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Trust, Transparency &
Technology

Navigating the Planned Giving Journey with Boomers



The Coming Windfall?

Cerulli Associates, a financial-research firm, forecasts that from 2024 to 2048, an estimated
$123.7 trillion of wealth will transfer between generations. Nearly two-thirds of that will come from

baby boomers. Philanthropy will receive $18.38 trillion — roughly 15 percent.

Transferring Money

Millennials and
younger (<43)
$3.46 trillion

Baby boomers (59-77)

Gen X (43-58) $79.02 trillion

$20.38 trillion

Silent generation
and older (78+)
$20.85 trillion

Data from Cerulli Associates. Currency is in 2023 dollars. Ages as of 2023.

Recipients
Baby boomers (59-77)
$5.54 trillion
Gen Z and
younger (<27)
$15.16 trillion

Millennials (27-42)
$45.61 trillion

Philanthropy
$18.38 trillion

Gen X (43-58)
$39.02 trillion



2 The “baby bust” is driving charitable bequest dollars
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Key Motivators of The Importance of
Boomers Trust & Transparency




es (aka “the Silent Generation”)
Born 1925-1945

Experienced WW?2 - 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.

Boomers
Born 1946-1964

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.



WHY BOOMERS?

Increased life expectancy

High levels of education
Favorable real estate conditions
Lower child birth rates
Expansive work experience
Dual incomes

Greater economic security
than past generations!

Compromise 20% of US population
Control 70% of the wealth in the US
(Forbes, 2023)

Give 43% of individual philanthropic
giving (GivingUSA, 2023)

Y more generous than silent
generation at the same age

Will maintain wealth inequity for
next 10+ years (don't retire at 65)

£



Leading Boomers

(Born 1946-1965)

aka “Legacy Leaders”

Characteristics Behaviors

Post-War Optimism & Civic Dut . : :
ptirii wie suty Doing right for future generations

Witnesses to Major Social Change Challenge status quo
Financially Fortunate but Cautious Security
Value Traditional Media & 1:1 Prefer direct mail and in-person

Legacy-Oriented & Family-Focused Leaving a legacy, values match




Lagging Boomers

(Born 1955-1964)

aka “Informed Investor”

Characteristics

Skepticism of Institutions
Pragmatic & Cautious
Technologically Adaptive but
Transitional

Loyal but Demanding Consumers

Family-Oriented

Behaviors

Trust but verify
Stability, Clarity & Evidence
Decisions are more deliberate

Thorough research (more tech savvy)

Stress around time, finances & planning




Common Themes

Healthy skepticism

Financially cautious
Purpose-driven
Value legacy

Expect clarity & connection

Cut thi

Show where dollars go

You're a good investment (ROI)

Seek alignment with personal values
Emotional Resonance (Russell James)
Where are you going? How are you

getting there?




Meaningful

Philanthropy

How To Love Your Donors In AR R
The Philanthropic Psychology Way }

\&/
Jen Shang, PhD . Giving

Co-Founder of Institute for Sustainable Philanthropy 4
Professor of Philanthropic Psychology ||

The Person
Behind the

Institute for Sustainable
anthroj

Phil
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i -




Your donor 1s at the heart
v

Build bridges that empower donors to recognize their
1dentities in your mission.

Build enduring, Help donors discover and embrace Acknowledge that donors
emotional connections their power to create intrinsic are in control of their

to the cause you rewards that come from expressing philanthropic decision to
champion love through their giving support your mission

=




3 BASIC PSYCH NEEDS

1. Connectedness

Potential questions to ask yourself:

O

O

O

Does this recognize the donor as a vital member of the NP's team?
Does this make the donor feel engaged and part of the story?

Does your messaging convey how they can extend or carry on their
compassion

by making a legacy gift?

Does your messaging express how they will be joining with others by
making a legacy commitment?

£



3 BASIC PSYCH NEEDS

2. Autonomy

Potential questions to ask yourself:

O

Does this recognize them for choosing to support the NP with their past
support?

Does this present legacy gift choices to extend their commitment?

Does this indicate options for next steps they can choose to make?

