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Beth: Hello and welcome to Driving Participation. I am here today with Joe Tumolo who is 

one of the principles of Gift Planning Development. Joe and I met sort of by chance while 

I was finishing up a speech and he was coming in to start a speech. I think we were out in 

Harrisburg at the Pennsylvania Association of Non-profit Organizations Conference. Maybe or 

something out in the Harrisburg area and we ended up connecting after that and have been 

in touch and communicating with each other ever since. He’s got some really great ideas on 

planned giving and I’m thrilled to have you on the call with me today. Hi Joe!

Joe: Hi Beth! It’s a pleasure to be here. Thank you.

Beth: I always think it’s interesting with the chance meetings that turn into just a great source 

of information and education and I know I’ve learned a lot from you just in the times we’ve 

talked about the areas of specialty around planned giving, which is not my area of expertise.

Joe: My message Beth is planned giving does not have to be complicated and it really comes 

down to relationships. It comes down to communication of all things that you’re good at and 

so I think it’s a good fit.

Beth: It really is. Tell us a little bit about how your journey brought you to doing what you’re 

doing now. 

Joe: Sure. For the last eleven years or so I’ve been working with non-profits in the plan giving 

space and helping folks develop their programs or take their programs to the next level 

and my journey started in kind of early mid-life situation where I was in direct marketing for 

twenty-seven years and really had a passion for volunteer work for non-profits and worked 

with a personal coach who keeps saying, “every time we get together, you talk about non-

profits. Did you ever think about working for a non-profit?” and then that saying where people 
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show up in your life at a certain time for certain reasons, somebody showed up in my life and 

introduced me to planned giving and I found it to be a great way to utilize a lot of my skill 

sets. Primarily I’ve been on the sales side of things and it didn’t take me too long to realize 

that fund raising and selling are pretty similar. One of the things that I preach about to my 

clients and audiences is that the skill set and mind set of a good fundraiser are shared by a 

good professional sales person. That’s a lot of what I bring to the table and then of course 

showing people that this does not have to be complicated, that plan giving is something 

that your donors want. That’s a key point that I like to drive home with people. If you’re not 

offering plan giving to your donors, somebody else is and I promise you that if you’ve got 

loyal, giving donors, they want these options and you could even think of it as maybe you’re 

even depriving your donors by not offering these options to them.

Beth: I can really see how that could be the case because as organizations are looking to 

build and attract people even closer in and want them to become even more involved, if 

your fund raising plan is sort of one dimensional, there isn’t any place to move people to 

that necessarily would meet all their interests then I think that the longer you grow as an 

organization, you’re going to be attracting people who want to really show how much they 

really appreciate the work that you do.

Joe: Yeah and we’re helping them to accomplish their goals. We’re helping the donors 

accomplish their goals for philanthropy, what’s meaningful to them in their life and the legacy 

that they want to leave and again the point really is that it’s our job as communicators, as 

fundraisers to show donors how simple plan giving can be and certainly that’s going to be the 

main point that you and I focus on in our conversation today I’m sure.

Beth: You’re in this world a lot so a lot of the organizations that I think might listen to this 

and really exist out there are often on the smaller side, so not everybody has somebody to 

focus on this exclusively and I know from my experience from working with people in fund 

raising, they come from all sorts of backgrounds. There might be English majors, there might 

be marketing people, there might be business people, all kinds of different people, but 

there is no guarantee that those people maybe sort of have the financial or the numbers 

based background that would proceed as part of this planned giving. It’s complicated, it’s 
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about financial and numbers and I’m used to communications and writing pretty letters and 

being warm and inviting. What do you tell people about that when either someone in their 

organization says, “We really need to get some planned giving going on here” or they feel 

maybe one of their donors has mentioned to them, “What can you do for me”. How do 

people that don’t have a background in this begin to understand how to communicate to their 

donors that might be interested in this?

Joe: Sure and as you eluded to, it can be a scary thing. As a fundraiser, what if I bring up 

planned giving with my donors and they start asking me all these questions and I don’t know 

the answer to? It’s really going to make me maybe jeopardize my credibility.

Beth: Absolutely! I tell everyone, “I went to art school, don’t make me do math”.

