
Planned Giving Who Needs to 
Know 



Planned Giving Marketing 

What is planned giving marketing? 



Snapshots of 4 Programs 

University of Texas at Arlington 

University of Texas at Austin 

University of Texas at El Paso 

University of Texas MD Anderson Cancer Center 

 

• How many marketing tools do you use? 

• What two things work best you? 

• Name two things that have not worked? 

 



Prospective Donors (Limited) 

Prospective Donors (Broad) 

•Direct Beneficiaries (i.e. alums) 

•Organizational Leaders                            
(i.e. Deans/Chairs) 

•Long-Term Employees                            
(i.e. Faculty/Staff) 

•Previous Inquirers (i.e. reply cards, web 
inquiries, other) 

•Existing Planned Gift Donors 

•Targeted Database Lists 

Professional Advisors 

•Attorneys 

•CPAs 

•Financial Planners 

•Trust Officers 

•Others 

Internal Major Gift Officers and 
Others 

Existing Planned Gift Donors  

•(Purpose: Stewardship and Potential 
Additional Gifts) 

Special 

Email 

•Segmented-
Advisors and 

Others 

•Ongoing 
branding 

Traditional 
Mailings 

•Experimentation 
with formats 

•Limited 
recipients due to 

expense 

Social Media 

•Facebook 
(Institutional 

Posting) 

•Twitter 
(Institutional 

Posting) 

•LinkedIn 
(Personal 
Posting) 

One-on-One 
Meetings 

Comprehensive 
Website 

Relevant content for various 
constituents such as: 

•1. Anonymous “seekers” 

•2. “Inquirers” (leads) 

•3. Professional advisors  

Special eBlasts 

•Surveys – Potential gift 
discoveries 

•Special announcements 

Specific 
Mediums for 
Stewardship 

•Survey for Legacy 
Society members 

•Special event 
planning to build 

loyalty and 
community 

Estate/Charitable 
Planning Seminars 

•Civic groups in primary 
geographic clusters 

•Professional groups for CE 
credit 

Marketing Efforts 

Constituents 
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Postcards/Newsletters 

 











UTEP e-mail Bequest  



UTEP Gift Annuity Advertisement 

 



Website 

 



Call Center 

 



Social Media 

 



Faculty Estate Planning 

 



Women's Seminar 

 



UTEP Estate Planning Conference 

 



Where else are you being seen? 

• Other tools that have been used to market 
planned giving 

• What is the like on your campus? 



Questions 

If you have any other questions, you may 
contact any of the panelists. 

 

• Laura Dean 

• Lucy Garcia 

• Shelley Robson 

• Jeff Steed 

 


