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Overview of Today
1. Proven Techniques to Upgrade Donors
2. Stewardship and Cultivation
3. Upgrades through Monthly Donor Programs
4. Marketing Planned Gifts
5. Questions and Answers



Today’s Themes
• Segmentation
• Proven Techniques
• Testing



Segmentation: The Donor Pyramid

Planned
Gifts

Planned
Gifts

Major DonorsMajor Donors

Renewed DonorsRenewed Donors

New DonorsNew Donors

ProspectsProspects

UniverseUniverse



Part 1:  Proven 
Techniques to Upgrade 

Donors



Three Approaches to Upgrades

• Segmentation and 
appropriate packages 

• Special Offers
• Clubs and Societies
• In all things test, test, test…

Easiest 
($)

Hardest 
($$$$$)



The Power of Segmentation for 
Upgrades

$1,000$1,000

$600$600

$100$100

$35$35

<$35<$35

Determine what the 
natural dividing points 
are for your main file



Slightly Different Versions of 
Packages for Upgrades

Closed Faced, First Class, 
Personalized letter to $250+, 

same letter and reply

Renewal 1



Other Personalized Techniques

Full color insert 
“prepared for” the 
prospect.  Cost 

effective in small 
quantities.



Specific Asks: Mini-Proposal

Mini proposal format 
allows for in-depth 
program description to 
support upgraded ask



Highly personalized, oversized format

Personalized 
cover sheet

Format for Higher Dollar Gifts 



Matching Gifts

Tear-off reply focuses on match.  Ask 
based on donor’s highest previous gift

Explains the Format



Naming Opportunities
Special opportunity to 
have name inscribed 
on a window of the 
Museum highlighted 
in brochure

Letter 
discussed 
“legacy” 

served by 
inscription



Defined Societies with 
Benefits

Central Park Conservancy 
Conservator’s Program
($1,000 giving threshold)

Invitation focused on
the cache of CPC, and

included a list of the high
profile Trustees



Benefits listed 
prominently in package

Special Cocktail Party 
to welcome New 

Members



Part 2: Stewardship and 
Cultivation



Special Packages to High Value 
Donors



Send Periodic Notes



Conference Calls Bond Donors



Differentiate Packages



Part 3: Monthly Donor 
Programs



Mercy Corps “Partners In Mercy”

Carrier looks very
personal and inviting.

Personal address label with
letter signer’s name used.



Reply Form Should Be Easy to Use

Giving options are
made simple.



Photo Card Shows 
How Gifts Can Help

Shows heartwarming 
photo and tells what 

donor’s gift will provide.



Marine Corps Heritage Foundation’s 
“Devil Dog Club”

Only automated giving
options are offered



Certificate and Welcome Letter

Certificate bonds 
donor and creates 
excitement about 
program



Email Invitation Proves Effective



Part 4:  Planned 
Giving



Planned Giving Prospects are 
Everywhere!

Planned GiftsPlanned Gifts

Planned Giving prospects 
can be identified by their loyalty, 

not necessarily the size of their gifts.

Planned Giving prospects 
can be identified by their loyalty, 

not necessarily the size of their gifts.

UniverseUniverse



Newsletter 
Articles



Check-off on Reply Forms



Planned Giving Newsletters that Work!



Newsletter Mailings Generate Leads

• Packages should have a 
letter and reply form

• Donor stories help 
prospects “visualize”
the gift

• Include specific program 
information



Offer Benefits 
and 

Recognition 
Societies



Have Donors 
Tell Their Stories



Make Sure Official Language 
Is Easy to Find

You want to make sure 
that bequests actually 

reach you!



Reply Form Needs to 
Collect Information



Include “Personalized Case”

Base on age overlays, 
but don’t be explicit…



Contact Information
Lisa Maska, CFRE (lmaska@lautmandc.com)
Tiffany Neill, CFRE (tneill@lautmandc.com)

Partners
Lautman Maska Neill & Company

1730 Rhode Island Ave NW, Suite 301
Washington, DC 20036
Phone 202-296-9660
www.lautmandc.com
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