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How a Pandemic Magnified
the ‘Why’ 1n Planned Giving

And What It Means to Your Donor Engagement
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Every organization on the planet

knows WHAT they do. These are

products they sell or the services
they offer.

Some organizations know HOW
they do it. These are the things
that make them special or set them
apart from their competition.

ok HOW

Very few organizations know WHY
they do what they do. WHY is
not about making money. That's
a result. WHY is a purpose, cause Z I>‘—‘I
or belief. It's the very reason your
organization exists.
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The Shifting Playing 7 Donor Mindsets
Field that Impact the ‘Why’




Shifts Happening Pre-Pandemic

Demographic Technology




(© THE BIG BOOM

Experienced WW2 - Beliefs framed by Great
Depression

Fiscally conservative, deep trust in charity

Experienced emerging consumerism as parents rather
than children

Grew up believing in the virtues of duty and service,
particularly locally

Believe in family and traditional family roles. Sixty-

four percent were married between the ages of 18 and
33.

Grew up in austerity but came of age in prosperity

Challenge the status quo, “Never Trust Anyone Over 30"

Benefitted from shift from blue collar to white collar jobs.
Explosion of media/information consumption.

Enjoyed increasing individualism. The “ME” generation

More accepting of societal change and emerging family types.
Marrying later in life and experiencing multiple marriages.
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Why Boomers?

- Comprise 39% of US adult population
- Control 80% of the wealth in the US

- Give 50% of individual philanthropic
giving

- Are one-third more generous

than Matures at the same age

- Will maintain wealth inequity for the next
20 years (don't retire at 65)
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Financial Concerns
Plague Boomers

] )

» Boomers are first ‘'sandwich generation

» Less than half of Boomers believe they
will have enough money to meet their
financial obligations after retirement

» Both Matures & Boomers fear outliving
their savings — But for very different
reasons
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IMPACT OF TECHNOLOGY
The Digital Landscape



2021 Digital Use
Worldwide

Mobile Internet Social Media

Takeawaly:
The world is online

Total Population = 7.8 billion
Mobile users = 5.2 billion
Internet users = 4.6 billion

Social Media users = 4.2 billion

https://wearesocial.com/blog/2021/01/digital-2021-the-latest-insights-into-the-state-of-digital



2021 Diqital Use In
The U.S.

Mobile Internet Social Media

Takeawaly:
The U.S. is a mobile country

Total US Population = 332 million
Mobile subscriptions = 353 million
Internet users = 298 million
Social Media users = 240 million

https://datareportal.com/reports/digital-2021-united-states-of-America
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Overall content consumption:

+60%
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TV VIEWING

+11%
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STREAMING TV

+13%

WEB TRAFFIC

+24%

4

SOCIAL MEDIA

+66%

INSTAGRAM
IMPRESSIONS

+22%

14

SOCIAL FOLLOWS

+14%

1 https://www.nlelsen.

ym/us/en/insights/ 57_
2 https/fwww

/stayin; _.

w

s-forced-Indo: aat:u@)Mw_ spend-more-time-on-media

MINSCOT n/In _L: w_ og/M ?& -Consumption-during-the-Coronavirus-Pandemic
3 httpsJ/time.com/5806060/coronavirus-movie-theaters-streaming/

4 WorldData*, Key metriks from March 5to 16
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“Self-Directed” Consumer-Donor




The Donor Decision
Making Process

Donor Gift Decision

Donor First Contact with
Organization

Donor Due
Diligence Begins
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Planned Giving Considerations: Q: If you were to consider leaving
a gift to a charity in your will, which of the following would you
be likely to do?

Millennials Boomers Matures
20% 100% to One Org. 15% 100% to One Org. 13% 100% to One Org. 13% 100% to One Org.
54% Split Gifts 47% Split Gifts 39% Split Gifts 33% Split Gifts

26% Would Not Give  38% Would Not Give  48% Would Not Give  54% Would Not Give



Gift Intention: Q: Of those who would split gifts, if you were to
sign a will in the next 6 months, how many charitable
organizations would you be likely to include?
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Millennials Gen X Boomers Matures

20% One 19% One 19% One 4% One
42% Two 45% Two 39% Two 51% Two
29% Three 27% Three 30% Three 32% Three

9% >Three 9% >Three 12% >Three 13% >Three



The REAL Impact of 2020
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Grief arises from the loss of one or more deep-seated human needs.