Joe: But we have to remember and understand that the majority of the plan giving 

opportunities are simple, non-tax related gifts so the bulk of the activity are what we call 

beneficiary gifts. The donor leaving us as a beneficiary in their will, the donor leaving us as a 

beneficiary in life insurance. In my favorite, retirement plan. 401K and IRAs are most heavily 

taxed assets for most of us and they are the worst vehicle, worst asset to try to transfer to 

somebody because there’s so much tax and so very simply we can say to a very loyal, loving 

donor who does want to do more, who can’t write a big check, who wants to give back in a 

bigger way, we can say, “leave us as a beneficiary in your retirement plan”. One of my Alma 

Maters is St. Joseph’s University here in Philadelphia. I’ve been a long time loyal donor for 

years and a couple of years ago, the former director of plan giving called me, Dave Crawford, 

and Dave is a friend of mine and I worked with him so I knew him and I’m in the business so 

this is kind of like a speed dating example. It’s a very accelerated, exaggerated example that 

I’m going to give you, but I think there are some lessons that we can pull out of this and apply 

to whatever our situation is. Dave calls me one day and says, “Joe I’m calling to say thank 

you. Thank you for your loyalty to St. Joe’s”. Now Dave is the first person to ever pick up 

the phone and say thank you and not to disparage St. Joe’s, but most universities and larger 

shops are just not in a position where they can call everybody and I was certainly not a major 

gift prospect for them, so that was really cool to have Dave call me to say thank you. That in 

itself was pretty powerful. If you started to pick up the phone and call your loyal donors and 
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just said thank you, if nothing else, that can lead to so many things even if it doesn’t lead to 

a planned gift. Just picking up the phone and calling somebody who’s been giving 10, 15, 20 

years and saying, “:Beth I’m just calling to say thank you” and then a very powerful question 

and simple question, why? Why are you so loyal. What is it about St. Joe’s in this case that 

keeps you so connected? I shared my story with Dave about the Jesuits and the education 

and how much that experience affected me as a student and in my adult life and again this 

is accelerated, but after a couple of minutes of chatting, he said, “Joe did you ever think of 

including St. Joe’s in your future plans?” I like the fact that he used the term ‘future plans’, not 

estate plan. Although we all have an estate, some of us sometimes think that estates are just 

sometimes for really wealthy people. So he said in your future plans and I said, “well actually 

Dave, yeah I’m in the business so again I’m a little more tuned in on it, but I’ve been waiting 

for somebody to notice. I’ve been giving loyally forever. My wife and I don’t have children. I 

love St. Joe’s”. He said, “Great. I can make it really simple” and I’m all about simple so I said, 

“Sure, what do you have in mind” and he said, “how many 401K and IRAs do you have” and 

I said, “I have my personal 401K that I contribute all my savings now, but I’ve got this IRA 

that’s been sitting in a bank forever and I don’t touch it and I get the electronic statements 

and I don’t even look at them”. He said, “how about just making us a beneficiary in one of 

those IRA account of 10%”. I thought that’s not a lot, but I wanted to talk to my wife, Lorraine 

and we agreed. I went back to Dave and I got the beneficiary form from my financial adviser. 

That was real easy, he emailed it to me. I didn’t need an attorney. I always do recommend 

and suggest to the donor that they check with their professional adviser or financial adviser or 

lawyer or accountant before they do anything, but didn’t need an attorney and within three 

days my wife and I were members of their [unintelligible] Society, Plan Giving Society. It was 

simple. It is something that is very meaningful to us and me. It’s a way for me to give back to 

St. Joes in a way that’s much bigger. I’m just not comfortable with writing a big check to them, 

but I can easily leave them the beneficiary in my IRA. There’s a stat out there that says once a 

donor joins your plan giving society, their outright giving, their annual giving on average will 

increase by 50% or more.

Beth: Really?

Joe: Yeah so we had remember that we had to tell our boards and our boards said, “we don’t 
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have time for plan giving. We are raising cash. Who has time for this?” First of all, most plan 

gifts will, once you start filling that pipeline within 5-7 years, you on average will start seeing 

some of those gifts coming in. The other thing is that successful fund raising programs have 

about 15-20% of their total dollars and donations coming in as plan gifts.

Beth: How much?

Joe: 15-20%.

Beth: Wow. That’s significant.

