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Supporting materials for an increased investment in WPT Planned Giving program by adding a Planned Giving officer.
1. The Opportunity

a.   Memo to James Steinbach

b.   Robert F. Sharpe, Jr.’s “Don’t Miss the Boat”

c.   Jim Lewis – The Cost of Delay

2. Budget Narrative 

3. Priority Activities

4. Program Assets and Measures of Success

5. Marketing Plan

6. Planned Giving Officer -- Position Description

7. Results – PBS’s 2002 Bequest Identification Program 

Wisconsin Public Television provides a home for our Wisconsin traditions, art, culture and history, while offering us the best news and analysis on a regular basis.  The service remains as invaluable as ever and preserving our public stations is imperative.  We have been members and contributors for many years, but now we pass the baton to the next generation by making a special bequest in our will to Wisconsin Public Television.  Every bit of such support makes WPT less vulnerable to loss in the future.

Phil and Marilyn Hansotia,  Ellison Bay
Budget Narrative
The most significant investment for advancing our planned giving program is staff.  Because decisions about an estate plan are highly personal and most charitable gift options are not commonly known, significant gifts often grow out of careful cultivation and an ongoing conversation between a planned giving officer and a donor.  To facilitate the donor visits necessary to initiate and continue these discussions, it is critical to provide clerical support to free the Planned Giving officer to concentrate on meeting with donors.  That clerical support would be responsible for general correspondence, donor cultivation and responding to general inquiries from donors, lawyers and financial advisors.  Additional costs for the program would primarily include costs for printing and mailing.  This program will be underwritten to a great degree by incorporating planned giving messages in membership and major donor mailings and pledge drives which will extend the reach with little additional cost.  
Budget in Brief
· 1 FTE Planned Giving Officer (including benefits) – 75K 
· 30% Support Staff – 12K

· Printing, Mailing, Postage & Travel – 8K 

· WPT Graphics, Online & Production support – 5K 

· Overall budget:  $100,000 per year

· $50K – UWEX – funded by Friends of WHA-TV
· $50K – Wisconsin Public Broadcasting Foundation

Expected Return on Investment 

Because of the nature of planned gifts and because WPT will typically only use earned income from the principal of these gifts, a commitment to planned giving is an investment that might not begin to see net revenue for several years.  Because WPT has had a lower priority promotion program for bequests for nearly 20 years, we may find that we have many more short term opportunities than a program starting from zero.  But because this is a long term investment it will be critical that the program carefully track health indicators such as donor visits, bequest intentions in addition to endowment income to monitor the success of this program over the shorter term. 

As the program grows, additional investments can be expected.  Growth in number of Heritage Society members and program activities might necessitate increase investment in clerical staff.  In addition, an established program will invest in screening tools like age overlays or more aggressive lead generation including telemarketing or more aggressive charitable gift annuity marketing.   

The investment in Planned Giving will offer additional boost in major giving opportunities.  While the Major Gift Manager will continue to have some planned giving responsibilities especially in working one-on-one with donors, the additional staff with a strong focus on donor visits, will allow us to increase or connections to major donors throughout Wisconsin.  

For as long as I can remember, WPT has always been there for my children and me.  Now my grandchildren are watching also.  WPT has given so much to us throughout the years, I feel I should be giving something in return to guarantee WPT for my great grandchildren.

Thomas J. Hayden, Green Bay

Priority Activities 
· Donor Visits – cultivate and solicit planned gifts

· Follow up phone call assessment on 100+ existing leads

· Respond to incoming leads in a timely and personal manner

· Generate leads through print, on-air, including pledge & personal visits 

· Annual goal = 100 new leads each year 
· Personal follow-up on leads with phone calls & visits

· Regular communication in Membership & Major donor materials  

· Steward 265+ identified Heritage Society Members

· Regular Communications about WPT impact, future & giving opportunities 

· Update Web Site

· Update print materials 

· Ambitious donor visits throughout Wisconsin 

· Support Major Gift program with donor cultivation, stewardship & solicitation (approx 15% time)

Priority Activities of Year One 
· Introduction & Assessment of Donors

· Introduce regular communication, donor survey, assessment of giving intent

· Introduce active solicitation program with prompt and appropriate follow up on inquiries 

· Donor thank you/solicitation visits & phone calls 

· Introduce mailing campaign 

· Identify key prospects – direct mail solicitation to 10,000 prospects per year 

· Expand On Air campaign 

· Refine Visions on-air spots for lead generation including placement schedule

· On Air messaging, including during pledge, with Wisconsin oriented PG messages
· Update WPT Visions Website 

· Introduce Wisconsin content to WPT Heritage Society website

· Review and update gift acceptance policies
· Establish routine meeting with professionals and others for retirement seminars about planned giving opportunities and benefits 

Priorities Activities of Years Two and Three

· Establish WPT connection with Planned Giving Professionals including lawyers and financial professionals
· Establish PG committee with statewide leadership

· Introduce target communication on PG vehicles
· Establish WPT as a trusted source of information on gift planning 

· Orient station staff, especially management, membership & audience services to identify prospects
· Financial Seminars with program partners including Wisconsin Public Radio.   


