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Throughout my life—whether serving as an officer in the U.S. Navy, a lawyer for Walter 

Annenberg’s Triangle Publications, or a cable television entrepreneur—I learned that 

achievement comes not only from hard work but from working effectively with others. In my 

life, I have been very fortunate. I have been surrounded by many talented people and have 

enjoyed success. In more recent years, I have had the opportunity to share a fine portion of my 

good fortune and also share some of my insights to benefit many worthwhile nonprofit 

organizations. It is my hope that they were both equally valuable in advancing these various 

good causes. 

 

I have seen firsthand how the staff and volunteers at most nonprofit organizations work tirelessly 

to improve our society whether through education, art and culture, health care, conservation, 

social action, or other causes. Most of these dedicated people also realize, as did I, that they 

cannot achieve their goals alone. Most understand that they must work effectively with staff and 

volunteers, of course, but also with their donors. 

 

Through my voluntary work with nonprofit organizations, I have seen the tremendous power of 

planned giving. I have always known that some of the most prominent names in philanthropy—

for example, Rockefeller, Carnegie, Astor and, more recently, Annenberg—have left lasting 

philanthropic legacies through significant planned gifts that have established or transformed 

nonprofit institutions. But I have also seen that the impulse to support worthwhile causes 

is present and also acted upon by those of more modest means. 

 

Planned gifts are the major gifts of the middle class and such gifts, cumulatively, have a 

significant impact. Such gifts also have great meaning for the donors themselves. When it is part 

of estate planning, planned giving can offer a means to help donors take care of their families in 

ways not otherwise available to them, and yet still provide added support to the charitable 

causes they cherish. 

 

No organization is too small to benefit from having a planned gift endeavor as a critical 

component of its development program. It can be very tempting for charities to focus limited 

resources only on immediate, annual giving, or short-term pledges such as for capital campaigns.  
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However, for any nonprofit organization to achieve long-term sustainability, it must incorporate, 

at the very least, the fundamentals of a planned gift program. 

 

Part of the beauty of planned giving is that virtually any organization and any donor can 

participate. While the largest nonprofit organizations may offer comprehensive gift planning 

programs, even the smallest charities can encourage donors to make a gift of appreciated stock, a 

contribution from a retirement fund, or to leave something to the organization in their will. 

Planned giving is not something that should be restricted to the wealthiest of philanthropists or 

the largest of organizations. Enabling such giving opportunities creates a win-win scenario for 

organizations and their donors. 

 

So, I have long asked: If planned giving is so good for both nonprofit organizations and the 

donors who support them, why don’t more organizations have a planned giving program? And, 

among those that do, why are those programs not more effectively presented? Why do they often 

target only a handful of the organization’s wealthiest donors when smaller, steady donors are 

proven to be among the best candidates for a planned gift? 

 

Donor-Centered Planned Gift Marketing is a book that addresses the myths that might be 

holding back some organizations. It encourages all organizations to engage in some level of 

planned giving. And then, in a well-researched and comprehensive way, the book provides useful 

information that will help charities new to planned giving get started. It also provides practical 

tips about how existing gift planning programs can achieve even greater results. This is complex 

information presented in a readable, compelling, and useful format. And there are some great 

anecdotes from professionals in the field sprinkled throughout the chapters. 

 

Success in a planned giving program starts with a potential donor’s interest in the organization 

and its work. If what the organization does is not personally meaningful to the potential donor, 

all the planned giving techniques do not matter. This book is right on target in terms of “donor-

centered marketing.” 

 

Knowing your prospects and understanding what motivates them are two critical steps in the 

process. Quite simply, you cannot skip cultivation and relationship building and expect a 

successful outcome. 

 

To inspire planned gift support, charities must be truly committed to a planned giving program, 

regardless of how sophisticated the initial structure is. This means that boards of directors must 

support development teams with the necessary staff and budget resources. It also means that 

board members and senior staff should commit to making their own planned gifts. Showing 

true support for planned giving by making such gifts is leadership by example. It is essential. 

 

When my own business success and good fortune became public knowledge, the charitable 

causes I had been supporting were swift to include me on their short lists of important planned 

gift prospects. I suddenly had a lot of requests for face-to-face meetings. But I was no less 

inclined to create a planned gift to benefit these organizations at other steps along my career 

path—yet rarely did my moderate but steady support trigger an approach to discuss planned gift  
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options. That was a lost opportunity for many of these charities. Such opportunities are lost by 

organizations of all sizes every day when they neglect to learn more about their steady donors of 

all levels and what it would take to inspire them to do something more than write an annual 

check. 

 

This book underscores my own belief that the propensity to give to an organization (that is, the 

frequency and consistency of gifts) may be more important than the capacity to give (the wealth 

of the donor). In short, everyone can “leave a legacy,” not just the wealthy. And each one of 

those gifts will add up to some major support for an organization in the long run. So, everyone 

should be given the opportunity to do so. All charities need to help people understand the 

importance of planned giving, let people know that planned gifts are for everyone, educate 

people about how to make planned gifts, and ask more people for such gifts. 

 

Once gifts are secured, it is essential that institutions find creative ways to “credit” and celebrate 

each planned gift donor. Remember, any planned gift donor is a major gift donor. Those of us 

who make planned gifts do not expect, nor do we want, lavish thank-you presents or excessive 

recognition. However, we do want to know that the organizations we support appreciate our 

philanthropy and will use our gift in the way we intend. So, do not make the mistake of 

forgetting about us once you receive our gift commitment. We may truly appreciate how 

efficiently and effectively you handle contributed funds so much that we entrust you with 

another planned gift. We are also in a position to influence others to do the same, so bringing 

together current and prospective planned gift donors for an informational event may have a very 

good outcome. Publishing stories—with or without the use of the donor’s name—can show 

prospects the many backgrounds of planned gift donors. Even a reluctant philanthropist may be 

urged to serve as an example for others to follow. 

 

As you read this book, remember that if more nonprofit organizations engage in gift planning, 

and if those who already do begin to do a more effective job, then dramatically more dollars will 

be made available to charities to do their good work—now and in the future. Organizations need 

to commit to planned giving, put donors first, and ask more people in the right way to make 

planned gifts. Working together, nonprofit organizations and donors can ensure the sustainability 

of organizations that make our communities, our nation, and our world a better place. 

 

I would like to see nonprofit leaders, fundraisers, and their key board members embrace the 

essential knowledge this book contains on how to create and improve a most critical component 

to every organization’s development effort—a donor-centered planned gift marketing program. 
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