Joe: Yeah, so if you look at that and say, “we’re bringing in a million dollars a year, we could 

easily be bringing in $150,000-$200,000 in planned gift commitments each year. That’s one 

example. I kind of drifted a little bit there.

Beth: No that’s okay. I love that there’s two specific things that you said in that story that keep 

coming up - the more people I talk to I cannot get over how many people say as the very 

first thing is to pick up the phone and call. I’m hearing that over and over again and it’s funny 

how resistant we all are to calling I guess in the fund raising world, but really in any world is 

that feeling of I don’t want to pick up the phone. I’ll just email or mail them something and 

do some other stuff rather than picking up the phone to call and so many people have been 

telling me just how appreciative people are when they get an actual person that picks up the 

phone, especially if it’s just a phone call to say thank you. That was phenomenal, but I also 

love that he called you to say thank you and then gave you an opportunity to tell your story, 

which both lets him capture your story, but it makes you feel like you’re being paid attention 

to, that you’re listened to and that you’re giving first, which kinds of sums up that exchange 

for he listened to me, now I’ll listen to him. It sort of breaks down the barriers and lets people 

open up in a way that is so simple and gratifying for both parties.

Joe: Absolutely and I want to be clear in that example. Again that was an accelerated 

example. I’m not necessarily suggesting that people try to close a plan gift over the phone 
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although that is done quite a bit in some of the work I’ve done over the years working 

with large national charities who have so many donors they could never get to them and 

outsourcing some of those phone calls to very high end telemarketing companies, so that 

is done, but for most charities I wouldn’t necessarily recommend that you do that over the 

phone so some of that, the thank you and why are you loyal could be done over the phone, 

and certainly if your goal is to have a face-to-face visit with the donor that you could have 

the rest of that conversation face-to-face. Another story that I like to tell about this, we think 

this could get really scary and I don’t really know what I’m doing and I’m afraid to get into 

a situation where I don’t have answers. Early on in my sales career I had a sales trainer and 

Harry told me this story that I refer to a lot to this day and it’s about a guy who was a, we used 

to call them janitors, a super magnificent guy that would clean a department store and he was 

sweeping the floor one day and there weren’t a lot of sales people on the floor and there was 

a customer in the appliance section looking at space heaters. She said, “Excuse me sonny. 

Can you help me?” and he looked around and said he was a cleaner not a salesperson. He 

didn’t see anybody and he said, “I’ll try. How can I help you?” and she said, “I’m looking for a 

space heater.” This guy knows nothing about the product, the space heaters, so he starts like 

most people would do and asked her questions. What are you looking for? Do you live alone? 

Do you have kids in the house? Do you have pets in the house? Were you looking to heat the 

whole house or just one room? He asked some really great questions and she answered them 

and they were figuring it out together and so he said “let’s look at them” How about this? 

How about that? Does that make sense? She finds what she needs, he helped her out and he 

feels great, she’s great because she had somebody who took care of her at the time to listen 

and ask questions and he started to hang out in that department and started talking to more 

and more customers when there wasn’t a salesperson around. A couple of months went by 

and the store manager got wind of this and called the gentleman into his office one day and 

said, “I understand you’ve been helping out customers” and the guy was kind of apologetic 

and the manager said, “no, no, no. I think it’s great. In fact, I want to offer you a sales job. 

I’ll tell you what we’re going to do. We’re going to send you out to the mid-west to product 

training”. They sent him out to Indiana for two weeks of very extensive product training and 

he comes back and it’s his first day on the floor and he’s this sales guy and he’s got this great 

suit on and he’s feeling really good and he has all this technical knowledge. There’s a woman 

in the appliance looking at heaters just like the other one and he’s all ready and he says, 
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“Can I help you?” and she says, “Yes, I’m looking for a heater”. He just starts dumping all of 

this technical information over and she can’t get a word in edgewise. Now he’s armed with 

all this great technical knowledge. Finally she interrupts him and says, “who, slow down. I’m 

only trying to figure out if it will keep an old lady warm”. We have an attitude with donors 

that I don’t know about [unintelligible], but let me ask you a lot of questions and let me be a 

really good listener and we can figure something out together. I know the basics so I can kind 

of give you a sense of what some of our other donors have done, but certainly you’re going 

to want to talk to your professional adviser anyway and chances are I’ve got somebody on 

my board who might be an attorney or someone who can help us out if we just want to get 

some preliminary information, so going in with that attitude of I don’t need to know all of the 

technical stuff, it’s probably not going to come up anyway and if I just say let’s figure it out 

together like the initial guy sweeping the floor, it kind of eliminates fear that holds us back.

