
 

 Planned Giving Design Center 
Sponsorship Kit   

Obtaining Sponsors for Your PGDC  

 
Step 1. Determine Financial Goal  
 
First, determine the amount of sponsor money you wish to raise. This might include 
a portion or all of your annual PGDC license fee, but also an additional amount for 
marketing the site, or more. The amount is totally up to you.   

NOTE: There is a limit on the number of sponsors that you can display on 
your site.  Four sponsors can be in the right side bar and 3 sponsors in the 
banner.  There is a limit of 10 sponsors that go out in the email newsletters. 
Samples of each type of sponsor ad are included at the end of this 
document. 

 
Step 2. Develop a Prospect List  
 
Once you’ve arrived at a dollar amount, list prospective sponsors and rank them 
according to your estimation of their financial ability and motivation. We suggest 
approaching local groups such as:  

• Banks  
• Accounting firms  
• Law firms  
• Insurance companies  
• Financial services companies  
• Individual professional advisors  
• Corporate and private foundations  
• Technology firms  
• Other charities  
• Associations such as your local PPP chapter (formerly NCPG), Estate Planning 

Council, ABA, AICPA, etc.  
• Donor advised fund holders who are interested in supporting education  

 
Get creative with your sponsor marketing. Look to grant-making foundations who 
wish to educate and expand the body of planned giving experts, or to corporations 
interested in accessing your PGDC membership with a banner linked to their product 
or service because your advisors represent thousands of affluent clients. The greater 
your imagination and drive, the more sponsors you will find.  



As far as associations go, offer to place their logo on your site as a sponsor and post 
news about their meetings through your host news in exchange for them marketing 
your PGDC to their members on their site. Ask them to ask their members to join 
your PGDC so they can communicate with their members through your PGDC site. 
Your PGDC will be the central news location on the Internet for the planned giving, 
financial services, and legal groups. This in itself will generate more prospective 
sponsors.  

Consider approaching philanthropists interested in leveraging their philanthropy by 
educating advisors. It is a very nice touch and a great example to the community to 
have a philanthropist sponsor your site. We do not know of any other way that a 
philanthropist can leverage a gift that would generate more planned gifts than to 
educate those who advise the wealthy.  

 
Step 3. Prioritize Your Prospects  
 
You might have several prospects who have the ability or desire to pay the entire 
amount. More than once, a single firm has requested to pay the entire amount so 
they would be the sole sponsor. You could approach just one and be done. While this 
would be nice and save you some time, consider the advantages or necessity of 
cultivating multiple sponsors either for political reasons due to your organization’s 
relationships or for spreading the financial risk of a single sponsor canceling in future 
years. Since this is a mini-campaign, organize your list beginning with your best 
prospects and work your way down.  

Choose the most respected prospects in the community. Then you can adapt your 
approach to additional sponsors to include the name of respected sponsors that have 
already committed. This shows that someone high in the community has already 
examined the PGDC sponsor opportunity and decided to participate. If you have a 
single sponsor, remember to inform them that you may have association banners 
appear as well. This should be received positively because these associations will 
bring increased members and traffic to your site.  

When developing your prospect list, your list of your PGDC members is one of the 
first places you should look for sponsor prospects. These people already know the 
value of the PGDC and work for potential sponsor firms.   

Step 4. Develop Your Pricing  
 
There are a few ways to develop your sponsor pricing. The method you use is 
completely up to you. Suppose you have a goal of $12,000 and have 20 prospects. 
You might offer 10 sponsor spots at $1,200 per unit. Limiting the number of spots 
will create a sense of exclusivity, thereby increasing demand.  
 
  



On the other hand, having an unlimited number of spots might enable you to exceed 
your goal. Establishing a single consistent price, regardless of the number of 
sponsors, allows you to market your PGDC continuously as more members register. 
Remember that most of your PGDC members work for a prospective sponsor 
organization.  

 
Step 5. Devise Your Approach  
 
Most people base their approach to prospective sponsors on their familiarity with the 
prospect and on the prospect’s familiarity with the PGDC. To appreciate the value of 
their sponsorship, a potential sponsor must be familiar with the entire PGDC site. We 
believe the best approach is a live demonstration performed in person at the 
sponsor’s office. However, you can also accomplish this very effectively by 
telephone. In fact, some people prefer the phone because it requires the prospect to 
click on the site’s links and participate more.  
 
Most PGDC hosts simply call prospective sponsors on the phone to arrange an 
appointment. The conversation will differ based on whether your organization is 
already hosting the PGDC or seeking sponsorships to underwrite the cost of acquiring 
a brand new PGDC. If you are seeking sponsors to underwrite the acquisition of a 
new site under development, please contact us so we can provide you with examples 
of current hosts with sponsors to show your potential sponsors their options.  
 
