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Planned Giving Marketing: What 
Works, What Doesn't, and 
What's Next

Date: August 28, 2025

Time: 1:00 – 2:00 Eastern

Presenter: Andrew Palmer
Senior Director of
Marketing Services

How satisfied are you with your current marketing?
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• Mostly/Very satisfied: ~62% combined

• Dissatisfied / need to do more: ~38%

Most organizations are doing something and feel 
okay about it, but more than a third admit they’re 
underperforming. This suggests a significant appetite 
for scaling up and improving.

What is your most important goal for marketing?
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• Raising awareness: 38%

• Donor education: 31%

• Lead generation: 31%

The field isn’t driven by one dominant goal. Instead, 
organizations are split between awareness/education
and direct response (leads).  A balanced is needed.

1

2

3



5/29/2025

2

Do you have a written planned giving marketing plan?
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• No written plan: 59%

• Yes plan: 41%

A majority operate without a formalized 
strategy—indicating room for improvement in 
disciplined, year-over-year marketing planning.

Theme | Gift Type | AudienceChannelSchedule

THEME: It’s simple to change the future

GIFT: Bene Designations

AUDIENCE: Donors who are 45+ and have given 3-5 or more gifts in the last 
5-7 years.

Follow up with email two weeks after mailing

Print Mailing 1

Postcard

Apr-May

What is the most important theme you want to convey?
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• Many ways to create a legacy: 39%

• Impact of a gift: 32%

• Simplicity: 21%

• Tax benefits: 7%

Donor-centered storytelling dominates (legacy 
& impact). Technical/tax messaging is low 
priority—confirming a sector-wide shift toward 
emotion and simplicity over complexity.

What tactics have you used in your marketing?
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• Planned giving website (87%)

• Print newsletters (52%)

• Print Postcards (62%)

• Digital newsletters (55%)

• Donor surveys (31%)

• Social media (30%)

A mix of traditional print-heavy methods with 
growing—but less dominant—digital usage.
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What tactic has been most AND least effective?
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• Most effective tactics:

• Traditional print postcards (30%)

• Planned giving websites, newsletters, 
donor surveys, educational events (each 
~15%)

• Least effective tactics:

• Social media (29%)
Print still outperforms digital in this 

field, while social media is seen as the 
least effective.

Do you have a legacy society & how do you promote it?
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• Yes: 89% have one

• Promotion: 52% automatically 
enroll donors; But only 17% 
promote the benefits

Legacy societies are well 
established but not nearly 
marketed enough.

Which gift types do you promote in your marketing?
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• Bequests, IRA rollovers/QCDs, 93%,  Most common

• Complex gifts (CRTs 34%, CGAs 65%, real estate 4%), 
Less emphasized

Simplicity rules—aligns with donor behavior and 
earlier messaging trend. 65% market DAFs!
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Which outcomes have you observed from marketing?
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• Top results:
• More donor inquiries (58%)
• Confirmed new planned gifts (58%)
• Engagement from quiet donors (55%)

The programs that are active are producing direct 
donor activity and gift confirmations.

Do you use separate estate planning tools on your website?
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• 67% don’t use them

• Main barriers: unclear ROI (28%) 
and budget (24%)

• Users: Mostly FreeWill

Adoption is still limited, but 
perception of value is mixed. Budget 
and clarity issues prevent wider 
uptake.
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Size and type of programs surveyed?
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• Representation Dominated by Higher Ed (38%)

• 44% are “teams of one”

• 30% have 2–3 staff

• 22% have 5+ staff

Most planned giving programs are lean—
marketing capacity is constrained.

10

11

12



5/29/2025

5

Advice & Cautionary Tales
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• Donor-centered messaging: Sell the impact and legacy, not the 
product.

• Consistency matters: Ongoing communication is key (postcards, 
newsletters, surveys).

• Stewardship before marketing: Don’t overpromise without capacity 
to nurture donors.

• Surveys & events work: Especially targeting women and high-net-
worth donors.

• Messaging alignment: Ensure materials reflect your org’s voice, not 
just vendor boilerplate.

Key Trends & Takeaways
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• Simplicity + Legacy Language is Winning → Donors respond best to 
easy, mission-centered options.

• Print Outperforms Digital → Postcards and print newsletters drive the 
most engagement.

• Estate Planning Tools Still Emerging → Budget and ROI concerns limit 
adoption; Need a new player.

• Capacity Constraints → With most teams 1–2 people, outsourcing and 
vendor support play a big role.

• Stewardship is Critical → Marketing without stewardship risks donor 
trust.

Your Questions Answered
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What is the best way to 
promote new gift 
planning website?
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Promote a website
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Q&A
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Where do you start with 
Social media marketing?

Do you have managed pages or groups related specifically to PG? 

Donor Stories
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Q&A
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How effective are planned 
giving newsletters?

Print and digital

Q&A
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How should we ramp up our 
messaging when this has 
traditionally been minimal 
in our organization? 

Inserts get stuffed
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Let them ask for more
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Always Be Closing
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Magazine ads [Annual Giving Report/Alumni News]
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Q&A

8/28/2025 © PG Calc 2025 24

Is it effective to base a 
marketing calendar around 
themed time periods?
like Make-a-Will Month?

Make-a-Will Month
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Market your events
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Make special anniversary gift
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End of Year Giving
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Q&A
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Any suggestions for 
marketing CGAs, 
especially DGAs? 
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It’s why rate charts work…
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Personalize Marketing with BatchCalcs
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Q&A
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Any proven strategies to 
encourage documentation 
of Estate Commitments?
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Find intentions
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Be different
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Q&A
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How can we optimize 
emails to best get the 
attention of our 
constituents? 
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Unlocking Email Open Rates: 12 Subject Line Tips
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Q&A
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How does one address 
planned giving 
marketing to those 
that don’t understand 
planned giving?

What is planned giving anyway?
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Q&A
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How much is too much 
planned giving 
communication?

Know you donors
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Q&A
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How to incorporate 
AI into our marketing 
efforts? 

In what ways can we use this tool to maximize strategic 
marketing?
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Q&A
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What is the most important 
thing a small shop should 
focus on with implementing a 
planned giving program?

Do They Know You Exist?
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Q&A
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Which types of marketing 
work best with different 
age groups?
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• 21-54 Cash, Bequests, Beneficiary designations [simplicity of giving]

• 55-69 Appreciated securities, DAF, DCGA [retirement] 

• 70+ Retirement assets, CGA, QCD, CRT. [legacy and tax avoidance] 

Stages of Giving
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Q&A
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Would appreciate any 
advice you have on 
mailing lists and 
segmentation of lists?

Secondary indicators:Primary Planned Giving  indicators:
- Cumulative giving
- Affinity to Institution 
- Capacity via wealth screen planned 

giving scores

- Frequency of giving
- Longevity
- Age
- No heirs

Target indicators
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The traditional planned giving indicators are:
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Andrew Palmer
Senior Director of Marketing Services
apalmer@pgcalc.com

To ask a question click the 
Q&A button at the bottom
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Questions?
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