Navigating
the Unknown

Loss of attachment—who am | connected to?

Loss of territory—where do | belong?

Rollercoaster of emotions

Loss of structure—what is my role?

Loss of identity—who am |?

Anxiety and impact
on trust/decision

Loss of future—where am | going?

making

Loss of meaning—what is the point?

“Waiting for the next
shoe to drop”

Loss of control—I| feel overwhelmed

McKinsey
& Company




LLack of
Connection

Authentic
connection

Jen m_._NJQ - 1st ) Institute for Sustainable

. . ! " Philanth
Co-Founder and Co-Director at Institute for Sustainable nantirepy

Philanthropy ‘ Indiana University
Greater Plymouth Area - Contact info

Genuine need to

Webinar: “How to Love Your Donors During COVID-19”
connect

Scientific research project prior to and during COVID-19
. Studied over 4,000 adults in the US and other countries
*  Measured about 30 feelings that people experienced on a daily basis

The Feeling, not the
Formality




Uncertainty’s

Impact on

Trust 3
Reputation = . . o
“Reflective” :
measure

i

=~ Uncertainty =~
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Trust =
“Predictive”
measure




New
Marketing/Engagement

KPI?

©
"Humanity”




7 Donor Mindsets
that Impact the ‘Why’




This work 1s important.
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7 Donor
Mindsets

This organization is capable.

This organization is trustworthy.
[ am connected to this work.
An estate qgift is a smart choice.

People like me do things like this.

N o o bk W b =

I need to share my intentions.



Planned Giving Donor Journey

Supporting

Discovering

Considering

Deciding

Acting

Supports nonprofit's
mission

Nonprofit
demonstrates
competence: receives
timely thank-you
messages and
evidence of impact

Continues to support
nonprofit, deepens
engagement

This work
is important
to me.

Feels connected to
nonprofit (feels
appreciated,
autonomy; my gifts
matter)

Introduced to idea of
planned giving: way
to give that
maximizes impact,
extends support

Reflects on finances
and long-term plans

Considers values
and legacy

Weighs nonprofit
against other
obligations and
charitable causes

This organization is

My gifts

can make a

difference.

part of my life story.

Integrates nonprofit
with identity

Researches options:

e Conversations with
family and
advisors

e Self-directed
research

e Consultation with
nonprofit

Decides to make a
legacy gift

People like me

do things like this.

This gift is
a way that
I can live on.

Puts together estate
planning team

Arranges gift:

e Creates will or
codicil

e Updates
beneficiary
documents

e Initiates asset
transfer

Notifies nonprofit

I want to make
sure my wishes
will be fulfilled.



Legacy Giving Donor Journey

\
SUPPORTING \ ’

DISCOVERING
CONSIDERING
DECIDING

ACTING
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PHASE 1 OF 5
Supporting

Waypoints
e Supports mission
e Receives thank-you
messages and
evidence of impact

e Deepens engagement

Watch for
e Increasing giving
frequency or amount
e Engaging through
advocacy or
volunteer roles



SUPPORTING PHASE

We C’ You

7 Donor Mindsets  NoFocus | NN High Focus

° o e @ @ @ 1. This work is important. | 2. This organization is capable. | 3. This organization is trustworthy. | 4.1 am connected to
this work. | 5. An estate gift is a smart choice. | 6. People like me do things like this. | 7. I need to share my intentions.

Donor Phase: Supporting
Goal: Strengthen connection to nonprofit

Key Messages
e Flattery: Thank you; you're important
e Storytelling: Look at your impact
e Vision: Looking ahead; case for long-

term support
e Yougive to us, here's something to

help you plan ahead, too



PHASE 2 OF 5
Discovering

Waypoints
e Feels connected
and appreciated
e Introduced to idea of
planned giving

Watch for
e High engagement
with nonprofit
e Reading introductory
legacy giving articles



DISCOVERING PHASE

Plan for the Future

i o 7 Donor Mindsets  NoFocus | I High Focus
000000

1. This work is important. | 2. This organization is capable. | 3. This organization is trustworthy. | 4.1 am connected to
this work. | 5. An estate gift is a smart choice. | 6. People like me do things like this. | 7. I need to share my intentions.

