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9.  Public Service

OBJECTIVES OF LEAVE A LEGACY WISCONSIN.  To significantly increase the number of planned gifts in (Eastern) Wisconsin so as to accrue benefits the entire community over time, by: 

· making non-profit, legal, and financial professionals aware of the opportunities to carry over lifetime support of charities into bequests or the “ultimate gift,” and 

· broadcasting the message directly to individuals who were hitherto unaware that people who are not necessarily deemed wealthy can make a significant contribution and difference to their community without reducing their obligations to their intended heirs.
OBJECTIVES OF THE LEAVE A LEGACY WISCONSIN AWARENESS CAMPAIGN

· To launch a sustained, multi-media awareness campaign initially in Eastern Wisconsin (later, throughout all of the state) to drive up the level of interest and action on the part of individuals to make planned gifts to the charities of their choice with the assistance of professionals in non-profit organizations, legal and financial fields.

· To garner ongoing commitment from non-profit organizations, legal and financial professionals, other individuals and corporations to support this ongoing program to benefit their communities.

· To invite other community foundations and organizations in other parts of Wisconsin to join in this grassroots effort.

RESEARCH/PLANNING.  Members of the Planned Giving Council of Eastern Wisconsin (PGCEW) became aware of a national program called “Leave A Legacy” through the National Planned Giving Council.  This program is one of 110 nationwide with varying degrees of success in launching and sustained interest.  Leave A Legacy recognizes the disparity between life-time giving and planned giving in our society: whereas 80% of Americans financially support charities throughout their lives, fewer than 6% make the final, ultimate gift of a bequest even though that gift would not impact what they would give to their intended heirs.  PCGEW determined that not many non-profits nor allied professionals (probate attorneys, financial planners, insurance agents, etc.) were aware of the options and relative simplicity of planned giving to advise their clients of such options, nor did they have “turnkey” tools to sustain the effort with their donor pool.

THE PLAN.  The awareness program would focus on several “market segments” – non-profit organizations, allied professionals and the general public -- using a range of strategies, tactics and tools. The thrust of the basic strategy was to educate and remind non-profit organizations and allied professionals how to get donors to think about planned gifts and to move them and, ultimately, their donors/clients to action. A multi-media approach to launch the campaign used print and television media, events, an annual award, a “marketing” kit comprised of posters, video, brochure, testimonials, and so on, and a web site.  Immediately following, still ongoing (and some yet to be executed), are radio interviews, speakers’ bureau presentations, newsletters, radio and television PSA’s, theater PSA’s , billboards, bus panels,  web site updates, seminars, and others.

THE BUDGET.  The initial kick-off phase was budgeted at $55,000 - $70,000 for fees and expenses for all of the facets of the campaign.  An additional budget was added to administer the logistics of the ongoing program, with the agency offering the part-time services of a staff member.

EXECUTION.  Several “tools” were created to assist in supporting the awareness program, including:

1.  A brochure describing the program, and citing examples of planned gifts and situations where individuals and their charities were well served through careful planned giving.  50,000 copies donated by Robert W. Baird.

2.  A suite of three posters were created with the cooperative effort of Milwaukee Institute of Art and Design (MIAD) Visual students in their senior year.  Six designs were offered, one selected and a suite of three created to symbolize different parties affected by the campaign.  MIAD also assisted with photography, and the agency provided models gratis.  Printing of 9,000 posters in duo-tone metallized ink, along with the printing of 2000 labels, was donated by a client of the agency, Outlook Group in Neenah, WI.

3.  Video. Using a local video production company and benefactors of “sponsor” organizations, the agency created a 9-minute video. The video is being used to solicit grants, sponsorships and to educate the general public on how easy and sensible it is to make a planned gift, as well as how it benefits the community.  The video has been shown whole and in segments on two local television shows (Bill Taylor’s newscast on Channel 4  and Tom Andrews’ Show on Channel 24).

4.  Web Site -- www.leavealegacywi.com. The agency worked with Web site developers to create a  site that would address the needs of the public, as well as non-profit organizations and allied professionals.  The site features a discussion on the different vehicles for planned gifts; testimonials of  the “person-on-the-street;” a list of sponsors with hyperlinks; and a personal worksheet for planned giving.  There is also a section offering speakers on planned giving and Leave A Legacy.

5.  Media exposure. Articles placed: Milwaukee Journal Sentinel (Kathleen Gallagher); The Business Journal and The Small Business Times (March 18); two television programs (Channel 4 – Bill Taylor’s Positively Milwaukee, and Channel 24 – Tom Andrews’ Show); and radio segments (WGTD, Kenosha; WCUB, Manitowoc.)

6.  Theater, Radio & Television PSA’s:  These have been created and are being placed currently at all Marcus Theaters, eastern Wisconsin radio and television stations.

7.  Administration.  The agency is administering the program, fulfilling: sponsorship benefits such as inclusion in the Web site, hyperlinks, a marketing kit, requests for speakers, fielding questions, and answering inquiries via e-mail and a toll-free number.

8.  Events.  

· Two “kick-off events” were planned, a breakfast and a luncheon meeting (October 28th and November 5th, 1999) to rouse the interest of the legal and financial, and non-profit community. 

· “Leave A Legacy Wisconsin” was the subject of a two-hour luncheon in the midst of a whole-day seminar by the PGCEW. 

· National Society of Fund Raising Executives annual luncheon on November 18 – presence and a full-video presentation with the first Leave A Legacy Award presented to a donor (a couple) of a planned gift.

9.   Newsletter.  A cost-effective desktop published newsletter was done in-house at the agency for all sponsors and community supporters, as well as for potential sponsors.
EVALUATION/RESULTS.  In the four-month period since its initial launch end October/early November, Leave A Legacy Wisconsin has:

· signed on 80 non-profit and 16 community sponsors; funding commitment to date: $91,850
· arranged for more 20 Speakers Bureau engagements, from Sheboygan to Lake Geneva.  Attendance estimated at over 1,000 professionals and individuals.

· A base-line study from 1999 will establish the level of giving and this program’s effectiveness will be more readily evaluated in 3 years. 