Are we presenting how sharing their legacy gift intention allows them to
ensure their legacy gift can extend their values as they wish?

£



3 BASIC PSYCH NEEDS

3. Competency

Potential questions to ask yourself:

o Does this convey how the donor is directly saving lives, spreading kindness,
feeding the hungry, educating our future leaders, etc. by their past support?
(Avoid internal NP org only language...say how the donor is directly helping
or at least a vital partner in directly helping.)

o Are we expressing the effective outcomes that happen when they support
the NP?

o Do we reinforce the NPs credibility and competency?

£



CONCEPTS IN ACTION

—W UsA
tel 800.752.6004
c a re » email plannedgiving@care.org
/ www.caresfuture.org
7(/ : Z , /f/W %w”/ /1/ ame!

January 2, 2023

Connectedness Dear Salutation,
AND Identity

Thank you for being a vital member of the CARE team. Your thoughtful
commitment to supporting CARE’s mission is changing lives.

o e 3 O ra O a a o a ra fa' a' o Re 3 -
—w'l_e ETTan EWTdreurg |
www.caresfuture.org

January 2, 2023

Connectedness
AND Competency

Dear Salutation,

AND Identity . t’flhaqu Y.c;; f(;r ‘;)leing alvit;ll pa:}tlner 1hnt 1?ulr 1}11n§haiteable cortrlcirliift{r];ent
o the dignity of all people. Your thoughtful choice to suppor s
AND Autonomy mission is changing lives. ‘




CONCEPTS IN ACTION

[ Please send my FREE Personal
Estate Planning Kit so I can get
organized and ensure my
values live on.

BONUS: The Record Book lets
you inventory assets in one spot!

Competency
AND
Autonomy

[ 1am considering a gift to CARE
in my will or plans.

[ I’ve already chosen to preserve
my passion for helping
vulnerable people through a

Autonomy AND

Competency gift in my will or estate plan.
Please send me benefits of

AND joining the legacy society.

Is your information correct?
If not, please update below.
Name

Name 2

Address Line 1

Address Line 2

City, State Zipcode

Telephone

Email

312315000000

SEQNO | ACCOUNT# | VD2 ﬁ

care

CARE USA
151 Ellis Street NE
Atlanta, GA 30303

PLANNED GIVING OFFICE
T: 1-800-752-6004
plannedgiving@care.org

To give to CARE a gift bequest or as a named
beneficiary please include the following:
Cooperative for Assistance and Relief
Everywhere, Inc. (CARE), located at
151 Ellis St. NE, Atlanta, GA, 30303,
Federal Tax ID #13-168-5039

Yes,I'm
Interested!

90% of every dollar
9 0 % raised goes to
program services.
"

[ Please send my FREE Personal
Estate Planning Kit so I can get
organized and ensure my

values live on. fo of every dollar
ed goes to
BONUS: The Record Book lets gram services.

you inventory assets in one spot!

Revised to
Strength-bas
ed wording.
Continued

[ 1am considering a gift to CARE
in my will or plans.

[ ’ve already chosen to preserve
my passion for helping people
facing crisis with a gift in my
will or estate plan. Please send
me benefits of joining the
legacy society.

Is your information correct?
If not, please update below.
Name

Name 2

Address Line 1

Address Line 2

City, State Zipcode

Telephone

Email
SEQNO | ACCOUNT | VD2 [
312315000000

éﬁ%care' {E), located at
ta, GA, 30303,

Federal Tax ID #13-168-5039




FOUNDATION

OnsWttont Poce 7 eor
PO, Bon
iarton, Wy 26507-1650

'ADDRESS SERVICE REQUESTED

Thanks to You

Please Share Your Words of Encouragement
To My Fellow Mountaineers:

THANK

YOU

FOR YOUR
SUPPORT!

11 would like to di
WVU during this
I Phone

[J Email

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 o the ongoing
disruptions to our daily lives.

Please complete this card and
return it in the enclosed envelope.

