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From Loyalty to Love

. . . getting donors to
say “I Do” when you
ask for major and
planned gifts!




Session Description

» This session will provide participants with winning strategies
that pave the way for an expanded relationship with loyal
donors, thus positioning your organization to be the recipient
of larger gifts ~ and ultimately, how to elevate your charity to
be the equivalent of a “life-partner” in the eyes of your
donors.

» In addition, we will focus on tactics for determining which
donors are suitable for a major gift request vs. those more
appropriate to steer towards planned giving.

» Finally, we will discuss how small development shops can
achieve significant results without adding extra staff or
significant cost.




Philanthropy Fundamentals

Love and Giving

Are both 7,\'})

Voluntary i




Philanthropy Fundamentals

Money Can’t Buy Love
And
Giving isn’t About Money!
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Giving and dating are both big business!
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Both Dating and Giving are on the Rise!
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“There’s Plenty of The n_umt_)er of 501(c)(3)
fish in the Sea” organizations 2001-2010
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Both Dating and Giving are about individuals!

Corporations
$15.79
5%

Individuals

$211.77
73%
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“Dating” _ .
Vs. —_—

“Longer Term
Commitment”

Fundraising:
Activities to garner

Philanthropy: Mission,

The effort to increase N Vision &
Values

human welfare
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Build Relationships
(Involve, Interest and Inform)

Identify




A Process takes time . . .

IDENTIFY




Managing Exgectations

People GIVE because they are asked . .. And because they
believe their gift will make a positive difference in society.

When people GIVE, they EXPECT:

1. To be thanked promptly (and sometimes repeatedly), and be
properly acknowledged and recognized

The ability to honor or memorialize someone as part of the gift
That the gift can be restricted for a particular purpose

That the gift will be used only for its intended purpose

Pl

To receive proper communication regarding the gift (i.e. pledge
reminder, Form 8283, etc)

6.  And, unless they say otherwise, people generally expect to be
asked again!




Which of the following is not true about both dating
and giving!

» Voluntary

» Competitive

» Diverse
» Big Business
» About Individuals ' b

» Strategic
\__4‘
» Cost Effective




An Accepted Model

Planned
Giving

Capital/Major

Gifts Campaigns Loyal Donors

Annual Giving




The New Paradigm
@ Loyal
Donors
>

Major Gifts

Planned Gifts

Donors
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Loyal Donors Defined

Wﬂuﬂ‘ M’lﬁ‘ M’lﬁ‘

Loval donors are those who give
donations of money, property,
skill and time

consistently and frequently to an
organization.




Build on Loyalty. ..

Identify Cultivate

Thank Solicit




Major Gifts

» Generally asked for on a

. el . face-to-face basis
A major gift is any gift so

large that its size is of a
different magnitude from
the organization's usual
range of gifts.

» Involve amounts that will
significantly help in
attaining fundraising
goals for specific projects

» Potential to have a
significant impact on the

Very tew donors organization
start out as Major

Gift donors - most » Require a plan/strategy
have a giving history » Rely on connections and
prior to making a strong relationships to be

major gift.

successful




A word about Major Donors

They Have:

» Resources to make the level
of gift
» History of contributing to

any organization (preferably
at a major level)

» Inclination or history of
contributing to your
organization

» A strong relationship with
someone in your
organization (you have a
relationship or someone to
open the door)

They Want:

» Greater accountability on
how their gift is being used

» More information on what
the organization is doing

» Access to the people
running the organization
when they want it

» Treatment that singles them
out as a “special friend” of
the organization

> Status as an “insider”




Planned Gifts

Require advice and/or » A large majority (69%) of PG
professional assistance and donors give less than $500 per
often involve the integration year.

of: »  Wealth Screening and

» Personal Goals demographic criteria are not
% Financial Goals indicators of someone’s

> Estate Planning Goals propensity to make a PG.

» Charitable Dreams »  Age can be a factor in PG, but
donor loyalty has a higher

predictive value.
With the exception of the L
Civic Donor - most PG The only criteria that has

donors have given proven itself as an accurate

consistently over many years marker is DONOR LOYALTY

before establishing a
planned gift.




Annual =——> Major > Planned

Gifts from Income ‘ Asset Transfers

1

Annual Giving & Capital Giving Planned Giving
Membership Multi-Year Gifts from One-Time Gifts of Assets
Gifts from Income Income (Non-replaceable)

(Replaceable) (Replaceable)




Number of people age 65 and over, by age group, selected years 1900-2006
and projected 2010-2050
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Note: Data for 2010-2050 are projections of the population.
Reference population: These data refer to the resident population.
Source: U.S.Census Bureau, Decennial Census, Population Estimates and Projections.




