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I. INTRODUCTION 

 

“Despite the constant negative press covfefe.” – Donald Trump 

 

These days the name Donald J. Trump has the ability to divide a room. Don’t worry, this paper is not about 

politics. Instead, put your marketing hat on for an apolitical academic discussion about how Donald Trump 

became the 45th president of the United States. We will discuss the marketing tactics behind his chaotic 

campaign and show some related samples of planned giving marketing in action. In the end, you will receive six 

“takeaways” to apply to your planned giving marketing. And believe me… there will be no name calling.  

 

Disclaimer: Much of the success Trump achieved is based on his social media strategy.  College courses will be 

written about how Twitter and Facebook may have changed the outcome of the 2016 presidential election. But, 

since social media has very little impact on planned giving marketing as of this writing, we will leave that 

discussion for another day. 

 

But first, a brief look at what was new for 2018 in our field.  

 

 

II. WHAT’S NEW?  

 

“There is nothing new in the world except the history you do not know.” – Harry S Truman 

 

What’s new in planned giving marketing?  

 

This is a question I get quite often, and my answer is usually the same… “Not much.” 

 

Planned giving marketing does not follow the same trends as traditional for-profit marketing. It’s a niche within 

a niche, and as such, the key to success often has more to do with your execution than your medium or following 

a new trend. You want to have a strategic marketing plan, good digital presence, and be in regular contact with 

your donors.  These communications should educate and build awareness of the opportunities to create a legacy 

at your institution. Your best donors need to know that you are ready to help them when the time is right. The 

execution of these communications will make or break your planned giving program.   

 

This observation does not mean nothing at all is new in our industry. A good marketer will always keep an eye 

on current events, inside and outside of planned giving, and apply it to the marketing message. Incorporating 

current events will provide your program with the opportunity to demonstrate thought leadership. It will create 

credibility and trust for the best interests of the donor and the institution. Just be careful of when it comes to 

taking a stance on political issues. This could hurt you as much as it helps you. 

 

This year we had a new tax law that became effective on January 1, 2018. Your planned giving marketing should 

have referred to the changes from it that impact charitable giving. In fact, even though it has been close to a year 

since passage, there are still many misconceptions about the law. Many donors mistakenly think the charitable 

deduction has been completely eliminated when in fact it remains completely intact for those donors who will 

file an itemized return. The law increases the standard deduction, and thus will increase the number of 

individuals claiming it. This means fewer donors will itemize their charitable deductions. But even for donors 

who don’t itemize, there are several strategies that will still create tax benefits for them. You can and should 

market these strategies. For example:  

 

Making gifts of appreciated property, such as publicly-traded securities, to charity.  Even if donors don’t itemize, 

they will still be able to avoid capital gains tax by making a gift of appreciated assets owned for at least one year. 
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Making gifts to charity using the charitable IRA rollover, (QCD).  If donors are over 70½, they can make a direct 

transfer from a traditional IRA or Roth IRA to charity of up to $100,000.  Such a transfer is not taxable and 

counts towards satisfying the donor’s required minimum distribution.  

 
Making larger gifts to charity.  If a donor’s total non-charitable deductions are close to equaling the standard 

deduction, a larger charitable gift may increase total deductions enough that it makes sense for the donor to 

itemize; the additional tax savings that itemizing offers may reduce the effective cost of the gift.   

 
Making a gift to charity from all or a portion of what’s left in a retirement plan.  Assets in a donor’s IRA, 401(k), 

or other qualified retirement plan may be subject to income tax when distributed to heirs.  Making a non-profit 

institution a beneficiary of a portion or all of a retirement plan will avoid the income tax that might otherwise be 

due from the heirs.  This is an extremely tax efficient way for donors to make gifts to charity that costs heirs less 

than giving other kinds of assets.   

 
Each of these points are a marketing opportunity. Informing your donors of these options is a benefit to them and 

your organization.  

 

Another event over the summer created a reason to reach out to donors with a marketing message when the 

American Council on Gift Annuities (ACGA) decided to raise its suggested maximum rates to better reflect 

current market conditions. Higher rates mean bigger payouts, and for donors who consider the annuity an 

important source of income, that’s exciting. It’s a legitimate reason to reach out and announce to donors in a 

headline or subject line, “Higher gift annuity rates mean more income for you.” 