Beth: Yeah. You’ve had a ton of experience working with people who had existing programs 

and are launching new programs and starting this up. What have you seen that’s been working 

really well in people attracting people to a program or stewarding people? I guess I’d be 

interested in stories of both. What’s attracting people to get them to say,”yes I’m interested 

and I’d like to talk to you about it”and what are people doing with people who are already 

saying, “yes I want to put you into my will” or put you into whatever form is going to happen 

to make sure that when the money actually comes due shall we say, that the person still feels 

that that was a good choice and continues that?

Joe: Great question. Absolutely. More and more donors are holding charities accountable. 

Some of the work that my business partner Brian has done in studying generations and how 

they give and their propensity to give, Brian and his team found that those 65 and over tend 

to be more motivated by their peers. That World War II generation that is unfortunately dying 

off, they’re such a different generation when it comes to giving. They’re more trusting. A lot 

of it comes from, “my classmate did it” or “my friend Jim did it” and “it’s expected of me. 

I’m supposed to give back”. As baby boomers and younger start to age and become more 

likely to have planned giving conversations, those 65 and under tend to be motivated by the 

outcome. I am only accountable, my wife and I have five charities in our estate plans. I’ve 

taken some out. Again I’m in the business so I’m really maybe a little more particular than 
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some.

Beth: High standards there?

Joe: Yeah, exactly. Yes I have high standards and they’re all great charities and I can make 

a great case for all of them, but if you’re going to ignore me, if you’re having issues I’m 

hearing about in the media or just in public that maybe things aren’t going so well. There’s 

1.45 million 501C3s out there. I’m sure most of them are doing great work. I need to have 

confidence that if I’m going to invest in you that it’s a good investment. I did a board 

presentation for a national charity a couple of months ago and it was wonderful. There were 

about twenty board members and most of the fund raising staff were there in the room as 

well. It was more of a workshop. There was more interaction and there was an older trustee. 

This was a [unintelligible]. She’s a retired physician and she said something. She said, “well, 

how do I know you guys are going to be around in 6 years? 10 years? 15 years? You want me 

to invest in you and there’s no endowment. I have no idea whether you’re going to be around. 

Why would I do that?” There’s that sense of accountability so it’s important that I talk about 

endowments and why it’s important to have an endowment and to have endowment policies, 

to give acceptance policies, what types of gifts are we going to accept. I want to make sure 

that while I talk about a lot of this stuff being very simple and just go out and start to talk to 

people, that’s all great. At the same time, you do need to build some infrastructure internally 

and there are plenty of sources and people. There is the Partnership for Philanthropic 

Planning Association, Partnership for Philanthropic Planning and their website has a lot of free 

resources for some of the things I’m talking about - acceptance policies, endowment policies.

Beth: I’ll add that to the show notes.

Joe: Yeah. You do need to have all this stuff. I’m kind of glancing and glossing over that for 

our purposes today. I want to make sure that I get that in there. That’s an important part of all 

this.

Beth: It’s always helpful to know what are the resources you’ve gone to to sort of learn and 
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expand your knowledge or what are great places that other people could go to to learn how 

to build a program like this.

Joe: Certainly Partnership for Philanthropic Planning. There’s an organization called Leave a 

Legacy. Certainly Community Foundation depending on the size of your organization. If you’re 

a gated community foundation, we would love to educate you and talk to you about planned 

gifts and how they can work with you and your donors.

Beth: Do you have any sort of examples of somebody that starting up a new program, a new 

plan giving program? How did they go about building participation and communicating the 

offering and this opportunity to the people that were in their orbit?

