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I.Introduction 

A. The Future is Now 

B. We have to do the work today that will ensure planned 
gifts for our organizations that mature tomorrow, next year, 
10 years and beyond. 

C. What is your charities’ average time from date of 
instrument to date of distribution? 

D. To ensure our Organizations’ futures, here’s what we’re 
going to discuss this afternoon: 

1. Gift Planning starts from the viewpoint of the donor 
and a mission that is clear and easily understood 

2. Start with your donor file – segmentation is key 

3. Linkage, Interest, Ability: Organizing donors for 
marketing and the cultivation process  

4. Constituent groups are the key to organizing your plan 

II. Gift Planning starts from the viewpoint of the Donor 
and a Mission that’s clear and easily understood 

A. Mission Statement:    

Provide quality, affordable healthcare for working, 
uninsured people and their families.                                               
Church Health Center, Memphis TN 

B. Is your Mission that clear and easily understood? 

C. Can you articulate your Mission in less than 30 
seconds?  Do you have an elevator speech? 

D. You can use this procedure to help you plan your 
speech and organize your thoughts. 

III.    Segmentation  - Identifying Prospects  

A. Recency 



B. Frequency 

C. Size 

D. Age bands 

E. Data overlay 
 

IV.  Connectivity and Capacity 

A. Linkage 

B. Interest 

C. Ability  
 

V. Constituent Groups 

A. Organizing into constituent groups   

B.  Developing marketing that fits each groups 

C. Creating plan for each group as a starting point  

1. Code each group 

2. Plan of action for each group 

3. First visit priorities 

4. Key questions:   What was your first contact with our 
institution?   What have you been doing over the years?  
Why do you support our organization 

5. Key Notes:   

Don’t push/market the “plan” of giving rather than the gift 
   Planning never ends  
   Points of importance:   confidence in your institution; assets, access to  
    Donors,  Donor Motivation  
 
     



VI.  Conclusion 

A. Re-state main points 

B. Story --- wrap 
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