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D
em

ographic
Technology

G
iving Trends

S
h

ift
s

 H
a

p
p

e
n

in
g

 P
r
e

-
P

a
n

d
e

m
ic



TH
E BIG

 BO
O

M

M
atures (aka “the Silent Generation”)

B
o

r
n

 1
9

2
5

-
1
9

4
5

Experienced W
W

2 -Beliefs fram
ed by G

reat 
D

epression

Fiscally conservative, deep trust in charity

Experienced em
erging consum

erism
 as parents rather 

than children

G
rew

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

Believe in fam
ily and traditional fam

ily roles. Sixty-
four percent w

ere m
arried betw

een the ages of 18 and 
33.

Boom
ers

B
o

r
n

 1
9

4
6

-
1
9

6
4

G
rew

 up in austerity but cam
e of age in prosperity

Challenge the status quo, “N
ever Trust A

nyone O
ver 30”

Benefitted from
 shift from

 blue collar to w
hite collar jobs. 

Explosion of m
edia/inform

ation consum
ption. 

Enjoyed increasing individualism
. The “M

E” generation

M
ore accepting of societal change and em

erging fam
ily types. 

M
arrying later in life and experiencing m

ultiple m
arriages.



-
C

o
m

p
r
is

e
 3

9
%

 o
f
 U

S
 a

d
u

lt
 p

o
p

u
la

t
io

n

-
C

o
n

t
r
o

l 8
0

%
 o
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d
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a
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h
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g
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r
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e
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r
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r
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u
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t
h

a
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 M
a

t
u
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s
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t
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h
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m
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g
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-
W

ill m
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t
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e
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q
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x
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2
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r
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n
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 r
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t
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e
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t
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5
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W
hy Boom

ers?



Boom
ers (Born 1946-1964)
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o
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e
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a
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u
t
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t
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e
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v
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g
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u
t
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o
r
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e
r
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f
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r
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n
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r
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a
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o
n
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Financial Concerns 
Plague Boom

ers
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T
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a
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d
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c
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p
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Takeaw
ay:

The w
orld is online

54%
59%

67%

M
obile

Internet
Social M

edia

2021D
igital U

se 
W

orldw
ide

Total Population = 7.8
billion

M
obile users = 5.2

billion
Internet users = 4.6

billion
Social M

edia users = 4.2
billion 

https://w
earesocial.com

/blog/2021/01/digital-2021-the-latest-insights-into-the-state-of-digital



2021D
igital U

se In 
The U

.S.

Takeaw
ay:

The U
.S. is a m

obile country

72%
90%

106%

M
obile

Internet
Social M

edia

Total U
S Population = 332

m
illion

M
obile subscriptions = 353

m
illion

Internet users = 298
m

illion
Social M

edia users = 240
m

illion
https://datareportal.com

/reports/digital-2021-united-states-of-Am
erica 





“Self-D
irected” Consum

er D
onor

T
H

E



The D
onor D

ecision 
M

aking Process

D
o

n
o

r
 G

ift
 D

e
c
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n

D
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n
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r
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t
 C

o
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c
t
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t
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D
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n
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u
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D
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e
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c
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g
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Giving M
ore 

to Few
er



P
la

n
n

e
d

 G
iv

in
g

 C
o

n
s

id
e

r
a

tio
n

s
: Q

: If y
o

u
 w

e
r
e

 to
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o
n

s
id

e
r
 le

a
v

in
g

 

a
 g

ift to
 a

 c
h

a
r
ity

 in
 y

o
u

r
 w

ill, w
h

ic
h

 o
f th

e
 fo

llo
w

in
g

 w
o

u
ld

 y
o

u
 

b
e

 lik
e

ly
 to

 d
o

?

M
illennials

20%
1
0

0
%

 to
 O

n
e

 O
r
g

.

54%
S

p
lit G

ifts

26%
W

o
u

ld
 N

o
t G

iv
e

G
en X 

15%
1
0

0
%

 to
 O

n
e

 O
r
g

.

47%
S

p
lit G

ifts

38%
W

o
u

ld
 N

o
t G

iv
e

Boom
ers 

13%
1
0

0
%

 to
 O

n
e

 O
r
g

.

39%
S

p
lit G

ifts

48%
W

o
u

ld
 N

o
t G

iv
e

M
atures 

13%
1
0

0
%

 to
 O

n
e

 O
r
g

.