 

Take advantage when any changes in planned giving occur because they can be few and far between. If your 

program becomes the non-profit that donors see as ahead of the curve, your institution could end up at the top of 

their list of favorites charities.  

 

What else happened over the last few years that affects planned giving or marketing? 

 

I can think of one thing. Let me put it in the form of a question for you…How did a business person with no 

political experience propel himself to upset one of the world's most-experienced politicians in the 2016 

presidential election? 

 

 

III. MARKETING ELECTED A PRESIDENT 

 

“We won with young. We won with old. We won with highly educated. We won with poorly educated. I love the 

poorly educated!”– Donald Trump, Nevada Caucus Victory Speech 

 

  

Before getting into politics, Donald Trump was one of the world’s best-known businessmen, even though his 

company was quite small. His successes came from an understanding of media manipulation and consistently 

improving the “Trump” brand via marketing. Love him or hate him, when it comes to marketing he is a skilled 

and cunning salesman. Don’t underestimate him.  He knows precisely what he’s doing. There are numerous 

lessons that we, as marketers, can learn from this man.  

 

Let me restate that this will be an apolitical academic discussion. We take no sides. We are just planned giving 

marketers trying to learn. Without hesitation let us begin. Here are 6 things we can learn from the election of the 

45th president.  
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1. Throw Rules Out the Window 
 

From the moment Trump started his campaign you could see that he was not going to play by everyone else’s 

rules. He would not hesitate to attack and belittle his opponents and use Twitter to express his thoughts and 

feuds. He never avoided controversy and thought all press was good press. He didn’t follow the same traditional 

campaign etiquette that had been established. Quite the opposite. He broke all written and unwritten rules. He ran 

the campaign like he had always operated his business. He exaggerated his stories, didn’t worry about the details 

and exclaimed only he could fix America’s problems.  

 

Every news cycle he would make an outrageous statement. And the talking heads in the media would create an 

additional buzz around what he was saying. Most politicians would have been ecstatic if they had just a portion 

of Trump’s media coverage. He was adept at acquiring free “earned media.” He didn’t see it as negative 

publicity when the media covered his radical statements, but free air time. He loved it and pushed harder. Thus, 

there was no need for him to advertise because he was constantly on the networks and the cable channels. It was 

reality TV and he was again the star.  

 

What can we learn from this? When marketing your program don’t just do what you have always done. Step out 

of your comfort zone. Try something new. Test new ideas. Rethink your marketing plan. All too often I hear a 

client say, “We don’t want to change this, we always do it this way.” Unfortunately, if you are not happy with 

your results and you never test something new, the results will not change. Don’t be afraid to follow your own 

path.  

 

2. Consistency and Repetition 
 

Trump wanted to stay in the news, and in people’s thoughts. He did this by having daily political rallies where he 

stayed on message. No matter the location, the message to his audience stayed the same. From the first moment 

he appeared in the media, up until now, he hasn’t changed his routine. It is this consistency, combined with the 

real voice behind the message, that plays into his audience. They see his free form style as incredibly authentic. 

 

Being consistent is very important for brand building. It is something at which Trump has always excelled. The 

same goes for planned giving marketing. You must have constant cultivation with your marketing mix. 

Sometimes your best donors might see your direct mail several times before reaching out to you.  They save it 

and discuss it later with a spouse or advisor. And when the time is right, they call you.  

 

Creating a marketing plan by itself will not make you a better marketer or bring in more gifts. It is your 

execution of the marketing plan that will. Following your plan will result in more organized and efficient 

marketing. One mailing every few years is not going to give you the results you seek. You must be consistent 

with your message and efforts. 

 

Repetition is also vital. Ask what Trump’s campaign slogan was and most of America will repeat it back to you 

without hesitation. Make America Great Again. (MAGA) Just four words… but it’s a slogan he's never wavered 

from. Repeating a good slogan works, such as Just Do It, or Got Milk. Do you recall what Hillary Clinton’s 

campaign slogan was…? Stronger Together. Good trivia for political junkies, but most people don’t remember it.  