R" IMPACT

RESPONDING TO A
GLOBAL PANDEMIC

the new strain of (coVID-19),
ok Ve Univraty 13 heping hape putic undarstanding of 1 now
heainchalénge. V1) Hoekh Golanoee i nesltcarsprvidrs
are collaborating with state and local authorities, WVU Medici

Satonic notworkof cas, an ofher sgonies, enure that wo ars
prepared for the challenges this outbreak prasents to our University,

‘our campuses, and our state.

/6 WVU family to give

FOUNDATION

PLANNED GIVING

Greetings, Salutation!

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

By exemplifying your dedication to protect innovation and education at West Virginia
University, you are truly making a difference in the world. WVU can continue to adapt and
thrive today, even in times of crisis, because generous supporters in years past had the
foresight to make gifts for the future. Now, your loyal support ensures our financial future.
and campus community stay strong for generations to come.

Enclosed please find some recent highlights of the transformational work made possible by

WHERE YOU MAKE
A DIFFERENCE

SCHOLARSHIPS |
o ne world deals with the
htive effects of COVID-19
o /0 West Virginia University
is making a difference in
OF WVU UNDERGRADUATES  |uWuis
receive some form of financial aid.

" both b nd spped reserch nd sl

o engage inand enc atve and Number of research topics at the

2 0 10rng he eecusoes o e U WVU SCHOOL OF PUBLIC HEALTH.

ol segments.

inue to tim the budgets of public
iucation insttutions, tultion and fees grow
e A

ACADEMICS
West Virginia University’s primary mission
high-qualty program il

NATIONALLY
RECOGNIZED

healthoare p ide WestVirginia has mnum e muzsu
prp—— Virginia. Our campuses in ¥
Morgantown, Charleston, and the E:

are the medical hut

ss education and

i reply card to tellus

} 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 Its students and the
state of West Virginia. For exampl, the Arien G. & Louise Stone Swiger
Fellowship was established with a planned gift back In 1980 and has
provided almost $10 million in support for PhD students to attend WVU
over the past 40 years.

Meanwhile, the Bernard L. Judy Gapital Improvements Endowment,
in 2001, has

$500,000 in support of the Mechanical & Aerospace Engineering
department at the Statier College of Engineering and Mineral Resources.

13

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.

SORRELS, SOPHOMORE,€
FOUNDATION SCHOLAR
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The Importance of
Trust & Transparency




“Public Trust is the currency of the nonprofit sector”

| INDEPENDENT
’I SECTOR

Trust in Nonprofits
and Philanthropy

[resource/trust-in-civil-society/

The Numbers

e 85% of high net
worth donors say

trust is critical
(US Trust)

e Trust for NPO's
rebounded in
2024 t0 57%

e Trustin
philanthropy
steady at 33%


https://independentsector.org/resource/trust-in-civil-society/

Uncertainty's
Impact on Trust

(O  Reputation =
() ‘Reflective’
WX mMmeasure

Trust =

é@b “Predictive”
measure

Known Trust Unknown

5

S Uncertainty =~
B R



REPUTATION

TRUST

TRUSTV‘!QBTHINESS

rachelbotsman.substack.com

Building Trust
through
Transparency

What people =2

What people \:clicve

What is the
impact?

Show results
Authenticity

Consistent
stewardship
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CONCEPTS IN ACTION

2022 Supporter Survey

Key Findings

M About This Report

CARE
oA e;ilcletgt}l‘y fa;ned out a comprehensive
. elp from longti
s gtime su
b‘e te tz:zﬁnzhe purpose of our study agts)rttoers
bete lerstand our donors’ interests
= preferences. Participants were asked
p;set ;gs::spef[?x]l:é giving habits and
& Liin
and effectiveness > TISSom programs

SURVEY METHODOLOGY

We hope you will fi

v e ind the res

interesting and informative. s“;};frgoe?(:
grateful to those who participated! S

Our survey was sent to our m¢

siporte o i e

P 2022, Responses from a total

of zfete participants were analyzed

to de vr:me what donors care about
ost y they continue to give and
b eiymlght preserve their passion

L ping the world’s most vulnerabl
people for generations to come. ¢

1 d

of crisis

, Uses my gifts prudently 21

. Provides sustainable solutions €
defeating global poverty

4, Maintains trustworthiness

and integeity

THE PROGRAMS YOU CARE ABOUT

thatwill help
relevant donor

We know this is impor'

| &7 of survey e
CARE bec:
Yindness doesn't €0

TOP REASONS
We are grateful

PORT
i for ALL th

ause we'
towast

Knowledge Is Power

The survey yielded invaluzble insights
us present timely a
communications

tant since
spondents said they
ensure your
te

I fact, when you give, 90% of Y0
onation goes directly to elp those
who need it most

Less than 10% of expended resources
: toward administrativeand

O ndraising costs, and we intend ©©

Keepit that way.

