CRUT) pays
out a fixed percentage of the trust value
each year.

• Charitable lead trust (CLT): While
this is similar to a charitable remainder
trust, in this case the principal reverts to
the donor or the donor’s designated heirs at
the end of the trust term. If the principal
reverts to the donor, he or she gets a chari-
table income tax deduction; if an heir, that
person gets a charitable gift tax deduction.

• Charitable gift annuity: An irrevoca-
ble transfer of property (such as securities)
in exchange for a contract to pay the donor
an annuity for life. Because the value of the
property exceeds the value of the annuity,
it is partially a gift to the organization.

• Life insurance: An arrangement in
which a donor gives a life insurance policy
to the charity. The cash value of that gift is
tax deductible, as are any future premiums
the donor may opt to pay on that policy.
Only life insurance policies that are paid in
full qualify as planned gifts.

• Life estate: A provision in which a
donor gives her or his home to the non-
profit while retaining the right to live there
for life. The donor receives an immediate
income tax deduction. The charity may sell
the property upon the donor’s death.

• Pooled income fund: An arrangement,
similar to a mutual fund, in which a donor
contributes to a fund and receives a share
of the proceeds based on the percentage of
his or her contribution. Donors pay no cap-
ital gains on the transfer of appreciated
property. When the donor dies, the shares
transfer to the charity.

Types of Planned Gifts

Planned giving is
about lifestyles and
loyalty, not wealth.

continued on page 10
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good charitable remainder trust
prospects. They tend to be fiscally
aggressive, and their credit histories
and lifestyles indicate that they are
upscale.

Armed with these donor profiles,
here are steps you can take to
identify and target the planned giv-
ing prospects in your database:

Use research to identify prospects.

Each person in your database
has an ultimate gift potential for
your organization. For many, the
ultimate gift potential may be $0.
Perhaps they aren’t charitably
inclined, or they give elsewhere.
Other people in your database
may be loyal donors, giving pretty
much the same amount year after
year.

There’s a third category of people
in your database: those likely to
make a large donation. These are
the ones you should analyze most
closely and with whom your organ-
ization should build relationships.
They include three types of donors:

• those who will make a major
gift (however defined by your
organization)

• those who will make some
form of planned gift, and

• those who will do both. This
category is typically composed of
the 15% of prospects at the top end
of your donor list who know your
charity the best.

As you analyze your donors,
avoid using misleading data. Most

generic models used to identify
prospects, for example, will steer
you toward people who have
reached a certain age and income
level. While you might find some
good major gift prospects, this
does nothing to identify who is
likely to make a planned gift.
Similarly, an intuitive model will
look at those people who have
already made a planned gift and
assume that all your planned giv-
ing prospects will share similar
characteristics. Yet the research on
planned giving makes clear they
do not.

The good news is that individuals
who make planned gifts tend to
look very similar from organiza-
tion to organization. This is where
predictive modeling can help.2

Such modeling lets you apply his-
torical giving patterns to your
database and create profiles of your
annual donors by type of planned
gift. 

Use marketing to reach out 
to your best prospects.

Research on planned giving
offers useful guidance to steer the
right message to the right person,
in the right way. Here are some
tips to get you started:

1. Keep your message simple.

The most successful solicitations
are clear, concise, and focus on
only one type of planned gift at a
time. Because bequest prospects
are different from annuities
prospects, for example, there’s no
reason to send anyone information
about both giving vehicles. And
don’t talk about a CRAT or a
CRUT3 – eliminate the acronyms,
technical language, and jargon in
favor of plain English.

2. Make anniversary-date solicita-
tions.

The best time to ask people for
donations is when they’re most
likely to give. Analyze your data-
base to learn which donors faithfully
give in a particular month or quar-
ter. If you know when people give
each year, you can gear your solic-
itation to that time of year. This
will save you money and build
more meaningful relationships
with your donors. In addition,
research shows that anniversary-
date donors tend to be good
planned giving prospects.

3. Adopt a segmented solicitation
strategy.

No solicitation strategy will be
effective if you don’t ask the right
way. Segmenting your database
based on who responds to what
type of solicitation (for example,
direct mail as opposed to telemar-
keting) will improve your response
rates and save money. Under-
standing who gives — and what
solicitations different people will
respond to – also offers you another
way to target potential donors.
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CREATIVE FUNDRAISING IDEAS ABOUT GRANTS
Paper Is the Magic Touch

The type of paper on which
you submit your grant application
gives you that extra edge. For
environmental grant requests, be
sure to use recycled paper. For
children and youth grant
requests, have children color
white envelopes with crayons.
(How could anyone resist open-
ing such a package?) For corpo-
rations, select paper that reflects
the corporation’s colors.

Target Your Grant Writing
Personalize your grant appli-

cations. For government grant
proposals, stick with factual,
direct writing. For foundations
and corporations, go for the cre-
ative, bold, intriguing, and mag-
netic. Make your grant request
look like a personal invitation that
calls, “Fund me, fund me!” to the
reader. For more ideas, see Grant
Writing for Dummies (IDG Books,
www.idgbooks.com).

Say “We,” Not “It”
Throughout your grant

application, be sure to use
the word “we” to refer to the
applicant organization. The
word “we” reminds the read-
er that real people are in
need and asking for help.
Many grant writers have been
conditioned to refer to the
applicant organization as
“it.” Don’t buy that antiquat-
ed advice from anyone.

Everyone in your 
annual fund program
has the potential to 
be a planned giver.
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Research shows, for instance, that
people who respond to direct mail
solicitations have historically been
more likely than telemarketing-
responsive people to be good
planned giving prospects.

4. Cultivate relationships with
annual donors.

Once you understand that your
best planned giving prospects will
come from the ranks of your annu-
al givers, the next step is to build
ongoing relationships with these
individuals. Ideally, officers and
other top representatives of your
nonprofit should reach out to con-
sistent givers once they reach age
40 to cement their relationships
with the organization. While the
personal touch is time consuming,
the long-term payoff can be sub-
stantial.

Put Your Strategies into Action

The right planned giving strate-
gies can provide a future income
stream for your organization. A
successful program depends on
solid research, savvy marketing, and

an understanding of the typical
planned gift donor. Once your
strategies are in place, you’ll be
poised to capture a share of the
estimated $6 trillion in philan-
thropic donations up for grabs
over the next half-century.

Footnotes
1Planned Giving in the United

States: A Survey of Donors,
National Committee on Planned
Giving (www.ncpg.org).

2 For example, Blackbaud (www.
blackbaud.com) offers statistical
models that incorporate over a
decade’s worth of planned giving
behavior around the country.

3A CRAT is a charitable remain-
der annuity trust. A CRUT is a
charitable remainder unitrust.
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The best time to ask 
people for donations 
is when they’re most 

likely to give. 

Lawrence Henze, J.D., managing
director of Blackbaud Analytics,
has extensive experience in
fundraising. Blackbaud (www.black
baud.com) is a leading global
provider of software and related
services designed specifically for
nonprofit organizations. 

Preventive

Gloves

Toothbrushes

Pediatric

PreventiveToothbrushesGloves

Call 1-800-558-6684 or visit www.plaksmacker.com today to order oral care products for your organization.

A variety of gloves to meet your organization's
needs including scented, latex, vinyl, 
powdered, powder free and flavored

All the essentials needed 
for good oral hygiene.

A full line of adult, teen and children's 
toothbrushes at an affordable price.

Your 
Source for
A Full Line

of Oral Care
Products
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