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What are we talking about?

Using donors to
bring in donors
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Planned giving marketing

Types of
Planned
Gifts
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Non-profit marketing

» To stand out, charities need to generate an
emotional reaction from your audience

« Define your cause and promote your mission

* Educate and inform on the benefits of Planned
giving.

The best way to achieve that is by using real
donors as an example. [storytelling]
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“"Quote”

“Marketing is no longer about the stuff that
you make, but about the stories you tell.”

“There isn’t a stronger connection
between people than storytelling.”

“I'm writing my story so that others
might see fragments of themselves.”

|
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The power of real people

Storytelling
Testimonials
Legacy Society
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Why do we use real people in marketing

* When we hear stories, we immediately relate
them back to an existing experience...

¢ And how that makes us feel.

* We are narcissistic in this way—but it explains
what makes storytelling so effective for
marketing purposes.

|
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Real people stories inspire us

* Your main goal is to engage people with an inspirational
story of your donor!

The story inspires someone to engage, why?
* they realize people JUST LIKE THEM make planned gifts
» they can also really have an IMPACT!

* they receive the SELF-SATISFACTION of giving. Good
feeling of making a difference.
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It's not a question of should | use them, its...

WHERE to get them
HOW to write them
WHEN to use them
WHERE to use them
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HOW do |
get them
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The first stories should be your boa

* Get influential and powerful people in your
organization to tell their story.

» Tell them benefits of storytelling for raising more
money and increasing donor engagement.

« Explain that people are influenced by what
others say and do. Sharing their personal
nonprofit story allows you to leverage social
proof that your mission is worth caring about.
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Reach out to donors directly

« Consider a more direct approach as opposed to casting a
wide net across multiple marketing channels.

« Ask you best donors.

« For volunteer stories, you could reach out to long-time
volunteers or chat with your volunteer coordinator to find
good contenders.

»  With such a direct ask, make sure that the messaging
around your request is friendly and personal. You
wouldn’t want them to feel like you sent it to your entire
list, so make sure they know that it's the story only they
can tell that you need.
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Events are great for testimonials

* Request one to two sentence statement
describing their involvement with your
organization, whether they volunteered,
donated, or attended an event.

+ Follow up for feedback regularly with

constituents, volunteers, donors, and other
supporters.

Use your iPhone
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Ask social followers for testimonials

* When sharing stories or quotes on social media,
it's a great opportunity to let people know that
you're looking for more!

» Depending on your mission and community on
social media, followers may jump at the chance
to be featured online.

+ See someone new commenting on posts or
participating in groups? Reach out to them and
find out their story.
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or survey

Two major benefits.

+ Surveys help you gather
testimonials quickly.

* They give respondents
enough time to be
thoughtful about their
answers.
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Donor survey on websites
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Remember to get both from the same donor AR

* If you get a donor testimonials, ask them
later for a full donor story.

* You also can take great testimonials from
your donor stories.
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HOW to
write them
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Stories need structure

* Arrange your donor story in a way that attracts,
engages, and inspires

* Who, what, when, where, and why

« Structure is important, because we want to
capture the readers attention.
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Start with the WHY - That is the hook.

Why did Jane Doe give a bequest?

» Did they receive a scholarship?

* Or did their family receive medical care?

* They were always passionate about the
environment, and want to preserve it?

+ They want to ensure other students get that
same experience—even if they can't afford it.

This is the emotional linchpin.
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Briefly include the WHAT [GIFT]

* What exactly did the
donor do?

» Jane made a great
decision to update her
will and include a
bequest to your Org.

* That's it. Keep it simple.
You can talk about the
gift vehicle separately.
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The WHO is not the focus

» A planned giving donor story isn't a biography.

» Just include anecdotal information about your
donor... it relates to their connection to your
organization.

".. said Jane Doe, who worked as a hospital
administrator for the 20 years.”
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Close the story loop

* End with WHY again

* Remind the readers what happens now.