33%
S

p
lit G

ifts

54%
W

o
u

ld
 N

o
t G

iv
e



G
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b
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d

e
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M
illennials

2
0

%
 O

n
e

4
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%
 T

w
o

2
9

%
 T

h
r
e

e

9
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 >
T

h
r
e
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G
en X 

1
9

%
 O

n
e

4
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%
 T

w
o

2
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%
 T

h
r
e

e

9
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 >
T

h
r
e

e

Boom
ers 

1
9

%
 O

n
e

3
9

%
 T

w
o

3
0

%
 T

h
r
e

e

1
2

%
 >

T
h

r
e

e

M
atures 

4
%

 O
n

e

5
1
%

 T
w

o

3
2

%
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h
r
e

e

1
3

%
 >

T
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r
e

e



M
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l
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o
c

ia
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T
r
u

s
t

T
h

e
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E
A

L
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p
a

c
t
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f 2
0

2
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N
avigating 

the U
nknow

n

R
o

lle
r
c

o
a

s
t
e

r
 o

f e
m

o
t
io

n
s

A
n

x
ie

t
y
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n
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 im

p
a

c
t
 

o
n

 t
r
u

s
t
/
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e
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k
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“
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a
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h
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x
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s
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o
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r
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Lack of 
Connection

A
u

t
h

e
n

t
ic

 

c
o

n
n

e
c

t
io

n

G
e

n
u

in
e

 n
e

e
d

 t
o

 

c
o

n
n

e
c

t

T
h

e
 F

e
e

lin
g

, n
o

t
 t

h
e

 

F
o

r
m

a
lit

y

W
ebinar: “H

ow
 to Love Y

our D
onors D

uring CO
V

ID
-19”

Scientific research project prior to and during CO
V

ID
-19

•
Studied over 4,000 adults in the U

S and other countries
•

M
easured about 30 feelings that people experienced on a daily basis



U
n

c
e

r
t
a

in
t
y

’s
 

Im
p

a
c

t
 o

n
 

T
r
u

s
t

R
eputation = 

“R
eflective” 

m
easure

Trust=
“Predictive” 
m

easure
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1
.

T
h

is
 w

o
r
k

 is
 im

p
o

r
t
a

n
t
.

2
.

T
h

is
 o

r
g

a
n

iz
a

t
io

n
 is

 c
a

p
a

b
le

.

3
.

T
h

is
 o

r
g

a
n

iz
a

t
io

n
 is

 t
r
u

s
t
w

o
r
t
h

y
.

4
.

I a
m

 c
o

n
n

e
c

t
e

d
 t

o
 t

h
is

 w
o

r
k

.

5
.

A
n

 e
s

t
a

t
e

 g
ift

 is
 a

 s
m

a
r
t
 c

h
o

ic
e

.

6
.

P
e

o
p

le
 lik

e
 m

e
 d

o
 t

h
in

g
s

 lik
e

 t
h

is
.

7
.

I n
e

e
d

 t
o

 s
h

a
r
e

 m
y

 in
t
e

n
t
io

n
s

.

7 D
onor 

M
indsets



S
u

p
p

o
r
t
in

g
D

is
c

o
v

e
r
in

g
C

o
n

s
id

e
r
in

g
D

e
c

id
in

g
A

c
t
in

g

Supports nonprofit's 
m

ission

N
onprofit 

dem
onstrates 

com
petence: receives 

tim
ely thank-you 

m
essages and 

evidence of im
pact

Continues to support 
nonprofit, deepens 
engagem

ent

Feels connected to 
nonprofit (feels 
appreciated, 
autonom

y; m
y gifts 

m
atter)