Remember, the objective of your first call is simply to get an appointment. That is all 
you are selling during this call — the appointment. If you get into the actual 
discussion of the PGDC and its sponsorship capabilities or your financial needs, you 
are starting off on the wrong foot. The reason for setting the appointment time is to 
allow yourself time to email any documents or links you wish the prospect to review 
in advance. This will shorten the sales cycle. In addition, securing the appointment is 
your first sale and will give you confidence. Psychologically, it starts the process of 
engaging the prospect in the idea of sponsorship from the very first contact.  
 
Please see the sample letter (on page 6) you might use to approach potential 
sponsors.  

 
Step 6. Sponsor Confirmation Letter  
 
We have prepared a sample confirmation letter (on page 7) that thanks the sponsor 
for their commitment, reviews the period of their sponsorship, the amount of their 
sponsorship payment, the tax consequences and associated limitations of the 
sponsorship, and request for additional information.  



 
Step 7. Caring for Your Sponsors  
 
When a sponsor’s link goes live on the PGDC, take a moment to call them to thank 
them and show them where their logo appears and how their link works. Make sure 
their link is going to the best location on their website.  
 
As with most donors, you can’t over-thank a sponsor. Take the opportunity to 
announce their sponsorship in your newsletters and at special events. Write a Group 
News item for the PGDC mentioning the sponsor. (However, be careful not to provide 
an endorsement as mentioned in the Sample Confirmation Letter).  

Once your sponsor is in place, be sure to share positive feedback you receive from 
other PGDC members. Keeping in touch with your sponsors will pay big dividends 
when you ask them to renew their sponsorships.  

Always recognize the sponsor(s) who help make it possible for you to host the PGDC. 
In doing so, you will forge positive relationships, thereby increasing the potential for 
renewing your annual sponsorship agreement with them.  

Here are several ways to thank your sponsors:  

• Prominently display a banner or large sign thanking the sponsor(s) and 
showing their logo at receptions, office meetings, and professional association 
meetings;  

• List the sponsor(s) in all press releases and in all advertisements. You may 
only have space to list their names, but whenever possible, include their 
logos.  

• List the sponsor(s) on all brochures and newsletters referencing the PGDC;  

• Create a visual recognition piece for sponsors to display in their place of 
business. This will bring visibility and generate conversation with clients 
regarding the PGDC. This might be a wall plaque or glass desktop etching.  

• Send sponsors invitations to special events your organization hosts.  
 
 
  



 
Presenting the Planned Giving Design Center  
The following are points to present as to the benefits of sponsoring the PGDC  

    
Why is Planned Giving Important Now?  

 
1. According to the 2012 Study of High Net Worth Philanthropy, published by 

The Center on Philanthropy at Indiana University and sponsored by Bank of 
America and Merrill Lynch, donors are relying increasingly on their 
professional advisors to assist them in the design and implementation of their 
charitable giving plans. The 2012 data find accountants (53.4 percent), 
attorneys (30.0 percent) and financial/wealth advisors (36.9 percent) to be 
among the leading sources of charitable advice, up over 102% from a similar 
study in 2006.  

2. Charitable lead trusts enable donors to make current gifts to a charity while 
significantly reducing or eliminating gift and estate taxes. Lead trusts are 
extremely popular right now. This is due to the lowest discount rates in 
history that are producing the higher-than-normal charitable deductions.  

3. All of this tells us that planned gifts are more important to our organization 
right now than at any other time.  

4. It also tells us we need the help of our professional advisor community now 
more than ever and that is why we are committed to providing advisors with 
comprehensive education, research and planning tools that can help them 
help their clients give wisely and give efficiently.  

 
Benefits of Sponsoring the PGDC  

   
Community Visibility  
 

a. Your company’s linked logo will appear on the Planned Giving Design Center 
and on the email newsletter that is sent out weekly. 

b. You will be reaching a highly-targeted and self-defined audience: wealth-
agents and wealth-holders who are interested in charitable gift planning.  

c. Professional advisors, other charities, and high net worth donors will see that 
your company is committed to furthering philanthropy and have an 
opportunity to click through to read about the unique services you provide in 
this area.  

d. We will also thank you every time we mention the PGDC and our commitment 
to community education.  

e. More visibility among other professionals = Increased referral sources  



f. More visibility among other charities = New organizational client opportunities 
and referral sources  

g. More visibility among high net worth donors = New direct client opportunities  
  

      
Community Recognition 
  

a. Your company will be recognized as having made a commitment to the quality 
of life in our community by partnering with our organization and helping to 
educate your peers.  

b. Although you can’t place a monetary value on that commitment, as the 
MasterCard commercial says it’s “Priceless.  