Joe: Sure. I’ll give you a quick little recipe here. If someone doesn’t have a program, 1) I 

would go into my database and I would start to run some reports. How many total mailable 

records do we have? How many loyal donors? How long have we been around? How long 

have we been fund raising? If we’ve been fund raising seven or more years, certainly the 

longer the better, but if we have some track record here, then chances are we have some 

loyal donors so I would go in there and if you have a database person you can have that 

person start running some reports. For example, go to your database person and say, “run 

me a report of everyone that’s given ten or more years”. If that’s a lot of people, then you can 

go to 15 or more, 20 or more depending on the size of your database and how long you’ve 

been fund raising. Come up with that list and that’s the list that we call the loyals. Once we’ve 

established that, then we have to build a strategy around how are we going to communicate 

to those folks. Over and over again the biggest thing I hear from fundraisers is “I don’t have 

a lot of time to go out and see everyone that I want to see”. As you pointed out earlier, 

we’re a small shop. I don’t have the luxury of spending all day or all week talking to people 

about plan giving, which is another reason why you’ve got to incorporate it into your overall 

conversations. The other thing I like to say is that plan giving is a team sport. Those that have 

successful programs, it’s not just one or two people promoting plan giving. It’s everybody. 

Everybody in the development office. It’s board members. It’s volunteers. It’s the development 

committee. It has to be a team effort and has to be a team sport. We’ve got the loyalty. We’ve 

got whatever it is, a couple hundred or a couple thousand people that have been giving for 
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a long time and we want to build a strategy. We want to start marketing to those people. We 

hopefully want to start picking up the phone and thanking them. Hopefully we want to go out 

and visit them. Again we may not have time to sit and talk with them about plan giving, but 

we can talk about this popular phrase out there, this blended gift approach and maybe talking 

to them about maybe writing a check and then thank you for the check. Did you know you 

could leave us as a beneficiary in your 401K, IRA, life insurance or your will? There’s a sense 

of timeliness. If we’re doing a spring mailing, most of our donors know that within 30-60 days 

they need to mail us a check. If you don’t mail a check by then, maybe we’ll call you or maybe 

we’ll send you a reminder or maybe you’ll hear from us again in the fall, but there’s some 

sense of timeliness. With plan giving, there’s just no sense of urgency.

Beth: Yeah. That’s different from like an annual appeal. We need to get your money in by this 

year.

Joe: Yeah. I’ve worked with a lot of clients on the marketing side and they’d say, “we did a 

mailing and nothing happened. Nobody is dropping everything and calling us”. It’s not like 

annual funders. What’s the compelling reason? As you preach to your clients on a marketing 

side, every communication should have some sort of compelling offer, some called action.

Beth: What types of things are working?

Joe: One of my favorites is a legacy society membership drive.

Beth: Okay.

Joe: If you’re starting a program, you go to your database, you look for your loyals, then you 

start a legacy society. A legacy membership society and it’s not complicated. You just decide 

to come up with a clever name for the society. It could be based on a founder. It could be 

based on some type of theme that your donors know about. We had a client that is a Quaker 

school and on the main building there’s a weather vane and a cricket. If you went to that 

school you know about the cricket so they named it the Cricket Society.
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Beth: Right, makes sense.

Joe: All their branding had a little cricket on it.

Beth: Which is also a really good thing. I’m always a big fan of if you’re looking for people 

to become insiders, communicate to them like they’re insiders. Use something that’s quirky 

and intimate to your organization that only an insider would know. It’s a perfect way to make 

somebody feel that they are being held close.

Joe: Absolutely. So you form that planned giving society, you draft up a membership 

application. Very important, you don’t want it to sound or come across like it’s a contractual 

legal thing. You’re inviting people to join the membership society so it becomes an invitation.

Beth: With an actual application.

Joe: Yeah and that’s something that if I have a template, you can make it available to your 

listeners.

Beth: I’m sure people would love to see that.

Joe: I’ll send you that and you can post it and they can download that and put their branding 

around it and then I recommend setting a goal. I recommend that for everybody to have a 

goal. We have a goal for out right giving, for annual giving every year. Why don’t we have a 

goal for how many members we want to add to our planned giving society? I don’t suggest 

setting a goal for how many realized plan gifts. We don’t want to wish our clients or donors to 

pass away. We can’t control that, but we can start to measure how many people that I pick up 

the phone and call and say thank you and how many people did I have this conversation with, 

how many people did I ask to join this society and how many people actually joined? One 

of my other Alma Maters is a community college here in the Philadelphia area, Montgomery 

County Community College. I helped those folks with some plan giving initiatives as a 

volunteer. The college will be 50 in 2015 next year, I’m sorry. the end of this year it will be 50. 
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We set a goal to get to 50 members of our planned giving society, the [unintelligible] society.