Introduced to idea of 
planned giving: w

ay 
to give that 
m

axim
izes im

pact, 
extends support

R
eflects on finances 

and long-term
 plans

Considers values 
and legacy

W
eighs nonprofit 

against other 
obligations and 
charitable causes

Integrates nonprofit 
w

ith identity

R
esearches options:
●

Conversations w
ith 

fam
ily and 

advisors
●

Self-directed 
research

●
Consultation w

ith 
nonprofit

D
ecides to m

ake a 
legacy gift

Puts together estate 
planning team

A
rranges gift:
●

Creates w
ill or 

codicil
●

U
pdates 

beneficiary 
docum

ents
●

Initiates asset 
transfer

N
otifies nonprofit

Planned G
iving D

onor Journey



L
e

g
a

c
y

 G
iv

in
g

 D
o

n
o

r
 Journey

SU
PPO

RTIN
G

D
ISCO

VERIN
G

CO
N

SID
ERIN

G

A
CTIN

G

D
ECID

IN
G



PH
ASE 1 O

F 5 
S

u
p

p
o

r
t
in

g

W
aypoints
●

Supports m
ission

●
R

eceives thank-you 
m

essages and 
evidence of im

pact
●

D
eepens engagem

ent

W
atch for
●

Increasing giving 
frequency or am

ount
●

Engaging through 
advocacy or 
volunteer roles



W
e

      Y
o

u

D
onor Phase: Supporting

G
oal: Strengthen connection to nonprofit

K
ey M

essages
●

Flattery: Thank you; you're im
portant

●
Storytelling: Look at your im

pact
●

V
ision: Looking ahead; case for long-

term
 support

●
Y

ou give to us, here's som
ething to 

help you plan ahead, too

S U P P O
 R T I N

 G
   P H

 A
 S E

1. This w
ork is im

portant.  |  2.This organization is capable.  |  3.This organization is trustw
orthy.  |  4. I am

 connected to 
this w

ork.  |  5. A
n estate gift is a sm

art choice.  |  6. People like m
e do things like this.  |  7. I need to share m

y intentions.

N
o Focus

H
igh Focus

7 D
onor M

indsets



PH
ASE 2 O

F 5 
D

is
c

o
v

e
r
in

g

W
aypoints
●

Feels connected 
and appreciated

●
Introduced to idea of 
planned giving

W
atch for
●

H
igh engagem

ent 
w

ith nonprofit
●

R
eading introductory 

legacy giving articles



P
la

n
 fo

r
 t

h
e

 F
u

t
u

r
e

K
ey M

essages
●

Estate planning offers peace of m
ind 

and protects those you love
●

Steps to take
●

W
e're experts; w

e can help

1. This w
ork is im

portant.  |  2.This organization is capable.  |  3.This organization is trustw
orthy.  |  4. I am

 connected to 
this w

ork.  |  5. A
n estate gift is a sm

art choice.  |  6. People like m
e do things like this.  |  7. I need to share m

y intentions.

N
o Focus

H
igh Focus

7 D
onor M

indsets

D I S C O
 V E R I N

 G
   P H

 A
 S E

G
oal: Educate donors on w

hy they need 
an estate plan



PH
ASE 3 O

F 5 
C

o
n

s
id

e
r
in

g

W
aypoints
●

R
eflects on finances 

and plans
●

Considers values 
and legacy

●
W

eighs priorities

W
atch for
●

O
pportunities to 

strengthen identity 
form

ation
●

Interest in nonprofit’s 
vision and im

pact



V
a

lu
e

s
 M

a
t
c

h

K
ey M

essages
●

G
rateful; donors like you help us live out 

specific organizational values
●

Consider w
hat's im

portant to you
●

Prom
ote longevity of the organization 

and vision for the future

1. This w
ork is im

portant.  |  2.This organization is capable.  |  3.This organization is trustw
orthy.  |  4. I am

 connected to 
this w

ork.  |  5. A
n estate gift is a sm

art choice.  |  6. People like m
e do things like this.  |  7. I need to share m

y intentions.

N
o Focus

H
igh Focus

7 D
onor M

indsets

C O
 N

 S I D E R I N
 G

   P H
 A

 S E

G
oal: Prom

pt reflection on individual values 
and connection w

ith values of the nonprofit



PH
ASE 4 O

F 5 
D

e
c

id
in

g

W
aypoints
●

Integrates nonprofit 
w

ith identity
●

R
esearches options

●
D

ecides to m
ake a 

legacy gift

W
atch for
●

Increased w
eb traffic

●
G

ift vehicle research
●

Contacting gift officer



P
e

r
p

e
t
u

a
t
e

 Y
o

u
r
 V

a
lu

e
s

K
ey M

essages
●

A
 planned gift allow

s you to leave a 
m

eaningful m
ark on the w

orld
●

Y
ou can create a bigger im

pact than you 
thought possible by partnering w

ith our org
●

W
e share the sam

e values and vision for 
the future

1. This w
ork is im

portant.  |  2.This organization is capable.  |  3.This organization is trustw
orthy.  |  4. I am

 connected to 
this w

ork.  |  5. A
n estate gift is a sm

art choice.  |  6. People like m
e do things like this.  |  7. I need to share m

y intentions.