IMPORTANT FACTORS FOR GIVING
Whatever thefactors may be, we take £ heart
{of kindness-

choose to support CARE-
" Provides emergency relief In times

effectively

but these

that your &
’ %

—— 3
% w::*

M potentialimpacton the ives of others
Knowing how gifts are making2 difference
= Giving back for what you have received
jon of

we
are the programs our’

16%

Education

Equality

donors love most-

!

7%

Health

W personal values
B personal satisfaction of gVing
1 Tax advantages

CHOOSING' YOUR LEGACY SHARING THE LOVE

These are the legacy aifts that donors omors ke you are o supporing (¢

like you are considering- types of organizati
I B i
Sug% Healtherelated 4% Culturalfarts
53% Human services  32% Military/veteran
53% Religious 219% International
47% Educational affairs
39% Animal welfare 7% Other

‘mGifts through awill or revocable

living trust
 Ciftof IRA or etirement plan asSets

5 s through a doror advised u
Gifteof securities, including tock

W Charitable trusts

M Gifts that pay income
& fteof property, including real est2te

M Giftsof life insurance

No matter how you slice the data, one thing is certain: We are thankful
that compassionate and thoughtful supporters like you choose CARE.



This work 1s important.

This organization is capable.

@)

[ Donor
Mindsets

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

People like me do things like this.

N o ok W N

I need to share my intentions.



1
Show donors
they are 2
important

to you. Demonstrate

that they
can make a

difference

with you.

3

Strengthen
their sense of
connectedness

to your mission.

4

Recognize
their identity
1n your
work.



Supporting

Discovering

Planned Giving Donor Journey

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.

)



BL. This organization
B is trustworthy.



Top factors (besides mission) in choosing

organization for largest gift

Firsthand knowledge (staff/volunteer)

Respect leadership

Expect organization to be around a long time
Helped me in process of making gift
Respects donors’ wishes

Track record of success

Manages money wisely

Other -

] Ranked motivation first 0% 10% 20% 30% 40% 50% 60% 70%
. Ranked motivation second or third



CONCEPTS IN ACTION

Join Us as We Celebrate
50 Yeary of Caring for Children

For 50 years Miller Children’s & Women's has been providing quality, child-centric
or

services to kids who need it most.

We hope you'll join us and be a part of the celebration by aCf:eptl:‘g ‘
the 50@50 Challenge. All you need to do is include a gift to Memorial Medical
Center Foundation in your estate plan and let us know. Not on\ly wlnll pecome

ur gift allow you to play an important role in our future, you'll also be
Ve : "
the newest member of the Seaside Legacy Circle.

1f you'd like to learn more about this exciting challenge toJlE)e .
se contact Sharon Thornton, JU. &
i ed in our next 50 years, please cor ‘
"l:‘(’):lr‘v’dation President, at 562.933.4483 or sthormon@memcr\alcare org.

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

WHY FEEDING AMERICA

ifitini 1@ € 1. 0. 6.6 ¢
1in7 4.6 billion 99% 4-star rating

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.




[ am connected
to this work.



CONCEPTS IN ACTION
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FOR 10WA STATE

“Donor trust increases significantly when they can clearly see how their
gift will live on beyond their lifetime.” - Dr. Russell James

the Forever True, For lowa State campaign set out to help more students access
their dream of an lowa State education. Nearly 7,000 students received donor-funded scholarships last
year alone.

In addition, many students who faced financial hardships d
from donors like Mike and Mary Ann Kozimko through the
them stay at lowa State.