Goal: Educate donors on why they need
an estate plan

Key Messages
e Estate planning offers peace of mind

and protects those you love
e Steps to take

e We're experts; we can help



PHASE 3 OF 5
Considering

Waypoints
e Reflects on finances

and plans

e Considers values
and legacy

e Weighs priorities

Watch for
e Opportunities to
strengthen identity
formation
e Interest in nonprofit’s
vision and impact



CONSIDERING PHASE

Values Match

7 Donor Mindsets  NoFocus | NN High Focus

Q ° ° ° 1. This work is important. | 2. This organization is capable. | 3. This organization is trustworthy. | 4.1 am connected to
this work. | 5. An estate gift is a smart choice. | 6. People like me do things like this. | 7. I need to share my intentions.

Goal: Prompt reflection on individual values
and connection with values of the nonprofit

Key Messages
e Grateful; donors like you help us live out
specific organizational values
e Consider what's important to you

e Promote longevity of the organization
and vision for the future




PHASE 4 OF 5
Deciding

Waypoints
e Integrates nonprofit
with identity
e Researches options
e Decides to make a
legacy qift

Watch for
e Increased web traffic
e Gift vehicle research
e Contacting gift officer



DECIDING PHASE

Perpetuate Your Values

7 Donor Mindsets  NoFocus | D High Focus

° 0 o ° 1. This work is important. | 2. This organization is capable. | 3. This organization is trustworthy. | 4.1 am connected to
this work. | 5. An estate gift is a smart choice. | 6. People like me do things like this. | 7. I need to share my intentions.

Goal: Drive donor's desire to create a planned gift
as a way to transcend death

Key Messages
e A planned gift allows you to leave a
meaningful mark on the world
e You can create a bigger impact than you
thought possible by partnering with our org
e We share the same values and vision for
the future



PHASE 5 OF 5
Acting

Waypoints
e Assembles estate

planning team
e Arranges gift
e Notifies nonprofit

Watch for
e Requesting bequest
language
e Completing gift
notification form




Step by Step

7 Donor Mindsets  NoFocus | NN High Focus

e ° o ° ° 1. This work is important. | 2. This organization is capable. | 3. This organization is trustworthy. | 4.1 am connected to
this work. | 5. An estate gift is a smart choice. | 6. People like me do things like this. | 7. I need to share my intentions.

Goal: Provide step-by-step instructions for donors
to make a revocable estate gift

Key Messages
e Now is the time to create the world you
want to see
e We're the right partner for your impact
e Here's how to make your gift

CTA: Contact me; I'm here to help
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7 Donor
Mindsets

N o g s e

This work 1s important.

This organization is capable.
This organization is trustworthy.
I am connected to this work.

An estate gift is a smart choice.
People like me do things like this.

I need to share my intentions.






The issue of hunger in America is complex, enduring YOUR BENEFITS

and widespread. About 37 million people struggle A gift to Feeding America in your will or
with hunger in the U.S., making the need for financial plan:

Feeding America’s research, advocacy and « enables you to make a greater impact than
nationwide network of 200 food banks and you may have thought possible

60,000 food pantries and meal programs more » may provide you with financial and/or
urgent than ever. Yet Feeding America isn’t funded tax benefits

by commercial means. Instead, we rely on donors « is often realized after your lifetime, so

like you to fuel the fight against hunger long term. your current budget isn’t affected

Join Us as We Celebrate

50 Yeary of Caring for Children
quality, child-centric 2—-—< “mmo_zo >zm”—n>

For 50 years Miller Children’s & Women’s has been providing

services to kids who need it most.

i ting SO0 0000
"1 joi rt of the celebration by accep

e you'll join us and be a pa ; . :

NRM _.m—MM»mM Challenge. All you need to do is include a gift to Memorial Medical

ill
jon i lan and let us know. Not only wi
nter Foundation in your estate p ! . .
nME ift allow you to play an important role in our future, you'll also become ._ in V A..m U__ o 00
M:m :Msamﬁ T shelSessia Loy Circle. Americans receive Meals are provided Of donations raised go  Charity Navigator’s
help each year each year directly to programs highest overall rating
for people in need

To learn how you can support a hunger-free America,
contact Jessica Noe at (800) 771-2303, Ext. 5593.
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FOREVER

FOR IOWA STATE

ts that helped

This scholarship has given me so much. It’s given me freedom of time, which | didn‘t
realize | would cherish as much as | do now. I’'m no longer working so much to avoid
eviction notices, and | can enjoy life.

lowa Sta

This scholarship allow]
worried about how | 4
me to avoid taking ou

lowa St

This scholarship reliey
and even covered son]
cover these expenses
worries, and | could n

This scholarship relieved my stress about how | was going to pay for my books and tuition,
and even covered some of my housing. | struggle financially every year as to how | will
cover these expenses in order to keep attending college. The Heiden Fund mitigated these
worries, and | could not be more grateful for the support.

