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Survey Purpose 

o Identify unknown planned gifts 
 
o Identify planned giving prospects 
 
o Update RE7 constituent biographic 

information  
 



4 

Roadmap for Presentation 

o Results 
 
o Costs 
 
o Process to create survey and identify target audience 
 
o Follow up 
 

 Data entry 
 Contacting respondents 
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Results 

 Total Surveys sent mid-February 2012: 10,393 
  
o Total Responses: 800 (7.7% of 10,393 sent) 
 
 62 respondents (7.8% of 800 respondents) included 
Cedars-Sinai 

   in their estate plan or are considering it 
 

• 19 respondents (31% of 62 respondents) included 
Cedars-Sinai in their will (one of these signed a 
declaration of intent) 
 

• 43 respondents (69% of 62 respondents) haven’t yet 
included Cedars-Sinai in their estate plan, but wanted 
additional planned giving information 
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Results (cont.) 

• Test vs. Control groups 
 

Test group: half of 10,393 surveys sent to respondents offered a 
Starbucks cards for returning the survey 

 
• 479 (59.9% of 800 total respondents) received Starbucks 
card offer 

 
Starbucks card significant driver of response rate 
Starbucks card referenced in cover letter 

 
• 633 respondents (79.1% of 800 total respondents ) 
agreed that they are promptly thanked for gifts 

 
• 529 respondents (66.1% of 800 total respondents) feel 
Cedars-Sinai is responsive to requests 
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Results (cont.) 

  
o Number of organizations respondents support: 

 
 178 respondents (22.3%) support 1 – 3 organizations 
 
 220 respondents (27.5%) support 4 – 6 organizations 
 
 138 respondents (17.3%) support 7 – 10 organizations 
 
 181 respondents (22.6%) support 11 or more        
   organizations 
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Cost: approximately $10K 

  
o Printing cost: $2.3K 
 

 

 C.I. Partners Direct 
 
 

o Design: $7K 
 
 

o Starbucks cards: $1K 
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Process to create Survey and identify target audience: 2.5 
months 

  
o Began creating mailing list in November 2011; completed 
review,  

   including suppression review by major gift officers, by  
   mid-January 2012 
 

Survey Design: 6 weeks, including internal form and content review by  
 Cedars-Sinai’s Communications team 

 
o Data pull criteria for intended survey recipients: 
 

 All donors who have made at least four gifts since 1/1/1998,  
  excluding Dues and Event Gifts 
 
 Any donor who made a gift to the 72-73 Campaign 
 
 Any donor who had already made a Planned Gift 
 
 Members of the Legacy Society 
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Process to create Survey and identify target audience 
(cont.) 
  
 Anyone who has been marked with a prospect interest of   
“Planned Giving” 
 
 Anyone who has Matt Rabin listed as their active assigned  
  solicitor 
 
 Anyone who received a planned giving mailing in Spring 
2009 
 
 Any member of the Board of Governors with a 5-year giving  
  capacity at or above $1M 
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Process to create survey and identify target audience (cont.) 
  
o Excluded from pull: 

 

 Board Members 
 
 Life Trustees 
 
 Faculty 
 
 Physicians 
 
 Employees 
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Process to create Survey and identify target audience 
(cont.) 

  
o Cover Letters 

 

 Signed by CEO; or 
 
 Signed by Sr. VP for Development 
 

o Distinction based on specific zip codes 
 



Test Survey Packet 











Control Survey Packet 
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Post Mailing 
  
o RE7 entry for both recipients and respondents 

 
 Global data entry 
 
 Challenge: Batch size for Data Processing – ramped up to  
    25/time; 40 peak 

 
 Attributes set for all questions responded to 
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Post Mailing: Follow-up 
  
o Data pull output fields/criteria for follow-up mailings: 

 
 Constituent ID 
 
 Contact information for mailing (salutation, name, address) 
 
 Telephone numbers 
 
 One column for each for: 
 
 1) all DO solicitors (constituent and spouse), 
 2) constituent codes (Life Trustee and BoG) 
 3) those that received a Starbucks card 
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Follow-up with Respondents 
  
o Mailed letters within 3-4 weeks of surveys returned 

 
 Starbucks cards        ; and/or 

 
 Planned giving information for those who requested it; or 
 
Thank you LTR for making a planned gift 
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Gift Planning: PG Survey Information 

 
 
 
 

Q & A 
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Gift Planning: PG Survey Information 

 
 
 
 

Thank you 
 
 

Matthew Rabin, Esq. 
323.866.8149 

RabinM@cshs.org 
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