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through face-to-face visits, 186,
200-220
tollow-up, 220
marketing recommendations from
donors, 228—-29
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Charitable bequests, 5, 6, 26
actual versus considering, 7
by African Americans, 31
aging population and, 6
by Hispanics, 31
inflation and, 13
Charitable estate planning, predicting,
39
Charitable gift annuity (CGA), 5, 10,
13, 25, 26, 30, 32, 43, 62, 72,73,
82, 95, 104, 168, 188, 192, 193,
195, 215, 241, 266
age and, 42
aging population and, 8
ask for, 224-26
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Face-to-face visits, 32, 145-51
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pattern of, 149
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care of, 82
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Financial planners, 30-31
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Federal Form 990, 28
Fraternities, African Americans and,
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Fraud, 247
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95-96
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bait and switch in 247
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friend-raising and, 46
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proactive, 18
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jargon, avoiding, 129
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power of, 97
power words, 97-102
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