Beth: That’s great. So there’s some logic to it.

Joe: Yeah and then first of all and I always recommend to my clients, join the society yourself. 

How can you go out there and start to ask people to join a society if you’re not a member?

Beth: That’s definitely true.

Joe: If you have a retirement plan with the charity that you work for or you have one on your 

own, you can make the charity a partial beneficiary, either a dollar amount or a percentage 

and you can always change it if you are no longer with the charity or if something happens, 

but whatever is meaningful to you, even if it’s 5-10%. Just get started. Get in there and then 

you go out and start to invite people. Some of the work I’ve done at the community college 

I started to invite people to join my wife Lorraine and I as members of the [unintelligible] 

society. The big thing that I hear from people is that they tell me, “we have some donors that 

have done some things with us around plan giving, but we didn’t know about it. They never 

told us.”

Beth: I hear that a lot too.

Joe: Yeah at that same board presentation there was another board member and we were 

talking. He was kind of playfully heckling me a little bit so we were going back and forth in 

a funny, playful kind of way. I brought this conversation up. I said, “A lot of this is getting 

people to what we call self identify and it’s kind of like if you’ve done something, if you put 

us in your will, please let us know so we can thank you and allow you to enjoy that now while 

you’re alive” and the gentleman said, “well, I’ve done something” and I jokingly said, “why 

didn’t you tell these people?” He said, “It never occurred to me to tell them.”

Beth: Right and that was going to be one of my questions. Obviously there are people that 

have it never occurs to them to say anything, but are there other people that just don’t want 
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to say anything, that they might change their mind?

Joe: Absolutely. There was a study done I think it was Bank of America maybe last year. They 

surveyed, this is with high net worth donors, and the big reason they said why they don’t tell 

the charity that they’ve done something is actually that they were afraid that the charity would 

advertise it so much that other charities would start calling them.

Beth: Right and I can see why people would be concerned about that.

Joe: We can’t control that. I don’t really have a catch all solution for that, but I think they’re 

the minority. I think as long as we do a good job of showing that, Lorraine and I are benefiting 

as being a plan giving donor now, while we’re alive. Not when we’re dead.

Beth: How are you benefiting? What kind of program have these organizations put together?

Joe: To your question about stewardship is that the charities that we have, especially in 

Montgomery County Community College, they’re a great example. They’re doing a great job 

of stewarding us. They’re keeping us engaged, they’re getting us involved, they’re showing 

us other ways that we can participate philanthropically that is not going to break the bank. 

They’ve just opened a wonderful culinary institute, very unique in this area up in Lansdale 

[unintelligible] area and my wife and I are passionate about cooking. They get us engaged, 

the get us to meet some of the students in the scholarship and they showed us a program 

where we could do a partial scholarship to help some kids or folks get through the culinary 

institute, which we did so we became more invested, more engaged and we get to meet 

the students that we’re helping and it’s an incredible feeling and it adds a lot of purpose to 

our lives. Again to my point earlier, my attitude towards the college was I want to do more. 

I want you to offer me other ways to help me accomplish my goals. My goals are not always 

tax driven. For us because we’re the average donor, it’s not tax driven at all. My goals are 

not always financial. It’s a lot of feel good, meaningful, purposeful components to this. When 

it comes to stewardship, it’s keeping people engaged. It’s again picking up the phone and 

saying ‘thank you’ so that when your donor that is in the Planned Giving Society, even if they 
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send you a $5 donation on line because they saw something that inspired them, somebody is 

picking up the phone and at least leaving a voice mail just to say, “Beth thank you so much for 

all you do for us. Thanks for being a member of our cricket society. We can’t do it without you. 

I know you’re on the road with clients and if you’re ever up in our area please stop by. I think 

you’d really get a kick out of the new childrens wing that we just opened up.” I’m thanking 

you and I’m keeping you engaged and letting you know that you’re important to us because 

if I ignore you, chances are that you’re going to go somewhere else. That Legacy Society just 

to kind of close the loop on that at the college, our goal was 50. We started with 28 members 

last year and we’re up to about 47 or 48 at this point.