 

Trump, on the other hand, sold hats and marketed MAGA like one of his many products. You saw it everywhere. 

He repeated it often. And it stuck. He repeated many things like everything was a “mess.” The economy, the 

military, it’s all a mess. He would speak in a rhythm which he echoed over and over again. Bad deals are 

“terrible,” the media is “dishonest,” and the system, “broken.” “Fake news!” 
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This repetition is also an old sales technique used in ad copy. Repeat something enough times and people think 

it’s true. Trumps knows this. He is always selling. Facts and opinions are more effective when people hear them 

over and over. It sticks in their minds. Repetition makes the point important and memorable. 

  

In planned giving marketing, repeating phrasing can be effective, too. By repeating certain phrases your donors 

may find them more memorable. Repeat similar phrases consistently throughout your website and marketing 

campaigns. A phrase like, “a gift that pays you back” or “the gift is as simple as filling out a form” might be 

worth saying more than once a year. We often think that if you said it once, the point has been made. No, the 

point needs to be repeated. Repetition could be vital to the success of your marketing. 

 

3. Simple, Easy to Remember Content 
 

Trump stuck with a simple message from the beginning. This simplicity extends beyond his MAGA slogan. You 

can see it from his speeches that contained very little policy details to his tweeting in short bursts of easy-to-read 

text. This simplicity may seem unlikely for a complicated presidential campaign, but for Trump, a non-politician, 

it allowed him to continue to grow his audience without slowing down to focus on specifics. He was never going 

to be a policy wonk, so he never tried. Instead, he focuses on the big picture simplicity that his ideas provide– 

more jobs and no immigrants. His goal was to reach out to the common voter in a common language. Simple, 

and to the point. 

 

In planned giving, we also need to have a simple message. We should never overemphasize the legal language 

and legal concepts in our marketing. Donor-facing marketing should always be in “plain English” for a 

reasonably educated donor. Remember, your prospects are normal people, they are not all financial planners or 

attorneys. Technical jargon may only lead to confusion and send them to competing non-profits who present 

planned giving concepts in a simpler way. 

 

You never want to lose a donor’s interest in the noise of trying to describe how a gift works. Focus your 

marketing on telling a simple narrative that’s easy to understand. Identify the pain point, (afraid of taxes) and 

source of the problem, (liquidity, all money tied up in stock). Tell them your solution takes away that problem, 

(gift of stock to the charity). Then talk about what the gift actually does and how it works, (the details… face-to-

face). 

 

When describing a gift or asset, it’s really easy to list out all the different features. This often results in 

information overload and potential donors glaze over it. Your marketing should not focus on every nuance. 

Eventually you can discuss all the features, or preferably the benefits, of a gift, but in your marketing, you should 

first provide a simple, understandable solution that clearly takes away the donor’s problem. 

 

4. Authenticity and Confidence Resonates 
 

Some people joke that authenticity and marketing are two words rarely found in the same sentence, let alone in 

politics. However, both brands and politicians must show they are authentic to grow their audience. Trump was 

able to do this. His base saw him as authentic due to his unfiltered banter and his courage to defend his radical 

measures. He unabashedly speaks his mind. Which in their minds was “speaking the truth.” And he never 

apologized. 

 

Years back, President Reagan won over voters with his authenticity. His public perception was that of a real 

person, presenting himself without the filter of calculation or polling. Republicans at the time came up with the 

slogan, “Let Reagan be Reagan” as some of his base feared moderate Republicans had reined in the Gipper. 

Today the chant is, “Let Trump be Trump.” In 2015, 76% of Republican voters said Trump “says what he 

believes,” rather than “what people want to hear.” While Hillary Clinton was accused of inauthenticity 

throughout the election, owing to her policy shifts over decades in the public eye. 

http://www.i-scoop.eu/art-storytelling-6-content-marketing-context-questions/


Marketing in the Age of Trump 

 6 © 2018 PG Calc Incorporated

  

 

In planned giving, it is also important to be authentic in your marketing as well as in your relationships. 

