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Agenda

Introductions

Session Goals

Changes & Challenges

CGA Programs, Behaviors and Trends
Successful Marketing Strategies

Best Practices & Different Approaches
Legacy Donor Journey

Measuring Success

Show & Tell

Break

Interactive Workshop

Introductions

Moderated by: Jeremy Stelter, ACGA Director and Executive Vice President, The
Stelter Company

Alexandra P. Brovey, JD, LLM, Senior Director Gift Planning, Northwell Health
Foundation (New York)

Amanda B. Irving, Assistant Vice President of Philanthropic Planning, University of
Texas Austin

Tom Horton, International Director of Planned Giving, Guide Dogs for the Blind
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The Big Wave
Here Come The Boome
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Births by Year by Generation
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The Silver Tsunami &

10,000 Boomers
turn age 65
EVERY DAY

until 2030!
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Boomers

* Increased life expectancy

» High levels of education

» Favorable real estate conditions
« Lower child birth rates

» Expansive work experience

* Dualincomes

Greater economic security
than past generations!
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The Great
Wealth Transfer

The Baby Boomer generation is
expected to leave

$68 Trillion

to their Gen-X & Millennial children.

The Center on Wealth and
Philanthropy estimates that

$6.3 Trillion

will be transferred to nonprofits
Through charitable bequests
between 2007 and 2061.
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A Tidal Shift
The Pandemic

CORONAVIRUS

PANDEMIC

8:01 AM ET INTHE UNITED STATES
TOTAL CASES
15,173,851

DEATHS

286,338

s
CORONAVIRUS PANDEMIC LIVE
FDA COULD AUTHORIZE PFIZER CORONAVIRUS VACCINE IN U.S. WITHIN DAYS m

Alex Azar | Health and Human

T

5:01 AM PT




U.S. Deaths in Millions

COVID-19 SKYROCKETED ‘ N\,
3.25 OUR EXPOSURE TO DEATH '

2.75
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Source: https//www.statista.com/statistics/195920/numbers-of-deaths-in-the-united-states-since-1990/

4/14/24

17

Legacy Giving
on the Rise

According to an early-pandemic
study by Marts and Lundy:

« More than half of the 328 organizations
surveyed saw legacy donors increase
their giving during the pandemic.

 Gift planning revenues and closure rates
also increased or remained stable
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2/3 people revised
Charitable intent
Within 5 years of passing

Russell James, J.D., Ph.D., CFP
American Charitable Bequest Demographics 1992-2012
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Crowded Marketing Calendar
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CGA Programs §

Donor, trends, etc.
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Planned Giving Donors

4%

ONLY 34% of planned gift
teeeet . : .
ft¢¢¢¢ donors self-identify during
ettt their lifetime.
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How to Set—-up a Succgsg
Marketing Best Practice$
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Golden Rule of Marketing

What brings in your fundraising dollars
20%

| AET776655 [T

e ] 1ODED

Offe r Creative

opy (nchasng stores)
Oosgn
« Imges

The specific acson you're
asking them 10 ke
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Multi-Tiered Strategy

Identify + Acquire
Identify new prosp via list dil broad h
marketing messaging.

Educate + Qualify

Qualify through intelligent survey questions and targeted

\ educational outreach
Convert
Convert qualified prospects through focused offer

and timely

Steward
Affirm donors' connections to the organization

and their legacy giving decisions.

26
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Direct Mail + Digital

The Right Channels

» 70% of donors that are age 65 and older like
direct mail AND 64% like digital too

* 52% of boomer-age donors say_direct mail
is somewhat likely or very likely to influence

them to give

« Boomers prefer to receive updates from
nonprofits they support via_direct mail on a

quarterly basis

Cygnus Applied Research, 2021 Burk Donor Survey
2023 Giving USA stud
Generational Giving Survey by Qgiv
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The Yearly Plan - Be Consistent!

QUARTER QUARTER 4 QUARTE] QUARTER
August September October November December January February March April May June July
L L [ o o oo ] o o 0
( J e o o ® o ® ©o
[ ] [ ]

@ Primary Campaigns

@ Drip Campaigns @ survey
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Legacy Donor Jgga 8y
Changes in Donorfk
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/7 Donor Mindsets

v

1. This work is important. v
2. This organization is capable. TR
3. This organization is trustworthy.

4. Iam connected to this work. o
5. An estate gift is a smart choice. ==
6. People like me do things like this. %

I need to share my intentions. (J —

30
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Legacy Giving Donor Journey

Supporting Discovering Considering Deciding Acting
Supports nonprofit's Feels connected to Reflects on finances Integrates nonprofit Puts together estate
mission nonprofit (feels and long-term plans with identity planning team
appreciated, . : :
Nonprofit pp ] : Considers values Researches options: Arranges gift:
autonomy; my gifts : .
demonstrates matter) and legacy e Conversations o Creates will or
competence: receives T with family and codicil
timely thank-you Introduced to idea of g P advisors e Updates
s against other . .
messages and planned giving: way N o Self-directed beneficiary
) . . obligations and
evidence of impact to give that : research documents
L charitable causes ; . .
Conti N 5 maximizes impact, e Consultation with e Initiates asset
ontinues to suppor extends support nonprofit transfer
nonprofit, deepens
engagement . Decides to make a Notifies nonprofit
This organization is legacy gift

My gifts part of my life story.

