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But First!

Is Al coming for our jobs?
Will this put fundraisers out of work? _°
What will happen to nonprofits? N

How will donors adapt?

\ ‘I think what makes Al different from other
technologies is that it's going to bring humans and
machines closer together. Al is sometimes incorrectly
framed as machines replacing humans. It's not about
machines replacing humans, but machines
augmenting humans. Humans and machines have
different relative strengths and weaknesses, and it's
about the combination of these two that will allow
human intents and business process to scale 10x, \

100x, and beyond that in the coming years.”

—Robin Bordoli. ex-CEO, Figure Eight
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Average ROI per S1 spent on fundraising activities

Events . $3.43
Direct mail . $3.66
Regular gifts

Major gifts

Bequests

$0 $20

Source: 2013 Research Study by AskRight



https://www.cerulli.com/press-releases/cerulli-anticipates-84-trillion-in-wealth-transfers-through-2045
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Givmg| Before and After Addin
Charitable Benef|C|ary to Estate Plan

9,439 ob ions from a nati longitudinal study
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htth://www.slldeshare.nef/qenerosnv/planned-qwlnq-mvths
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Using Al in Gift Planning D

Chatbots Content Communicate

Answer questions and Information about gift Share stories of planned
illustrate gifts tools gifts

10


https://www.slideshare.net/generosity/planned-giving-myths
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| Giving Docs

https://www.givingdocs.com/
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Foundation to Finesse:

Diverse Giving:

Smarter Ways to Give:

Donor Segmentation Tools:

o

Be Transparent:

Personal Touch:

Stay Updated:
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Lead
Remainder Trusts Trusts



https://www.fidelitycharitable.org/insights/entrepreneurs-as-philanthropists.html
https://www.fidelitycharitable.org/insights/entrepreneurs-as-philanthropists.html
https://ascent.usbank.com/private-capital-management/ascent-resources-and-insights/business-founders/selling-business-strategic-philanthropy.html
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https://www.uschamber.com/small-business/new-survey-shows-most-small-businesses-prioritize-giving-back-to-their-local-communities
https://www.uschamber.com/small-business/new-survey-shows-most-small-businesses-prioritize-giving-back-to-their-local-communities
https://www.uschamber.com/small-business/new-survey-shows-most-small-businesses-prioritize-giving-back-to-their-local-communities
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My
Utilizing Al

Donor Match Algorithms:
Communication Tailoring Tools:

Predictive Analytics:

S

o

Educate and Empower:

Testimonials Triumph:

Continuous Learning:
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The Brain and
Philanthropy

g

Neuroimaging studies reveal the
brain areas activated when thinking
about charitable acts.
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& Findings Insights v

Dual Drives

g

While the emotional drive propels
donors to consider giving, logical
aspects cement the decision.
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My
Utilizing Al

Sentiment Analysis Tools:

Personalized AI Recommendations:

Gift Insight Tools:

S

o

Deep Dive into Data:

Storytelling with Sensitivity:

Advanced Gift Training:
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Trend Bending

27

It’s The
Economy
Stupid!
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m Economic
Uncertainty

Financial Harmony:

Tuning into the Economic Rhythms:

N

Findings Science Insights

g g

As highlighted by The Philanthropic
Pulse, donations tend to increase
during economic booms and contract
during recessions. However, planned
gifts often remain steady, showing
resilience against economic
fluctuations.




Findings

g

Decoding Generational Values: Each
generation, from Boomers to Gen Z, has
its unique philanthropic inclinations and

preferences.

Building Bridges: How to craft
messages that resonate with each
demographic.
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Behavioral

Generational values are shaped by
societal events during formative
years. Understanding these pivotal
moments and their impact can lead to
deeper connections with each age

group.

16
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o

Stay Agile:
Leverage Technology:

Generational Engagement:

0S.

and
more Questions
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o

Deepen Relationships:

Visionary Planning:

Continuous Improvement:
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Hands-On Al for Advanced Gift Planning Workshop

Welcome and Introduction
e Workshop objectives and expected outcomes

Individual Planned Giving Donor Strategies
e Access individual giving data here (link)
e Access tool here (link)

Crafting Personalized Outreach Messages (30 minutes)
e Individual activity: Create Al-generated individual proposal, stewardship
strategy, and materials
e Share outputs in small groups and discuss the effectiveness of Al-generated
content

Segmented Group Strategies (30 minutes)
e Access sample database giving data here (link)
e Access tool here (link)

Identifying Segmented Gift Prospects
e Individual activity: Create Al-generated strategies for potential planned giving
donors and stewardship strategies for existing planned giving donors
e Present findings and discuss potential impact on gift planning efforts

Reflection and Next Steps
e Recap of hands-on activities and key learnings
e Develop an action plan for implementing Al in your organization
e Explore resources for further learning and adoption of Al in gift planning