“Jane now feels confident knowing future
generations will continue to receive the same
quality health care that saved his mother’s life.”
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Stories can be simple

* It doesn’t have to be dramatic or very revealing.
* The hook can be as simple as,

“| give because once | met one homeless kid, |
couldn’t stop thinking about all the others”

or

“l want to give the next generation the same life
changing experience that | had at this school.”

It's is the hook your readers see themselves in.
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Writing
Tips

ving Success
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1) Name and current address:

P
. . 3) Why did you choose o attend Columbia University?

Obtain most, if not Pt

all, the details N S

before Speaking during your time at Columbla?

with the donor. 3

per

Ll
attending Columbla?

8) Please describe your career after graduation.

L]
Family? Pets? Travel? Volunteering? Hobbies and persanal Interests?

Your follow up i ki
questions will elicit ® Pecesiars you [—
better testimonials. L —————

2) Why did you choose to makea legacy (planned) git?
'3) What type of git did you ehioose to make? Why? (E.g. gift by witl gift by

4) Why did you decide to make this typo of gt
5) What inspired you o make this imsportant ift?
6

» i what way?
=

it to Coluambla?
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firm but fair

* We give donors a two-week deadline, but
donors typically respond when they are ready.
You cannot force it.

* A soft touch is required. You can still let them
know if things are running behind.
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Start with a compelling headline

Grab your readers’ attention - Make them want to read.

Making a Lasting Impact to Help
Nourish Our Neighbors in Need

Helping Nurses Become the Best They Can Be
Giving is a Family Affair

A Lifelong Commitment to
Strengthening the Jewish Future

Helping Students Who Need It Most,
Long into the Future
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Use encouraging words

The story is good news. It's positive. It should
wake the reader up and make them feel better.

Stir their emotions with encouraging and
persuasive words and adjectives

* Amazing Unforgettable
+ Astonishing Life-changing

+ Eye-opening  Magical
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* Pictures draw the eye in a way that text can't.
* Work with donors to get photographs (or videos)
* Don't use stock photos.

Make the story come to life!
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Don't be afraid to edit

» If a writer or donor gives you a story, make sure
it fits your purpose.

» Edited for length, clarity, and voice.

« Extract testimonials for other marketing use.
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WHEN to
use them
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All the time!

Well, it really depends on your
community of donors.
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One

cohort cohort
responds responds
when sent T when sent
details emotion
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WHERE to
use them
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Everywhere!

Well.. if we are improving our relationships then
yes use them as much as you can.
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Making communications more valuable

Are your current communications improving your
donor relationships?

Each time you mail you are improving or
weakening the relationship.

Many organizations are sending out uninspired
newsletters that mean nothing to most donors,
and jargon filled thank you letters that alienate
donors more than they inspire.

Don't be this program.
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Stories to the rescue

« Stories connect with donors.
* They see themselves in the actions of others

» Jealously perhaps?

Bottom line they are not boilerplate.
[They should be interesting]

Samples?
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VIDEO
with Stories
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egacy Society Member Stories

WATCH VIDEO
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Establish a Lasting Legacy

1913 Society
Roster
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Newsletters
with Stories
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ng to Brown is a Family Affair

L O i
w a Donor Advised Fund? m

Brown's DAF

02023 o cal
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Profiles in Giving
P Allen - New Jeswey

i Summit Trust

s st i
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Email
Newsletters

with Stories
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Email Newsletters
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Brochures
with Stories
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The Netzer Planned
Giving Society

CREATE YOUR £
Legacy

AT SUNY ONEONTA

|
Make a Gift. Change a Life. e o tncc s

MELP STUDENTS ACHIEVE THEIR DREAMS
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Sell Sheets
with Stories
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AGift of Securities Today Will g i ities Today Will
Support the Leaders of Tomarrow. L Support the Leaders of Tomorrow

dyot easya

and Russell Sage

S TIUA SO ST B
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Websites
with Stories
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ROSALIND “ROZ" MOGER
BERNHEIMER '62 AND WALTER
BERNHEIMER Il

g

ROSALIND "0GZ MOGED
BEENMEIER 33 AN
. PALTER BEAMHEIMER
amosen

NNINGTON COLLEGE
BENNINGTON COLLEGE

[ LL A
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What's Your
Love Story?
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Direct Mail