Everything we do as marketers should build trust. From your website to your email. If a donor is looking to reach 

out for more information on your website’s “Contact Us” page they should see a telephone number and the 

image of a smiling face. They should be rewarded by a photo of the person who they will reach, not just a sterile 

web form. Personalization is the key. This is why canned brochures and websites do not work as well as those 

that are narrowly tailored to the individual non-profit and its mission. Marketing should start building a 

relationship with your donors, and that needs to be on a personal level. It is the trust established early on that will 

allow the legacy giving conversation to flourish. 

 

Confidence is also important, and this has never been lacking in Donald Trump. There is a great level of 

confidence behind his every word. Fact based or not, it is evident that he truly means what he says, and this 

makes his audience firmly believe everything he says. This is not a skill  that everyone has. But it is necessary in 

sales and marketing. Trump perfected it over the years and he understands that this confidence makes his base 

audience increasingly trust him. 

 

Do your PGOs and MGOs have this confidence when talking about planned giving to donors? They should. 

Conviction is the best way to make people truly believe your expertise and messaging. It creates the perception 

that you will stay true to your word. Proper training of staff is the best way to achieve this. A yearly review of 

the law and particulars of the industry, in addition to a substantive “toolkit” of planned giving collateral will 

help. Confidence in your planned giving program will also resonate with your best donors, usually your legacy 

society members. These donors can become your “brand ambassadors” who will further spread your planned 

giving messaging. 

 

5. Know Your Audience 
 

In Trump’s first speech announcing his candidacy he was not trying to appeal to all of America, but a very small 

and specific audience. The far right. Trump knew his message and personality would not appeal to everyone, and 

he was not willing to change who he was. Instead, he decided to double down on his message. Never afraid to 

offend, Trump began to say one outrageous thing after another. He knew it would resonate with his target 

audience, and these voters, formerly called the “Tea Party” reveled in it. These voters are strongly opinionated, 

highly emotional, and politically active. He knew their values and he spoke directly to them. It was the best 

group to carry his message to an electoral college victory. 

This case is a classic example of target marketing -- breaking a large market into smaller segments to concentrate 

on a specific group within that audience. Segmenting is usually based some unique characteristics and their 

ability to convert. Segments can be based on demographics such as age, gender, education, marital status, 

lifestyle, values, and locale. Marketers know that if you’re trying to talk to everybody, you’re going to have a 

difficult time reaching anybody. It’s best to aim your message to the group most likely to buy, or in the case of 

planned giving, give a gift.  
 

Under the guise of building awareness, one could send planned giving messages out to the entire database, old 

and young alike, since planned giving prospects can come from all ages and levels of wealth. Yet that would be 

expensive and produce very little. It is best to target your message to only those prospects most likely to respond, 

thereby increasing the effectiveness of each mailing. List segmentation also allows you to mail less and control 

costs. 

 

The factors to look at when segmenting a list include:  

 

1. Those who already have made a planned gift 

2. Consistent annual fund donors (i.e., 10+ years, 8-10 years, 5+ years, etc.) 

3. No Children, and/or no heirs 
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4. Over 65 

5. Engaged board members and volunteers 

6. Those closest to your organization 

 

You can also characterize it as FLAG, (Frequency of giving, Longevity of giving to the organization, Age, 

Giving history.) The frequency of giving is seen as the single most important gift indicator for planned giving. It 

is also important to group and rate your donors based on their age and the number of gifts they have given over 

specific periods (for example, seven gifts in the past 10 years).  It is rare to see a planned gift from a first-time 

donor. 

 

The concept of target marketing is not new. What is new is that a candidate used it to get elected to the 

presidency rather than changing one’s message to be inclusive in the general election. Per usual, Trump did the 

opposite of the norm. Knowing that a message to the general populace would be seen as vague and generic and 

far less likely to resonate, he chose to double down with his audience. He continues to market solely to his 

favored segment of the population to this day.   