Pre-boomer Income vs. Net Worth

Household Income Net Worth

B Pre-Boomer B Boomer

B Pre-Boomer B Boomer

Post-Boomer
Post-Boomer

B Source: Center on Wealth & Philanthropy, Boston College




On-going Transfer of Wealth

20-year period (1998- 2017)
Pre-boomers to Boomers
$22.26 Trillion

» The wealth of pre-boomers has increased 90% since
they were 46 - 64 and will continue to grow as in
the past.

» 10.2% of pre-boomers were millionaires when they
were boomer age.

Source: Center on Wealth & Philanthropy, Boston College
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Opportunities

» Greatest available wealth in history available during next
40 years;

» Pre-boomers and boomers are philanthropically inclined
and present great opportunity for current and planned
gifts;

» Post boomers (age 47 and younger) have more income
and wealth than boomers had at their age, but give 20%
less than boomer did at their age;

» Institutions must strategically replace future current
giving shortfalls with planned gifts.

Source: Center on Wealth & Philanthropy, Boston College




Tax Relief, Unemployment

O p p ortun | tl €S /A Insurance Reauthorization, and Job

Creation Act of 2010

» The latest tax law, and the uncertainty about the transfer tax system
beyond 2012, make it important to re-assess existing estate plans and
understand how changes in the law could impact those plans

» The increased gift and GST tax exemptions provide major planning
opportunities in 2011 and 2012 that may not be available in later
years.

» The amount of wealth that may be transferred out of one's estate
today because of the increased exemptions may be enhanced or
"leveraged" through various planning techniques that benefit from
today's low interest rate environment.




First Gift

» New donor process
v’ Official acknowledgement /receipt
v Welcome letter/packet

v Thank you call (staff or volunteer)
v' Acknowledge in newsletter and/or on website

v’ Ask again within six months
Remember to:
Treat Donors as People
Be a good listener
Make Appropriate Asks
Send Consistent, Meaningful Communications
Treat every donor as an asset — because they are!

DOoO00 D



http://www.ivillage.com/find-your-dating-niche-online/315713

Increase the Love!

» Personal visit

v’ Ask questions and listen well

v’ Learn donor interests

v’ Learn what connects the donor to your
organization

» Report gift use
» Plug in to volunteer opportunities

» Connect with other similar donors
v Social Media
v’ Special Events




Using Volunteers to Build Relationships
Increase the LOVC (Involve, Interest and

Inform)

They CAN: » Sign letters with personal

» Say thanks ... Over the notes
phone, in letters, in person > Participate in donor
- a peer to peer thank you screening and rating

» Tell their story in a sessions
newsletter article . . . why > Call to personally invite
are you involved? donors to an event

» Offer use of home, office or » Call to confirm attendance
club for receptions, at an event
meetings, etc. » Assist with mailings,

» Host or attend a donor assembly of materials, etc.
reception » Stay educated on

» Introduce friends and philanthropic topics
family members > Give




Use Events to Increase the Love

» A great opportunity to educate donors and
prospects on the importance of your mission,
programs and services

» An chance to further establish and solidify the

relationship between an individual and the
institution

» An outstanding opportunity to publically recognize
both individuals and institutions who have played a
central role in your growth and success

Note: The average charity spends $1.33 to

raise $1 in special events contributions.




Increase the Love
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Recognition Societies honor and thank those donors
who provide:

» A high level of annual support ($1000+)
» Consistent, continuous support (any amount)

» Documentation of a planned gift (any kind)

Members enjoy a number of benefits, including
invitations to members-only events and special
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Increase the Love WESTERLY HOSPITAL
HEALTHCARE

Founders Society
Founders Society members are the leaders of our Annual Fund
program. Membership starts at $500 ~ At the new “Chairman’s
Circle” level of $1,000 or more members will received special
additional recognition.

Cornerstone Society
Individuals who have, verbally or in writing, indicated they have
named the Hospital in their will, or included the Hospital in
their estate plans, or have established charitable gift annuities
become members of The Westerly Hospital Foundation’s
Cornerstone Society. Members gather annually to hear about the
current status of The Westerly Hospital and its future goals and
plans. Members of the Cornerstone Society provide significant
long-term support for the Hospital while assisting donors in
achieving their personal tax objectives, and/or maintaining
lifetime income.



http://westerlyhospital.org/Default.aspx
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Increase the Love | |
Brattleboro Memorial Hospital

1904 Legacy Society
The 1904 Legacy Society recognizes individuals who have written Brattleboro
Memorial Hospital into their estate plans or who have made another type of
deferred gift arrangement in support of BMH. Some choose to remain
anonymous while others are comfortable sharing with us their intent. No
matter the situation, BMH is thankful for the thoughtfulness and future
planning.