The momentum of the Forever True campaign remains strong as we approach its final months. Most
importantly, donors are already making a difference

to the COVID-19 pandemic received support
& Strong Fund or completion grants that helped

o 66
This scholarship has d¢ =

realize | would cherisl}

svistion oticssand - ¥ 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

This scholarship allow: , -

Worsaabalihon ) worries, and | could not be more grateful for the support.

me to avoid taking out

—JOEZEL NORIEGA,

e lowa State junior and Heiden Fund for Women in Business Scholarship recipient
This scholarship reliev

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.

nd Heiden Fund for Women in Busine:

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,
ying hospitality management and a Hraba Scholarship recipient




jg' An estate giftis a
. smart choice.

]



Stages of Psychosocial Development

Early
Childhood

autonomy
vs. shame
and doubt

Preschool Adolescence

Adulthood Adulthood
Initiative industry vs.
inferiority

Intimacy vs. generativity vs.
stagnation

confusion

Maturity

ego
Integrity vs.
despair




Stages of Psychosocial Development

Middle Adulthood Maturity

generativity vs. ego Integrity
stagnation vs. despair




ORTING THE FUTURE

B Login/Register §
CARNEGIE HALL Tickets and Events. Visit Education About Support

Legacy Giving

Because of You... N

Exge"encejs
built over time.

am ety quesbaltce the erpuct
Ao b o my M
e Lopors Curta 3M 32 parcd

You Help Protect
the Future of the Arts

Keep the Music Alive for
the Next Generation

Your Legacy Can Set the
Stage for Their Success

. FIR——

rsch Your appt s the vage —ducowes e rast act i your egacy

or generations, Carnegie Hall has set the standard for musical excellence.
With a lttle planning, you can help us continue to bring the transformative

power of music to audiences for years to comd

estate or financial plans not only helps advance Carnd

excellence, but also provides you with tax benefits in

Chart your path here by learning the different gift opt

work with you to find a charitable plan that lets you pf

support Carnegie Hall at the same time

Your dedication

keeps the
music playing.
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The Importance of
Trust & Transparency




OF TECHNOLOGY

)



Individual

+<—— Measurement of Engagement —— \
& Ability to Influence Others




The Self-Directed d
Donor 579 ¢ %

4 Complete ’r

Donor Gift Decision

Donor First Contact
with Organization




Tech-Driven

Personalization
Hyper-Personalization S Sl e
§ ,1 51 " ) e Personalized
A= content

e “Boomers are
responsive when
communication
feels custom and
respectful”




GIVEN THEM OPTIONS

BEGIN
PLANNING
SREEE  We are pleased to
offer our FREE Personal Estate
Planning Kit to our Trojan
community. Scan the code for

step-by-step instructions on what

to include in your plan. if you've
already got a plan, use
our kit to determine if
it's time for a refresh,

CREATE

YOUR WILL —
FOR FREE
Everyone needs an estate plan.
That's why we're giving you
complimentary access to a
secure suite of online planning
tools. Create your will and other
critical documents from the
comfort of home! Scan the code
to get started.

A A naont &) Giving Docs.

e ———3

Join the Arthritis Foundation supporters and plan your legacy with Giving Docs. It's
safe, secure and free for life.

Giving Docs ®
View the results from Giving Docs to examine your donor engagement.
Filter: Date Account Activations Completed Docs Completed Gifts
Presets
366 123 217
E All Assumptions Estimated Value of Gifts Gifts Disclosed
Xpo rt Avg. Estate Gift Value: $40,000 $399 467,793 [ osw |
Avg. Specific Gift Value: $400 4 ' .
Gift Types Estimated Value by Type

s200m

s200m

s100M

Residual Estate FIFEes
117 (57.07%) £ 3 & F
O Beneficiry Designations. A Residual Estate Ospecifc Gifs Oacoains © Codic Gifs
Stock Gits 04 Grants




‘easterseals
e lowa

THE IMPACT OF VIDEO

Videos can increase
conversion rates in a
targeted campaign by

0%

Videos can email
can increase
click-through rates

300%

Video ads perform

480%

better than image ads
on Facebook



ORGANIC VIDEO IS BEST

- sy — e b A"

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.

