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Ken Ramsey
President & CEO
Legacy Leaders

Ken Ramsey is one of the most experienced planned giving professionals in North
America. Prior to joining Legacy Leaders in 1996 as President and CEO, he spent seven
years as the Special Gifts Officer of the United Church of Canada. He was responsible for
the Planned Giving and Direct Mail programs which doubled in size from an average of
$10 million to $20 million in planned gifts annually.

Ken was long-time Chair of the Canadian Association on Charitable Gifts (formerly
known as Canadian Association on Charitable Gift Annuities). He was the founding
Chair of the Canadian Association of Gift Planners and has lectured and taught
extensively on Gift Planning in Canada and the United States. An original faculty
member, Ken co-founded with Frank Minton, the course on Planned Giving at the Banff
School for Management and has taught many of the planned giving professionals in
Canada today.

Ken has chaired the North American Conference on Christian Philanthropy, established
the first Planned Giving Track for the Association of Fundraising Professionals Congress
and acted as Dean of the Pre-Congress/Executive Development Track. He has spoken
frequently at AFP, NCPG, AHP and CAGP events throughout North America.

Ken Ramsey

President & CEO

Legacy Leaders

525 South Fourth Street Suite 585
Philadelphia, PA 19147-1581
Tel: (215) 351-5180
Kenramsay@legacyleaders.com
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Ken Ramsay
President of Legacy Leaders Inc.

Ken Ramsay is President of Legacy Leaders Inc., a company
dedicated to providing innovative planned giving products and
services for North American non-profits.

Ken was long-time chair of the Canadian Association on
Charitable Gift Annuities and founding chair of the Canadian
Association of Gift Planners.

He has lectured and taught extensively on Gift Planning in North
America and co-founded the seminal course, Planned Giving for
Canadians, at the Banff Centre for Management.
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Agenda

o Review of traditional planed giving marketing
o Planned giving research and conclusions

o New direction in planned giving marketing

o Marketing tactics to use

o Planned giving decision cycle

o Questions?
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How Do We Traditionally Market
Planned Giving?

All Donors/ Small #

supporil Interested
o’ Prospects

100% 1/10 TO 1% 1/20 TO 1/2%




Limitations of Traditional
Marketing

a Requires self-identification

a 1/20% to 1/2% response

a Non-emotional (not motivational)
a Requires planned giving officer

a Investment requires long payback

« Leaves too much on the table
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Traditional Marketing —
Where does it work?

Beneficiary In Will Already Intend Bequest
University 41% 23%
College 8% 17%
Other School 4% 12%
Hospital/Health Care 13% 12%
Religious 36% 27%
Social Services 25% 13%
Environmental 9% 8%
Community Foundation 7% 19%
Arts 15% 16%
Private Foundation 8% 9%
Association 12% 5%
Other non-profit 42% 42%
Totals 220% 203%

Harris Interactive Survey, Journal of Gift Planning, 2004
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Traditional Marketing —

Why does it work?

« Ongoing relationship

a Significant life event

a Invitation to make a commitment
a Works only to a point

u Leaves too much on the table
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Planned Giving Research

a Decima (1987)

u 7% adult Canadians have a charity in the will
u 27% adult Canadians would if asked

o Myers/Mallebone SAIT (2000)

a 12% adult Canadians have a charity in the will
u 28% adult Canadians would if asked

a NCPG (1992-2000)
0 5.71% - 8.0% adult Americans in will (42% increase)
u 0.62% - 1.0% life income gifts
a 14% thinking of bequest to charity
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Planned Giving Research

o Non Profit Times / The Social Welfare Research Institute at
Boston College (2003)

Planned Giving Vehicle Households Using Households Considering
Bequests 8% 9.3%
Charitable Gift Annuity 3.6% 12.9%

o Bequest Donors: Demographics and Motivations of Actual
and Potential Donors (2007) *

Bequest in the will 7.5% Willing to Consider 31%
*Center on Philanthropy, Campbell & Company
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Planned Giving Research

Planned Giving Propensity*

1st Mortgage

7.20% College Degree
12.0%

8.48%

% Employed

5.06%
e G ®. 5.71%  Revolving Trades
. 0

Core Data Age 13.93%

Donor
Relationship

ﬂ F P *Courtesy of Blackbaud Analytics
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Planned Giving Research
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Conclusions