Beth: A specific thing I wanted to ask you was are you marketing that? When you say drive, 

are you marketing that all year round or are you doing a push sort of like we want to get this 

many people by this date? Is there a time factor?

Joe: There is, by the end of the year.

Beth: Okay. Do you also promote that? You know, get it in by this time. Is there any other 

benefit, obviously there is a benefit to the college to have them in by the end of the year, but 

is there going to be anything different after the end of the year?

Joe: Great question. Not really. I also want to be careful here because there’s some research 

that’s been done and I certainly agree with it that says that legacy Societies are not the main 

reason why somebody would make a planned gift commitment and I agree with that. I’m not 

saying just because I have a membership drive of getting 50 members, you’re going to drop 

everything and consider us part of your family. No, but A) if you’ve done it now is the time 

to tell us because we have the draw and we can recognize you and B) if you’ve ever thought 

about it or you’re open to a conversation, now is probably a good time to talk about it and 

again I’m creating some sense of appropriate urgency. Yes, when the drive is over we’re just 

going to keep, maybe we’ll set another goal. Not maybe, we are setting it. We’re upping 

that goal because we’re so close to it now, but we’re just going to keep going with it beyond 

the 50 of course so a lot of it really is more in the messaging, the one-on-one conversations. 

I made a presentation to the alumni for last year. There were ten people in the meeting and 
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within a couple of months, three of the ten signed on as members of the plan giving society, 

which is pretty consistent. There was a study done by the [unintelligible] Research Group. Of 

those they surveyed, about 25% of the people said that they would consider including their 

favorite charities in their plan. Twenty-five percent - so for every ten people, two to three said 

that they would be open to it, which is pretty exciting.

Beth: It is. One of the things that we hear all of the time is that the biggest reason people 

don’t give is because they’re not being asked.

Joe: They’re not being asked. Absolutely. So if I go with the premise of most of this is not 

complicated and I could just go out all day long and ask people to make us their beneficiary 

in their retirement plan, life insurance or will. Anybody can do that. If I know it’s really about 

thanking them, asking them why we’re so important to them, having a conversation and I 

know it’s relationships, but at the same time it’s a little bit of a numbers game. If I figure for 

every ten people I have this conversation with, 2-3 are going to say yes, that really just makes 

it easier. It’s the old “how do you eat an elephant? One bite at a time” So if I know it’s just 

one at a time and for every ten 2-3 are going to say yes, and if I’ve got this goal of adding ‘x’ 

amount of members, I’ve quantified it and that makes it so much easier and then as we build 

success, we build the membership and as the gifts start to come in, we start to look at the 

average sizes of gifts and on average nationally, an average bequest to one of these types of 

beneficiaries is about $30,000.

Beth: That’s not bad. There’s a lot of organizations that are listening that would think that was 

great.

Joe: Yeah so if I set a goal of 25 members and I figure about the average gift is going to 

be about $30,000 then it’s not money that’s coming in the door right now, but we know it’s 

coming and I can start to put metrics to it and I can show the board, “there’s real money here 

on the table”. Again as I said earlier, it’s a team sport. You’ve got to get the board involved. 

You’ve got to get them engaged. You need to ask them to participate at the same level. It can 

be very simple. I put my little disclaimers in here because again I tend to over simplify maybe 

some of this. The bulk of your donors are obviously not very wealthy and don’t have tax 
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implications around this. Some do, so I always caution people. If you’re dealing with a very, 

very high net-worth donor that you know is high net-worth, you obviously want to be careful 

about what you’re suggesting. That being said, I’ve had people say, “even if they’re high net-

worth they can still make us a beneficiary of their 401K and IRA even if it’s for a small amount. 

Once we get them knowing if we do a good job of stewarding them, then we can go back 

a year or two later and have a higher level conversation about doing something in a bigger 

way.”

Beth: Right and I think it’s really important what you said about how we all talk about the 

high net-worth donors, but so many organizations make a significant portion of their money 

from people who are either not high net-worth, who even knows what that number is that 

makes you, at what point do you flip over to be the high net-worth person? The people who 

are probably know it, but the average donor often thinks, “my gift is small. How would I even 

make a difference?” They don’t even know that they can have this kind of an impact for an 

organization and it seems so far off.