—JOEZEL NORIEGA,
lowa State junior and Heiden Fund for Women in Business Scholarship recipient

—JOEZEL NORIEGA,

lowa Sta

66

The lack of two incomes [in my household] put a strain on my dreams and college goals,
but | was able to persevere and work my way through college along with the help of
scholarships that the Hrabas graciously provide. The support has meant the world to me
and has helped me be able to keep working toward my college and career goals.

—BRYCE FRIEDERICH,







@ Login / Register m

E Tickets and Events Visit Education About Support

= LEGACY GIVING Legacy Giving
Legacy Giving Overview

Popula S

Income Gifts

Smart Ways to Give

More Resources

Your complimentary
A Personal Record:
Estate Planning You
Can Do at Home
helps you organize:

+ Financial information
+ Assets and their location

Hﬂ@@@ ﬂrm Z:mmﬂ Em<® %.Om. + Executor, advisor names, and contact

. + What your next of kin and executor need to know Request your
the Next Generation + People and charitable beneficiaries to be remembered FREE planner
today by
Your planner will save you time when you review or write returning

your will. Many donors love it! the enclosed
reply card.

or generations, Carnegie Hall has set the standard for musical excellence.
With a little planning, you can help us continue to bring the transformative
power of music to audiences for years to come. Including us in your overall
WFPE42721
estate or financial plans not only helps advance Carnegie Hall's reputation for

excellence, but also provides you with tax benefits in return.

Chart your path here by learning the different gift options available to you. We will
work with you to find a charitable plan that lets you provide for your family and

support Carnegie Hall at the same time.




I need to share my intentions.

BELIEF THAT SHARING INTENTIONS WILL HELP WISHES BE FULFILLED
BELIEF THAT SHARING INTENTIONS IS GOOD FOR THE NONPROFIT

Reasons donors choose not to disclose planned gifts

Q: Why did you choose not to tell them?

Did not want special attention/recognition
Want to retain control over amount of gift
Did not want to be asked for other gifts
Felt that it was too personal to discuss
Have not been asked by the nonprofit

Concerned that the nonprofit would not
respect my privacy

48.3%

37.9%

34.5%

29.3%

12.1%

10.3%



Planned Giving
PRESENTATION COLLEGE Home

Giving

Easy Income More Ways to Resources & Contact
Gifts Gifts Give More Us

Thank You for Your Generosity

If you have already made a gift to Presentation College, please let us know. We would like to thank you and welcome you into our legacy society.
By letting us know, we can ensure that we fulfill your gift exactly as you intended. Please complete the form below or contact us at (605)229-

8585 to let us know.

Information you share will be kept confidential and we respect any desire to remain anonymous.

First Name

Last Name

Email Address

™

TeCAPTCHA

I'm not a robot

E

10. Many people like to leave one or more gifts to charity in
their will. If you were to sign a will in the next six months, how
likely would you be to include a gift to the Minnesota
Orchestra?

1.1 already have
2. Very likely

3. Likely

4. Undecided

5. Unlikely

6. Very unlikely

THE 2019 GW LEGACY CHALLENGE

=t

If you've included the George Washington University
in your estate plan and haven't told us, we'd love to
hear from you! This year, when you notify us of your

IT'S A MATCH,

Greorge!

THE GEORGE WASHINGTON UNIVERSITY
WASHINGTON, DC
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Y% GOOD STEWARDS

Legacy pledgers:

e Are significantly more interested in data on the organization'’s
performance
e Hold higher expectations of the quality of service

Legacy Societies provide four clear benefits:

1. A forum for the charity to express appreciation

2. An incentive for non-members to make similar plans

3. Aregular reminder to donors of the importance of their future gifts (so they
don’t change their minds)

4. The opportunity to ask for current gifts



THE PLAN

Make the
effort to try
something new

» Virtual tours of organization
» Lunch-and-learns

» Webinar series

» Online events

» Virtual coffee or lunch

» Digital happy hour

» Facebook Live concert




Happy Spring!

P

Shriners Hospitals
for Chikdren®

Pranned and Major Giving Office
2900 Rocky Point Dr.
Tampa, FL 33607-1460

@ Plant a Seed and
Shriners Hospitals Eﬂ"ﬂ’ ‘” mﬂn os

for Children®

>

MacKenzie

Shriners Hospitals for Children Patient

“To plant a garden is to

believe in tomorrow.”

