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

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.

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?

● Compromise 20% of US population
● Control 70% of the wealth in the US 

(Forbes, 2023)
● Give 43% of individual philanthropic 

giving (GivingUSA, 2023)
● ⅓ more generous than silent 

generation at the same age
● Will maintain wealth inequity for 

next 10+ years (don’t retire at 65)

● 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!



Leading Boomers
(Born 1946-1965)

aka “Legacy Leaders”

Characteristics

● Post-War Optimism & Civic Duty

● Witnesses to Major Social Change

● Financially Fortunate but Cautious

● Value Traditional Media & 1:1

● Legacy-Oriented & Family-Focused

Behaviors

● Doing right for future generations
● Challenge status quo
● Security
● Prefer direct mail and in-person

● Leaving a legacy, values match



aka “Informed Investor”

Characteristics

● Skepticism of Institutions

● Pragmatic & Cautious

● Technologically Adaptive but 

Transitional

● Loyal but Demanding Consumers

● Family-Oriented

Lagging Boomers
(Born 1955-1964)

Behaviors

● Trust but verify

● Stability, Clarity & Evidence

● Decisions are more deliberate

● Thorough research (more tech savvy)

● Stress around time, finances & planning



● Healthy skepticism

● Financially cautious

● Purpose-driven

● Value legacy

● Expect clarity & connection

● 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? 

Common Themes





Your donor is at the heart

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

Acknowledge that donors 
are in control of their 

philanthropic decision to 
support your mission 

Build enduring, 
emotional connections 

to the cause you 
champion

Help donors discover and embrace 
their power to create intrinsic 

rewards that come from expressing 
love through their giving



1. Connectedness
Potential questions to ask yourself:

○ 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:

○ 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:

○ 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.)

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

○ Do we reinforce the NPs credibility and competency?

3 BASIC PSYCH NEEDS



Connectedness 
AND Competency 
AND Identity 
AND Autonomy

Connectedness
AND Identity

CONCEPTS IN ACTION



Revised to 
Strength-bas
ed wording. 
Continued 
w/CCA!

Competency 
AND 
Autonomy

Autonomy AND 
Competency 
AND 
Connectedness

CONCEPTS IN ACTION



“YOUR” IMPACT
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The Numbers

● 85% of high net 
worth donors say 
trust is critical 
(US Trust)

● Trust for NPO’s 
rebounded in 
2024 to 57%

● Trust in 
philanthropy 
steady at 33%

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

“Public Trust is the currency of the nonprofit sector”

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


Uncertainty’s 
Impact on Trust

Reputation = 
“Reflective” 
measure

Trust = 
“Predictive” 
measure



Building Trust 
through 
Transparency

● What is the 
impact?

● Show results

● Authenticity

● Consistent 
stewardship



CONCEPTS IN ACTION



1. This work is important.

2. This organization is capable. 

3. This organization is trustworthy.

4. I 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.

7 Donor 
Mindsets



UNDERSTANDING THEIR JOURNEY

Show donors 
they are 

important 
to you. Demonstrate 

that they 
can make a 
difference 
with you.

Strengthen 
their sense of 

connectedness 
to your mission. Recognize 

their identity 
in your 
work.



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

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

Integrates nonprofit 
with identity

Researches options:
● Conversations with 

family and 
advisors

● Self-directed 
research

● Consultation with 
nonprofit

Decides to make a 
legacy gift

Puts together estate 
planning team

Arranges gift:
● Creates will or 

codicil
● Updates beneficiary 

documents
● Initiates asset 

transfer

Notifies nonprofit

Planned Giving Donor Journey



BELIEF THAT AN ORGANIZATION CAN BE TRUSTED
BELIEF IN AN ORGANIZATION’S LONGEVITY
BELIEF THAT AN ORGANIZATION IS FINANCIALLY SOUND

This organization
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

0%             10%             20%             30%             40%             50%             60%             70%Ranked motivation first

Ranked motivation second or third

Leaving a Legacy, Giving USA, 2020



CONCEPTS IN ACTION



BELIEF THAT ONE’S GIFTS MATTER
BELIEF THAT AN ORGANIZATION IS PART OF ONE’S LIFE STORY

I am connected 
to this work.



CONCEPTS IN ACTION

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



BELIEF THAT ONE WANTS TO BE REMEMBERED
BELIEF THAT A DONOR DOES NOT NEED TO LEAVE ESTATE TO HEIRS
BELIEF THAT ESTATE PLANNING IS VALUABLE

An estate gift is a 
smart choice.



Stages of Psychosocial Development

Infancy

trust vs. 
mistrust

Early
Childhood

autonomy 
vs. shame 
and doubt

Preschool

initiative 
vs. guilt

School 
Age

industry vs. 
inferiority

Adolescence

identity 
vs. role 

confusion

Young 
Adulthood

intimacy vs. 
isolation

Middle 
Adulthood

generativity vs. 
stagnation

Maturity

ego 
integrity vs. 

despair



Stages of Psychosocial Development

Middle Adulthood

generativity vs. 
stagnation

Maturity

ego integrity 
vs. despair



SUPPORTING THE FUTURE
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THE ROLE OF TECHNOLOGY





The Self-Directed 
Donor

Donor Due
Diligence Begins

Donor First Contact 
with Organization

Donor Gift Decision



Tech-Driven 
Personalization

● Tailored Videos

● Personalized 
content

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



GIVEN THEM OPTIONS



Videos can increase 
conversion rates in a 
targeted campaign by

80% 300%

Videos can email 
can increase 

click-through rates

Video ads perform

480%
better than image ads 

on Facebook

THE IMPACT OF VIDEO 



ORGANIC VIDEO IS BEST



TRIGGERED EMAIL CAMPAIGNS



WHAT ABOUT AI?

Source: Josh Birkholz, BWF, 
https://www.youtube.com/embed/F3vgBoJr7Co?enablejsapi=1&version=3&autoplay=1&hd=1&rel=0&autohide=1&showinfo=0



DONORS TAKE ON AI

Source: https://www.cheriankoshy.com/aistudy/



THE RISE OF AI WITH NPO’S



THINGS TO KEEP AN EYE ON



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