 

Sample Letters 
 

Sample PGDC Sponsor Approach Letter 

 
Dear [Prospect]:  

I’m writing today to make a special request and present a unique opportunity. 
As you know, [organization name] is committed to working with professional 
advisors such as yourself throughout our community in connection with the 
charitable gift planning services they offer their clients.  

During difficult economic times such as these, history shows us that while the 
amount of overall giving does not change significantly, the types of gifts people 
make does. Specifically, when discretionary income falls, so do outright 
charitable gifts; however, the proportion of planned gifts, such as bequests and 
split-interest gifts, actually increases.  

We believe that providing the highest quality research, educational and 
implementation resources is of paramount importance in this endeavor. In that 
connection, we have become a hosting organization for the Planned Giving 
Design Center (XXX.pgdc.com), a national website and online community that 
is designed to help advisors help their clients give wisely by providing timely 
and authoritative news, articles, research and tools on the topic of charitable 
financial and estate planning.  

Currently, over [xxx] professional advisors, charitable gift planners and donors 
in our community are members of our Planned Giving Design Center. Would 



you be interested in reaching every member of the PGDC with your message?  

The PGDC allows us to display sponsor logos at the top, side, and bottom of 
each page, and an entire page can be created for a sponsor.  The logos are 
linked to our sponsors’ websites.  

I’ll call in a few days to arrange a short appointment to review this opportunity 
with you in more detail in person. This appointment should take no longer than 
thirty minutes. At that time, I’ll explain the additional benefits we are providing 
sponsors.  

Thank you for your time. I look forward to speaking with you soon.  

Respectfully,  
[Name] [Title] 

 
Sample Confirmation Letter 

 
Dear [Sponsor]:  

Thank you for sponsoring our Planned Giving Design Center website. This letter 
will serve to confirm our understanding with regard to your sponsorship and 
request for additional information.  

You have agreed to sponsor the Planned Giving Design Center website for 
[Organization] for the period beginning on [Month, Day Year] and ending on 
[Month, Day Year]. The sponsorship fee is $[Dollar Amount] payable prior to 
commencement of the sponsorship period. Please make your check payable to 
[Organization]. We have enclosed a return envelope for your convenience.  

To acknowledge your sponsorship, we will place your [Company or Firm]’s logo 
on the banner of PGDC. [As the sole sponsor, your logo will occupy the banner 
on every page of the site.  Your logo will also be hyperlinked to your website. 
We will also acknowledge your sponsorship in our marketing efforts for the 
PGDC and as other opportunities arise.  

Regarding the tax consequences of your sponsorship payment, there are 
actually two tax consequences: those to us and those to you. Both are related 
and important.  



Tax Consequences to Us  

The Treasury regulations provide that qualified sponsorship payments are 
exempt from characterization as unrelated business income. With respect to 
acknowledging your sponsorship on our website, the regulations distinguish 
between what constitutes an acknowledgement (which is within the safe harbor 
rules) and paid advertising (which is not). Our providing a logo and link to your 
company’s website on the PGDC will not be considered advertising as long as 
no mention is made on your website that our organization endorses any 
product (or service) you offer. Therefore, we ask that you not place any 
endorsements on your website.  
 
Tax Consequences to You  
 
We consider your qualified sponsorship payment to be deductible in full as a 
charitable contribution because no goods or services will be exchanged for your 
gift. Other deduction rules may be applicable if you decide to fund your 
sponsorship with other than cash (e.g., publicly-traded securities).  
Upon receipt of your payment, we will issue you a separate gift receipt that 
acknowledges your contribution in accordance with IRS regulations.  

Request for Information  

Please send us an email confirming your receipt of this letter, an electronic file 
(jpg or gif) of your logo and the URL for the link to the page on your site you 
would like PGDC members to go to. If at all possible, this should NOT be your 
home page; rather, it should be a department within your company or other 
special page that contains links to information and services in which PGDC 
members would be interested.  

If you have any questions, please call or email us at [your email].  

Again, thank you for your generous contribution and commitment to furthering 
the education of professional advisors and gift planners in our community.  

Sincerely,  
[Name],  [Title] 
[Organization]  

 
   



 
Sample Banner Sponsor Ad 

 

 

Sample Email Newsletter Sponsor Ad 

 

 
   

 



 
Sample Sidebar Sponsor Ad 

 

 
 
That’s all there is to it. We hope this information helps you in your quest for 
sponsors. If you develop unique strategies, letters, or other marketing ideas, we’d 
enjoy hearing about them so we can share them with other PGDC hosts. We’d also 
like to hear about your successes. Please send your ideas and comments to 
support@pgdc.com.  