N
o Focus

H
igh Focus

7 D
onor M

indsets

D E C I D I N
 G

   P H
 A

 S E

G
oal: D

rive donor's desire to create a planned gift 
as a w

ay to transcend death



PH
ASE 5 O

F 5 
A

c
t
in

g

W
aypoints
●

A
ssem

bles estate 
planning team

●
A

rranges gift
●

N
otifies nonprofit

W
atch for
●

R
equesting bequest 

language
●

Com
pleting gift 

notification form



S
t
e

p
 b

y
 S

t
e

p

K
ey M

essages
●

N
ow

 is the tim
e to create the w

orld you 
w

ant to see
●

W
e're the right partner for your im

pact
●

H
ere's how

 to m
ake your gift

CTA
: Contact m

e; I’m
 here to help

1. This w
ork is im

portant.  |  2.This organization is capable.  |  3.This organization is trustw
orthy.  |  4. I am

 connected to 
this w

ork.  |  5. A
n estate gift is a sm

art choice.  |  6. People like m
e do things like this.  |  7. I need to share m

y intentions.

N
o Focus

H
igh Focus

7 D
onor M

indsets

A
 C T I N

 G
   P H

 A
 S E

G
oal: Provide step-by-step instructions for donors 

to m
ake a revocable estate gift



1
.

T
h

is
 w

o
r
k

 is
 im

p
o

r
t
a

n
t
.

2
.

T
h

is
 o

r
g

a
n

iz
a

t
io

n
 is

 c
a

p
a

b
le

.

3.
T

his organization is trustw
orthy.

4.
I am

 connected to this w
ork.

5.
A

n estate gift is a sm
art choice.

6
.

P
e

o
p

le
 lik

e
 m

e
 d

o
 t

h
in

g
s

 lik
e

 t
h

is
.

7.
I need to share m

y intentions.

7 D
onor 

M
indsets



BELIEF TH
A

T A
N

 O
RG

A
N

IZA
TIO

N
 CA

N
 BE TRU

STED
BELIEF IN

 A
N

 O
RG

A
N

IZA
TIO

N
’S LO

N
G

EVITY
BELIEF TH

A
T A

N
 O

RG
A

N
IZA

TIO
N

 IS FIN
A

N
CIA

LLY SO
U

N
D

This organization
is trustw

orthy.





BELIEF TH
A

T O
N

E’S G
IFTS M

A
TTER

BELIEF TH
A

T A
N

 O
RG

A
N

IZA
TIO

N
 IS PA

RT O
F O

N
E’S LIFE STO

RY

I am
 connected 

to this w
ork.





BELIEF TH
A

T O
N

E W
A

N
TS TO

 BE REM
EM

BERED
BELIEF TH

A
T A

 D
O

N
O

R D
O

ES N
O

T N
EED

 TO
 LEA

VE TH
EIR ESTA

TE TO
 H

EIRS
BELIEF TH

A
T ESTA

TE PLA
N

N
IN

G
 IS VA

LU
A

BLE

A
n estate gift is 

a sm
art choice.





I need to share m
y intentions.

BELIEF TH
A

T SH
A

RIN
G

 IN
TEN

TIO
N

S W
ILL H

ELP W
ISH

ES BE FU
LFILLED

BELIEF TH
A

T SH
A

RIN
G

 IN
TEN

TIO
N

S IS G
O

O
D

 FO
R TH

E N
O

N
PRO

FIT

Q
: W

hy did you choose not to tell them
?

R
easons donors choose not to disclose planned gifts

D
id

 n
o

t
 w

a
n

t
 s

p
e

c
ia

l a
t
t
e

n
t
io

n
/
r
e

c
o

g
n

it
io

n

W
a

n
t
 t

o
 r

e
t
a

in
 c

o
n

t
r
o

l o
v

e
r
 a

m
o

u
n

t
 o

f g
ift

D
id

 n
o

t
 w

a
n

t
 t

o
 b

e
 a

s
k

e
d

 fo
r
 o

t
h

e
r
 g

ift
s

F
e

lt
 t

h
a

t
 it

 w
a

s
 t

o
o

 p
e

r
s

o
n

a
l t

o
 d

is
c

u
s

s

H
a

v
e

 n
o

t
 b

e
e

n
 a

s
k

e
d

 b
y

 t
h
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Legacy pledgers:
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Legacy Societies provide four clear benefits:
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Thank you!
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