Facing one’s mortality does cause one to focus upon what is of true importance.  My estate plans provide for family, friends, charities, and Wisconsin Public Television.  Why public television?  I have enjoyed quality programs for many years on our valuable Wisconsin Public Television.  Now, I can repay that medium for all it has given me.

Matthew Neil Kurtz, Antigo

Program Assets 

· A cherished, respected and honored public television service in Wisconsin providing Wisconsin educational and cultural programming for over 50 years.  

· 260+ Heritage Society Members

· Known commitments in excess of $2.8 million

· 55,000 active members / 10,000 long time givers who are now lapsed

· 20,000 donors who have contributed annually for 15 years plus

· 100+ existing leads / donor inquiries

· Broadcast service reaching hundreds of thousands of community minded viewers

· Regular on-air promotion and PG messages integrated into 3 major pledge drives

· Volunteer base of 3,000+  with 500+ participating regularly over past 10 years

· Active and committed Friends board, Station Management & staff 

· Existing Major Gift / Planned Giving newsletter, donor events & communications

· Public TV models for success and best practices in Oregon, New York, Los Angeles, Salt Lake etc.

· Corporation for Public Broadcasting sponsored Planned Giving Resources website: http://www.pg-now.org/resources/
· PBS Visions Program with newsletters, on-air spots, advertising and other promotional materials

· Established $1 million Wisconsin History Fund endowment 

Measures of Success

These and other metrics will be tracked to determine progress toward long and short term goals:
· Growth in number of bequest inquires 

· Including request for information from lawyers and financial planners

· Number of Heritage Society personal contacts

· Personal Visits and phone contacts

· Personal solicitations for bequests or other planned gifts

· Growth in verified bequests 

· Growth in dollar amount of bequest intentions

· Total Number and value of planned giving vehicles such as annuities

· Participation of volunteer ambassadors promoting planned gifts to WPT

Long Term Measures of Success 

· Bequest income 
· Growth in WPT endowments

A planned gift to Wisconsin Public Television seems like a sensible way for us to promote the continuation of a resource which has enriched the lives of everyone in our family.  Our family has laughed together, learned together, traveled to foreign countries and appreciated the beauty and mystery of our world.  We want this quality family choice to continue for years to come.

Patricia J. Lange, Eau Claire
Marketing Plan 

1.
Asking to include WPT in will or estate plans
The simple drum beat promotion for bequests.  Develop a few basic instruments like a PG slug, tag line & planned giving story to work into these and other venues:   Member Survey, renewal check off, pledge drives, on-air, quarterly airwaves column, membership acknowledgments, monthly airwaves slug, slug on letterhead and more. 

2.
Heritage Society
Using HS member profiles and member listing to promote participation and set an example for others:  Annual event w/ article in Airwaves, listing in Annual report, regular columns in Directors Circle newsletter, listing in Airwaves, listing in volunteer newsletter, articles in volunteer newsletter and more. 

3.
Bequest to the station
Bequests--and memorial gifts--present a “news” opportunity.  Execute a simple promotional plan for each planned gift we receive to see that we take advantage of this “news” to encourage others.   

Airwaves slug or article, article in Directors Circle and Volunteer newsletters, building signage, on-air recognition and more. 



4.
Face to face solicitation
Identify, visit and solicit key prospects.  Use Friends board and Planned Giving Committee to bolster solicitations.
Since any planned gift is a personal decision, WPT will offer print materials in donor mailings and a robust planned giving website to allow donors to explore opportunities privately.   
Most significantly we will use the power and reach of our membership mailings and our broadcasts to communicate to key friends and hundreds of thousands of viewers about the opportunity of bequests and planned gifts.  

As Directors Circle and Heritage Society members of Wisconsin Public Television, we are committed to investing in a viewing alternative where all of us --- today and in the future --- can experience the entertaining education and enrichment that is derived from exploring our heritage, our folklore, our culture, and our environment.  If we don’t make this investment, who will?

Scott and Margaret Kramer, Madison