Broad market

Diverse market

Responsive market

Motivated by passion for the cause
More competitive market

Those closer to the charity more likely to make a
planned gift commitment

A predictable lifestyle gift

Prosens




New Planned Giving Marketing Model
Strategic Directions

a Proactively solicits a Planned Gift from all

supporters/affiliates

a Reflects the hierarchy of relationships among

supporters/affiliates
a Develops the full Planned Giving potential over time

a Incorporates clear, annual goals and measures

productivity; thus, program accountability is ensured
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New Planned Giving Marketing Model
Features

a Strong Case for Support

o Broad-based program to all supporters & affiliates
o Proactive in engaging the Planned Giving Dialogue
o Lead with the Bequest

a Long term perspective (five to ten years)

o Like a capital/major gift campaign with a:

o theme and high visibility
a clear start and finish time

o Measurable with defined, periodic goals

a Built on market segmentation similar to a capital/ major gift
campaign

a Utilize the Planned Giving Decision Cycle

AFP




Case for Support

Heart of the Program

u Emotional and compelling,

u Clear as possible as to the final use of the gift (a challenge
for deferred Planned Gifts),

u Fully compatible with the mission of the organization,

u Logical extension of that mission into a ten to sixty year
future,

u Work inter-generationally because most gifts will only be
utilized by future generations,

u Allow individuals/families to leave a legacy, a mark
towards something they care about.

a Use of endowment

Planned Giving Decision Cycle
Initial Ask

Thanked/Recognized @ Buy-in to mission

4 )

Objections Handled Buy-in to future needs
Asked for the Gift Know planned giving

N v 4

Consult with others <:| Capable of giving
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Dynamic Marketing Plan

Average Bequest $25,0
Potential $21,500,000

New Planned Giving Marketing Model

Methodology

Planned Giving

!” onors/

PIanm

Donors

Supporters

Dialogue
Response Rates: Board/Trustees 30%
Large Donors 20% Face-to-Face
Volunteers 15%
Consistent Donors 12% Broad Based
Current Donors 10% Programs

.........
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Marketing Results

Type of Charity

Proactive Mail / Phone Campaigns

Type of Organization

Confirmed Bequest

Decision

Education
Hospital
Health
Religious
Environmental
Overseas

11%
10%
6%
8%
9%
7%

Marketing Results

Type
Annual Donor:
+$1000
+$250
+100
+$25
Lapsed
Repetitive Donor:
+3 years
Monthly
Volunteer:
Donor
Non-donor
Board:
Current
Past

Relationship

Confirmed Bequest Decision

14%
14%
12%
9%
8%

10%
15%

14%
12%

42%
24%
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Marketing Results

Relationship

Type Confirmed Bequest Decision
Special Event Attendee 3%
Member:

Donor 8%

Non-donor 13%
Planned Gift Enquirer 19%
Community 3%
Grateful Recipient:

Patient 12%

Next of Kin 8%

Parent 9%

Other 2%
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Other Marketing Factors

Ag e*
Age Band Beguest in will or willing to consider

30-40 22.3%
40-50 41.6%
50-60 34.6%
60-70 14.8%
70-80 8.3%

80+ 5.3%

* Center on Philanthropy, Campbell & Company, 2007
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Other Factors for Bequest
Propensity*

College degree +4.3% more likely
Gives +$500/yr +3.1% more likely
Volunteers +2.0% more likely
Makes + $100,000/yr. No difference
Gender No difference
Has children -2.8% less likely

Has grandchildren -10.5% less likely

* Russell James, AFP/Legacy Leaders Research Grant Program, 2008
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Marketing Results

Conclusions:

U Age is the biggest factor

U Look for close relationships

U Higher $ Donors perform better

UChildless individuals need to be asked

U Gift size is a bigger indicator than length of giving
U Community can be a prospect

U Closer to the organization = greater propensity

U Those who have enquired about planned gifts need to be asked

A F P Legacy

Leaders
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Maybe we have it all wrong?

Traditional Marketing Limitations

Huge Potential

Responsive, Motivated, Predictable Market
New Approach

U Inclusive
U Proactive
U Utilize the Dynamic Marketing Model
U Goal focused
U Accountable
Keys
U Open minded and willing to change our work
U Use the research to target
U Start Asking Everyone!!

i

QUESTIONS?

Ken Ramsay
kenramsay@legacyleaders.com

AFP
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Coming next in October —

Boom-Generation Women Create New Horizons
for Fundraisers

Margaret May Damen

October 29, 2008
1:00 — 2:30 PM Eastern

For a complete listing of the 2008 AFP Webconference Series and the AFP Canadian Legal Series,
please visit our website at www.afpnet.org in the education and career development section.

.........
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New to the 2008 schedule!

Strategy and Messaging:
Make Your Ideas Stick

Chip Heath

November 6, 2008
1:00 — 2:30 PM Eastern

.........
Furdruung Rrofesucnas

14



	 Marketing Planned Giving –  
	Maybe We Have it All Wrong? 
	Thursday, October 2, 2008 

	#5 CERTIFICATE OF PARTICIPATION.pdf
	CERTIFICATE OF PARTICIPATION 