 

6. Emotion Over Facts 
 

Trump’s rise to political prominence came out of his rallies. Unpredictable. Off-the-cuff. It made for good 

television. His speeches were not written, but were more stream of consciousness. He would read the audience 

and perform to them. Looking for any acknowledgment, he would throw out different ideas and wait for a 

reaction, changing topics until hitting an emotional nerve. As the audience would begin to react, he would stay 

on that point. Pushing it to see how far he can take it. This is how we got to building a wall AND having Mexico 

pay for it. It was an idea taken to the extreme to draw out a primal emotional response. This is the essence of 

Trump. He needs the adulation and he will say anything to get it. But he knows the applause will come from 

emotion, not from policy planks. Emotion wrapped in telling people what they want to hear. A reality with or 

without facts. 
 

As an experienced salesman, Trump knows people are susceptible to emotions. He knows when we make 

decisions based on our emotions. Our primal emotions, such as fear, anger, disgust, sadness, and happiness, are 

the strongest. He went after these emotions by providing a narrative that his audience could relate to and once 

triggered, showed them that he was the solution. Logic and fact are absent. It is emotion that makes the 

rationalization possible.   
 

For-profit companies have been using emotions to sell goods and services for centuries. It’s a powerful tool that 

can be used for good or evil. Marketing to emotion is not just about manipulating people. It can be used to better 

understand the benefits of what you have to offer.  Emotions allow marketers to show their credibility and 

trustworthiness, as well as effectively show any pain points that exist. Marketers can then show features as 

benefits, which allows consumers, or in our case, donors, a way to rationalize moving forward with a gift.    
 

In planned giving, emotion is a key component. We use emotion when we talk about mission and how a gift will 

help our non-profit continue its work into the future. We use emotion when we explain the impact of a planned 

gift and how it’s more than just its value. It’s changing lives, improving the community and helping society. The 

best of our marketing takes into account the self-satisfaction of giving and how by creating a legacy a donor and 

the non-profit continues into the future. It’s a feeling that cannot be found, created or purchased. It’s exclusive to 

planned giving, and it’s all emotion. 
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IV. MARKETING WITH EMOTIONS 

 
“I’ve learned that people will forget what you said, people will forget what you did, but people will never forget 

how you made them feel.”– Maya Angelou 

 

Emotion is central to great marketing. In the for-profit world, the more people feel, the more people buy. For 

non-profits, the more donors feel, the more donors give. It’s simple… as humans we are emotional creatures. We 

make decisions and take action based largely on emotion. A marketing message based on logic and rational 

thought will probably fall flat. But add some emotion, and you will not only get their attention but also convince 

them that your offer will help them solve a problem or reach a goal.   

 

In planned giving, one of the best ways to appeal to the emotions of your donors is by moving beyond the gift 

itself. Instead of “selling” a donor on a charitable gift annuity, your marketing message could explain it’s a gift 

that will pay you back, or how the gift will make the world a better place. You can also show them the self-

satisfaction of making a difference. These are all emotional offers. But what are the most effective emotions to 

use and when is it best to activate them? 

 

Here are some examples of the emotions you can touch on in your planned giving marketing mix: 

 

1. Happiness/Joy 
 

Happiness has long been used as a marketing strategy and it works very well. Marketers know that being 

associated with the positive feeling of happiness leads to greater loyalty and profitable relationships. After all, 

the reason we buy products and services is that we want to satisfy our needs and ultimately enhance our well-

being.  
 

Happiness is an emotion that we seek from birth. Our first emotional action in life is to respond to our mother’s 

smile with a smile of our own. Joy and happiness are hard-wired into all of us, and it increases when it is shared. 

When marketing happiness your goal is relatively easy - make your donor smile. Make donors feel they are 

connected to others and that they are making a difference. Your copy can express that there is no better feeling 

than the satisfaction of giving. A well-placed image can make even the grumpiest donor smile.  
 

See Appendix I for a sample of Happiness marketing. 
 

2. Prestige/Belonging  
 

Everyone wants to be included and feel they are part of something larger than just themselves. As social 

creatures we are hardwired to seek out belonging, avoid loneliness, and even distrust loners. And if the group we 

aim to belong to is exclusive – we want it more. People value what’s in short supply and want things they can’t 

have. And when we finally become part of an exclusive group, we experience feelings of status and achievement.  