Joe: Absolutely and it doesn’t have to be complicated. From a marketing stand point, a lot 

of what we talked about is creating a compelling offer and on the marketing side we’ve done 

work in offering free offers.

Beth: What do you mean ‘free offers’?

Joe: Well it could be something as simple as we send out a postcard and we show people 

some real simple ways you can support us beyond writing a check. Let’s say you can leave us 

as a beneficiary on your retirement plan and just for responding we will send you something 

and it could be like a premium type. [Unintelligible] client who had a school who had a 150th 

anniversary photo book they had made up that they were sending, so they sent a free photo 

book. We had folks do coffee mugs. It sounds gimmicky and some people said, “we’re not 

public television. We’re not in the premium business”, but I’ve seen it work over and over 

again. I’ve seen it work for some pretty big, well established charities so we’re humans and we 

respond to free and we respond to dead lines. There’s a wonderful book called “Predictably 

Irrational” and it talks about how no matter how educated, savvy and street smart we think we 



www.iriscreative.com   |    subscribe on iTunes: http://bit.ly/DPpodcast

are, sometimes we do irrational things, like respond to silly free little coffee mugs that we can 

easily go to WalMart and buy for $1.

Beth: Right and people’s brains work in ways that a lot of times we don’t think about the 

psychology of how brains work. I was lucky enough to hear Tom [unintelligible] speak for a 

full day at a case program about a year ago and he was talking about flattery and the kind 

of words that your brain processes as flattery and that when you write something and look at 

somebody who wrote it, it just might seem gratuitous and ugh. That’s too much, but an actual 

person who reads it, their brain processes that in a positive way even though it would seem 

that you know perfectly well that you’re being flattered, but it still has the same emotional 

impact on you.

Joe: Absolutely and in plan giving that’s so important. It’s easy to get technical and over 

complicated and we have to remember that donors don’t want that stuff and it’s about the 

outcome and the benefits, what’s in it for the donor and so in the marketing, besides having 

compelling offers and these drives, recommend getting back to that study that I talk about 

where donors 65 and over tend to be motivated by their peers and donors 64 and under 

tend to be motivated by the outcome, have a combination. You might have a photo and 

a little testimonial from a donor and then you might do something from a grateful patient 

or a student or a client, someone who benefits from your charity so mix it up. It’s all about 

diversity. I’m sure you’re tired of hearing as I am the phrase ‘multichannel marketing’, but 

it’s important. It’s taking how ever much you have to spend on your marketing dollars and 

spreading that out over different channels on-line, off-line, social media, direct mail. If you 

look at the studies, for direct mail it’s still the number one preferred way that people want to 

get their information initially, is through direct mail.

Beth: Absolutely.

Joe: More and more the second step is going on-line so there is this diversity. Diversity in 

the channels that we’re messaging, diversity in the imagery and stories and diversity in the 

options for people. From a marketing standpoint, simple, simple, simple. There’s phrases my 

friend Viken from plangiving.com has some wonderful and that’s a great resource. Plangiving.
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com has a lot of stuff there for folks. There are things that you can download if you’re really 

just starting and you just want to purchase some content, some marketing content. You can 

download it from there. There’s some great way papers and he has some wonderful things 

that he recommends that people incorporate into their marketing. It could be something as 

simple as putting your email signature, a little line as an example. You can get the costs you 

nothing now.

Beth: I’m a huge fan of using the email signature. We actually did a podcast episode with 

Dana Hyman a few weeks ago where she did some amazing things with just stewarding 

people through putting photographs and invitations to events in her signature email.

Joe: Wonderful, wonderful. Using simple language like “make a gift that costs you nothing 

now. Did you know that your IRA could be taxed up to 70%? why not give the portion that 

was going to go to Uncle Sam to us?”

Beth: That’s great. So that was phenomenal. There were so many great ideas. I think we’re at 

a point where we need to wrap up now. I just want to thank you. How can people get in touch 

with you?

Joe: Well thanks for asking. They can email me joe@giftplanningdevelopment.com

Beth: I will put that into the show notes pages as well so people can go there and have all of 

the links for all of the great resources that you mentioned today. I really appreciate you taking 

the time to share your story and your knowledge with the non-profit community.

Joe: I hope it was helpful and I really enjoyed it.

Beth: Thanks so much Joe.

Joe: Thank you Beth.


