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Resources

Greenhoe, John, Opening the Door to Major Gifts: Mastering the Discovery Call

Discovery and Affinity

Cultivation and Stewardship

Olson, Wayne, Think Like a Donor

Marketing Funnel Strategy

Flynn, Pat, Superfans

Godin, Seth, This is Marketing

Deiss, Ryan, Invisible Selling Machine

Burns, Ralph; Powell, Amanda, Perpetual Traffic Podcast

Pittman, Molly, Click Happy

Porterfield, Amy, Podcast and Digital Marketing Academy

Ahern, Thomas, Seeing through a Donor’s Eyes

Sagrestano, Brian; Wahlers, Robert, In the Trenches, Getting Started in Charitable Gift Planning

Godin, Seth, Tribes: We Need You to Lead Us

Johnson, Brian, Trust Funnel

James, Russell, Inside the Mind of the Bequest Donor
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What are marketing funnels? Why do I need two?

Marketing Funnels

Roadmap

How to put a funnel together: Benchmarks and funnel flow

Help! I’m trying to do it all… What’s the plan?
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What is a 

marketing funnel?

“A visual representation of the steps a 

visitor takes from first finding out about 

your brand until they convert.” 

- Neil Patel
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Why K. L. T.

Like

Trust

Know
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Why Segmentation

Marrying the right messaging 

to the right audience

• Specific demographic

• Specific stage of life

• Specific “pain points”

• Keep cleaning your lists

Makes it 

Personal
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Why a Marketing Calendar
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Why Marketing Funnels?

“To lead mildly interested prospects to 

becoming fully devoted champions”

• Match “calls to action” to donor present commitment level

• Defined metrics for clear assessment of donor interest

• Mimics progress found in a real relationship
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Types of 

Marketing Funnels

• Prospect funnel

• Legacy/Giving Community funnel

Start Here

Keep it simple.

Simple is 

sustainable
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Legacy 

Community 

Funnel

Prospect 

Marketing 

Funnel

IRA Rollover CGA DAF

CRTsCLTs

Prospect 

Marketing 

Funnel

Two Marketing Funnels

Legacy 

Community 

Funnel
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Marketing

Personal Meeting

Legacy 

Community 

Funnel

Conversion

• Do Your Homework

• Cultivation

• Discovery

• Assessment

• Enewsletters/Eblasts

• Print

• Lead Magnets

• Analytics

• Engagement Surveys

• Webinars/Seminars

• Stewardship

• Key Partners Involved

Crucial Conversations
• Matchmaking

• Proposals/Advisor Involvement

• Asks/Overcoming Objections

Journey with Your Donors

Donor CPR

Content + Engagement
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Calls to Action

Increasing Donor Interest

Content 
Marketing

5%
Survey

20%

Webinars
30%

Donor Mtgs
45%
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Calls to Action

Start Here

First: E-Newsletters (Monthy)

Second: E-Blasts (Quarterly/Gift Vehicle)

Third: Print (Budget Permitting – sync with Eblasts)

Optional: Social Media*

Websites
Educational Due Diligence

Gift Fulfillment**

**DAF, Gifts of Stock, Beneficiary Designation Gifts, QCDs

Outreach

Content Marketing

*Depending on what strategies are currently in place
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Website
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Calls to Action

Websites
Educational Due 

Diligence

Gift Fulfillment*

Identify Top Prospects

Activity Summary

Email Send Reports

Top Interested Prospects

Analytics

Measure Donor Interest

*DAF, Gifts of Stock, Beneficiary Designation Gifts, QCDs
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Top Prospects – 60-80%
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Calls to Action

Increasing Donor Interest

Content 
Marketing

5%
Survey

20%

Webinars
30%

Donor Mtgs
45%
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Marketing

Personal Meeting

Bridging the GAP

Engagement StrategiesEngagement Strategies
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Calls to Action

Engagement Marketing

Activity Summary

Individual Send Reports

Top Prospects

Survey
Open Two-way 

Communication

Learn Donor Interest

Platform for Engagement

Analytics

Engaging Warm Audience
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CresSurvey

CALM Survey Results

• Survey window: Jan 27-Feb 15, 2022

• 1,985 surveys sent

• 24.2% open rate, 451 users opened the email
• 174 surveys completed

• 20 indicated they had left CALM in their estate plans (9 previously unknown)

• 80% prefer email communications

• 62% noted that emails, stories and social media posts helped them stay connected

• 35 requested more information
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Marketing (Content + Engagement)

Personal Meeting

Personal Meeting

Donor CPR

C

P

R

ultivating

lanting

eaping
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40%

60%

Crucial Conversations
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The Magic Questions

Kathryn Miree: How to Become an Expert in the Conversation of Philanthropy

What are your greatest charitable priorities now in the community? Why? 

When and how did you make your first gift to this nonprofit?

Why do you support our nonprofit? 

What are our organization’s greatest challenges over the next ten years?

Would you consider partnering with us to address those challenges?

Crucial Conversations
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Marketing

Personal Meeting

Legacy 

Community 

Funnel

Conversion

• Do Your Homework

• Cultivation

• Discovery

• Assessment

• Enewsletters/Eblasts

• Print

• Lead Magnets

• Analytics

• Engagement Surveys

• Webinars/Seminars

• Stewardship

• Key Partners Involved

Crucial Conversations
• Matchmaking

• Proposals/Advisor Involvement

• Asks/Overcoming Objections

Journey with Your Donors

Donor CPR

Content + Engagement
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Legacy 

Community 

Funnel

Q & A
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Andy Ragone, CGPP
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Music Academy of the West
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PRACTICAL PLANNED GIVING CONFERENCE 
SPEAKER EVALUATION 

 
 
 
Date: ___________________  Speaker: ________________________________________ 
                       
Name (optional): __________________________________________________      
        
 
 
 
Please rate the following:          
   Excellent Good  Neutral  Fair  Poor 
                                 
I.     OVERALL        5      4       3     2      1 
Were your major objectives for this session met?  Was the content of the session vital, timely, substantive?  
Comments:_____________________________________________________________________________
______________________________________________________________________________________
______________________________________________________________________________________ 
 
II.    RELEVANCE      5      4       3     2      1 
Was the subject matter directly related to the requirements of your job?  
Comments:_____________________________________________________________________________
______________________________________________________________________________________
______________________________________________________________________________________ 
 
III.   VALUE       5      4       3     2      1 
Do you believe the benefits of this session were worth the time, effort and cost?  
Comments:_____________________________________________________________________________
______________________________________________________________________________________
______________________________________________________________________________________ 
 
IV.    SPEAKER       5      4       3     2      1 
How was their presentation style?  Did the session move along at the right pace? Did they have appropriate 
knowledge on the topic? 
Comments:_____________________________________________________________________________
______________________________________________________________________________________
______________________________________________________________________________________ 
 
V.    MATERIALS      5      4       3     2      1 
Were the materials clear and organized and appropriately helpful for the session?  
Comments:_____________________________________________________________________________
______________________________________________________________________________________
______________________________________________________________________________________ 
 
Vi.  What did you like the most about the session? 
______________________________________________________________________________________
______________________________________________________________________________________ 
 
VI.  Any suggestions to improve future sessions? 
______________________________________________________________________________________
______________________________________________________________________________________ 
 
XII.  How many years of gift planning experience do you have?  _______ 
 