Q0 269 48 Comments 108 Shares 9K Views

%, Des Moines Symphony

Follow
wrion.  8.2K Followers

@ Write a comment... o c
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¥ THE HUMANE SOCIETY
OF THE UNITED STATES

Dear Clayton,

Thank you for downloading our digital brochure A Guide to Making_Your Will.
Legacy gifts help to ensure that the HSUS is here to continue our mission to
fight for all animals long into the future, and we truly appreciate that you are

considering making us part of your estate plans.

Here are some other resources that you may find helpful:

» Legacy Giving Main Page
» HSUS Sample Bequest Language and Tax-ID Number
« HSUS Annual Report

If I can be of assistance or answer any questions you may have, please
contact me at your convenience. Thank you again for your generosity and
concem for the well-being of all animals. | hope to speak with you soon.

Sincerely,

Joan Peppard Winograd

Senior Director of Planned Giving - Southeast
(786) 559-6510
jwinograd@humanesociety.org

CAMPAIGNS

Dear Sara,

Thank you for your interest in a Charitable Gift Annuity (CGA) with the
Humane Society of the United States. This popular gift is a great way to
advance our mission on behalf of all animals, while also providing a lifetime
stream of fixed payments and a charitable income tax deduction for a portion
of your gift. Please note that the minimum donation to fund a CGA with the
HSUS is $10,000 in cash or securities, and the rate of payments is
determined by the age and number of annuitants (one or two).

Legacy gifts, such as CGAs, a bequest in a will, or the designation of a
retirement account, help to ensure that the HSUS is here to continue our
mission to fight for all animals long into the future, and we truly appreciate
that you are considering making us part of your humane legacy.

Here are some other resources that you may find helpful:

« Charitable Gift Annuity Calculator
. HSUSP Givi si

Digital brochure Charitable Gift Annuities: Gifts That Give Back
« HSUS Annual Report

If I can be of assistance or answer any questions you may have, please
contact me at your convenience. Thank you again for your generosity and
concern for the well-being of all animals. | hope to speak with you soon.

Sincerely,

Eric Noel Smith

Director of Planned Giving - Northeast
(516) 462-4877
ensmith@humanesociety.org
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DONORS TAKE ON Al

Al Familiarity Among Donors Impact of Al on Donor Giving Behavior

B very Familiar (31.6%) B ore Likely to Donate (9.0%)

Somewhat Familiar (50.8%)

Less Likely to Donate (31.4%)

B Not Very Familiar (14.6%)
B No Effect (34.3%)

Not at All Familiar (3.0%)
Depends on Al Use (25.2%)

Source: https://www.cheriankoshy.com/aistudy/
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THE RISE OF Al WITH NPO’S

Nonprofits Increasingly Expect

i :
to Use A nCommg Vears Al Adoption in the Gift Planning Community from the March

O Perspectives Poll
6 /O e 28% of professionals use Al tools daily. BEWEEKEY. MONTHLY
EVEORFYI_Eﬂ 51% 3%

e 28% incorporate Al on a weekly basis. FTEN

Already actively using Al L . DAILY
¢ 20% of people haven't purposefully used artificial intelligence 28.3%

in their role.

O ¢ 15% utilize Al every so often. MARCH POLL
RESULTS
O * 5% engage bi-weekly. 202%
NEVER

* 3% of people use it monthly.

Expect to actively use Al
in the next 3 to 5 years WEEKLY 28.3%

Source: 2025 Chronicle of Philanthropy
Technology Leadership Survey
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THINGS TO KEEP AN EYE ON

SDSU G Introducing Max™:

Guide for
Planned Giving and Estate Planning

s\ €TSION2.ai
<4ty fpoivaey

Meet Sandy, our Virtual Engagement Officer
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BSTELTER

Takeaways

The Wealth Transfer is Upon Us and Baby
Boomers are Leading the Way!

Reinforce Trust & Transparency at Every Step of
the Donor Journey

Look for Efficiencies & Personalization in
Technology




Thank you!

Nathan Stelter
President
The Stelter Company
877-897-3109
nathan@stelter.com