SELF-MAILERS
with Stories
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ESTATE PLANNING DOESN'T
HAVE TO BE DULL

Suieipizabeth

it G A p £
LEFT HER LEGACY AT THE COLLEGE.OF SAINT E

55

74 Seriding me

to BBEN was
a huge source
of pride for my
mother, a single
parent. 1

~Mark Loeds 83

- CREATE YOUR LEGACY

AM BROWN,
_THE ALMY SOCIETY.
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Social Media
with Stories
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Use social to show mission stories

Charity: Water uses Instagram to tell the stories of
families who have been given access to clean
drinking water.

o860 6
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Social is made for donor stories

Giving Back, Giving Forward, and Leaving Your Lagacy.

nsgired, fousish.

single gt can have on the future of Columbia, snd the worid.

Impact Makers
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Don't do this

REDUCE TAXES WITH
ESTATE PLANNING

o f
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Testimonials

What about
Testimonials?
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Testimonials motivate action

Just like the donor story
» Supporters look for themselves in testimonials,
and when they find one that they can personally
relate to, that can clinch the deal.

» For marketing, you'll thank yourself for building
up a stockpile to use as needed.
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o gives them

They come from a wide variety of people involved
with your cause, including:

* volunteers
+ staff
* donors

* benefactors
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Just like donor stories

* Headshots
* Videos
* Audio
Make them come to life

Samples?
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Brochures

with
Testimonials
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4, Christian Camps
5 andconferences
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Bright Future

The Legacy Socioty

Your Enduring
Legacy

67
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Create Your Legacy

Gitts that Give Yau
Ufetime income

Carnegic Mellon University
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Newsletters
with
Testimonials

entric Marketing
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Nice testimonial
pull quote

The Charitable Gift Annuity:  J—-
®

Now Is the Time

Get creative
with pictures

72
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Self-Mailers
with
Testimonials
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EAVE A LEGACY

HELPING THOSE IN NEED

GIVING FROM YOUR IRA

It AL

75
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Inserts
with
Testimonials
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Yone 4 belgu o prie e, corepasicmate ars £ vy e e touch.

“Lmeus 1 had o spport
that dids0
much for me cnd ey wrfe.”
il
o g S
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Postcards
with
Testimonials
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Why is WPI
in my will?

PG Calc | Your Partner In Planned Giving Success

CREATE YOUR LEGACY
WITH RETIREMENT ASSETS
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Websites
with
Testimonials
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Work with what you got

&=

Planned Giving Testimanialy

Joan Mariow Golan
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Weave in testimonials
or stories on the
content pages.
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Legacy
Society
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The Legacy Society

rEDDIE
sismivesinmemt  THE BELL SOCIETY It's an exclusive club.
— | acemrermat}
Your legacy society
Y COMG AMEMBUR WATIRS should provide an
TaKrous opportunity for your

donors to spend
time with other
donors.

These donors are
your most passionate
and committed
supporters.
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PEDDIE P —
messnennes  BELL SOCIETY FALL LUNCHEON

SATUROAY, SEPTEMBER 34,2022

The social gatherings
help reinforce the
idea that making the
planned gift was a
good idea.

mxous

Introducing them to
others who have
made the same type
of commitment
reinforces their own
commitment.

87
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Legacy Society

» Great stewardship to thank donors on a regular
basis and maintain them as “insiders”

* It's a tangible marketing tool to promote future
legacy gifts from new donors [Peer to Peer]

« Listings of donors is as much stewardship as it is
a list of references. [print and online]

Your members are your stories come to life.
Use these like-minded donors to persuade others.
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GENERATIONS
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Which brings us back to this...
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Who we are
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Donor video

o Wheiber ot

Build the future!
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Still Have a Question?

Contact: Andrew Palmer
Email: apalmer@pgcalc.com
Phone: 888-497-4970
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