This work Iwant to n_u.ke
is important can make a People like me This gift is :?i:lel;.elymlﬁums'::s.
to me. difference. do things like this. away that

Icanlive on.
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Evaluate and Adjust
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Survey Analytics
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Show & Tell

Marketing Sample
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Targeted CGA

* Special Gift that can
‘boost your income”

* Present custom gift
examples based on the
recipient’s age and past
giving

Tor people and nture

Do kaow el n sy gt i xtend you mpact nd ot
youin return? It called a charitabl gift annuity (CGA). This

‘and a potental charitable tax deduction.

Novisagrttineto s i it ks
tonew and improved annuity rates!

Jasbow & vtk You st s
e The remaind

conservation fforts.

53 vemannms
ey
WWF
T G Yest Show me
ww - my benefits.
Do ands improvest
mwml/
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Targeted CGA

» Audience- List determined by
age modeling

» Possible Themes & Offer
CGA Example

Offer: Make A Gift and Receive
Income for life guide and

| EpO&

= DISCOVER YOUR BENEFITS

receie, ¢ o oblgaion

ﬂTTER RATES, - = Sedetes
BENEFIT YOU!

rs— e sacvATon Ay
. GhEAT ARES DN
mmmmmm
persona example YES, I'M INTERESTED IN RELIABLE INCOME! anors 521 M Kt/\(\“r
AND

Racse b fr L P m———— IN(R(',L’F’VI
Sl g e » FOR Lifg
frrsrerie e
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Targeted Wills

 Audience- List determined by
modeling

» Possible Themes & Offer
Happy New Year's Resolution
August Make-A-Will
Offer- Estate Planning Kit

DoING
THE MOST
Goob

DOING.
THE MOST
GooD

i Mt rcopineyor gty weh gt bl oo g your s oo —s

ot ou i nd e gy o s o o o o s

Don't Risk I1!

LT e ——
NTY
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Targeted Wills

A&ﬂdﬂ Dogs for the Blind

Happy New Year,
Salutation!
Dear Saktation,
Vour kindness and your heartfor others s such an nspiration o us

Thank you for your dedication to empower peopie who are

A a
carry your love of o

find areat joy when they

e O e it
= Continued onbock

i o ch v 2

Donit miss this opportuniy!

Estate Planning

Cuidn ogn e the g

Estate Planning

38
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“Few universities havea
symbol as meaning

itand ensure it rr
emblem of the

GTEXAS

excellens
" represent”

PRESIDENT
Y HARTZELL

Join This
Historic Effort

TOWER
THE NEXT
100 YEARS

of History

Our Tower: The Next 100 Years

OUR o oy

Tower Campaign Mailing

4/14/24

Our Tower Needs Your Help
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YES! PLEASE SEND ME MORE INFORMATION.
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poort s UTicon
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@ The University of Texas at Austin

Creating a
allenge.
scholarship s our vay.

DOUBLE YOUR IMPACT

Thc oty o Loghn comnky g ke Ty

e
e e

IT STARTS WITH YOU
Emm..m,.._,,m.w._m v

et Yo do v 0wt

Lk o ety b s e QR code e

o opartle o, sl rencn o e Fry e
o

s YTEXAS

Parent Campaign Mailing

HIGH-IMPACT
WAYS TO SUPPORT
STUDENTS

Three Simple Ways You
Can Empower Longhorns

nousl.zvoun
H
u m HING FUNDS
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Donor Survey
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Donor Newsletter
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A
Postcard , Brochure
PAYING IT FORWARD
CAN PAY YOU BACK.
A

DUR COMMENTS

IR

44
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Stewardship

» Audience- Current PG donors
& Society Members

» Possible Themes & Offer
Stewardship showing investing
gifts wisely and the impact of
their giving

» Offer: Donor Preference Form

GRATITUDE REPORT
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Week Week

Woal

UT Austin Digital Conversion Campaign
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Northwell Health Digital Social Media Post

© Northwell Health Foundation

Draft Post

“Our gift annuities have helped to assure our future and that of our community by
supporting Huntington Hospital, thus enabling superior quality health care and income
for my family.”

- Dr. Bernie and Adrienne Rosof
Philanthropists

Like the Rosofs, you can make a difference at Northwell Health and receive some
income each year with our Charitable Gift Annuity option! New in 2023: individuals age
70.5 and older can direct a gift of up to $50,000 from their IRAs to Northwell in exchange
for a gift annuity. For more information about gift annuities or to get in touch with our
Planned Giving team, please visit our website: https://bit.ly/3PR419m

Northwell Health Foundation | Gift Planning :: Planned Giving Alert
Gift Planning

8 oy vichetie m.

g @ 9 0 o ¢
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Questions
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