 

This is sometimes known as exclusivity or “velvet rope” in marketing and it is a perfect tactic for pushing your 

legacy society. Can you convince donors to join a legacy society based on the features and benefits of 

membership? Maybe, but mix in some emotion and the interest will grow. Appeal to the donor’s fear of missing 

out on a prestigious opportunity. Inform your donors ever so slightly that legacy society members are having a 

better experience. You want non-members to feel like they’re left behind and missing out on membership. You 

are trying to trigger their emotion from younger years of belonging. Go after the need for social status and of 

wanting to be with the cool kids. Imply that only by making a planned gift will the red velvet rope open at the 

gates.  
 

See Appendix II for a sample of Prestige marketing. 
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3. Hope/Altruism  
 

Hope is another powerful positive human emotion. As the world becomes increasingly chaotic, people are now 

looking for hope more than ever. Marketers can craft a hopeful message that presents outcomes that were once 

perceived as impossible and unattainable now possible. Hope reflects a donor’s vision of a better world. And a 

planned gift can be a vital part of a hopeful movement to make things better.  

 

If creating a vision of a better tomorrow resonates with your donor community, then triggering the emotion of 

hope is something you should integrate. Hope pushes donors to give more than they thought possible. It makes 

them believe they can be part of the change they want to see. 

 

See Appendix III for a sample of Hope marketing. 

 

4. Fear  
 

Trump is a master of fear. He is not the first politician to use it, but he uses it more than most. Fear and anger are 

the bonds he shares with his base. Critics accuse Trump of fear-mongering, but the fear is real. And as a 

marketer, he is just an expert at manipulating it. He may be guilty of sensationalizing fear, but he is not afraid to 

use it to his benefit. Fear is persuasive and can motivate people to act quickly. The fear reaction is a universal 

one to which everyone is susceptible. Although most of us don’t want to admit that we are influenced by fear 

because it makes us feel powerless and weak, it still is the strongest human motivator. 

 

In planned giving, a fear appeal can often center around fear that a child might die, and fear that you’re not doing 

enough to make a difference in the world. Yet, be careful marketing with fear as it can be taken the wrong way 

and turn people off. It may give short-term results but ruin your credibility for long-term engagement.  

 

If you decide to test it, state the problem that your organization solves, but don't sensationalize it. Present the 

facts, which will speak for themselves if they are compelling. Then provide a solution, consisting of your non-

profit and the value it provides. Your message should not just be a “scare tactic” message, but educational in 

nature, empowering donors with information that they can act on and share. The empowerment comes from the 

knowledge of the problem and the solution of a gift. And of course, the opportunity to share with others. It is all 

within their hands.    

 

See Appendix IV for a sample of Fear marketing. 

 

5. Sorrow/Suffering  
 

The concept of tugging at people’s heartstrings has been around forever. It’s a feeling of empathy and sadness 

that enhances your other emotions and galvanizes people into action. Sorrowful images of puppies and/or babies 

gets me every time. That said, did you ever notice that for-profit marketers put puppies and babies in a lot of 

toilet paper commercials? Do you know why?  

 

Brain research tells us that advertisers use images that cause our brains to release oxytocin to build trust in 

products, and hence increase sales. This is based on research directed by Paul Zak, PhD, at Claremont Graduate 

University in California. He found that when we experience sadness, our brains produced cortisol, known as 

the “stress hormone” and oxytocin, a hormone that promotes connection and empathy. It is oxytocin’s ability to 

help us create understanding and empathy that may also make us more generous and trusting.  

 

The best of these marketing pieces starts sad with imagery and then resolves it with upbeat content that leaves 

the reader feeling happy. However, like the emotion of fear, marketing the suffering of others can cause 
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problems. Too many marketers have exploited it to the extent that audiences may be desensitized, and with that 

comes scrutiny. If your effort misses its target, you risk incurring cynicism instead.  

 

See Appendix V for a sample of Sorrow/Suffering marketing. 

 

6. Surprise/Humor  
 

Marketing works when your message and/or imagery is different from everything else. It stands out from the 

noise and allows your target audience to distinguish your program from that of your competitors. You stand out 

by giving your donors something they wouldn’t expect. This can be information and/or humor. 