—AUDREY HEPBURN

Thank you for remembering
Shriners Hospitals for Children® now, so
that we can help children and families in

the future. We are grateful for your support

through the Dream Makers Legacy Society!

Return the enclosed card to share a message of hope and
healing with the children and families at Shriners Hospitals.




FOUNDATION

Ona Waterkront Place, 7t Floor
P.0. Box 1050
Morgartown, WY 26507-1650

ADDRESS SERVICE REQUESTED

Thanks to You

THANK

YOU

FOR YOUR
SUPPORT!

Irvin Stewart Society members
make education and innovation
possible. We would be
honored to have our valued
friends give words of hope
and encouragement to our
students, faculty, and staff as
we all adjust to the ongoing
disruptions to our daily lives.

Please complete this card and

return it in the enclosed eavelope.

Please Share Your Words of Encouragement

To My Fellow Mountaineers:

1 would like to di
WVU during this
[ Phone
] Email

‘Address / City, State / Z}

RESPONDING TO A
GLOBAL PANDEMIC

As the world grapples with the new strain of coronavirus (COVID-19),

West Virginia University is helping shape public understanding of this new
health challenge. WVU Health Sciences leaders and h
ing with state and local authorities, WVU

prepared for the challenges this outbreak present
our campuses, and our state.

our University,

Mausssss Mhssss sl s S ire WVU family 1o give

WHERE YOU MAKE
A DIFFERENCE

SCHOLARSHIPS
he world deals with the
htive effects of COVID-19
Nest Virginia University
is making a difference in

OF WVU UNDERGRADUATES Sommunity.
receive some form of financial aid.

NATIONALLY
RECOGNIZED

We:

wesr vinainia univensity

FOUNDATION

PLANNED GIVING

Greetings, Salutation!

During these challenging times, | want to first say thank you. Thank you for being part of the
Irvin Stewart Society whose members stand among our most valued supporters.

ure. Now, your loyal support ensures our financi
and campus community stay strong for generations to come.

Enclosed please find some rec

rk made possible by
jd-class education and

i reply card to tell us

for you should you

hd for years to come.

Planned Giving

Year-after-year, planned gifts continue to help push West Virginia

University forward, making a lasting impact on s students and the

state of West Virginia. For example, the Arlen G. & Louise Stone Swiger

Fellowship was established with a planned gift back in 1980 and has

provided almost $10 millon n support for PhD students to atiend WVU

over the past 40 years.

Meanwhile, the Bernard L. Judy Capital Improvements Endowment,

‘which was created by a planned giftin 2001, has provided aimost

$500,000In support of the Mechanical & Aerospace Engineering 168
department at the Statler College of Engineering and Mineral Resources.

€€

To the donors, during this time I just
want to thank you so much for your
continued support. This is such a hard
time for everyone. Without you, we
wouldn’t be able to stay as strong

as we are as Mountaineers.

MEG SORRELS, SOPHOMORE,
FOUNDATION SCHOLAR




Info Comments Up Next
DMSO at Home: Jonathan & Julie -
Sturm

Thursday at 8:30 AM - @

In this episode of DMSO at Home, Concertmaster
Jonathan Sturm and Principal Cellist Julie Sturm
share a glimpse into their daily life, including a
lively debate on handwashing repertoire and a
performance of the Handel/Halvorsen
Passacaglia.

#DMSOatHome is a Des Moines Symphony
project aimed at connecting with our community
online through videos, livestreamed concerts, and
more. Watch for all-new content on our social
channels and at dmsymphony.org/athome.

QO 269 48 Comments 108 Shares 9K Views

Des Moines Symphony
weion:  8.2K Followers

Follow

e Write a comment... e n

W

‘atch Now

LIVE WITH

CARNEGIE HALL

Live with Carnegie Hall

usic has the undeniable power to comfort, u
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Update from the Field: Fighting Covid-19in Afri

icaand Asia

Community health workers in Zambia ¥




NSTELTER

Looking Forward

Understanding the Shifting Playing Field

Being Mindful of the Donor Mindsets During Their Legacy Journey

New Opportunities for Engagement & Stewardship




NSTELTER

— Nathan Stelter
- President
The Stelter Company

800-331-6881

fin]
@nathanstelter