Every June, the members of the Brattleboro Memorial Hospital 1904 Legacy
Society come together for a luncheon and an opportunity to hear from the
President & CEO of BMH on the state of the hospital. This past year, ten of
the twenty five members attended. The new President, Steve Gordon and his
wife Sharon were introduced. Steve spoke about the challenges facing
healthcare and his vision for BMH. He thanked the 1904 Legacy Society
members for the financial assistance and the cushion their deferred gifts
provide.



http://www.bmhvt.org/

Increase the Love

Lafayette is honored to give special recognition to those who demonstrate
consistency in supporting the College. Alumni who make gifts for five or
more consecutive years qualify for membership in the Fleck Consistent
Giving Society, named in honor of Cyrus S. Fleck Sr. ’20 (1899-2000), a
longtime Lafayette supporter and trustee. Fleck Society members are
recognized in the annual Summary of Giving and Volunteer Participation.
Engraved bricks along walkways honor our alumni who have supported the
College for 10 or more years.



https://www.lafayette.edu/launch-your-life/have-cur-non-impact

Give ‘Em What They Want

2011 JAN FEB MAR APR MAY JUN JUL AUG SER OCT NOV DEC
Annual Newsltr PG Letter Newsltr Appeal PG Newsltr Org Appeal Newsltr Thank EQY
Donors Mailing  from Mailing Update you card  letter

grateful

patient
High $ Newsltr PG Private Newsltr Appeal PG Newsltr Private Appeal Newsltr Thank EOY
Donors Mailing  Event Mailing Event you card letter
Consistent  Newsltr PG Private Newsltr Appeal PG Newsltr Private ~ Appeal Newsltr Thank EOY
Donors Mailing  Event Mailing Event you Letter

card

Legacy Newsltr ~ Special ~ Private Newsltr Appeal Special ~ Newsltr Private Appeal Newsltr Thank EOY

Donors Mailing  Event Mailing Event you card letter




Find the Love

How?

Conduct a BEN™ Donor Portrait Analysis

A practical and cost-effective analytical tool that

identifies prospects and opportunities to transform
annual donors into planned gift donors!
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LOYALTY PROFILE (ALL GIVING)

Loyalty &ge age Age &ge Age PG % of PG
Rank Loyalty Criteria Tor ES-T4 A5-64 <45 Linkmoysm Tokal Domors Total PG Rate
o1 15+ Consecufive Years 15 11 13 1] K| m €<—— 1 33.33% 1.42%
o2 10-14 Consecutive Years 119 113 139 3 108 2 €—m 1 33.33% 0AT%
o3 5-0 Consecutive Years 107 120 179 a0 363 99 1 33.33% 0.13%
o4 5+ of Last 10 Years 118 ar 175 k| 585 LT 0 0.00% 0.00%
05 51000+ High Gift {not abowe) ] i] 2 i] 185 167 €— 1] 0.00% 0.00%
Loyal Ranks 01-04 5T k) | S06 64 1,457 245 3 100.00% 0i7%
HIO High Dollar - Rank 05 ] ] 2 ] 165 16T o 0.00% .05
Cither in past 5 48 93 101 B4 B8.258 B B5T 0 0.00% 0.00%
Total Donors 405 420 600 128 0578 11,230 3 100.00% 0.03%
Donor Loyalty Ratio Loyalty Distribution (Ranks 01-04) PG Donor Distribution

[Ciavenport Barr, Inc. - 6033563311 REPORT 1




Our industryleading identification tool, The BEN™ Donor
Portrait, will help determine the likelihood of vour success in
major and planned giving. Just upload your donor database to
our secure FTP server and we do the rest! You receive a
comprehensive analytic report, loyalty rankings, a performance
profile of your annual giving program’s effectiveness, and flexible
tools by which you can forecast future Annual Giving Potential!

What’s more The BEN™ Donor Portrait Analysis
identifies, by name, those most likely to make planned

gift so that you know exactly who to approach!
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Contact us for a free consultation!

Leave us your business card

See us in the exhibit hall

Visit our website www.davenportbarr.com

Call us at 603-356-3311



http://www.davenportbarr.com/