The emotion of surprise functions as a psychological magnifier. It’s why surprising punchlines tend to make 

jokes funnier, and why at times we are angrier at people who take us off-guard. This emotional intensity helps 

drive your messaging home. It also releases dopamine in the brain. Also known as the “feel good” chemical, 

dopamine will give donors that good feeling as they engage with your marketing. 

Surprise will also be remembered. The novel message will remain in your donors’ minds longer than a 

predictable one. Taking your audience by surprise with an unexpected humorous message is more likely to be 

stored in the memory and brought up again when they think of your program. Isn’t that what you want from your 

marketing?  
 

Surprises are valuable marketing tools; however, make sure your audience will appreciate it. Know your 

audience. Be care not to offend and don’t use gimmicks. Going for a cheap laugh, being insulting, or just doing it 

too often can be troublesome. Sending the same funny message over and over again is not a surprise. And it’s not 

funny. Marketing surprise works best if used sparingly and strategically. 

 

See Appendix VI for a sample of Surprise/Humor marketing. 

 

7. Vanity/Envy  
 

Humans can be selfish and narcissistic. Much of the for-profit world taps into this. Vanity is the main reason the 

fitness and fashion industries are billion-dollar profit centers. Insecurity fits here too. People often need to feel 

good about themselves because of some underlying feeling of inferiority. The self-help industry has done a great 

job marketing to these folks.  

 

As non-profit marketers, we know some donors have the desire for more power or influence via naming 

opportunities. We love these donors and want more of them. But they are the exception and not the rule. It is best 

to tap into their emotional needs in private discussions. The good news is we know that the majority of your 

donors are influenced by the actions of other like-minded individuals who have given a gift. This is why donor 

stories are so powerful. Market these inspiring stories in newsletters, magazines, website and fulfillment pieces. 

It’s normal to want to be like someone else. And to emulate not just how they look, but how they give as well.  

 

See Appendix VII for a sample of Vanity/Envy marketing. 

 

8. Humanity/Conviction  
 

As a marketer it is important to keep up with technological advancements and marketing trends, but we cannot 

lose the human touch. For example, on your website donors don’t want to interact with a sterile form. They want 

to connect to another human being. They want to build a relationship and make a friend. Someone they can 

depend on and who has their interests at heart. A friend that takes care of them through establishing a legacy, and 

beyond.  
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We're all human. This final point goes beyond marketing; it's about caring. Try to include humanity as a part of 

all your donor marketing, conversations, and stewardship. Planned giving marketing efforts don’t push readers to 

an order button on a landing page. Our conversion point is getting a donor to raise their hand, so we can start a 

conversation. Gift giving depends on the conviction of your message. It goes back to the old saying, “nobody 

likes to buy from a company… people buy from people.” The same applies with planned giving.  

 

See Appendix VIII for a sample of Humanity/Conviction marketing. 

 

 

V. CONCLUSION 
 

“Marketing is a contest for people's attention.” – Seth Godin 

 

 

The results of the 2016 presidential election took most of the country by surprise. What did we learn, besides that 

our country is divided? Donald Trump's experience as a salesman and expert marketer is what got him to the 

White House. He did something no one thought he could do. And love him or hate him, by dissecting his path 

perhaps you can now understand, or reaffirm, some marketing principles to help your planned giving program.  

 

One fact I want to reiterate is about earned media. Trump’s campaign spent only $4 million on paid media 

between mid-September and election day, according to Ad Age, while the Clinton camp spent around $145 

million. He got millions in free publicity every day from media outlets willing to broadcast and scrutinize his 

latest controversial comments. There’s an old adage in marketing, “if you want to hurt the enemy, steal their 

oxygen.” Did he ever.  

 

My parting questions to you is… how can your planned giving program get this type of earned media?  If you 

can figure out how to garner publicity and promotional efforts without having to pay for them, then 

congratulations, you are now marketing in the age of Trump. 
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Appendix I: Happiness/Joy 
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Appendix II: Prestige/Belonging 
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Appendix III: Hope 
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Appendix IV: Fear  
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Appendix V: Sorrow/Suffering 
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Appendix VI: Surprise/Humor  
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Appendix VII: Vanity/Envy  
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Appendix VIII: Humanity/Conviction  

 

 


