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Agenda

• Eight Trends in Marketing for 2014

• For-Profit and Non-Profit

• Planned Giving
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Planned giving marketing
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Trend (1) Visually oriented design

Trends in Marketing Planned Gifts

• Easy digestible image-centric content

• Articles with images receive more interest 

• Images engage your audience
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(1) Visuals are a key to your marketing
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(1) Infographics
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(1) Work stress infographic
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(1) Tufts gift planning infographic
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Tufts initiated the 
project and 
created the copy. 

It was illustrated 
by John Martz.
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(1) Gift diagram and calculator
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(1) Interactive infographic
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(1) Google authorship
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(1) Who would you rather interact with?
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(1) Three leading trends in web design 

• Clean design

• Easy to use

• Credibility of fresh content  
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Trend (2) Less is more
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(2) Keep your message simple

• The benefits of giving clear

• Not too many options

• Access to information easy

• Make contact process simple 
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(2) If one starburst works… try six!
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(2) Simple direct mail 
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(2) Simple visual design
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(2) The 300 million dollar mistake
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Less clicks equals more conversions
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Trend (3) Testing
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There is no failure. Only feedback.
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(3) A/B or split testing
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(3) Popular A/B tests

• Headline

• Call to Action

• Layout
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(3) Headline, subject line, bullet points

The four U’s:

• Urgent

• Unique

• Useful

• Ultra-specific 
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(3) What to test?
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(3) Call to action testing

23% more conversions adding the security icon
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(3) Test everything
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(3) The testing tips

• Test one thing at a time

• Record results

• Manage expectations 
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(3) Institutional testing notebook

• Why, and what happened 

• Short pre-test & post-test summary

• Numeric results, interpretation & suggestions
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Trend (4) Content marketing
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(4) Educate, engage & entertain

• Planned giving awareness 

• Show why donor support makes a difference 

• Build trust and credibility
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(4) Content builds awareness
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(4) Newsletter articles are valuable
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(4) Email too!
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(4) To send or not to send…

• Is your email a good read?

• Is the audience taking away anything?

• Can they get the same thing anywhere?

• Don’t be afraid to be real
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• Social is not for every office

• Piggy back on existing efforts

• It’s best for awareness and stewardship
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Trend (5) Social media
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(5) Is your audience on social media? 
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(5) Baby boomers are here…

• 65+ are the fastest-growing group 

• 45 to 54 are the fastest-growing on Facebook 
and Google

• Boomers aging with technological 
sophistication
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(5) Facebook
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(5) Instagram
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(5) Pinterest
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(5) Google+
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(5) If you jump in, be ready to measure
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(5) Measure your efforts

• Audience growth rate 

• Average engagement rates 

• Visitor frequency rate 

• Influence
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Trend (6) Video marketing
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(6) Great for your website
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(6) Instagram and Vine
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(6) Social and video together…
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Trend (7) Optimizing for mobile 
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(7) Do a cost/benefit analysis
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(7) What’s next? 
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Tread (8) File analysis and segmentation

Your best prospects
are already in your 
database.
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(8) Audience

• Bequest donors
– Late 40s to late 50s, and 65-78
– Loyal donors, lower amounts

• Gift annuity donors
– Ages: mid-70s and older
– Fiscally conservative
– Loyal annual fund donors, usually very low 

amounts
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(8) BatchCalcs
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(8) Drip, drip, drip

• Planned gifts are prompted by life events–
death, birth, marriage, health, travel, 
retirement, etc.

• Keep a regular cadence of marketing 

• You never know when the time might be right
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What’s next?

Trends in Marketing Planned Gifts© 2014 PG Calc 63



PG Calc |  Invested in your mission

Trends in Marketing Planned Gifts

Questions?
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Still Have a Question?

Contact: Andrew Palmer, 
Director of Marketing Services 

E-mail: apalmer@pgcalc.com
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