
  www.dogtailpress.com/plain-english-pg 
  Module 3, Session 8 

© 2020 Dogtail Press 
Page 1 of 3 

 
ANALYSIS OF POOL #1 MATRIX 

 
 

The resulting matrix you come up with for Pool #1 of Step #1 of the Marketing plan,when 
you have the chance to do this, along with some questions for analysis, will turn up some 
interesting potential prospects, or it may show that planned giving is not yet achievable 
if your organization is too small, or the fundraising program is too new.  Marketing 
studies, product design, education, visibility and long-term cultivation may be necessary 
first.  The results will indicate how long it will be before a planned giving program can 
be assimilated by the organization and become successful. 
 
 

A. Search for increase in giving by category 

1. For example, compare the number of gifts in the category of $1-$99 

2. Do the same for gifts in the category of $100-$499 

3. Compare the number of gifts between $500 and $999 in each of the 

years of history 

4. Compare the number of gifts between $1,000 and $4,999 in each of 

the years of history 

5. Compare the number of gifts between $5,000 and $9,999 in each of 

the years of history 

6. Compare the number of gifts between $10,000 and $24,999 in each of 

the years of history 

7. Compare the number of gifts $25,000 and up for each of the years of 

history 

B. Incidence of giving by individual donors.  You will be looking for three 

factors—(1) are there repeated gifts by a donor, (2) did a donor increase the 

giving level from one category to another higher category by dollar amount, 

and (3) did the donor give consistently every single year, without any gaps, 

for the years of your analysis.  For example: 
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1. Gifts of $500 to $999 

a. Who, by name, among those donors were repeat givers 

b. How many, totally, were repeat givers 

c. Who, by name, increased the gift level 

d. Who, by name, had completely consistent giving 

2. Gifts of $1,000 to $4,999 

a. Who, by name, among those donors were repeat givers 

b. How many, totally, were repeat givers 

c. Who, by name, increased the gift level 

d. Who, by name, had completely consistent giving 

 

3. Gifts of $5,000 to $9,999 

a. Who, by name, among those donors were repeat givers 

b. How many, totally, were repeat givers 

c. Who, by name, increased the gift level 

d. Who, by name, had completely consistent giving 

 

4. Gifts of $10,000 to $24,999 

a. Who, by name, among those donors were repeat givers 

b. How many, totally, were repeat givers 

c. Who, by name, increased the gift level 

d. Who, by name, had completely consistent giving 

 

5. Gifts of $25,000+ 

a. Who, by name, among those donors were repeat givers 

b. How many, totally, were repeat givers 

c. Who, by name, increased the gift level 
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d. Who, by name, had completely consistent giving 

 

6. Identify the core groups 

 1.  Priority A list—all the donors, by name, who gave not only repeated 

their gifts but gave every single year and increased their gift level. 

 2.  Priority B list—all the donors, by name, who gave in more than one year, 

and increased their gift level. 

3.  Priority C list—all the donors, by name, who gave repeated gifts, not 

every year and not increasing their gift level.   

 
You will most likely have two distinct breaks and three distinct groups of donors.   
 
A natural break occurs at $500 and again at $10,000., or maybe lower at $5,000.  
Depending on staff time, do the gift history analysis and review individual records at 
either break for likely planned gift prospects.  This is only pool one out of three pools.   
 
You should have quite a few individual names to work with.  But what do you do with 
them?  My suggestion is to see to what extent they have been properly thanked for their 
commitment to the organization.  You may contact them to let them know you came 
across this gift history, and thank them again, personally.  They may have only gotten 
letters generated by someone, or a computer (how nice �����) especially at the lower 
levels of giving.   
 
Invite them to something, not an event where there are many people, send them 
something (be creative) , add them as Facebook friends, follow on Twitter, start your 
outreach with them.   
 
Remember the “KLT” factor before soliciting anyone—“know, like, trust”.  It comes in 
that order and you won’t likely get a planned gift without it unless it comes through an 
advisor, whom the donor knows, likes and trusts.  That’s just pool one.  You still have 
to work pool two and three.   
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